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(3m6393¢hgomyMo dndmbom3zs)

633%9M oxm©yo RafMacdyo 3000 93°h9M0b69 yMm¢ody
3hmagbmhon sbmgnhgdyen shmaxzgbmhao abmgnhgdyen shmazgbmho
03. $939b0330000 LobgeMonb  03. 03060330000 Lobgemonb 03. 303060330000 LobgoMdONL
00000b0b bobgedfoam 00000000b bobgedfoRm 00000b0b bobgedfnrm
96033hboSgB0 J6039hbnBgSs0 J6033hboBgB0
nugzartodua@tsu.ge charita.jashi@tsu.ge ekaterine.urotadze@tsu.ge

bBoBnvdn gobbooyens y3domegbn 3obomgdnb doh3gBnbanb sbogn
39609630900 0moem 39hnmedn 300mJ39ybgog0n LodgEbnghm 3900030
30900b0 0 33093900b 0nbye3n0. obdn dmE987000 obsmydnb doh3g-
30630b 0989h806068900b: 36039hbnBgBNL NBogznb, mABLLbyhgdNL bo-
hobbnb, bBYEIbBM 300YyMBNEYONLY 2o 0MNyeghmdnb yhmnghmis3dn-
hab 96000%0. 80939 bod30007000 303hg0en §99d6MEMZENgdNL, bmEnsgghn
0900000 0o 303096008MAbEgbn doh3980630L hmen bBYebBM 38oym-
20090000 o 0Mmnoeghmdsdan. AdBohgdgon obsendn bobohggdoms bogob-
0060m0900m dmALLbyhgonb 0090hdg 36039hb0BYB9O0bL Bngh 9%99800-
b0 dsh398063300 bEhoB930900L 3obLobmhEngEgdQve.

0o3396dm bnBY3900: 10sME9LNO 3obsMQgdV, bogsebdubsmegoom dm-
dbobyhgonb 00%0hn, gobomEnonb doh3g80630, 3obomeydnb doh39Bnb-
300 0989h00bs68900.

JEL Codes: M30, M31.

d3bozomn

3obommyds 6900bBngMo J39ybob 93mbmAnz0L, 3manahninbs s 3Ym-
HamMab gobznmeMmygdnb dmszeMa 3Mommohghn s LadmgamydMmngn 3MM3-
MaLob BobodnmMmodss. bogebdobommydmm 3MMaMadgdnb ganmdsmyMmo dn-
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©amad900L s bg3znb gmMInMgds M3bsdgEMmM3ag gobommgdab nbhgMmbo-
3ombomndsEnob 8603369mm3560 QogdhmMns. gMAIMNBIEN30 EOEO go-
3m96s dmobnbs y3smmabn gobscmmgdab 05dM0L gob3znmaMmydady. Logoe-
630bomydmmm AmabobyMgdedy Ammbm3zbab DMEOD 303 yBMm ddogyMmn
3oboo 36039MLobHOL dmMab 3MB3nMgbEns. Ydsmmabo gobsmmgonb
00M39h0bgn 30m3M®Y0s ghodmdMnzo, bhMydbhamMmymom, gobbbzozqgdyma
3mmohngdnbs @s Hggbmenmanymo byl boxkydzgmdyg. Msbsdgmmag 30-
MmMdg0d0 Pdsmmabo gobsmmgdab LobHYBob 3MmaMmabo BaMAmMyaqbgmos
9%399H0sbo doM3ghnbgymon bLHMshgannb gomMgdy, MmIgmnzg MmMngbhomy-
o0mno nbgon 3Mmomgdgdnb goobyzgdody, Mmammozos: 36039MbadHgHoL
LOYEIOHS M3HNTsYMn MOMEybMONL a6y, BomamzzsmnzznEymMo
3MmaxzqbyMob dmodomadsEny, Lodgibogmm 33tg3900bsM30L MVbbgdaL M-
dngods, 93mbmangyM o bminomym nbbhodhyEngdL dmMob MebsddMmamm-
00, LO3gebdbsNMgdMM FMALLLbYMYdNL N39MLNBNISEBNY S FoM3xHnbaY-
a0 sMmbgdab 9x399dhnsbo 3mmmonbsizns (Bialon, 2015).

76039M0MbohgHoOLY o Fom LHYYBbHgOL dmMob nbhgMagdine M-
Lom3nL LogdomE MOPMN O TMS30MZbBMTNMYdN3BNY. goddoxrMydymon
3Mb39My6300L ¥MBBY 0dMEYds LHybHh e IMmmmENbgdo s dmmbmzbg-
00. 09309090 bgos sMLYOYMN 3oMaNEgdg0nL 33Mnmyds sbama 3Mm-
39L9d0bs s Hgdbmmmmangdnlb BndsMmomyamgdnm (Danjuma & Rasli, 2012). go-
Bomgdnb Mgxmmmas, 33nM39mgb ymzmoby, 3m3dmgdbym, nbhamonbiEns-
mnbym FoEgm3dgob gxmobbdmdb o goboomgdab gmmnsbo LobHdaL
HMmbLbEMMIs3nsb 06393L. ©®gobom3znb 7b03zgMLoMgHdn BENEMMAIH,
mM09bhHogno doozgomb nbgmo 3md3ghabhaMo s 3MmEygboymn JoMg-
00b IMABoEYosdY, MMAIMgdnE Mebodgommag dMmadnb 05dsMDY dwan-
300 dmmbm3zbo@no. sdohmaoil ydsmmgbo bLogebdsbsmmgdmm ©obgbydy-
my09060 dogbodomyMe B3M3xbnMydMbn 3MNob LAHYIbHYODY, MmamM
306000mMgd0L d50MAb TmozoMm 8396(H70D9, MMAgmms dmmbmgboangdgodab
©o3dsymanmads 36039MbaGHMHI0NL 3MB3xMabHYbaMnabmonb gobabo-
dm3Mgmn gaghmmMns (Lafuente-Ruiz-de-Sabando et al., 2018).

Lodomm3zgmmbL bogebdobommadmm bygmmdn dndnbomyg 3MmEgby-
00 m300L90M030m 33M0L gobommgonb dmmneb LoLHYTSL. g3MM30L Hdo-
0mgb bLogebdsbsmmgdmm Lo3zmMEgdn nbhgamagns @on gedmb3g3900L
6060dg 0y9690L LogdoMmm3zgmmbL n6039MLAMYHIOL. 3obboznmmMgdom smbo-
60360300 0b @ogdn, MM 93MmM3mM LHbIMHYOdMSO dnsbamydab d3©I-
mMod Jommymon dsmmgbo LabBszmgdmgdab 6nbs8y osygbs PodMozn
09MMOYM-3900mEMEManyMma 3Mmdm9ds, MmMAmadnz gebommgdab doMzg-
H063L 930330M@JY0s. JsMmamny, bagsmmzgmmdn 3ndnboMmy nbH9bLoyMo
Maxzmmdgdnb 3MmEgLbn MmMngbhnMmgdymns bHgbdhms LEsgzmMydnb g3Mm-
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30 bHObaMHgonL vmM30LJdILY O 33930L M8bsdgMm3g Hgdbmenm-
30900L obgMa30dg, MYIE, 3oM33g3mo Bobbzmnb doybgezs®, ML
0600369mm306 godmb3935m MAgOS gobommgodnb doMm3ghnbgdn sMLbYdYMN
3MmMoOmMdqgdaLb godmamgbnbs s ZoogMmobomznb LogoMmm dgEbogMyman
33mM93900L LNABnMY. gobLogymmadam gL gbgds LHYIbH M 3Bsymanmyg-
00bd s MMosymmonb dgbBagmasb, Mg bgmb ydmab A3z3680 LobLBZEM
3MmEgLoL 9x89gdH00b BoMBsMM3L s 93Mm3yama bHoboompgdnob Immbm-
3690006 dgLodsd0bo L3gENdMALEHJO0L 59MM306 EMBYDY MDD,

ombobndbogzne nb @sg®n, MM Mgobomznb sMLYOMOL yodMmozn Lo-
0936096Mm 6odMmMA0, MMIMg0d0E ©OEO YyMmomgds 99393d bHYabdhmo
300Yymxzz0mgdnbs @o mosmymmonlb bogznmbgdab gobbomzol, Mog goban-
moMmgoym J39y690d0 yzgms Logebdobsmmgomm baLYdYMgo0L 33mg-
300 mo0gghHno. sdnhmad Abmxymamb 6sdyzsb yb03zgMbobgMHadd0, Yobmgbo
00M39hnbgnamo dnamadndab godmygbgdom, homoads nbhgbboyMmo 3zmg-
3900 LOHYOIOMHOS 30oYyMBOMYdNLY O MmosmymMmMdaL EmMBL dgLoLBs-
3. gobLogxmMadyMn yyMmomgds 993930 00 BaJHMMgdaL 3bsadL,
MmImgdns LAHYIbHMS IMBLLbyMxdaL boMabbob sMgdedy, 30oymayng-
00b EMB9%dg o MMosEMMONL BMMINMYOsD] o3m™gbob sbybgb. sbgmon
33mM93900 30 96039MLOMHYHIO0L Logdnsbmdnb d9x3sLdNb 3608369m3ze60
3M0ohgmnydns. 88 odsMmmymgoom dgbMmymadymoas dMmagamn badydom oa-
3-Lo o 93MmM3nb FbMdNE Pbn39MLbNMgHg0dn. Lagommzgmdniz AshoMydy-
oo My3dYbndg 330MxasLIMHd0Sb0 33930 LHYIOBHMS J3930LMb6 Bo-
00Mm900m, mydEs nbobo M1gdgbmyma boboomobos o Logebdsbsmmyd-
om 0000MBY Bndnbomg dm3mgbqdabodn BoM3qgHnbaxm Gnamadgdb 39M
dbobogL. oMo, ML Jommymon 36039MLbobgHadnLam3z0L babogmzbommo
0603369mm30600 080L ©o©Egbs, Oy MmgmMm dgdmmb dgho LAHYIbHNL
9mB035 o Fomn 3ogdLNTMYMO® 3dsymMmaNgdy. dgbodsdnbo, nbn3zg-
Mbohgbhob 0Mybab nGogob godmngmgds s 05dsMBY Fobo Y3nModhabmonb
BoMdmAgbo doM3gthnbggmon bhMahnanob 3360d3z69mm3s69Lb0 3MA3MbybHN
bogds. 3y33e, BoddHns, MMI 3MMOMYTaL sdHomymmodnb d0bgma3o, Jo-
Mmm39m0 bHYIBbHJo0Lb JEg30LMeb o3380MYd MmN Loznmbgdn MydEy
093609Mmo dgbbogamoamo of oMab, MoE A39680 LOEEHISbsMgdEM
000M0bL FEaMI® 3ob30MMJOSL d0M3IMEMYOL. 3MMOMYAnL sJhgomymmodn-
©ob godmadnbomg, 33emq30L F0Bb0o Lgebdsbsmmygdmm IMaAbsabyMydab
0000MBY FoM39MHnbanL sbomn dnEaMa3goaL odmazmabs o BoLMb V3e3-
d0Myoymo LAHYIOHMS J3930L 33TNMYOg0onL gbBagme. 33MY30L Fgmm-
@Mmmansdn godmygbgdgmos aohgMmahymymo dobomgdnlb obsmado ©o
©5330M3900L dg00m@yd0.
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3°6000em900L 30M39¢H0630bL doMomao xHgMIN636¢Hx00bL
yMhomogMngszdoMmo

3obsmmgdnb doM39hnbgnb doMomoo Eqhgmdnbsbhgodnlb gobbamzsb
093M0 993609M0 36039MLobHYHNL ndngxnb gbBszmno nBygdlL. 333m930M9-
00b ndmagzmgbmods 36039MLOMHIHNL N30gb obLIdM3MOZL MmamMmE MB3Yb0-
Lo O 9AMEN0L gMMNbMALL, Mo3 LHYIbHNL 3EMONgMgdadn MdNgdhHob
0080M09000 3Mdndngm gobbymdsb o adm3znmgdymgosb Jabab. dMage-
mds 33mg308 Bamamahnbs, MM nb03gMmbohghob ndozn s00hyM0gbHhgonb
909M ydsmmagbn LOLBZmMgdMOL vMAY30LLL doMmomsn gobabedmzmMgmn
gsghmmoas (Alves & Raposo, 2010; Agrey & Lampadan, 2014). dgndangds no-
9350, MMA n6039MLboHgHoL ndogn gobobodm3zMgds bLadn gmgdgbhno. gby-
60o: LHYIbHONL Togm smgdymo 0dogn, LodMgoEmydnb dngM smgdymaon
09030 o ©s3bygdgomagdab dngM smddyman 0d0x0. DMgooE, 16039MLNEGY-
H900Lb 3mdoEgomMmboMyds LOEgebdsbsmmgdmm bogMEgdn gob3dnMmdgdymns
9Mo30m0 @WogdhmMmoo, MMaMMOEos gomaMaxz0gmMo 3EaNMI0sMIMOY,
nb6x3MLHMYIHPMoL dobLbbzs3z90xmn Emby, LHIbhms MomEgbmdy, Lo-
LBogmm 3MMEMadgon, LEs3MgO0L boMobbo o Bobo s Lb3s. YFsmmagbo
LoLBOZMgOMNL 8MAY306Dg obY3g dnMEadnm ©9dmJdgadL bmEosmymMn
3oMgdm, 393mMdMydnby s MEabgdnb dgbgymadgdan. yzgms 94b3gMmbo me-
B6b0gds nBsdy, MMI dE0mMgdgmMns LBEgebdsbsmmgdmm dMmAbobyMygdnb
033930935 bob®gdymo, 3MI3Mgqdbymo Togmdom, Moms 36039MbLoBYMHYdTs
d9damb mo3086m0 3mM3mMmEoymo 0dox0b gsdamngMgds (Azoury et al., 2014;
Stock, 2018). dmagngmmn 833mg35Mn P6039MLbobgHoLb 3MmM3mMmsEnym ndozb
gobobomogh MmgmMmE dohgMmosmymo o oMadshgMmosmymn sb3gghgonb
9MMoOmMomosl, Mo 3oMan MadxhoEnab 89786nb boxgydzgmans. d93Mn 393-
60gfmn 00AbBg3L, MM nbnzgMmboHgHob My3ydHogns Meb3ndwg3mymon JEg-
300 d99300, bmenm ndoznb MMT0MYds 9839dH0sbo 3MBYbazaEomMmn 3od3ds-
6090000 bmMEngmEgds. 00030 O MY3PHoEns, b MMo 33Ws@n - bb3zoo-
bbgo 3ebdmMaAnmgdss, 053Md0 9MMBbMMb FFnMMEd ©a3e38nMgd N,
033Lbmab, 3MLYOMOL BMLLDBMYOSE3, MMA LHYIbHMY 3ToYMBNEMYds ym3zgun-
®30b 3mMgmsEnsdn MmEns 96039MLboMgHoL MI3xHOENsLMSL s NBogmab
(Wong et al.,2016; Del-Castillo-Feito, 2019).

3bmdnmny, Mm3 Abmamomdn sMbyOxmn 36039MLOMIMHION, DMFSDO®,
nymxs bLod JoMoammns, MmammoEss v39M03n, g3mMm3umn s 9B0ab
939y6900L 16039MLOMYHYO0. MMy Fd;bL Lagymoma daMm3ghnbay-
om0 bHMIHIENS 9930, Bogomoma, 839M0nzsdn P6039MLboMgHYd0L Y3ghabm-
00 90YyoMmgds 39Mdm axz306560b505L o LbBszmmM 3MmgModgdnb b3gEnan-

336 dmambL, M@ P0MYb33mMymab 3MaLAHNIYMN s Faman bHsbsM®Hnb
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3obommgdnlb dnmgool. LHYIbHYON LoMEgxdMOgh TMszsmmoizbmazabn
3M3b(H9000s o bhn3gbngdnm, M@ Bodngmo s N87NLAMIEYTN sbomgs-
dM©obmM30Lb bBs3MxosL bgmBnLLB63MAL bEbL. gmadyma LobBs3zmMydmg-
00 g@3mm 3m3ymomymns BaMTohgogmo 3MLbEsdmMa3zMgdxmadnl bobgmyg-
00, MmMAmydnz 3MabH gy 3md30609000 LoddnsbMdgb. sbgmn 3nMm3zbg-
0900 360393MLOMHHIOL 0805L ToHg090 o LOLBSZWMOgML BNBOLYMI®SE
q9bdsMmgdnasb. 093M0 g3Mm3gamon 36039MbobhgHo Labgmdboxgmb dngMm sMab
©3306560L707M0 O ggemabyMmo EMBALYS. 333LMSB, og 0MLydYmo 3gMmdm
36039MLohgHd0 Bomognn IMImnbm3zbgmMonms o L3gENIMNDBYOYMN bo-
LBs3MM 3MMaMedg0nm godmnMmAg3006. MoE FMo30Mny, 90 36039MbobgHI-
00L 39MLELTMO3MYdMYOL 890amadn 3Mmaqgboymoa 3oMngMmab gobznme-
M9000L oo d9LodmMgOmMMdxdN 8g30. 0dD00L LobgmMdbogm 36039MbobgHI-
0L obobNoMyoL DML HYb9bENY, 30600SH 8 obommgdab dnbsmydeE
obamasdMmgonb AmH0zsEns domamns. smbabndbagzns 0b Gogdn, MmMAT odn-
nb 36039MboMHH9d8n 300@NbIMIMOL sbsmn Hggdbmanmangdab LEMIROE
©369M330 o LabLBagzMM 3MmEgLgddn doMm3ghnbaymon 0bLAHMYBYEMHYONL
9983994H0sb0 0bdHggMmnmgds. sbY3g dg0dhbg3s LogmmsdmmMabm domzghnbgab
3MmMgModg0nb goxsmMmmgdobs s 0b6m3zs30Mn 89906003900L 3godmynbgonlb
h9609630900. dmem bobgddn 0B0n0dn 8603369MmM3bs@ ondoMmEs 39Mdm
176039MbobhghHgoob MomEabmods, Modsi3 Ydsmgbo bLogsbdsbosmmydenm dm-
dbobyMydabL dEgnMMOMN3 d3dMBY 3MB3YMIBbENs 303 IBRMM ddoxMn go-
booe. sbgm 36039MboBgHg0dn 33¢93900b 39909L0 Babomo AshoMgdymos
dbamgedMmEs 893609Mg00b dngMm, MMAMgoLYE gobsmmgds dnmgdymn sd3m
039M0300bs O 93MM30L 36039MboDHgHg080 g0dmgds N0 J30L, MMA sdn0NL
176039MLOoMgMHI030 sanmo 393L Logebdsbmmgdmm 3MmoydEnob nd3mM-
OL Lb3oLb3s J39y60L6 (Stack, 2016; Gadd et al.,2021).

3bmodomny, MM LAHYIbHMY 3BoymPngonbs s MosMYMMOnb
0006930 LOEEBBbOMgOMmM BoM3gHnbanL FmozoMma 0dobns. bHyabHmo
30oymanmgdab domamo @mbg 36039MbohgdHadab 3mb3gmabhnbomasbm-
00bo s 03050b gobdH3NEgdeL YBMYOb3gMYMABL, Mo bHYIbh Mo sbomao
6530000 s Fomn gmmasmyMmmonb dMmosb 063930 (Sojkin et al.,2012). 3Mm-
xR9LbMMY00 GB. 3MHMIMO O 3. 39WgMmn dMBbIoMydgmme 300YymBNMOSL
oboboomgdgh, MmammE osodnsbgdalb dogMm 03bogMmgdnb dgamdbgodsl,
Mmdgmol dgdgbomo 3MmMEYddhnb omddymao doboboomgdmgdob dmenm-
006036 F9sMydnlb boxkyd3zgmdy Bamdmngdbgds (Kotler & Keller, 2016).
3Mmxagbmmo 3. Dan@odmo IMIbIsMydgmms 3doymxzomgdsb gobnbomagl,
MmammE 06083690mmM306 gobdmMaAnmydsb, MmdgmoE 3ebLodm3zMozLb dgme-
30990mn dmALabyMgonlb dndomm dmMAbdoMygdgmms Lodsbybm MgodEn-
ob (Zeithaml, 1988). Ms3 dggbgds MMasEYMMOSL, gbss BmBbBsMgdgM
300ymazngmgdob 390930, 3oMgn dmabobyMgdnbsmznlb gMmo o 0839 000-
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Bmgomgdnbo@dn gMmgymgds s dobo Ommma@y 896sMmAYBgds (Zeithaml
& Bitner, 2018; Lafuente-Ruiz-de-Sabando et al., 2018).

dmabadsmgdgmms 30symanmgdab g3mm3ym n6gdLdg (ESI) oyMmobm-
000 899385390300 LHYIOHNS 30sYymBomadab nbgdba (SSI), MmBymog
390m0ny969060 33tM93900L MmML. bhyabh oo 3doymanmgdnb nbgdLbob go-
63LOBdMZMgMN Boghmmgdns: 36039MLobHIHNL 0dng0, ImmmENnbo, sgdgman
R3LyYMMOY, AMALsbyMgdab bomabbo, bhygbHoo 30oymaynmgds s M-
daymMmos. bhyabhmo dmmmenbo - gbos bHyabhmo nbxzmmdnmydymm-
00 o 3MEBS LB3MYdAL boMobbmeb dndsMmmgdnm, sgMgm3g 00 dgbodmyd-
mMmog00L gom3z3smnbBnbgdy, My Medgbsw dggdmns ybnzgMbnhahL LHY-
©96Mhms ImmMmEnb900b godsMmmmyds, smgddymo bBs3mgdab boMmabboby
9 30M0gMmymo blmob PBMYB3gMYyMas. IMBbTsMYOgMMs FIMMMENOLY
d0gdgm gsbggamosb dmmab gobbbzoezgds sMab doMmngMma, MMAgmnE byl
38mab dmbdoMxogmme 38symaxznmgdnb dombyzsb. 98 3MmMOmgdnb gobbogn-
30 339380MEYds dMs3samn dgEbngMmab Mmads (Appleton-Knapp & Krentler,
2006; Douglas et al., 2006; Temizer & Turkyilmaz, 2012).

LOYIbHS 3Bsymanagds dbY3g 3Mab LHYIbhMe IMZMg33NbN
©3dM30mg0xmgds, MmMIgmnE 30byds LOgebdsbsmmgdmm godmEo-
mg00b d9x35bg0onbLL. sdohmd LHYIbHM 30symzomgonb EmMbaL Bomas-
H9000 LE3MMO9GD BLbMmBMoML Bsdyzseb ybn3z9MLNMYHY68n. TogoOMI,
bogdom@ bLanbhgMabms o dMndobgmdn, MmnzgMm3yamob smb dxMob ybo-
39MLOMIMTN Ashomoymn 33m939060. 38 Pb603gMLaGHIMTIn bHYLIBAHIOL
LB33dMO96 AMALabyMgdab LMY 3539ML, MMAgmdny gl LEs3mMgdNL
boMmobbob ™mobdndg3Myman gobznmamgds, JoMagsm IJBMPb3gmymxynma
0b6x3MLHMYIHYMS, L396700L MMBBNBIENY, 33908 o bb3s dmALsbyMy-
00. IMAbIsMxdgMMo 3doymanegoob g93mm3yamn 06gdLbob dmwgmn sbY39
309mnygbgb smommanb n6039MbohghL (sbns) d0d6gbaby s 8969509
Bhob g3ombodgbnb 333m930MY0Dds. 330M930L 89z EEaNbY, MmMAI
36039MLobgHNL NB0x0 O LHIbDHMS 30oymBNMgds BMIMIEEIOHL Mmns-
mymmoob 6nobodnmmdsl, Moz abnnb nbnggmbnhghgoob sMAg3560L n3nme-
h9bmogoL gebLedmM3Ma3b (Mukhtar et al., 2015).

990L39MHg00 3MdoDHNYMI® dB3sLYO96 08 BogHL, MMA g3MmM3nLY O 839-
M03nb n6039MLNMHgH9080 LobhgdshyMo bEgds bHyabHe sdM3NEYOY-
mg00Ls o gobbymdnb d9LBszme. 333M939M9d0 8M339396, My MOTEIboE
3magmmbymos 36039MLOHIHIO0L LoLBZMM goMadm, MMEMMNY BIYW-
H9H900Lb s3nbobhHMmoEnnbs o 830ydnyma 39MLbMBsmalb MobsddMMA-
Mmool ©mbg. 98 goghmmMgdalb bobgMmMBNBoENs bgb ybymob LHYwb-
Homo 3m3390H90E00LY O MZNMTGRILYONL FobTH3INE70L, MALLE TIMd30MmMN
833930M0 ssbhMgob (Yusoff et al., 2015; Martirosyan, 2015; Shahsavar &
Sudzina, 2017). dmm bs69080 bhbH M 38sYyMmBaMgdL 33930 L3BoME
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3o0dhnyMoos sdnnb y6039MbodhgH90dnE. 333935M7dL LHYIbH M 3Bsym-
R0mMY03dg dMJdgn odbhmmMgdo EoYmMBNMN 3§30 MM F3xRE. 30M39MMN
39MmLbMBsMYMm0 BoghmMmaodn (sbsgn, bggbo,bmiznseyma BEagmdsmgmos, bhy-
0960 s GPA, ©3bsg8900b 39ML3gJH03900 s bb3s). BgmMmags nbbhHYEOYM
R3JHMM9d0n, MMIMYdoE 38gsmme bBszmgdnb 89695396HL P30380M@Yd..
qLbgb60s: LOZEBBSbsMEMagdMM 3MmMEMadgdnL bomMmobbo, s3sgdngmn 39Mbm-
Bomnb 33smnxnzs30nb ©mby, LHYIBMHIOALs O WgdhMmMmaonb Msbod-
dmmammoo, 36039Mbodgbhob 0bxMLHMYIHIMS, nbamMIsEnymo Hggbm-
anmannb gedmygbgonb 95399dhH0sbmMoOs s bb3zs (Stukalina, 2016). BogoMN0SQ,
9omand00b y6039MLOMHHOL d0BBJLOL Bo3gMHgHOL 333M933MgdTs yyMe-
M908 goodabznmgb gagdhmmgody, Mmdmgdnz 3608369mmm3zeb0s LHyb-
Ho 300ymxa0mgdnb dnbomby3s®. sbgmMn BaJHMM9dL T0939m36900: dy©O-
HMm0go0bs o WMadmMasbhmmMngdob Jobegbo Hggdbmemmangdnm sogymao,
009690b30dMEENMY0009 PRYIbgOxmN LoLBSZEM goMmgdm, MmybodgmMmmay
LobgAddm3zebgmmgdn o MogMmgodn, dmdbaoman LES3MOL Loggabymoa, bhy-
©9b6Mhme dbsMmogdgmab mdngdhado, gMhmngmomsbsddmmmmodnb gmmag-
00, 503060bHMENNLY O 83009807M0 39MbMBbsMAL 30LybabAggdMmMOoY,
LOHYIbHS Fgx30LYd0L L3gE0RNZd o LaLBOZMM 3MmMEgLYddn LHYwI6-
Hos hoMmoyanmos (Abdullah, 2006; Wilkins & Balakrishnan, 2013; Ali et al., 2016;
Weerasinghe & Fernando, 2017).

LHYIOHY 3ToYyMBOMgdSLs S WMMNIMYMMOSLMBD PBYIMMELY
©v303d0Mgdyma dmabobymMgdnb bamobbo, Mm3gmog gobommadab doMmzg-
h0680b 8603369mMmm3360 gmgdgbhns (Wulandari & Suryani, 2017). bEmMg,
dmabobymgoab bomMmaobbo gobLodM3MO3L BnMAZdNL 3Mb3xMabHym y3nMo-
HabmdL 00BMDY o domn gMdgmzonabo BaMBohgdab sygomydgmo 3n-
Mmmoss (Todua & Jashi, 2016). bmMmsbEOL, MLENMbLS s ©S 93Mm3nb bb3s-
©sbb3zs y6039MLbobhgHdn LHYLIbHMS DMBS® JToYMBNMYdsdY AshaMgdym
33mM939000 ygMmomads godsbzomgdymons abgm Lognmbyddy, MmgmMmoEss
LOHYIbHS bmznomymMn sbmamgdab sb3gdhgdn, syadhmmoymn bogddnos-
Bmoy, 600MNMmy3900L dAMALabyMgdab bamnbbo, bngzgMmbNBgHoL ToMmznb
3MmEgLgodn bhygbhms AsMmymmods (Farahmandian et al., 2013; Saif, 2014;
Hanssen & Solvoll, 2015; Karna & Julin, 2015). bsnb¢hgMgbm 33935 RohoM
3mmmbymdn, Lol b godmngizgms nbgomn 3Mmomygds, MmIgmng
Bogmadoos gobbomyman bbgs IMMIg0Tdn. sdMABES, MMT 3mmmbgman
LOHYIBMHgOL DM, 36039MboHgH0L odMe3Mgdnb dg09a Jom 3oMng-
Mo 60bL3mMobL bogmgdn 39ML3gIHngs 9d3m. nb0B0 M3mMNsb, MMA domy-
00 gobommgds oM sMab goodbyzgdmn dMmanb 05dsMDY EoB3300MYdN-
Lom30L. v80hmd bdom dgdmbzqzed0 LHYBHJONLs s Fomn mzabalb Tm-
mmEnbg00 sM BommmEgods (Khan et al., 2011).
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LOYIBHS 30oYyMBOMYdNLS O MmosmymMmdnb dgbobgd JoMmmzgm
033mM930M90LsE 0930 AdodHoMmxdgmn 33053900 LoJommM39MMbL Legsebdsbom-
mygomm bngmMEob gedmB393900L0 o dombagma BomMBoHgdgonlb dgbobgo,
03939, 50b036mo 3393900 bozdsmabn oM sMmab (Todua & Urotadze, 2008;
Todua & Mgebrishvili, 2019; Gechbaia et al., 2019; Khoshtaria et al., 2020). 33 80-
90MMgo0m 0930090 Y39 03 3MmOmgdnb bomm3nbygeo sbogmo-
90, M3 939MbgdL A3960 939y60L 36039MLODYHYdTn gobsmangdab gxggHo-
06mMOoL o domogn bhobaMmbhgonb ad3z30MYOSL.

bmEnagyMo 3x0s 30M35H0630 O go3mgbnbAMAb60 doMmzghnbgn
L3636 dMMYdMM AMALILYMYONL d3BOMDY

9gm9dHmmbymas doMm3ghnbads Mg3mmyEngMa goadMosmgds dmob-
©0nbo LadMIsEMOMN30 3bMm3mMgdab yzgms bygMmmadn. 0bxmmIsEns bagmb-

0L s AM3babymMgdnbL dgLobgd LEMoR® 3MEIMOIds MBMsNb 3 Bm-
M3900L gedmygbgdom. bmznamymo 3gns Ms30bn Jbgmgdab Ladysmgdom
R@MmOL yzgmo 09M39HL 0dBOEMOMNZ0 d3DMDY 33900 ByIMJdgadnbam3znL.
596 30093 2007 6ganb godmnEs 3o9m gmmnbab 09bHLYMgMa Bogbo ,,obogmn
990mgdgbo” MmIgmni bmgnomymn dgns doMm3ghnbanb dmszsMmn bobg-
mddmzabgam gobs. bmgnsmymo dgmns 3oM3gHnban 36sMAMgdgmbs ©o
dmabdoMmgogmb dmMmab 3om@bomMymo gmmnogmomdnb 8603d369mm3060
RdJbHmMmns. 0gn gobobomyds, MmammE dmdggdnsba dgbodmgommods, Mm-
990M0E3 Ma@n3omyMo 33mnb dom3zgdnbaymo gmmogmmmodgdob ammadgob.
bm@EnomyM 39N 8oM3gHnbamMeb o3e3dnMgdnm Lbodommzgamadng hodo-
M0y dMo30mn 33939, MmMAmgodoi BomamAgboamns bmEnsmymo JLg-
™myoab gogmgbob 0bHbLoyMn BMES dEZNMMOMNZ d3dsMDY, gobLogm-
M9000), sbsmasdMmoym bygdgbnda (Jashi, 2013; Todua & Jashi, 2013; Todua &
Jashi, 2015; Jashi, 2017; Todua, 2017; Todua & Jashi, 2018; Jashi & Urotadze, 2019;
Urotadze, 2020). bm@nsmymo Jbgmagdab gedmygbgods LsbBsgzam 3MmEgLaL
bb3oabbzs EMbgdy 3obodnmMmmogdL o8 3MmEgLbyddn bHnwgbhgdab sgdhoym
AoMmoymmOosh. 3Mozom 3393080 godmnz3zgms yMmngmmzazdnmo bhnwgb-
Hhoo 30symaznagosbs s bminomymn Jbgmgonb godmygbgdsbmabd ozes-
doMgd0m. 06¢gMogd3nob dMs bHyabHGOLL o MagdHMMgoL dmMmab dmMab
3mdohnymo dmJddgadb LobBozmm 3MmEgLdy. bmEnomymMmn 9ol go-
dmygb900b M30mLLBMOLNM, JFoabo gobsmmydnb FoMmzgdHnbadn sbomn
h96096309000. 3LYMNY, B3gsMNMBE, Jgdhmbyma bBsgzmgdab godanng-
M9dy, 36039MLobHIMH00L bmEgnsmyMm 3gnsdn 30gM MY3adgodnb godmyg-
6909, bHgbHgo0LboM30L sE30MSE gobsggon 83mnisngdnb d994dbs, 60D-
6906 3aM@Hbommymo gMmogmomdgdob gobdhianEgds o bbgo. sby39
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bonbhgMbms SEO (Search Engine optimization) 80M39¢h0630b LHMODY-
309, Mm3gmnE 96039MLOMgHaOT0 bodngdm LobHgdsmo M3HnTndsENSL
bgmb y6ymodbL. SEO-b obdomgdnm LHYLIbHOL Loadngdmb bohy3zgodnb
d9MmhAg300 d99dmnom FoMBHN300 goo306906 domm3znb babyMmzgm bo-
nhgodg (Jashi, 2010; Al-Rahmi & Othman, 2013). bmgnomymds 8g©nsd gob-
LogdnMgdnm domgbnydnb momodnb gbmgmMgdsdn dgombny. Jobmgbo dm-
65390900m, 18-29 Banab sLo3NL sbomgsdMEOMos bmznsmymo Jbgmgodnb
0gdbhogMmo dmadbdomgdgmne. Togomnmo, 3aM3zaMmoab 3603gMbobhabhdn
853 000 LHY9bHo Twitter-ob d00Y39MNY. SMLIBNABS3NY, MMD dmm
39Momodn Facebook momgMmab 3mdnEnob MIMOL s LHYIbHgdnLsm30L
bmgnomymn Jugmob bb3s 3MmebhBMMIJdN JBRMM YyMmoLaMgdn bEyds. go-
3mgbnbAMAbEgbn BoM3ghnban (Influencer Marketing) sbsao ¢hggbmmm-
30900L godmdobamns, MMAgmadsl dgdms Abmamoam. sbg sbsbnomydgb o0
obogm F0dommymgdsb 00bsdgMm3zy doMmizghmemmandn o 396959M900.
303m9b0bIMAbgbn doM3gdHnbagnb 89339mdom IMAbdsMgdmgody nbhg-
B6LoyMm BD7AMJTggdsL sbmMmEzngmMadgb abgmo nbHaMbyd SmodhBMMIgdN,
MmmgmMoEos Instagram, Facebook, YouTube o Twitter (Mason, 2006; Duffett,
2017). 93saagbo LaLBs3MgOxdL 390339MPION Md3036M0 ENDSNBOM
3Mbhabhnom oo Mmmb 0835dMd96 LHYYbHgonb 3MbiMgbym sMmhgzs-
6%9. 0b60365300 0LNE, MMA 36039MLOMIHOL 3PMLEVTMNSZ3MYdYMYdN Mo-
30560 godmMEENmMydsb 0d0sMydg6 bmznsmym Jugmgdda (Salem, 2020).
bmEnemyMm dgmns oM3ghnbgn o gozmgbobdmabmgbn doMm3gdnban
y39madg 3amm bommo BamMImaRgbgb dmabdsomgdgmms sbomasdmey-
oo 19adgbHnL J3930L 33WNMY090L. HMONENYMN FoMm3gHnbanLasb o-
B6Lb339000), go3mabobIMAbEgb doMm3zgHnbgb dMgbonbodn dmaAbdomyg-
09mMms odM3n®YoymMads gxMm dghom dgndmns d333smmb. dob 3yo3L
00093M9dnb oo symodmmas. 21-9 LOY3Y60L dMAbTSMyOMNbIM3NL
J8Mm 36083690mm30600 0Ms 0L, My Mo MMM LOWB33DMOYD0 3MB3sbngdn
dmabdoMxomadL 130560 3MMEYJEnsL, 9Modgm domM30L JBMM dnbomg-
000 3MmMagbombamgdnl, 3M33ghabhymo sodnsabgdab MAg3900, MMIMY-
003 0500 P08yomm edMEENMY0sDge ©adayMmgdmn. msdsdo® dgndmgds
0mJ300L, MM EMgoLLM30L 93Mm3nby o vd9Mn3nb J39y690dn nbnggMmbo-
Hhabhgdab dgbobgd LmEnsyMmo Jbgmgddn Zsbmozbgoymn nbxmmMaIsEny
3o36(h39h0 BogdhmMns Ydomeabo bLobB3mgdMadnLb oMmAg3nLb 3MmMEaL-
0. L¥EVbTbsMgOMM TMALSbYMgONL 03BIMBY go3mgbobdmBbrgbn doMm-
39Mh0b6gnb gedmygbgods sbomo Mmmny, dsM3ghnbgymn 300b6g00bomM30L 030
d0MYE3 godmnygbgdmo, 8ogMad bmznamyma JLgMgdnby s deNMagdab go-
630000M790603 Tob sbomn bogmEbeng dgbdobo.
303mM960bAMAbEY6N  vEsdnsbgon  (n6xmygbLbyMgdn) LHYIbMHY-
00L J3939%9 999MJd99096, M3 3MNbEYds bmEnsmym Jbomgddn, doge-
95



33989h0bg yhmSody

M0N0, 06LHMI3MITDY domn vgbHnymMmdab dMnm. nbobo ydgomme Imbo-
Boagmogb x3obggemonb 89936080 o 3MbiMabhamo 3Mmoydhob dgbsbgd
3MEbsLY O odMEENMYdL bb3gdb doabEgd96, Mo3 ngaL 8ndEH33MMY
33hmMoMghL 30093 IRMHM FghHo DML, NbxmMygbLgMgdaob d7839mdom
30MEadnmds 3MInbnzoEned sbogmn dgbadmgdmmogdgdn dnbzs bohyzngm
85M390hn63L (WOM), MmdgannE sghnMa 3odmnyg690s bsgsbdsbscmmydmm
dmabobyMmgdab dsdsmMdY. Dmangmmn dg3609Mab sdMam, bohyzngma doMmzg-
H0bgn 3mMmamsEnsdns 3o3mgbabdmdbeab doMm3ghnbameb o, dgndmgds
009300, B0 gm0 s 03039 9839900 3g30 (Constantinides & Stagno, 2012; Liu
et al., 2015; Clark et al., 2017; Casalo et al., 2020). 58 890b393530 gobbogyNMy-
oo Mmano 9609908 3nMadnfmn gMmmngmomdgdnb dggasm dnmgdym dm-
LaBMYO90L LHYIbHMS FMMENB9d0LY s vtddnb dgbobgd. sbg3g IMOZ0-
™m0 330930 sabdHyMmgol, MmMA dmmm 3gMmomdn dobAhodMa gondaM®o
amonaymo 06¢hgMmbyhob Mmann babBszam 3MmEgbgdda (Hasan, et al.,2016).
0mbob0dbs300 b Bogdhn, MM EMINbam3nL Logebdsbsmmgdanm bngMEgdn
Lothgmazndam My3mads, MmomJadnb, AsbsEzms FN@MIYMo 3MIPbozo3ng-
000, MMIMYd3s3, BdJHNYM®, 893309 HfMsoEnymo Mg3emadab Mmann
3obommadnb domzghnbadn. 093Mn 36039MLbobgHnLsmM30L domn nbhgmMbgd
30009M 00033M0 30@MY0 MY33ds gobo. 987005 93MM3IYMN ©S 839-
Mogymo 36039MLbodH00nL 80%-g dghn Md3036m 3009MMY3MaT70L gobo-
0030900 YouTube-%9, Mo@ 89L86036530 LOTYOMYdss domn 6MYbgonb 3bm-
00MONL dLYTdMEMdMIE. LY 30EIM Mg3msdqdn LHYabHgoaL vyo-
Hmmoob ygmomgosb n3ymmob s dom godmbadsymgogob gabbognommgdom
209 h0yMmadL (Masslivemedia, 2021).

03360

dMozom sbama®ngdyM 3393000 30093 gMmbgm BomAMANbEs Mabo-
090Mm39 9ho3dg ndsmmgbo gobscmmgdnb doMmzghnbanlb Mmeman nbngzgMmbo-
Habhao0b gobznmomgdnb 3MmEqbdn. dg3bngMmms byw3zqdn ybnzgMbodghobL
M939hoEnsby s nd0x0b dgbobgd bdnmMom MebbzgoMadns - ydmagzmabmods
oL, MmammE gMmom gobdMIomygosb, gobabomogzgh, MmydEs, oMLYOMOL gob-
bb3o390mn IMLBMYO900E. MmgmMmE LagmmsdmmMabm, sbY39 daNEIMO-
M03 LOZebTsboMgdMMm 0BMYODY danngMds 3Mb3YMYBENVA JBMM Moo
3oboo LHYabH 3MbHNgadHNL DMLY o d965MAYBgdAL Fgbodmyd-
mmog00, M3 Logobdobommgdem ImaLabyMgdnL B0BBJLAL gobznmomMmygodnb
0900x9Mbydgmo agdhmmns. gd3nMnymo 33en93900L 8630d3s BaMmdmohn-
6o, MM LHYIOH L 3FoYyMBNEgds 30ME3nM 3ozdnmMdns dom dngM domyg-
0 3adMEENmMYdsLbmsb, IMMMENBgOoLY S dMJBsbMsb, MoE gobodnmm-
090L 3mb3MaMmn 9bngz9MLboMgHg00L dndsMmom mmasmyMmmMdsL. bohyzngMmo
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00M39hnbgnLb Lodyomgdnm 0bxrmMygbLbyMgdn Ybn39MboHgHOL 3M3Pmamo-
Bo300L 0bb96, Mol yi3mMm g0 3mHabzngmo bHabhnb sMAg3360L go-
Mob®n begods. 3bas3bo HgbabEngdn 9060869008 bLagdoMmmzgmmadn. sdndhma
3o06Lo3x00MydymMn 8603369mmb 9609900 AZ39680 yFsmamabo gobsmmgodnb
00M39h0bgnL 363MadBL. 08 M3oMbIdMObom 30 TgHho® Lagymobbdms ndob
39M33939, My Mmamm bgds Ydsmmabo gobosmmgdal sbomo bhsbompg-
00bL obgMa3s o 93MmM370 BILYYMMO9ONL dEI3HOENS JoMmym Mgamm-
00d0.

omodgmohymo:
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Education is a Rey factor in the development of any society. The formation of
modern approaches and vision of teaching in higher education institutions is a
necessary requirement for their involvement in the process of internationalization.
The current global processes and integration into the European higher education
system pose significant challenges to Georgian universities. Participation in the
European educational space requires new marketing approaches, which must be
taken into account to ensure the competitiveness of universities. The use of the
latest approaches to marketing strategies allows universities to determine the
optimal number of students, determine the levels of student satisfaction with
the services offered, improve the quality of teaching and diversify educational
services. At the same time, it should be taken into account that the competition in
the market of educational services is intensified, new technologies are introduced,
and the level of student awareness is rising. Consequently, students’ expectations
and demands are also increasing. So existing paradigms are changing, and
universities are facing a new marketing reality. Given this, exploring new
approaches to marketing in higher education is a highly topical issue.

The most important determinants of education marketing are the image
that creates a positive attitude towards the universities in the students’
consciousness. The university’s image is seen as a combination of tangible and
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intangible aspects, which is the basis for building a good reputation. Image and
reputation are interrelated variables that define perceptions of students, society,
and employers about universities.

Strengthening the image of universities ensures student satisfaction and
loyalty. The indices used to assess student satisfaction determine how well
a university can meet student expectations, ensure perceived teaching quality
and career advancement. The quality of service, which is an essential element of
education marketing, is directly related to student satisfaction and loyalty.

Today the involvement of students at different levels of the learning process
is now done through digital technologies. In terms of social media use, there are
new trends in higher education marketing. Examples include:

e Strengthening e-learning.

e Using video ads on social media in universities.

e C(reating easy-to-understand applications for students.

e Building partnerships with customers and more.

Particularly noteworthy is the intensification of influencer marketing in
education, which plays a significant role in student awareness and behavior.
Social media marketing and influencer marketing are directly involved in creating
value for students as well as building knowledge and experience about specific
services. Highly correlated with influencer marketing is word-of-mouth marketing,
which shapes the perceptions gained through direct relationships about students’
expectations and perceptions. Recently, the role of mobile internet in educational
processes has also increased widely. In today’s educational space, television
advertising has almost been exchanged by digital communications, which have,
in effect, replacing the role of traditional advertising in education marketing.
For many universities, their internet video has become the primary digital ad.
Such video ads capture the attention of the student audience and make their
responses particularly active.

In terms of education marketing, research was conducted in Georgia on the
challenges and successes of the local education space. However, these studies are
not enough. In this regard, an in-depth analysis of all the problems that hinder
the efficiency of education in our country’s universities and the establishment of
high standards is necessary. Particular attention should be paid to the marketing
analysis of higher education in our country. From this point of view, it is essential
to know how new standards of higher education are introduced, how they are
promoted and adapted to European realities in Georgian reality.

Keywords: High education; educational services market; education mar-
keting; determinants of education marketing.
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