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INTRODUCTION

In the period from late 11th to the Mongol inva-
sion in 1220s-1230s the kingdom of Georgia experi-
enced the golden age characterized by economic 
ascendancy and southward territorial expansion. 
The present article will discuss what caused the 
rulers of the unifi ed Kingdom of Georgia to carry 
out territorial expansion to the south in the 11th-13th 
centuries. Despite a large body of literature on the 
subject mostly in the Georgian historiography, the 
issue has yet to be researched beyond obvious mil-
itary and political reasons Georgian monarch had 
at the time. A few scholars, only briefl y, have men-
tioned trade and trade routes as one of the reasons 
for Georgian political expansion to the south. 

J. Stepnadze, for example, noted that one of 
the main foreign political goals of the Georgian 

kings was to control the trade routes running 
through the Armenian lands (Stepnadze, 1985: 
50-57) [1]. V. Gabashvili shared this viewpoint, but 
only confi ned himself to a few sentences when 
discussing the subject (Gabashvili, 1967: 202) [2]. 
G. Japaridze too mentioned the importance of 
trade routes in a similar context, arguing that 
during the time of David IV the Builder, Geor-
gia aimed at accessing the key trade routes of 
the region (Japaridze, 1995: 59) [3]. R. Kiknadze 
mentioned the Georgian kings’ intention to ex-
ploit the trade routes located to the south. Sh. 
Meskhia likewise drew attention to the economic 
interests of Bagrationi kings when it came to the 
annexation of Tbilisi and the general need to an-
nex cities with a large population (Meskhia, 1972: 
122-130) [4]. In Georgia, the legal position of mer-
chants (mainly during the rule of David IV) was 
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also given a due scholarly attention (Aleksidze,
1968: 141-170) [5].

Therefore, in the Georgian historiography,
mostly military and political aspects of the terri-
torial expansion of the kingdom of Georgia in the
10th-13th centuries and its relations with neighbor-
ing nations are discussed (Asatiani, 1968: 7-54) [6].

As to the foreign historiography, the study of
hypothetical trade routes from Central Asia and
then passing through the Mtkvari (Kura) river oc-
cupies a special place in the study of trade routes
running through the Georgian territory, which,
however, extends beyond the period discussed in
this chapter.

As a result, there is a gap in the historiography
regarding the study of the unifi ed kingdom of Geor-
gia’s trade and economic policies. Furthermore, to
date no single work has been written that would
review in its entirety the history of the silk roads
that ran through Georgia or along its borders from
late antiquity to the end of the Mongol period in
14th century. When discussing regional trade, con-
trol over caravan routes, and the importance of
obtaining military booty, modern historians have
often omitted essential details from Georgian and
foreign sources.

Below it will be argued that the reason for the
southward expansion of the kingdom of Georgia,
along with the military-strategic one, is purely
economic: access to important trade routes and
rich cities near the borders of Georgia, their con-
trol and exploitation. Furthermore, we have a few
hints in the sources that the Georgian kings had
a well-thought-out long-term foreign policy, as
evidenced by nearly two centuries of continuous
military expansion, by attempting to control the
roads passing through Arran, Shirvan, and Arme-
nia. We also have hints in the sources that the
Georgian kings had their sights set on far more
distant lands (northern Iran, city of Ahlat at the
lake of Van), which, as shown in the description,
was also due to the economic allure of these re-
gions.

It can be argued that since the end of the 10th

century, the Georgian kings tried to expand the
newly unifi ed state from the peripheral economic
position to the rich trade routes of Arran, Shirvan,
and Armenia. This can be seen in all of Georgia's
military campaigns to conquer distant cities such

as Dvin, Ahlat, Ani, Shirvan, and even parts of the
northern Iran.

GEOGRAPHIC CONTEXT

To better understand the kingdom of Georgia's
expansion, we should look at the geography of the
region which often served as a major motivator
behind territorial aggrandizement.

Georgia's southern border was the Mtkvari Riv-
er, which separated it from Arran, once controlled
by the Kurds. In the north, the border of Shirvan
was the eastern part of the Caucasus Range and
the Samuri River. Of these two borders, the north-
ern border was geographically more solid. The
Mtkvari River and the Mtkvari-Araxes confl uence
could not provide a suitable geographical barri-
er to stop hostile attacks to the west and south.
Furthermore, Shirvan's territory was mostly plain,
which made it easy to attack and diffi  cult to de-
fend (Minorsky, 1958: 84-85) [8].

Rivers were another important geographical
component. The territory of Shirvan consisted of
six small and medium-sized rivers, which stretched
over the entire space of this side. By capturing the
river lines in the region, a way was opened to con-
trol the Shirvan area more eff ectively.

Due to the lack of a fi rm geographical barrier/
border with Arran, the Shirvan rulers were con-
stantly attempting to expand westward and south-
ward. Due to its strategic importance as a gateway
to the North Caucasus and as a major port city
for trade in the Caspian Sea, Derbent was another
natural area of expansion for the Shirvan rulers
(Istakhri, 1937: 3) [9]. Thus, Arran and Shirvan rep-
resented a single, indivisible geographical space.

When we look at a map of the South Caucasus,
we see that Tbilisi is at the very northern end of
a geographical corridor that extends from Tbilisi
itself and goes southeastwards along the Mtkvari
River to the modern Mughan plain, which borders
the Caspian Sea from the west. There is no signif-
icant geographical barrier that would impede the
movement of people and conquerors in this cor-
ridor from Tbilisi to the southeast and vice versa.
As a result, it is not surprising that the corridor
along Mtkvari was used by foreign troops in major
military campaigns directed against Georgia.
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Therefore, it was natural for Georgian kings to 
be highly interested in the events taking place in 
Arran and Shirvan. This also resulted in the Bagra-
tionis’ permanent eff orts to prevent the creation 
of a single powerful state in the territory from the 
Georgian lands to the Caspian Sea. We can also 
assume that if it had not been for the geopolit-
ical cataclysms that occurred in the 13th century 
following the arrival of the Mongols, the Kingdom 
of Georgia would have attempted to expand into 
more territories toward Arran/Shirvan. In other 
words, guarding/controlling the said corridor was 
vitally important from a military point of view for 
the Georgian leaders.

The territory of Shirvan was strategically im-
portant because it was also a kind of geographical 
springboard for the invasion of the territories of 
Georgia (i.e. eastern Georgia). This explains why 
the Georgian kings conducted active defensive, 
and sometimes preventive, military campaigns in 
Shirvan. Mtkvari-Araxes areas were rich lands both 
in terms of agriculture and regional trade. It is not 
surprising that one of the main targets of Seljuks 
and other nomads in the subsequent centuries 
was to occupy the lands across Mtkvari-Araxes. 
The fall of Shirvan into enemy hands usually un-
dermined the defense of Georgian territories and 
increased the risk of territorial encroachment. Ac-
cordingly, active military intervention of the Geor-
gian kings in the south-eastern direction served 
as a kind of long-term strategic goal.

This essentially meant that both the states 
emerging on Iranian territory, as well as Georgia, 
always strove to prevent the establishment of a 
unifi ed and powerful centralized state in Shirvan. 
The simple geography of the region – the pre-
dominantly plain land of Shirvan, open on several 
fl anks – made it almost impossible for the rulers 
of Shirvan to form a strong state.

The campaigns carried out by the Georgians 
in the direction of Shirvan started soon after the 
formation of the unifi ed monarchy of Georgia. For 
example, in 1067, Bagrat IV captured the fortress of 
Daskarat al-Husayn in Shirvan. Moreover, it seems 
that Bagrat was motivated by large-scale plans 
because, for example, in Sadr ud-Din al-Husayni's 
work, “Akhbar ud-Duvlat is-Seljuqiya”, capture of 
Barda by Bagrat is also mentioned (Asatiani, 1968: 
18-20) [10].

In addition to the military-strategic impor-
tance of Arran-Shirvan for Georgia, trade and 
economic reasons too should be considered. As 
is often the case with trade routes, the geograph-
ic corridor functioned as a trade corridor. Arran 
and Shirvan were precisely such regions famous 
for vibrant economic activity, where many large 
cities with large populations had grown. The cit-
ies of Arran and Shirvan were well connected by 
a vast network of roads. Control of these roads 
would provide the Georgian kings with signifi cant 
fi nancial gain. Furthermore, as previously stated, 
Arran and Shirvan are geographically contiguous 
with northern Iran (Azerbaijan) in the south, which 
meant that the cities of Arran and Shirvan were di-
rectly connected to the larger economic centers in 
the Iranian highlands of Tabaristan and Khorasan 
– Tabriz, Maragha, Ardabil, and so on.

Another important direction for the geogra-
phy of trade routes along Georgia's borders was 
the southwest or the expansion toward Armenian 
lands and Anatolia. Here, unlike the Arran/Shirvan 
areas, the geography was more complex (due to 
the mountainous terrain), which historically hin-
dered the movement of peoples and armies. Nev-
ertheless, throughout Georgia’s history this direc-
tion was one of the important corridors for attacks 
on the country as well as an essential point for 
economic activity due to its geographic proximity 
to empires of the Middle East.

Roads led from Artanuji, Javakheti, to Ani in 
the southwest, Trebizond in the west, Kars in the 
south, Kalikala, Ahlat, and Lake Van. Sprawling 
road network led from Lake Van to Syria, Pales-
tine, and Iraq. Controlling the Trebizond-Ani-Kars-
Ahlat route, as in the case of Arran/Shirvan, would 
have given the Georgian kings access to regionally 
important highways as well as signifi cant fi nancial 
gains.

Accordingly, there were two trade (and, at the 
same time, military) routes along the borders of 
Georgia, the importance of which was primarily 
determined by the geography of the region.

It can be safely argued that the expansion of 
Georgia in the south-eastern direction was a long-
term policy. The result of this policy was at least 
partial dependence of Shirvan on Georgian mon-
archy from about 1123 when the western part was 
directly under the infl uence of the Bagrationis 
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and the eastern part of Shirvan was independent 
(Stepnadze, 1990: 34-35) [11].

The non-payment of 40,000 dinars by the ruler 
of Shirvan prompted Seljuk Sultan Muhammad's 
campaign to Shirvan in 1123. It is possible that 
the reason for this was Shirvan's dependence on 
Georgia at that time. It seems that this depen-
dence on Georgia continued throughout the 12th 
century (including during the reign of Demetre I).

When considering the geographical context, it 
is worth noting the role of rivers in the region. The 
control of the rivers was signifi cant from a com-
mercial point of view. Honey and other goods, for 
example, were often imported into and exported 
from Tbilisi via the Mtkvari river (Istakhri, 1937: 4) 
[12]. According to Ibn-Hawqal, Mtkvari, and Arax-
es were used for navigation and thus highly likely 
for trade purposes. Interestingly, it is clear from 
the historian's account that he was well aware of 
which river was used for trading purposes. Not 
every river, however, was used in that way. Ibn-
Hawqal used the river Sabidrud near Ardabil as an 
example, claiming that it was not navigable due to 
its small size. Istakhri mentioned that ships from 
Barda reached the Caspian Sea by river.

Controlling the entire space of Mtkvari-Araxes 
rivers must have been economically profi table. Nu-
merous undetailed and direct references to rivers 
being used for regional trade can be found in Ar-
abic/Persian sources. Because they catch fi sh and 
transport them to other cities (Zakaria Al-Kazvini, 
1975: 39) [13]. The fi sh in the Araxes River was shur-
makh, which was not found elsewhere and was 
transported to numerous locations. Araxes banks 
were well-known for their pomegranates (Yakut, 
1964: 59) [14]. Controlling Araxes and Mtkvari was 
also important due to the proximity of many cities 
on their borders. It is conceivable that the primary 
focus of the region's economic activity should have 
been on the territories that were already present at 
the confl uence of these two rivers.

Therefore, it should not be surprising that var-
ious political forces in the region were making 
continued attempts to seize Mtkvari and a large 
part of Araxes. By controlling these two regional 
arteries, it was possible to control a large part of 
the South Caucasus from a military point of view: 
the transfer/shipping of troops, necessary items, 
or food. The case of the Russians campaigning in 

Barda and Shirvan, for example, clearly demon-
strated that rivers were actively used for military 
purposes. It was easy to enter Arran by controlling 
the upper part of Mtkvari, as well as to enter 
Shirvan by the Araxes River and vice versa. In oth-
er words, Georgia would not be completely safe if 
a signifi cant part of the Mtkvari and Araxes rivers 
were in the hands of another power.

Due to these economic and military consid-
erations, one of the most important tasks of the 
Georgian kings was to occupy as much of the Mtk-
vari and Araxes riverbanks as possible. Hence the 
constant attempts of the Georgian kings in the 
11th-13th centuries to go as far south as possible 
and reach some kind of natural border. The mid-
dle of the Araxes River can be considered a border 
because it separates Arran and Shirvan (the tradi-
tional space of Georgian interests) from Azerbai-
jan (Northern Iran).

Araxes could not fully fulfi ll the role of a pro-
tective barrier, but in ancient times and the Middle 
Ages, such geographical barriers were purposeful-
ly chosen to draw a simple frontier zone and con-
struct rudimentary defensive barriers.

Surely it is diffi  cult to imagine that before the 
start of military campaigns, Georgian kings and 
other high-ranking political leaders of the king-
dom explained the potential expansion of Georgia 
in the southern direction in terms of the so-called 
“grand strategy”. However, the geography of the 
region (the direction of rivers, roads, mountains, 
valleys, and ravines), as well as the economic 
wealth there, directed the expansion of the uni-
fi ed kingdom of Georgia towards Arran, Shirvan, 
and Armenia in the 11th-13th centuries.

REASONS FOR BAGRATIONI'S MILITARY 
CAMPAIGNS

Apart from Tbilisi, the trade potential of other 
Georgian cities is only partially refl ected in for-
eign sources. Georgian sources also provide us 
with very little information on trade relations be-
tween Tbilisi and the rest of Georgia. Moreover, it 
is especially diffi  cult to discuss Bagrationis' eco-
nomic policy or the role of trade in 10th-13th Geor-
gian foreign policy. Naturally, these circumstances 
pushed the Georgian historiography to focus at-
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tention mostly on the political and military pro-
cesses between Georgia and its neighbors in the 
10th-13th centuries (wars, peace agreements, etc.).

As a result, the wars of the unifi ed Kingdom 
of Georgia for the cities of Armenia, Arran, and 
Shirvan are perceived more as wars of self-de-
fense (with the signs of a front-line-defense strat-
egy).

Although the above geographical excursion, as 
well as a detailed description of the trade routes 
and rich cities on Georgia's borders, reveal that 
the natural and logical directions of the expan-
sion of the unifi ed Georgian monarchy were the 
southwest, south, and southeast territories (Ar-
menia, Arran, and Shirvan), it would be incorrect 
to deny a purely military component as causes 
behind these wars.

That is why it is necessary to bring forward the 
small amount of direct and indirect information 
preserved in Georgian and foreign sources about 
the attitude of the Georgian royal government to-
wards trade and what role it played in the foreign 
policy of the Bagrationis.

Already during the reign of Giorgi I, fi rst at-
tempts can be seen to spread infl uence in the 
lands located to the south of Georgia. This poli-
cy is more clearly seen during the reign of Bagrat 
IV when the king occupied the royal throne of the 
Kvirikians – the city of Dmanisi and made sever-
al attempts to capture Tbilisi. During the reign of 
Bagrat, the fi rst Georgian expedition to Barda was 
carried out (1067-1068).

The Kingdom of Georgia expanded to the south 
more extensively during the reign of David IV the 
Builder (1089-1125). He annexed Kakheti-Hereti in 
1103, and Samshvilde, Kaladzori, Lore, Rustavi, and 
other nearby small towns in 1110-1118. David con-
quered Dariali pass and the surrounding fortress-
es in 1118.

In 1122, David took Tbilisi, and in 1123 cam-
paigned twice in Shirvan reaching the city of 
Shaburan in the following year. Around the same 
time (before David died in 1125), Georgians should 
have established control over Derbent. In 1124, 
David captured the following fortresses of the Ar-
menian kingdom of Tashir-Dzoraketi: Gagni, Ter-
unakal, Kavazinn, Norbed, Manasgomn, Tavushi 
Kaian, Kaitson, Lore, Tashir and Mahkanaberd. In 
the same year, David took Dmanisi.

David's military campaigns were a continu-
ation of the policy pursued by Bagrat IV, and in 
turn, laid the foundation for a larger expansion of 
the Kingdom of Georgia in the southward direc-
tion. Though the fi rst years of the rule of David IV's 
successor, Demetre, turned out to be unsuccessful 
(Dmanisi was lost, and in Ani, the Shedadians, re-
turned to power), the situation was nevertheless 
rectifi ed when Demetre soon recaptured Dmanisi, 
and in 1139 Georgians captured the city of Ganja.

Georgians took Ani in 1161, during the reign 
of Giorgi III (though the city was handed over to 
the descendants of Shedadid in 1163), and Dvin in 
the following year. In 1163, Georgians attacked Er-
zerum. In 1174-1175, Giorgi again attacked Ani and 
established direct political control over the city.

Later in 1192-1193, to celebrate the birth of La-
sha-Giorgi, successor to Queen Tamar, a campaign 
was organized in the city of Barda. Then anoth-
er campaign to Erzurum. After the victory in the 
Battle of Shamkhori in 1195, Shamkhori and Ganja 
came under the infl uence of Georgians. In 1196, 
the Georgian army occupied the Armenian side of 
Amberd.

In 1199, Ani directly entered the domain of 
Georgia. An interesting conquest in the same di-
rection was the capture of Bijni in 1201. The Battle 
of Basiani, fought in 1202, was critical for Geor-
gians to expand their infl uence into neighboring 
territories. They captured Kars in 1203 and then 
again in 1206, and they failed to capture Ahlat, a 
signifi cant trading city on the shores of Lake Van, 
in 1208-1209.

Around 1210, Georgians made the largest for-
eign campaign, when the army reached the north 
of Iran and, probably, the modern Iran-Turkmeni-
stan border. Let us dscuss in detail the campaign 
of Georgians to Iran, because this was one of the 
most famous military campaigns in the history of 
Georgia and was also related to trade and eco-
nomic interests. In the Georgian historiography, 
there is a widespread opinion that the Georgian 
military campaign in Iran was an endeavor against 
the Khwarazm (Stepnadze, 1989: 187-200) [15]. Oth-
er researchers name the ravaging and pillaging of 
the territories as the reason for the campaign (To-
puria, 1975: 224; Gabashvili, 1971: 128) [16].

Although it would not be correct to deny the 
military-strategic reasons, it is also necessary to 
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take into account the trade and economic inter-
ests behind the Georgian military campaign.

According to “Histories and Eulogies of the
Crowned”, the Georgians campaigned in the north-
ern Iran after the looting of Ani by the Sultan of
Ardabil. The Armenian historian Kirakos Gandza-
ketsi also mentions the cruelty committed by the
Sultan of Ardabil. To take revenge, the campaign
of Georgians to Ardabil was followed by Zakaria
Mkhargrdzeli’s decision to burn alive the people
gathered in one of the shrines of the city (Gandza-
ketsi, 1978: 129) [17].

The Georgian campaign to Ardabil should have fa-
miliarized the Georgian troops with the wealth of this 
part of Iran. The Georgians most likely attained valuable 
information about important trade routes that passed 
through the region, which led to Tabaristan, Khorasan, 
and central Iran.

In 1210, during the campaign directly against Iran, 
the Georgian army took Marand, Tabriz, and Mian and 
reached the southern coast of the Caspian Sea to the 
modern Iran-Turkmenistan border, to the city of Jurjan. 
The sources describe the innumerable wealth (pearls, 
gold, silver, rugs, horses, mules, and camels) that fell 
into the hands of the Georgians, which gives the reader 
the impression that the Georgians were only interested 
in getting booty (Histories…, 1959: 104-107) [18].

It is worth noting that the mentioned military cam-
paign’s route served as an important economic artery 
for the entire region, connecting northern Iran to rich 
Tabaristan and Khorasan. Many cities famous for thei 
trade potential were located along this major highway, 
most likely causing Georgians’ interest. It is also possi-
ble that Georgians had detailed knowledge of the wealth 
of Tabaristan and Khorasan, as well as the key routes 
leading there, before the campaign to Ardabil.

Moreover, we can assume the existence of econom-
ic relations between Georgia and Khorezm through 
Tabaristan. According to Ibn Isfandiari, one hundred 
thousand Nishabur dinars, Byzantine (Rumi), Baghdad, 
and loads of Tbilisi fabrics were sent from Tabaristan to 
Khorezm (Beradze, 1976: 70) [19].

The last point of the Georgians’ campaign in Iran 
– the city of Jurjan – is especially interesting. Accord-
ing to Yakub, Jurjan, located on the southeastern coast
of the Caspian Sea, was famous for its timber and silk
production. Furthermore, Jurjan was a kind of pivot
point in Central Asia, specifi cally in the fi ght against
the Kingdom of Khwarazm. Trade routes from Central

Asia to Tabaristan and large cities in the central parts of 
Iran passed through the city, from which direct routes 
reached Arran, Shirvan, and Armenian cities that were 
(partially) part of the kingdom of Georgia. According to 
Istakhri, who although reports on the 10th century, the 
city of Jurjan was quite large and famous for its trade 
activity, given its commercial links to the ports of the 
Caspian Sea. Various products were transported from 
the city to Derbent. We can assume that at the start of 
the 13th century, the trade route passing through Jurjan, 
as well as the city itself, should have been a more im-
portant center than in previous centuries. Near Jurjan, 
on the shores of the Caspian Sea, there was the city of 
Astarabad, from where goods were transported by sea 
to Derbent.

This is a list of the major campaigns carried out by 
Georgians in the direction of Arran, Shirvan, Arme-
nia, and Iran. Georgian, Armenian, and Persian-Arabic 
sources provide very little information on the reasons 
for these campaigns, which, as previously stated, are pri-
marily limited to the Georgians' plundering intentions.

The conquered cities and entire regions had unde-
niable military-strategic importance for the Georgian 
kingdom. Expansion to the south enabled the Georgian 
monarchy to form a front-line defense, keeping the en-
emy away from native Georgian lands and resulting in 
less economic and human resource loss. The conquered 
lands of Armenia, Arran, and Shirvan, as well as their 
powerful fortresses, created a sense of territorial (geo-
graphical) depth. If the enemy was able to penetrate the 
depths of the territory with troops from various fortress-
es, it would be possible to weaken the enemy through 
minor skirmishes and then drive them into undesirable 
areas for eventual defeat.

In addition to these military-strategic reasons, as we 
have seen above, the south-west (Armenia, Anatolia), 
south (Armenia), and south-east (Arran, Shirvan) direc-
tions were the wealthiest territories in terms of trade and 
transit near the Georgian borders. Although Georgian 
and foreign sources almost unanimously mention the 
capture of booty as one of the reasons for the military 
campaigns carried out by Georgians, it is clear that this 
expansion of Bargationi stayt in three directions aimed 
at establishing control over the trade routes and capture 
rich cities.

Furthermore, another important factor for the expan-
sion to the south should have been the large merchant 
class living in the cities of the region. These classes had 
already developed extensive trade networks with both 
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nearby and distant countries. Following the military 
conquest, it was in the interests of the Georgian rulers 
not to break these contacts as controlling these trade 
classes would result in large incomes for the kingdom 
of Georgia.

As a result of the aforementioned Georgian cam-
paigns, by the 20s of the 13th century Georgia gained 
control of the two main trade routes, Dvin-Erzurum and 
Derbent-Shamakhia, as well as numerous, relatively 
minor trade routes. The capture of the Archesh-Ahlat 
trade route became a new strategic goal for the Georgian 
kings.

Despite the brief period when the kingdom of Geor-
gia controlled vital trade routes and centers (cities) be-
fore the arrival of the Mongols, the Kingdom of Geor-
gia grew prosperous. According to Hamdallah Qazvin, 
Georgia's income was 500 tumans (5,000,000 dinars), 

which exceeded the revenues of Arran and Mughan, 
Shirvan, Greater Armenia, Kurdistan, and Khuzistan. 
In general, Hamdallah Qazvini's data should be seen 
as realistic. In Georgia's case, income from tax-paying 
countries (Ahlat, Shirvan, and Arran) should not be in-
cluded in state income. Georgia's total income was at 
least slightly lower than that of other wealthy neighbors, 
indicating the country's wealth and economic impor-
tance. Furthermore, comparing the incomes of Western 
European countries demonstrates Georgia's relative fi -
nancial strength. Ivane Javakhishvili drew attention to 
the fact that by 1300, the income of the king of England 
was 4,000,000 francs, and in 1311, while that of France 
3,000,000 francs.

As previously stated, little information can be found 
in Georgian and foreign sources about the importance 
of trade and economy in the foreign policy of the kings 
of the unifi ed Georgia. However, a number of revealing 
direct and indirect reports can still be gleaned.

The Seljuk invasions caused great damage to the 
lands of Armenia and Georgia, not only through direct 
raids, as we read in Armenian and Georgian sources. 
The Seljuks began to occupy important trade routes con-
necting Georgian lands to Arran, Shirvan, and Armenian 
cities. It is diffi  cult to discuss the details due to a lack of 
information, but it is easy to imagine that by blocking 
the main roads near Georgia's borders, its cities suff ered 
signifi cant economic losses due to reduced trade fl ows. 

As previously stated, the capture of the main re-
gional military and economic highways was extremely 
important to the Georgian kings. The Tbilisi-Ganja-Bar-
da road was one of them. The wars between Georgian 

kings and Seljuks in the 12th century can be described 
not only as a struggle for political supremacy but the 
competition over the South Caucasus trade routes. In-
deed, David Aghmashenebeli's historian gives us a small 
hint about the importance of capturing the trade routes 
when he mentions that the area of attacks by the Seljuks 
was particularly noticeable on the section of the Tbili-
si-Barda road. The historian also adds that the Seljuks 
were interested in this road because of the abundance of 
water, fi rewood, hay, and various wild animals (Life…, 
1955: 332) [20]; in other words, because of the wealth of 
the territories allong this road.

We can assume that the regional trade on this import-
ant road was aff ected as a result of the Seljuks’ invasions. 
However, Georgians could also cause damage which 
was a good way to weaken the enemy. Most likely, the 
main reason for the military campaign conducted by the 
Seljuks against the Georgians in 1121 was David IV's 
intensifi ed preparations for the capture of Tbilisi. The 
Seljuk Turkic leaders could not have overlooked that, 
because there were close economic contacts between 
Tbilisi and Arran-Shirvan and information was easily 
transmitted by merchants. As the Seljuk Turks could 
block the roads, the Georgians could also block them to 
achieve strategic goals. Most likely, David followed this 
tactic when he tried to blockade Tbilisi while preparing 
to capture it. It is not surprising that the reason behind 
the Seljuks’ invasion of Georgia in 1121 was forestalling 
the loss of the trade center of Tbilisi and the desire to 
regain control over the Tbilisi-Ganja-Barda trade route.

David Aghmashenebeli's historian directly mentions 
that before the military campaign of 1121, oppressed 
Turks and the merchants from Gandza, Tbilisi, and 
Dmanisi came to seek help from the Seljuk sultan. Be-
hind this worry of the merchants should have been their 
diffi  cult economic situation, harassment of caravans by 
Georgians – robbery, blocking of roads, etc. 

However, like many other conquerors, after captur-
ing Tbilisi in 1122 and partially burning it down, David 
began to eff ectively use the trade and economic poten-
tial of the city. The king introduced preferential tax con-
ditions for the non-Georgian population of Tbilisi. For 
example, coins were minted in the name of the Caliph 
for the Arab population of the city. Coinage reform was 
directly related to connecting Tbilisi and other Geor-
gian cities closely with regional and international trade. 
In addition, David imposed fewer taxes on the Muslim 
population than on people of other faiths (Sikharulidze, 
1985: 89) [21]. Assuming that most of this Muslim pop-
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ulation was engaged in at least regional trade, David's 
tax and monetary decisions were aimed at encouraging 
trade with Georgia’s neighbors.

The creation of favorable fi nancial conditions for 
foreign merchants by Georgian kings has been widely 
discussed in the Georgian historiography. Foreign mer-
chants in Western Europe, Russia, and the Byzantine 
Empire, for example, faced a number of restrictions. 
Such a policy may refl ect the Georgian kings' humane 
outlook, but we believe it should have been more due 
to the economic importance of the Arab, Armenian, and 
Jewish populations to the kingdom of Georgia.

The annexation of Tbilisi by David IV in 1122 was 
a signifi cant ideological and military-strategic step in 
the formation of a truly unifi ed Georgian kingdom. 
However, it is also signifi cant that the long-term ef-
forts of the Georgian kings to annex Tbilisi should have 
been motivated by purely commercial and economic 
considerations. The newly formed Georgian monarchy, 
with its growing economic potential, noticed that there 
were a number of cities (some Georgian, some not) that 
were distinguished by great economic wealth outside 
its borders.

BAGRATIONIS AND MILITARY BOOTY

Military booty was a signifi cant source of state 
income, consisting primarily of money, sale of the 
captives, and valuables (gold, silver). Indeed, ac-
cording to Georgian and foreign sources, Georgian 
campaigns in the south were primarily motivated 
by the seizure of property in wealthy cities.

Capturing booty was extremely important. 
However, we believe that explaining Georgian 
campaigns in the 12th-13th centuries solely through 
the capture of the valuables does not provide the 
full picture.

Consider some examples. According to the in-
formation preserved in "Histories and Eulogies of 
the Crowned", as a result of the capture of Dvini 
by Giorgi III, the country was fi lled with wealth. An 
abundance of captives and treasure covered the 
fi elds. Tbilisi was fi lled with captives, who were 
sold for one dram (Histories, 1959: 5-6) [22].

Later, in 1163, when Athabeg Il-Deniz of Arran 
recaptured Dvin with a coalition army, the invad-
ers took innumerable property such as gold and 
silver from the Georgians.

According to Basili Ezosmodzghvari, after the 
battle of Shamkhori, Tamar's army entered Gan-
ja, where they found plenty of gold. Furthermore, 
when describing the army's return to Tbilisi, the 
historian gives us a detailed picture about the 
property that fell into Georgians’ hands. It seems 
that the booty was so large that when the Geor-
gian army reached Tbilisi, they spread all their 
booty in the vast Didube-Avchala-Gldani area, to 
the north of the capital. The army brought many 
slaves and started selling them cheaply in the 
city. Then, immediately after entering Tbilisi, the 
items that the Georgians obtained as a result of 
the battles and as a tribute from the territory of 
Arran are described: gold, jewelry, dishes, gems, 
pearls, helmets, swords, colorful gold fabrics and 
luxurious clothes, horses, mules, gold necklaces, 
spices, copper pottery, many captives, gold, Indian 
stones, and innumerable pearls (Basili, 1959: 127-
129) [23].

"Histories and Eulogies of the Crowned" pro-
vide information on the Georgian army arriving 
in Ganja following the battle of Shamkhori where 
it was met by nobles, big merchants, judges, and 
legislators. When the population of Ganja took 
down the gate of the city, they began to spread 
precious fabrics and threw gold and silver, drams, 
and drachmas on the heads of the Georgians. The 
army returned to Tbilisi with countless gifts to 
Tamar: 12,000 captives, 20,000 horses, 7,000 mules, 
and 15,000 camels. Also, various fl ags, treasures, 
gold and lari (Histories, 1959: 72-73) [24].

As a result of the Battle of Basiani, Basili Ezos-
modzghvari mentions the countless properties 
that fell into the hands of the Georgians. In the 
next section, he mentions gold vessels, pearls, 
and gold and crystal vessels decorated with Indi-
an stones.

To celebrate the birth of Lasha-Giorgi, Geor-
gian troops campaigned to Barda, raided Arran, 
and freed 3,000 captives for the long lives of Tam-
ar and her son. During the capture of Archesh 
near Ahlat, the Georgians likewise amassed much 
wealth.

According to the sources, the Georgian cam-
paign in northern Iran holds a special place with 
the scale of booty obtained. In response to the 
brutal campaign led by the ruler of Ardabil against 
Ani, Georgians took Ardabil, and all the property 
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was found in their hands: pearls, gold, silver, car-
pets, horses, mules, and camels.

According to “Histories and Eulogies of the 
Crowned”, one of the goals of the Georgians' cam-
paign in Iran was to march to Tabriz because of the 
wealth in the city. The wealth of Tabriz was indeed 
so great that the Georgians were surprised by the 
amount of gold, silver, pearls, and clothes they re-
ceived from the inhabitants of the city. Moreover, 
during the campaign in Iran, the Georgians also 
received a large income from the lord of the city of 
Mian, took the city of Zangani, and then marched 
to Khorasan.

Although there are numerous reports of Geor-
gians marching to foreign countries to collect 
booty, this should not be interpreted to mean that 
Georgian kings were interested in that goal. In an-
cient times and the Middle Ages, the capture of 
booty was often an unavoidable process that ac-
companied the conquest of wealthy cities.

In the case of the Georgian kings, we see more 
than just the capture of booty. The Bagrationis 
correctly valued the opportunities arising from the 
control of new trade routes, which was refl ected in 
a series of measures taken by the royal dynasty to 
ensure free and safe trade in Georgian-controlled 
lands. Access to new trade routes, as well as in-
creased economic income, came with increased 
fi nancial costs. It was necessary to maintain se-
curity along these roads by building new forts and 
stationing military units. A minor incursion by the 
enemy could disrupt trade activity throughout the 
region and divert caravans, resulting in signifi cant 
fi nancial losses to the royal treasury. Georgian 
kings were frequently confronted with the issue 
of road protection. For example, David IV’s histori-
an, while talking about Tbilisi, mentions the Turks 
who sneaked into the city with a rich caravan.

The kings of unifi ed kingdom of Georgia well 
understood the importance of regional trade re-
lations and road safety for Georgia. This became 
especially important when Georgians moved fur-
ther south to the economically much richer areas.

Apparently, harassing the caravans and indi-
vidual merchants was a problem in 12th–13th-cen-
tury Georgia. For example, in one of the sections 
of “The Knight in the Panther's Skin” (1033), Bagh-
dad merchants talk about robbed Egyptian cara-
van. The author of "Histories and Eulogies of the 

Crowned" mentions the episode when Zakaria and 
Ivane Mkhargrdzeli went to raid from Lori to the 
banks of Araxes, an army of Dvinians, Bijnelians, 
and Amberdians appeared out of nowhere to raid 
the trade caravans. The Mkhargrdzeli brothers 
went out to stop the pirates, restrained the enemy 
thus restoring security to the entire region (Histo-
ries…, 1959: 60) [25].

Vardan, an Armenian historian, also preserved 
reports of Georgian kings' protection of cara-
vans and regional trade in general. According to 
the author, Giorgi III launched a large-scale cam-
paign against thieves and other evildoers in 1180 
(Vardan, 1861: 162) [26]. According to Queen Ana’s 
“The Georgian Chronicles”, Giorgi III and Tamar 
launched a widespread fi ght against thiefs and 
brigands (The Georgian Chronicles, 1942: 241) [27]. 
Undoubtedly, this also involved measures to re-
strain attacks on caravans and individual mer-
chants.

The protection of the roads on the territory 
of the country and the caravans passing through 
them is also described in the chronicler of the 
time of Lasha-Giorgi. According to the author, no 
one in Georgia could rob caravans during Tamar's 
reign (The chronicler…, 1955: 369) [28].

Creating favorable trade conditions entailed 
more than providing only military security. It was 
likewise necessary to construct roads, bridges, 
and other infrastructure, as well as to establish 
new settlements and cities. It should be noted 
that, based on the few references preserved in the 
wrriten sources, the multifaceted promotion of 
trade played an important role in the policy of the 
kings of Georgia in the period from the 11th to early 
13th centuries. As early as the reign of Bagrat IV, 
special attention was paid to the cities which were 
experiencing signifi cant economic growth (it was 
at this time when Ateni was founded). Moreover, 
Bagrat IV must have had trade and economic con-
siderations when he decided to widen the moun-
tain roads after capturing Tbilisi for the third time.

The city of Gori experienced particular eco-
nomic boom during the reign of David IV when 
ethnic Armenians were settled in most likely for 
trade and economic reasons. The Georgia king 
helped organize cities and built roads, bridges, 
and special houses for merchants while success-
fully fi ghting the Seljuks.
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As can be seen from numerous sources, the 
Georgian kings were well aware of the need to 
protect the kingdom’s frontier perimeter and in-
ternal roads from outside enemies. This suggests 
that, while the capture of booty was important to 
the Georgians, it was not the only motivator for 
the military campaigns to the south. Booty was 
only the fi rst step, while subsequent decisions 
were more related to the security and economic 
exploitation of newly conquered/annexed lands.

THE MONGOL REVOLUTION AND THE DECLINE 
OF GEORGIA’S POSITION ON SILK ROADS

The Mongols hold a distinguished place in 
world history. They transformed much of Eurasia, 
a change well refl ected in shifts in the continent's 
land and sea trade routes. By the 1220s, these 
existing trade routes underwent a total transfor-
mation. With the Mongol campaigns, the extreme 
points of the Eurasian continent, from China to 
Europe and from the Eurasian steppes to the Near 
East, became interconnected through various 
trade corridors. In essence, the Mongols achieved 
what the Sasanian rulers had attempted in the 
6th-7th centuries and the Arabs in the 8th-9th centu-
ries but failed to fully realize (Avdaliani, 2019: 26-
36) [29]. Both powers endeavored to link several 
major trade and economic centers, but they only 
achieved partial success.

Thus, the Mongols revolutionized trade in Eur-
asia. The routes they established were trans-Eur-
asian in nature (Prawdin, 2005: 347-348) [30]. By 
creating new corridors, the Mongols spurred eco-
nomic growth in Europe. Consequently, European 
merchants could forge direct connections with 
Central Asia, China, and Iran, bypassing Egypt and 
the rest of the volatile Middle East.

By the mid-13th century a new reality emerged 
around Georgia. Trade routes around the Geor-
gian kingdom underwent signifi cant changes. The 
transformation was both rapid and tumultuous. 
Following the second and more expansive inva-
sion of the Mongols and the establishment of their 
military-political dominance in the South Cauca-
sus, trade routes through Ani, Dvin, Kars, Bardav, 
Ganja, and Shirvan were drastically altered. Ini-
tially, this change was infl uenced by Jalal ad-Din. 

Furthermore, subsequent military campaigns by 
the Mongols had even more profound eff ects. The 
Central Asian nomads took numerous cities, deci-
mated their trade and economic foundations, and 
in many cases either displaced or eradicated large 
parts of the populations.

At the same time, the Mongols conquered or 
partially destroyed many distant cities that were 
signifi cant to Georgia. These included Tabriz, Kh-
lat, and areas in northern Iraq, all of which had 
close trade relations with Georgian cities before 
the 1220s. The decline of these cities led to a de-
crease in the regional exchange involving Geor-
gian cities.

The establishment of Mongol power had the 
anticipated consequences. The directions of trade 
routes changed. Georgia lost control over the rich 
trading cities to the south, southwest, and south-
east of its borders. Although the new roads did 
not shift far to the south from Georgia, they nev-
ertheless were still distant enough to deprive the 
Georgian monarchy of signifi cant economic bene-
fi ts it had enjoyed until the 1220s.

The major trade routes which ran from north 
Iran to Trebizond, other cities of Asia minor were 
complimented by another major road from the 
north of the Black Sea to Central Asia and China. 
South Caucasus and Georgia in particular thus 
found itself in between these major trade and 
economic highways undermining the country’s 
position on the silk roads. Nor did the situation 
change after the fall of the Mongol domination in 
the fi rst half of the 14th century. The invasions by 
another Central Asian conqueror, Timur Lang fur-
ther entrenched Tabriz-Trebizond trade connec-
tion and undermined Georgia’s economic power.
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Abstract. This comprehensive article provides a deep dive into Georgia’s intricate and diverse cul-
tural landscape. With a particular focus on the country’s ethnic minorities, specifi cally Armenians and 
Azeris, the research examines the various acculturation strategies these groups employ. The purpose 
of the research is to identify and thoroughly understand the multitude of factors that infl uence the se-
lection of these acculturation strategies amongst these ethnic minorities. Acculturation strategies can 
take several forms, including integration, separation, marginalization, and assimilation. Each strategy 
has diff erent implications for individuals and groups, infl uencing their cultural identity, social relation-
ships, and overall psychological well-being. The research presented in this article pays special atten-
tion to the integration strategy. Integration as an acculturation strategy has been linked to numerous 
positive outcomes. Among these are the successful coexistence of diverse ethnic groups within a single 
society and improved psychological well-being among ethnic minorities. This research aims to contrib-
ute to understanding how integration as an acculturation strategy can foster harmonious multicultural 
societies. The exploration of these complex dynamics of cultural integration within Georgia aims to 
shed light on the country’s multicultural fabric. This understanding can be used to inform policy deci-
sions and foster a more inclusive society that respects and values its diverse ethnic groups.
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INTRODUCTION

Georgia has a rich history of multiculturalism, 
with various ethnic groups having inhabited the 
country for centuries, as documented by Mai-
suradze (1999) [1], Vadachkoria (2003)[2], Tetvadze 
(1998)[3], and Jaoshvili (1996)[4]. Today, diff erent 
ethnic groups continue to reside in Georgia, with 

one in every six citizens belonging to an ethnic 
minority and a signifi cant proportion of these mi-
norities living in compact settlements in the re-
gions of Samtskhe-Javakheti and Kvemo Kartli. 
According to the 2014 general population census, 
86.8% of the Georgian population are Georgians, 
6.3% are Azeris, 4.5% are ethnically Armenian citi-
zens, and the remaining 2% are comprised of vari-
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ous other ethnicities, such as Russians, Ossetians, 
Yezidis, Ukrainians, Kists, Greeks, Assyrians, and 
others (GeoStat, 2014)[5].

The task of merging ethnic minorities into a 
country’s majority culture is quite challenging, 
considering the diverse ethnic makeup of many 
nations. Ethnic groups use various methods to co-
exist with the main culture, which Sam and Berry 
(1997)[6] classifi ed as integration, separation, mar-
ginalization, and assimilation under the concept 
of acculturation. Among these, integration is key 
for successful coexistence. It involves maintaining 
one’s cultural individuality while adapting to the 
host culture, and it’s linked to the mental health 
of ethnic minorities (Rogler et al., 1991[7]; Suinn et 
al., 1987[8]). Other studies by Berry et al., (2006)[9], 
Paluck et al., (2019)[10], and Rios & Wynn (2016)[11] 
highlight that integration fosters positive relation-
ships between diff erent groups and that multicul-
tural beliefs help decrease bias against minority 
groups. Further research (Berry et al., 2021[12]; 
Nguyen & Benet-Martinez, 2013[13]; Stogianni et 
al., 2021[14]) also indicate positive outcomes for 
immigrants who adopt integration strategies, such 
as increased life satisfaction, improved self-es-
teem, and better sociocultural adjustment.

This research aims to identify factors that pre-
dict the choice of diff erent acculturation strate-
gies identifi ed by Berry (1997)[15]. The study ex-
amines the acculturation strategies chosen by 
ethnic Armenians and Azeris, who constitute the 
two largest ethnic minority groups in Georgia and 
are predominantly settled in the regions of Kvemo 
Kartli, Kakheti, and Samtskhe-Javakheti (GeoStat, 
2014)[16]. The research seeks to identify the fac-
tors that help or hinder the choice of integration 
as an acculturation strategy, which is one predic-
tor of the well-being of ethnic minorities.

LITERATURE REVIEW
Acculturation

The interaction between diff erent cultures is 
not a new phenomenon and has been the subject 
of scholarly attention for decades, as evidenced by 
the works of Adler (1975)[17], Redfi eld et al. (1936)
[18], Richardson (1957)[19], Thomas & Znanieck 
(1918)[20], van Osch & Breugelmans (2012)[21], 

Ward & Kennedy (1994)[22], and others. Accultura-
tion, which refers to the changes that occur when 
two or more cultures come into contact with each 
other, has been the focus of numerous theories, 
including Milton Gordon’s (1964)[23] assimilation 
theory, the multidimensional model of accultur-
ation (Ward, 2001)[24], the model of acculturation 
strategies (Sam & Berry, 2006)[25], the interaction-
al model (Bourhis et al., 1997)[26], and more.

The term acculturation originated in American 
anthropology and was fi rst used by John Wesley 
Powell (1883)[27] to describe the psychological 
changes that occur when two cultures meet. Stan-
ley Hall (1904)[28] is considered the fi rst psychol-
ogist to write about acculturation, although it was 
Thomas and Znaniecki (1918)[29] who developed 
the fi rst psychological theory of acculturation. 
They defi ned culture as shared conscious process-
es, such as habits, associations, attitudes, and be-
liefs, referred to as schemas. According to them, 
“The individual who is creative [+F+C] modifi es ex-
isting cultural schema in order “to widen the con-
trol of his environment, to adapt to his purposes 
a continually increasing sphere of social reality” 
(Thomas & Znaniecki, 1918, p. 1856)[30].

In 1936, Redfi eld, Linton & Herskovits [31] pro-
posed the fi rst classic defi nition of acculturation, 
determining it as “the process of cultural change 
that occurs when individuals from diff erent cultur-
al backgrounds come into prolonged, continuous, 
fi rst-hand contact with each other” (pp. 149-152). 
They later revised their defi nition to include cul-
tural change caused by the union of two or more 
autonomous culture systems, direct cultural trans-
mission, ecological and demographic modifi ca-
tions, and changes related to the host culture (So-
cial Science Research Council, 1954)[32]. According 
to Bogardus (1949)[33], Imposed acculturation “is 
found wherever the people of one culture try to 
suppress the culture patterns, for example, of im-
migrants and to impose their patterns of behaviour 
and of thought upon these immigrants” (p. 125).

The term “psychological acculturation” was in-
troduced to distinguish between group and indi-
vidual acculturation (Sam, 1994a)[34]; (Ward, 1996)
[35]. Graves (1967)[36] defi ned individual accultur-
ation as the changes that a person experiences as 
a result of interacting with another culture, while 
group-level acculturation involves changes in the 
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culture itself and manifests in population-level 
changes caused by contact between cultures (Ber-
ry et al., 1986)[37].

In 1964, Sociologist Milton Gordon [38] intro-
duced a linear assimilation model, charting the 
cultural shifts seen within minority groups. This 
model presents acculturation as a stepping-stone 
within the broader process of assimilation, with 
biculturalism serving as a temporary phase be-
tween total segregation and total assimilation. 
The model assumes that individuals from one 
culture will shed their original identity as they in-
tegrate into another culture (LaFromboise et al.)., 
1993)[39]. It suggests that any acculturation issues 
immigrants face are due to their failure to prop-
erly integrate into the new society (Bourhis et al., 
1997)[40]. Other models in social psychology also 
depict acculturation as a one-way process, mov-
ing from the preservation of cultural heritage to 
total assimilation (Lambert et al., 1986)[41].

In 2001, Berry’s [42] theory has undergone 
many modifi cations over the years. Berry re-
fi ned his earlier theory (Berry et al., 1972)[43]; 
(1980)[44], which implied eight types of accul-
turation, and distinguished four types of accul-
turation strategies that a minority represen-
tative may apply in the process of interacting 
with the dominant culture (Berry, 1980, 1997 [45]; 
Berry, 2006 [46]; Sam, 2006a [47]; Sam & Berry, 
2010 [48]; Ward & Kus, 2012 [49]; Celenk & Van de 
Vijver, 2011 [50]):

1. Assimilation: when an individual does not 
want to have a connection with the native 
culture and tries to be more actively in-
volved in the host culture. The process of 
interaction between two cultures, as a re-
sult of which one of them loses its identity 
and is absorbed by the other.

2. Integration: when an individual maintains 
a connection with the native culture and 
at the same time is actively involved in the 
host culture.

3. Separation: the individual maintains close 
ties with the native culture while contact 
with the host culture is minimized. It ap-
plies to individuals of diff erent races, cul-
tures, and backgrounds who do not assim-
ilate with the dominant culture and try to 
remain separate. 

4. Marginalization: The individual avoids both 
native and host culture. The members of 
the majority avoid the members of the mi-
nority group. The minority group and issues 
related to them become invisible to soci-
ety. The process of making a class or group 
of people less or associated with a second-
ary position.

Berry’s (1980 [51], 1997 [52], 2006 [53]) theory, 
modifi ed in diff erent years, deals with two main 
issues of acculturation of individuals – the fi rst 
approach concerns how important it is for an in-
dividual to preserve his cultural heritage when 
in contact with the host culture. The second ap-
proach concerns how important it is for the indi-
vidual to participate in the activities of the larger 
society. From these two approaches, four strate-
gies of acculturation are derived. These strategies 
can be grouped in the following direction: strat-
egies focused on the host culture and strategies 
focused on preserving the native cultural heri-
tage. An individual’s strong orientation to the host 
culture leads to assimilation, and vice versa (to 
the native cultural heritage) to separation, while 
those who avoid both cultures have an orienta-
tion to marginalization (Berry, 1997 [54], 2005 [55]).

Acculturation and well-being

The process of acculturation, or the learning 
and adaptation to a new culture, can be an ex-
hilarating yet challenging journey for immigrants 
(Berry, 2005[56]; Bista & Gaulee, 2017[57]; Chun, 
Chesla, & Kwan, 2011[58]). When these individuals 
encounter signifi cant cultural adaptation stress 
and perceive a lack of resources to handle this 
stress, it can often result in conditions such as 
stress, anxiety, and depression (Suinn, 2010[59]; 
Wang & Mallinckrodt, 2006[60]). These conditions 
can prompt harmful health behaviours like drink-
ing and smoking (Schnetzer, Schulenberg, & Bu-
chanan, 2013[61]; Mee, 2014[62]).

Berry’s (1997[63]) model of acculturation 
suggests that practices like alcohol abuse and 
smoking tend to increase in reaction to cultural 
adaptation stress. In this context, international 
students with no access to coping resources are 
more susceptible to this stress and may develop 
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harmful practices as a coping mechanism. Howev-
er, a higher degree of acculturation correlates with 
lower smoking rates among these students (Sa et 
al., 2013[64]).

METHODOLOGY

The current study utilized quantitative re-
search methods to collect data. A quantitative re-
search method was used; in particular, 452 partic-
ipants (46.5% Azeri, 53.5% Armenian) took part in 
the survey (n=452).

Based on the research objectives and research 
questions, a survey of ethnic Armenians and Azeris 
living in Georgia was conducted. For this purpose, 
a quantitative research questionnaire was creat-
ed, for which the questions were developed con-
sidering the theoretical framework and also based 
on the analysis of in-depth interviews conducted 
with fi eld experts (n=15) (the average duration of 
the survey process was 45 minutes).

The questionnaire consisted of diff erent 
blocks; along with other questions, measures of 
psychological characteristics (various self-de-
scription tools) were built into the questionnaire. 
To determine acculturation strategies, the East 
Asian Immigrants’ Acculturation Assessment Scale 
(EAAM) (Barry, 2001[65]) was used in the question-
naire, adapted into Georgian by Ia Shekriladze in 
2017[66].

Because the ethnic Azeris and Armenians living 
in Georgia are not profi cient in the offi  cial state 
language (BTCC, 2008[67]), the questionnaire was 
adapted to the Armenian and Azeri languages in 
accordance with all the rules – the questionnaire 
and all the questions and statements contained 
in it were translated from Georgian into Armenian 
and Azeri and then back into Georgian to com-
pare them with the original version. Professional 
translators (ethnically Armenian and Azeri) were 
involved in translating the questionnaire.

Before fi eldwork, 7-7 pilot questionnaires (cog-
nitive interviews) were conducted with represen-
tatives of ethnic minorities to determine how well 
each question was understood (these 14 question-
naires were not used in the fi nal data processing).

Data were processed using a statistical pro-
gram designed for the social sciences (SPSS v25).

 SAMPLING

Purposive sampling methods were used in the 
research conducted within the study framework. 
The non-probability sampling method, known as 
available sampling, was utilized during the inter-
views conducted with fi eld experts. A total of 15 
in-depth interviews were conducted.

For the quantitative໲ research, convenient 
and snowball sampling were identifi ed as the 
purposive sampling methods conducted with 
ethnic minorities. 452 Armenian (n=210) and Aze-
ri (n=242) respondents living in Georgia partici-
pated in the quantitative research, and 42 (n=20 
Armenian, n=22 Azeri) took part in the qualita-
tive research.

The survey was conducted using a self-ad-
ministered questionnaire, with a door-to-door 
(D2D) approach adopted. However, interviewers 
were only involved in fi lling out the question-
naire if the respondent had a question regarding 
a specifi c topic.

RESEARCH PARTICIPANTS

1. The expert survey included interviews with 
experts with experience working with eth-
nic minorities, including representatives 
of local non-governmental organizations, 
linguists, anthropologists, ethnographers, 
historians, education experts, and oth-
er stakeholders. A total of 15 fi eld experts 
participated in the research. Notably, these 
fi eld experts work directly on planning and 
implementing various initiatives and proj-
ects related to ethnic minorities and have 
direct contact with the representatives of 
ethnic minorities living in the regions and 
the capital city.

2. The quantitative research with ethnic mi-
norities included a survey conducted in 
Tbilisi, Samtskhe-Javakheti, Kvemo Kartli, 
and other areas of Georgia. A total of 452 
ethnic minority representatives partici-
pated in the study, including 210 ethnical-
ly Armenian and 242 ethnically Azeri par-
ticipants. Participants from diff erent age 
groups took part in the research, ranging 
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in age from 13 to 82 years old. The highest 
number of participants (40.8%) fell with-
in the age range of 19-30 years old, fol-
lowed by the 31-44 age range. The small-
est number of respondents were above 75 
years old.

These fi ndings provided valuable insights into 
the experiences of ethnic minorities in Georgia 
and helped inform the development of future pol-
icies and programs to promote interethnic under-
standing and social cohesion in the country (See 
Figure 1).

The research participants were composed of 
46.5% Armenians and 53.5% Azeris. Accordingly, 
46.5% of participants reported speaking Armenian 
at home, while 53.5% spoke Azeri. The research 
took place in the Samtskhe-Javakheti, Tbilisi, 
Kakheti, and Kvemo Kartli regions, with 40% of 
participants living in Samtskhe-Javakheti, 12% in 
Tbilisi, 40% in Kvemo Kartli, and 8% in Kakheti.

Armenians and Azeris reported knowing the 
state language above the average level, with Ar-
menians reporting a mean of 3.5 (SD=1.171) and 
Azeris reporting a mean of 3.33 (SD=1.022).

Most participants had secondary and high-

er education, followed by incomplete higher or 
technical education. Approximately 83% of partic-
ipants stated that they received their education in 
Armenian or Azeri, while 9.5% stated they received 
education in mixed languages (Georgian and Ar-
menian/Azeri), 3.1% in Georgian, and 4.2% in Rus-
sian.

These fi ndings provided valuable insights into 
the demographic characteristics of the study par-
ticipants, as well as their language abilities and 
educational backgrounds (See Table 1).

TABLE 1. TABLE 1. EDUCATIONEDUCATION

EDUCATION
໲ %

Primary 1,3

Incomplete Secondary 4,2

Secondary 39,2

Technical 12,4

Incomplete Higher 16,2

Higher 24,1

Masters 2,7

FIGURE 1.FIGURE 1. DISTRIBUTION OF AGE DISTRIBUTION OF AGE

TABLE 2. CHOSE OF ACCULTURATION STRATEGIES BY ETHNICITYTABLE 2. CHOSE OF ACCULTURATION STRATEGIES BY ETHNICITY

ETHNICITY ASSIMILATION SEPARATION INTEGRATION MARGINALIZATION

Armenian
Mean 2,18 3,66 4,15 2,13

St. Deviation 1,16 1,61 2,02 0,88

Azeri
Mean 2,43 3,50 3,40 2,85

St. Deviation 1,14 0,95 1,24 0,83

Total
Mean 2,31 3,58 3,75 2,51

St. Deviation 1,15 1,30 1,69 0,92
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RESULTS

By analyzing the results of the quantitative re-
search conducted with ethnic minorities, it is clear 
that the most commonly used acculturation strat-
egy is integration (M=3.8; SD=1.1), followed by sep-
aration (M=3.6; SD=1.2), and fi nally marginalization 
(M=2.5; SD=0.9) or assimilation (M=2.3; SD=1.1) (See 
Table 2). 

The study found that the choice of accultur-
ation strategies among ethnic minorities was re-
lated to various personal factors, including lone-
liness rate, life orientation, trust, locus of control, 
and self-esteem. The assimilation index had a pos-
itive correlation with the loneliness index (r=0.269; 
p=0.000) and a negative correlation with the locus 
of control (r=-0.249; p=0.000), particularly with the 
external locus (r=0.352; p=0.000). The correlation 
showed that as the loneliness index rose, so did 
the assimilation index, while it declined as the ex-
ternal locus index increased.

Analysis of the data by ethnic groups showed 
that in the case of ethnic Armenians, assimila-
tion was positively correlated with self-esteem 
(r=0.406; p=0.000) and Azeris (r=0.157; p=0.015). 
The choice of assimilation is more likely in people 
with high self-esteem for representatives of both 
ethnic groups. The rate of separation was relat-
ed to optimism (r=0.187; p=0.000), trust (r=0.246; 
p=0.000), and locus of control (r=0.223; p=0.000) 
internal locus (r=0.123; p=0.029); external locus 
(r=0.197; p=0.000)), and was negatively correlated 
with the self-esteem index (r=-0.104; p=0.028).

The choice of separation is higher among eth-
nic minorities with high levels of optimism, trust, 
and locus of control, while it is lower among peo-
ple with a rate of self-esteem. The integration 
strategy was positively correlated with self-es-
teem (r=0.362; p=0.005) and negatively correlated 

with trust (r=-0.138; p=0.003), locus of control (r=-
0.337; p=0.000) internal (r=-0.17; p= 0.002); external 
(r=0.269; p=0.000)) and loneliness index (r=-0.132; 
p=0.000).

For ethnic Armenians, loneliness and integra-
tion were unrelated, although there was an addi-
tional correlation between integration and opti-
mism (r=0.161; p=0.02). The selection of integration 
strategy exhibited an upward trend in conjunction 
with elevated self-esteem, while it exhibited a 
decline with rising levels of trust, locus of con-
trol, and loneliness. The marginalization rate had 
a positive correlation with loneliness (r=0.621; 
p=0.000) and locus of control (r=0.376; p=0.000), 
particularly with the internal locus of control 
(r=0.329; p=0.000), and a negative correlation with 
optimism (r= – 0.433; p=0.000) and self-esteem 
(r=-0.408; p=0.000).

In our study, the between-group analysis 
showed that the rate of loneliness had a statis-
tically signifi cant eff ect on assimilation (F=0.447; 
p=0.504) (t(450)=-7.23; p=0.000) and marginaliza-
tion (F=3.365; p=0.067) (t( 450)=-10967; p=0.000) on 
the indicator. People with high loneliness rates 
were more likely to choose the strategy of assim-
ilation and marginalization than ethnic minorities 
with low loneliness rates, which confi rms the re-
sults of the research of Neto and his colleagues 
(2017) (See Table 3).

According to the study, the life orientation 
had a statistically signifi cant eff ect on separa-
tion (F=68.893; p=0.000) (t(231.3)=-2.035; p=0.043), 
integration (F=79.8; p=0.000) (t(232.5)=-2.679; 
p=0.008), and marginalization (F=2.533; p=0.112) 
(t(450)=11.227; p=0.000) indicators. Respondents 
with an optimistic life orientation tended to pre-
fer separation and integration strategies, while 
those with a pessimistic life orientation preferred 
the marginalization strategy (See Table 4).

TABLE 3.TABLE 3. ASSIMILATION AND MARGINALIZATION BY LONELINESS ASSIMILATION AND MARGINALIZATION BY LONELINESS

LONELINESS ASSIMILATION MARGINALIZATION

LOW
Mean 1,8 2,0

SD 1,1 0,7

HIGH
Mean 2,6 2,8

SD 1,1 0,9
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Our study also confi rmed the relationship 
between locus of control and acculturation 
strategies. Locus of control aff ected all four ac-
culturation strategies – assimilation (F=0.241; 
p=0.642) (t(450)=4.493; p=0.000), separation 
(F=1.59; p=0.208) (t(450)=-3.677; p=0.000), integra-
tion (F=4.26; p=0.04) (t(289.6)=6.817; p=0.000), and 
marginalization (F=0.175; p=0.676) (t(450)=-6.562; 
p=0.000). Respondents with an internal locus of 
control preferred assimilation and integration 
strategies compared to those with an external lo-
cus, while respondents with an external locus pre-
fer Separtion (See Table 5).

Regarding self-esteem, the study found that 
the self-esteem was statistically signifi cantly 
diff erent between integration (F=9.442; p=0.002) 
(t(30.9)=-3.116; p=0.004) and marginalization 
(F=1.28; p=0.258) (t(450)=4.59; p=0.000) indicators. 
Respondents with high self-esteem were more 

likely to be integrated than those with low self-es-
teem, while respondents with low self-esteem 
were more likely to choose marginalization than 
those with high self-esteem (See Table 6).

Following the correlational and intergroup 
analysis of the data, multiple linear regression 
analysis was conducted to examine the predic-
tive factors of each acculturation strategy. The re-
sults of the regression analysis revealed various 
factors that signifi cantly predicted integration 
(R2=.656, F(11)=76.235, p<0.01). These factors in-
cluded age (β=-0.133, p<0.01), education (β=0.177, 
p<0.01), knowledge of the state language (Geor-
gian) (β=0.385, p<0.01), knowledge of the Russian 
language (β=0.09, p<0.01), perception of the equal-
ity of ethnic groups (β=0.147, p<0.01), equality of 
opportunity to start a job (β=-0.13, p<0.01), abili-
ty to use the Russian language (β=-0.258, p<0.01), 
perception of Orthodoxy as a characteristic factor 

TABLE 4.TABLE 4. SEPARATION, INTEGRATION, MARGINALIZATION BY LIFE ORIENTATION SEPARATION, INTEGRATION, MARGINALIZATION BY LIFE ORIENTATION

LIFE ORIENTATION SEPARATION INTEGRATION MARGINALIZATION

PESIMISM
Mean 3,47 3,58 2,83

SD 1,060 1,379 0,866

OPTIMISM
Mean 3,77 4,07 1,93

SD 1,639 2,117 0,719

TABLE 5. TABLE 5. ACCULTURATION STRATEGIES BY CONTROL OF LOCUSACCULTURATION STRATEGIES BY CONTROL OF LOCUS

CONTROL OF LOCUS ASSIMILATION SEPARATION INTEGRATION MARGINALIZATION

INTERNAL 
LOCUS

Mean 2,5 3,4 4,1 2,3

SD 1,1 1,2 1,7 0,9

EXTERNAL 
LOCUS

Mean 1,9 3,9 3,0 2,9

SD 1,1 1,4 1,5 0,9

TABLE 6.TABLE 6. INTEGRATION AND MARGINALIZATION BY SELF-ESTEEM INTEGRATION AND MARGINALIZATION BY SELF-ESTEEM

SELF-ESTEEM INTEGRATION MARGINALIZATION

LOW
Mean 3,0 3,3

SD 1,1 1,0

HIGH
Mean 3,8 2,5

SD 1,7 0,9
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for Georgians (β=-0.138, p<0.01), trust in the shrine 
(β =0.117, p<0.01), performance of religious rituals 
(β=0.114, p<0.01), and frequency of going to prayer 
(β=0.138, p<0.01) (See Table 7).

The study examined the relationship between 
personal characteristics and integration, fi nding 
a small relationship between the two (R2=.25, 
F(3)=49.799, p<0.01). The choice of integration 
strategy was only explained by 25% of personal 
characteristics such as locus of control (β= – 
0.317, p<0.01), self-esteem (β=0.416, p<0.01), and 
optimism (β=-0.226, p<0.01). Ethnic minorities with 
an internal locus of control, high self-esteem, 
and low optimism were more integrated in the 
Georgian environment. However, the data analysis 
for ethnic Azeris did not reveal any statistically 

signifi cant predictors. For ethnic Armenians, 
personal factors such as locus of control (β=-
0.262, p<0.01), optimism (β=-0.318, p<0.01), trust 
(β=-0.191, p<0.01), and self-esteem (β=0.51, p<0.01) 
predicted the integration rate (R2=.41, F(4)=35.583, 
p<0.01) (See Table 8).

For ethnic Armenians, the integration index 
(R2=.926, F(10)=248.829, p<0.01) was predicted by 
various factors such as age (β=-0.208, p<0.01), 
knowledge of the state language (Georgian) 
(β=0.361, p<0.01), perception of women’s active 
involvement in public life (β=0.243, p<0.01), per-
ception of equality of ethnic (β=0.545, p<0.01) and 
religious (β=-0.571, p<0.01) groups, perception of 
the possibility of using the Russian language (β=-
0.297, p<0.01), trust in the shrine (β=0.138, p<0.01), 

TABLE 7.TABLE 7. REGRESSION ANALYSIS OF INTEGRATION STRATEGY REGRESSION ANALYSIS OF INTEGRATION STRATEGY

INTEGRATION
β p<

Age -0,133 0,01

Education 0,177 0,01

Knowledge of the state language (Georgian). 0,385 0,01

Knowledge of the Russian language 0,09 0,01

Perception of equality of ethnic groups 0,147 0,01

Perception of equality of opportunity to start service -0,13 0,01

Ability to use the Russian language -0,258 0,01

Perception of Orthodoxy as a characteristic factor for Georgians -0,138 0,01

Trust in the shrine 0,117 0,01

Performing religious rituals 0,114 0,01

Frequency of going to pray 0,138 0,01

TABLE 8 – REGRESSION ANALYSIS OF INTEGRATION RATE (PERSONAL CHARACTERISTICS) TABLE 8 – REGRESSION ANALYSIS OF INTEGRATION RATE (PERSONAL CHARACTERISTICS) 
FOR ETHNIC ARMENIANSFOR ETHNIC ARMENIANS

INTEGRATION
β p<

Locus of control -0,262 0,01

Optimism -0.318 0,01

Trust -0.191 0,01

Self-esteem 0,51 0,01
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the president (β=-0.185, p<0.01), the public de-
fender (β=-0.187, p<0.01), and non-governmental 
organizations (β=0.277, p<0.01) (See Table 9).

Linear multiple regression analysis confi rmed 
that for ethnic Azeris, only a few factors signifi -
cantly predicted integration (R2=.314, F(3)=36.392, 
p<0.01), including knowledge of the Georgian lan-
guage (β=0.323, p<0.01), perception of equality of 
religious groups (β=0.256, p<0.01), and education 
(β=0.228, p<0.01) (See Table 10).

Similarly, for assimilation, multiple regression 

analysis revealed that factors such as age (β=-
0.295, p<0.01), knowledge of the state language 
(Georgian) (β =0.422, p<0.01), knowledge of the 
Russian language (β=0.112, p<0.01), equality of eth-
nic groups (β=0.148, p<0.01), equal opportunities 
to start a job (β=-0.227, p<0.01), perception of the 
importance of the Georgian language for starting 
a job (β=-0.273, p <0.01), trust in the government 
(β=-0.128, p<0.01), the performance of religious rit-
uals (β=0.101, p<0.01), and perception of the equal-
ity of opportunity to start a job (β=0.152, p<0.01) 

TABLE 10. TABLE 10. REGRESSION ANALYSIS OF INTEGRATION RATE FOR ETHNIC AZERISREGRESSION ANALYSIS OF INTEGRATION RATE FOR ETHNIC AZERIS

INTEGRATION
β p<

Knowledge of the Georgian language 0,323 0,01

Perception of equality of religious groups 0,256 0,01

Education 0,228 0,01

TABLE 11.TABLE 11. REGRESSION ANALYSIS OF ASSIMILATION RATE REGRESSION ANALYSIS OF ASSIMILATION RATE

ASSIMILATION
β p<

Age -0,295 0,01

Knowledge of the state language (Georgian). 0,422 0,01

Knowledge of the Russian language 0,112 0,01

Equality of ethnic groups 0,148 0,01

Equal opportunities to start service -0,227 0,01

Shrine trust 0,152 0,01

Government trust -0,128 0,01

Performing religious rituals 0,101 0,01

The importance of knowledge of the Geor-
gian language for the start of service -0,273 0,01

TABLE 12.TABLE 12. REGRESSION ANALYSIS OF THE ASSIMILATION RATE ACCORDING TO PERSONAL  REGRESSION ANALYSIS OF THE ASSIMILATION RATE ACCORDING TO PERSONAL 
CHARACTERISTICSCHARACTERISTICS

ASSIMILATION
β p<

Loneliness 0,427 0,01

Locus of control -0,322 0,01

Self-esteem 0,164 0,01

Trust 0,128 0,01



INTERNATIONAL POLITICAL-ECONOMIC RELATIONS AND INTERNATIONAL SECURITY

31GLOBALIZATION AND BUSINESS #17, 2024

signifi cantly predicted the assimilation strategy 
(R2=.528, F(9)=55.043, p<0.01) (See Table 11).

Furthermore, the multiple regression analysis 
between assimilation and personal characteristics 
revealed a weak relationship (R2=.212, F(4)=29.986, 
p<0.01). Personal characteristics such as loneliness 
(β=0.427, p<0.01), locus of control (β=-0.322, p<0.01), 
self-esteem (β=0.164, p<0.01), and trust (β=0.128, 
p<0.01) were found to predict only 21.2% of the 
choice of the assimilation strategy (See Table 12).

The analysis of data based on nationalities re-
vealed that for assimilation, personal characteris-
tics predicted 46.7% of the variance for ethnic Arme-

nians (R2=.467, F(3)=60.088, p<0.01): locus of control 
(β=-0.396, p<0.01), self-esteem (β=0.386, p<0.01), and 
loneliness (β=0.477, p<0.01) (See Table 13).

Data analysis based on ethnicity found that the 
following factors signifi cantly predicted assimila-
tion for ethnic Armenians (R2=.854, F(7)=169.365, 
p<0.01): knowledge of the state language (Geor-
gian) (β=0.278, p<0.01), perception of the possibility 
of using the Russian language for communication 
(β=-0.407, p<0.01), importance of religion (β=0.166, 
p<0.01) and the shrine (β=0.248, p<0.01), distrust of 
the government (β=-0.488, p<0.01), and distrust of 
the president (β=-0.103, p<0.01) (See Table 14).

TABLE 13.TABLE 13. REGRESSION ANALYSIS OF THE RATE OF ASSIMILATION ACCORDING TO PERSONAL  REGRESSION ANALYSIS OF THE RATE OF ASSIMILATION ACCORDING TO PERSONAL 
CHARACTERISTICS FOR ETHNIC ARMENIANSCHARACTERISTICS FOR ETHNIC ARMENIANS

ASSIMILATION
β p<

Loneliness 0,477 0,01

Locus of control -0,396 0,01

Self-esteem 0,386 0,01

TABLE 14. TABLE 14. REGRESSION ANALYSIS OF ASSIMILATION RATE FOR ETHNIC ARMENIANSREGRESSION ANALYSIS OF ASSIMILATION RATE FOR ETHNIC ARMENIANS

ASSIMILATION
β p<

Knowledge of the state language (Georgian). 0,278 0,01

Perception of the possibility of using the Russian language for 
communication -0,407 0,01

The importance of religion 0,166 0,01

Shrine trust 0,248 0,01

Government trust -0,488 0,01

Trust of the President 0,103 0,01

TABLE 15. TABLE 15. REGRESSION ANALYSIS OF ASSIMILATION RATE FOR ETHNIC AZERISREGRESSION ANALYSIS OF ASSIMILATION RATE FOR ETHNIC AZERIS

ASSIMILATION
β p<

Knowledge of the state language (Georgian). 0,397 0,01

Perception of equality of religious groups 0,19 0,01

Assessment of the necessity of the Georgian language for starting the service -0,362 0,01

Assessment of the ability to use the Russian language 0,191 0,01

Perception of Orthodoxy as a characteristic feature of Georgianness -0,137 0,01
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For ethnic Azeris, the following factors pre-
dicted assimilation (R2=.366, F(5)=27.229, p<0.01): 
knowledge of the state language (Georgian) 
(β=0.397, p<0.01), perception of the equality of re-
ligious groups (β=0.19, p<0.01), assessment of the 
necessity of the Georgian language for starting a 
job (β=-0.362, p<0.01), assessment of the possibility 
of using the Russian language (β=0.191, p<0.01), and 
perception of Orthodoxy as a characteristic feature 
of Georgianness (β=-0.137, p<0.01) (See Table 15).

Regarding separation, statistically signifi -
cant linear multiple regression analysis (R2=.484, 
F(7)=59.461, p<0.01) revealed that the following 
factors were predictors: age (β=0.254, p<0.01), ed-
ucation (β=-0.13, p<0.01), knowledge of the state 
language (Georgian) (β=-0.359, p<0.01), perception 
of Orthodoxy as a characteristic sign of Georgi-
anness (β=0.303, p<0.01), confi dence in the admin-
istration/city hall (β=0.214, p<0.01), confi dence in 
the parliament (β=-0.18, p<0.01), and fi nancial sta-
tus (β=0.219, p<0.01) (See Table 16).

Personal characteristics were also found to be 
predictive factors of separation, albeit to a less-
er extent (R2=.173, F(4)=23.364, p<0.01). Personal 
characteristics such as locus of control (β=0.248, 
p<0.01), self-esteem (β=-0.203, p<0.01), optimism 
(β=0.288, p<0.01), and trust (β=0.173, p<0.01) pre-
dicted the choice of separation strategy by 17.3% 
(See Table 17).

When analyzing the data according to ethnic-
ity, similar trends were only present for ethnic 
Armenians, and the predictive percentage also 
increased to 44.3% (R2=.443, F(4)=40.838, p<0.01), 
with the following factors predicting the choice 
of separation strategy: locus of control (β=0.335, 
p<0.01), optimism (β=0.267, p<0.01), trust (β=0.287, 
p<0.01), and self-esteem (β=-0.417, p<0.01). No sta-
tistically signifi cant regression relationships were 
found for ethnic Azeris (See Table 18).

For ethnic Armenians, the choice of separation 
strategy can be predicted by the following fac-
tors (R2=.879, F(9)=161.375, p<0.01): age (β=0.263, 

TABLE 16.TABLE 16. REGRESSION ANALYSIS OF SEPARATION REGRESSION ANALYSIS OF SEPARATION

SEPARATION
β p<

Age 0,254 0,01

Education -0,13 0,01

Knowledge of the state language (Georgian). -0,359 0,01

Perception of Orthodoxy as a factor characteristic of Georgianness -0,303 0,01

Board/Mayor Trust 0,214 0,01

Parliamentary confi dence -0,18 0,01

Material condition 0,219 0,01

TABLE 17TABLE 17. REGRESSION ANALYSIS OF THE SEPARATION RATE ACCORDING TO PERSONAL . REGRESSION ANALYSIS OF THE SEPARATION RATE ACCORDING TO PERSONAL 
CHARACTERISTICSCHARACTERISTICS

SEPARATION
β p<

Locus of control 0,248 0,01

Self-esteem -0,203 0,01

Optimism 0,288 0,01

Trust 0,173 0,01
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p<0.01), knowledge of the state language (Geor-
gian) (β=-0.394, p<0.01), perception of equality be-
tween women and men (β=-0.344, p<0.01), percep-
tion of equality of ethnic (β=-0.704, p<0.01) and 
religious (β=0.569, p<0.01) groups, the perception 
of equality of opportunities to start a job (β=0.342, 
p<0.01), assessment of the importance of knowl-
edge of the Georgian language for starting a job 
(β=-0.131, p<0.01), identifi cation with Georgian Or-
thodoxy (β=0.214, p<0.01), and performance of re-

ligious rituals (β=0.108, p<0.01) (See Table 19).
For ethnic Azeris, the choice of separation 

strategy can be predicted by the following factors 
with 15% accuracy (R2=.15, F(4)=10.485, p<0.01): as-
sessment of the importance of group membership 
with neighbors (β=-0.262, p<0.01) and relatives 
(β=0.356, p<0.01), trust in the administration/city 
hall (β=0.267, p<0.01), and fi nancial status (β=0.237, 
p<0.01) (See Table 20).

Regarding marginalization, the linear multiple 

TABLE 18. TABLE 18. REGRESSION ANALYSIS OF SEPARATION RATE BY PERSONAL CHARACTERISTICS FOR ETHNIC ARMENIANSREGRESSION ANALYSIS OF SEPARATION RATE BY PERSONAL CHARACTERISTICS FOR ETHNIC ARMENIANS

SEPARATION
β p<

Locus of control 0,335 0,01

Self-esteem -0,417 0,01

Optimism 0,267 0,01

Trust 0,287 0,01

TABLE 19. TABLE 19. REGRESSION ANALYSIS OF SEPARATION STRATEGY FOR ETHNIC ARMENIANSREGRESSION ANALYSIS OF SEPARATION STRATEGY FOR ETHNIC ARMENIANS

SEPARATION
β p<

Age 0,263 0,01

Knowledge of the state language (Georgian). -0,394 0,01

Perception of equality between men and women -0,344 0,01

Perception of equality of ethnic groups -0,704 0,01

Perception of equality of religious groups 0,569 0,01

Perception of equality of opportunity to start service 0,342 0,01

Assessment of the importance of knowledge of the Georgian language for starting the service -0,131 0,01

Georgianness is equated with Orthodoxy 0,214 0,01

Performing religious rituals 0,108 0,01

TABLE 20TABLE 20. REGRESSION ANALYSIS OF SEPARATION RATE FOR ETHNIC AZERIS. REGRESSION ANALYSIS OF SEPARATION RATE FOR ETHNIC AZERIS

SEPARATION
β p<

Assessing the importance of membership in a neighborhood group -0,262 0,01

Assessing the importance of kin group membership 0,356 0,01

Confi dence in the Board/City Hall 0,267 0,01

Material condition 0,237 0,01
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regression analysis only showed statistically sig-
nifi cant relationships with the personal charac-
teristics of ethnic minorities (R2=.46, F(3)=127.357, 
p<0.01), which are loneliness (β=0.501, p<0.01), lo-
cus of control (β=0.236, p<0.01), and self-esteem 
(β=-0.148, p<0.01). For ethnic Armenians, the pre-
dictors of marginalization are loneliness index 
(β=0.546, p<0.01) and locus of control (β=0.521, 
p<0.01) (R2=.694, F(2)=235.246, p<0.01) (See Table 21).

Predictors for ethnic Armenians were age 
(β=0.452, p<0.01), perception of equality between 
men and women (β=-0.317, p<0.01), attitudes of 
women towards work (β=0.443, p<0.01), neighbors 
(β=-0.237, p<0.01), friends (β=-0.302, p<0.01), col-
leagues (β=-0.243, p<0.01), importance of group 
membership of relatives (β=0.247, p<0.01), percep-
tion of the importance of knowledge of the Geor-
gian language for starting work (β=0.174, p<0.01), 
and assessment of the possibility of using the 
Russian language for communication (β=-0.481, 
p<0.01) (See Table 22).

DISCUSSION

The current study substantiates global pat-
terns and supports previous research (Nguyen & 
Benet-Martínez, 2013 [68]; Rudmin, 2003 [69]; Ward 
& Rana-Deuba, 1999 [70]), demonstrating an incli-
nation towards integration among ethnic minori-
ties. However, unique trends surface upon exam-
ination of the ethnic groups Armenians and Azeris 
individually. Both groups express a willingness 
to conserve their cultural identities. Armenians, 
however, attribute signifi cant importance to pre-
serving cultural values for their identity and sense 
of belonging, a feature accentuated by the world-
wide Armenian diaspora (Aghaie, 2019 [71]; Ghaz-
arian, 2017 [72]). Similarly, Azeris consider their 
cultural values central to their heritage, empha-
sizing the preservation of their customs and tradi-
tions (Mammadova, 2015 [73]). It can, therefore, be 
deduced that Armenians and Azeris favour accul-
turation strategies that underscore cultural pres-

TABLE 21.TABLE 21. REGRESSION ANALYSIS OF MARGINALIZATION RATE REGRESSION ANALYSIS OF MARGINALIZATION RATE

MARGINALIZATION
β p<

Loneliness 0,501 0,01

Locus of control 0,236 0,01

Self-esteem -0,148 0,01

TABLE 22. TABLE 22. REGRESSION ANALYSIS OF MARGINALIZATION FOR ETHNIC ARMENIANSREGRESSION ANALYSIS OF MARGINALIZATION FOR ETHNIC ARMENIANS

MARGINALIZATION

β p<

Age 0,452 0,01

The importance of membership in a group of friends -0,302 0,01

The importance of membership in a neighborhood group -0,237 0,01

Importance of kin group membership 0,247 0,01

The importance of employee group membership -0,243 0,01

Perception of equality between men and women -0,317 0,01

Attitudes of women to work 0,443 0,01

Perception of the importance of knowledge of the Georgian language for starting the service 0,174 0,01

Assessment of the ability to use the Russian language for communication -0,481 0,01
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ervation. According to Berry’s theoretical model 
(Berry, 2001 [74]), these strategies would be sepa-
ration or integration as both encompass the main-
tenance of cultural identity.

Observations from fi eld experts indicate a diver-
gence in the strategies adopted by Armenians and 
Azeris, with Armenians displaying a greater degree 
of integration into Georgian society than Azeris. 
This variation is ascribed to the superior education-
al achievement and openness of ethnic Armenians 
compared to Azeris. Our quantitative analysis re-
veals that ethnic Armenians predominantly adopt an 
integration strategy, while Azeris favour a separation 
strategy. These fi ndings corroborate our hypothesis 
that both ethnic groups endeavour to preserve their 
ethnic values. However, ethnic Armenians also in-
corporate elements of the host culture, while Azeris 
focus solely on their native culture.

This study aimed to investigate the association 
between personal characteristics and the selec-
tion of acculturation strategies. By employing var-
ious scales, including the Rotter Locus of Control 
Scale (1966 [75]), Rosenberg’s Self-Esteem Scale 
(1965 [76]), Loneliness Scale (Russell, Peplau & 
Cutrona, 1980 [77]), the revised version of the Life 
Orientation Scale (Scheier & Carver, 1985 [78]), and 
the General Confi dence Scale, we discovered that 
marginalization escalated with feelings of loneli-
ness and external locus indices, and diminished 
with higher optimism and self-esteem indices. The 
integration strategy demonstrated a negative cor-
relation with loneliness, suggesting that the more 
a migrant integrates with the culture, the less like-
ly they are to experience high levels of loneliness. 
Conversely, loneliness positively correlated with 
assimilation and marginalization strategies (Neto 
et al., 2017 [79]).

Previous studies (Roncancio et al. (2013) [80], 
Knight & Stone (1977) [81], Yao (1983) [82], Prigooff  
(1984) [83], and Negg & Woods (1992) [84]) have 
established connections between locus of control 
and self-esteem, and integration and accultura-
tion. For example, Latin Americans with a high in-
ternal locus of control displayed a higher degree 
of acculturation than those with an external lo-
cus (Roncancio et al., 2013 [85]), and a correlation 
between acculturation and locus of control and 
self-esteem was observed in Mexican Americans 
(Knight & Stone [86]).

The likelihood of choosing an integration 
strategy in Georgia was higher in individuals who 
were young, educated, and members of an ethnic 
minority, who were fl uent in both Georgian and 
Russian, acknowledged the equality of all ethnic 
groups in Georgia, believed that profi ciency in the 
Russian language did not eliminate the necessity 
to learn Georgian, maintained faith in the shrine, 
practised religious rituals, frequently attended 
prayers, and did not view Orthodoxy as a defi ning 
characteristic of Georgianness. These variables 
were identifi ed as reliable predictors of integra-
tion, accounting for 65.6% of the variance in inte-
gration.

Integration, predicted by 41%, was associated 
with an internal locus, low optimism, high self-es-
teem, and low confi dence. Intriguingly, a high trust 
score was a negative predictor of integration, sug-
gesting that the higher the trust score, the lower 
the integration. This implies that while evaluating 
the statements on the trust scale, respondents 
took into account trust in their native culture. 
Hence, the lower the level of trust in the native 
culture, the greater the desire to integrate with 
the host culture.

CONCLUSION 

The research carried out in this comprehen-
sive study provides illuminating insights into the 
cultural landscape of Georgia, revealing the com-
plex dynamics of acculturation strategies at play. 
Particularly, the study focused on the country’s 
ethnic minorities, the Armenians and Azeris, and 
their strategies to navigate their cultural identi-
ties within the broader Georgian society. 

The research found that among the various 
acculturation strategies, integration is crucial in 
promoting successful coexistence and psycholog-
ical well-being among ethnic minorities. Integra-
tion allows these ethnic groups to maintain their 
unique cultural identities while participating ac-
tively in the wider society. 

This crucial fi nding underscores the impor-
tance of policymakers recognizing and support-
ing the integration strategy in their decisions and 
actions. By encouraging integration, a more in-
clusive society can be fostered, one that respects 
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and values the diverse cultural identities of all 
its ethnic groups. Looking ahead, there is a need 
for further research in this area. Potential future 
research directions could include exploring the 
impact of these acculturation strategies on oth-
er critical aspects of societal life. These could 
encompass economic development, political par-
ticipation, education, and social mobility. By con-
tinuing to investigate these areas, we can deepen 
our understanding of the multifaceted dynamics 
of multicultural societies and better learn how to 
support and nurture their growth.

Furthermore, the fi ndings of this study contrib-
ute to the broader understanding of multicultural 
societies. They highlight how a successful integra-

tion strategy can weave a rich tapestry of diverse 
cultures, enhancing the societal fabric.
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INTRODUCTION

The historically formed cultural environment 
and cultural heritage defi ne the face of the country 
and give each of us special responsibilities inher-
ited from our ancestors. It is the basis that moves 
us forward, gives us self-confi dence, and defi nes 
our identity. However, we often do not proper-
ly realize these factors. Therefore, we don’t take 
care of them properly. Our cultural heritage is a 
source of knowledge and experience containing a 
lot of information, which needs to be deciphered, 
announced and passed on to future generations.

The Faro Convention comprehensively indi-
cates the meaning and importance of cultural 
heritage and emphasizes the role of urban tourist 
destinations in tourism development. (FARO,2005) 
[1]. Urban tourist destinations are distinguished 
not only by their cultural-historical heritage but 
also by the diversity of their cultural landscape. 
In this regard, Kutaisi has a unique opportunity 
to emerge as one of the tourism urban centres in 
Georgia and bring great benefi ts to the country.

With the growth of tourism as a global phe-
nomenon, cities are becoming increasingly attrac-
tive to tourists. The city meets the expectations of 
the growing fl ow of tourists, attracting them with 
rich and diverse cultural facilities, sports, busi-
ness, and constantly renewed opportunities. 

There are interesting and valuable urban tour-
ist destinations in Georgia, distinguished not only 
by their cultural-historical heritage but also by 
the diversity of their cultural landscape. In this re-
gard, Kutaisi has a special place in the Georgian 
urban heritage. (Beridze, 1974) [2]. Therefore, our 
research aims to evaluate and study Kutaisi as a 
cultural-tourist urban centre through its natural 
and cultural heritage monuments, considering fu-
ture trends, opportunities and challenges. Based 
on the study of the mentioned issue, it will be 
possible to identify Kutaisi as one of the authentic 
tourist destinations in Georgia and justify its com-
petitiveness.

To achieve the goal and objectives of the re-
search, we were guided by qualitative research 
methods and an analysis of statistical informa-
tion, literature, and publications within the frame-
work of desk research. We collected data and for-
mulated a set of innovations. 

Based on the comparison and analysis of 
numerous archaeological artefacts and written 
sources, the question of the origin of the original 
clothing on the land and water of Kutaisi, the tran-
sition to production, the development of bronze 
and iron metallurgy, urban processes, the topogra-
phy of the city at diff erent stages of development 
(outer appearance), connections with the outside 
world, fortifi cation, secular and monuments of 
cult architecture, the results of the archaeological 
research of Bagrat temple.໲໲ The treasure of Geor-
gian national culture enriched with discoveries is 
extremely interesting. They depict the continuous 
path that brought Kutaisi to the capital of united 
Georgia a thousand years ago (Lanchava, 2015) [3].

When we talk about heritage and tourism, we 
should consider that the tourist is primarily inter-
ested in seeing and perceiving the unique char-
acter of the host country and understanding its 
cultural heritage, through which he will know the 
authenticity and greatness of this country. That is 
why, in the 21st century, states, including Georgia, 
at the crossroads of Europe and Asia, pay great 
attention to developing heritage tourism. In this 
regard, Kutaisi, with its 3500-year history, is really 
attractive to tourists. People have lived in Kutaisi 
and its surroundings since the Lower Paleolithic 
period. Dinosaur footprints have been found here, 
and even traces of the “Argonauts” in search of 
the “Golden Fleece” come to this city.໲ For centu-
ries, Kutaisi was the cultural and political centre 
of the country and, from the 8th to the 11th century 
- the capital of Georgia. ໲ In diff erent eras, it was 
referred to by diff erent names - Aya, Kutaia and 
Kutatisium. It combines architecturally interest-
ing urban structures, historical centre, unique ar-
cheological monuments, church architecture, and 
landscapes of self-made beauty, which, if prop-
erly presented to the tourist, ໲ is the best way to 
see the connections between cultures; that is why 
the urban fabric of Kutaisi can be considered as a 
“mixed heritage”. Besides, Kutaisi is the only large 
city in Western Georgia with a large development 
space. 2400 hectares, on which industry, logistics, 
construction, service sector and tourism can be 
developed simultaneously [4].

While speaking about the tourism of this city’s 
cultural heritage, we must consider the principles 
of sustainable development. Based on such an 
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approach, a place of tourist destination can bring 
signifi cant economic benefi ts to a city or region. 
“Sustainable development of tourism implies 
the use and management of all resources, during 
which economic, social and aesthetic needs will 
be supported with the preservation of cultural 
heritage, basic ecological processes and vital re-
quirements” (WTO, UNP, 2005) [5].

MAIN PART

A country or a city is often identifi ed with some 
monument or landmark that defi nes the identity 
of that city. For Kutaisi, such is the Ukimerioni Hill, 
where the Bagrati Cathedral, a symbol of the unit-
ed Georgia, is located and the Rioni River, or in 
antique sources, Phasis,໲ with its white stone bot-
tom, which is visible most of the year and gives 
the city a special appeal. The Rioniphenomenon is 
pivotal for old Kutaisi because the city is directed 
towards Rioni. There, you can see the only secular 
building of the 17th century, “Okros Chardakhi” that 
survived from the Imereti Royal Palace complex. 
The building has the status of a cultural heritage 
monument. (Isakadze R. 2017) [6].

In the fi rst half of the 21st century, as a result 
of the restoration of the city centre implemented 

by the central government, Kutaisi presented its 
European beauty. Tourists have the opportunity to 
feel the authenticity of the city not only through 
the classic and modernist style architecture but 
through crooked paths, homestead-type build-
ings spread over the hills, which are hidden in the 
greenery, the bridges over the Rioni, stone-paved, 
cobbled streets, the hospitality of family hotels,໲  
delicious cuisine available in the chamber-type 
cafe-bars and restaurants.

໲The cultural landscape of Kutaisi is attractive 
for tourists with a variety of monuments of both 
church and secular architecture (the well-known 
Bagrat Cathedral, Gelati Academy and Monastery 
Complex, the Mtsvanekhvavila Pantheon of public 
fi gures, the remains of the Imereti kings’ residence 
and fortress-wall on Uimerion Hill, Geguti Royal 
Hall - Georgian secular special monument of ar-
chitecture, Jewish synagogues, etc.) in Kutaisi, the 
monuments of natural and material architecture 
are combined in such a way that they become one 
fabric and give the historical part of the city an 
authentic beauty. 

Kopitnari International Airport, from which 
fl ights to Europe and Middle and Far East coun-
tries are carried out, made the city attractive for 
tourists. This allowed us to receive tourists from 
the Eastern civilization, which is a completely new 

Diagram 1.Diagram 1.

Source: Inbound-Tourism-Statistics-(2023-year) (www.geostat.ge)
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page and a great challenge in the history of Geor-
gian tourism. 2023 was a historic year for Kutaisi 
International Airport. Last year, the passenger fl ow 
of Davit Agmashenebeli Airport increased by 103% 
compared to 2022 and served 1,671,017 passengers 
(2022: 822,486 passengers).໲ In terms of the num-
ber of fl ights, 2023 was also a record year for Ku-
taisi airport. Kutaisi International Airport served 
5,040 fl ights in January-December 2023, which is 
57% more than in the same period of 2022 [7].

Since Georgia attracts tourists in all four sea-
sons of the year, their distribution varies accord-
ing to the country’s regions. Statistical studies of 
tourist fl ows in Georgia, parameters related to the 
number of tourists, their distribution by countries 
and cities, and the visitors’ goals are interesting. 
International travel makes a signifi cant contribu-
tion to the development of the country’s economy.

In 2023, the number of arrivals of international 
non-resident travellers in the territory of Georgia 
equalled 7.1 million, which is 30.3 per cent higher 
compared to the previous year’s data. Most of the 
incomes, 45.5 per cent, were made by travellers of 
the 31-50 age group [8] (See Diagram 1).

T ourists actively travel to the regions of Geor-

gia, diagram 2 presents the statistical data of dif-
ferent parts and the number of Visits By Region. 
Tourists actively travel to the regions of Georgia, 
diagram 2 presents the statistical data of diff erent 
parts and the number of Visits By Region. ໲Accord-
ing to the data of the DMO Imereti Information 
Center, in 2023, most of the tourists who visited 
their centres were from Poland, followed by Ka-
zakhstan, the United Arab Emirates, Germany, Lat-
via, and Russia (See Diagram 2).

The Department of Statistics of Georgia dis-
tinguishes tourists according to the purpose of 
their visit; the groups formed by them are recre-
ation and leisure (tourists who come for vacation), 
business and professional (tourists who come on 
a business trip), treatment (tourists who come to 
health resorts) other purpose (tourists who visit 
friends and relatives. (The chart shows the num-
ber of visits by goal) (See Diagram 3). 

It turned out that the Imereti region is the 
most interesting for local tourists. The character-
istics of domestic travellers are slightly diff erent 
from those of international travellers. The three 
most frequently visited places are Tbilisi, Kutaisi 
and Batumi [9] (See Diagram 4). 

Source: Inbound-Tourism-Statistics-(2023-year) -໰(www.geostat.ge)

Diagram 2.Diagram 2.
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Despite great eff orts, we believe that the city’s 
tourism potential is still not fully exploited. First, 
we must understand that so far in our country and 
Kutaisi in particular, few wealthy tourists have 
arrived. The main fl ow of tourists is the middle 
class, so we should direct our tourism potential to 
satisfy this segment. The religious factor should 
also be taken into account. Muslim tourists are 
less interested in our religious monuments, so we 

should off er them secular architecture and natu-
ral monuments, such as the caves on the outskirts 
of Kutaisi or the nearby canyons with their mag-
nifi cent beauty. There is a lot of work to be done 
in this regard.

Kutaisi is a seasonal city, tourism is active from 
March to the end of October໬ Recently, the number 
of visitors has increased considerably໬ Still, much 
eff ort is needed to make the city attractive for 

Source:໰(www.geostat.ge)

Diagram 3.Diagram 3.

Source: National Statistics Offi  ce of Georgia. https://www.geostat.ge/en

Diagram 4.Diagram 4.
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them and make tourists more informed about the 
city’s tourism potential.

CONCLUSION

Tourism is vital for Kutaisi, and infrastructure 
development is of great importance; as you know, 
since the second half of the 19th century, the city 
was bypassed by the railway, and it became a dead 
end. This has been supplemented by a major tran-
sit highway that also bypasses the city.໲໲ In such a 
situation, the opening of Kopitnar airport became 
a lifeline for Kutaisi. The airport turned tourism 
into an important economic resource of Kutaisi. If 
the city’s tourism potential can be properly man-
aged, it will allow us to create jobs, attract foreign 
investment, improve local infrastructure and help 
raise the profi le of the country and the city.

However, many factors need to be solved. In 
particular, logistical problems include insuffi  cient 
parking space at the airport and in the city of Ku-
taisi, which is one of the hindering factors in tour-
ism development. 

It should be noted that the role of Imereti Re-
gional DMO is big on the management, marketing, 
development and success of the city’s destination 
as a tourism centre, though the local authorities 
should develop strategies that will realize the de-
mands of the government and other stakeholders. 

For this purpose, cultural heritage should become 
part of a unifi ed local (municipal) spatial planning 
plan.

We have to consider that the government, pub-
lic, private and non-governmental sectors should 
be actively involved in developing tourism policy. 
Their involvement in the processes will allow us to 
objectively assess the current situation and devel-
op plans in a specifi c (cultural) direction in short-
term and long-term dynamics. 

Through grant projects, it is possible to adver-
tise diff erent heritage areas and make them known 
to foreign markets. That is why there is a need for 
more educational programs related to the protec-
tion of cultural heritage, conducting training for 
young people, and promoting the development 
and modernization of the scientifi c research sys-
tem of the cultural sector.

It should be noted that Kutaisi, as one of the 
outstanding cultural-urban centres of Western 
Georgia, is an attractive place with its history, so-
cio-cultural and tourist opportunities, and with 
proper management and economic calculations, 
it will be possible to create a new niche in the in-
ternational tourism market.

It is necessary to develop and implement a 
detailed annual marketing strategy for the tourist 
destination of Kutaisi, to present the target mar-
kets’ priorities, clearly defi ne the activities, and 
determine the success evaluation measures.
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Abstract. Tourism is a vital economic driver for countries worldwide, fostering growth and diversi-

fi cation across various sectors. However, the issue of fi nancial leakage poses a signifi cant challenge, 
particularly for countries heavily reliant on imports. This article delves into the strategic direction 
required to mitigate fi nancial leakage in the Georgian tourism industry. The study identifi es rural and 
gastronomic tourism as promising avenues for addressing this challenge through a comprehensive 
methodology encompassing in-depth interviews, statistical analysis, and literature review. By lever-
aging Georgia’s diverse culinary heritage and distinctive cuisine, these alternative tourism forms pro-
mote local products and services and off er tourists authentic experiences. The research underscores 
the growing global preference for authentic and unique tourism experiences, aligning with the shift 
towards locally sourced, high-quality off erings. Through strategic initiatives focused on rural and gas-
tronomic tourism, Georgia can diff erentiate itself as a leading destination while ensuring equitable dis-
tribution of tourism benefi ts within local communities. This study contributes to the broader discourse 
on sustainable tourism development, emphasizing the importance of local resources, traditions, and 
community involvement in shaping the tourism landscape.

KEYWORDS: TOURISM VALUE CHAIN, FOOD TOURISM, RURAL TOURISMKEYWORDS: TOURISM VALUE CHAIN, FOOD TOURISM, RURAL TOURISM

1. INTRODUCTION

The tourism industry is important for a coun-
try’s economy as a signifi cant revenue generator 
and a catalyst for broader economic development. 
The tourism sector has the potential to stimulate 
growth and diversifi cation across various eco-
nomic fi elds. Tourism is a diverse industry that 
connects hospitality, transportation, entertain-
ment, and local services. It contributes to job cre-
ation, infrastructure development, and economic 

prosperity through collaborations with other sec-
tors. Tourism provides employment and boosts 
the market for locally sourced goods, fostering 
economic diversifi cation and rural advancement 
in developing countries and mountainous regions 
(Sharia, 2019:98) [1]. That’s why tourism is consid-
ered a tool to address poverty in developing coun-
tries. Nevertheless, doubts and criticisms have 
been raised about the supposed link between 
tourism growth and poverty reduction (Giampic-
coli, 2014:1667) [2].

https://doi.org/10.35945/gb.2024.17.004
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The tourism industry’s eff ort to cater to visi-
tors’ requirements leads to an increased demand 
for various products and services in the market, 
ultimately driving the growth of various economic 
sectors. This is expected to positively impact the 
country’s overall economic strength. However, in 
countries reliant on imports with undiversifi ed 
economies highly dependent on tourism, where 
the industry heavily relies on imported goods, it 
gives rise to the issue of fi nancial outfl ow (Sharia, 
2023:208) [3].

International researchers consider fi nancial 
leakage a major issue for developing countries. 
UNEP references a report conducted in Thailand 
and other countries, which reveals that approx-
imately 70% of tourist expenditures exited Thai-
land via foreign-owned establishments such as 
airlines, hotels, tour operators, and imported 
food and beverages. Leakage estimates for simi-
lar developing countries are around 80% for the 
Caribbean region and 40% for India (Giampicco-
li…2017:3) [4].

As a state reliant on imports, rather than the 
tourism sector energising diff erent sectors of the 
economy within the country and being reinvest-
ed in various activities domestically, a signifi cant 
portion of the funds garnered from tourism exit 
Georgia and are utilised in the economies of im-
porting countries (Sharia, 2023:218). This fi nancial 
leakage signifi cantly challenges Georgia’s tourism 
industry’s sustainability and economic growth.

Lately, there has been a shift in tourist prefer-
ences towards alternative forms of tourism. This 
may have been infl uenced by discovering novel, 
previously unexplored destinations and interest 
in destinations prioritising local customs, history, 
ethics, and unique culture. Consequently, cultural 
diversity is seen as a way to enhance the experi-
ences of increasingly adventurous tourists seek-
ing fresh encounters (López-Guzmán…2011:69) [5]. 
From the viewpoint of developing nations, sus-
tainable tourism can be considered as encourag-
ing a more inclusive, fair, culturally and environ-
mentally suitable approach to tourism growth. 
By adopting strategies that prioritise community 
participation, poverty alleviation, and the conser-
vation of natural and cultural heritage, developing 
countries can ensure that the benefi ts of tourism 
are distributed equitably among the local com-

munities and that negative impacts are minimised 
(Giampiccoli, 2014:1668). 

The Georgian tourism industry has the poten-
tial to contribute signifi cantly to economic devel-
opment and sustainable tourism. By implementing 
rational strategies to mitigate fi nancial leakage, 
the industry can retain a larger share of tourist 
spending within the country and ensure that local 
communities and the economy benefi t from tour-
ism-related activities. Therefore, the article’s main 
question is: What should be the strategic direction 
of the Georgian tourism industry to reduce/miti-
gate fi nancial leakage?

2. METHODOLOGY

This article is based on several stages of re-
search conducted as part of a doctoral thesis, 
“Main Directions of Special-Territorial Planning of 
Sustainable Development of Tourism Value Chain 
on the Example of Georgia”. 

In 2020-2021, in-depth interviews with ex-
perts and structural surveys of accommodation 
were conducted. A purposive sampling method 
was used for in-depth interviews with experts to 
determine the share of Georgian products in the 
total purchases made by accommodations. The 
study also explored changes in this share over re-
cent years and assessed whether Georgian prod-
ucts meet quality standards, competitive pricing, 
quantity, stability, and safety. The accommodation 
survey primarily aimed to identify the key product 
categories within the accommodation value chain 
and assess the proportion of Georgian products in 
each category.

In 2022, statistical information was processed. 
To confi rm the survey and in-depth interview fi nd-
ings, data on importing and exporting key prod-
ucts within the accommodation value chain was 
obtained from the National Statistics of Georgia. 
The analysis involved over 20,000 inputs using 
HS4 product codes.

In 2023, additional in-depth interviews were 
conducted with representatives of guest houses 
and small hotels to fi nd strategies for mitigating 
fi nancial leakage. These interviews aimed to gath-
er insights and perspectives from tourism busi-
nesses in Georgia on how they address the issue 
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of fi nancial leakage within the industry. 
In 2023-2024, we use a comprehensive liter-

ature review approach. This method involved 
systematically gathering and analyzing existing 
scholarly works, research articles, reports, and 
other relevant sources about the subject matter. 
The review process entailed meticulous examina-
tion and synthesis of key fi ndings, trends, theo-
ries, and methodologies from the selected litera-
ture. Eff orts were also made to critically evaluate 
the sources’ credibility, reliability, and relevance 
to ensure a robust review. This methodological 
approach enabled a thorough understanding of 
the current state of knowledge, gaps in research, 
and emerging themes related to the strategic di-
rection of the Georgian tourism industry and its 
implications for mitigating fi nancial leakage.

MAXQDA was used to process and analyze the 
qualitative information, and Excel for quantitative 
data.

3. RESULTS AND DISCUSSION
3.1. The result of empirical studies and 

statistical analysis

The country’s tourism value chain is a very 
complex issue; therefore, within the scope of this 
study, the topic was narrowed down to the study 
of the value chain of accommodations. A quanti-
tative survey and expert interviews identifi ed 22 
primary product categories within the accommo-
dations value chain: 1. Accommodation appliances 
and furniture; 2. Cleaning products; 3. Disposable 
amenities and items; 4. Building materials; 5. Al-
cohol; 6. Mineral and freshwater; 7. Juices; 8. Sugar 
and confectionary additives; 9. Canned foods and 
jams; 10. Food oil and butterfat; 11. Flour; 12. Spic-
es and pepper powder; 13. Coff ee and tea; 14. Fruit 
and dried; 15. Nuts; 16. Potatoes; 17. Vegetable; 
18. Cereals and legumes; 19. Fish and seafood; 20. 
Dairy products; 21. Egg; 22. Meat.

The combined trade balance for these 22 
product categories stands at a defi cit of – 468886 
thousand U.S. dollars. Out of the total, only eight 
groups demonstrate a positive trade balance: al-
cohols, mineral and freshwater, juices, spices and 
pepper powder, fruit and dried, nuts, potatoes, 
and eggs (Sharia, 2023:2014). 

A negative trade balance of the main prod-
uct groups involved in the accommodation val-
ue chain indicates fi nancial leakages received 
through tourism. It is essential to identify the stra-
tegic directions for tourism in the country. This will 
maximize the incorporation of local products and 
services into the tourism value chain, ultimately 
reducing fi nancial leakage. 

The in-depth interviews revealed that local 
small hotels, family-owned hotels, and concept 
hotels are more willing and able to integrate local 
products as much as possible than large branded 
and international hotels. Representatives of small 
local hotels understand that using local products 
enhances their prestige and helps them position 
themselves well in the market. For international 
brand hotels, the most important thing is that the 
purchased product is economically profi table in 
terms of price and quality, and the product’s or-
igin is of no less importance to them. Empirical 
studies have shown that Georgian products often 
cannot compete with imported products regard-
ing price, quality, and supply stability.

Expanding and strengthening local produc-
tion will undoubtedly increase the share of local 
products in the tourism value chain. In light of the 
current situation, exploring existing opportunities 
for reducing fi nancial leakage within the tourism 
industry is intriguing. That is why we explore the 
types of tourism that imply and innovate the use 
of local products and services.

3.2. Literature Review – Alternative Types of 
Tourism

The increasing importance of mass tourism has 
come under examination and faced signifi cant crit-
icism. Meanwhile, alternative approaches to tour-
ism development, which are believed to off er im-
proved outcomes for development, particularly in 
developing countries, have been put forward. As a 
result, alternative types of tourism have garnered 
attention since the 1980s (Giampiccoli, 2014:1667). 
These alternative concepts emphasise sustain-
able development, community engagement, and 
minimising negative environmental and local cul-
tural impacts. Various forms of alternative tourism 
have been evaluated in diff erent ways. Alternative 
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approaches to tourism have been proposed, such 
as pro-poor tourism, responsible tourism, fair 
trade tourism, ecotourism, and community-based 
tourism. A notable distinction between CBT and 
other alternative forms of tourism is based on 
voluntary self-regulating frameworks adhering to 
a specifi c set of principles. In contrast, CBT is not 
a self-regulating voluntary process. Unlike main-
stream tourism, which operates from outside the 
community, CBT originates within the community, 
with ownership and management vested within 
the residents (Giampiccoli…2016:3) [6].

In the scientifi c works, next to the types of al-
ternative tourism, sustainable tourism types are 
also found; the following main ones are distin-
guished: ecological tourism, ecotourism or green 
tourism, soft tourism, rural tourism, equitable 
tourism, solidarity and responsible tourism (Juga-
naru…2008:798-801) [7].

International researchers widely discuss com-
munity-based tourism, but since we currently do 
not have the level of decentralisation in gover-
nance in Georgia that would facilitate this type 
of tourism, we will not discuss it in detail within 
the scope of this article. Instead, we will focus on 
other types of tourism that are more relevant to 
mitigating fi nancial leakage in Georgia’s tourism 
industry, namely agro-tourism and food tourism. 

Gastronomy has not traditionally been seen 
as a key attraction for tourists in the past, but it 
is now increasingly recognised as an important 
aspect of tourism. It serves as a signifi cant draw 
for visitors and can cultivate loyal travellers. Gas-
tronomy tourism presents opportunities to inte-
grate local food systems into tourism, fostering 
economic development and meeting the specifi c 
demands of customers or tourists. Furthermore, it 
can be regarded as a sustainable form of tourism 
that supports local producers and stimulates the 
local economy. The bond between tourism and 
gastronomy is substantial; while eating is a ne-
cessity for travellers, gastronomy enhances their 
overall travel experience by contributing to its 
quality (Kyriakaki… 2013:2) [8].

To mitigate fi nancial leakage in the tourism 
industry, one main strategy is to focus on devel-
oping and promoting gastronomy tourism. This in-
volves showcasing local cuisines, promoting food 
experiences, and highlighting the unique aspects 

of gastronomy that can only be found in a partic-
ular destination. By embracing gastronomic tour-
ism, destinations can attract visitors seeking au-
thentic culinary experiences. To mitigate fi nancial 
leakage in the tourism industry, one main strategy 
is to focus on developing and promoting gastron-
omy tourism.

Exploring the unique fl avours of diff erent re-
gions has been attributed to various terms in lit-
erature, including food tourism, cuisine tourism, 
culinary tourism, gastronomy tourism, and taste 
tourism. Defi ning gastronomy as a form of travel 
is complex and has been approached by several 
authors. However, they generally agree on two 
main points: that gastronomic activities can be 
the primary reason for travel or support it, and 
that these activities must off er an exceptional and 
memorable experience. Recent research indicates 
a shift in tourist preferences over time. It appears 
that tourists are interested in visiting signifi cant 
cultural, historical, and environmental sites and 
seeking out new elements, such as culinary re-
sources, when exploring a destination (Kyriaka-
ki…2013:3). In simple terms, gastronomy helps 
highlight what makes a place special by letting 
tourists experience its culture and connect with 
its history, traditions, and heritage.

Experiencing the local cuisine in a specifi c 
location is a signifi cant activity for tourists and 
plays a key role in their choice of destination and 
intention to revisit (Nevin, 2019:1) [9]. In interna-
tional scientifi c literature, there are many studies 
on the relationship between specifi c food char-
acteristics of a region and food tourism or how 
a particular dish represents a tourist destination. 
For example, Dr. Francesc Fusté-Forné discusses in 
detail the development of cheese tourism in Valle 
de Roncal, Spain. According to him, cheese tour-
ism has recently attracted growing attention from 
scholars and is considered a niche area within 
food tourism. Cheese landscapes are an emblem 
of rural identity and are key in attracting tourists 
to specifi c destinations. Food tourism involves ex-
ploring a location’s distinctive cultural and nat-
ural aspects through its culinary traditions, par-
ticularly emphasising lesser-explored areas such 
as rural, natural, and mountainous settings that 
safeguard age-old customs. Food tourism involves 
exploring a culture through its cuisine. Gastron-
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omy tourism focuses on understanding, experi-
encing, and savouring the culinary traditions of 
a specifi c region. The unique landscapes, cultural 
practices, local products, cooking techniques, and 
traditional dishes all contribute to the distinct 
gastronomic identity of a destination and form an 
essential part of the tourism experiences provid-
ed to guests (Fusté-Forné, 2020:1-2) [10].

In this context, some authors emphasise the 
importance of geographical indication. Local food 
and products play a signifi cant role in tourism, 
with their registration under geographical indica-
tions being crucial for preserving them for future 
generations. Geographical indication safeguards 
the region’s culture, traditions, customs, touristic 
assets, and cultural heritage while promoting sus-
tainability. Therefore, items registered with geo-
graphical indications signifi cantly contribute to 
tourism development (Pamukçu…2021:1) [11].

In the article “The Role of a High-quality 
Restaurant in Stimulating the Creation and De-
velopment of Gastronomy Tourism”, the authors 
discuss the role of Michelin-star restaurants. Mi-
chelin-star restaurants attract a lot of media cov-
erage and customers, contributing signifi cantly 
to the local economy. For example, the three-star 
Michelin restaurant El Celler de Can Roca empha-
sises its principles and philosophy connected to 
the region, drawing in many tourists. Food and 
wine play a crucial role in modern-day living and 
have emerged as key contributors to the growth 
of tourism and a unique market segment (Meneg-
uel…2018:220-221) [12].

Since cultural factors infl uence dietary pat-
terns and traditions play a role in bolstering na-
tional identity, scholars consider traditional and 
regional cuisine integral to a nation’s cultural her-
itage. They argue that local products are an es-
sential part of the destination’s cultural heritage 
for tourists and refl ect the region’s cultural traits 
(Gonda… 2021:94-95) [13].

3.3. Discussion

On the one hand, we have a situation where 
the types of tourism that create an authentic and 
unique experience are becoming increasingly pop-
ular in the international tourism industry. Talking 

about local products has become popular nowa-
days. There is increasing opposition, particularly 
within the food industry, to the negative economic, 
social, environmental and cultural impacts of glo-
balisation and free trade. The food industry is un-
dergoing signifi cant changes with a shift towards 
mass-produced foods using industrial methods 
and high-quality premium category foods. Local 
and seasonal products are gaining renewed appre-
ciation, and the traditional knowledge associated 
with their production has evolved into a valuable 
asset. As a result, creating local products and pro-
moting their sales on a large scale could incentivise 
tourism, gastronomy, and rural development. Intro-
ducing local products to the market while empha-
sising their purchase and consumption has become 
fashionable (Gonda…2021:92).

On the other hand, we have a diverse and rich 
Georgian cuisine with a distinctive cultural identi-
ty and history. Also, from the groups of products 
involved in the tourism value chain of Georgia, the 
products representing the agriculture and food 
industries have a positive trade balance. In the in-
depth interviews conducted for the study, repre-
sentatives of local small hotels and guesthouses 
expressed awareness of the benefi ts of using lo-
cally sourced products. They believe that doing so 
makes their services more distinctive and attrac-
tive. By incorporating local products into their of-
ferings, small hotels and guesthouses in Georgia’s 
tourism industry can diff erentiate themselves and 
appeal to visitors seeking authentic experiences. 

In light of the critical analysis of the literature 
review and Georgia’s potential in alternative types 
of tourism, two strategic directions emerge: rural 
tourism and gastronomic tourism/food tourism. 
These incorporate local products and services into 
the value chain and help reduce fi nancial leakage. 

Both international and local researchers agree 
that food is one of the defi ning characteristics of 
tourism. They recognised that one-third of tour-
ists’ complete vacation expenditure and acknowl-
edged that tourist preferences for food could 
even dictate entire destination choices (Li…2019:1) 
[14]. Georgian cuisine is a top attraction for 
international visitors to Georgia and refl ects the 
country’s unique features as the birthplace of 
wine and home to diverse ethnographic regions. 
Historically, each region expressed its authentici-
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ty through dress, architecture, and food tradition, 
with modern times preserving gastronomy most 
eff ectively. The distinctive geography of Georgia—
encompassing alpine and subtropical zones—has 
given rise to an impressive culinary tradition. 
Georgian cuisine features specifi c products found 
in the Caucasus region, leading to globally re-
nowned dishes. It is a prominent expression of 
the country’s ancient and rich culture, refl ecting 
regional natural resources that have shaped dis-
tinct ethnic food traditions regarding ingredients 
used, cooking methods employed, and frequency 
of meals consumed (Meladze, 2015:222, 224) [15].

In various parts of the world, numerous suc-
cessful examples of destinations and tourist ser-
vices are developed around products unique to 
specifi c regions. For example, Spain and “oleo 
tourism” (olive oil tourism) encompass a range of 
experiences centred around the production and 
culture of olive oil. These activities may involve 
tours of olive groves, visits to historical and mod-
ern mills during the olive harvest, scenic routes 
like those found in wine tourism, and opportuni-
ties for tasting olive oils and local dishes where 
olive oil plays a prominent role. Thus, “oleo tour-
ism” incorporates diverse cultural pursuits related 
to nature, heritage, environment, and regional tra-
ditions (Folgado-Fernandez… 2019:2) [16].

Because Georgia is a homeland of wine, Geor-
gia’s ancient tradition of winemaking is an Intan-
gible Heritage of Humanity, and we have marvel-
lous cuisine; the country can be a leading “brand 
destination” in the food tourism fi eld worldwide. 

Food tourism is very closely linked with rural 
tourism. Both of them allow tourists to experience 
the authentic fl avours of a destination and feel 
the local atmosphere fully. Therefore, strength-

ening rural and food tourism in Georgia’s tourism 
industry can play a crucial role in mitigating fi nan-
cial leakage by promoting local products and ser-
vices involving local populations, resources, and 
customs. 

4. CONCLUSION

In conclusion, the evolving landscape of the 
international tourism industry underscores a 
growing preference for authentic and unique ex-
periences, particularly evident in the rising inter-
est in local products. Simultaneously, there is a 
discernible shift within the food industry towards 
locally sourced, high-quality off erings, refl ecting a 
broader opposition to the adverse impacts of glo-
balization. Georgia’s rich culinary heritage, with its 
diverse and distinctive cuisine, presents a valu-
able asset in this context, off ering an authentic 
taste of the country’s cultural identity and history. 
By integrating local products into the tourism val-
ue chain, particularly within rural and gastronom-
ic tourism initiatives, Georgia can not only diff er-
entiate itself as a destination but also mitigate 
fi nancial leakage by promoting local economies 
and preserving cultural traditions. Drawing par-
allels with successful examples from around the 
world, such as Spain’s “oleo tourism,” underscores 
the potential for Georgia to position itself as a 
leading food tourism destination. Embracing food 
and rural tourism as strategic directions aligns 
with global trends and presents a promising av-
enue for sustainable development, emphasizing 
the importance of local resources, traditions, and 
community involvement in shaping the tourism 
experience.
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Abstract. This empirical study investigates the implications of the substantial size of central banks’ 
balance sheets and the potential risks of their gradual normalization. Following the global fi nancial 
crisis of 2008, central banks worldwide implemented unprecedented monetary stimulus measures, in-
cluding large-scale asset purchases and unconventional policy tools like quantitative easing (QE). As a 
result, central bank balance sheets expanded signifi cantly, reaching historically unprecedented levels 
in size and composition. While these measures played a crucial role in stabilizing fi nancial markets and 
supporting economic recovery, concerns have arisen regarding the eventual reduction of these bal-
ance sheets and the possibility of disruptive market dynamics. This research examines the challenges 
and risks of normalizing central bank balance sheets. Furthermore, it explores the potential occurrence 
of “hard landing” scenarios, where sudden reductions in balance sheets could trigger fi nancial market 
turmoil and economic downturns. By analyzing historical precedents and theoretical frameworks, this 
paper off ers valuable insights into the intricate relationship between central bank balance sheets and 
the dynamics of fi nancial markets. It provides policymakers and market participants with valuable 
perspectives on navigating the path toward monetary policy normalization.
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INTRODUCTION

The aftermath of the 2008 fi nancial crisis 
witnessed central banks across the globe im-
plementing unprecedented monetary policy 
measures to revive struggling economies. These 
measures included large-scale asset purchases 
and quantitative easing (QE), which substantially 
expanded central bank balance sheets. Although 
this expansion played a crucial role in stabiliz-
ing fi nancial markets and stimulating economic 
recovery, it has also raised concerns regarding 

the potential risks associated with the eventual 
normalization of these excessively large balance 
sheets. As central banks now contemplate the 
gradual unwinding of their unconventional poli-
cies, the possibility of a “hard landing” becomes 
a signifi cant concern. This introduction estab-
lishes the context for examining the implications 
of central banks’ oversized balance sheets and 
the potential risks they entail. This complex and 
urgent issue can be better understood and an-
alyzed by drawing on historical precedents and 
theoretical frameworks.

https://doi.org/10.35945/gb.2024.17.005
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ACADEMIC CONCEPTS AND SIMPLE REALITY

Before the 2008 fi nancial collapse, the com-
bination of lenient monetary policies and the 
widespread use of fi nancial derivatives created 
a deceptive perception of continuous economic 
growth. This interdependent relationship between 
these two factors resulted in a misleading illusion 
of stability and prosperity, concealing the under-
lying vulnerabilities within the fi nancial system. 

The central banks’ implementation of easy 
money policies, which involved lowering interest 
rates to stimulate borrowing, spending, and in-
vestment, aimed to foster economic expansion. 
However, these policies had unforeseen conse-
quences. The availability of cheap credit sparked 
a borrowing frenzy, as individuals and institutions 
accumulated substantial debt, assuming they 
could easily repay it due to the low interest rates. 
Nevertheless, nothing can endure indefi nitely, es-
pecially events that are artifi cially stimulated.

In reality, the economy lacks the extraordi-
nary capacity to absorb and transform such a 
vast amount of credit into real economic growth, 
particularly when there is insuffi  cient savings to 
support consumer demand. To conceal this real-
ity, the fi nancial market has constructed a false 
perception of prosperity by excessively relying on 
fi nancial derivatives. Financial derivatives, such as 
mortgage-backed securities (MBS) and collateral-
ized debt obligations (CDOs), have long been re-
garded as sophisticated instruments whose value 
is derived from underlying assets or indices. While 
initially designed to manage risk, their intricate 
structure and lack of transparency often gave in-
vestors a false sense of security. These derivatives 
were bundled and traded as stable, secure assets, 

leading to the perception that they were low-risk 
investments (See Table #1). However, the complex-
ity of these fi nancial instruments and the utiliza-
tion of subprime mortgages and other unreliable 
debts as underlying assets masked the inherent 
risks. This complexity and fl awed risk assessment 
contributed to the eventual downfall (See Table 1).

Applying derivative instruments in the fi nan-
cial market can create a perception of econom-
ic growth that exceeds that of the real economy. 
However, it is crucial to recognize that fi nance 
serves as a means to effi  ciently allocate resourc-
es for the real economy rather than acting as the 
primary source of economic expansion. Finance 
plays a vital role in facilitating the eff ectiveness of 
the real economy and deserves a just portion of 
economic growth for its invaluable services. The 
eventual collision between this illusion and reali-
ty was simply a matter of time.

The fi nancial crisis of 2007–2009 was the culmi-
nation of a credit crunch that began in the summer 
of 2006 and continued into 2007. Most agree that 
the crisis had its roots in the U.S. housing mar-
ket, although I will later also discuss some factors 
that contributed to the housing price bubble that 
burst during the crisis. The fi rst prominent signs 
of problems arrived in early 2007 when Freddie 
Mac announced that it would no longer purchase 
high-risk mortgages, and New Century Financial 
Corporation, a leading mortgage lender to risky 
borrowers, fi led for bankruptcy. (Thakor, 2015) [2].

The accessibility of low-cost credit has signifi -
cantly impacted the market, leading to a surge 
in the development and exchange of intricate fi -
nancial derivatives. Driven by the allure of high 
returns, this phenomenon has fueled unprece-
dented borrowing and speculation. Unfortunately, 

TABLE 1. TABLE 1. FINANCIAL DERIVATIVES IN THE WORLD (MILLION USD)FINANCIAL DERIVATIVES IN THE WORLD (MILLION USD)

Source:Source: (Khidasheli & Chikladze, 2019) [1].
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this self-perpetuating cycle has obscured the true 
economic reality, as those involved in the fi nan-
cial realm have become increasingly disconnect-
ed from the authentic fundamentals. Ultimately, 
the 2008 fi nancial crisis could serve as a sobering 
wake-up call to the fragility of this facade. When 
the housing market experienced a sharp decline 
and the true risks associated with fi nancial de-
rivatives were revealed, the intricate network of 
unsustainable debt and distorted asset values un-
ravelled, ultimately causing a widespread fi nan-
cial breakdown. 

The 2007-08 credit crunch has been far more 
complex than earlier crunches because fi nancial 
innovation has allowed new ways of packaging 
and reselling assets. It is intertwined with the 
growth of the subprime mortgage market in the 
United States—which off ered nonstandard mort-
gages to individuals with nonstandard income or 

credit profi les—but it is a crisis that occurred be-
cause of the mispricing of the risk of these prod-
ucts. New assets were developed based on sub-
prime and other mortgages, which were then sold 
to investors in the form of repackaged debt secu-
rities of increasing sophistication. These received 
high ratings and were considered safe; they also 
provided good returns compared with more con-
ventional asset classes. However, they were not as 
safe as the ratings suggested because their value 
was closely tied to movements in house prices. 
(Mizen, 2008) [3].

The phenomenon of evolution emerges from 
introspecting on previous mistakes, but in fi -
nance, it manifests distinctively. In the after-
math of the 2008 fi nancial debacle, artifi cially 
low interest rates were introduced to address 
issues fundamentally triggered by the same fac-
tor. Furthermore, conventional academic theo-

FIGURE 1FIGURE 1. CENTRAL BANKS’ BALANCE SHEET (% OF GDP). CENTRAL BANKS’ BALANCE SHEET (% OF GDP)

Source: Source: (Wyplosz, 2023) [4].
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ries were contrived solely to rationalize the no-
tion that the root cause of the crisis would also 
function as its “cure”.

ANOTHER ACADEMIC CONCEPT AND THE 
SAME REALITY

The extensive discourse and scrutiny of 
non-traditional monetary strategies have drawn 
focus to the contentious notion of money printing 
as a method to foster economic expansion. Never-
theless, a prevalent misunderstanding regarding 
these measures is that they bear no consequenc-
es for infl ation, coupled with the assumption that 
accomplishing a smooth and eff ective transition 
is eff ortless.

Printing money, often carried out through im-
plementing quantitative easing (QE), involves cen-
tral banks injecting signifi cant amounts of money 
into the fi nancial system to boost economic ac-
tivity. While this strategy may result in a tempo-
rary boost, assuming that these measures can be 
maintained indefi nitely without triggering infl a-
tionary pressures is fl awed (See Figure 1).

On 1 March, the ECB started quantitative tight-
ening (QT) after eight years of balance sheet ex-
pansion. At the peak in 2022, the Euro system held 
monetary policy assets corresponding to around 
56% of the euro area GDP. This was substantial 

both from a historical perspective and an interna-
tional comparison. The fi rst wave of balance sheet 
expansion was a response to the low-infl ation en-
vironment prevailing in the aftermath of the euro 
area sovereign debt crisis. Between 2014 and 2016, 
headline infl ation ran persistently below our tar-
get of 2%, averaging just 0.3%. (Schnabel, 2023) [5].

Infusing signifi cant liquidity into the economy 
via non-traditional monetary measures entails 
the potential hazard of infl ation. Although the im-
mediate eff ect on consumer prices may not be im-
mediately discernible, the surplus money supply 
can generate infl ationary strains gradually. The 
notion of a costless strategy of printing money for 
economic advancement overlooks the fundamen-
tal economic principle that continuous monetary 
expansion without proportional augmentations in 
actual economic production can undermine the 
worth of a currency (See Figure 2).

By late 2014, the monetary base had topped 
US$4 trillion. But where was the infl ation? It didn’t 
happen because people weren’t borrowing, and/
or the banks weren’t lending. U.S. bank excess re-
serves held on deposit at the Fed had historically 
been an even more quaint US$2 billion or less, but 
after 2008, they put the fl ood of cash on deposit 
at the Fed, accumulating US$2.6 trillion in excess 
reserves by late 2014. This resulted in a declining 
velocity of circulation, which neutralized the eff ect 
of the monetary expansion. (McKitrick, 2022) [7].

Source:Source: (Eurostat, 2023) [6].

FIGURE 2. FIGURE 2. HICP ANNUAL AVERAGE INFLATION RATES (2013-2022)HICP ANNUAL AVERAGE INFLATION RATES (2013-2022)
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INFLATION SNOWBALL

In 2008, Queen Elizabeth II famously asked 
the London School of Economics (LSE) professors 
about the global fi nancial crisis: “Why did no one 
see it coming?” If Charles III were following in the 
footsteps of his late mother, he would surely ask 
a similar question today, but about high infl ation. 
This question is more compelling for two reasons. 
First, before the recent infl ation spike to levels not 
seen in 40 years, many central banks in advanced 
economies were overwhelmingly concerned about 
low infl ation. Second, they confi dently contended 
that infl ation was transitory and failed to restrain 
it even as prices rose rapidly (Shirakawa, 2023) [8].

The global fi nancial crisis profoundly impacted 
the world’s markets, resulting in a severe fi nancial 
crunch characterized by heightened uncertainty 
and a reluctance among investors to take risks. 
In response to this crisis, central banks, partic-
ularly the Federal Reserve, implemented uncon-
ventional monetary policies such as quantitative 
easing (QE). One of the main goals of QE was to 
address the fi nancial crunch by injecting liquidity 
into the fi nancial system. This injection of liquidity 
aimed to stabilize the fi nancial markets, restore 
confi dence, and prevent a collapse of the entire 
system. As a result of increased uncertainty and a 
desire for safety, investors turned to traditionally 
safer assets, such as government bonds. Through 
QE, central banks actively purchased these gov-
ernment bonds and other fi nancial assets, leading 
to a surge in demand for these safe-haven assets. 
The heightened demand for safe assets, in turn, 
led to lower yields on government bonds.

The lower yields on government bonds had a 
cascading eff ect on the wider economy. It infl u-
enced interest rates across the fi nancial spectrum, 
including borrowing costs for businesses and con-
sumers. The cost of borrowing remained relatively 
low, which encouraged investment and spending. 
Furthermore, the fi nancial crunch and the fl ight 
to safety infl uenced the behaviour of both con-
sumers and businesses. In the face of economic 
uncertainties, households prioritised saving over 
spending, while businesses adopted a cautious 
approach and delayed investment decisions. This 
environment of subdued demand further mitigat-
ed infl ationary pressures.

Moreover, the preference for holding liquid and 
secure assets, driven by seeking safety, contribut-
ed to a lower velocity of money—the rate at which 
money circulates in the economy. When money 
circulates slowly, it has a dampening eff ect on 
overall demand and, subsequently, on infl ation. 
However, implementing non-traditional monetary 
measures, such as the extensive purchase of as-
sets and the maintenance of low interest rates, 
started to have noticeable eff ects on the econo-
my. As confi dence was restored and economic ac-
tivities gained momentum, the surplus liquidity 
injected into the fi nancial system began circulat-
ing faster. This accelerated velocity of money and 
a stronger demand for goods and services created 
favourable conditions for the emergence of infl a-
tionary pressures.

Various factors converged to contribute to infl a-
tion in the later stages of unconventional monetary 
policy. Businesses, buoyed by a more positive out-
look, increased their investments, while consumers 
became more inclined to spend. The combination 
of heightened demand and a swifter money circu-
lation gradually pushed prices upwards.

The faith and notions about “too big to fail” or 
“anticyclical monetary policy” were merely wrong, 
and it is an empirical fact, but the truth is that 
both cases were predictable. Before 2008, the fi -
nancial derivative market created an illusion that 
fi nances were separated from the real economy 
and existed separately. After 2008, the same circus 
continued in diff erent formulations about mone-
tary policy’s ability to eliminate recession and the 
outcomes of the fi nancial crisis. Figuratively, the 
plot is the next: “For fi lling the hole, we have to dig 
dipper”. Therefore, we have Conventional results 
of unconventional monetary policy: central banks’ 
balance sheets are unprecedentedly high, credit 
markets are overheated, prices are skyrocketing, 
and economic growth is slowing down globally. 
The same picture that we had in 2008, but now it 
is bigger. (Khidasheli, 2022) [9].

“SOFT LANDING” DILEMMA໲ 

After experiencing those peaceful times, when 
central bank independence came to be widely 
accepted, central banks started to deploy uncon-
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ventional monetary policies. There was a some-
what naïve assumption that the policy could be 
unwound easily enough when necessary. Unfortu-
nately, the world has changed. The environment 
that fostered benign supply-side factors is under 
attack from many directions: heightened geopolit-
ical risk, rising populism, and the pandemic have 
disrupted global supply chains. Central banks now 
face a trade-off  between infl ation and employment, 
making unwinding challenging (Shirakawa, 2023).

The prolonged implementation of non-tra-
ditional monetary measures led to infl ationary 
pressures and posed a signifi cant risk of exces-
sive reliance on the fi nancial sector and the over-
all economy on the “mighty” central banks. This 
form of dependence deviates from the principles 
of capitalism and market orientation, resulting in 
severe price distortion eff ects that contribute to 
the ineffi  cient allocation of resources and the de-
tachment of the fi nancial system from its intend-
ed role as an effi  cient allocator of resources (See 
Figure 3).

Now, in an environment that compels central 
banks to raise rates to combat infl ation, their goals 
of infl ation stability and fi nancial stability confl ict. 

The reliance of the private sector, especially the 
capital markets, on central bank liquidity has led 
to fi nancial dominance, in which concerns about 
fi nancial stability restrict monetary policy. In such 
an environment, monetary tightening could wreak 
havoc on the fi nancial sector and further render 
the economy vulnerable to even small disturbanc-
es. The extent of fi nancial dominance depends on 
whether private banks are suffi  ciently capitalized 
to withstand losses and on the smoothness of pri-
vate bankruptcy proceedings. A well-functioning 
insolvency law would insulate the system from 
spillover eff ects from the failure of an individual 
institution and make it less likely that a central 
bank would feel compelled to bail it out. These 
issues make it diffi  cult for central banks to bring 
down infl ation without causing a recession—and 
somewhat undermine their de facto indepen-
dence. (Rajan, 2023) [11].

The above-mentioned academic perspectives 
revolve around the predicament central banks 
face in determining their rightful position and 
role. The extended eff orts to “facilitate” stability 
within the fi nancial sector yield confl icting out-
comes concerning the allocation of resources, the 

FIGURE 3.FIGURE 3. THE EFFECTIVE FEDERAL FUNDS RATE, 1960–2021 THE EFFECTIVE FEDERAL FUNDS RATE, 1960–2021

Source:Source: (St. Louis Fed Economic Data, 2024) [10].
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infl uence of market forces, and the disparity in 
wealth distribution (See Figure 4).

Yet stopping the postmortem at this point is 
probably overly generous to central banks. After 
all, their past actions reduced their room to ma-
noeuvre, not only for the outlined reasons. Take 
the emergence of fi scal dominance (whereby the 
central bank acts to accommodate the govern-
ment’s fi scal spending) and fi nancial dominance 
(whereby the central bank acquiesces to market 
imperatives). They are not unrelated to central 
bank actions of the past few years. (Rajan, 2023).

The emphasis on acquiring assets and main-
taining low interest rates tends to infl ate the 
values of fi nancial assets, thereby favouring in-
dividuals with substantial holdings. Those with 
greater wealth, often characterized by signifi cant 
investments in stocks and real estate, witness 
a disproportionate increase in their overall net 
worth. Consequently, this exacerbates the existing 
wealth disparity as the affl  uent segment benefi ts 
more prominently from the surge in asset prices.

Conversely, the impact of interest rates aff ects 
savers and borrowers in contrasting ways. While 
borrowers may relish the advantage of reduced 
interest payments, individuals who rely on inter-
est income, such as retirees, may experience a 
decline in their earnings. This disparity in income 
distribution particularly aff ects those with fi xed 

incomes who heavily rely on interest returns for 
their sustenance, thereby contributing to income 
inequality (See Figure 4).

In a free-market economy, where there is no 
fractional reserve banking practice, the source of 
credit resources is savings, temporarily free mon-
ey funds, which, through the banks as the medi-
ators, fl ow from the savings holders to business 
operators in the form of loans. The existence of 
savings is, on the one hand, the means for ob-
taining credit resources for business, and on the 
other hand, the indicator of the existence of ad-
ditional demand, which should provide support 
for economic growth, as well as the application 
of the additional issue. Everything changes in the 
conditions of a fractional reserve system when the 
source of the loan is not real savings but a mone-
tary multiplier (Khidasheli & Chikladze, 2019). 

The protracted implementation of non-tradi-
tional monetary policies presents obstacles that 
limit the scope for achieving a smooth econom-
ic transition. Although these policies initially aim 
to stimulate economic activity and alleviate the 
eff ects of fi nancial crises, their prolonged usage 
may give rise to complexities that impede a seam-
less shift toward a more sustainable economic en-
vironment.

The continuation of extremely low interest rates 
can contribute to the accumulation of fi nancial im-

FIGURE 4. FIGURE 4. SHARE OF US NATION’S WEALTH NET WORTH BY SOCIAL GROUPSSHARE OF US NATION’S WEALTH NET WORTH BY SOCIAL GROUPS

Source:Source: (Petrou, 2021) [12].
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balances. In a low-rate setting, investors, in search 
of higher returns, may engage in riskier behaviours, 
leading to infl ated asset prices. When these imbal-
ances eventually occur, correction can be sudden 
and disruptive, making it challenging to orchestrate 
a gentle economic landing (See Table 2).

The Fed cannot default or go bankrupt be-
cause it can always create reserves to cover its 
losses. Most of the time, the Fed’s earnings on its 
balance sheet are positive, and it remits any prof-
its above its operating costs back to the Treasury. 
In the case of a loss, the Fed would halt its remit-
tances to the Treasury until it had off set its losses 
with subsequent profi t. (Sablik, 2022) [14].

The heavy reliance on non-traditional mea-
sures, such as quantitative easing, may distort 
market mechanisms. Markets become accustomed 
to interventions by central banks, creating a depen-
dency that, when unwound, can result in height-
ened uncertainty and turbulence in the market. 
This challenges the central bank’s ability to engi-
neer a gradual and controlled economic transition.

CONCLUSIONS

The  2008 fi nancial crisis profoundly impacted the 
global economy, revealing the inherent vulnerabili-
ties present in fractional reserve banking. This prac-
tice, which allows banks to create money through 
lending based on only a fraction of reserves, proved 
fragile and susceptible to collapse during economic 

downturns. Despite this realization, there has been a 
lack of meaningful reform to address the fundamen-
tal fl aws in the system’s operation.

Instead of tackling the underlying structural 
defi ciencies, the response to the crisis primari-
ly focused on short-term stabilization measures. 
Central bank intervention and accommodative 
monetary policies were relied upon as quick fi xes 
to stimulate economic growth. However, these 
policies have only exacerbated the vulnerabilities 
within the system. They have encouraged exces-
sive risk-taking and speculative behaviour, lead-
ing to the infl ation of asset bubbles and widening 
wealth inequality.

Furthermore, the failure to address the struc-
tural issues within the fi nancial system has left us 
vulnerable to future crises. The proliferation of 
complex fi nancial products, opaque derivatives 
markets, and interconnectedness among fi nan-
cial institutions continue to pose signifi cant risks. 
Comprehensive reform is necessary to ensure the 
stability and resilience of the fi nancial system.

Printing money is not an eff ective solution as 
it fails to generate or sustain prosperity. In addi-
tion, it disrupts the price function and results in 
the misallocation of resources. Fiat money, in and 
of itself, cannot be consumed nor directly utilized 
as a producer’s good in the productive process. 
It is essentially unproductive, serving as dead-
stock that yields no tangible output. According to 
Say, commodities are ultimately paid for not with 
money but with other commodities. Money simply 

TABLE 2.TABLE 2. THE ELEVEN MONETARY POLICY TIGHTENING SINCE 1965 THE ELEVEN MONETARY POLICY TIGHTENING SINCE 1965

Source:Source: (Blinder, 2023) [13].



THE LIVE ISSUES OF THEORY AND PRACTICE IN FINANCE IN THE CONDITIONS OF GLOBALIZATION

67GLOBALIZATION AND BUSINESS #17, 2024

serves as a commonly accepted medium of ex-
change, playing a role solely as an intermediary. 
Ultimately, sellers aim to receive other commodi-
ties in exchange for the goods they sell.

The policies initially intended to tackle the fun-
damental reasons behind the 2008 fi nancial cri-
sis inadvertently prolonged the cycle of fi nancial 
instability and worsened the inherent structural 
weaknesses of the global economy. Unconven-
tional monetary measures, such as money print-

ing and aggressive asset acquisitions, may have 
off ered temporary respite, but they ultimately fell 
short of addressing the underlying problems as-
sociated with the fractional reserve system. Going 
forward, policymakers need to acknowledge the 
constraints of such approaches and shift their at-
tention toward implementing sustainable reforms 
that foster fi nancial stability, accountability, and 
long-term economic resilience.
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1. INTRODUCTION

The use of technology in modern banking ser-
vices, known as e-banking systems, enhances 
banking performance, impacts productivity, and 
reinforces the intention to use these technolo-
gies in the digital age (Fatonah et al., 2018, p. 13) 
[1]. Designated by other terms, such as internet 
banking, electronic banking, tele-banking, mobile 
banking, etc. (Hasan et al., 2010, p. 3) [2]. The evolu-
tion of e-banking has put an end to endless queues 
in front of diff erent bank counters, as the internet 
now allows for multiple banking transactions from 

anywhere and at any time (Ataya & Ali, 2019, p. 6) 
[3]. Moreover, in developed countries, many fi nan-
cial transactions are conducted through electronic 
money (Anouze & Alamro, 2020, p. 11) [4]. Like other 
developing countries, the Algerian banking sector 
has made colossal eff orts over the past two de-
cades (Bellahcen & Latrech, 2020, p. 6) [5]. These 
eff orts have yielded results since 2023 with the 
circulation of 10.712.133 interbank cards, of which 
70% were active, and the establishment of 3.030 
ATMs and 38.144 POS machines for merchants (GIE-
Monétique, 2023) [6]. Despite the progress made by 
the banking sector to keep up with the rapid pace 
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of innovation and ICT worldwide, the use of e-bank-
ing in Algeria is still in its early stages compared to 
the density of the national economic fabric (Bel-
lahcene & Mehdi KHEDIM, 2016, p. 4) [7]. This has 
been proven by the numbers provided by the Eco-
nomic Interest Group, where only 2.204.836.081,42 
DZD of transactions per bank card were carried out 
in 2023. This is a very small number considering a 
population of 44.6 million inhabitants and a GDP 
per capita of around 2,568 dollars in 2023, accord-
ing to the IMF (2023).

In contrast to this situation, it would be crucial 
to investigate with clients of Algerian banks the 
factors likely to infl uence their use of electronic 
banking services, namely, Algeria has made a re-
markable leap in the development of electronic 
banking systems during the past two decades. A 
wide range of research studies worldwide have 
been interested in this subject, aiming to demon-
strate the eff ect of diff erent determinants infl u-
encing clients’ use of e-banking.

Previous research concerning the adoption of 
e-banking has utilized prominent innovation adop-
tion theories, such as the technology acceptance 
model (TAM) (Salloum & Al-Emran, 2018) [8], with its 
two pivotal variables. We note that perceived ease 
of use was identifi ed as a key factor in the study by 
Sarkam et al., (2021), p. 6 [9], and perceived useful-
ness in the study by Kurnia et al., (2010). p. 11 [10]. 
Likewise, in Algeria, the studies by (Bellahcen & La-
trech, 2020, p. 9) [11] confi rmed the eff ect of perceived 
ease of use and perceived usefulness on the adop-
tion of e-banking, as well as the Theory of Planned 
Behavior (TPB) (Hanafi zadeh et al., 2014, p. 2) [12] in 
which behavioural intention is a signifi cant determi-
nant of the use of information systems. While their 
fi ndings identify various factors responsible for the 
limited adoption of e-banking, a consensus has yet 
to be reached on the specifi c variables that infl uence 
e-banking adoption, and results vary depending on 
the location, context, and timeframe (Bellahcene & 
Latreche, 2023, p. 6) [13]. Moreover, the issue has not 
been extensively explored in the broader context of 
developing countries and, more specifi cally, in the 
case of Algeria. 

Henceforth, the aim of this research is to ex-
amine the principal factors that infl uence the 
use and adoption of electronic banking services 
among Algerian bank customers. More precisely, 

this study puts forth, tests and validates an all-en-
compassing theoretical framework for customer 
adoption of e-banking by incorporating both, the 
Technology Acceptance Model (TAM) and the the-
ory of planned behaviour (TPB).

The subsequent sections of this paper are or-
ganized as follows: Section two provides a litera-
ture review. Section three puts forward the con-
ceptual framework. Section four elucidates the 
research methodology employed in this study. 
Section fi ve presents the fi ndings. Lastly, section 
six concludes the work and suggests avenues for 
future research.

2. LITERATURE REVIEW 

Electronic banking services have been defi ned 
by (Daniel, 1999, p. 4) [14], as providing banking 
services to customers via the Internet. The same 
researcher has defi ned them as an information 
service where banks provide certain banking ser-
vices via the Internet (Sheikh & Rahman, 2020, p. 
9) [15], describes e-banking as all banking activi-
ties that can reduce customers’ diff erent expenses 
when they can access their accounts without vis-
iting bank branches. At this stage, the researchers 
have directed their attention to technology adop-
tion, drawing upon several theories, among which 
the most well-known is the theory of reasoned 
action (TRA) (Fishbein & Ajzen, 1975, p. 19) [16]. The 
technology acceptance model (TAM) (Davis et al., 
1989, p. 7) [17]. The theory of planned behaviour 
(TPB) (Ajzen, 1991, p. 3) [18], and the unifi ed the-
ory of acceptance and use of technology (UTAUT) 
(Viswanath Venkatesh et al., 2003, p. 6) [19].

In recent times, there has been signifi cant ac-
ademic interest in adopting electronic banking, 
with many researchers, such as Roy et al., (2017), 
p. 9 [20], integrating the technology acceptance 
model. The analysis indicates that the level of ac-
ceptance of internet banking among customers is 
infl uenced by two critical factors – perceived ease 
of use and external risk. On their part, Gharaibeh 
et al., (2018), p. 11 [21] employed a mixed-method 
approach to the Unifi ed Theory of Acceptance and 
Use of Technology (UTAUT 2) to demonstrate that 
the acceptance of mobile banking services is signif-
icantly and positively infl uenced by factors such as 
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mass media, trust, eff ort expectancy, performance 
expectancy, facilitating conditions, and social infl u-
ence. However, it was observed that there was no 
signifi cant relationship between hedonic motiva-
tion and the adoption of mobile banking services 
in the Malaysian context. Similarly, Martins et al., 
(2014) [22] used the UTAUT model to understand the 
main determinants of internet banking adoption in 
the Portuguese context. The fi ndings provide sup-
port for certain relationships posited by the UTAUT 
model, including performance expectancy, eff ort 
expectancy, and social infl uence, as well as the sig-
nifi cance of risk as a stronger predictor of inten-
tion. Furthermore, Ahmad et al., (2020), p. 9 [23] ex-
amined the current usage of e-banking through the 
Technology Acceptance Model (TAM). The study’s 
fi ndings demonstrate that e-service quality has a 
positive impact on perceived usefulness, perceived 
ease of use, and intention to use e-banking, while 
perceived usefulness has a positive eff ect on at-
titude towards using e-banking and behavioural 
intentions to use e-banking. Alalwan et al., (2015) 
[24] employed an extended TAM model by including 
two external variables, namely perceived risk and 
self-effi  cacy, to investigate customers of the Jor-
danian bank. The fi ndings indicate that perceived 
usefulness, perceived ease of use, and perceived 
risk signifi cantly infl uence behavioural intention. 
On the other hand, Anouze & Alamro, (2020), p. 10 
[25] introduced confusion between the TAM and 
TPB models in testing the intention to use elec-
tronic banking services. The data analysis shows 
that several key factors, such as perceived ease of 
use, perceived usefulness, security, and reasona-
ble pricing, emerge as barriers to the intention to 
use e-banking services in Jordan. To explore the in-
tention to use m-banking, Thanh D. Nguyen et al., 
(2019), p. 5 [26] integrated electronic Word of Mouth 
(e-WOM) into the TAM model. Based on the research 
fi ndings, it can be inferred that e-WOM holds a 
predominant position within the structural model 
of the intention to adopt mobile banking. On the 
other hand, in the United Arab Emirates, Salloum & 
Al-Emran, (2018), p. 8 [27], expanded the Technology 
Acceptance Model (TAM) by incorporating the trust 
factor to study the use of electronic payment ser-
vices among students. The fi ndings from the em-
pirical study indicate that trust plays a signifi cant 
role in predicting perceived usefulness, perceived 

ease of use, and adoption of e-payment. Moreover, 
perceived ease of use is a crucial factor infl uencing 
perceived usefulness and adoption of e-payment. 
Employing the modifi ed Technology Acceptance 
Model (TAM) in an under-researched Zambian con-
text, Mwiya et al., (2017), p. 3 [28] explored how the 
perceived usefulness, perceived ease of use, and 
trust (in terms of safety and credibility) of e-bank-
ing technology impact its adoption. The results in-
dicate that the perceived usefulness, ease of use, 
and trust each have a signifi cant positive infl uence 
on the attitude towards electronic banking. In Al-
geria, Mansour et al., (2022), p. 6 [29] incorporat-
ed socio-demographic factors into the TAM model 
to predict the factors infl uencing the adoption of 
e-banking among clients of Algerian banks. The 
results revealed that gender moderates the infl u-
ence of perceived usefulness and perceived trust 
on e-banking adoption and that profession mod-
erates the relationship between perceived ease of 
use and e-banking adoption.

There is a low level of internet user penetra-
tion in developing countries, as a result, many 
individuals prefer traditional methods (such as 
personal contact) for obtaining fi nancial services 
when conducting business, which could account 
for the low adoption rate of online banking (Anou-
ze & Alamro, 2020, p. 9) [30]. In Algeria, the use 
of e-banking still remains in the embryonic stage 
(Bellahcene & Mehdi KHEDIM, 2016, p. 4) [31].

3. PROPOSED MODEL

To identify the factors likely to infl uence the 
use of e-banking services among Algerian bank 
customers, an integrated model combining the 
Technology Acceptance Model (TAM) and the The-
ory of Planned Behavior (TPB) was constructed.

Based on previous studies, TAM, originally pro-
posed by Davis (1986), p. 6 [32], aims to provide 
verifi cation and explanation of the determinants 
of acceptance and use of information technolo-
gies. Over the past two decades, the Technology 
Acceptance Model (TAM) has been the most com-
monly employed framework among researchers in 
the fi eld of information systems and has amassed 
substantial empirical evidence (Bellahcene & La-
treche, 2023, p. 11) [33]. Therefore, the conceptual 
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model proposed in this study includes all factors 
adopted by TAM. Then, and in addition to the TAM, 
our model was based on TPB.

The theory of planned behaviour (TPB) (Ajzen, 
1991, p. 13) [34] represents an expansion of the 
Theory of Reasoned Action (TRA) developed by 
Lai, (2017), p. 8) [35], which was deemed necessary 
due to the TRA’s limitations in accounting for be-
haviours that are not completely under individu-
als’ voluntary control. In the theory of planned be-
haviour, similar to the original theory of reasoned 
action, the individual’s intention to perform a par-
ticular behaviour is a central factor (Ajzen, 1991, 
p. 6) [36]. Building upon this, we have augmented 
our proposed model by including the behavioural 
intention factor to predict the adoption of elec-
tronic banking services. In addition, our proposed 
model incorporates e-WOM and perceived trust, in 
addition to the TAM and TPB. Accordingly, the re-
search model contains fi ve main factors aff ecting 
e-banking use, fi gure (1).

Electronic Word-of-Mouth (e-WOM): as de-
fi ned by Thanh D. Nguyen et al., (2019), p. 9 [37] 
represents the dynamic and continuous process 
of exchanging information among potential, actu-
al, or past consumers regarding a product, service, 
brand, or company, which is available to a multi-
tude of people and institutions via the internet. 
e-WOM is also an extraordinary tool for free com-
munication about services or products and has 
become an interesting research topic for manag-
ers on social media (Nguyen et al., 2019, p. 11) [38].

This variable has been discussed in several stud-
ies, such as the study by (Augusto & Torres, 2018, p. 
7) [39], which focuses on e-WOM in the banking in-
dustry context, as well as the study by(Petrović et 
al., 2021, p. 8) [40], which examines the infl uence of 
electronic word-of-mouth on the use of m-banking. 
From there, we propose the following hypotheses:

H1a: eWOM will aff ect the perceived usefulness 
of behavioural intention to use e-banking among 
clients of Algerian banks.

H1b: eWOM will aff ect the perceived ease of 
use of the behavioural intention to use e-banking 
among Algerian banks’ clients.

H1c: eWOM will aff ect the perceived trust in 
the behavioural intention to use e-banking among 
Algerian banks’ clients.

As previously stated, the original TAM is based 

on two main variables:
Perceived usefulness: Defi ned by (Davis, 1989, 

p. 4) [41] as a measure in which a person believes 
that the use of a technology should increase work 
performance. This arises from the defi nition of 
the term “useful”: “capable of being used advan-
tageously”. (Farrell & Petersen, 1982, p. 8) [42]. 
The IS community has also conducted extensive 
research providing evidence of the signifi cant im-
pact of perceived usefulness on usage intention 
(Mansour et al., 2022, p. 4) [43]. Thus, we have test-
ed the following hypothesis:

H2: Perceived usefulness will have a positive 
eff ect on the behavioural intention to use e-bank-
ing among clients of Algerian banks.

Perceived ease of use: Defi ned as the measure 
in which a person believes technology can be used 
without signifi cant eff ort (Viswanath Venkatesh et 
al., 2003, p. 9) [44]. Previous research on the adop-
tion of e-banking has established that consumers’ 
attitudes towards e-banking adoption are signifi -
cantly infl uenced by their perception of ease of 
use (Sarkam et al., 2021, p. 8) [45]. Consequently, 
we propose the following hypothesis:

H3: Perceived ease of use will have a positive 
eff ect on the behavioural intention to use e-bank-
ing among clients of Algerian banks.

According to the TAM, these two variables de-
termine the intention to use, which determines 
the behaviour of using technology. Over the past 
two decades, numerous studies have tested the 
TAM, demonstrating the positive infl uence of per-
ceived usefulness and perceived ease of use on 
the adoption of information technologies in gen-
eral and e-banking in particular (Bellahcene & La-
treche, 2023, p. 11) [46].

The research model introduced a third inde-
pendent variable: perceived trust. Gefen et al., 
(2003), p. 2 [47] defi ned trust as the aff ection re-
fl ecting a sense of security towards another party. 
Doney & Cannon, (1997), p. 6 [48] suggested that 
perceived trust is a complex concept in marketing 
and social psychology. Moreover, several studies 
using the TAM have emphasized the importance 
of the trust concept in using ICT. Therefore, the 
fourth hypothesis of this model was formulated 
as follows:

H4: Perceived trust will have a positive eff ect 
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on the behavioral intention to use mobile banking 
among clients of Algerian banks.

Behavioural intention: The Theory of Planned 
Behavior (TPB), posit that adoption behaviour is 
driven by behavioural intentions which are a func-
tion of an individual’s attitude and the infl uence 
of external factors (Hanafi zadeh et al., 2014, p. 8) 
[49]. Behavioural intention measures the strength 
of one’s willingness to exert eff ort while perform-
ing certain behaviours (Lee, 2009) [50]. TAM sug-
gests that two specifi c beliefs perceived ease of 
use and perceived usefulness, determine one’s 
behavioural intention to use a technology, which 
has been linked to subsequent behaviour (Viswa-
nath Venkatesh, 2000, p. 6) [51].

H5: Behavioral intention positively infl uences 
the use of e-banking among clients of Algerian 
banks (See Figure 1).

4. RESEARCH METHODOLOGY

According to relativists, people who belong 
to diff erent social classes and ethnic groups ex-
perience the same reality diff erently. This is why 
we chose a constructivist research approach that 
acknowledges a subjective epistemology and rel-
ativist ontology.

To validate the proposed variables in the Al-
gerian context and identify any potential new 
variables, an exploratory qualitative survey was 
conducted with bank customers, randomly se-
lected from several cities across Algeria, namely 
the provinces of Tlemcen, Ain-Temouchent, Si-
di-Bel-Abbès, Oran, Algiers, El-Bayad, M’sila, and 
Khenchla.

The construction of the Interview Guide, also 
known as a grid or framework, the interview guide 
represents “the inventory of themes to be ad-
dressed during the interview and data that, at 
some point in the exchange, will be the subject of 
intervention by the investigator if the interviewee 
does not address them spontaneously (Marie et 
al., 2016, p. 13) [52].

An interview guide was developed based on 
previous research on “The use of electronic bank-
ing services”. During this process, measurement 
tools – including the reliability of coding used in 
previous studies – were used to evaluate the pro-
posed conceptual model. 

To avoid biased information that may result 
from a misunderstanding of the questions by re-
spondents, the interview guide was tested on a 
small sample of two (2) respondents who were 
interviewed face-to-face. This allowed us to mod-
ify our question framework appropriately, avoid 

FIGURE (1):FIGURE (1): THE PROPOSED MODEL THE PROPOSED MODEL

Source: Source: (Viswanath Venkatesh & Davis, 1996, p. 7)
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poorly worded questions, and address them ac-
cordingly. It should also be noted that the appel-
lations of some constructs adopted in our model 
were modifi ed in our interview guide, using syn-
onyms to facilitate perception by the interviewees.

5. DATA ANALYSIS TECHNIQUE

To address the research question, the collect-
ed data was subjected to the following techniques:

 ● Descriptive analysis using Nvivo 10 to 
highlight the characteristics of the sample; 

 ● Thematic content analysis, also on 
Nvivo 10, involves frequency coding of 
words to identify repetitive and similar 
words referencing the variables in our 
proposed conceptual model. Additionally, 
a description of coding words was used 
to link expressions with keywords to 
obtain reliable support for confi rming our 
proposed model.

Sample Characteristics and Description:

Initial contact with the respondents was made 
through various methods, such as phone, email, or 
Facebook, to explain the purpose of the interview 
the project goal, obtaining prior agreement to 
record the interviews, scheduling appointments, 
and agreeing on the location of the interview. The 
constructed interview guide covered seventeen 
(17) interviewees from all over Algeria, including 
the East, West, North, and South regions. The only 
requirement was that interviewees be users of 
e-banking services, regardless of the degree of 
their usage.

As shown in Table 02, the age of the respon-
dents ranged from 24 to 48 years old. The majority 
of the respondents (6 persons) were managers in 
the public sector, while the rest consisted of two 
(4 persons) PhD students, two (2 persons) branch 
managers, three (3 persons) managers in insur-
ance, one (1 person) retired and one (1 person) un-
employed. With regards to their domiciliary banks, 
we observed that the interviewees had no prefer-
ence between public banks such as BEA, CPA, BDL, 
BNA, BEA, CNEP, or Algérie poste, and multination-

al banks such as AGB, TRUST BANK, and SGA. The 
seventeen interviewees used at least one bank. 
Regarding the number of e-banking services used, 
we noticed that there is only one interviewee who 
uses a single electronic banking service, while the 
others use between two and fi ve services. Regard-
ing their city of residence, we found that four (4) 
respondents lived in Tlemcen, while the remain-
ing respondents were dispersed, with only one re-
spondent residing in each of the following cities: 
Ain-Temouchent, Sidi-Belabess, Oran, Alger, M’si-
la, El-bayadh, or Khenchla (See Table 1).

However, we observed an average interview 
duration of thirty-eight (38) minutes, conducted in 
various locations and recorded by several means 
and in diff erent modes, either face-to-face or on-
line, as shown in Table 2 below (See Table 2).

6. RESULTS 
6.1. Trustworthiness of qualitative fi ndings:

The trustworthiness or rigour of a study is de-
termined by the level of confi dence in the data, 
interpretation, and methods used to ensure its 
quality. For a study to be considered credible by 
readers, researchers must establish the necessary 
protocols and procedures for each study (Connel-
ly, 2022, p. 11) [53]. To do so, we conducted a cod-
ing reliability test as follows”.

Coding Reliability Test: 
We performed a data coding operation during 

this stage by categorizing them into signifi cant 
words or phrases related to the research question. 
In a qualitative study, coding reliability refers to 
the stability of the coding, and it helps to verify 
if the coding rules are unambiguous (Allard-Poe-
si, 2003, p. 16) [54]. This coding reliability test was 
implemented through the steps proposed by (Al-
lard-Poesi, 2003, p. 17) [55].

Coding stability or intra-evaluator reliability: 
when the same coder codes the data repeatedly. 
To do this, we performed several coding operations 
several times, with consistent results, which con-
fi rmed the accuracy and reliability of the coding.

Coding reproducibility (or inter-coder reliabil-
ity ICR): The extent to which the coding produc-
es the same results when diff erent people code 
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the same data. A high level of ICR demonstrates 
that the coding is both reliable and replicable, 
which therefore strengthens evidence that the re-
sults of a qualitative study are scientifi cally valid 
(MacPhail et al., 2016, p. 8) [56]. To pass this test, 
we handed our data to another researcher, “PhD 
student”, who performed an independent coding. 
A similarity test was then conducted using the 
Nvivo 10 software, which allowed us to assess the 
reliability of our data coding, with a similarity ex-
ceeding 85%.

6.2. Thematic analysis approach

This study employed a qualitative approach 
to thematic analysis. Thematic content analysis is 
centred around identifying recurring patterns or 
themes across the entire dataset and is a wide-
ly utilized technique for qualitative data analysis 
(Braun & Clarke, 2006, p. 3) [57]. The fi rst step of 
analysis involved open coding, an important pro-
cess of breaking down the data into units (Jin & 
Hurd, 2018, p. 7) [58]. Therefore, we opted for two 
coding approaches to clarify our content analysis.

INTERVIEWS SEX AGE PROFESSIONAL 
SITUATION DOMICILIARY BANKS

E-BANKING 
SERVICES 

USED
TOWN OF 

RESIDENCE

Interviewee 1 Male 44 Manager in insurance BEA, TRUST BANK 1 Tlemcen

Interviewee 2 Male 27 PhD Student AGB, Algérie Poste 4 Tlemcen

Interviewee 3 Male 37 Branch Manager CPA 2 El bayadh

Interviewee 4 Male 38 Branch Manager CPA, BNA, BEA 4 Tlemcen

Interviewee 5 Male 36 Manager in the public 
sector. CPA, Algérie poste 5 Tlemcen

Interviewee 6 Male 33 Manager in insurance BEA, AGB, CNEP 3 Oran

interviewee 7 Male 48 Retired SGA, Algérie Poste 2 Sidi Belabes

Interviewee 8 Male 36 Manager in insurance CPA, Algérie poste 4 Tlemcen

Interviewee 9 Male 26 Manager in the public 
sector. CPA 3 M’sila

Interviewee 10 Male 43 PhD Student BDL, Algérie Poste 3 Khenchla

Interviewee 11 Male 28 Manager in the public 
sector. BNA, Algérie Poste 3 Alger

Interviewee 12 Male 29 Manager in the public 
sector.

TRUST BANK, Algéria 
Poste offi  ce 5 A i n 

Temouchent

Interviewee 13 Female 26 PhD Student Paysera bank 5 Tlemcen

Interviewee 14 Female 32 Manager in the public 
sector Trust bank 3 Oran

Interviewee 15 Female 28 Manager in the public 
sector Algéria Poste offi  ce 3 Alger

Interviewee 16 Female 24 Unemployed Algéria Poste offi  ce 2 Alger

Interviewee 17 Female 25 PhD Student BEA 4 Tlemcen

TABLE 1:TABLE 1: SAMPLE CHARACTERISTICS SAMPLE CHARACTERISTICS

Source:Source: By researchers based on Nvivo10 outputs
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6.2.1 Coding by word frequency
Each coding process begins with the prepara-

tion of the corpus. This preparation involves work-
ing on the corpus and its indexing (Gavard-Perret 
et al., 2008, p. 11) [59]. Following Quivy and Van 
Campenhoudt (1995), p. 12 [60], we fi rst coded the 

relevant data for the research during the data col-
lection phase. The fi rst form of coding involved 
selecting all sources from the corpus, including 
all interviews and attributes, and searching for re-
petitive keywords with unlimited word count and 
a maximum word length of four (04) letters. The 

TABLE 2: TABLE 2: CHARACTERISTICS OF THE INTERVIEWSCHARACTERISTICS OF THE INTERVIEWS

INTERVIEWS RECORDING EQUIPMENT 
DURATION 

OF THE 
INTERVIEW

LOCATION OF THE 
INTERVIEW

MODE OF THE 
INTERVIEW

Interviewee 1 Smartphone OPPO F11
Audacity 26,44 mins Tlemcen Face to face

Interviewee 2 Smartphone OPPO F11 
Audacity 41,57 mins Tlemcen Face to face

Interviewee 3 Smartphone OPPO F11
Audacity 42,06 mins Tlemcen Online

Interviewee 4 Smartphone OPPO F11
Audacity 40 mins Tlemcen Face to face

Interviewee 5 Smartphone OPPO F11 
Audacity 44,06 mins Tlemcen Face to face

Interviewee 6 Smartphone OPPO F11
Audacity 39,58 mins Oran Face to face

Interviewee 7 Smartphone OPPO F11 
Audacity 31,34 mins Sidi Belabes Face to face

Interviewee 8 Smartphone OPPO F11
Audacity 33,03 mins Tlemcen Face to face

Interviewee 9 Smartphone OPPO F11 
Audacity 35,11 mins Tlemcen Online

Interviewee 10 Smartphone OPPO F11 
Audacity 34,10 mins Tlemcen Face to face

Interviewee 11 Smartphone OPPO F11 
Audacity 46,28 mins Tlemcen Online

Interviewee 12 Smartphone OPPO F11
Audacity 44,18 mins Ain Temouchent Face to face

Interviewee 13 Smartphone OPPO F11
Audacity 41,22 mins Tlemcen Online

Interviewee 14 Smartphone OPPO F11
Audacity 39,58 mins Tlemcen Online

Interviewee 15 Smartphone OPPO F11
Audacity 34,20 mins Tlemcen Online

Interviewee 16 Smartphone OPPO F11
Audacity 31,06 mins Tlemcen Online

Interviewee 17 Smartphone OPPO F11
Audacity 40,04 mins Tlemcen Face to face

Source: Source: By researchers based on Nvivo10 outputs.
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goal of this step is to avoid overwhelming the re-
searcher with the richness of information present-
ed in the analysis corpus (See Table 3).

Emerging from the fi rst coding, we unveiled 
a signifi cant list of keywords (Table 3), which can 
serve as the basis of our content analysis and con-
fi rm our research model. These words were shared 
either multiple times within a single interview or 
across all interviews, confi rming the shared sim-
ilar ideas among the interviewees regarding the 
diff erent factors discussed, which can infl uence 
the use of online banking services.

It is essential to note that some constructs, as 
cited in the literature and theories, were replaced 
in our interview guide based on their understand-
ing by the interviewees. As observed by (Frédiric, 
1996, p. 8) [61], “even with rigorous coding proce-
dures, the researcher intervenes in the actor’s own 
language by transforming the discourse’s form”. 
Hence, it was necessary for us to integrate similar 

names for our variables to facilitate maximum un-
derstanding among the interviewees.

6.2.2. Coding by text frequency 
(Categorization):

BARDIN (1977) [62] defi ned the unit of analysis, 
which can be a word, the meaning of a word or 
group of words, a whole sentence, sentence frag-
ments such as “subject/verb/object,” one or sev-
eral paragraphs, or an entire text. To better illus-
trate the frequency coding of words, we deemed 
it necessary to move to a phrase-based coding 
method in relation to all the codes demonstrated 
in Table 3 above. This method aims to highlight 
and identify expressions related to codes to have 
broader and more indicative confi rmation sup-
port to validate our proposed research model. 
Table 4 below shows a description of the codes 
(See Table 4). 

TABLE 3: TABLE 3: CODESCODES

INTERVIEWS E-BANKING TRUST EASE USE E-WOM OR
SOCIAL MEDIAS

ADVANTAGE OR
USEFULNESS 

COSTS, 
FEES QUALITY

Interviewee 1 5 2 0 1 2 0 1 2

Interviewee 2 6 7 1 2 2 4 1 1

Interviewee 3 8 4 1 7 2 1 1 1

Interviewee 4 14 3 0 0 1 0 1 1

Interviewee 5 11 2 0 4 3 2 1 3

Interviewee 6 5 4 0 3 3 0 1 2

Interviewee 7 1 1 1 2 4 0 2 1

Interviewee 8 5 2 0 2 3 1 1 0

Interviewee 9 10 2 1 4 4 0 1 1

Interviewee 10 1 2 0 4 3 0 1 2

Interviewee 11 2 2 1 2 3 1 1 2

Interviewee 12 6 3 1 1 2 3 1 1

Interviewee 13 9 2 1 2 1 2 1 1

Interviewee 14 5 1 0 4 5 2 1 2

Interviewee 15 3 2 2 2 3 1 1 1

Interviewee 16 6 3 2 1 1 2 3 1

Interviewee 17 8 2 3 1 0 1 2 1

Total 104 44 14 42 42 20 21 23

Source:Source: Resulting from Nvivo10’s word frequency coding
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Referring to Table 4 above, sentence encoding 
has provided a signifi cant analytical framework 
for each of the keywords listed above. To extract 
salient points, randomly selected sentences from 
the corpus were used.

Main theme 1: e-banking use

Regarding the concept of e-banking, all in-
terviewees repeatedly mentioned that electronic 
banking services are of immense importance and 
necessary for daily life. For example, one respon-
dent stated, “I think it is now obligatory to use 
e-banking services given all the advantages they 
can provide”.

It was also discovered that the concept of us-
age is signifi cant for all interviewees, which was 
mentioned 42 times. Almost all of the sentences 
referred to usage, particularly regular usage, some-
times even intense usage, and only a few times lim-
ited usage by electronic bank customers. Moreover, 
one of the interviewees noted that is good to avoid 
human contact through the use of e-banking, but 
the quality of the services still needs improvement”.

Main theme 2: Technology acceptance 

Regarding the concept of usefulness or advan-
tage as evoked by the interviewees, all respon-
dents admit that electronic banking services are 

TABLE 4:TABLE 4: THE DESCRIPTION OF THE CODES THE DESCRIPTION OF THE CODES

CODES THE SENTENCES ENCODED IN RELATION TO THE KEYWORD

E-banking
 ● There are interesting and functional e-banking services available in Algeria.
 ● Let’s be logical, e-banking services play a huge role in everyday life.
 ● For me, e-banking is very necessary, I can withdraw money through ATMs whenever I need to.

Trust  ● E-banking services are not always trustworthy.
 ● Trust is relative, I cannot fully trust online banking services.
 ● It is a great advantage that we can trust a machine (ATM).

Ease
 ● Yes, they play an important role in my life as they make daily tasks easier.
 ● E-banking is important for making life easier.
 ● The fi rst advantage is the facilitation of daily fi nancial transactions.

Use
 ● Personally, I am very limited in the use of these services in my daily life.
 ● Undoubtedly, we will reach a more advanced stage in the use of electronic banking systems.
 ● There is no reason to stop using electronic banking services.

Social Medias 
(eWOM)

 ● Certainly, social media can be a means of negative or positive infl uence on the use of electronic banking 
services.

 ● Social media have a very high degree of infl uence on internet users.
 ● I think that social media have a noticeable impact and can infl uence e-banking users in both positive 

and negative ways.

Advantage or 
Usefulness

 ● I can check my account at any time, either through ATMs or my smartphone or computer, which is a real 
advantage.

 ● A major advantage is that it saves on travel, time, eff ort, and even expenses.
 ● In my opinion, these applications are of great usefulness, representing a signifi cant advantage for me.

Costs or fees  ● Transaction fees are never verifi ed, and they can be infl ated without us being able to realize it.
 ● Other banks off er better services in terms of costs compared to my bank.
 ● I would have liked them to stop generating fees for current accounts like mine.

Services’ 
quality

 ● It is good to avoid human contact through the use of e-banking, but the quality of the services still 
needs improvement.

 ● The quality of e-banking services in Algeria still needs to be improved.
 ● I compare the electronic services off ered by my bank, with those of others banks, and I see that they 

off er better services in terms of quality compared to my bank

Source:Source: By researchers, based on Nvivo10 outputs.
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indispensable for the user’s daily life, which is why 
they listed many advantages regarding electronic 
banking services, each according to their degree 
of usage and integrity in information systems. Ex-
ample: I can check my account and credit at any 
time, either from ATMs or from my smartphone or 
computer, and it is a real advantage.

Ease of use of electronic banking services 
was mentioned by half of the interviewees, not-
ing that this factor can contribute to users’ in-
tention to adopt e-banking, especially since re-
spondents have varying degrees of IT profi ciency. 
Therefore, it is justifi able that not everyone fi nds 
ease of use important when using e-banking ser-
vices. For example, one respondent said, “I fi nd 
banking applications on my mobile very useful 
for daily life. It makes payment for products and 
services easier”.

The concept of Trust was found to be very in-
fl uential, as it was present in all randomly selected 
sentences and was mentioned by all interviewees. 
Some customers trust electronic banking services 
completely, while others prefer to be more cau-
tious and have relative trust instead of complete 
trust. For example, one respondent stated, “Trust 
for me is relative, I cannot completely trust elec-
tronic banking services”.

Main theme 3: Electronic word of mouth 
(e-WOM)

Called upon by “social media” in the inter-
view guide to facilitate its perception, electronic 
word-of-mouth (e-WOM) was very signifi cant for 
this study. Sometimes negative, sometimes pos-
itive, but most of the time, playing a mixed role, 
having both a positive and negative infl uence on 
electronic banking clients, and it varies depend-
ing on the personality or social orientation of the 
internet user. Example: They have a very signifi -
cant eff ect, whether positive or negative, I think 
that social media can infl uence e-banking users 
through all the stories we hear about on the inter-
net regarding this kind of technology.

However, besides the variables proposed in 
the theoretical model, we have identifi ed other 
variables infl uencing customers to use electronic 
banking services in Algeria.

Costs and fees were very signifi cant in our 
study. This variable was defi ned by (Nguyen et 

al., 2019, p. 11) [63] as the level to which an in-
dividual believes that using e-banking will incur 
costs. Constantinides (2002), p. 8 [64] as the pos-
sible expenses associated with using ICT, namely 
equipment costs, access costs, and transaction 
fees. All interviewees mentioned bank charges 
(commissions, costs, fees, etc.) at least once. All 
respondents complained about the fees, some-
times called exorbitant, especially when the 
bank does not clearly communicate these fees 
and are automatically deducted during banking 
operations (transfer, withdrawal, etc.). In fact, 
one interviewee told us that he cancelled his 
bank account because of unclear commissions 
deducted from his account. Example: I submitted 
a request to cancel my account because it gen-
erated many fees without being able to have a 
clear picture of these deductions. These results 
are consistent with several studies in e-banking, 
such as Thanh D. Nguyen et al., (2019), p. 7 [65] 
study, in which perceived costs signifi cantly af-
fected the use of m-Banking. Also, in the study 
by Anouze & Alamro, (2020), p. 9 [66], reasonable 
prices, stand out as the barrier to intention to 
use e-banking services in Jordan.

On the other hand, the qualitative analysis has 
highlighted the determinant of “Quality”, which 
is a signifi cant factor in the use of online bank-
ing services in Algeria. Example: The quality of 
e-banking services in Algeria still needs to be im-
proved. It was defi ned by Venkatesh; Viaswanath 
& Davis; Fred D., (2000), p. 10 [67] as the degree to 
which an individual believes the system performs 
its tasks eff ectively. In Yaseen & El Qirem’s (2018), 
p. 6 [68] study, perceived quality has a vital impact 
on the behaviour intention in an electronic con-
text, which is adequate with our results. Similarly, 
Naik et al., (2010), p. 8 [69] found that dominant 
dimensions of service quality directly infl uence 
behaviour intention and consumer satisfaction 
(See Figure 2).

7. DISCUSSION AND IMPLICATIONS
7.1. Discussion

This qualitative study attempted to confi rm 
the factors listed in the Technology Acceptance 
Model of Davis, (1989), and possibly discover oth-
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er factors infl uencing the adoption of electronic 
banking services among Algerian bank customers. 
Like other researchers, such as Thanh D. Nguyen 
et al., (2019), p. 9 [70] we confi rm in our proposed 
model the infl uence of electronic word-of-mouth, 
perceived usefulness, perceived trust, and per-
ceived costs on the use of electronic banking ser-
vices by Algerian bank customers. However, per-
ceived ease of use was found to be less infl uential 
among Algerian bank customers, unlike Salimon 
et al., (2017), p. 4 [71] study, which classifi ed ease 
of use as crucial for use and considered banking 
services to be easy to use if the user expends lit-
tle physical and mental eff ort compared to other 
proposed factors. Furthermore, our results were 
aligned with the fi ndings of Salloum & Al-Emran, 
(2018), p. 11 [72], who were able to confi rm the 
signifi cant infl uence of perceived usefulness and 
perceived trust among electronic payment users. 
The results also support Kurnia et al., (2010), p. 7 
[73] study conducted in China, which confi rmed 
that customers’ lack of trust seriously impedes 
the growth of e-banking.

Similarly, our results were in agreement with 
those of Petrović et al., (2021), p. 4 [74], who con-
fi rmed the infl uence of electronic word-of-mouth 
(eWOM) on the intention to use mobile banking. 

The results of Luarn & Lin, (2005), p. 8 [75] like 
ours, also confi rmed the infl uence of perceived 
costs on the intention to use e-banking. Based 
on an inductive qualitative survey conducted 
throughout Algeria, the results showed that using 
e-banking is determined by several factors. Such 
as the perceived ease of use adopted in the mod-
el, perceived usefulness adopted in the original 
TAM model by Davis et al., (1989), as well as per-
ceived trust taken into account in several studies, 
such as Garín-Muñoz et al., (2019) p. 9 [76] study.

7.2. Academic implications

This study provides signifi cant academic con-
tributions to the literature on technology adop-
tion and acceptance. Firstly, our study proposes 
an extended theoretical model that integrates a 
fusion of the Technology Acceptance Model and 
Theory of Planned Behaviour with the extension of 
two variables that we deemed potential: namely, 
e-WOM and perceived trust. All of these variables 
were tested on a sample of customers in the Al-
gerian context as a developing country. Secondly, 
this study aimed not only to validate the proposed 
variables but also to open the fi eld of appearance 

FIGURE 2:FIGURE 2: STRUCTURAL MODEL STRUCTURAL MODEL

Source: Source: By researchers, based on content analysis.



RESEARCH OF GLOBAL SOCIAL-ECONOMIC AND BUSINESS ENVIRONMENT

83GLOBALIZATION AND BUSINESS #17, 2024

to other variables that may be signifi cant for Alge-
rian bank customers, such as perceived trust and 
perceived costs. Thirdly and fi nally, our qualitative 
study adopted a thematic content analysis, which 
is a crucial tool for addressing many scientifi c 
questions in the fi eld of ICT that may have been 
taboo for statistical analysis on the one hand and, 
on the other hand, to form a platform for a possi-
ble quantitative study in the same context.

7.3. Managerial Implications
On the managerial side, the fi ndings will pro-

vide researchers with a broader view of factors 
that may infl uence the use of electronic services 
provided by Algerian banks. Important insights 
from this qualitative study have emerged, forming 
an ideal platform for future, more precise quan-
titative studies. Firstly, the perceived ease of use 
and perceived usefulness factors extracted from 
Davis’ (1989) original TAM model were confi rmed 
in this study for clients operating in a developing 
banking sector. These factors have a crucial im-
pact on Algerian e-banking users. Perceived trust 
and perceived costs modifi ed in the technology 
acceptance model have also proven their impact 
on the use of electronic banking services by Al-
gerian clients. On the other hand, the electronic 
word-of-mouth (eWOM) factor was also deemed 
signifi cant for e-banking users in Algeria. For IT 
managers, the results suggest studying the er-
gonomics of all available e-banking channels in 
the country and ensuring they are easy to use and 
useful for users. This can be achieved by launch-
ing demonstration campaigns through videos on 
banks’ offi  cial websites, on social media, as well 
as in bank waiting rooms, and by investing in ad-
vertising in this sense. Secondly, Algerian clients 
will adopt e-banking services only if they believe 
they are equipped with all security measures. The 
lack of a reliable and robust system for manag-
ing fi nancial transactions can aff ect clients’ trust 
in this system. On the other hand, the Algerian 
banking sector must pay attention to the costs de-
manded from clients to benefi t from the system, 
as this is a young society that is very careful about 
understanding and using IT. Finally, Algerian banks 
must take their interaction with clients on social 
media and all electronic platforms seriously, as 

the infl uence of electronic word-of-mouth can be 
fatal for potential or prospective clients. There-
fore, it would be clear to involve bank managers 
to salvage the image of the banks (GBADEBO, 2016, 
p. 3) [77].

8. LIMITATIONS AND CONCLUSION

Despite the interesting contributions this study 
provides, it is not without limitations. On the one 
hand, using qualitative survey data on a restricted 
number of respondents does not provide defi ni-
tive evidence. Therefore, quantitative and longi-
tudinal studies, which establish causality through 
the temporal precedence of constructs, are need-
ed to justify the validity of the proposed model 
and the relationships among the constructs. On 
the other hand, the sample size of the qualitative 
study is relatively small; thus, a quantitative study 
is strongly recommended to boost the statistical 
power of the results (Champely & Verdot, 2007, p. 
14) [78]. Finally, the data were collected in Algeria, 
and the generalizability of the results to other de-
veloping countries may be limited.

This study examined the factors that infl uence 
customers’ use of electronic banking services in 
Algeria, namely ease of use, perceived usefulness, 
perceived trust, perceived costs, behavioural in-
tention, and electronic word-of-mouth (eWOM). 
This paper proposes a modifi ed model of the 
Technology Acceptance Model (TAM). The results 
and contribution open an interesting avenue for 
future research, particularly quantitative studies 
in Algeria and developing countries in general.
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INTRODUCTION

The addressed topic is mostly relevant in 
post-Soviet and other countries where the state 
owns a large share of the economy. Studying the 
results of this process, conducted at a high rate 
in the former Soviet countries about 30 years 
ago, may create opportunities for generating new 
ideas and hypotheses for both economic science 
and appropriate political decision-making.

The key goal of privatization, i.e., transforming 
state property into private one, is to save fi nan-

cial resources and create a ground for more fruit-
ful activity. Privatization as a way to implement 
economic reforms is a condition for strengthen-
ing the market mechanisms in the economic sys-
tem. It increases the effi  ciency of the economy 
and the state budget revenues, creates conditions 
for healthy competition, and reduces the state’s 
share and intervention in economic processes and 
the state’s burden in business modernization.

Privatization creates opportunities for ex-
panding the operation of market mechanisms in 
economic regulation by strengthening the role of 
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private property in the economic system. Howev-
er, to ensure the desired outcome of this process, 
the country’s institutional environment should 
meet many conditions.

How does privatization aff ect the infl ow of 
foreign direct investment in technologically back-
ward countries rich in natural resources? Can it 
support economic growth in the country?

The choice of Azerbaijan’s economy as a re-
search object to answer these questions is not 
accidental. One of the former Soviet republics, 
Azerbaijan, faced serious diffi  culties after gaining 
independence in 1991. The country commenced 
building a socially oriented market economy and 
started privatization. At that time, the country’s 
foreign economic relations, determined by the 
communist ideology, were destroyed, and various 
areas of the economy experienced a sharp crisis. 
Processing and agrarian sectors suff ered the most 
from such a situation. Considering that state bod-
ies had neither formed market institutions nor 
regulatory experience at that time, we can say 
that in Azerbaijan, privatization proceeded un-
der unique conditions. The almost non-existent 
government bodies could not provide businesses 
with the required support. The economic conse-
quences of privatization under such conditions 
are of particular interest.

In this context, the research objective analyzed 
the relationship between privatization, foreign di-
rect investment, and economic growth in Azerbaijan. 

LITERATURE OVERVIEW

The analysis of privatization and economic 
growth shows contrasting and sharply diverging re-
sults. These diff erences may be caused by the tech-
niques implemented and the databases used. How-
ever, considering the fundamental diff erences in the 
institutional and economic structures of countries in 
the models may also signifi cantly aff ect the relation-
ship between privatization and growth.

The analysis of the relationship between 
FDI and economic growth using data from 2003 
to 2009 for 129 countries has shown that it is in 
all countries. However, FDI contributes more to 
low-income countries than high- and middle-in-
come ones (Jawaid and Raza, 2012) [1].

Another study analyzed the impact of foreign di-
rect investment, portfolio investment, and the 2008 
global fi nancial crisis on economic growth in de-
veloping countries and its sustainability and found 
that foreign direct investment increased economic 
growth in developing countries. This result approves 
the policy of developing countries to increase and 
stimulate foreign direct investment. Portfolio invest-
ment with short-term capital infl ow in developing 
countries was not found to be associated with eco-
nomic growth. The exchange rate and unemploy-
ment are other factors aff ecting economic growth in 
developing countries. The exchange rate negatively 
aff ects economic growth. The appreciation of the 
exchange rate and the depreciation of the national 
currency led to worsening expectations and uncer-
tainty in the economy (Kuzucu, 2018) [2].

Indicators for 1996-2020 and the Granger cau-
sality test were used to study potential long-term 
relationships between foreign direct investment 
(FDI), economic growth, and employment in Azer-
baijan. The empirical results showed a lack of 
causality between foreign direct investments and 
economic growth in the analyzed period. The caus-
al relationship between foreign direct investment 
and employment has also not been established. 
This lack of causality can be attributed to the fo-
cus of direct investment in Azerbaijan, mainly on 
sectors such as fi nance, communications, and 
transport, which have limited opportunities for 
creating jobs. A lack of a signifi cant relationship 
is, therefore, not surprising. (Guliyeva, 2023) [3].

A panel econometric assessment of the impact 
of foreign direct investment (FDI) on economic 
growth in 19 Latin American countries provides 
strong empirical evidence that it is not statistical-
ly signifi cant in the aggregate. However, this result 
varies depending on the country’s development 
level. In highly developed countries, FDI positive-
ly and signifi cantly impacts growth, while in up-
per-middle-income countries, it is uneven and 
insignifi cant. Finally, the impact is negative and 
statistically signifi cant in lower-middle-income 
countries. Such results suggest that in Latin Amer-
ican countries, except for high-income ones, FDI 
is not an adequate mechanism to accelerate eco-
nomic growth (Alvarado, Iñiguez, Ponce, 2017) [4].

The impact of foreign direct investment (FDI) on 
African economic growth was studied by processing 
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panel data for 1980-2009 for 50 African countries. 
It has shown that FDI infl ows signifi cantly aff ected 
economic growth in Africa. However, this impact has 
changed throughout the period. It was also found 
that although the low level of human resources did 
not limit the impact of FDI on economic growth, it 
was negative between 1980 and 1994 and positive 
between 1995 and 2009 (Gui-Diby, 2014) [5].

The impact of FDI on economic growth was 
analyzed using a threshold regression model in 
the example of sub-Saharan African countries. 
The FDI infl ow limit per capita was found to be 
approximately $44.67 per year. To have a signifi -
cant FDI impact on economic growth, countries 
should have the minimum opportunity to assim-
ilate the FDI benefi ts. E.g., the technology gap be-
tween foreign and domestic enterprises should be 
at least 0.6904. Thus, reaching the FDI threshold 
is required but insuffi  cient for economic growth. 
Some countries use tax incentives to increase FDI 
infl ows. It is argued that such incentives can be 
ineffi  cient when low FDI infl ows. Estimates of FDI 
coeffi  cients below the minimum threshold are 
negative, meaning that the high costs of such in-
centives outweigh the potential benefi ts of FDI’s 
direct contribution to economic product and dis-
tribution (Asafo-Agyei and Kodongo, 2022) [6].

Empirical data on the relationship between 
foreign direct investment (FDI) and economic 
growth suggests a bidirectional causality. Pro-
cessing data on FDI and economic growth for 1971-
2010 for 124 countries shows positive and negative 
relationships between FDI and economic growth. 
The labour force, open trade, and economic free-
dom are the major determinants of the impact of 
FDI on economic growth (Iamsiraroj, 2016) [7].

Data for 1970-2019 and 2 estimation tech-
niques (OLS and WLS) were used as part of the 
Cobb-Douglas production model to assess foreign 
direct investment’s impact on Albania’s economic 
development. The study results show that, except 
for employment, FDI does not aff ect Albania’s eco-
nomic development, but when evaluated by the 
WLS technique, it has a direct positive eff ect on 
economic development. In striving for high eco-
nomic development, Albania should increase its 
investments and create favourable conditions 
for attracting foreign direct investment to ensure 
long-term economic progress (Brahimi, 2022) [8].

BRIEF DESCRIPTION OF PRIVATIZATION AND 
FOREIGN DIRECT INVESTMENT IN AZERBAIJAN

In the early days after 1991, when the Republic 
of Azerbaijan declared its independence, the ag-
ricultural structures and processing industry fa-
cilities forming the starting point of the national 
economy were virtually state-owned. Under these 
conditions, transferring those enterprises to the 
private sector to stabilize, liberalize, and improve 
the economy has become important from the de-
velopment standpoint.

In 1992, the institutional framework of privat-
ization was created with the approval of the Char-
ter of the State Property Committee. The devel-
opment of the State Program for Privatizing State 
Property in the Republic of Azerbaijan in 1995-
1998 accelerated these processes. Adopting the 
Presidential Decree On Approving Some Regula-
tory Documents for Privatizing State Property in 
1996 documented the regulatory legal framework 
of privatizing state property.

In Azerbaijan, privatization started much later 
than in other post-Soviet countries. Privatization 
preparations in Azerbaijan can be divided into two 
important stages, namely, the arrangement and 
use of the conceptual-legal system. The period 
up to 1996 can be specifi ed as a preparatory stage 
and considered the start of privatization. At this 
stage, along with creating the concept of privat-
ization, the latter was performed in the transport, 
passenger carriage, trade, and catering sectors.

In the second privatization stage, by 2002, 
many large and medium businesses were privat-
ized. In both stages, the key reason for privat-
ization was to ensure the integration of the ad-
ministrative framework into private ownership to 
accelerate the transition to a model economy. An 
army of entrepreneurs emerged during this peri-
od, irrespective of the property owner.

From the start of privatization to 01.01.2003, 
36,869 small enterprises, facilities, and other 
equipment were privatized for a total value of AZN 
110.0 mln (SSCAR, 2023) [9].

The infl ow of additional funds in the state 
budget can be evaluated as a positive impact of 
privatization on the economy. Attracting foreign 
investors to privatize medium and large business-
es was also important to ensure their sustainable, 
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productive and developed activity.
Table 1 provides appropriate indicators of the 

distribution of privatized small state enterprises 
and facilities by years and sectors required for the 
analysis.

Foreign investment is also associated with us-
ing the country’s potential resources. When con-
sidering the available resources, we can see the 
need for long-term support from the regions that 
require speculation to improve production. In this 
regard, for local markets with great development 
prospects, the lack of technical innovations and 
the eff ective use of this potential are among the 
critical issues for promoting foreign investment in 
the country. On the other hand, attracting foreign 
investments is fruitful in terms of the impact on 
the country’s economy. Thus, the investment in-
fl ow mainly directed to the manufacture of prod-
ucts imported into the country will simultaneously 
improve the competitiveness, material well-being, 
employment, and the development of regional in-
frastructure in the country. Herewith, the attrac-
tion of direct foreign investment in the country’s 
economy to manufacture import-substituting 
products may reduce prices. Building a strong 

economy and decentralizing it will encourage the 
creation of relations with large regions in various 
fi elds. When attracting FDI to import-substituting 
products, the production components, innovative 
methods, effi  ciency, and generational similarity of 
the manufactured product should be considered. 
The Azerbaijan Export and Investment Promotion 
Foundation (AZPROMO), established in 2003, deals 
with attracting FDI. The key areas of AZPROMO’s 
activity are (https://azerbaijan.az/en/informa-
tion/408): [11]. 

● Development of the country’s new image;
● Provision of diverse services to local and 

foreign investors;
● The attraction of investors and negotiating 

with them;
● Creation of a database on investment and 

export opportunities;
● Exploring the export potential of the Azer-

baijani market in the area of regional trade;
● Provision of consultancy and marketing 

research services to export-oriented com-
panies;

● Spreading the “Made in Azerbaijan” trade-
mark internationally.

TABLE 1. TABLE 1. DISTRIBUTION OF PRIVATIZED SMALL STATE ENTERPRISES AND FACILITIES BY YEARS AND DISTRIBUTION OF PRIVATIZED SMALL STATE ENTERPRISES AND FACILITIES BY YEARS AND 
SECTORSSECTORS

Source: State Service for Property Issues under the Ministry of Economy of the Republic of Azerbai-
jan [10].  https://emlak.gov.az/page/view/19
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Statistical indicators of FDI in Azerbaijan for 
1995-2021 are given in Table 2 (mln USD).

Several studies are devoted to the impact of 
other regulatory measures required to achieve the 
desired privatization results in Azerbaijan. Seyful-
layev (2020 and 2022) [12], [13] obtained empirical 
data proving that the internal market protection 
and open trade policy are not satisfactory for the 
development of the country’s non-oil sector. The 
country’s current fi nancial sector development lev-
el cannot give positive impulses for the processing 
industry development (Seyfullayev and Seyfullali, 
2023) [14]. Despite positive relations found between 
some components of the state’s fi scal policy and 
the development of the non-oil sector, the bene-
fi ts above were mainly manifested in non-com-
mercial areas (Mammadov and Ahmadov, 2021 [15], 
Mukhtarov, S., Humbatova, S. and Seyfullayev, I. 
(2019) [16], Aliyev & Mikayilov, 2016 [17]). 

DATA AND METHODS

Statistical data on privatization, FDI, and eco-
nomic growth in Azerbaijan for 1996-2021 were 
used herein. The privatization, FDI, and econom-
ic growth (annual GDP growth) data used herein 
were obtained from, respectively, the State Prop-
erty Committee of the Republic of Azerbaijan (SP-
CRA, 2023), the State Statistics Committee of the 

Republic of Azerbaijan (SSCAR, 2023), and the 
World Bank database (WB, 2023) [18]. The estima-
tion model used herein is shown in the forms (1), 
(2), (3), (4), (5), and (6): 

A regression model of the relationship 
between GDP, FDI, and privatization

(Khasanah, Ulfatun, Abdul Karim and Indah 
Manfaati Nur. “Pemodelan produk domestik regional 

bruto (pdrb) provinsı jawa tengah dengah pendekatan 
spasial autoregressive model panel data”. Prosiding 

seminar nasional and internasional.,2017) [19].

Yit = α + β1 Xit + εit,

Yit - dependent variable
α - intersection
β1 - independent variable slope
Xit - independent (explanatory) variable
εit - over (error)

Analyzing the Relationship between 
Privatization, FDI, and Economic Growth 

analytical regression model.
GDPit = α + β1 PRIVit + εit  (1),
PRIVit = α + β1 GDPit + εit  (2),

TABLE 2.TABLE 2.

Source: State Statistics Committee of the Republic of Azerbaijan, https://www.stat.gov.az [9]
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PRIVit = α + β1 FDIit + εit  (3),
FDIit = α + β1 PRIVit + εit  (4),
GDPit = α + β1 FDIt + εit  (5),
FDIit = α + β1 GDPit + εit  (6).

 Evaluation of econometric methods and 
results

Herein, the time series stationarity analysis 
was performed using the Augmented Dickey-Fuller 
(ADF) unit root test developed by Dickey and Fuller 
(Dickey & Fuller, 1981) [20]. The following formula 
was used in this analysis.

In this formula, ΔY is the 1st diff erential of the 
variable tested for stability, t is the common trend 
variable, and  is the lagged diff erence terms. 
The reason for adding the lagged diff erence terms 
is to ensure sequential independence of the error 
terms. To obtain normal results from the ADF test, 
the estimated model should not have a sequen-
tial independence problem. The lag expressed as 
k in the formula is determined using the Akaike or 
Schwarz criteria. To perform the cointegration test, 
the sequences used should be stable, therefore, 
the unit root test was implemented. Thereby, the 
variable stability has been analyzed. Table 3 shows 
the unit root test results for the analyzed variables.

TABLE 3TABLE 3a. UNIT ROOT TEST RESULTS (ADF). UNIT ROOT TEST RESULTS (ADF)
AT LEVEL

PRIV FDI GDP

With Constant t-Statistic -2.4822 -1.7745 -1.5360

Prob. ໲0.1330 ໲0.3833 ໲0.4980

no no no

With Constant & 
Trend໲ t-Statistic -2.4612 -2.6772 -1.5697

Prob. ໲0.3417 ໲0.2543 ໲0.7734

no no no

Without Con-
stant & Trend໲ t-Statistic -1.1606 -0.2952 -0.4939

Prob. ໲0.2170 ໲0.5688 ໲0.4910

no no no

GRAPH 1.GRAPH 1. UNIT ROOT TEST RESULTS CHART UNIT ROOT TEST RESULTS CHART

TABLE 3TABLE 3b. UNIT ROOT TEST RESULTS (ADF) UNIT ROOT TEST RESULTS (ADF)

AT FIRST DIFFERENCE

DPRIV DFDI DDGP

With Constant t-Statistic -5.8535 -6.1006 -4.7745

Prob. ໲0.0001 ໲0.0000 ໲0.0011

*** *** ***

With Constant & 
Trend໲ t-Statistic -5.7723 -5.9375 -4.6340
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Prob. ໲0.0006 ໲0.0004 ໲0.0067

*** *** ***

Without Constant 
& Trend໲ t-Statistic -6.9196 -6.2501 -4.9196

Prob. ໲0.0000 ໲0.0000 ໲0.0000

*** *** ***

Note: (*) Signifi cant 10 percent; (**) Substantial 
5 percent; (***) Means 1 percent signifi cant and 
(none) Means not signifi cant.

GRAPH 2.GRAPH 2. UNIT ROOT TEST RESULTS CHART UNIT ROOT TEST RESULTS CHART

Table 1a and Graph 1 show that the analyzed 
variables are unstable at a certain level. The se-
quences had to be stabilized by obtaining the fi rst 

diff erential and solving the unit root problem. Ta-
ble 1b and Graph 2 show that the obtained data are 
stable at the fi rst diff erential and 1% signifi cance 
level. For privatization, FDI, and economic growth 
sequences, the Dickey-Fuller test shows their sta-
bility at the fi rst level since the probability equals 
0, and the critical values are smaller than the re-
spective ADF test results. After checking the sta-
bility of the analyzed sequences, a cointegration 
test should be performed to determine the avail-
ability of a long-term relationship. The cointe-
gration test examines whether multiple variables 
are interrelated. If this test shows a cointegration 
(i.e., variables change together over a long term), 
the cause-and-eff ect relationship is confi rmed. 
The cointegration test checks the relationship 
between two nonstable time series. Two or more 
time series can be considered cointegrated if their 
linear combinations are stable, even though they 
are nonstable themselves. Johansen Cointegra-
tion Test was developed to check the existence of 
a long-term relationship between variables. Table 
4 provides the Cointegration Test results for the 
privatization and FDI series.

Table 4 shows that there is a cointegration 
equality between the privatization and FDI vari-
ables at 1% signifi cance levels for both Trace and 
Maximum Eigenvalues. This allows for drawing the 
conclusion that there is a long-term relationship 
between privatization and FDI.

Table 5 shows the Johansen Cointegration Test 
results for the privatization and economic growth 
series.

Table 5 shows that there is a cointegration 
between privatization and economic growth vari-
ables at 5% and 10% levels for Trace values and at 
10% level for Maximum Eigenvalue. These results 
allow for drawing the conclusion that there is a 
long-term relationship between privatization and 
economic growth.

Table 6 shows the Johansen Cointegration Test 
results for FDI and economic growth series.

Table 6 shows the cointegration relationship 
between FDI and economic growth at 1 percent 
and 10 percent signifi cance levels for the tracking 
value and 10 percent for the Maximum Eigenval-
ue. According to this result, there seems to be a 
long-run relationship between FDI and econom-
ic growth. Estimates of long-run coeffi  cients due 
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TABLE 4. TABLE 4. RESULTS OF THE JOHANSEN COINTEGRATION TEST ON PRIVATIZATION AND FDI.RESULTS OF THE JOHANSEN COINTEGRATION TEST ON PRIVATIZATION AND FDI.

TRACE TEST EIGEN VALUE 
STATISTICS TRACE STATISTICS A CRITICAL VALUE OF 

5 PERCENT PROBABILITY

None * ໲0.779330 ໲41.99815 ໲15.49471 ໲0.0000

At most 1 * ໲0.386655 ໲10.26537 ໲3.841466 ໲0.0014

MAXIMUM EIGEN 
VALUE TEST

EIGEN VALUE 
STATISTICS

MAX-EIGEN 
STATISTICS

A CRITICAL VALUE OF 
5 PERCENT PROBABILITY

None * ໲0.779330 ໲31.73278 ໲14.26460 ໲0.0000

At most 1 * ໲0.386655 ໲10.26537 ໲3.841466 ໲0.0014

TABLE 5. TABLE 5. RESULTS OF THE JOHANSEN COINTEGRATION TEST ON PRIVATIZATION AND GDPRESULTS OF THE JOHANSEN COINTEGRATION TEST ON PRIVATIZATION AND GDP

TRACE TEST EIGEN VALUE 
STATISTICS TRACE STATISTICS A CRITICAL VALUE 

OF 5 PERCENT PROBABILITY

None * ໲0.481629 ໲16.78238 ໲15.49471 ໲0.0318

At most 1 * ໲0.132463 ໲2.984043 ໲3.841466 ໲0.0841

MAXIMUM EIGEN 
VALUE TEST

EIGEN VALUE 
STATISTICS

MAX-EIGEN 
STATISTICS

A CRITICAL VALUE 
OF 5 PERCENT PROBABILITY

None * ໲0.481629 ໲13.79833 ໲14.26460 ໲0.0591

At most 1 * ໲0.132463 ໲2.984043 ໲3.841466 ໲0.0841

TABLE 6: TABLE 6: RESULTS OF THE JOHANSEN COINTEGRATION TEST FOR FDI AND GDPRESULTS OF THE JOHANSEN COINTEGRATION TEST FOR FDI AND GDP

TRACE TEST EIGEN VALUE 
STATISTICS TRACE STATISTICS A CRITICAL VALUE 

OF 5 PERCENT PROBABILITY

None * ໲0.468041 ໲17.17237 ໲15.49471 ໲0.0277

At most 1 * ໲0.138752 ໲3.286195 ໲3.841466 ໲0.0699

MAXIMUM EIGEN 
VALUE TEST

EIGEN VALUE 
STATISTICS

MAX-EIGEN 
STATISTICS

A CRITICAL VALUE 
OF 5 PERCENT PROBABILITY

None * ໲0.468041 ໲13.88617 ໲14.26460 ໲0.0573

At most 1 * ໲0.138752 ໲3.286195 ໲3.841466 ໲0.0699

TABLE 7.TABLE 7. FMOLS AND CCR TEST RESULTS FMOLS AND CCR TEST RESULTS

GDPit = α + β1 PRIVit + εit  
PRIVit = α + β1 GDPit + εit
PRIVit = α + β1 FDIit + εit   
FDIit = α + β1 PRIVit + εit   
GDPit = α + β1 FDIit + εit   
FDIit = α + β1 GDPit + εit  

Variables Coeffi  cient Standard error t-statistic Probability value

FMOLS GDP → PRIV 1.924866 0.732670 2.627195 0.0157

FMOLS PRIV → GDP 0.906129 0.386596 2.343866 0.0285

FMOLS PRIV → FDI 0.080900 0.032300 2.504651 0.0206
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FMOLS FDI → PRIV 0.007561 0.096930 0.078005 0.9385

FMOLS GDP → FDI 0.130425 0.077549 1.681840 0.1074

FMOLS FDI → GDP -0.049169 0.446229 -0.110188 0.9133

CCR GDP → PRIV 1.839495 1.078867 1.705026 0.1029

CCR PRIV → GDP 0.098310 0.057010 1.724442 0.0993

CCR PRIV → FDI 0.181919 0.134410 1.353466 0.1903

CCR FDI → PRIV 0.893101 0.438463 2.036893 0.0539

CCR GDP → FDI 0.043941 0.655920 0.066991 0.9472

CCR FDI → GDP 0.014582 0.103967 0.140254 0.8897

to the cointegration relationship for the 6 models 
considered in the analysis are presented in Table 7 
in the form of FMOLS and CCR test results.

According to the FMOLS and CCR test results 
given in Figure 7, the positive privatization, foreign 
direct investment, and economic growth coeffi  -
cients indicate a positive relationship between 
these variables. According to the FMOLS test, a 1% 
change in GDP causes a change in privatization 
by 1.924866% (an estimate according to CCR does 
not confi rm the eff ect). Likewise, a 1% change in 
privatization leads to a 0.9061295% change in GDP 
(an estimate according to CCR does not confi rm 
the eff ect).

According to the FMOLS test, a 1% change in 
privatization causes a 0.080900% change in FDI 
(an estimate according to CCR does not confi rm 
the eff ect). However, for FDI, estimates according 
to FMOLS and CCR confi rm the eff ect. The afore-
mentioned FMOLS and CCR tests do not confi rm 
the relationship between GDP and FDI.

CONCLUSION

This analysis examines the relationship be-
tween privatization, FDI, and economic growth. 
FMOLS and CCR tests providing cointegration, cau-
sality, and correlation coeffi  cients were performed 
for the data’s annual time series for 1996-2021. 
According to the FMOLS test, a 1% change in GDP 
increases privatization by 1.92%, and a 1% change 
in privatization increases GDP by 0.9%. According 
to the FMOLS test, a 1% increase in privatization 
leads to a 0.08% growth in FDI.

The study shows that GDP growth has a great-
er impact on privatization, which, in turn, leads to 

greater market effi  ciency, and the demand for pri-
vatization rises with expanding economic growth. 
Although privatization has led to positive changes 
such as improved management, reduced bureau-
cracy, and increased market effi  ciency, it has a rel-
atively slight impact on FDI infl ows. Studying the 
impact of political stability, infrastructure devel-
opment, market volume, and other regulatory in-
struments on attracting foreign investment in the 
country’s non-oil sector may create opportunities 
for obtaining more coherent arguments. 
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Abstract. In the modern world, in the fi eld of international security, one of the important chal-
lenges is the information war. On the other hand, information is a universal and cheap weapon with a 
limitless scope and high effi  ciency. Therefore, it can be more dangerous than any conventional means 
of warfare. During its implementation, the attacking side achieves the desired outcome through the 
psychological manipulation of common beliefs. During the last ten years, the rate of disinformation 
has increased sharply. Also, propaganda, espionage, uncontrolled dissemination of state secrets and 
personal information, massive cyber-attacks and so on. Both states and terrorist organizations use 
such mechanisms. Today, the most functional means of information in this fi eld are used by terrorist 
organizations, which often use social media to recruit so-called “Islamic Fighters” and lay out funda-
mentalism. Cooperation at the international and regional levels is important in fi ghting cybercrime and 
protecting critical information infrastructure. For this purpose, within the framework of the Council of 
Europe, the European Union, the United Nations, NATO, and other international organizations, it carries 
out active activities on cyber security topics. In addition, protecting against cyber intrusion, even on a 
small scale, is in the country’s national security interests, and it is crucial to involve each state in the 
proceeding discussion about information warfare.
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INTRODUCTION

In the modern world, in the fi eld of interna-
tional security, one of the important challenges is 
the information war. In its broadest sense, infor-
mation war is a fi ght through information to gain 
a specifi c advantage. Over the past few decades, 
the rapid growth of information and communica-
tion technologies and their increasing distribution 
have signifi cantly increased the importance and 

consequences of information warfare. In the 21st 
century, in the conditions of broken boundaries 
between war and peace, the escalation of confl ict, 
according to the causes and features of detection, 
is signifi cantly related to information. Information 
confl icts, in terms of a general theoretical ap-
proach, are recognized by specialists in the fi eld 
as one of the fi ve main types of confl ict, the origin 
of which is related to the scarcity-abundance of 
information, disinformation, and propaganda, and 
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it can be equally dangerous in a closed totalitari-
an as well as in a democratic society.

This is unequivocally confi rmed by the current 
political processes in the world (Jorbenadze, 2001, 
31) [1].

MAIN PART 

Information warfare is a modern concept that 
uses information technology to gain an advantage 
over an adversary. Current events in the world 
have made it clear how vulnerable this or that so-
ciety can be in the case of information manipula-
tion and how public opinion changes under the 
conditions of information management.

Because information is a universal and cheap 
weapon, with an unlimited area of action and high 
effi  ciency, it can be a greater threat than any tra-
ditional means of war. At fi rst glance, it does not 
bring devastating results from a physical point of 
view, such as is inevitable in the case of an armed 
confl ict. Still, the success of information warfare 
is mainly expressed in the fact that, during its im-
plementation, the attacking party can crack the 
opponent’s institutional structure and universally 
recognized fundamental values, confuse them and 
limit the truth. And lie between reality and illusion 
to achieve the desired result by psychologically 
manipulating public opinion. However, there are 
more active methods in the information warfare 
framework; the initiating party has various means 
to fulfi l the set goal. These are:

1. 1) Cyber-war (cyber-attack) – “the action 
of a state-nation aimed at penetrating 
the computer network of another state, to 
cause damage to the latter or to complete-
ly disable it”. In other words, it is a complex 
of off ensive measures carried out in cy-
berspace or by several states and directed 
against another state or international non-
state entity;

2. 2) Cyber-terrorism, which is used by terror-
ist organizations in cyberspace and is di-
rected against the national security of the 
country;

3. 3) Anti-cyber-terrorism, used against ter-
rorist organizations and carried out in cy-
berspace;

4. 4) Cybercrime is used by various criminals 
or transnational groups, during which cy-
berspace is used for theft, information 
theft, fraud, etc. Sh. Their objects can be 
both individuals and large companies. Its 
purpose is to obtain economic profi t;

5. 5) Anti-cyber crime includes protective 
measures by state law enforcement or pri-
vate individuals and companies against cy-
ber criminals (Svanadze, 2015: 20-21) [2].

The information war consists of two main stag-
es: a) the information-psychological period, which 
takes place in the conditions of information com-
petition, continuously and aff ects the armed forc-
es of the opponent, the population, and political 
and intellectual elites; b) the information-techno-
logical period, which is activated directly during 
hostilities. In this case, information is collected, 
processed and transmitted to achieve specifi c 
tasks, including illegal methods. Of course, one-
time actions cannot achieve the result, and the 
system must operate continuously for years with 
sensitive topics identifi ed by the special services, 
which are precisely selected for the target groups 
(Khidasheli, 2017: 7) [3].

The following groups can be singled out as ini-
tiators of the information war:

● National subversive groups;
● National and transnational criminal groups 

(Mafi a, Yakuza, Triad, Camorra);
● Terrorist organizations;
● Multinational companies with their fi nan-

cial means;
● Companies with foreign capital;
● Extra-parliamentary opposition groups 

(right-wing extremists, xenophobic groups);
● Religious sects;
● Hacker groups;
● Other state and national military-political, 

as well as fi nancial associations;
● Associations, foundations, non-profi t orga-

nizations;
● Non-governmental and international orga-

nizations;
● Political organizations and trade unions;
● State institutions (Svanadze, 2015: 21-22).

The unprecedented scale of the scientifi c and 
technical fi eld development led to opportunities 
for introducing new technologies, which do not 
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always serve to create public good. Moreover, if 
they are used for an irrational, destructive pur-
pose, the world’s superpowers and international 
organizations become vulnerable. Understanding 
this threat forced the leading actors of modern 
international relations to name cyber and hybrid 
threats as the main challenge for the organiza-
tion’s member states at the 2016 NATO Warsaw 
Summit (Warsaw Summit Communiqué, 2016) [4].

Although modern technologies are the greatest 
achievement of the civilized world, we cannot ig-
nore the problems related to technological prog-
ress. Over the last decade, the rate of disinforma-
tion spread through the Internet has increased 
signifi cantly. Also, propaganda, espionage, uncon-
trolled dissemination of state secrets and personal 
information, massive cyber-attacks and so on. Such 

methods are used by both states and terrorist or-
ganizations, and in this way, Russia launched active 
attacks against Georgia during the 2008 war (Got-
siridze, 2019) [5]. However, when it comes to talking 
about Russia in the named context, special atten-
tion is drawn to the events that developed around 
the US presidential elections. The reports devel-
oped as a result of the investigation, together with 
the statements made by Donald Trump, completely 
overshadowed the list of cases that the Russian 
side conducted even against Ukraine or Georgia. 
In the presidential elections of the United States 
of America, he tried to help a specifi c presidential 
candidate win by means of internet manipulations, 
information propaganda and cyber attacks, which 
is confi rmed in the reports of the US Central Intelli-
gence Service (Entous, 2016) [6].

T oday, the most active means of information 
used by terrorist organizations, which are the so-
called Social media such as Facebook and You-
Tube, are often used to recruit “Islamic fi ghters” 
and spread fundamentalism. Terrorist organiza-
tions also create special pages blogs, where they 
spread extremist materials and ideas, engage in 
propaganda, and publish photo and video ma-
terial depicting terrorist activities carried out by 
them, thus successfully sowing panic among the 
population and directly in those specifi c individ-
uals, fi nancial institutions or political organiza-
tions. against which the mentioned list of actions 
is directed. In 2015, a series of terrorist attacks in 
Paris was preceded by a series of no less large-
scale cyber attacks, the targets of which were 
both state and private organizations. In addition, 
the companies whose activities were connected 
to France and French companies in various ways 
became the objects of active hacking attacks. 
Groups suspected of cyber terrorism: “the Middle 
Eastern Cyber Army” (the Middle Eastern Cyber 
Army – MECA), Fallaga Hackers Team and Cyber  
Caliphate. According to The National Interest, the 
Cyber Caliphate is linked to the so-called “Islam-
ic State” (ISIS) (King, 2015) [7]. In the last decade, 
especially in Syria, since the intensifi cation of 
hostilities and the emergence of the so-called “Is-
lamic State” ISIS, the number of cyber attacks has 
practically doubled. For example, from the reality 
of our country, we can name the activation of the 
terrorist organization ISIS in the Georgian Inter-
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net space in 2015 and the creation of a page by it, 
which served to implement all the goals named 
above. The website was saturated with various 
types of information, such as a propaganda photo 
gallery, offi  cial appeals to Georgian Muslim youth 
to join the fi ghting activities carried out by the Is-
lamic State, letters from various members of the 
terrorist organization, and video materials depict-
ing scenes of execution of opponents. It should be 
noted that the site only existed for a few months 
and later, Georgian special. It was blocked as a re-
sult of the services.

Cooperation at the international and regional 
level is of great importance in fi ghting cybercrime 
and protecting critical information infrastructure. 
Similar cooperation in cyberspace protection in-
cludes international and regional conventions, fo-
rums, organizations and alliances, meetings and 
discussions, joint resolutions, decisions and rec-
ommendations, and directives. Within the frame-
work of the Council of Europe, the European Union, 
the United Nations, NATO, and other internation-
al organizations, it carries out active activities on 
the topic of cyber security. In addition, protecting 
against cyber intrusion, even on a small scale, is 

in the country’s national security interests, and it 
is important to involve each state in the ongoing 
discussion about information warfare.1 

CONCLUSION

I n the end, we can conclude that the threats 
caused by the information war equally threaten 
the Internet space, both locally and international-
ly, which creates a great challenge in terms of in-
ternational security. Cyberspace is less secure, and 
therefore, the number of cybercrimes is increasing 
irreversibly. In such a situation, great importance 
is attached to cooperation at the regional and in-
ternational levels, the direct purpose of which is 
developing a common defence mechanism. In ad-
dition, eff orts by the state to raise public aware-
ness in this area are equally important, as they 
will reduce risks at the local and global levels.

1 Author’s note: The site is currently blocked in re-
sponse to threats from the Georgian government 
and the named materials are no longer searchable – 
https://xalifati.ϐiles.wordpress.com
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Abstract. In the modern world, innovative business is an opportunity to implement new ideas and 
introduce innovation. The entrepreneurial sector contributes to the introduction and development of 
modern business. Financing mechanisms are the most important obstacle to innovative activities in 
small and medium-sized enterprises. The paper’s main goal is to determine the possibilities of access 
to fi nance, the ways of obtaining fi nancing, and the challenges of innovative entrepreneurs. To eval-
uate the impact of private and state support programs in creating an innovative product. The work 
discusses the essence of innovation and the subjects of innovative activity. It is about all the necessary 
information an entrepreneur needs to create an innovative product. Attention is also focused on the 
importance of private and state programs in fi nancing. The work is also based on qualitative research, 
identifying factors hindering access to fi nance.

The paper outlines ways and perspectives of access to fi nance. In the future, paying more attention 
to both the private sector and the state is necessary. Because creating innovation is their common 
interest. The government of Georgia needs the right policy and priority directions. In particular, the 
establishment of tax benefi ts and preferential loan conditions. It is important to raise education and 
awareness in society in the direction of entrepreneurship. The obtained results will allow us to measure 
the eff ectiveness of the support programs. Conclusions on the optimization of innovative entrepre-
neurship are formulated.
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INTRODUCTION

In the modern world, innovative business is 
an opportunity to implement new ideas and in-
troduce innovation. There is no recognized defi -
nition of the term “innovative entrepreneurship” 
in the world today. But it means innovation, which 

depends on four main factors – new ideas, peo-
ple, transactions and institutional context. Inno-
vation is also defi ned as an experiment in market 
changes. Which restructures markets and indus-
tries (Hansiorg Herr and others, 2019:11) [1]. At this 
time, the entrepreneur searches for information, 
creates an innovative idea, and identifi es a market 
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opportunity. Then, he tests the ideas to see if they 
are appropriate or valuable. He thinks about how 
he will create a product and service at the expense 
of which he can get a large income in the future. 
Also, the word “innovation” refers to technolog-
ical innovations and all the social and economic 
values that innovative entrepreneurs create (Law 
of Georgia on Innovations 2020) [2]. Today, there 
is a boom in innovative entrepreneurship in the 
world; new companies are being created, and new 
services and products that have no analogues 
appear. Often, they are fi nanced by the founders 
themselves, although there are companies for 
which both the private sector and the state should 
pay a lot of attention. Because creating innova-
tion is their common interest. Today, there are no 
specifi c criteria for evaluating innovative projects 
globally. His fi nancial success happens without 
any calculations. If a similar product appears on 
the market, leading to a decrease in revenue and 
profi t, such a product cannot be called an innova-
tive product.໲That is why every entrepreneur’s fi rst 
concern is creating such goods and services that 
will cause a “big bang” in the market. 

 
MAIN PART

Developing small and medium entrepreneur-
ship with innovative products is one of the coun-
try’s main priorities for economic development 
and represents an important challenge for the 
government.

The purpose of the research is to determine 
the ways of obtaining fi nancing, the possibilities 
of access to fi nance, challenges, and relevant rec-
ommendations for small and medium business 
development. The challenges of innovative entre-
preneurs ensure the growth of the population’s 
incomes and solve the employment problem. The 
goal is to evaluate the impact of state and private 
support programs in the creation of a new inno-
vative product. The results obtained will allow us 
to analyze the eff ectiveness of support programs 
in terms of access to fi nance.

Methods – the paper is based on qualitative 
research. During the research, the offi  cial website 
of the Ministry of Economy and Sustainable De-
velopment of Georgia was used. Page materials. 

10 respondents – small and medium-sized enter-
prises – participated in our research. Georgians 
are lovers of innovation. Due to the scale, many 
startup ideas are created and developed, which 
can bring regional and global success. The Min-
istry of Economy and Sustainable Development 
(MOESD) is responsible for implementing the SME 
policy in Georgia and two agencies supporting 
small and medium businesses – “Make in Geor-
gia” and “Georgian Innovation and Technology 
Agency” (GITA), which were established in 2014 
(Strategy for the development of small and me-
dium entrepreneurship of Georgia 2021-2025:29) 
[3]. They are responsible for the implementation 
of SME support programs. Continuously carry out 
important activities (business development, pro-
motion of exports and attraction of direct foreign 
investments), promoting the country’s innovation 
ecosystem. 

Financial resources and access to them are 
vital to any business. Financing and access to fi -
nance play the biggest role in the development 
of entrepreneurship. The situation in Georgia in 
this direction is as follows: in 2023, the share of 
small and medium-sized enterprises is 51%, and 
the budget fi nancing of the entrepreneurship pro-
motion system is 521.7 million GEL. Among them, 
the budget of LSI “Make in Georgia” agency pro-
grams amounted to 232.4 million GEL, and the 
budget of the “Georgian Innovations and Tech-
nologies Agency” was equal to 28.2 million GEL. 
Investments in fi xed assets in the business sector 
amounted to 4,350.1 million GEL (National Statis-
tical Service of Georgia, 2024) [4]. Analysis of stud-
ies of private and public programs showed that 
access to fi nance can be improved by:

1) Leasing is an important component of the 
fi nancial market, which plays an important role in 
the development of the local capital market and 
the emergence of alternative sources of fi nanc-
ing. It is the best fi nancial instrument for fi nanc-
ing small and medium business fi xed assets. The 
leased asset acts as collateral. In the last period, 
the volume of the leasing portfolio reached 414 
million amounted to GEL (Georgia Innovations 
and Technologies Agency, 2024) [5].

2) It is important for entrepreneurs to raise 
awareness for better business management; in 
2021, the National Bank of Georgia prepared a 
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training module and held a webinar for entre-
preneurs on the topic “How to assess the cred-
it potential of our business”. After the webinar, 
participants fi lled out a questionnaire, and 100% 
believed that the knowledge and skills they had 
learned from the webinar would help them better 
manage their company’s fi nances. From 2022, the 
National Bank of Georgia started a series of live 
engagements on the Facebook page of the fi nan-
cial education portal “Finedu” (21 Facebook live 
engagements) “Conversations on Business”; with 
this format, it became possible to provide infor-
mation to signifi cantly more interested persons. 
On the Facebook page, 16 entries were made in 
the rubric “Conversations about business”, and 
fi ve inclusions were made in the rubric “Expert 
Finedu”, where experts related to business and 
fi nance discussed topics of interest to entrepre-
neurs (OECD-2022) [6].

3) A reporting portal was created at the initia-
tive of the Accounting, Reporting and Audit Super-
vision Service (SARAS), where enterprises submit 
reports centrally, and the administration process 
takes place through the mentioned system. From 
2017, medium-sized enterprises must submit and 
publish fi nancial and management reports, and 
small enterprises from 2018. In accordance with 
the Law of Georgia on accounting, reporting and 
auditing, in 2022, the rate of submission of reports 
by enterprises in categories 1, 2, and 3 is 93%. As 
a result, reports of about 75,000 enterprises were 
made public, and 77% of 4th category enterpris-
es. As a result, more than 70,000 enterprise re-
ports were registered. 81% of submitted reports 
are error-free. Due to non-compliance with the 
requirements of the law and rules, the reporting 
of about 200 enterprises was delayed. It should 
be noted that compliance of the submitted state-
ments with the FSS standard has been improved 
(Accounting, reporting and audit supervision ser-
vice 11.05.2022:84) [7]. Financial reporting rigour 
will improve investment capital and access to fi -
nancial resources.

4) In small and medium-sized enterprises, 
interest rates were reduced on loans granted to 
businesses; this reduction was more signifi cant 
for loans issued in foreign currency. The SME loan 
portfolio of commercial banks grew, reaching 
21.4% annual growth in 2015-2019 (National Bank 

of Georgia 2019) [8]. In addition, the government 
has started developing a market for various al-
ternative bank fi nancing instruments. He intro-
duced measures for the development of the mi-
crofi nance sector.໲ In particular, the development 
of regulations for startups and fundraising. Run 
Georgia’s credit guarantee scheme increased to 
330 million GEL (107 million USD) in 2020. The to-
tal credit portfolio reached 2 billion GEL, where 
the guarantee of new loans is 90%, and 30% was 
provided for restructuring. Firms have also ben-
efi ted from improved co-fi nancing terms, e.g. by 
extending the loan/leasing co-fi nancing term to 
36 months (Create an offi  cial page in Georgia2020) 
[9]. Additional assistance was provided to some 
sectors that were particularly aff ected.

5) In 2020, a new law, “On Investment Funds”, 
was adopted, which defi nes the legal framework 
for collective investment schemes and diff erent 
types of investment funds (Government of Geor-
gia 2020) [10]. However, the potential of alterna-
tive fi nancing remains largely untapped. The rea-
son for this is that the practice of factoring is not 
yet widespread, and venture capital remains at an 
early stage of its development.

6) Digitization – such as online lending, fi ntech 
and crowdfunding. It off ers a new mechanism of 
bank fi nancing to small and medium-sized enter-
prises. For example, fi nancing from partner en-
terprises or platform-based lending. Creating a 
strong legal framework for alternative and digital 
fi nancial solutions will facilitate establishing and 
expanding these practices. In this regard, Georgia 
may consider introducing regulatory experimental 
initiatives (EU4Digital 2020 [11]) (Attrey and others 
2020:50 [12]). They are an eff ective tool to boost 
innovation in fi ntech. For example, equity-based 
crowdfunding.

7) 40 startups were fi nanced within the co-fi -
nancing program of the “Georgian Innovations 
and Technologies Agency”, and 27 benefi ciaries 
were fi nanced within the framework of small 
grants. As a result, startups have access to innova-
tive fi nance (Ministry of Economy and Sustainable 
Development 2024) [13]. However, SMEs still face 
diffi  culties accessing fi nance compared to large 
enterprises, and 20.6% of small enterprises refuse 
to grant loan applications. In contrast, in the case 
of large enterprises, this fi gure is 2.6% (The con-
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clusion of the thematic research of the Parliament 
of Georgia 2021) [14]. Some enterprises face the 
risk of transitioning from liquidity to a solvency 
crisis. While an unprecedented amount of govern-
ment support allowed many fi rms to overcome the 
crisis. They require tailored policies. In particular, 
the reopening of enterprises and the promotion 
of new jobs. Loan guarantees should be provided 
for viable but insolvent enterprises, as they need 
more incentives to develop restructuring plans 
(Blanchard and others, 2020:89) [15].

To better present the current situation in Geor-
gia, we conducted a study. Our goal was to include 
small and medium-sized enterprises in the study 
and fi nd out what problems they faced in setting 
up their business, whether the current promo-
tional programs in the country are suffi  cient, and 
whether they would like more promotional activ-
ities. Due to its specifi city, the issue is constantly 
changing and needs constant re-research. It is im-
possible to study and investigate the issue fully.

Question 1. The fi rst question of the research 
was about the age of the respondent. Most of our 
interviewees are young people aged 18-30. The 
percentage of respondents according to gender 
was distributed as follows: female – 60%, male 
– 40%. 30% were medium-sized enterprises, and 
70% were small-sized enterprises. Question 2. 
What is the duration of the existence of small – 
and medium-sized enterprises? According to the 
results of the interviewees, 30% were enterprises 
lasting one or less than one year, and 70% were 
between 1-5 years. Question 3. The next question 
was about how important is the role of innova-
tion in business development. 40% stated that it 
is important and 60% very important. Question 4. 
When asked what contributed to business devel-
opment from the side of each enterprise, the fol-
lowing answers were recorded: 1) We are currently 
in the process of development and expansion, one 
of the important supporting forces is our knowl-
edge... 2) Simple regulations; 3) The need for a site 
in Georgia contributed to the development of the 
company; 4) Proper management, 5) Increased 
demand for our product on the market; 6) Origi-
nal and quality product 7) The level of demand on 
the market; 8) the originality of our products, 9) 
Quality product and aff ordable price, 10) Original 

and creative product. Question 5. The next ques-
tion was about the problems they encountered 
while implementing the startup idea. Among the 
many named problems, the fi nancing problem can 
be seen as the source of our interest. 1) There are 
many important problems, but we have everything 
ahead of us, and we will overcome everything step 
by step; 2) More technical problems; 3) Sorry, you 
can’t list them. 4) Financing problem; 5) Since 
many unscrupulous businesses are in the mar-
ket, initially gaining trust was the most diffi  cult. 
However, we managed somewhat easily. The next 
problem/diffi  culty was fi nding/renting the space 
while meeting the increased demand; 6) Logistics 
and fi nance; 7) Mainly the absence of a sales place 
in shopping centres; 8) There are many problems, 
but the main one is fi nancing. 9) It’s enough, it’s 
not even worth listing. 10) Financial problems 
were the biggest problem for our company. Ques-
tion 6. The survey also included questions such as 
whether they intend to create an innovation. 80% 
of respondents are ready to create an innovation, 
and 20% are not. Question 7. The next question 
was related to how they imagine the develop-
ment of innovative entrepreneurship in Georgia 
and what perspectives they see about this issue. 
Their answers are as follows: 1) The business of 
the future does not exist and cannot exist without 
innovation; the global technological environment 
demonstrates this. Therefore, if we want to devel-
op national social, innovative entrepreneurship, 
there is more to be done than what exists today. 
2) More support for young and small businesses. 
3) If everyone does their job, everything will be 
fi ne. 4) I think that help is needed, even in the 
form of a correct call for a project and an idea. 
5) The development of innovative entrepreneur-
ship is possible everywhere nowadays. We live in 
an era of globalization, so borders do not limit 
our products. 6) less intervention by the state and 
more freedom in legislation and taxes,7) Quite a 
lot of funds are needed for this and experienced 
personnel, which often represent a big problem to 
fi nd. 8) I think Georgia has great potential in this 
regard. I believe that more support and attention 
to startups will bring greater success. 9) The main 
thing is the right action from both the state and 
the private sector. 10) I think Georgia should use 
the talents and ideas of young innovators. Ques-
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tion 8. “How innovative entrepreneurship is grow-
ing in Georgia” – the answers to this question are 
as follows: 1) Modern innovative businesses are 
the world’s tomorrow... especially for a country 
with wealth like ours. 2) Will help strengthen the 
economy, 3) Positively, of course. 4) More or less, 
5) Positively, 6) Of course, positively. Starting any 
new/innovative business contributes to the de-
velopment of the country. 7) Directly proportion-
ally, 8) Such innovations are so small that I don’t 
think they play a big role, 9) Innovations directly 
aff ect the country’s economy, therefore, the more 
innovative products and services there are in the 
country, the more profi ts Georgia will see. 10) The 
creation of innovation has a direct impact on the 
country’s economy. Question 9. 90% of respon-
dents stated that they would like and need more 
incentive activities and events, while 10% stated 
a negative answer. Also, it would be very interest-
ing if they know of any startup ideas that failed 
due to insuffi  cient support. It was found that it is 
known to 75%, and not to 25%. Question 10. It was 
interesting to hear their opinion on whether the 
Georgian government encourages small and me-
dium-sized businesses to create and implement 
innovations. 70% of the respondents believe it is 
happening, and 30% evaluate it negatively. 90% of 
respondents in the study think that our country’s 
existing state or private programs are not enough 
to develop innovative entrepreneurship, and 10% 
consider it enough. 

As a result of the conducted research, the 
factors hindering access to fi nance for small and 
medium-sized enterprises were identifi ed: lack of 
necessary market conditions, high loan interest 
rates, lack of necessary credit security, and uncer-
tainty of business success in advance. According 
to the majority of respondents, small and medi-
um-sized businesses are encouraged in Georgia, 
although they think that this is not enough. There-
fore, it is necessary to respond to the given prob-
lem, and more support from the state is needed. 
Conducting possible policies and implementing 
necessary measures. So that they have access to 
all the necessities that will help start an innova-
tive business.

  

CONCLUSION

Today, the development of innovative entre-
preneurship in Georgia plays a major role in solv-
ing employment problems. By 2030, small and 
medium-sized enterprises will have the opportu-
nity to employ up to 100,000 additional citizens, 
increase productivity by 50 per cent, and contrib-
ute 60 per cent more to the added value created 
in the economy (Development Strategy of Georgia 
– Vision 2030) [16].

Financing mechanisms are the most important 
obstacle to innovative activities in small and me-
dium-sized enterprises. The current state of the 
world has made it even more diffi  cult for innova-
tive enterprises to access fi nance. In the future, 
it is necessary to pay more attention to both the 
private sector and the state because the creation 
of innovation is their common interest. The gov-
ernment of Georgia needs the right policy and pri-
ority directions. In particular, the establishment 
of tax benefi ts and preferential loan conditions. 
Educating and raising awareness about entre-
preneurship in society is important because the 
country should have more innovators who will 
create products and services that will bring great 
success to the country. 

The following conclusions are formulated in 
the work:

1. 1) The country’s policy should ensure and 
maximally support the creation of market 
innovation, which will increase the popu-
lation’s involvement in economic develop-
ment.

2. 2) Allocate more sources of funding, which 
will be distributed fairly and impartially to 
implement various innovative ideas.

3. 3) It is necessary to regulate such condi-
tions that will help fi rms to enter the mar-
ket, and to improve their growth and de-
velopment. 

4. 4) It is important for small and medi-
um-sized enterprises to prepare fi nancial 
statements according to international stan-
dards. The diffi  culty is important in terms 
of fi nding international business partners. 
Also, the diffi  culty of fi nancial reporting will 
improve access to fi nancial resources and 
investment capital.
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5. 5) Universities should promote the educa-
tion of students to better understand the 
essence of innovation among young peo-
ple and to provide the necessary informa-
tion for starting a business;

6. 6) More research is needed to explore the 
innovation environment. 

Thus, improving the business environment, 
promoting economic growth, and increasing ac-

cess to fi nance are the country’s most important 
priorities. A strong and well-developed small and 
medium entrepreneurship sector will signifi cantly 
contribute to exports, innovations, and the cre-
ation of a modern entrepreneurial culture. At the 
same time, it will play a special role in raising the 
country’s level of well-being.
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Abstract. To strengthen the export potential of Georgian bees and intervene in international mar-
kets, it is necessary to make a comprehensive and profound analysis. The article discusses the in-
fl uences of market segmentation, consumers’ preferences, international trading agreements, legal 
regulations, product certifi cation, technological innovations and competition on the development of 
marketing and branding strategies, supporting the effi  cient positioning of the high-quality Georgian 
bee products on the international markets and increase in export.

Competition evaluation is critical for determining market possibilities and positioning Georgian 
beekeeping on global markets. The physiological and qualitative functions of the Georgian mountain 
grey bee must be emphasized: its gentleness, excessive productivity, and resistance to ailments.

The article additionally mentions the importance of a strategic method to boost export capability in 
integrating technological improvements and contemporary advertising strategies, which include digital 
technology and database analytics, which will have an instantaneous eff ect on increasing the charm 
of beekeeping products. Determining purchaser preferences, cooperation with international organiza-
tions and obtaining fi rst-rate certifi cates are crucial for the global reputation of Georgian beekeeping 
manufacturers and gaining agreement with customers. Market analysis, contemporary branding, and 
dynamic marketing are considered the basis for the hit export of Georgian beekeeping products and 
their established order in international markets.

KEYWORDS: KEYWORDS: BEEKEEPING, MARKET ANALYSIS, EXPORT, BRANDING, LEGAL FRAMEWORKBEEKEEPING, MARKET ANALYSIS, EXPORT, BRANDING, LEGAL FRAMEWORK

INTRODUCTION

International markets, with their many oppor-
tunities and challenges, require detailed analysis 
of their complicated mechanisms, especially for 
a fi eld with unused potential like Georgian bee-
keepers. International markets, with their multi-
ple opportunities and challenges, require ana-

lyzing their complex mechanisms in detail; this is 
especially true for the Georgian beekeeping sec-
tor, which has such untapped potential. A detailed 
analysis of the international markets is crucial for 
the potential expansion of Georgian beekeeping 
exports. Comprehensive analysis is necessary to 
intervene in those markets and create a niche for 
quality and unique Georgian bee products. 

           tsiskarazarandia@gmail.comtsiskarazarandia@gmail.com

   vakhtangtaktakidze@gmail.comvakhtangtaktakidze@gmail.com

https://doi.org/10.35945/gb.2024.17.010


TSISKARA ZARANDIA, VAKHTANG TAKTAKIDZE

112 გლობალიზაცია და ბიზნესი #17, 2024

By exporting of bee products on the interna-
tional market, market segmentation, study of con-
sumers’ preferences and competitive environment 
are required, along with the international trading 
agreements, determining of legislative regulations 
and product certifi cation criteria and requirements. 

A detailed market analysis creates the ground 
for branding and marketing strategy development, 
which is directly linked to the increasing export 
potential of Georgian beekeeping.

 
MAIN TEXT

The importance of the market segments and a 
detailed understanding of their specifi c features 
are highlighted in Begdarashvili’s Master Thesis 
about Georgia’s export potential. The study of 
scale and segmentation is the foundation for a 
detailed market analysis. Each exporting direction 
has its own unique combination of market dynam-
ics, resulting in individual approaches to product 
specifi cation, marketing and distribution (Begda-
rashvili, 2019: 60) [1].

To meet diff erent market demands, under-
standing consumers’ behaviour, needs, and pref-
erences plays a great role in the selection of bee 
products. Therefore, the study of consumer pref-
erences is a necessary component of the market 
analysis. The nature of the consumers’ preferenc-
es is dynamic, which is caused by the necessity of 
meeting the quality of the production, packaging 
and branding to the market expectations (Gior-
gashvili, 2020: 35) [2]. Conformity of products to 
consumer expectations increases market attrac-
tiveness and ensures competitive advantage of 
Georgian beekeeping products.

The legal and regulatory framework is also 
an important factor for entering the internation-
al market and meeting compliance requirements. 
Each market has its own unique regulatory en-
vironment, with specifi c standards, certifi cates 
and legal requirements regulating access to the 
market and operation. Analysis of the regulatory 
framework ensures bee products meet the ap-
plied requirements. (Nabieva, 2022) [3].

In the global world of beekeeping, competitors 
use diff erent strategies to occupy market niches 
and dominate their brands. A detailed study of 

competitors’ strategies, strengths and weakness-
es provides an opportunity to identify market 
challenges and prospects. It defi nes the strategic 
positioning of Georgian beekeeping products, em-
phasizes their competitive advantages and formu-
lates strategies to strengthen market dominance. 
(Zhizhiashvili, 2019:22-63) [4].

International trade dynamics are also a defi n-
ing factor in export potential. A study of the Euro-
pean honey market will clarify the import/export 
tendencies, rates and the role of trade agreements 
in developing market potential. Information about 
trade fl ows and market access conditions pro-
vides the basis for developing trading strategies 
considering market opportunities and challenges. 
It identifi es potential export destinations, trade 
partnerships and market diversifi cation opportu-
nities (Achelashvili, 2019: 49) [5].

The role of technological innovations is clear in 
increasing the international competitiveness of bee 
products. Technological achievements in produc-
tion, processing and packaging increase the quality 
and attractiveness of the product. By promoting in-
novations, beekeeping products are diff erentiated 
in highly competitive international markets. Inte-
grating technologies in product development and 
marketing increases awareness and attractiveness 
of products in the market and export potential 
(Santana De Figueiredo..., 2015) [6].

The relationship between detailed market 
analysis, marketing and branding strategies and 
positioning of Georgian beekeeping products on 
the international market can be schematically ex-
pressed as follows (See Chart 1): 

Proper branding and marketing strategies also 
play a crucial role in increasing the export potential 
of Georgian beekeeping products. A comprehensive 
approach based on empirical evidence and 
innovative practices is necessary to overcome the 
complexities of the international market.

Creating a strong brand – product awareness 
– is crucial. The organic origin of beekeeping 
products is primely important in shaping 
consumer choice. When branding Georgian bee 
products, it is necessary to emphasize their quality 
and natural origin. Branding should be based 
on the authenticity of the products, the unique 
nature of the country, untouched landscapes, 
the uniqueness of the Georgian Mountain Grey 
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Honeybee and traditional beekeeping methods. 
(Ceylan..., 2019 [7]; Gencer..., 1999 [8]; Kara..., 2012 
[9]; Bokuchava, 2019 [10]).

It is impossible to imagine modern marketing 
without digital online platforms. They are important 
for disseminating detailed information. A strategic 
approach to applying digital marketing tools on 
a global level, including SEO, social media and 
“content” marketing, is essential to increase brand 
awareness. (Hussen, 2023 [11]; Philfan, 2020: 47 [12]).

Understanding consumers’ preferences is 
also an important marketing task. Taste, brand 
perception and packaging play an important role 
in consumer choice. Thus, according to consumer 
preferences based on market research, adaptation 
of marketing strategies will contribute to the entry 
and establishment of Georgian bee products in 
the international markets. 

Cooperation with international organizations 
and institutions is important for strengthening 
brand image (Giorgashvili, 2020: 48). International 
certifi cates and accreditation verify the product’s 
quality and safety. In addition, compliance with 
legal and regulatory frameworks is strategically 

important to build consumer confi dence and 
facilitate market entry (Bero, 2017) [13].

Integration of innovations in marketing, data 
analytics, and artifi cial intelligence are important 
elements for improving marketing effi  ciency. It 
allows the creation of personalized, targeted 
off ers and advertising for the user. Therefore, 
incorporating technology into marketing strategies 
is necessary to optimize return on investment 
(ROI) and expand international access to Georgian 
beekeeping products. (Novelli..., 2021) [14].

CONCLUSION

Ch allenges and opportunities characterise 
the export potential of Georgian Bee Products. 
To introduce these products to the international 
market, it is necessary to analyse the market in 
accordance with global customer requirements, 
market segmentation, and competitive environ-
ment research. This creates the basis for develop-
ing branding and innovative marketing strategies, 
which determines the attractiveness of Georgian 

CHART 1CHART 1. THE RELATIONSHIP BETWEEN MARKET ANALYSIS AND MARKETING AND BRANDING . THE RELATIONSHIP BETWEEN MARKET ANALYSIS AND MARKETING AND BRANDING 
STRATEGIESSTRATEGIES

Source: Source: Chart developed by authors
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beekeeping products at the international level – 
forms a unique market niche.

Compliance with international standards and 
integration of modern technologies in producing 
and marketing beekeeping products are also stra-
tegic necessities. The growing global demand for 
natural beekeeping products creates a great po-

tential for exporting Georgian beekeeping prod-
ucts in the competitive international market.

Thus, the future success of Georgian beekeep-
ing use of the industry’s export potential depends 
on implementing marketing strategies developed 
based on analysing the factors aff ecting interna-
tional markets.
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მეფუტკრეობის პროდუქტების ექსპორტი: მეფუტკრეობის პროდუქტების ექსპორტი: 
ბაზრის დეტალური ანალიზის და ბრენდის ბაზრის დეტალური ანალიზის და ბრენდის 
პოზიციონირების მნიშვნელობაპოზიციონირების მნიშვნელობა

ცისკარა ზარანდია, ვახტანგი თაქთაქიძე
ეკონომიკის დოქტორი, პროფესორი, სსიპ სამცხე-ჯავახეთისეკონომიკის დოქტორი, პროფესორი, სსიპ სამცხე-ჯავახეთის
უნივერსიტეტი, საქართველოუნივერსიტეტი, საქართველო

ვახტანგი თაქთაქიძე
ეკონომიკის დოქტორანტი, სსიპ სამცხე-ჯავახეთის ეკონომიკის დოქტორანტი, სსიპ სამცხე-ჯავახეთის 
უნივერსიტეტი, საქართველოუნივერსიტეტი, საქართველო

აბსტრაქტი. ქართული მეფუტკრეობის პროდუქტების საექსპორტო პოტენციალის გასაძ-
ლიერებლად და საერთაშორისო ბაზრებზე დამკვიდრებისათვის აუცილებელია ამ ბაზრების 
მრავალმხრივი საფუძვლიანი ანალიზი. სტატიაში განხილულია ბაზრის სეგმენტაციის, მომხ-
მარებელთა პრეფერენციების, საერთაშორისო სავაჭრო ხელშეკრულებების, სამართლებრივი 
რეგულაციების, პროდუქციის სერტიფიცირების, ტექნოლოგიური ინოვაციებისა და კონკურენ-
ციის გავლენა შესაბამისი მარკეტინგული და ბრენდინგის სტრატეგიების შემუშავებაზე, რაც 
ხელს შეუწყობს ქართული მეფუტკრეობის მაღალი ხარისხის პროდუქტების საერთაშორისო 
ბაზრებზე ეფექტიან პოზიციონირებას და ექსპორტის ზრდას.

კონკურენციის ანალიზი მნიშვნელოვანია საბაზრო შესაძლებლობების დადგენისა და სა-
ერთაშორისო ბაზრებზე ქართული მეფუტკრეობის პოზიციონირებისათვის. ხაზგასასმელია 
ქართული მთის რუხი ფუტკრის უნიკალური ფიზიოლოგიური და ხარისხობრივი თვისებები, 
მისი თვინიერება, მაღალპროდუქტიულობა, ავადმყოფობებისადმი მედეგობა.

 სტატიაში აღნიშნულია საექსპორტო პოტენციალის ამაღლებისათვის აგრეთვე სტრატეგი-
ული მიდგომის მნიშვნელობა, რომელიც გააერთიანებს როგორც ტექნოლოგიურ ინოვაციებს, 
აგრეთვე თანამედროვე მარკეტინგულ მეთოდებს, ციფრული ტექნოლოგიებისა და მონაცემთა 
ბაზების ანალიტიკის ჩათვლით; რაც პირდაპირ გავლენას იქონიებს მეფუტკრეობის პროდუქ-
ტების მიმზიდველობის ზრდაზე. მომხმარებელთა პრეფერენციების დადგენა, საერთაშორისო 
ორგანიზაციებთან თანამშრომლობა და ხარისხის სერტიფიკატების მოპოვება უმნიშვნელო-
ვანესია ქართული მეფუტკრეობის ბრენდების საერთაშორისოდ აღიარებისა და მომხმარე-
ბელთა ნდობის მოსაპოვებლად. ქართული მეფუტკრეობის პროდუქტების წარმატებული ექ-
სპორტის და საერთაშორისო ბაზრებზე დამკვიდრების საფუძველად განხილულია ბაზრების 
ანალიზი, თანამედროვე ბრენდინგი და დინამიური მარკეტინგი.

საკვანძო სიტყვები: საკვანძო სიტყვები: მეფუტკრეობა, ბაზრის ანალიზი, ექსპორტი, ბრენდინგი, მეფუტკრეობა, ბაზრის ანალიზი, ექსპორტი, ბრენდინგი, 
საკანონმდებლო ჩარჩოსაკანონმდებლო ჩარჩო

https://doi.org/10.35945/gb.2024.17.010
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შესავალი

საერთაშორისო ბაზარები თავისი მრავა-
ლი შესაძლებლობებითა და გამოწვევებით 
მოითხოვს მისი რთული მექანიზმების დე-
ტალურ ანალიზს, განსაკუთრებით ისეთი გა-
მოუყენებელი პოტენციალის მქონე დარგი-
სათვის, როგორიცაა ქართული მეფუტკრეობა. 
უმნიშვნელოვანესია საერთაშორისო ბაზრე-
ბის დეტალური ანალიზი ქართული მეფუტკ-
რეობის ექსპორტის პოტენციური ზრდისათ-
ვის. მრავალმხრივი ანალიზი აუცილებელია 
ამ ბაზრებზე დასამკვიდრებლად და ქართუ-
ლი მეფუტკრეობის ხარისხიანი და უნიკალუ-
რი პროდუქტებისათვის საკუთარი ნიშის შე-
საქმნელად.

მეფუტკრეობის პროდუქტების საერთაშო-
რისო ბაზარზე გასვლისათვის საჭიროა ბაზ-
რის სეგმენტაციას, მომხმარებელთა პრეფე-
რენციების და კონკურენტული გარემოს 
შესწავლა. ასევე საერთაშორისო სავაჭრო 
ხელშეკრულებების, სამართლებრივი რეგუ-
ლაციებისა და პროდუქციის სერტიფიცირე-
ბის კუთხით არსებული კრიტერიუმებისა და 
მოთხოვნების დადგენა. 

ბაზარის დეტალური ანალიზი ქმნის ბრე-
ნდინგისა და მარკეტინგული სტრატეგიების 
შემუშავების საფუძველს, რომელიც პირდა-
პირ კავშირშია ქართული მეფუტკრეობის სა-
ექსპორტო პოტენციალის ზრდასთან. 

ძირითადი ტექსტი

საქართველოს საექსპორტო შესაძლებ-
ლობების შესახებ ბეგდარაშვილის სამაგისტ-
რო ნაშრომში ხაზგასმულია ბაზრის სეგმენტე-
ბის და მათი სპეციფიკური მახასიათებლების 
დეტალური გააზრების მნიშვნელობა. ბაზრის 
დეტალური ანალიზისას ფუნდამენტურია მისი 
ზომისა და სეგმენტაციის შესწავლა. თითოე-
ულ საექსპორტო მიმართულებას ახასიათებს 
ბაზრის დინამიკის უნიკალური კომბინაცია, 
რომელიც განაპირობებს პროდუქტის სპეცი-
ფიკაციის, მარკეტინგისა და განაწილების მი-
მართ ინდივიდუალურ მიდგომებს (ბეგდარა-
შვილი, 2019: 60) [1].

ბაზრის სხვადასხვა მოთხოვნების დასაკ-
მაყოფილებლად, მომხმარებელთა ქცევის, 

საჭიროებებისა და პრეფერენციების გაგება 
ძირითად როლს თამაშობს ფუტკრის პროდუქ-
ტების შერჩევაში. ამიტომ ბაზრის ანალიზის 
აუცილებელი კომპონენტია სამომხმარებლო 
პრეფერენციების კვლევა. მომხმარებელ-
თა პრეფერენციები დინამიური ბუნებისაა, 
რაც განაპირობებს პროდუქციის ხარისხის, 
შეფუთვისა და ბრენდის ბაზრის მოლოდი-
ნებთან შესაბამისობის აუცილებლობას (გი-
ორგაშვილი, 2020: 35) [2]. პროდუქტების მომხ-
მარებელთა მოლოდინებთან შესაბამისობა 
ზრდის ბაზრის მიმზიდველობას და უზრუნვე-
ლყოფს ქართული მეფუტკრეობის პროდუქტე-
ბის კონკურენტულ უპირატესობას.

სამართლებრივი და მარეგულირებელი 
ჩარჩო ასევე მნიშვნელოვანი ფაქტორია სა-
ერთაშორისო ბაზარზე გასვლისათვის და შე-
საბამისობის მოთხოვნების დაკმაყოფილე-
ბისათვის. თითოეულ ბაზარს აქვს უნიკალური 
მარეგულირებელი გარემო, სპეციფიკური სტა-
ნდარტებით, სერთიფიკატებით და საკანონ-
მდებლო მოთხოვნებით, რომლებიც არეგუ-
ლირებენ ბაზარზე წვდომას და ოპერირებას. 
მარეგულირებელი ჩარჩოს ანალიზი უზრუნ-
ველყოფს, რომ მეფუტკრეობის პროდუქტები 
შეესაბამებოდეს არსებულ მოთხოვნებს (ნა-
ბიევა, 2022) [3].

მეფუტკრეობის გლობალურ სამყაროში, 
კონკურენტები იყენებენ სხვადასხვა სტრატე-
გიას ბაზრის ნიშების დასაკავებლად და საკუ-
თარი ბრენდის დომინირებისათვის. კონკუ-
რენტების სტრატეგიების, ძლიერი და სუსტი 
მხარეების დეტალური შესწავლა იძლევა ბა-
ზართან დაკავშირებული გამოწვევებისა და 
პერსპექტივების დადგენის შესაძლებლობას. 
იგი განსაზღვრავს ქართული მეფუტკრეობის 
პროდუქტების სტრატეგიულ პოზიციონირე-
ბას, ხაზს უსვამს მათ კონკურენტულ უპირატე-
სობებს და აყალიბებს სტრატეგიებს ბაზარზე 
დომინირების გასაძლიერებლად (ჟიჟიაშვი-
ლი, 2019:22-63) [4].

საექსპორტო პოტენციალის განმსაზღვრე-
ლი ფაქტორია აგრეთვე საერთაშორისო ვაჭ-
რობის დინამიკა. ევროპული თაფლის ბაზრის 
შესწავლა ნათელს ჰფენს იმპორტის/ექსპო-
რტის ტენდენციების, ტარიფებისა და სავაჭ-
რო ხელშეკრულებების როლს ბაზრის შესაძ-
ლებლობების ჩამოყალიბებაში. ინფორმაცია 
სავაჭრო ნაკადებისა და ბაზარზე დაშვების 
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პირობების შესახებ იძლევა საფუძველს სა-
ვაჭრო სტრატეგიების შემუშავებისთვის, რო-
მელიც ითვალისწინებს ბაზრის შესაძლებ-
ლობებსა და გამოწვევებს. იგი განსაზღვრავს 
პოტენციურ საექსპორტო მიმართულებებს, 
სავაჭრო პარტნიორობას და ბაზრის დივერ-
სიფიკაციის შესაძლებლობებს (აჩელაშვილი, 
2019: 49) [5].

აშკარაა ტექნოლოგიური ინოვაციების 
როლი ფუტკრის პროდუქტების საერთაშორი-
სო კონკურენტუნარიანობის გაზრდაში. ტექ-
ნოლოგიური მიღწევები წარმოებაში, გადამუ-
შავებასა და შეფუთვაში ზრდის პროდუქტის 
ხარისხს და მიმზიდველობას. ინოვაციების 
ხელშეწყობით ხორციელდება მეფუტკრეობის 
პროდუქტების დიფერენციაცია მაღალკონკუ-
რენტულ საერთაშორისო ბაზრებზე. პროდუქ-
ტების განვითარებასა და მარკეტინგში ტექ-
ნოლოგიების ინტეგრირება ზრდის ბაზარზე 
პროდუქციის ცნობადობას და მიმზიდველო-
ბას, ზრდის საექსპორტო პოტენციალს (სა-
ნტანა დე ფიგეირედო..., 2015) [6].

ბაზრის დეტალურ ანალიზსა, მარკეტინგი-
სა და ბრენდინგის სტრატეგიებს და საერთა-

შორისო ბაზარზე ქართული მეფუტკრეობის 
პროდუქტების პოზიციონირებას შორის არსე-
ბული ურთიერთკავშირი სქემატურად შესაძ-
ლებელია შემდეგი სახით გამოვხატოთ (იხ. 
სქემა 1):

ქართული მეფუტკრეობის პროდუქტე-
ბის საექსპორტო პოტენციალის გაზრდაში, 
ასევე, გადამწყვეტ როლს თამაშობს სწორი 
ბრენდინგი და მარკეტინგული სტრატეგიები. 
ემპირიულ მტკიცებულებებზე და ინოვაციურ 
პრაქტიკაზე დაფუძნებული ყოვლისმომცვე-
ლი მიდგომა აუცილებელია საერთაშორისო 
ბაზრის სირთულეების დასაძლევად.

ძლიერი ბრენდის – პროდუქტის ცნობადო-
ბის – შექმნა უმნიშვნელოვანესი. მეფუტკრე-
ობის პროდუქციის ორგანულ წარმომავლო-
ბას უმთავრესი მნიშვნელობა აქვს ბაზარზე 
მომხმარებლის არჩევანის ფორმირებისას. 
აუცილებელია ქართული ფუტკრის პროდუქ-
ტების ბრენდინგისას ხაზი გაესვას მათ ხა-
რისხსა და ბუნებრივ წარმოშობას. ბრენდინგი 
უნდა ეფუძნებოდეს პროდუქციის ავთენტუ-
რობას, ქვეყნის განუმეორებელ ბუნებას, ხე-
ლუხლებელ პეიზაჟებს, ქართული მთის რუხი 

სქემა 1.სქემა 1. ბაზრის ანალიზისა და მარკეტინგისა და ბრენდინგის სტრატეგიებს შორის  ბაზრის ანალიზისა და მარკეტინგისა და ბრენდინგის სტრატეგიებს შორის 
ურთიერთკავშირიურთიერთკავშირი

წყარო:წყარო: სქემა შემუშავებულია ავტორების მიერ
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ფუტკრის უნიკალურობასა და მეფუტკრეობის 
ტრადიციულ მეთოდებს (ჩეილანი..., 2019 [7]; 
გენსერი..., 1999 [8]; კარა..., 2012 [9]; ბოკუჩავა, 
2019 [10]). 

თანამედროვე მარკეტინგი წარმოუდგენე-
ლია ციფრული ონლაინ პლატფორმების გა-
რეშე, ისინი მნიშვნელოვანია დეტალური ინ-
ფორმაციის გავრცელებისათვის. გლობალურ 
დონეზე ციფრული მარკეტინგის ინსტრუმე-
ნტების გამოყენების სტრატეგიული მიდგომა, 
მათ შორის SEO, სოციალური მედია და „კო-
ნტენტ“ მარკეტინგი, აუცილებელია ბრენდის 
ცნობადობის გაზრდისთვის (ჰუსენი, 2023 [11]; 
ფილფანი, 2020: 47 [12]).

მომხმარებელთა პრეფერენციების გაგე-
ბა აგრეთვე მნიშვნელოვანი მარკეტინგული 
ამოცანაა. გემოვნება, ბრენდის აღქმა და შე-
ფუთვა მნიშვნელოვან როლს თამაშობს მო-
მხმარებლის არჩევანზე. ამრიგად, ბაზრის 
კვლევაზე დაფუძნებული მომხმარებელთა 
პრეფერენციების მიხედვით, მარკეტინგული 
სტრატეგიების ადაპტაცია ხელს შეუწყობს 
ქართული ფუტკრის პროდუქტების შესვლას 
და დამკვიდრებას საერთაშორისო ბაზრებზე.

საერთაშორისო ორგანიზაციებთან და ინ-
სტიტუტებთან თანამშრომლობა და პარტნი-
ორობა ბრენდის ავტორიტეტის გაძლიერების 
აუცილებელი წინაპირობაა (გიორგაშვილი, 
2020: 48). საერთაშორისო სერთიფიკატები და 
აკრედიტაცია ემსახურება პროდუქციის ხა-
რისხისა და უსაფრთხოების დადასტურებას. 
გარდა ამისა, საკანონმდებლო და მარეგული-
რებელ ჩარჩოებთან შესაბამისობა სტრატე-
გიულად მნიშვნელოვანია მომხმარებელთა 
ნდობის გასამყარებლად და ბაზარზე შეს-
ვლის გასაადვილებლად (ბერო, 2017) [13].

მარკეტინგში ინოვაციური ტექნოლოგიე-
ბის ინტეგრაცია – მონაცემთა ანალიტიკა 
და ხელოვნური ინტელექტი მნიშვნელოვანი 
ელემენტებია მარკეტინგის ეფექტიანობის 
გასაუმჯობესებლად. იგი საშუალებას იძლე-
ვა გაკეთდეს მომხმარებლისათვის პერსონი-
ზირებული, მიზანმიმართული შეთავაზებები 
და რეკლამა. ამიტომ, მარკეტინგულ სტრა-
ტეგიებში ტექნოლოგიების ჩართვა აუცილე-
ბელია ინვესტიციების დაბრუნების (ROI) ოპ-
ტიმიზაციისა და ქართული მეფუტკრეობის 
პროდუქტებზე საერთაშორისო წვდომის გა-
ფართოებისთვის (ნოველი..., 2021) [14].

დასკვნა

ქართული მეფუტკრეობის პროდუქტების 
საექსპორტო პოტენციალი ხასიათდება არ-
სებული გამოწვევებითა და შესაძლებლო-
ბებით. ამ პროდუქტების საერთაშორისო ბა-
ზარზე დასამკვიდრებლად, აუცილებელია, 
ბაზრის ანალიზი გლობალური მომხმარებლის 
მოთხოვნების, ბაზრის სეგმენტაციის, კონკუ-
რენტული გარემოს კვლევის შესაბამისად. 
რაც ქმნის ბრენდინგისა და ინოვაციური მა-
რკეტინგის სტრატეგიების შემუშავებისათვის 
საფუძველს, რომელიც თავის მხრივ განაპი-
რობებს ქართული მეფუტკრეობის პროდუქტე-
ბის მიმზიდველობას საერთაშორისო დონეზე 
– აყალიბებს უნიკალურ საბაზრო ნიშას.

საერთაშორისო სტანდარტებთან შესაბა-
მისობა და თანამედროვე ტექნოლოგიების 
ინტეგრირება მეფუტკრეობის პროდუქტების 
წარმოებასა და მარკეტინგში ასევე სტრატე-
გიული აუცილებლობაა. მეფუტკრეობის ნატუ-
რალურ პროდუქტებზე მზარდი გლობალური 
მოთხოვნა ქმნის დიდ პოტენციალს ქართული 
მეფუტკრეობის პროდუქტების ექსპორტისათ-
ვის კონკურენტულ საერთაშორისო ბაზარზე. 

ამდენად, ქართული მეფუტკრეობის მომა-
ვალი წარმატება, დარგის საექსპორტო პო-
ტენციალის გამოყენება, დამოკიდებულია 
საერთაშორისო ბაზრებზე მოქმედი ფაქტო-
რების ანალიზის საფუძველზე, შემუშავებული 
მარკეტინგული სტრატეგიების განხორციე-
ლებაზე. 



THEORETICAL-METHODOLOGICAL AND PRACTICAL ISSUES OF BUSINESS MANAGEMENT IN THE GLOBAL SPACE

119GLOBALIZATION AND BUSINESS #17, 2024

ლიტერატურა

1. ბეგდარაშვილი თ. (2019). საქართველოს საექსპორტო შესაძლებლობები და პერსპექტივები სა-
ერთაშორისო ვაჭრობაში. თბილისი. [თსუ]. გვ. 1-82. https://openscience.ge/handle/1/859 [ბოლო 
ნახვის თარიღი: 05.10.2023].

2. გიორგაშვილი გ. (2020). ექსპორტის მხარდაჭერის თანამედროვე სახელმწიფო სისტემა. თბი-
ლისი. [კავკასიის საერთაშორისო უნივერსიტეტი]. გვ. 35-48. https://openscience.ge/handle/1/1996 
[ბოლო ნახვის თარიღი: 05.10.2023].

3. ნაბიევა, ა.რ. (2022). მეფუტკრეობის პროდუქტების ბაზრის განვითარება რუსეთის რეგიონებში. 
სამეცნიერო-თეორიული ჟურნალი, 1, 3–11. https://www.ruc.su/upload/medialibrary/8aa/p9thoixzv
3ozy39eigzhjkoo0jsed053.pdf [ბოლო ნახვის თარიღი: 05.10.2023].

4. ჟიჟიაშვილი ზ. (2019). საქართველოს სოფლის მეურნეობის პროდუქტის ექსპორტის პერსპექტი-
ვები ევროკავშირის ბაზარზე . თბილისი. [თსუ]. გვ. 22-63. https://openscience.ge/handle/1/864 
[ბოლო ნახვის თარიღი: 05.10.2023].

5. აჩელაშვილი ნ. (2019). ექსპორტის დივერსიფიკაციის გავლენა ქვეყნის ეკონომიკის ზრდა-
ზე (საქართველოს მაგალითზე). თბილისი. [თსუ]. გვ. 46-61. https://openscience.ge/handle/1/616 
[ბოლო ნახვის თარიღი: 05.10.2023].

6. სანტანა დე ფიგეირედო, ჰ., სანტანა დე ფიგეირედო, ჯ. ჰ. (უმცროსი) (2015). ღირებულების ჯა-
ჭვების სტრატეგიების შეფასება გაფართოებული სტრუქტურა-ქცევა-შესრულების (SCP) ჩარჩოს 
გამოყენებით: განაცხადი თაფლის ბიზნესში ბრაზილიაში. https://library.wur.nl/WebQuery/
wurpubs/492595 [ბოლო ნახვის თარიღი: 05.10.2023].

7. ჩეილანი, ა., სევინი, ს., ოზგენჩი, ო. (2019). კავკასიური თაფლის ფუტკრის (Apis mellifera caucasia) 
შუა და უკანა ნაწლავის ჰისტომორფოლოგიური და ჰისტოქიმიური აგებულება. ვეტერინარუ-
ლი და ცხოველთა მეცნიერებების თურქული ჟურნალი, 43(6), 747–753. https://doi.org/10.3906/vet-
1906-55 [ბოლო ნახვის თარიღი: 05.10.2023].

8. გენსერი, ჰ.ვ., ფირათლი, ჩ. (1999). ცენტრალური ანატოლიის (A. m. anatoliaca) და კავკასიური 
(A. m. caucasica) თაფლის ფუტკრების მორფოლოგიური მახასიათებლები. ვეტერინარული და 
ცხოველთა მეცნიერებების თურქული ჟურნალი, 23(7), 107–114. https://journals.tubitak.gov.tr/
veterinary/vol23/iss7/17 [ბოლო ნახვის თარიღი: 05.10.2023].

9. კარა, ა., კარა, მ., სეზგინი, ე. (2012). კავკასიური ფუტკრის მნიშვნელობა და მისი, როგორც გენის 
რესურსის მახასიათებლები. სოფლის მეურნეობის მეცნიერებისა და ტექნოლოგიების ჟურნა-
ლი, 2(10A), 1197–1202. https://www.researchgate.net/publication/290338723 [ბოლო ნახვის თარიღი: 
05.10.2023].

10. ბოკუჩავა ბ. (2019). საქართველოდან ევროკავშირის ქვეყნებში საქონლის ექსპორტის სტა-
ტისტიკური ანალიზი. თბილისი. [თსუ]. გვ. 14-27. https://openscience.ge/handle/1/782 [ბოლო ნახ-
ვის თარიღი: 05.10.2023].

11. ჰუსენი, ა.ვ. (2023). მეფუტკრეობის პრაქტიკა, გამოწვევები და თაფლის მარკეტინგი დასავლეთ 
გუჯის ზონაში, ორომიის რეგიონალური შტატი, ეთიოპია. ცოდნის განვითარების კვლევების 
ჟურნალი, 5(1), 26–48. http://ejol.aau.edu.et/index.php/JIKDS/article/view/8583 [ბოლო ნახვის თა-
რიღი: 05.10.2023]

12. ფილფანი ბ. (2020). საქართველოს საექსპორტო პოტენციალი და მარკეტინგის როლი ექსპო-
რტის განვითარებაში. თბილისი. [კავკასიის საერთაშორისო უნივერსიტეტი]. გვ. 44-52. https://
openscience.ge/handle/1/2044 [ბოლო ნახვის თარიღი: 05.10.2023].

13. ბერო, უ. (2017). დამტვერიანების პრობლემა ადამიანი-ფუტკრის ურთიერთობების ჭრილში: პე-
რსპექტივები და სტრატეგიები მეფუტკრეობაში.http://dx.doi.org/10.20381/ruor-20791[ბოლო ნახ-
ვის თარიღი: 05.10.2023].

14. Novelli, S., Vercelli, M., & Ferracini, C. (2021). მარტივი შერეული მეთოდით ანალიზი მეფუტკრე-
ობისთვის სოფლის განვითარების სტრატეგიის გადაწყვეტილების მიღების მხარდასაჭერად. 
გამომცემლობა „მიწა“, 10(7), 675. https://doi.org/10.3390/land10070675 [ბოლო ნახვის თარიღი: 
05.10.2023].



გლობალიზაცია და ბიზნესი #17, 2024 GLOBALIZATION AND BUSINESS #17, 2024

გლობალიზაცია და ბიზნესი #17, 2024120

https://doi.org/10.35945/gb.2024.17.011JEL Classifi cation: O13, O32, O33, O38  

ECONOMIC EFFECTS OF INTRODUCTION ECONOMIC EFFECTS OF INTRODUCTION 
OF MODERN TECHNOLOGIES IN BEEKEEPINGOF MODERN TECHNOLOGIES IN BEEKEEPING

VAKHTANGI TAKTAKIDZE   vakhtangtaktakidze@gmail.comvakhtangtaktakidze@gmail.com

Doctoral student of Economics, LEPL Samtskhe-Javakheti University, GeorgiaDoctoral student of Economics, LEPL Samtskhe-Javakheti University, Georgia

Abstract. The article discusses the economic impact of integrating modern technologies in 
beekeeping, such as Artifi cial Intelligence (AI), Machine Learning (ML) and the Internet of Things (IoT). 
The balance between initial investment and Return on Investment (ROI), operational scalability, market 
competitiveness, and government policy infl uences is studied. The importance of Comprehensive 
Economic Analysis in optimizing benefi ts and overcoming the challenges beekeeping faces is 
emphasized.

Introducing new technologies in the fi eld leads to the scaling eff ect, which allows beekeepers 
to manage more processes and operations faster and with fewer costs and to enter wider markets, 
leading to increased revenue and high profi tability. In addition, challenges related to the scale of 
activity and market conditions are noted, mainly faced by small apiaries in conditions of insuffi  cient 
fi nancial support (subsidies) from the state. In addition, the need to develop special training programs 
for the eff ective use of technologies is emphasized, which will make it easier for beekeepers to gain 
a competitive advantage, in particular, improving the quality of products, developing an appropriate 
marketing strategy and making eff ective decisions based on databases.

The fi nal part of the article presents the macroeconomic benefi ts that integrating modern technologies 
in beekeeping can bring - creating new jobs, increasing the incomes of the rural population, expanding 
the market, and increasing exports. The need for a comprehensive economic analysis of the fi eld to 
achieve sustainable and useful technological progress in beekeeping is noted.

KEYWORDS:KEYWORDS: BEEKEEPING, INNOVATIVE TECHNOLOGIES, INVESTMENTS, AGRICULTURE, ECONOMIC  BEEKEEPING, INNOVATIVE TECHNOLOGIES, INVESTMENTS, AGRICULTURE, ECONOMIC 
EFFICIENCYEFFICIENCY

INTRODUCTION

Introducing modern technologies in bee-
keeping is an important phase for this ancient, 
multi-century agricultural practice, which can sig-
nifi cantly increase the sector’s effi  ciency. The use 
of the latest technologies, such as Artifi cial Intel-
ligence (AI), Machine Learning (ML) and the Inter-
net of Things (IoT), is linked with the increased 
initial investments, retraining and training of the 
beekeepers and the additional operational costs 
on the one hand and with the management of the 

high effi  ciency of the bee farm on the other hand. 
In particular, this is due to increased productivity, 
a rise in quality, and savings in labour costs. 

In order to introduce modern technologies in 
beekeeping effi  ciently, especially for small-scale 
beekeepers, it is important to have respective 
state interventions, in particular, the development 
of adequate regulating and legislative normative 
framework and fi nancial stimulation of the sector 
to support innovations. 

Innovative technologies in beekeeping lead to 
not only perfection of the production process but 
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also increased market competitiveness. Market 
analytics in real-time use of the respective rela-
tive data creates the opportunity for the move-
ment of the entire sector to a new level.  

MAIN TEXT

The economic eff ect of beekeeping is directly 
linked with technological advancement. Innova-
tions and digital transformation increase produc-
tivity, operational effi  ciency and market compet-
itiveness, though they are still accompanied by 
certain economic challenges and barriers, which 
are important to be considered for the effi  cient 
integration and optimization of the technologies໲  
(Huet..., 2022 [1]; Singh..., 2023 [2]).

Investments in modern technologies have fun-
damental economic importance. Integration of 
technologies, like Artifi cial Intelligence (AI), Ma-
chine Learning (ML) and Internet of Things (IoT) 
into beekeeping requires signifi cant fi nancial re-

sources. Initial capital and ongoing operational 
expenses, linked to introducing and applying the 
technologies, are necessary economic aspects 
to be considered (Bunde…, 2016 [3]; Rumman..., 
2021[4]; Nikulina…, 2022 [5]).

The return on investment (“getting back”) (ROI) 
highlights the economic viability of the techno-
logical integration. Improved management of bee 
colonies, increased productivity, and quality im-
provement result in positive ROI, meaning that 
economic profi t is higher than linked costs (Zhilin, 
2009) [6]. Automatization of the intensive process-
es of labour causes savings in labour costs and 
raises operational effi  ciency (Usenko …, 2020) [7].

Large-scale beekeeping operations support 
technological integration and show other eco-
nomic aspects. The technology enables beekeep-
ers to enhance their operations, better manage 
more bee hives, and intervene in more signifi cant 
market segments, resulting in increased income 
and profi tability. (Senchuk..., 2022 [8]; Vural…, 2009 
[9]) (See Shart 1). 

CHART 1CHART 1. ECONOMIC ASPECTS AND RESULTS OF IMPLEMENTATION OF MODERN . ECONOMIC ASPECTS AND RESULTS OF IMPLEMENTATION OF MODERN 
TECHNOLOGIES IN BEEKEEPINGTECHNOLOGIES IN BEEKEEPING

Source:Source: Chart developed by author



VAKHTANGI TAKTAKIDZE   VAKHTANGTAKTAKIDZE@GMAIL.COM

122 გლობალიზაცია და ბიზნესი #17, 2024

Economic outcomes are not linear and depend 
on variabilities such as the scale of the operation, 
integrated specifi c technologies and market dy-
namics (Vapa-Tankosic..., 2020) [10]. Small-scale 
beekeepers can also face problems linked to the 
accessibility of modern technologies. They need 
fi nancial support and subsidies to overcome eco-
nomic diffi  culties (Giorgashvili, 2020) [11].

Training and development of beekeepers re-
lated to introducing the technologies also have 
economic outcomes (Adgaba..., 2014) [12]. Special 
training requires expenses related to curriculum 
development and implementation to optimize 
the application of modern technologies. (Chepik, 
2007) [13]. 

The technologies strengthen competition in 
the market. It enables beekeepers to produce 
quality products that meet international stan-
dards, improve branding, and implement effi  cient 
marketing strategies, leading to market expansion 
and increased income (Vaziritabar..., 2016) [14]. 
Based on data analysis and artifi cial intelligence, 
the possibility of identifying market tendencies 
in real time allows beekeepers to optimize their 
pricing strategy and improve profi tability (Subae-
va, 2012) [15].

State policy and regulating frames also aff ect 
beekeeping’s technology and economic outcomes. 
Supporting policy for integration technologies en-

sures fi nancial stimulation and supports a favour-
able environment for innovations; it improves the 
economic effi  ciency of using modern technologies 
(Albore et al., 2019 [16]; Nabieva, 2022 [17]). 

In the larger economic context, integrating 
technologies in beekeeping supports the country’s 
economic development. Job creation, increased 
prices on bee products, and the emergence of new 
market segments are the macroeconomic benefi ts 
caused by the technological development of bee-
keeping. (Delena…, 2021) [18].

CONCLUSION

Thus, the potential economic outcomes of in-
troducing modern technologies in beekeeping are 
multifaced and dynamic. They depend on factors 
like the scale of the bee farm, market dynamics, 
political environment and purpose of an applied 
technology. As the beekeeping sector continues 
the technological transformation, comprehen-
sive economic analysis, which includes cost-ben-
efi t evaluation, Return on Investment (ROI) and 
large-scale macro-economic results, is crucial 
for making informed decisions. Accordingly, such 
solutions optimize economic profi t and mitigate 
accompanying problems. 
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მეფუტკრეობაში თანამედროვე მეფუტკრეობაში თანამედროვე 
ტექნოლოგიების დანერგვის ეკონომიკური ტექნოლოგიების დანერგვის ეკონომიკური 
ეფექტებიეფექტები

ვახტანგი თაქთაქიძე
ეკონომიკის დოქტორანტი,ეკონომიკის დოქტორანტი,
სსიპ სამცხე-ჯავახეთის უნივერსიტეტი, საქართველოსსიპ სამცხე-ჯავახეთის უნივერსიტეტი, საქართველო

აბსტრაქტი. სტატიაში  განხილულია  მეფუტკრეობაში ისეთი თანამედროვე ტექნოლოგიების 
ინტეგრირების ეკონომიკურ გავლენა, როგორიცაა ხელოვნური ინტელექტი (AI), Machine 
Learning (ML) და Internet of Things (IoT). შესწავლილია ბალანსი საწყის ინვესტიციებსა და ინვე-
სტიციების „ამოღებას“ (ROI)-ს, ოპერაციულ მასშტაბურობას, ბაზრის კონკურენტუნარიანობას 
და მთავრობის პოლიტიკის გავლენებს შორის. ხაზგასმულია ყოვლისმომცველი ეკონომიკური 
ანალიზის მნიშვნელობა სარგებლის ოპტიმიზაციისათვის და მეფუტკრეობის წინაშე არსებუ-
ლი გამოწვევების დაძლევისათვის.

დარგში ახალი ტექნოლოგიების დანერგვა განაპირობებს მასშტაბირების ეფექტს, რაც 
საშუალებას აძლევს მეფუტკრეებს მართონ უფრო მეტი პროცესები და ოპერაციები უფრო 
სწრაფად და ნაკლები დანახარჯებით, გავიდნენ უფრო ფართო ბაზრებზე, რაც თავის მხრივ 
განაპირობებს შემოსავლების ზრდასა და მაღალ რენტაბელობას໬ ამასთანვე, აღნიშნულია 
საქმიანობის მასშტაბებთან და საბაზრო პირობებთან დაკავშირებული გამოწვევები, 
რომელთაც ძირითადად აწყდებიან მცირე საფუტკრეები სახელმწიფოს მხრიდან  არასაკმარისი 
ფინანსური მხარდაჭერის (სუბსიდირების) პირობებში໬ ასევე, ხაზგასმულია ტექნოლოგიების 
ეფექტიანი გამოყენების მიზნით სპეციალური სასწავლო პროგრამების  შემუშავების 
საჭიროება, რაც გაუადვილებს მეფუტკრეებს კონკურენტული უპირატესობის მოპოვებას, 
კერძოდ: პროდუქციის ხარისხის გაუმჯობესებას, სათანადო მარკეტინგული სტრატეგიის 
შემუშავებას და მონაცემთა ბაზებზე დაყრდნობით ეფექტიანი გადაწყვეტილებების მიღებას໬

სტატიის დასკვნით ნაწილში წარმოჩენილია ის მაკროეკონომიკური სარგებელი, რომლის 
მოტანაც შეუძლია მეფუტკრეობაში თანამედროვე ტექნოლოგიების ინტეგრაციას - ახალი 
სამუშაო ადგილების შექმნა, სოფლად მცხოვრები მოსახლეობის შემოსავლების ზრდა, ბაზრის 
გაფართოვება, ექსპორტის ზრდა໬ აღნიშნულია დარგის ყოვლისმომცველი ეკონომიკური 
ანალიზის საჭიროება მეფუტკრეობაში მდგრადი და სასარგებლო ტექნოლოგიური პროგრესის 
მისაღწევად໬

საკვანძო სიტყვები:საკვანძო სიტყვები: მეფუტკრეობა, ინოვაციური ტექნოლოგიები, ინვესტიციები,  მეფუტკრეობა, ინოვაციური ტექნოლოგიები, ინვესტიციები, 
სოფლის მეურნეობა, ეკონომიკური ეფექტიანობასოფლის მეურნეობა, ეკონომიკური ეფექტიანობა
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შესავალი

მეფუტკრეობაში თანამედროვე ტექნო-
ლოგიების გამოჩენა წარმოადგენს მნიშვნე-
ლოვან ეტაპს ძველ, მრავალსაუკუნოვან სა-
სოფლო-სამეურნეო პრაქტიკაში, რომელსაც 
შეუძლია მნიშვნელოვნად აამაღლოს დარგის 
ეკონომიკური ეფექტიანობა. უახლესი ტექ-
ნოლოგიების, როგორიცაა ხელოვნური ინტე-
ლექტი (AI), Machine Learning (ML) და Internet 
of Things (IoT), გამოყენების ეკონომიკური 
ასპექტები ერთი მხრივ დაკავშირებულია გა-
ზრდილ საწყის ინვესტიციებთან,  მეფუტკრე-
ების გადამზადებისა და სწავლების და ასევე 
დამატებით საოპერაციო ხარჯებთან. ხოლო 
მეორე მხრივ - საფუტკრის მართვის მაღალ 
ეფექტიანობასთან, საკუთრივ: გაზრდილ პრო-
დუქტიულობასთან, ხარისხის ამაღლებასთან 
და შრომითი ხარჯების დაზოგვასთან.   

თანამედროვე ტექნოლოგიების მეფუტკ-
რეობაში ეფექტიანად დანერგვისათვის, მით 
უფრო მცირე მეფუტკრეებისათვის,  მნიშვნე-
ლოვანია  შესაბამისი სახელმწიფო ინტე-
რვენციები, კერძოდ, ადეკვატური მარეგული-
რებელი და საკანონმდებლო, ნორმატიული 
ჩარჩოს ჩამოყალიბება და ინოვაციების ხელ-
შეწყობის მიზნით, დარგის ფინანსური წა-
ხალისება.

ინოვაციური ტექნოლოგიები მეფუტკრეო-
ბაში განაპირობებს არა მხოლოდ საწარმოო 
პროცესის სრულყოფას, არამედ ბაზარზე კო-
ნკურენტუნარიანობის ზრდას. რეალურ დრო-
ში ბაზრის ანალიტიკის, შესაბამისი რელაცი-
ური მონაცემთა ბაზების გამოყენება ქმნის 
მთლიანად დარგის მართვის ახალ სიმაღლე-
ზე აყვანის პერსპექტივას. 

ძირითადი ტექსტი

 მეფუტკრეობის  ეკონომიკური ეფექტი 
პირდაპირ კავშირშია დარგში არსებულ ტექ-
ნოლოგიურ წინსვლასთან. ინოვაციები და 
ციფრული ტრანსფორმაციები ზრდის პრო-
დუქტიულობას, ოპერაციულ ეფექტიანობასა 
და ბაზრის კონკურენტუნარიანობას, მაგრამ 
ასევე თან ახლავს გარკვეული ეკონომიკური 
გამოწვევები და ბარიერები, რომელთა გათ-
ვალისწინებაც მნიშვნელოვანია, ტექნოლო-

გიების ეფექტიანად ინტეგრაციისა და ოპტი-
მიზაციისთვის (ჰუეტ..., 2022 [1]; სინგჰ..., 2023 
[2]). 

ინვესტიციებს თანამედროვე ტექნოლო-
გიებში აქვს ფუნდამენტური ეკონომიკუ-
რი მნიშვნელობა. ხელოვნური ინტელექტი, 
Machine Learning (ML) და Internet of Things (IoT) 
- ტექნოლოგიები მეფუტკრეობაში ინტეგრა-
ციისათვის საჭიროებენ მნიშვნელოვან ფი-
ნანსურ რესურსებს. საწყისი კაპიტალური და 
მიმდინარე საოპერაციო ხარჯები, რომლებიც 
დაკავშირებულია ტექნოლოგიების დანერგ-
ვასა და გამოყენებასთან, გასათვალისწინებ-
ლად აუცილებელი ეკონომიკური  ასპექტებია 
(ბუნდე…, 2016 [3]; რუმანი..., 2021 [4]; ნიკული-
ნა…, 2022[5]). 

თუმცა, ინვესტიციის დაბრუნება („ამო-
ღება“) (ROI) ხაზს უსვამს ამ ტექნოლოგიური 
ინტეგრაციის ეკონომიკურ სიცოცხლისუნა-
რიანობას. ფუტკრის ოჯახების გაუმჯობესე-
ბული მართვა, პროდუქტიულობის გაზრდა 
და ხარისხის გაუმჯობესება იწვევს დადებით 
ROI-ს, რაც გულისხმობს რომ ეკონომიკური 
სარგებელი აღემატება დაკავშირებულ ხარ-
ჯებს (ჟილინი, 2009) [6]. შრომის ინტენსიური 
პროცესების ავტომატიზაცია იწვევს შრომის 
ხარჯების დაზოგვას და ოპერაციული ეფექტი-
ანობის გაზრდას (უსენკო…, 2020) [7].

მეფუტკრეობის ოპერაციების მასშტაბი-
რება, ხელს უწყობს ტექნოლოგიურ ინტე-
გრაციას. ტექნოლოგია საშუალებას აძლევს 
მეფუტკრეებს გააფართოვონ თავიანთი ოპე-
რაციები, უკეთ მართონ მეტი რაოდენობის 
სკა და შეაღწიონ ბაზრის უფრო ფართო სეგ-
მენტებში, რის შედეგადაც იზრდება შემოსა-
ვალი და მომგებიანობა (სენჩუკი..., 2022 [8]; 
ვურალი…, 2009 [9]) (იხ. სქემა 1).

ეკონომიკური შედეგები არ არის წრფივი 
და დამოკიდებულია ცვლადებზე, როგორიცაა 
ოპერაციის მასშტაბი, ინტეგრირებული სპეცი-
ფიკური ტექნოლოგიები და არსებული ბაზრის 
დინამიკა (ვაპა-ტანკოსიჩი..., 2020) [10]. მცი-
რე ზომის მეფუტკრეებს შეიძლება შეექმნათ 
პრობლემები, რომლებიც დაკავშირებულია 
თანამედროვე ტექნოლოგიების ხელმისაწ-
ვდომობასთან. მათ ესაჭიროებათ ფინანსუ-
რი მხარდაჭერის მექანიზმები და სუბსიდიე-
ბი ეკონომიკური სირთულეების დასაძლევად 
(გიორგაშვილი, 2020) [11].
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მეფუტკრეთა სწავლებას და განვითა-
რებას, რომელიც დაკავშირებულია ტექ-
ნოლოგიების დანერგვასთან, ასევე აქვს 
ეკონომიკური შედეგები (ადგაბა..., 2014)[12]. 
თანამედროვე ტექნოლოგიების გამოყენების 
ოპტიმიზაციისთვის სპეციალიზებული სწა-
ვლების საჭიროება  მოითხოვს გარკვეული 
ხარჯებს, რომლებიც დაკავშირებულია სასწა-
ვლო პროგრამების შემუშავებასა და განხო-
რციელებასთან (ჩეპიკი, 2007) [13].

ტექნოლოგიები აძლიერებს ბაზარზე კო-
ნკურენციას. იგი საშუალებას აძლევს მეფუტკ-
რეებს აწარმოონ  საერთაშორისო სტანდარ-
ტებთან შესაბამისი ხარისხის პროდუქტები, 
გააუმჯობესონ ბრენდინგი და განახორციე-
ლონ ეფექტიანი მარკეტინგული სტრატეგიები, 
რაც იწვევს ბაზრის გაფართოებას და ეკონო-
მიკური შემოსავლების ზრდას (ვაზირიტაბა-
რი..., 2016) [14]. მონაცემთა ანალიზისა და ხე-
ლოვნური ინტელექტის გამოყენებით, ბაზრის 
ტენდენციების რეალურ დროში დადგენისა და 
შესაბამისი რეაგირების შესაძლებლობა მე-

ფუტკრეებს საშუალებას აძლევს ოპტიმიზაცია 
გაუკეთონ ფასების სტრატეგიებს და გააუმჯო-
ბესონ მომგებიანობა (სუბაევა, 2012) [15].

სახელმწიფო პოლიტიკა და მარეგული-
რებელი ჩარჩო ასევე გავლენას ახდენს 
ტექნოლოგიის ეკონომიკურ შედეგებზე მე-
ფუტკრეობაში. პოლიტიკა, რომელიც მხარს 
უჭერს ტექნოლოგიების ინტეგრაციას, უზრუნ-
ველყოფს ფინანსურ წახალისებას და ხელს 
უწყობს ინოვაციებისთვის ხელსაყრელ გარე-
მოს, აუმჯობესებს თანამედროვე ტექნოლო-
გიების გამოყენების ეკონომიკურ ეფექტია-
ნობას (ალბორე..., 2019 [16]; ნაბიევა, 2022 [17]).

უფრო ფართო ეკონომიკურ კონტექსტში, 
მეფუტკრეობაში ტექნოლოგიების ინტეგრა-
ცია ხელს უწყობს ქვეყნის ეკონომიკურ განვი-
თარებას. სამუშაო ადგილების შექმნა, ფუტკ-
რის პროდუქტების გაზრდილი ღირებულება 
და ბაზრის ახალი სეგმენტების გაჩენა არის 
მაკროეკონომიკური სარგებელი, რომელიც 
გამოწვეულია მეფუტკრეობის ტექნოლოგიუ-
რი განვითარებით (დელენა…, 2021) [18].

სქემა 1. მეფუტკრეობაში თანამედროვე ტექნოლოგიების დანერგვის ეკონომიკური სქემა 1. მეფუტკრეობაში თანამედროვე ტექნოლოგიების დანერგვის ეკონომიკური 
ასპექტები და შედეგებიასპექტები და შედეგები

წყარო:წყარო: სქემა შემუშავებულია ავტორის მიერ
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დასკვნა

ამდენად, მეფუტკრეობაში თანამედრო-
ვე ტექნოლოგიების დანერგვის პოტენციური 
ეკონომიკური შედეგები მრავალმხრივი და 
დინამიურია. ისინი დამოკიდებულია ისეთ 
ფაქტორებზე, როგორიცაა საფუტკრის მას-
შტაბი, ბაზრის დინამიკა, პოლიტიკური გა-
რემო და გამოყენებული  ტექნოლოგიების 
დანიშნულება. რამდენადაც მეფუტკრეობის 
დარგი აგრძელებს ტექნოლოგიური ტრანს-

ფორმაციის გზას, ყოვლისმომცველ ეკონომი-
კურ ანალიზს, რომელიც მოიცავს ხარჯებისა 
და სარგებელის შეფასებას, ინვესტიციების 
„ამოღებას“ (ROI) და ფართო მაკროეკონომი-
კურ შედეგებს, აქვს გადამწყვეტი მნიშვნე-
ლობა  ინფორმირებული გადაწყვეტილებების 
მისაღებად. ამგვარად მიღებული გადაწყვე-
ტილება იწვევს ეკონომიკური სარგებლის  
ოპტიმიზაციასა და თანმდევი პრობლემების 
ეფექტის შერბილებას.
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Abstract. Hospitals are being expanded all over the world. Hospitals are becoming larger (i.e., 
increasing patient admissions each year) and more complex (i.e., off ering a wider range of services 
to patients with more diverse medical care needs). In the hospital sector and other branches of the 
economy, economies of scale are important, according to which the volume of medical services can 
be increased by reducing average costs and increasing quality. However, measuring this relationship 
between the volume of medical services and costs is diffi  cult because hospitals diff er substantially in 
terms of specialization, patient composition, and other parameters that aff ect the volume of costs. The 
paper discusses the features of economies of scale in the healthcare sector and the dependence of the 
volume of medical services on costs and quality.

Studies confi rm that the infl uence of various factors on the costs and quality of medical services 
depends on the environment and the system of incentives in which hospitals operate. Relationships 
between patients and healthcare providers based solely on price negotiations do not ensure adequate 
healthcare quality. Due to informational asymmetry with respect to the real cost of hospital services 
and quality of treatment, medical service buyers cannot infl uence cost reductions and increase the 
quality of treatment, which increases hospital power. Thus, when evaluating the impact of hospital 
competition on costs and quality of care, we must remember that market mechanisms in health care 
do not always increase public welfare.

KEYWORDS:KEYWORDS: ECONOMIES OF SCALE, QUALITY OF MEDICAL SERVICES, COST OF MEDICAL  ECONOMIES OF SCALE, QUALITY OF MEDICAL SERVICES, COST OF MEDICAL 
SERVICES, HOSPITAL, HEALTHCARE MARKETSERVICES, HOSPITAL, HEALTHCARE MARKET

INTRODUCTION

Regardless of economic development, modern 
hospitals are aff ected by demographic changes, 
the complications of the structure of diseases, 
and the development of new medical technolo-
gies. The hospital’s operation results depend on 
various links of the healthcare system: providers 
of medical services, customers, competitors, and 
other entities of the healthcare system.

The theory of economies of scale is used to 

explain effi  ciency in production systems. Econ-
omies of scale argue that unit cost decreases as 
the volume of output increases. Several mech-
anisms, including the eff ect of volume on fi xed 
costs, resource specialization, and market posi-
tions vis-à-vis suppliers, can explain this rela-
tionship between cost and volume. On the other 
hand, economies of scale are usually related to 
the phenomenon in which a service’s unit cost 
decreases when the production volume increases 
(Bernet & Singh, 2015) [1]. Economies of scale refer 
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to when producing various services in one large 
unit is profi table rather than in several specialized 
production units.

In the hospital sector and other branches of 
the economy, economies of scale are important, 
according to which the volume of medical services 
can be increased by reducing average costs and 
increasing quality. The results of many studies 
conducted in the health sector support the exis-
tence of the phenomenon of economies of scale 
(Giancotti et al., 2017) [2]. Still, applying the con-
cepts of economies of scale in the health sector is 
becoming more diffi  cult. The fact is that measur-
ing the relationship between the volume of med-
ical services and costs is diffi  cult because hos-
pitals diff er substantially in terms of the level of 
specialization, composition of patients and other 
parameters that aff ect the volume of costs. The 
article discusses the peculiarities of economies of 
scale in the healthcare sector and the complexity 
of the dependence of the volume of medical ser-
vices on the incurred costs and quality.

HOSPITAL EFFICIENCY

Quantitative and qualitative parameters de-
termine the evaluation of the eff ectiveness of 
hospital results. Three aspects of quality are dis-
tinguished: 1. Quality of resources – investment 
and human resources, including the level of com-
petencies of medical personnel. 2. Quality of the 
process of providing services – medical technol-
ogies, compliance with medical standards, inten-
sity of treatment, level of service to patients. 3. 
The level of clinical result – the outcome of the 
patient’s treatment.

Two main aspects of effi  ciency are consid-
ered when studying the functioning of hospitals 
in the medical market. Technical (local) effi  ciency 
– the ratio between resources and the produced 
product, for example, the ratio of personnel to 
the volume of services rendered (the number and 
structure of treatment cases in the hospital). The 
volume of the hospital infl uences technical effi  -
ciency, the medical technologies used, and the 
motivation of the organization and each worker. 
Allocative effi  ciency – the ratio between diff erent 
directions of resource allocation, which deter-

mines the rationality of the cost structure, taking 
into account alternative costs. Diff erent trends in 
technical and allocative effi  ciency are possible. 
For example, an increase in the technical effi  cien-
cy of hospital activity that does not require hos-
pitalization may be accompanied by a decrease in 
allocative effi  ciency – a signifi cant concentration 
of resources in hospital services.

The organization of medical services diff ers 
signifi cantly from country to country. However, it 
is possible to distinguish the main trends in the 
formation of hospitals:

● Transformation of a large part of hospitals 
into large complexes where complex and 
expensive medical technologies are used;

● Transfer of some types of inpatient ser-
vices to the ambulatory level;

● Increasing the intensity of treatment and, 
as a result, reducing the delay of patients 
in the hospital;

● Reducing the demand for beds and in-
creasing the concentration of resources on 
the treatment of complex diseases in hos-
pitals;

● Rapid increase in resource saturation per 
hospitalization case.

Despite the general tendency to reduce the 
number of beds, the share of hospital sector costs 
in the total health care costs in developed coun-
tries has been quite stable for the last 20 years 
and amounts to 20-35%. For comparison, in Geor-
gia, it exceeds 60%, resulting from high levels of 
hospitalization and long-term treatment.

Another general trend is the reduction in the 
duration of hospital treatment. Hospitalization 
rates per 10,000 population vary by country. In 
some countries, it is decreasing (in 1990-2005 in 
Canada it decreased by 32%, in Sweden – by 10%), 
while in other countries it is increasing (in the 
same period in Great Britain it increased by 41%, 
in Spain – by 14%, in Norway – by 20%). (OECD, 
2007) [3]. The number of medical personnel per 
bed increased in European countries in 1990-2005 
(the minimum was in Germany – 6%, the maximum 
in Great Britain – 2.6% (OECD, 2007) [4].

These trends are due to the special nature 
of technical progress in the hospital sector: new 
medical technologies rarely lead to an economy of 
labour resources. Often, they require the recruit-
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ment of a new category of medical workers, which 
increases the saturation of resources for each 
case of hospitalization. One day of hospitalization 
in Great Britain is about $ 500; in some hospitals 
in the USA, it exceeds $2000.

ECONOMIC STATUS OF THE HOSPITAL

According to economic status, hospitals are di-
vided into three groups: public, private non-prof-
it and private commercial. In the countries with 
a budgetary health care system (Great Britain, 
Scandinavian countries, Ireland, Italy, Spain, and 
Portugal), the share of public hospitals is 70-95%. 
In countries with a compulsory medical insurance 
system, this share is relatively small, although it 
still has a larger share; for example, in France, 65% 
of beds are located in state hospitals; in Germany 
– 55%; in Belgium – 60%. In countries where pri-
vate health insurance is more developed, for ex-
ample, in the USA, the share of private hospitals 
(commercial and non-commercial) is relatively 
large – up to 70-80% (Cutler, 2002) [5].

In the late 1990s, the World Bank proposed an-
other typology, according to which medical orga-
nizations are divided into budgetary, autonomous 
and corporate types (Preker & Harding, 2003) [6].
In an autonomous organization, managers have 
full decision-making authority. The global budget 
provides fi nancing. Medical organizations have the 
full right to dispose of property. An autonomous 
organization is mainly formed by transforming a 
traditional budgetary organization into another 
organizational-legal form – trusts (Great Britain, 
Italy), non-profi t organizations (Spain), and public 
state organizations (Lithuania).

Corporate organizations appear as indepen-
dent entities – corporation operating according to 
the general rules of entrepreneurship. The state 
owns the corporation’s property and manages its 
activities as its representative in the governing 
body. The organization assumes full economic re-
sponsibility for its obligations. In essence, it is a 
model of a state enterprise. Compared to an au-
tonomous organization, there are more rights to 
use the income and more responsibility for obli-
gations. The state acts as the corporation’s own-
er and tries to maintain strategic control over the 

activities of the medical organization while leav-
ing the medical organization free to make current 
business decisions. The most famous examples of 
corporations are the state corporations of Swe-
den, Denmark, New Zealand, and Israel in the hos-
pital sector.

Many countries in the 1990s tried to give pub-
lic hospitals more autonomy by converting them 
into other public organizations. The most famous 
form is the transformation of state organizations 
into trusts. For example, in Great Britain in the 
early 1990s, all public hospitals were convert-
ed into NHS trusts. Trusts have established con-
tractual relationships with purchasers of medical 
services, in particular with public authorities and 
large general medical practices.

Another form of autonomization is the trans-
formation of budgetary medical organizations 
into public healthcare organizations, such a trans-
formation was carried out in Lithuania. Lithuania 
fi rst adopted the Law on Public Organizations 
(1996), which established the main features of 
such organizations: income is generated based on 
contracts with customers. Profi t is not the goal of 
the activity; it does not bring to the founder but is 
directed to the development of medical activity. 
In 1997, the Law on Public Reorganization of Bud-
getary Organizations was adopted.

In many countries, there is a diversity of own-
ership and organizational-economic forms of hos-
pitals. Given the medical market’s peculiarities, 
many countries face a diffi  cult choice of the op-
timal ratio of private and public hospitals. On the 
one hand, private commercial hospitals can re-
spond promptly to market changes because their 
goal is to make a profi t. When the necessary in-
centives are created to infl uence private commer-
cial hospital decisions regarding the volume and 
quality of services, then the service delivery func-
tion can be transferred to the private commercial 
sector. On the other hand, the existence of infor-
mation asymmetry allows commercial hospitals 
to increase the volume or price of the service, as 
well as to reduce the quality. Low-income coun-
tries prefer private, non-profi t hospitals, even if 
they are technically less effi  cient.

It is important to consider that the develop-
ment of one or another form of hospital organi-
zation is conditioned by the historically formed 
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representations of the role of a commercial hos-
pital in diff erent countries. For example, in the 
US, market relations in health care were dominat-
ed by commercial hospitals from the beginning. 
Historically, the main role in Europe belonged to 
state organizations. Since the 1980s and 1990s, 
many European countries have turned to autono-
mous organizational forms.

HOSPITAL EXPENCES

In the short term, hospital costs – the number 
of beds (hospital capacity), supplies, and equip-
ment – are mostly fi xed. A decrease in the number 
of patients leads to a decrease in average costs. 
In the long run, all costs are variable. Hospital ad-
ministration may hire more doctors and invest in 
additional beds or expensive equipment. By pre-
dicting patient fl ow, a hospital can minimize av-
erage costs. When a daily intake of 150 patients 
is expected, a medium-sized hospital and a large 
hospital for 300 patients are required. Thus, at 
each expected level of demand, the administra-
tion can determine the capacity (capacity) of the 
hospital, as well as the number of medical per-
sonnel, minimizing average costs.

A U-shaped curve theoretically represents the 
dependence of hospital volume on costs. As the 
volume of the hospital increases, average costs 
decrease to a certain minimum, after which they 
increase again. With the increase in the volume 
of medical services, it is possible to increase the 
number of doctors who specialize in warfare and 
increase access to high-tech equipment. Hospitals 
can also purchase large volumes of equipment at 
a reduced cost. However, as the size of the hos-
pital increases, so do the costs of organizational 
coordination and management control.

Thus, it may be economically prudent to ex-
pand the size and scope of the hospital to bet-
ter utilize existing expertise, infrastructure, and 
equipment. However, at some point, the hospi-
tal moves away from the optimal effi  ciency level 
and begins to exhibit diseconomies of scale. Also, 
small hospitals can be ineffi  cient because fi xed 
infrastructure and administrative costs are spread 
over a very small number of cases, increasing the 
average hospital visit cost. In this regard, studies 

show that negative eff ects of scale diseconomies 
are expected below 200 beds and above 600 beds 
(Roh et al. 2010) [7].

The existence of economies of scale is one of 
the factors determining the intensity of compe-
tition. When economies exist, the limits of com-
petition are limited. Therefore, it is important to 
identify the limits of this economy for the health 
sector. At this point, we need to understand 
whether the market structure of medical service 
providers is a natural monopoly, where only large 
hospitals can achieve an effi  cient volume of ser-
vices, or whether the market structure is more di-
verse, where many smaller hospitals can exist.

However, it is important to understand that 
this ratio of volume and costs is ambiguous, as is 
the conclusion about the existence of economies 
of scale. Studies confi rm that there is an economy 
of scale in health care, but it is signifi cantly lower 
(11-14%) than in other sectors of the economy (60-
95%) (Eastaugh, 2004) [8].

Hospitals are not uniform in terms of the com-
position of treated patients, the complexity of the 
services provided, and the amount of scientifi c 
research spent on the training of doctors (some 
hospitals perform the functions of both teaching 
and research centres simultaneously).

Let’s compare two hospitals: hospital B has 
more beds than hospital A, but patients in hos-
pital B have a more complex disease structure. It 
can be assumed that the average costs in this hos-
pital will be higher, making it less effi  cient. But in 
this case, such a conclusion does not correspond 
to the truth. Many parameters are used to evalu-
ate the impact of hospital volume on costs: hos-
pital volume, the structure of diseases, quality of 
treatment process, severity of disease, diff erences 
between doctors’ salaries, and costs of doctors’ 
training. Empirical studies in this direction are 
associated with certain limitations from the data, 
adequate indicators, and the technical side. It can 
be said that many studies in the USA confi rm the 
existence of economies of scale, although not 
very signifi cant, for hospitals with a capacity of 
200-300 beds. An insignifi cant average percentage 
of savings justifi es the presence of competition in 
the supplier market.

At fi rst glance, hospital A, which provides a few 
medical services, has lower average costs than 
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hospital B and is, therefore, more effi  cient. But if 
we take into account the many factors that aff ect 
the long-run costs of a hospital, that is, if we com-
pare short-run and long-run costs, we can see that 
hospital B is more effi  cient because it provides ser-
vices with the lowest long-run average costs.

Thus, lower average costs are not an indica-
tor of higher hospital effi  ciency. Other factors also 
aff ect the effi  ciency of the hospital. Therefore, it 
is necessary to empirically assess the existence 
of economies of scale in each hospital operat-
ing in the local market, taking into account the 
peculiarities of the case structure. This refers to 
economies of scale not only for costs but also for 
the quality of services. It is important to consider 
that the quality of medical services is often deter-
mined by increasing the level of specialization of 
hospitals. The greater the volume of types of med-
ical services, the greater the results of treatment. 
It is also necessary to consider the possibility of 
economies of scale in relatively small medical or-
ganizations and individual sub-departments. For 
example, a large hospital with a large set of spe-
cialities may not provide economies of scale, while 
an individual sub-department may be able to pro-
vide such economies through the power of repli-
cation of well-utilized medical technologies. It is 
also necessary to consider the diff erent eff ects of 
scale (increase in the volume of services) on the 
quality of treatment for diff erent specializations 
and types of services. For example, an increase in 
the volume of services signifi cantly increases the 
quality of open heart operations but practically 
does not change the quality of cholecystectomy.

Behavior of commercial and non-commercial 
hospitals in the medical market

The status of the hospital is determined by 
the objective function, which in turn is related to 
the status of the hospital. A commercial hospital 
maximizes profi ts, while a non-profi t hospital may 
include other factors in its function, such as serv-
ing socially vulnerable citizens, providing services 
that have public benefi ts, and conducting research 
in commercially unprofi table areas.

The number of beds determines the capacity 
of the hospital. The number of hospitalizations is 

determined in proportion to the number of beds. 
The optimal number of beds for a commercial 
hospital-monopolist is lower than for a commer-
cial hospital in a monopolistically competitive 
market, which in turn is lower than the optimal 
capacity of a non-profi t hospital. The price set by 
a non-profi t hospital is lower than that of a com-
mercial hospital.

Theoretical models of hospital competition

The relationship between providers of medi-
cal services takes place within the framework of 
the existing and changing market structure. The 
market structure is determined by the degree of 
diff erentiation of economies of scale services, the 
presence of hospital service providers, and mar-
ket entry and exit barriers. The wider the market 
boundaries, the more hospitals can compete. And 
conversely, in the absence of hospitals within the 
geographical reach, the hospital gains market 
power.

Studies confi rm the importance of the geo-
graphic accessibility factor of the hospital in the 
market structure. According to one study, a 10% 
reduction in the distance to a hospital increases 
the demand for its services by 13-14% (Henderson, 
2005) [9]. However, the market for certain special-
ized services may extend beyond local boundaries 
as patients are willing to travel signifi cant distanc-
es to receive a specifi c type of treatment.

According to neoclassical economic theory, 
competition leads to effi  cient economic results. 
The services of healthcare providers are very dif-
ferent from other services. Due to informational 
asymmetry and uncertainty in the origin of de-
mand, competition opportunities and outcomes 
in health care may diff er from those in other areas 
of the economy.

Hospitals can compete on two levels:
● Competition for individual users of ser-

vices;
● Competition on the collective buyer of ser-

vices – insurance companies.
Competition between hospitals can be carried 

out according to prices and the quality of medical 
supplies. The main condition for ensuring the pos-
itive eff ects of hospital competition is the avail-
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ability of information for all interested parties of 
the system according to two parameters:

● Eff ective use of resources;
● Quality of provided services.

When the object of hospital competition is the 
collective buyer of services, competition helps hos-
pitals allocate and use resources more effi  ciently. 
In this case, the buyer of services, due to its size 
(for example, a large insurance company), has a rel-
atively high (compared to individual buyers) power 
and, as a result, has a stronger infl uence on costs 
and non-price parameters of services.

The eff ectiveness of competition depends on 
the organization of the insurance system – the 
market structure of hospitals and insurance ser-
vices free contracting with selected hospitals. 
Increasing the volume of hospitals (by merging 
them), which leads to economies of scale and 
provides relatively high indicators of the quality 
of treatment, can strengthen the market position. 
At the same time, the ability of the hospital to 
impose its conditions on the insurance company 
regarding the prices of hospital services is ex-
panded. When many hospitals operate in a local 
market, their ability to impose their terms on a 
powerful insurance company is substantially re-
duced.

Methods of reimbursement for hospital ser-
vices also infl uence the eff ectiveness of compe-
tition.

Hospital reimbursement can be based on two 
approaches. Retrospective compensation is based 
on the actual volume of services rendered, where 
the role of the fi nancier is minimal. However, the 
buyer can control hospital cases. The second ap-
proach involves reimbursing medical services 
using the prospective method based on the pre-
agreed volume of services provided.

Factors of eff ectiveness of competition in the 
medical market

Based on the theoretical aspects of competi-
tion, it is possible to systematize the factors that 
infl uence the results of hospital competition.

Institutional environment factors. The avail-
ability of information on the quality of treatment 
(mortality, re-hospitalization rates) and eff ective 

use of resources are the most important factors 
in making a rational decision by the buyer and 
user of medical services. The scarcity of informa-
tion is refl ected in the imperfection of contracts 
and leads to high transaction costs, which reduc-
es competition. State regulation in such areas as 
licensing, establishment of quality standards, and 
provision of information on hospital activities 
contributes to the increase of quality in the condi-
tions of competition.

Peculiarities of local markets. The existence of 
empirically justifi ed economies of scale limits the 
possibilities of competition. When the large size 
of the hospital, i.e. market concentration, allows 
for lower costs of services, increasing the number 
of hospitals is ineffi  cient. In addition, the larger 
the hospital, the greater the volume of services 
provided, and the quality of many types of treat-
ment depends on the experience of doctors and 
the number of procedures performed. In this case, 
expanding the number of hospitals is not justifi ed 
from the point of view of quality improvement. 
When there is a need to expand hospitals to meet 
growing demand – a situation where demand ex-
ceeds supply – the opportunity to compete on 
quality and price increases.

Attitudes of hospitals to purchasers of medi-
cal services. An interested, well-informed buyer of 
medical services is a key factor infl uencing deci-
sions made by a hospital on the volume and qual-
ity of services. The higher the buyer power, the 
stronger the buyer’s infl uence on service quality 
and costs. Another way to infl uence the buyer’s 
hospital is through reimbursement. Pre-negoti-
ated, prospective funding creates additional in-
centives to contain costs, hospitals compete on 
price, while retrospective reimbursement meth-
ods do not create incentives to increase effi  cien-
cy. In addition to the collective buyer, the hospi-
tal’s activity is infl uenced by the individual user 
of medical services, who makes a rational choice 
of the hospital based on price and quality. In the 
case of compulsory insurance, the price elasticity 
of demand is zero. At this time, the hospital may 
increase the cost of its services. When the con-
sumer pays for some of the services themselves, 
the price elasticity of demand increases, and the 
hospital’s price competition becomes more eff ec-
tive because it attracts many patients.
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The hospital’s response to changes in external 
conditions. Hospital behaviour is driven by inter-
nal motivations that depend on economic status. 
When a hospital has large decision-making pow-
ers, competition encourages the search for ways 
to increase operational effi  ciency. A for-profi t hos-
pital will focus more on cost containment, while a 
not-for-profi t hospital will focus more on increas-
ing quality.

EMPIRICAL ASSESSMENT OF HOSPITAL 
PERFORMANCE

Volume of medical services and quality of 
treatment

It is known that special importance is attached 
to the experience and skills of doctors in clinical 
practice in medicine. For example, open-heart 
surgeries are allowed only in hospitals that can 
perform a set minimum of such surgeries. Large 
hospitals can easily meet this minimum. Better 
clinical outcomes can be achieved in more con-
centrated hospitals, where large hospitals dom-
inate (in less competitive markets) and volume 
drives quality. Studies confi rm that the cumulative 
number of cardiac operations (its increase in a 
given period) signifi cantly impacts outcome indi-
cators (lethality and complications). Also, the im-
pact of volume on quality is confi rmed by studies, 
according to which, in hospitals where the num-
ber of operations is large, mortality is signifi cantly 
lower (Welke et al., 2008; [10] Lee et al., 2015 [11]).

Hospital competition and production costs

Some studies confi rm that when hospitals are 
fi nanced by a retrospective method (actual costs), 
competition leads to an increase in the volume of 
services, costs and prices (Krabbe-Alkemade, et 
al., 2017; [12] Fournier & Mitchell, 1992 [13]). Howev-
er, there are studies according to which competi-
tion reduces costs and prices (Connor et al., 1998; 
[14] Dranove et al., 1993; [15] Proppe & Söderlund, 
1998; [16] Dranove & Satterthwaite 2016 [17]). In 
addition, competition increases the widespread 
adoption and use of expensive technologies (Deng 
& Pan, 2019) [18].

The most common indicators of competition 
among medical service providers are:

● The Herfi ndahl-Hirschman Index is calcu-
lated based on hospital volume (number of 
beds, level of capital expenditures) within 
a country or region. In the US, the Federal 
Trade Commission has defi ned the follow-
ing criteria for the degree of market con-
centration: HHI < 1000 – unconcentrated 
market, 1000 < HHI < 1800 – medium con-
centration, and HHI > 1800 – high concen-
tration. The highest index of 10,000 corre-
sponds to a monopoly;

● number of doctors per hospital in the 
country/region;

● Share of hospitalizations by hospital in the 
country/region.

Hospital competition is determined by the 
market structure, which is determined by the 
boundaries and characteristics of that market’s 
population. Therefore, the measurement of com-
petition makes sense only during the correct anal-
ysis and assessment of local market boundaries.

As a result of the introduction of statutory 
methods of fi nancing hospitals and the defi nition 
of agreed volumes of hospital services, competi-
tion in the early 1990s in the USA was associated 
with relatively low costs and prices. (Fulton, 2017) 
[19].

Hospital competition, treatment costs and 
quality

Studies confi rm that in the conditions of com-
petition of hospitals in terms of quality, there is an 
intensifi cation of expensive services, which leads 
to an increase in costs and prices (Strumann et al., 
2022) [20]. In the US, this kind of competition in 
the medical market, which causes cost infl ation, is 
called a “medical arms race”. However, excessive 
duplication and intensifi cation of services can 
reduce the eff ectiveness of patient care because 
hospitals cannot aff ord to invest in research into 
more eff ective treatment methods.

Studies evaluating the impact of hospital com-
petition on costs and quality of care have produced 
mixed results. High competition in the US until the 
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1990s was ineff ective because it increased hospi-
tal costs while not signifi cantly aff ecting treat-
ment outcomes (for example, the fatality rate of 
myocardial infarction did not decrease).

In the 1990s, the competitive landscape in the 
US changed substantially due to the emergence of 
managed health insurance schemes. During this 
period, prospective reimbursement methods of 
fi nancing hospitals were introduced, which means 
fi nancing medical services not according to actu-
al costs but according to predetermined prices. 
At the same time, stricter requirements were es-
tablished for using expensive resources. After the 
1990s, high competition led to cost reduction and 
quality improvement. Consequently, competition 
has become a useful mechanism for infl uencing 
hospital performance.

In Great Britain, the reform of the National 
Health Service, which began in 1991, was aimed at 
stimulating competition among hospitals. Stud-
ies confi rm that the price of hospital services was 
lower in regions with high competition among 
hospitals; However, the higher the volume of the 
medical organization, the lower the price (Joynt 
et al., 2011) [21]. According to other studies, com-
petition between hospitals reduced the quality of 
patient treatment (Lyon, 1999) [22]. Thus, Ameri-
can researchers note the impact of competition 

on quality, and according to British researchers, 
competition strengthens the price signal. In Brit-
ain, healthcare purchasers (local governing bod-
ies) focused more on price reduction than quality 
when negotiating with healthcare providers. When 
analyzing the impact of competition on quality, 
researchers took more into account the size and 
status of the hospital.

CONCLUSION

Empirical studies confi rm that the infl uence 
of various factors on the quality of treatment de-
pends on the environment and system of incen-
tives in which hospitals operate. Relationships 
between buyers and providers of medical ser-
vices, which are based only on price negotiations, 
do not lead to the provision of adequate quality 
medical services. Due to informational asymmetry 
with respect to the real cost of hospital services 
and quality of treatment, medical service buyers 
cannot infl uence cost reductions and increase 
the quality of treatment, which increases hospi-
tal power. Thus, when evaluating the impact of 
hospital competition on costs and quality of care, 
we must keep in mind that market mechanisms in 
health care do not always increase public welfare.
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მასშტაბის ეკონომია, საავადმყოფოს მასშტაბის ეკონომია, საავადმყოფოს 
ეფექტიანობა და ოპტიმალური ზომაეფექტიანობა და ოპტიმალური ზომა

თენგიზ ვერულავა
მედიცინის დოქტორი, პროფესორი, მედიცინის დოქტორი, პროფესორი, 
ბიზნესის სკოლა, კავკასიის უნივერსიტეტი, საქართველობიზნესის სკოლა, კავკასიის უნივერსიტეტი, საქართველო

აბსტრაქტი. მთელ მსოფლიოში მიმდინარეობს საავადმყოფოების გამსხვილების პროცესი. 
საავადმყოფოები ხდება უფრო დიდი (ანუ ყოველწლიურად იზრ დება მიღებული პაციენტების 
რაოდენობა) და უფრო რთული (ანუ, უფრო ფართო სპექტრის მომსახურებას სთავაზობენ პაცი-
ენტებს, რომლებსაც აქვთ უფრო მრავალფეროვანი სამედიცინო მომსახურების საჭიროებები). 
ჰოსპიტალურ სექტორში, ისევე როგორც ეკონომიკის სხვა დარგებში, მნიშვნელოვანია მასშტა-
ბის ეკონომია, რომლის მიხედვით, სამედიცინო მომსახურების მოცულობის გაზრდა შესაძლებე-
ლია საშუალო ხარჯების შემცირებით და ხარისხის ზრდით, მაგრამ სამედიცინო მომსახურების 
მოცულობისა და ხარჯების ამ ურთიერთკავშირის დადგენა რთულია, რადგან საავადმყოფოები 
არსებითად განსხვავდებიან ერთმანეთისაგან სპეციალიზაციის დონის, პაციენტთა შემადგენ-
ლობის და სხვა პარამეტრების მიხედვით, რომლებიც გავლენას ახდენს ხარჯების მოცულობაზე. 
ნაშრომში განხილულია ჯანდაცვის სექტორში მასშტაბის ეკონომიკის თავისებურებები, სამედი-
ცინო მომსახურების მოცულობის დამოკიდებულება ხარჯებზე და ხარისხზე.

კვლევები ადასტურებენ, რომ სხვადასხვა ფაქტორების გავლენა სამედიცინო მომსახურების 
ხარჯებსა და ხარისხზე დამოკიდებულია იმ გარემოსა და სტიმულების სისტემაზე, რომლებშიც 
ფუნქციონირებენ საავადმყოფოები. პაციენტებსა და სამედიცინო მომსახურების მიმწოდებლე-
ბს შორის არსებული ურთიერთობები, რომლებიც მხოლოდ ფასზე მოლაპარაკებებს ეფუძნება, 
არ განაპირობებს სამედიცინო მომსახურების სათანადო ხარისხის უზრუნველყოფას. საავად-
მყოფოს მომსახურების რეალურ ღირებულებასთან და მკურნალობის ხარისხთან მიმართებით 
ინფორმაციული ასიმეტრიის გამო, სამედიცინო მომსახურების მყიდველები გავლენას ვერ ახ-
დენენ ხარჯების შემცირებაზე და მკურნალობის ხარისხის ამაღლებაზე, რაც ზრდის საავადმყო-
ფოს ძალაუფლებას. ამგვარად, როდესაც ვაფასებთ საავადმყოფოების კონკურენციის გავლენას 
ხარჯებსა და მკურნალობის ხარისხზე, მხედველობაში უნდა გვქონდეს, რომ ჯანდაცვაში საბა-
ზრო მექანიზმები ყოველთვის არ ამაღლებენ საზოგადოების კეთილდღეობას.

საკვანძო სიტყვები:საკვანძო სიტყვები: მასშტაბის ეკონომია, სამედიცინო მომსახურების ხარისხი,  მასშტაბის ეკონომია, სამედიცინო მომსახურების ხარისხი, 
სამედიცინო მომსახურების ხარჯები, საავადმყოფო, სამედიცინო ბაზარისამედიცინო მომსახურების ხარჯები, საავადმყოფო, სამედიცინო ბაზარი

შესავალი

თანამედროვე საავადმყოფოებზე, მათი 
ეკონომიკური განვითარების დონის მიუხედა-
ვად, გავლენას ახდენს ისეთი ფაქტორები, რო-
გორებიცაა: დემოგრაფიული ცვლილებები, და-
ავადებათა სტრუქტურის გართულება, ახალი 

სამედიცინო ტექნოლოგიების განვითარება, 
სახელმწიფო. საავადმყოფოს ფუნქციონირე-
ბის შედეგები დამოკიდებულია ჯანდაცვის 
სისტემის სხვადასხვა რგოლზე: სამედიცინო 
მომსახურების მიმწოდებლები, მომხმარებ-
ლები, კონკურენტები, სამედიცინო მომსახუ-
რების მიწოდების სისტემის სხვა სუბიექტები.

https://doi.org/10.35945/gb.2024.17.012
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მასშტაბის ეკონომიის თეორია გამოიყე-
ნება წარმოების სისტემებში შედეგისა და 
ეფექტიანობის ასახსნელად. მასშტაბის ეკო-
ნომია ამტკიცებს, რომ ერთეულის ღირებუ-
ლება მცირდება გამომუშავების მოცულობის 
ზრდასთან ერთად (Gaynor et al. 2005). აღნიშ-
ნული კავშირი ღირებულებასა და მოცულობას 
შორის რამდენიმე მექანიზმით აიხსნება, მათ 
შორის, მოცულობის ზემოქმედებით ფიქსირე-
ბულ ხარჯებზე, რესურსების სპეციალიზაცი-
ასა და მომწოდებლების მიმართ ბაზარზე 
არსებული პოზიციებით. მეორე მხრივ, მას-
შტაბის ეკონომია, როგორც წესი, დაკავშირე-
ბულია ფენომენთან, რომლის დროსაც საქონ-
ლის/მომსახურების ერთეულის ღირებულება 
მცირდება, როდესაც იზრდება წარმოების მო-
ცულობა (Bernet & Singh, 2015) [1]. დანახარ-
ჯების კომპლემენტარულობა (ურთიერთშე-
მავსებლობა) ნიშნავს, რომ მას შემდეგ, რაც 
რესურსები გამოყენებულ იქნება ერთი საქონ-
ლის/მომსახურების წარმოებისთვის, ისინი 
ხელმისაწვდომი ხდება, დამატებითი ხარჯე-
ბის გარეშე, სხვა საქონლის წარმოებაში გა-
მოსაყენებლად. მასშტაბის ეფექტი ამ მხრივ 
გულისხმობს, რომ უფრო მომგებიანია სხვა-
დასხვა საქონლის/მომსახურების წარმოება 
ერთ მსხვილ ერთეულში, ვიდრე რამდენიმე 
სპეციალიზებულ საწარმოო ერთეულში.

ჰოსპიტალურ სექტორში, ისევე როგორც 
ეკონომიკის სხვა დარგებში, მნიშვნელოვა-
ნია მასშტაბის ეკონომია, რომლის მიხედვით, 
სამედიცინო მომსახურების მოცულობის გა-
ზრდა შესაძლებელია საშუალო ხარჯების შე-
მცირებით და ხარისხის ზრდით. ჯანდაცვის 
სფეროში ჩატარებული მრავალი კვლევის 
შედეგი მხარს უჭერს მასშტაბის ეკონომი-
ის ფენომენის არსებობას (Giancotti და სხვ., 
2017) [2], მაგრამ ჯანდაცვის სექტორში მას-
შტაბის ეკონომიის კონცეფციების პრაქტი-
კაში გამოყენება უფრო რთული ხდება. საქმე 
იმაში მდგომარეობს, რომ სამედიცინო მომ-
სახურების მოცულობისა და ხარჯების ურთი-
ერთკავშირის დადგენა რთულია, რადგან სა-
ავადმყოფოები არსებითად განსხვავდებიან 
ერთმანეთისაგან სპეციალიზაციის დონის, 
პაციენტთა შემადგენლობის და სხვა პარამე-
ტრების მიხედვით, რომლებიც გავლენას ახ-
დენენ ხარჯების მოცულობაზე. ნაშრომში გა-
ნხილულია ჯანდაცვის სექტორში მასშტაბის 

ეკონომიკის თავისებურებები, სამედიცინო 
მომსახურების მოცულობის დამოკიდებულე-
ბის სირთულე გაწეულ ხარჯებსა და ხარისხზე.

საავადმყოფოს ეფექტიანობა

საავადმყოფოს შედეგების ეფექტიანობის 
შეფასება განისაზღვრება რაოდენობრივი და 
ხარისხობრივი პარამეტრებით. გამოყოფენ 
ხარისხის სამ ასპექტს: 1. რესურსების ხარისხი 
– ინვესტიციური და ადამიანური რესურსები, 
მათ შორის, სამედიცინო პერსონალის კომპე-
ტენციების დონე. 2. სერვისების გაწევის პრო-
ცესის ხარისხი – გამოყენებული სამედიცინო 
ტექნოლოგიები, სამედიცინო სტანდარტებ-
თან შესაბამისობა, მკურნალობის ინტენსი-
ურობა, პაციენტების მომსახურების დონე. 3. 
კლინიკური შედეგის დონე – პაციენტის მკურ-
ნალობის გამოსავალი (ჯანმრთელობის გაუმ-
ჯობესების ხარისხი).

სამედიცინო ბაზარზე საავადმყოფოების 
ფუნქციონირების შესწავლისას განიხილება 
ეფექტიანობის 2 მთავარი ასპექტი: 

1. ტექნიკური (ლოკალური) ეფექტიანო-ტექნიკური (ლოკალური) ეფექტიანო-
ბაბა  – რესურსებსა და წარმოებულ პრო-
დუქტს შორის შეფარდება, მაგალითად, 
პერსონალის რაოდენობის შეფარდება 
გაწეული სერვისის მოცულობაზე (საა-
ვადმყოფოში მკურნალობის შემთხვე-
ვების რაოდენობა და სტრუქტურა). 
ტექნიკურ ეფექტიანობაზე გავლენას 
ახდენს საავადმყოფოს მოცულობა, გა-
მოყენებული სამედიცინო ტექნოლო-
გიები, აგრეთვე, ორგანიზაციის და თი-
თოეული მუშაკის მოტივაცია;

2. ალოკაციური ეფექტიანობაალოკაციური ეფექტიანობა – რესურსე-
ბის განაწილების სხვადასხვა მიმა-
რთულებებს შორის თანაფარდობა, 
რომლებიც განსაზღვრავს ხარჯე-
ბის სტრუქტურის რაციონალურობას 
ალტერნატიული ხარჯების გათვა-
ლისწინებით. შესაძლებელია ტე ქ-
ნიკური და ალოკაციური ეფექტიანობის 
სხვადასხვა ტენდენციები. მაგალითად, 
საავადმყოფოს საქმიანობის ტექნიკური 
ეფექტიანობის ზრდას იმ შემთხვევების 
მკურნალობისას, რომლებიც არ მოი-
თხოვენ ჰოსპიტალიზაციას (გაურთულე-
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ბელი პნევმონია, რომლის მკურნალო-
ბა შესაძლებელია ამბულატორიულად) 
შეიძლება თან სდევდეს ალოკაციური 
ეფექტიანობის შემცირება – რესურსე-
ბის საგრძნობი კონცენტრაცია ჰოსპი-
ტალური მომსახურების სფეროში.

სამედიცინო მომსახურების ორგანიზაცია 
არსებითად განსხვავდება ქვეყნების მიხედ-
ვით, თუმცა შესაძლებელია გამოიყოს საავა-
დმყოფოების ფორმირების მთავარი ტენდენ-
ციები:

 ● საავადმყოფოების დიდი ნაწილის გარ-
დაქმნა მსხვილ კომპლექსებად, სადაც 
იყენებენ რთულ და ძვირადღირებულ 
სამედიცინო ტექნოლოგიებს;

 ● სტაციონარული მომსახურების ზოგი სა-
ხის გადატანა ამბულატორიულ დონეზე;

 ● მკურნალობის ინტენსივობის გაზრდა 
და, როგორც შედეგი, პაციენტების სტა-
ციონარში დაყოვნების შემცირება;

 ● საწოლთა ფონდზე მოთხოვნის შემცი-
რება და საავადმყოფოებში რთული 
დაავადებების მკურნალობაზე რესურ-
სების მზარდი კონცენტრაცია;

 ● ჰოსპიტალიზაციის თითოეულ შემთხვე-
ვაზე რესურსების გაჯერების სწრაფი 
ზრდა. 

მიუხედავად საწოლთა ფონდის შემცირე-
ბის საერთო ტენდენციისა, განვითარებულ 
ქვეყნებში ჯანდაცვის მთლიან ხარჯებში ჰოს-
პიტალური სექტორის ხარჯების წილი ბოლო 
20 წელი საკმაოდ სტაბილურია და შეადგენს 
20-35%-ს. შედარებისათვის, საქართველოში 
იგი 60%-ს აჭარბებს, რაც არის ჰოსპიტალი-
ზაციის მაღალი დონის და პაციენტის ხანგრ-
ძლივი დროით მკურნალობის შედეგი.

სხვა ზოგად ტენდენციას წარმოადგენს 
ჰოსპიტალური მკურნალობის ხანგრძლივო-
ბის შემცირება. 10000 მოსახლეზე ჰოსპიტალი-
ზაციის მაჩვენებელი განსხვავდება ქვეყნე-
ბის მიხედვით. ზოგ ქვეყნებში იგი მცირდება 
(1990-2005 წლებში კანადაში შემცირდა 32%-
ით, შვეციაში – 10%-ით), ზოგ ქვეყნებში კი იზ-
რდება (ბრიტანეთში იმავე პერიოდში 41%-ით 
გაიზარდა, ესპანეთში – 14%-ით, ნორვეგიაში – 
20%-ით) (OECD, 2007) [3].

 სამედიცინო პერსონალის რაოდენობა 
ერთ საწოლთან მიმართებით ევროპის ქვეყ-
ნებში გაიზარდა 1990-2005 წლებში (ყველაზე 

მინიმალური იყო გერმანიაში – 6%, მაქსიმა-
ლური ბრიტანეთში – 2.6 ჯერ (OECD, 2007) [4].

აღნიშნული ტენდენციები განპირობე-
ბულია ჰოსპიტალურ სექტორში ტექნიკუ-
რი პროგრესის განსაკუთრებული ხასიათით: 
ახალი სამედიცინო ტექნოლოგიები იშვია-
თად განაპირობებენ შრომითი რესურსების 
ეკონომიას. ხშირად ისინი მოითხოვენ ახალი 
კატეგორიის მედიცინის მუშაკთა მოზიდვას, 
რაც ზრდის ჰოსპიტალიზაციის თითოეულ შემ-
თხვევაზე რესურსების გაჯერებას. ბრიტანეთ-
ში ჰოსპიტალიზაციის 1 დღე დაახლოებით 500 
დოლარს შეადგენს, ხოლო აშშ-ში ზოგ საავა-
დმყოფოში იგი 2000 დოლარს აჭარბებს.

საავადმყოფოს ეკონომიკური სტატუსი

ეკონომიკური სტატუსის მიხედვით, საავა-
დმყოფოები იყოფა სამ ჯგუფად: სახელმწი-
ფო, კერძო არაკომერციული და კერძო კომე-
რციული. ჯანდაცვის საბიუჯეტო სისტემის 
ქვეყნებში (დიდი ბრიტანეთი, სკანდინავიის 
ქვეყნები, ირლანდია, იტალია, ესპანეთი, პო-
რტუგალია) სახელმწიფო საავადმყოფოების 
წილი შეადგენს საერთო საწოლთა ფონდის 
70-95%-ს. სავალდებულო სამედიცინო და-
ზღვევის სისტემის ქვეყნებში ეს წილი შე-
დარებით მცირეა, თუმცა მაინც მეტი წილი 
უკავია, მაგალითად, საფრანგეთში საწოლთა 
65% სახელმწიფო საავადმყოფოებშია გა-
ნთავსებული, გერმანიაში – 55%, ბელგიაში 
– 60%. ქვეყნებში, სადაც უფრო მეტად კერ-
ძო სამედიცინო დაზღვევაა განვითარებული, 
მაგალითად, აშშ, შედარებით დიდია კერძო 
საავადმყოფოების წილი (კომერციული და 
არაკომერციული) – საწოლთა ფონდის 70-
80%-მდე (Cutler, 2002) [5]. 

საავადმყოფოს თითოეულ სახეს აქვს მრა-
ვალი ორგანიზაციულ-სამართლებრივი ფო-
რმა. მაგალითად, სახელმწიფო საავადმყო-
ფოებს შეიძლება მართავდნენ სახელმწიფო 
მართვის ორგანოები ან შეიძლება იყოს შე-
დარებით დამოუკიდებელი. 1990-იან წლების 
ბოლოს მსოფლიო ბანკმა შემოგვთავაზა სხვა 
ტიპოლოგია, რომლის მიხედვით სამედიცინო 
ორგანიზაციები იყოფა საბიუჯეტო, ავტონო-
მიურ და კორპორატიულ სახეებად (Preker & 
Harding, 2003) [6]. 



THEORETICAL-METHODOLOGICAL AND PRACTICAL ISSUES OF BUSINESS MANAGEMENT IN THE GLOBAL SPACE

141GLOBALIZATION AND BUSINESS #17, 2024

ავტონომიურ ორგანიზაციაშიავტონომიურ ორგანიზაციაში მენეჯერებს 
აქვთ გადაწყვეტილებების მიღების სრული 
უფლებამოსილება. დაფინანსება ხორციე-
ლდება გლობალური ბიუჯეტით. სამედიცინო 
ორგანიზაციებს აქვთ ქონების განკარგვის 
სრული უფლება. ავტონომიური ორგანიზაცია, 
უმთავრესად, ფორმირდება ტრადიციული 
საბიუჯეტო ორგანიზაციის სხვა ორგანიზა-
ციულ-სამართლებრივ ფორმად გარდაქმნის 
გზით – ტრასტები (დიდი ბრიტანეთი, იტალია), 
არაკომერციული ორგანიზაციები (ესპანეთი), 
საზოგადოებრივი სახელმწიფო ორგანიზაცი-
ები (ლიტვა).

კორპორატიული ორგანიზაციებიკორპორატიული ორგანიზაციები გამო-
დიან დამოუკიდებელი სუბიექტის – კორპო-
რაციის ფორმით, რომლებიც მოქმედებენ 
მეწარმეობის ზოგადი წესების მიხედვით. 
სახელმწიფო რჩება კორპორაციის ქონების 
მესაკუთრედ და მართავს მის საქმიანობას 
მმართველობით ორგანოში მისი წარმომა-
დგენლების სახით. ორგანიზაცია იღებს სა-
კუთარ ვალდებულებებზე სრულ ეკონომიკურ 
პასუხისმგებლობას. არსებითად, იგი სახე-
ლმწიფო საწარმოს მოდელია. ავტონომიურ 
ორგანიზაციასთან შედარებით, აქ შემოსა-
ვლების გამოყენების უფრო მეტი უფლებებია 
და ვალდებულებებზე უფრო მეტი პასუხის-
მგებლობაა. სახელმწიფო გამოდის კორპო-
რაციის მფლობელის როლში და ცდილობს 
სამედიცინო ორგანიზაციის საქმიანობაზე 
სტრატეგიული კონტროლის შენარჩუნებას, 
თუმცა სამედიცინო ორგანიზაციას უტოვებს 
მიმდინარე სამეურნეო გადაწყვეტილებების 
მიღების თავისუფლებას. კორპორაციების 
ყველაზე ცნობილ მაგალითებს წარმოადგე-
ნენ შვეციის, დანიის, ახალი ზელანდიის, ის-
რაელის სახელმწიფო კორპორაციები ჰოსპი-
ტალურ სექტორში.

ბევრი ქვეყანა 1990-იან წლებში შეეცადა 
სახელმწიფო საავადმყოფოებისთვის მიე-
ნიჭებინა მეტი ავტონომია სხვა ფორმის სა-
ხელმწიფო ორგანიზაციებად გარდაქმნის 
გზით. ყველაზე ცნობილ ფორმას წარმოადგე-
ნს სახელმწიფო ორგანიზაციების გარდაქმნა 
ტრასტებად. მაგალითად, დიდ ბრიტანეთში 
1990-იანი წლების დასაწყისში პრაქტიკულად 
ყველა სახელმწიფო საავადმყოფო გარდა-
იქმნა ჯანდაცვის ნაციონალური სამსახურის 
ტრასტებად. ტრასტებმა საკონტრაქტო ურთი-

ერთობები დაამყარეს სამედიცინო მომსახუ-
რების მყიდველებთან, კერძოდ, სახელმწიფო 
მართვის ორგანოებთან და მსხვილ ზოგად სა-
ექიმო პრაქტიკებთან.

ავტონომიზაცის სხვა ფორმას წარმოა-
დგენს საბიუჯეტო სამედიცინო ორგანიზაცი-
ების გარდაქმნა ჯანდაცვის საზოგადოებრივ 
ორგანიზაციებად. ასეთი გარდაქმნა განხო-
რციელდა ლიტვაში. ლიტვაში ჯერ მიიღეს 
საზოგადოებრივი ორგანიზაციების შესახებ 
კანონი (1996 წ), რომელმაც დაადგინა ასეთი 
ორგანიზაციების ძირითადი ნიშნები: შემო-
სავალი ფორმირდება შემკვეთებთან ხელშე-
კრულების საფუძველზე; მოგება არ წარმო-
ადგენს საქმიანობის მიზანს, იგი არ მიაქვს 
დამფუძნებელს, არამედ მიემართება სამედი-
ცინო საქმიანობის განვითარებაზე. 1997 წელს 
მიღებულ იქნა კანონი საბიუჯეტო ორგანიზა-
ციების საზოგადოებრივად რეორგანიზაციის 
კანონი.

ბევრ ქვეყანაში წარმოდგენილია საავად-
მყოფოების მესაკუთრეობისა და ორგანიზაცი-
ულ-ეკონომიკური ფორმების მრავალფერო-
ვნება. სამედიცინო ბაზრის თავისებურებების 
გათვალისწინებით, ბევრი ქვეყანა დგას კერ-
ძო და სახელმწიფო საავადმყოფოების ოპ-
ტიმალური თანაფარდობის რთული არჩევა-
ნის წინაშე. ერთი მხრივ, კერძო კომერციულ 
საავადმყოფოებს შეუძლიათ საბაზრო ცვლი-
ლებებზე ოპერატიულად რეაგირება, რადგან 
მათი მიზანია მოგების მიღება. როდესაც 
შექმნილია აუცილებელი სტიმულები, რომ-
ლებიც გავლენას ახდენენ კერძო კომერცი-
ული საავადმყოფოს გადაწყვეტილებებზე 
სერვისების მოცულობასთან და ხარისხთან 
მიმართებით, მაშინ შესაძლებელია სერვი-
სების მიწოდების ფუნქციის გადაცემა კერძო 
კომერციულ სექტორზე. მეორე მხრივ, ინფო-
რმაცის ასიმეტრიის არსებობა კომერციულ 
საავადმყოფოებს შესაძლებლობას აძლე-
ვს გაზარდონ სერვისის მოცულობა ან ფასი, 
აგრეთვე შეამცირონ ხარისხი. დაბალშემო-
სავლიანი ქვეყნები უპირატესობას ანიჭებენ 
კერძო არაკომერციულ საავადმყოფოებს, თუ-
ნდაც ტექნიკურად ნაკლებად ეფექტიანს. 

 მნიშვნელოვანია იმის გათვალისწინება, 
რომ საავადმყოფოს ორგანიზაციის ამა თუ 
იმ ფორმის განვითარება განპირობებულია 
სხვადასხვა ქვეყანაში კომერციული საავა-
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დმყოფოს როლზე ისტორიულად ჩამოყალი-
ბებული წარმოდგენებით. ასე მაგალითად, 
აშშ-ში ჯანდაცვის სფეროში თავიდანვე საბა-
ზრო ურთიერთობები ჩამოყალიბდა, ამიტომ 
აქ დომინირებდნენ კომერციული საავად-
მყოფოები. ევროპაში მთავარი როლი ისტო-
რიულად სახელმწიფო ორგანიზაციებს ეკუთ-
ვნოდათ. მხოლოდ 1980-1990-იანი წლებიდან 
ბევრმა ევროპულმა ქვეყანამ მიმართა ავტო-
ნომიურ ორგანიზაციულ ფორმებს.

საავადმყოფოს ხარჯები

მოკლევადიან პერიოდში საავადმყოფოს 
ხარჯები – საწოლთა რაოდენობა (საავადმყო-
ფოს სიმძლავრე), მატერიალური მარაგები, 
მოწყობილობა – ძირითადად მუდმივი ხარ-
ჯებია. პაციენტების რაოდენობის შემცირება 
განაპირობებს საშუალო ხარჯების შემცირე-
ბას. გრძელვადიან პერიოდში ყველა ხარჯები 
ცვლადია. საავადმყოფოს ადმინისტრაციამ 
შეიძლება დაიქირავოს ექიმების დიდი რაო-
დენობა, მოახდინოს დამატებით საწოლებში 
ან ძვირადღირებულ მოწყობილობა-დანა-
დგარებში ინვესტირება. პაციენტების ნაკა-
დის პროგნოზირების დროს საავადმყოფოს 
შეუძლია საშუალო ხარჯების მინიმიზება. 
როდესაც მოსალოდნელია 150 პაციენტის ყო-
ველდღიური მიღება, საჭიროა საშუალო მო-
ცულობის საავადმყოფო, 300 პაციენტზე საჭი-
როა დიდი საავადმყოფოს აშენება. ამგვარად, 
მოთხოვნის ყოველ მოსალოდნელ დონეზე 
ადმინისტრაციას შეუძლია განსაზღვროს საა-
ვადმყოფოს მოცულობა (სიმძლავრე), აგრეთ-
ვე სამედიცინო პერსონალის რაოდენობა, მი-
ნიმიზებული საშუალო ხარჯები. 

საავადმყოფოს მოცულობის დამოკიდებუ-
ლება ხარჯებზე თეორიულად განიხილება U 
ფორმის მრუდით. საავადმყოფოს მოცულო-
ბის ზრდისას საშუალო ხარჯები მცირდება 
განსაზღვრულ მინიმუმამდე, რომლის შემდეგ 
ისევ იზრდება. სამედიცინო სერვისების მო-
ცულობის ზრდისას შესაძლებელია ექიმების 
შრომის სპეციალიზაციის ზრდა და მაღა-
ლტექნოლოგიურ მოწყობილობებზე ხელმი-
საწვდომობის ზრდა. საავადმყოფოებს, ასევე, 
შესაძლებლობა ექნებათ შემცირებულ ფასად 
შეისყიდონ დიდი მოცულობით მოწყობილო-

ბები. მაგრამ საავადმყოფოს მოცულობის 
ზრდასთან ერთად იზრდება ორგანიზაციის 
კოორდინაციაზე და მმართველობით კონტ-
როლზე ხარჯები. 

მიუხედავად იმისა, რომ მასშტაბი ზოგადად 
ასოცირდება უფრო მაღალ პროდუქტიულობა-
სთან, გარკვეულ მასშტაბს ზევით არაეკონო-
მიურია. რაღაც მომენტში, საშუალო ხარჯები 
იწყებს ზრდას ზომასთან ერთად, რადგან და-
მატებითი ხარჯები წარმოქმნის მასშტაბის 
არაეკონომიურობას. ამგვარად, შესაძლოა, 
ეკონომიკურად გონივრული იყოს საავად-
მყოფოს ზომისა და მოცულობის გაფართოება 
არსებული გამოცდილების, ინფრასტრუქტუ-
რისა და აღჭურვილობის უკეთ გამოსაყენებ-
ლად. თუმცა, რაღაც მომენტში, საავადმყოფო 
შორდება ეფექტიანობის ოპტიმალურ დონეს 
და იწყებს მასშტაბის არაეკონომიურობის 
გამოვლენას. ასევე, მცირე საავადმყოფოე-
ბიც შეიძლება იყოს არაეფექტიანი, რადგან 
ფიქსირებული ინფრასტრუქტურული და ად-
მინისტრაციული ხარჯები ნაწილდება ძალი-
ან მცირე რაოდენობის შემთხვევებზე, რითაც 
იზრდება საავადმყოფოში ვიზიტის საშუალო 
ღირებულება. ამ მხრივ, ჩატარებული კვლე-
ვები აჩვენებენ, რომ მასშტაბის უარყოფითი 
ეფექტი, არაეკონომიურობა მოსალოდნელია 
დაახლოებით 200 საწოლზე ნაკლები და 600 
საწოლზე ზემოთ (Roh და სხვ. 2010) [7].

ეკონომიის მასშტაბის არსებობა კონკუ-
რენციის ინტენსივობის განმსაზღვრელი 
ერთ-ერთი ფაქტორია. როდესაც ეკონომია 
რეალურად არსებობს, კონკურენციის სა-
ზღვრები იზღუდება. ამიტომ მნიშვნელოვანია 
დავადგინოთ ამ ეკონომიის საზღვრები ჯა-
ნდაცვის სექტორისათვის. ამ დროს საჭიროა 
გავიგოთ, რამდენად არის სამედიცინო სე-
რვისების მიმწოდებლების ბაზრის სტრუქტუ-
რა ბუნებრივი მონოპოლია, სადაც მხოლოდ 
მსხვილ საავადმყოფოებს შეუძლიათ მიაღწი-
ონ სერვისების ეფექტიან მოცულობას, ან ბა-
ზრის სტრუქტურა უფრო მრავალფეროვანია, 
სადაც შესაძლებელია დიდი რაოდენობით 
პატარა საავადმყოფოების არსებობა. 

ამასთან, მნიშვნელოვანია გავიგოთ, რომ 
მოცულობისა და ხარჯების ეს თანაფარდო-
ბა არაერთმნიშვნელოვანია, ისევე როგორც 
ეკონომიის მასშტაბის არსებობაზე დასკვნა. 
როგორც კვლევები ადასტურებს, ჯანდაცვაში 
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არსებობს მასშტაბის ეკონომია, მაგრამ იგი 
მნიშვნელოვნად დაბალია (11-14%), ვიდრე 
ეკონომიკის სხვა დარგებში (60-95%) (Eastaugh, 
2004) [8]. 

საავადმყოფოები არ არიან ერთგვარო-
ვანნი ნამკურნალები პაციენტების შემადგენ-
ლობის, გაწეული სერვისების სირთულის, 
ექიმების სწავლებაზე გაწეული ხარჯების სა-
მეცნიერო კვლევების მოცულობის (ზოგი სა-
ავადმყოფო ერთდროულად ასრულებენ რო-
გორც სასწავლო, ასევე კვლევითი ცენტრის 
ფუნქციებს) მიხედვით.

ერთმანეთს შევადაროთ ორი საავად-
მყოფო: საავადმყოფო B-ში საწოლთა რაო-
დენობა უფრო მეტია, ვიდრე საავადმყოფო 
A-ში, მაგრამ, ამასთან, პაციენტებს საავად-
მყოფო B-ში აქვთ დაავადების უფრო რთული 
სტრუქტურა. შეიძლება ვივარაუდოთ, რომ ამ 
საავადმყოფოში საშუალო ხარჯები უფრო მა-
ღალი იქნება, შესაბამისად, იგი ნაკლებად 
ეფექტიანია. მაგრამ ამ შემთხვევაში ასეთი 
დასკვნა არ შეესაბამება ჭეშმარიტებას. სა-
ავადმყოფოს მოცულობის ხარჯებზე გავლე-
ნის შესაფასებლად გამოიყენება მრავალი 
პარამეტრი: საავადმყოფოს მოცულობა, და-
ავადებების სტრუქტურა, მკურნალობის პრო-
ცესის ხარისხი, დაავადების სიმძიმე, ექიმთა 
ანაზღაურებებს შორის განსხვავებები, ექიმ-
თა ტრენინგების ხარჯები. ამ მიმართულებით 
ემპირიული კვლევები დაკავშირებულია გა-
რკვეულ შეზღუდვებთან როგორც მონაცემე-
ბის, ასევე ადეკვატური ინდიკატორების და 
ტექნიკური მხრიდან. შეიძლება ითქვას, რომ 
აშშ-ში მრავალი კვლევა ადასტურებს ეკონო-
მიის მასშტაბის არსებობას, თუმცა არცთუ ისე 
მნიშვნელოვანია, იმ საავადმყოფოებისათ-
ვის, რომლის მოცულობაა 200-300 საწოლი. 
ეკონომიის უმნიშვნელო საშუალო პროცენტი 
ამართლებს მიმწოდებელთა ბაზარზე კონკუ-
რენციის არსებობას.

ერთი შეხედვით, საავადმყოფო A-ში, რო-
მელიც ახდენს მცირე რაოდენობის სამედი-
ცინო სერვისების მიწოდებას, საშუალო ხარ-
ჯები უფრო ნაკლებია, ვიდრე საავადმყოფო 
B-ში, შესაბამისად საავადმყოფო A თითქოს 
უფრო ეფექტიანია. მაგრამ თუ გავითვალისწი-
ნებთ მრავალ ფაქტორს, რომლებიც გავლე-
ნას ახდენს საავადმყოფოს გრძელვადიან 
ხარჯებზე, ანუ თუ შევადარებთ მოკლევადიან 

და გრძელვადიან ხარჯებს, შეიძლება ვნა-
ხოთ, რომ საავადმყოფო B უფრო ეფექტიანია, 
რადგან სერვისებს აწარმოებს მინიმალური 
გრძელვადიანი საშუალო ხარჯებით.

ამგვარად, დაბალი საშუალო ხარჯები თა-
ვისთავად არ წარმოადგენს საავადმყოფოს 
უფრო მაღალი ეფექტიანობის ინდიკატო-
რს. საავადმყოფოს ეფექტიანობაზე გალე-
ნას ახდენს სხვა ფაქტორებიც. ამიტომ აუცი-
ლებელია ეკონომიის მასშტაბის არსებობის 
ემპირიული შეფასება ადგილობრივ ბაზარზე 
მოქმედ თითოეულ საავადმყოფოში შემ-
თხვევის სტრუქტურის თავისებურებების გათ-
ვალისწინებით. აღნიშნული ეხება მასშტა-
ბის ეკონომიას არამარტო ხარჯებისათვის, 
არამედ სერვისების ხარისხისათვის. მნიშვნე-
ლოვანია გავითვალისწინოთ, რომ სამედიცი-
ნო მომსახურების ხარისხი ხშირად განისა-
ზღვრება საავადმყოფოების სპეციალიზაციის 
დონის ამაღლებით. რაც უფრო მეტია სამედი-
ცინო სერვისების სახეების მოცულობა, მით 
მეტია მკურნალობის შედეგები. აუცილებე-
ლია, ასევე, გავითვალისწინოთ მასშტაბის 
ეკონომიის შესაძლებლობა შედარებით მცი-
რე სამედიცინო ორგანიზაციებში და ცალკე-
ულ ქვეგანყოფილებებში. მაგალითად, დი-
დმა საავადმყოფომ სპეციალიზაციის დიდი 
ნაკრებით შესაძლებელია ვერ უზრუნველყოს 
მასშტაბის ეკონომია, მაშინ როდესაც ცალკე-
ულმა ქვეგანყოფილებამ, შესაძლოა უზრუნვე-
ლყოს ასეთი ეკონომია – კარგად ათვისებული 
სამედიცინო ტექნოლოგიების ტირაჟირე-
ბის ძალით. ასევე, გასათვალისწინებელია 
მასშტაბის (სერვისების მოცულობის ზრდა) 
ეფექტის სხვადასხვა გავლენა მკურნალობის 
ხარისხზე სხვადასხვა სპეციალიზაციისა და 
სერვისების სახეებისათვის. ასე მაგალითად, 
სერვისების მოცულობის ზრდა მნიშვნელო-
ვნად ზრდის ღია გულზე ოპერაციების ხა-
რისხს, მაგრამ პრაქტიკულად არ ცვლის ქო-
ლეცისტექტომიის ხარისხს.

კომერციული და არაკომერციული 
საავადმყოფოების ქცევა 

სამედიცინო ბაზარზე

საავადმყოფოს სტატუსი განისაზღვრება 
მიზნობრივი ფუნქციის მიხედვით, რომელიც 
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თავის მხრივ, დაკავშირებულია საავადმყო-
ფოს სტატუსთან. კომერციული საავადმყოფო 
ახდენს მოგების მაქსიმიზებას, მაშინ როდე-
საც არაკომერციულმა საავადმყოფომ თავის 
ფუნქციაში შესაძლოა ჩართოს სხვა ფაქტო-
რებიც, მაგალითად სოციალურად დაუცველი 
მოქალაქეების მომსახურება, ისეთი სერვისე-
ბის გაწევა, რომლებსაც აქვთ საზოგადოებრი-
ვი სარგებლები, კომერციულად არარენტაბე-
ლურ სფეროებში კვლევების ჩატარება.

კომერციული და არაკომერციული საავად-
მყოფოების ქცევების შეფასება განსაკუთრე-
ბულ ინტერესს წარმოადგენს.

საავადმყოფოს სიმძლავრე განისაზღვრე-
ბა საწოლთა რაოდენობით. ჰოსპიტალიზა-
ციის რაოდენობა განისაზღვრება საწოლთა 
რაოდენობასთან პროპორციაში. კომერციუ-
ლი საავადმყოფო-მონოპოლისტისთვის სა-
წოლების ოპტიმალურ რაოდენობა დაბალია, 
ვიდრე კომერციული საავადმყოფოსთვის მო-
ნოპოლისტური კონკურენციის ბაზარზე, რაც 
თავის მხრივ, უფრო დაბალია, ვიდრე არა-
კომერციული საავადმყოფოს ოპტიმალური 
მოცულობა. არაკომერციული საავადმყოფოს 
მიერ დადგენილი ფასი უფრო დაბალია კომე-
რციული საავადმყოფოს ფასთან შედარებით. 

საავადმყოფოების კონკურენციის 
თეორიული მოდელები

სამედიცინო მომსახურების მიმწოდებ-
ლებს შორის ურთიერთობა ხდება ბაზრის არ-
სებული და ცვალებადი სტრუქტურის ფარგ-
ლებში. საბაზრო სტრუქტურას განსაზღვრავს: 
მასშტაბის ეკონომია, სერვისების დიფერენ-
ციაციის ხარისხი, ჰოსპიტალური სერვისების 
შემცველების არსებობა, ბაზარზე შესვლის და 
გამოსვლის ბარიერები. რაც უფრო ფართოა 
ბაზრის საზღვრები, მით მეტ საავადმყოფოე-
ბს შეუძლიათ კონკურენცია. და პირიქით, გე-
ოგრაფიული ხელმისაწვდომობის საზღვრებ-
ში საავადმყოფოების არარსებობის დროს 
საავადმყოფო ღებულობს საბაზრო ძალას.

კვლევები ადასტურებს საავადმყოფოს გე-
ოგრაფიული ხელმისაწვდომობის ფაქტორის 
მნიშვნელობას ბაზრის სტრუქტურაში. ერთი 
კვლევის მიხედვით, საავადმყოფომდე მანძი-
ლის 10%-ით შემცირება 13-14%-ით ზრდის მის 

სერვისებზე მოთხოვნას (Henderson, 2005) [9]. 
ამასთან, გარკვეულ სპეციალიზებულ სერვი-
სებზე ბაზარი შეიძლება გამოვიდეს ლოკალუ-
რი საზღვრებიდან, რადგან პაციენტები მზად 
არიან გადალახონ მნიშვნელოვანი დაშორე-
ბა მკურნალობის სპეციფიკური სახის მისაღე-
ბად.

ნეოკლასიკური ეკონომიკური თეორი-
ის მიხედვით, კონკურენცია განაპირობებს 
ეფექტიან ეკონომიკურ შედეგებს. სამედიცი-
ნო მომსახურების მიმწოდებელთა სერვისე-
ბი ძლიერ განსხვავდება სხვა სერვისებისგან. 
ინფორმაციული ასიმეტრიის და მოთხოვნის 
წარმოშობის გაურკვევლობის გამო, კონკუ-
რენციის შესაძლებლობები და შედეგები ჯა-
ნდაცვაში შეიძლება განსხვავდებოდეს ეკო-
ნომიკის სხვა სფეროებისგან. 

საავადმყოფოებს შეუძლიათ კონკურენცია 
ორ დონეზე:

 ● კონკურენცია სერვისების ინდივიდუა-
ლურ მომხმარებელზე;

 ● კონკურენცია სერვისების კოლექტიურ 
მყიდველზე – სადაზღვევო კომპანიები.

საავადმყოფოებს შორის კონკურენცია შე-
იძლება განხორციელდეს როგორც ფასების, 
ასევე, სამედიცინო მომსახურების ხარისხის 
მიხედვით. საავადმყოფოების კონკურენცი-
ის დადებითი ეფექტების უზრუნველსაყოფად 
მთავარი პირობაა ინფორმაციის ხელმისაწ-
ვდომობა სისტემის ყველა დაინტერესებული 
რგოლისათვის ორი პარამეტრის მიხედვით:

 ● რესურსების ეფექტიანი გამოყენება;
 ● მიწოდებული სერვისების ხარისხი.

როდესაც საავადმყოფოების კონკურენცი-
ის ობიექტია სერვისების კოლექტიური მყიდ-
ველი, კონკურენცია ხელს უწყობს საავადმყო-
ფოების მიერ რესურსების უფრო ეფექტიან 
განაწილებას და გამოყენებას. მოცემულ 
შემთხვევაში სერვისების მყიდველი თავისი 
მოცულობის გამო (მაგალითად, დიდი სადა-
ზღვევო კომპანია) ფლობს შედარებით მაღალ 
(ინდივიდუალურ მყიდველებთან შედარებით) 
ძალას, და შედეგად, უფრო ძლიერ გავლენას 
ახდენს ხარჯებსა და სერვისების არაფასის-
მიერ პარამეტრებზე.

კონკურენციის ეფექტიანობა დამოკიდე-
ბულია დაზღვევის სისტემის ორგანიზაციაზე 
– ჰოსპიტალური და სადაზღვევო სერვისების 
საბაზრო სტრუქტურაზე, შერჩეულ საავადმყო-
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ფოებთან თავისუფალ კონტრაქტირებაზე. სა-
ავადმყოფოების მოცულობის გამსხვილებამ 
(მათი შერწყმით), რომელიც განაპირობებს 
მასშტაბის ეკონომიას და უზრუნველყოფს 
მკურნალობის ხარისხის შედარებით მაღალ 
მაჩვენებლებს, შეიძლება გამოიწვიოს სა-
ბაზრო პოზიციის გაძლიერება. ამ დროს ფა-
რთოვდება საავადმყოფოს შესაძლებლობა, 
რომ თავისი პირობები წაუყენოს სადაზღვე-
ვო კომპანიას ჰოსპიტალური სერვისების ფა-
სებთან დაკავშირებით. როდესაც ლოკალურ 
ბაზარზე მოქმედებენ დიდი რაოდენობით 
საავადმყოფოები, მათი შესაძლებლობები, 
რომ თავისი პირობები წაუყენონ ძლიერ სა-
დაზღვევო კომპანიას, არსებითად მცირდება. 

კონკურენციის ეფექტიანობაზე, ასევე, გა-
ვლენას ახდენს ჰოსპიტალური სერვისების 
ანაზღაურების მეთოდები.

საავადმყოფოების ანაზღაურება შეიძლე-
ბა ეფუძნებოდეს ორ მიდგომას. რეტროს-
პექტული ანაზღაურება გულისხმობს გაწეული 
მომსახურების ფაქტიური მოცულობის მიხედ-
ვით ანაზღაურებას, სადაც დამფინანსებლის 
როლი მინიმალურია. თუმცა, მყიდველს შეუძ-
ლია ჰოსპიტალური შემთხვევების კონტრო-
ლი. მეორე მიდგომა გულისხმობს სამედიცი-
ნო სერვისების ანაზღაურებას პროსპექტული 
მეთოდით, სადაც ანაზღაურება გაწეული მო-
მსახურების წინასწარ შეთანხმებული მოცუ-
ლობის მიხედვით ხორციელდება. 

სამედიცინო ბაზარზე კონკურენციის 
ეფექტიანობის ფაქტორები

კონკურენციის თეორიული ასპექტების სა-
ფუძველზე შეიძლება ფაქტორების სისტემა-
ტიზება, რომლებიც გავლენას ახდენენ საავა-
დმყოფოების კონკურენციის შედეგებზე.

ინსტიტუციონალური გარემოს ფაქტორები. ინსტიტუციონალური გარემოს ფაქტორები. 
მკურნალობის ხარისხზე (სიკვდილიანობის, 
განმეორებითი ჰოსპიტალიზაციის მაჩვენებ-
ლები) და საშუალებების ეფექტიანი გამოყე-
ნების შესახებ ინფორმაციის ხელმისაწვდო-
მობა არის უმთავრესი ფაქტორი სამედიცინო 
მომსახურების მყიდველისა და მომხმარებ-
ლის მიერ რაციონალური გადაწყვეტილების 
მისაღებად. ინფორმაციის სიმწირე აისახება 
კონტრაქტების არასრულყოფილებაზე, ასევე, 

განაპირობებს მაღალ ტრანზაქციულ ხარჯებს, 
რაც ამცირებს კონკურენციას. კონკურენციის 
პირობებში ხარისხის ზრდას ხელს უწყობს 
სახელმწიფო რეგულირება ისეთ სფეროებში, 
როგორიცაა: ლიცენზირება, ხარისხის სტა-
ნდარტების დადგენა, საავადმყოფოს საქმია-
ნობაზე ინფორმაციის უზრუნველყოფა. 

ადგილობრივი ბაზრების თავისებურებები. ადგილობრივი ბაზრების თავისებურებები. 
ეკონომიის მასშტაბის ემპირიულად დასაბუ-
თებული არსებობა ზღუდავს კონკურენციის 
შესაძლებლობებს. როდესაც საავადმყოფოს 
დიდი ზომა, ანუ ბაზარზე კონცენტრაცია, სე-
რვისებზე უფრო დაბალი ხარჯების შესაძ-
ლებლობას იძლევა, საავადმყოფოების რა-
ოდენობის ზრდა არაეფექტიანია. ამასთან, 
რაც უფრო დიდია საავადმყოფო, მით მეტია 
წარმოებული სერვისების მოცულობა, ხოლო 
მკურნალობის ბევრი სახეობის ხარისხი და-
მოკიდებულია ექიმების გამოცდილებასა და 
ჩატარებული პროცედურების რაოდენობაზე. 
ამ შემთხვევაში საავადმყოფოების რაოდე-
ნობის გაფართოება ხარისხის გაუმჯობესე-
ბის თვალსაზრისით არ არის გამართლებული. 
როდესაც მზარდი მოთხოვნის დასაკმაყოფი-
ლებლად არსებობს საავადმყოფოების გაფა-
რთოების საჭიროება (სიტუაციაში, როდესაც 
მოთხოვნა აღემატება მიწოდებას) იზრდება 
ხარისხის და ფასის მიხედვით კონკურენციის 
შესაძლებლობა. 

საავადმყოფოების დამოკიდებულება სა-საავადმყოფოების დამოკიდებულება სა-
მედიცინო მომსახურების მყიდველებთან. მედიცინო მომსახურების მყიდველებთან. 
დაინტერესებული, სამედიცინო მომსახუ-
რების კარგად ინფორმირებული მყიდველი 
არის საავადმყოფოს მიერ სერვისების მო-
ცულობაზე და ხარისხზე მისაღებ გადაწყვე-
ტილებებზე მოქმედი უმთავრესი ფაქტორი. 
რაც უფრო მაღალია მყიდველის ძალა, მით 
ძლიერია მყიდველის გავლენა სერვისების 
ხარისხზე და ხარჯებზე. მყიდველის საავა-
დმყოფოზე გავლენის სხვა საშუალებაა ანა-
ზღაურების მეთოდი. წინასწარ შეთანხმებუ-
ლი, პროსპექტული დაფინანსებისას იქმნება 
ხარჯების შეკავების დამატებითი სტიმულები, 
საავადმყოფოები ერთმანეთს უწევენ ფასის 
მიხედვით კონკურენციას, მაშინ როდესაც რე-
ტროსპექტული ანაზღაურების მეთოდები არ 
ქმნის ეფექტიანობის გაზრდის მოტივაციას. 
საავადმყოფოს საქმიანობაზე კოლექტიურ 
მყიდველის გარდა გავლენას ახდენს სამედი-
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ცინო მომსახურების ინდივიდუალური მომხ-
მარებელი, რომელიც ახდენს საავადმყოფოს 
რაციონალურ არჩევანს ფასისა და ხარისხის 
მიხედვით. სავალდებულო დაზღვევის დროს 
მოთხოვნის ელასტიკურობა ფასის მიხედვით 
ნულის ტოლია. ამ დროს საავადმყოფომ შეი-
ძლება გაზარდოს თავისი სერვისების ხარჯე-
ბი. როდესაც მომხმარებელი სერვისების ნა-
წილზე თვითონ იხდის საკუთარი ხარჯებით, 
მოთხოვნის ელასტიკურობა ფასის მიხედვით 
გაიზრდება, ხოლო საავადმყოფოს კონკურენ-
ცია ფასის მიხედვით ხდება უფრო ქმედითი, 
რადგან მიიზიდავ პაციენტების დიდ რაოდე-
ნობას.

გარე პირობების ცვლილებაზე საავად-გარე პირობების ცვლილებაზე საავად-
მყოფოს რეაქცია. მყოფოს რეაქცია. საავადმყოფოს ქცევა გან-
პირობებულია შიდა მოტივაციით, რომელიც 
დამოკიდებულია ეკონომიკურ სტატუსზე. რო-
დესაც საავადმყოფოს აქვს გადაწყვეტილე-
ბების მიღებაზე დიდი უფლებამოსილებები, 
კონკურენცია ხელს უწყობს ფუნქციონირების 
ეფექტიანობის ზრდის გზების ძიებას. კომე-
რციული საავადმყოფო უფრო მეტად იქნება 
კონცენტრირებული ხარჯების შეკავებაზე, 
ხოლო არაკომერციული საავადმყოფო – ხა-
რისხის ზრდაზე.

საავადმყოფოს ფუნქციონირების 
ემპირიული შეფასებები

სამედიცინო მომსახურების მოცულობა და 
მკურნალობის ხარისხი

ცნობილია, რომ მედიცინაში განსაკუთ-
რებული მნიშვნელობა ენიჭება ექიმების 
კლინიკური პრაქტიკის გამოცდილებას და 
უნარებს. მაგალითად, ღია გულზე ოპერაციე-
ბი ნებადართულია მხოლოდ იმ საავადმყო-
ფოებში, რომლებსაც შეუძლიათ ჩაატარონ 
მსგავსი ოპერაცების დადგენილი მინიმუმი. 
მსხვილ საავადმყოფოებს ადვილად შეუძ-
ლიათ ამ მინიმუმის მიღწევა. უფრო მეტად 
კონცენტრირებულ საავადმყოფოებში, სა-
დაც დომინირებენ მსხვილი საავადმყოფო-
ები (ნაკლებად კონკურენციულ ბაზრებში) 
და მოცულობა უზრუნველყოფს ხარისხს, შე-
საძლებელია უკეთესი კლინიკური შედეგე-
ბის მიღწევა. კვლევები ადასტურებს, რომ 
კარდიოლოგიური ოპერაციების კუმულაცი-

ური რაოდენობა (მოცემულ პერიოდში მისი 
ზრდა) მნიშვნელოვან გავლენას ახდენს შე-
დეგების მაჩვენებლებზე (ლეტალობა და გა-
რთულებები). ასევე, მოცულობის გავლენას 
ხარისხზე ადასტურებს კვლევები, რომელთა 
მიხედვით, იმ საავადმყოფოებში, სადაც ოპე-
რაციების რაოდენობა დიდია, სიკვდილობა 
მნიშვნელოვნად მცირეა (Welke et al., 2008; 
[10] Lee et al., 2015 [11]).

საავადმყოფოების კონკურენცია და 
წარმოების ხარჯები 

გარკვეული კვლევები ადასტურებს, რომ 
როდესაც საავადმყოფოები ფინანსდება რე-
ტროსპექტული მეთოდით (ფაქტიური ხარჯე-
ბით) კონკურენცია განაპირობებს სერვისების 
მოცულობის, ხარჯების და ფასების ზრდას 
(Krabbe-Alkemade, et al., [12] 2017; Fournier & 
Mitchell, 1992 [13]). თუმცა, არის კვლევები, 
რომელთა მიხედვით კონკურენცია ამცირე-
ბს ხარჯებს და ფასებს (Connor et al., 1998; [14] 
Dranove et al., 1993; [15] Proppe & Söderlund, 1998; 
[16] Dranove & Satterthwaite 2016 [17]). გარდა 
ამისა, კონკურენცია ზრდის ძვირადღირებუ-
ლი ტექნოლოგიების ფართოდ გავრცელებას 
და გამოყენებას (Deng & Pan, 2019). [18]

სამედიცინო მომსახურების მიმწოდებლე-
ბის კონკურენციის ყველაზე გავრცელებული 
მაჩვენებლებია:

 ● ჰერფინდალ-ჰირშმანის ინდექსი 
(Herfi ndahl-Hirschman Index), რომელიც 
გამოითვლება საავადმყოფოს მოცუ-
ლობის (საწოლების რაოდენობა, კაპი-
ტალური ხარჯების დონე) საფუძველზე 
ქვეყნის ან რეგიონის ფარგლებში. აშ-
შ-ში ფედერალურმა სავაჭრო კომისიამ 
განსაზღვრა ბაზრის კონცენტრაციის 
ხარისხის შემდეგი კრიტერიუმები: HHI 
< 1000 – არაკონცენტრირებული ბაზა-
რი, 1000 < HHI < 1800 – საშუალო კონ-
ცენტრაცია, HHI > 1800 – მაღალი კონ-
ცენტრაცია. ყველაზე მაღალი ინდექსი 
10000 – შეესაბამება მონოპოლიას; 

 ● ექიმების რაოდენობა ერთ საავადმყო-
ფოზე გათვლით ქვეყანაში/რეგიონში;

 ● ჰოსპიტალიზაციის წილი საავადმყო-
ფოს გათვლით ქვეყანაში/რეგიონში.
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საავადმყოფოების კონკურენცია განი-
საზღვრება ბაზრის სტრუქტურით, რომელიც 
განპირობებულია ამ ბაზრის მოსახლეობის 
საზღვრებითა და მახასიათებლებით. ამიტომ 
კონკურენციის გაზომვას აზრი აქვს მხოლოდ 
ლოკალური ბაზრის საზღვრების სწორი ანა-
ლიზის და შეფასების დროს. 

საავადმყოფოების დაფინანსების ნორმა-
ტიული მეთოდების შემოღებისა და სამდიცი-
ნო მომსახურების შეთანხმებული მოცულობე-
ბის განსაზღვრის შედეგად აშშ-ში 1990-იანი 
წლების დასაწყიში კონკურენცია დაკავშირე-
ბული იყო შედარებით დაბალ ხარჯებთან და 
ფასებთან. (Fulton, 2017) [19].

საავადმყოფოების კონკურენცია, 
მკურნალობის ხარჯები და ხარისხი

კვლევები ადასტურებს, რომ ხარისხის მი-
ხედვით საავადმყოფოების კონკურენციის 
პირობებში ხდება ძვირადღირებული სერვი-
სების ინტენსიფიკაცია, რაც განაპირობებს 
ხარჯებისა და ფასების ზრდას (Strumann et al., 
2022) [20]. აშშ-ში სამედიცინო ბაზარზე ასეთი 
სახის კონკურენციას, რომელიც იწვევს ხარ-
ჯების ინფლაციას, უწოდებენ „გამალებულ სა-
მედიცინო შეიარაღებას“ (medical arms race). 
ამასთან, სერვისების ზედმეტმა დუბლირებამ 
და ინტენსიფიკაციამ შეიძლება შეამციროს 
პაციენტის მკურნალობის შედეგიანობა, რა-
დგან საავადმყოფოები ვერ ასწრებენ ინვე-
სტირებას მკურნალობის უფრო ეფექტიანი 
მეთოდების კვლევებში. 

მკურნალობის ხარჯებზე და ხარისხზე სა-
ავადმყოფოების კონკურენციის გავლენის 
შეფასებისას, კვლევებით მიღებულ იქნა არა-
ერთგვაროვანი შედეგები. აშშ-ში 1990-იან 
წლებამდე მაღალი კონკურენცია არაეფექტი-
ანი იყო, რადგან ზრდიდა საავადმყოფოების 
ხარჯებს, ხოლო მკურნალობის შედეგებზე 
არსებით გავლენას არ ახდენდა (მაგალითად, 
მიოკარდიუმის ინფარქტით ლეტალობის მაჩ-
ვენებელი არ შემცირებულა). 

აშშ-ში 1990-იან წლებში კონკურენციის 
პირობები არსებითად შეიცვალა მართული 
ჯანდაცვის სადაზღვევო სქემების გაჩენის 
შედეგად. ამ პერიოდში შემოღებულ იქნა 
საავადმყოფოების პროსპექტული ანაზღა-

ურების მეთოდებით დაფინანსება, რაც გუ-
ლისხმობს სამედიცინო სერვისების დაფი-
ნანსებას არა ფაქტიური ხარჯების, არამედ 
წინასწარ დადგენილი ფასების მიხედვით. 
ამასთან, ძვირადღირებული რესურსების გა-
მოყენებაზე დადგინდა უფრო მკაცრი მოთხო-
ვნები. 1990-იანი წლების შემდეგ პერიოდში 
მაღალი კონკურენცია განაპირობებდა ხარ-
ჯების შემცირებას და ხარისხის ამაღლებას. 
შესაბამისად, კონკურენცია გახდა საავად-
მყოფოს ფუნქციონირებაზე გავლენის სასა-
რგებლო მექანიზმი. 

დიდ ბრიტანეთში, 1991 წლიდან დაწყებუ-
ლი ჯანდაცვის ეროვნული სამსახურის რე-
ფორმა მიმართული იყო საავადმყოფოების 
კონკურენციის სტიმულირებისკენ. კვლევები 
ადასტურებს, რომ ჰოსპიტალურ სერვისებ-
ზე ფასი დაბალი იყო იმ რეგიონებში, სადაც 
შეინიშნებოდა საავადმყოფოებს შორის მა-
ღალი კონკურენცია; ამასთან, რაც უფრო მა-
ღალი იყო სამედიცინო ორგანიზაციის მო-
ცულობა, მით უფრო დაბალი იყო ფასი (Joynt 
et al., 2011) [21]. სხვა კვლევების მიხედვით, 
საავადმყოფოებს შორის კონკურენცია ამცი-
რებდა პაციენტის მკურნალობის ხარისხს 
(Lyon, 1999) [22]. ამგვარად, ამერიკელი მკვლე-
ვრები აღნიშნავენ კონკურენციის გავლენას 
ხარისხზე, ხოლო ბრიტანელი მკვლევრების 
მიხედვით, კონკურენცია განაპირობებს ფა-
სისმიერი სიგნალის გაძლიერებას. ბრიტა-
ნეთში სამედიცინო მომსახურების მყიდვე-
ლები (მართვის ადგილობრივი ორგანოები) 
სამედიცინო მომსახურების მიმწოდებლებ-
თან მოლაპარაკებების დროს უფრო მეტ აქ-
ცენტს აკეთებდნენ ფასების შემცირებაზე, 
ვიდრე ხარისხზე. კონკურენციის ხარისხზე 
გავლენის ანალიზის დროს მკვლევრები 
უფრო მეტად ითვალისწინებდნენ საავად-
მყოფოს მოცულობას და სტატუსს.

დასკვნა

ემპირიული კვლევები ადასტურებს, რომ 
სხვადასხვა ფაქტორების გავლენა მკურნა-
ლობის ხარისხზე დამოკიდებულია იმ გარე-
მოსა და სტიმულების სისტემაზე, რომლებშიც 
ფუნქციონირებენ საავადმყოფოები. მყიდვე-
ლებსა და სამედიცინო მომსახურების მიმწო-
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დებლებს შორის ურთიერთობები, რომლებიც 
ეფუძნება მხოლოდ ფასზე მოლაპარაკებებს, 
არ განაპირობებს სამედიცინო მომსახურების 
სათანადო ხარისხის უზრუნველყოფას. საავა-
დმყოფოს მომსახურების რეალურ ღირებუ-
ლებასთან და მკურნალობის ხარისხთან მი-
მართებით ინფორმაციული ასიმეტრიის გამო, 
სამედიცინო მომსახურების მყიდველები გა-
ვლენას ვერ ახდენენ ხარჯების შემცირებაზე 

და მკურნალობის ხარისხის ამაღლებაზე, რაც 
ზრდის საავადმყოფოს ძალაუფლებას. ამგვა-
რად, როდესაც ვაფასებთ საავადმყოფოების 
კონკურენციის გავლენას ხარჯებსა და მკურ-
ნალობის ხარისხზე, მხედველობაში უნდა 
გვქონდეს, რომ ჯანდაცვაში საბაზრო მექანი-
ზმები ყოველთვის არ ამაღლებს საზოგადოე-
ბის კეთილდღეობას.
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