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ABSTRAKT 

V mé diplomové práci jsem se zaměřila na strategii marketingové komunikace ve firmě IDS 

BORJOMI GEORGIA Ltd. Teoretická část mé práce vymezuje marketingovou komunikaci a 

jak důležité je pro společnost realizovat efektivní marketingové komunikační strategie. 

Těžištěm mé práce je gruzínský trh s minerální vodou, jmenovitě pak nejúspěšnější zástupce 

na trhu značka  BORJOMI. Praktická část práce pak blíže popisuje a analyzuje IDS BORJOMI 

Ltd a zaměřuje se zejména na její komunikační strategii. Po vyhodnocení trhu a postavení 

vybrané firmy byl navržen Projekt marketingové komunikační strategie, včetně času, nákladů a 

analýzy rizik.  

 

 

ABSTRACT 

This Master thesis is focused on Marketing Communication strategy in IDS BORJOMI 

GEORGIA LTD. The theoretical part defines marketing communications and how important is 

for company to implement effective marketing communication strategy. The focus of my thesis 

is Georgian mineral water market and most successful representative of it brand BORJOMI the 

practical part describes and analyses IDS BORJOMI LTD and is more concentrated on com-

munication strategy. After evaluation of Market and position of selected firm I have offered 

Project of Marketing communication strategy including time, cost and risk analysis. 
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INTRODUCTION 

The Republic of Georgia is rich in underground mineral water resources, which are diverse 

with the depth on location and with the chemical characteristics as well.  On the relatively 

small territory of Georgia is accounted for and partly studied more than 1,000 highly di-

verse mineral sources. Georgian mineral water industry is quite experiences, but because of 

a number of economic and social reasons mineral water potential is not used fully. Mineral 

water must become a priority for the local production. Georgian mineral waters are recog-

nized by the unique features, it is recommended for all those who have and have not health 

issues. The amount of water for 1 sq / km is 820 000 that is  2.5 times more than the world 

average number. Mineral waters found in Georgian ground are national wealth and are 

protect by the state. In The nomenclature of world mineral water are included following 

Georgian mineral waters: BORJOMI, BORJOMI Springs, Nabeglavi, Sairme. 

 In the era of marketing and huge competition every company needs to meet ne market 

design tendencies in order to survive and develop. Companies operating worldwide or only 

local market n both cases they try to upgrade and renew their marketing strategies, Use the 

newest trends of marketing communication in order to be up to date to offer always some-

thing new and b always trendy. When competition is so tough and companies are not only 

competing with local producers but foreign, sometimes with more developed companies, 

only with quality is impossible to stay on market long term.  

The main objective of firm marketing strategy is to reach potential customers, to increase 

strategic network and keep existing loyalty. Marketing division is one of the mostly expen-

sive divisions in company and it is very important for marketers to meet higher standards 

and lead Company to success.   

As a representative of a small country, which sometimes is messed with the state of USA I 

would like Georgia to use all its potential and opportunity to offer the value to the rest of 

the world and to have worldwide brands and country of origin “Made in Georgia” brand 

itself. The scope of my thesis was to analyze most popular and respected Georgian brand 

BORJOMI, In order to identify how strong in firm on Georgian market and to understand 

potentials of expanding. Benchmarking with the local competitor will give strong and 

weak points of company strategy. What brand needs to restructure, what new trends should 

be added. To became strong enough on local market and efficient enough to meet global 
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market expectations. To do this, the author analyzed current portfolio of marketing strate-

gy, with the main focus on marketing communication.  

This thesis will offer my suggestions what should be improved and how, what activates are 

necessary in order to enhance position on local market and to create competitive advantage 

for international market. 
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OBJECTIVES AND METHODS OF MASTER THESIS 

The objectives of this thesis can be categorized into two parts. Firstly is to identify the cur-

rent marketing communication strategy of the brand BORJOMI, understand current brand 

position, and discover the strength and weaknesses in their current marketing approach. 

Secondly, to prepare the project of new marketing communication strategy, in order to 

reach potential customers and keep existing loyalty.  

Methodological Approach 

For creating mentioned project was used mainly secondary data obtained from the internal 

and external sources of the company. The preparation of this thesis consisted with the fol-

lowing steps:  

 Preparation of critical literature analysis concerning to marketing strategy with the 

main focus on marketing communication and branding studies. 

 Description of the company and its characteristics including the brand current posi-

tion and evolution of the brand during the times.  

 For understanding external influences on company PEST (Political, Economical, 

Sociological, and Technological) analysis was used with the secondary sources 

from Georgian statistics department and country overviews. 

 Analysis of target market was made based on internal secondary sources and based 

on the interview with company managers. 

 For creation the clear understanding of project starting point SWOT analysis was 

done using IFE and EFE marketing tool and marketing mix – 4P was analyzed. 

 With the benchmarking followed to 4P model was provided the deeper understand-

ing on competition on market.   

 Creation of space matrix had given opportunity to clarify what kind of strategy to 

use for farther project.  

 The project of MCS for Brand BORJOMI was developed on the implementation of 

Keller’s 4 step principals.  
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I.  THEORY 
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1 THE GENERAL THEORY ABOUT 

MARKETING COMMUNICATION 

1.1 The Marketing Communication 

In recent years, along with an increase in the role of marketing has increased the 

role of marketing communications. It is not enough to have good products and services - to 

increase the volume of company sales and profits, firm needs to convey to the mind of the 

consumer benefits from the use of products and services. Marketing communications allow 

transferring messages to consumers in order to make products and services to companies 

appealing to the target audience. 

Marketing Communication is a sub part of the field of marketing. Marketing is 

known to have its mix; known as the 4P’s that includes product, place, price and promo-

tion. The promotion part of 4P is Marketing Communication. Marketing communication is 

a fundamental and important part of a company’s marketing strategy. It can be described as 

all the messages and media efforts that company uses to communicate with the market. 

The main purpose for marketing communication is to remind customers to buy company 

product or to introduce new product to target market.  

Marketing communications is a process of transmitting product information of the 

target audience. It should be understood that no firms is able to act immediately in all mar-

kets, while meeting the needs of all consumers.  The target audience is a group of people 

who receive marketing messages and have an opportunity to respond to them.  

 The company's specialists have to understand that in order to most effectively con-

vey the marketing message a variety of means can be used. Thus, the product of its price 

and distribution method can carry important market information to consumers. These three 

elements, along with marketing communications, form the marketing mix.  

Marketing communications are used to demonstrate the important characteristics of 

the three other elements of the marketing mix in order to increase consumer interest in 

buying the product 
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 According to Felicia Greene: “Marketing communication helps to develop brand 

awareness, which means that consumers translate product information into perceptions 

about the product’s attributes and its position within the larger market. Businesses also use 

marketing communication to retain the product’s current customer base, and to cement 

relationships with customers and suppliers, notes "Reference for Business." Marketing 

communication strategy defines the business’s plan for product information dissemination 

and brand awareness development” (Felicia Greene, Demand Media 2016) 

Enterprises are constantly promoting their activities, trying to implement several 

objectives: 

- To inform prospective customers about your product, services, sales conditions; 

- To convince the buyer to give preference to these products and brands; 

- Make purchases in certain stores, visit these entertainment events, etc.; 

- To force the buyer to act, i.e. to buy what the market offers at the moment, and 

not put off buying for the future. 

These objectives are achieved by means of advertising, sellers, store name, window 

dressing, packaging, and distribution of literature, the distribution of free samples, cou-

pons, press releases and other communications activities. The totality of the above methods 

to achieve the objectives called management promotion or marketing communications. 

Marketing communications can be targeted, or as in the case of advertising and personal 

sales, or targeted, (although it has some impact), which include the appearance of the 

product, packaging or price. 

Marketing communications can create a positive experience that will increase cus-

tomer satisfaction and product purchased; the company will add additional value to the 

product in the eyes of consumers.  However, no efforts in the field of marketing communi-

cations will ever help the company, which produces low-quality products. As experience 

shows, the easiest way to "bury" any defective product is to create and implement a good 

communication program because it is such programs quickly will a target audience all his 

faults to him.   

The term promotion in the broadest sense means "moving forward." In marketing, 

this value is stored in the sense of "push" the buyer to take action. 
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Marketing communications, along with three other elements of the marketing mix 

are key to making strategic decisions on the basis of a marketing plan. The marketing 

plan is a document that reflects the analysis of the current marketing situation identifies 

market opportunities and related risks set development goals and outlines plan actions to 

achieve them. 

1.2 Marketing communication process 

The main objective of marketing communication is to convey firm’s message in the most 

effective way and to reach the customer accurately. All marketing communications are 

intended to provide the target audience specific information or to persuade her to change 

her attitude or behavior. The number of these objectives includes the creation of the buyers 

of the brand awareness, dissemination of information, improving market culture, the for-

mation of a positive image of the company or its brand. The ultimate goal of any marketing 

communications strategy is to help the company to sell its products and thus keep your 

business. 

FIGURE 1. TRADITIONAL COMMUNICATION PROCESS  

                       

Source: PERREAULT, William D, Joseph P CANNON E MCCARTHY. Essentials of mar-

keting 

1) Source is marketing firm which is conveying the message. 

2) Encoding is the process of putting thoughts, ideas and information in a symbolic 

way in order to ensure that massage will be interpreted correctly by customer. 

Source

Encoding

Message 
chanel

Decoding

Receiver

Feedback
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3)  Message: A message may be expressed in different ways. It might be verbal or 

non-verbal, written, or only symbolic. All the information the company aims to 

convey for customer is included in message. The massage form is depended on the 

communication Chanel. The channel that conveys the massage ins called and medi-

um and it can be categorized as: 

i) Personal: Personal communication involves direct face-to-face contact with 

the target customer.  

ii) Non-Personal: Non-personal channel are any channels that does not include 

face-to-face contact with potential client.  

The non-personal channels of communication include: 

a) Print Media: 

Newspapers, magazines, direct mails, etc. 

b) Electronic Media: 

Radio and Television. 

4) Decoding: is the process when the sender’s message is coming back into thought. It 

is highly affected by the self-reference criteria (SRC), which is unintended refer-

ence to one’s own culture. 

5)  Receiver: Under the term receiver we mean the target audience or customers who 

receive the message. There are many factors that might influence the proper pro-

cess of receiving massage as it was intend by the sender. There is possibility that 

massage is not clear, or is not translated in right way, the reason may be the visual 

tools used.  

6) Noise: if the massage has no meaning and the objective is not reached than finally 

it is just a noise send from one part of communication to another.  

7) Feedback: In order to analyze the effectiveness of the whole marketing communi-

cation process, the crucial and the last step is feedback from the customers. The 

time that is needed to analyze the communication influence depends on the type of 

promotion. 
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The target audience includes not only potential customers. The participants of 

the marketing process can be classified employees of the company, its products, ven-

dors, suppliers, residents of the territories in which the goods produced and sold, the 

media, bodies of state regulation of commercial activities, as well as buyers. 

FIGURE 2: MARKETING COMMUNICATION PROCESS 

 

Source: Management Study Guide, 2016 

The marketing communication process identifies where the investments are being 

done and what is bringing more return on investment. The process commences at the stra-

tegic development stage. Company commence by engendering a marketing communica-

tions program. At this point, marketing manager decide what all will fall in company 

MacCom bracket. At the next stage, Managers should capture replications from consumers. 

These replications are then recorded and maintained as marketing communication data. 

After analyzing and evaluating collected data executives engender the all consequential 

reports which will help them to allocate the integrated marketing and communications 

budget. 

Culling the most consequential communications elements is crucial for the prosper-

ity of company’s business. The marketing communication campaign should be efficacious 

across all platforms. If the marketing communication process is set properly, the company 

has opportunity to benefit affluent dividends from it.  
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1.3 Marketing Communication Mix 

Marketing communications has a mix. During the campaign the elements of the 

mix are blended in different quantities. Promotion management has at its disposal a variety 

of means to achieve the goals: advertising, sales promotion, personal selling, direct market-

ing, public relations,  

 

FIGURE 3: MARKETING COMMUNICATION MIX 

 

Source: Own considerations based on Mayo 2004 Advertising 

With the process of economic growth, advertising becomes more important because 

more customers have income and advertising might actually get result. But good advertis-

ing results cost money. And spending on advertising is significant. Must be noted that total 

advertising expenditures are large but the advertising industry itself employs not so many 

people as expected to be. The major expenses are for media time and space.  

Modern technology makes advertising so diverse that give it universal characteris-

tic is simply impossible. Advertising can be used to create a long-term brand image (typi-

cal examples: Coca-Cola, Marlboro), and to stimulate sales (sales advertising, shares). 

Mass advertising by its very existence affects the sales volumes: consumers believe that a 

large amount of advertising costs demonstrates the massive demand for the goods and the 

severity of the brand. 

As advertising is related to really big cost for company it is important that cam-

paign should have clearly defined objectives. This is not enough to say that product should 

be promoted. The marketing manager must decide exactly what advertisement should do. 
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Advertising objectives should be specific as ad should be effective not just for one 

customer but for thousands or millions of them. After identifying objectives marketing 

division decides what type if advertising is the best in particular case. 

FIGURE 4: DIFFERENT TYPES OF ADVERTISING OVER ADOPTION PROCESS STAGE.

 

Source: PERREAULT, William D, Joseph P CANNON E MCCARTHY. Essentials of mar-

keting 

The chosen advertising objectives largely determine which of two basic types of 

advertising to use- product or institutional. Product advertising tries to sell product. Institu-

tional advertising promotes an organization mage, reputation and ideas rather than specific 

product.  

There are three types of product advertising.  

Pioneering advertising that tries to develop primary demand for the product catego-

ry rather than demand for specific brand. Pioneering advertising is usually needed at the 

early stages of the product life cycle; it informs potential customers about new product and 

helps turn them into adopters. 
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 Competitive advertising tried to develop selective demand for a specific brand. A 

firm is forced into competitive advertising as the product life cycle continues to move 

along to hold its own against competitors. 

 Reminder advertising is the way to keep the products name before the public. It 

might be useful when the product has reached brand preference maybe during the market 

maturity or sales decline stages. 

Promotion is useless when it doesn’t communicate effectively, there are a lot of 

reasons why a message of promotion campaign can be misunderstood or even not heard at 

all.  To understand this it is useful to think about a whole communication process- which 

means a seller trying to reach a receiver with a message. Customer evaluates both the mas-

sage and the source of the message in terms of trustworthiness and credibility.  

Promotion is one of the most frequently criticized areas of marketing. Much criti-

cism focus on if the communications are honest. Marketers are expected to make ethical 

judgments in consideration there charges and in planning their promotion.  

The most common criticisms of promotion are related to exaggerated claims. If an 

advertisement or sales men claims that a product is the “best on market” is that just an 

opinion or should every statement be backed up by proof?  

There are also issues related to customer privacy. Most customers are unaware that 

their web-surfing habits are being tracked. Many websites place “cookies” (electronic files) 

on a customer’s computer so that when the customer revisits their site, the system remem-

bers the customers. While this sort of tracking offers them the potential benefit of more 

personalized communications, some customer might want to remain anonymous.  

Most marketing managers realize that the ultimate proof comes when the customer 

makes the purchase. Customers won’t spread positive word-of-mouth or come back if the 

marketing mix does not deliver what promotion promises. As a result most marketing 

managers work to make promotion claims specific and believable.  

1.3.1 Advertising 

According to American Marketing Association: " Advertising - any paid form of 

non-personal presentation and promotion of ideas or services on behalf of a famous spon-

sor." This definition reflects the most important function of advertising - the ability to 
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transfer information from the advertiser a specific target audience, without installing the 

direct contact with a potential buyer, that is, advertising is impersonal in nature. 

Advertising is connected or using the media - newspapers, magazines, radio, televi-

sion and others (such as billboards), or with a direct appeal to the customer via mail. Both 

types of advertising are paid advertiser, but are considered to be impersonal, as the firm at 

the same time appeals to multiple recipients, perhaps millions, not talking to one individual 

or a small group. 

Advertising requires significant cost and small business owners are constantly have 

not enough money. Problems with clients are entirely attributable to the lack of advertis-

ing, they say, "that's how good the competitors advertised, and we ..." In fact, advertising 

should not be much, but as much as is necessary in current situation, and for the enterprise, 

otherwise it will bear the company service. 

The success of advertising as an element of marketing communication at present is 

due to two factors: 1) deliberate and systematic character; 2) as well as the close connec-

tion with the planning process, the development and production of goods, the study of the 

demand for it, pricing and marketing. 

Depending on the objectives defined by the specific market conditions, advertising 

performs the following functions: 1) generates demand for goods; 

2) Provides consumers with the necessary information; 

3) Provides sales, support and increases sales volumes; 

4) Inspires confidence in the product and its manufacturer; 

5) Takes into account the needs of the client; 

6) Creates enterprise entity (using the "corporate identity"); 

7) Creates a certain image (image) of the product; 

8) Contributes to the intellectual level of the consumer. 

Ultimately, all advertising functions are reduced to achieve the main objectives of 

marketing communication system: demand generation and sales promotion. 
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Currently, during the widespread use of marketing communications, many experts 

observed a significant reduction in the effectiveness of their traditional forms, such as tele-

vision and radio advertising, press advertising, direct marketing means. This situation is 

related, on the one hand, with the rapid development of traditional advertising, on the other 

- with the evolution of the consumer as such. 

The most effective and attractive means of commercial communication is internet 

advertising. The development of the Internet has changed more modern view of marketing 

communications. The Internet is both a new medium for communication and constantly 

growing market of potential customers who have a high level of income. The feature of 

online advertising is the active role of the user. In traditional media, their role is passive. 

Almost all advertising media is on the Internet, in addition to branding and stimu-

lating, engaging users perform the function of the site and promote them in the Net-

work. Internet environment allows for the communication process with greater interactivity 

compared with other channels of communication due to rapid feedback and the possibility 

of large amounts of information. 

1.3.2 Direct Marketing 

According to Direct Marketing Association, direct marketing is "an interactive sys-

tem of marketing that uses one or more advertising media to affect a measurable response 

and/or transaction at any location" (Direct Marketing Associations 2016) 

This definition by DMS is not quite correct, as all advertising and sales promotions 

can be viewed as an "interactive system of marketing." Both are created and intended to 

work on the targeted consumers. Consumers are expected to react on brand apperception, 

advertisement recall, purchase decision, and purchase. All of these reactions can be quanti-

fied and subsequently utilized by the marketer. The fact that all advertising and sales pro-

motions are able be viewed as interactive, defining direct marketing as an "interactive sys-

tem of marketing" does not divide direct marketing from general advertising. 

According to John Miglautsch and Connie Bauer “Direct marketing is a relational 

and marketing process of prospecting, conversion, and maintenance that involves infor-

mation feedback and control at the individual level by using direct response advertising 

with tracking codes.” 
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One of the most important characteristic of direct marketing is information feed-

back and control at the every consumer or organization level.  

Direct marketing can be viewed as a marketing process which contains three major 

ongoing marketing sub processes: 

 Prospecting.  

 Conversion 

 Maintenance. 

Prospecting is a process of finding new customers in order to build the customer 

file and acquire name for brand. To maintain or increase the customer file size, prospecting 

must be a perpetual process. It includes direct advertising via magazines, newspapers, di-

rect mail or telephone calling to rented lists, direct mail co-ops, package inserts, television, 

brochure, catalog, or salesperson call and radio, along with trade shows and public cogna-

tions. 

The second major perpetual activity is conversion that fixates on transmuting the 

status or advance a respondent and it is to a certain extent dependent upon the categorical 

type of prospecting. Once the company or brand has a customer, the next conversion ac-

tivity is to convert the new customer who is a single-buyer into a multi-buyer. The purpose 

is to convince customer to buy product again and not only once.  

The main objective of maintenance is to maintaining the behavioral pattern of cus-

tomers or inquires interest. This category of direct marketing activity includes the custom-

ary contact with customers, incipient product cull and testing, profitability analysis and 

other marketing and marketing research activities that will avail to increment the profitabil-

ity of the customer file. 

1.3.3 Personal Selling 

According to the American Marketing Association, personal selling is an "oral 

presentation in a selling, also selling, used at every level of the distribution. The cost of 

sales staff highly. (Robert & N Anthony, 2008) 

“Sales, the arts of education which are defined as interaction face to face, which, 

the something tangible or intangible value for another element equivalent exchanged usual-

ly with a lot of money or higher of the item sold, Sale is part of the promotional mix. If 
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properly analyzed, data return on sales overcomes objections and help, to models deliver 

the projections and sales predictions.”( Aftab Alam, 2013) 

Personal sales are Situations where a real person endeavors to sell something to a 

different person or organization. Sales can be described as an art of negotiations which are 

defined as interaction face to face. Personal sale are sometimes tangible or intangible. If 

opportunely analyzed, data return on sales overcome remonstrations and avail, to models 

distribute the projections and sales prognostications.  

Personal selling need a lot of cost on employees but also is flexible and efficient. A 

seller is always able to adapt the message to the particular customer at the time of the 

presentation. But also sales persons should be motivated the other way than ordinary em-

ployees. In every company sales department have additional bonuses for every sale and the 

expectation of more bonuses encourage them to work harder and to sell more. 

During the negotiations sometimes it is required to understand different culture of 

customer and sales man should adopt a negotiating strategy, representing the other portion 

of the cultural system.  

“A major advantage of personal selling is that the source the seller can get immedi-

ate feedback from the receiver. It is easier to judge how the message is being received and 

to change it if necessary. Mass seller usually must depend on marketing research or total 

sales figure for feedback and that can take too long.” (J. M. Dewan and K. N. Sudarshan, 

2000)  

1.3.4 Public Relations 

The role of Public relations for an organization can be truly measured as the differ-

ence between life and death, or the difference between success and failure. The purpose of 

Public relations is to maintain ongoing, beneficial relationships with customers. It is very 

important for companies to systematically listen and understand the concerns of publics.  

“Public relations are a conduit, a facilitator, and a manager of communication, con-

ducting research, defining problems, and creating meaning by fostering communication 

among many groups in society.” 

According to Grunig and Hunt’s famous definition of public relations the compo-

nents of PR are: 

http://www.amazon.co.uk/J.-M.-Dewan/e/B00IXC0KQG/ref=sr_ntt_srch_lnk_1?qid=1459029279&sr=1-1
http://www.amazon.co.uk/K.-N.-Sudarshan/e/B00J8CYYWQ/ref=sr_ntt_srch_lnk_1?qid=1459029279&sr=1-1
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  “Management: The body of knowledge on how best to coordinate the activities 

of an enterprise to achieve effectiveness. 

  Communication:  Not only sending a message to a receiver but also understand-

ing the messages of others through listening and dialogue.  

 Organization: Any group organized with a common purpose; in most cases, it is a 

business, a corporation, a governmental agency, or a nonprofit group.  

 Publics: Any group(s) of people held together by a common interest. They differ 

from audiences in that they often self-organize and do not have to attune to messages; pub-

lics differ from stakeholders in that they do not necessarily have a financial stake tying 

them to specific goals or consequences of the organization. Targeted audiences, on the 

other hand, are publics who receive a specifically targeted message that is tailored to their 

interests.” 

According to Bloom “Public relations is the management function that identifies, 

establishes, and maintains mutually beneficial relationships between an organization and 

the various publics on whom its success or failure depends.” (Cutlip, Center, and Broom, 

Effective Public Relations (7th ed., 1994) 

Functions of Public Relations: 

 Trusted counsel – Advise and anticipate.   

 Internal communication – Engage employees.  

 Media relations – Develop public trust.  

 Community relations – Establish public support.  

 External communication – Build public support and trust. 

Public relations avails involutes and pluralistic society to reach decisions and func-

tion more efficaciously by contributing to mutual understanding among groups and institu-

tions. It accommodates to create harmony between private and public policies. Public rela-

tions are used in a wide variety of institutions in society: 

 Businesses,  

 Trade unions,  

 Government agencies,  
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 Voluntary sodalities,  

 Foundation;  

 Hospitals; 

 Schools and colleges; 

 Religious institutions. 

To achieve their goals, these institutions must develop efficacious relationships 

with many different audiences or publics such as employees, members, customers, local 

communities, shareholders and other institutions, and with society at sizably voluminous.  

The managements of institutions need to understand the postures and values of their pub-

lics in order to achieve goals. The goals themselves are shaped by the external environ-

ment. The public cognations practitioner acts as a counselor to management and as a medi-

ator, availing to translate private aims into plausible, publicly acceptable policy and action. 

1.3.5 Sales Promotion  

Sales promotion refers to those promotion activities that stimulate interest, trail or 

purchase by final customers.  

FIGURE 5: SALES PROMOTION ACTIVITIES 

 

Source: PERREAULT, William D, Joseph P CANNON E MCCARTHY. Essentials of mar-

keting 
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Sales promotion is used to complement other promotion methods. While advertis-

ing campaigns and sales force strategy decisions tend to have longer-term effect, a particu-

lar sales promotion activity usually lasts for only a limited time period. Sales promotion 

can often be implemented quickly and get sales results sooner than advertising. The objec-

tives for sales promotion are mostly short term oriented.  

There are many types of sales promotion but which of them to use depends on the 

sales objectives and particular situation. Exhibit below shows three different situations how 

sales promotion can effect on sales. In the first situation sale has temporary increase and 

after finishing promotion the sales amount returned to its common numbers.  

The second case shows the worst scenario, when after increasing if sales company 

will experience decrease. Sales promotion encourages customer to buy more but after that 

they have enough quantity for longer time and it will result in less sales.  

The best possible scenario is continuously increased in sales. When after sales 

promotion is over company casa squired more customers and finally sales are continued to 

be more then in regular situation.  

FIGURE 6: EFFECT OF SALES PROMOTION ON SALES OVER TIME 

 

Source: PERREAULT, William D, Joseph P CANNON E MCCARTHY. Essentials of mar-

keting 
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1.4 Steps to Develop an Effective Marketing Communications Strat-

egy 

The main focus of marketing communications strategy for any company and the 

first steps in the sales process is to gain to Gain awareness. The marketing communication 

puzzles contains with getting to know potential audience, crafting main message and final-

ly tracking results. The main purpose of an effective marketing communications plan is to 

results in a better brand experience. And the end result for the company is to bring more 

sales. 

1. The Better company Knows target Audience, the Better company 

Can suit to their Interests 

Incorrect definition of the target audience is one of the most costly mistakes in 

planning marketing activities. The audience can be represented by separate groups of peo-

ple, potential buyers, consumers, voters and TD attempts to convey information about 

products and services to the largest possible audience lead to the necessity of drawing up a 

universal message, not taking into account the peculiarities of certain groups of consumers, 

and thus, may be ineffective. This primarily relates to the promotion of specific products 

and services, designed for a narrow circle of connoisseurs or professionals. For example, 

advertising elite and expensive cosmetics or highly specialized production equipment in 

the mass newspaper is likely to lead to dissipation of resources. At the same time, with the 

advancement of functional goods of daily consumption, it is advisable to involve just a 

mass audience. 

Marketing efforts should begin with a thorough understanding of company audi-

ence. The first thing to do is to analyze current client’s files and understands why they 

chose specific products or services. If company does not have enough data to get the full 

picture , company should invest in research in order to fill any gaps relating to customer 

purchase patterns and other ideas about when, where, why and how people purchase par-

ticular products. 
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2. Offer Unique Selling Proposition 

Unique Selling Proposition (USP) is the main benefit that, when communicated ef-

fectively, drives sales of your product or service. The main focus of it is an unique problem 

that company solves better than any other firm. Company must offer USP that is compel-

ling and strong enough to make people act. Company USP will be focus for all of the mar-

keting communications, so it is very important to create really unique one.  

3. Brand Look  

The look of brand is important to support company’s USP and accurately represent 

the market position of company. To be honest with the buyers is very important and brand 

should be represented in relevant manner from in any communicational channel, from the 

logo on the business card and marketing material. Brand look should never mislead target 

audience and create different image. 

4. Ensure that All Messaging is Consistent 

When it comes to branding, most people think of the logo but still brand’s voice is 

also very important. The first place to start to generate some key positioning statements 

appears in your communications. Company should start with the tagline, firstly one sen-

tence of the proposal, and then standard short paragraph. The firm should try swapping a 

handful of key messages that the company should communicate. Company needs to outline 

the key descriptive words, which to use and which not to, Management of company should 

make sure that all new messaging standards are adhered to in all subsequent messages. 

5. Marketing Mix 

The marketing industry is so advanced comparing to last decades and there are far 

more choice now to promote company and brand. As a marketers and company managers 

everybody should understand that every brand and every company is unique and there is no 

one common standard for everyone. Companies should be more flexible, choose their own 

marketing communication mix with the understanding of the target audience, industry and 

budget and marketing goals.  

6. MarCom Measurements  
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For every activity the main thing is result, same is with marketing communication. 

It is important that company steps and new strategies be measurable in order to understand 

how particular steps affect sales and the income of company. It does not matter the activity 

is online marketing email activities, direct marketing or new advertising video finally eve-

rything should be translated into profit and income for company.  

7. CRM 

After getting target audience known and after building brand image, the next step is 

to keep the reached position. For that porpoise company needs CRM (Customer Relation-

ship Management) system which is a database of company contacts (customers, prospects, 

others), CRM allows company to organize information (contact info, records, files, calls, 

emails, etc) scale sales and marketing processes. This system helps company management 

better to understand clients and satisfy their need in order to keep their loyalty.  

Successful marketing communications efforts are much more than a shot in the 

dark. Each of these steps is needed to be explored in order to gain the greatest possible 

return on investment. 

1.5 Integrated marketing communications 

Integrated marketing communications - this is the process of informing the user 

to buy the coordination and reassurance. The key word in the concept of integrated market-

ing communications is still marketing. Clearly understanding the marketing goals, compa-

ny can build a so-called "post-marketing" space, which will include all the necessary 

communications -contacts, relations, including interpersonal, ensure the functioning of the 

enterprise (as a kind of living organism) and its development. 

The common definition for integrated marketing communication can be considered 

as a system of intensive business development techniques. It turns out that the IMC should 

possess specialist knowledge in the field of advertising and sociology, management and 

marketing, psychology and economics, and more - to be able to coordinate all the structural 

divisions of the company for the performance of the defined tasks. Clearly, this requires a 

broad outlook and specific communication skills. At its core, an expert on IMC is likely, 

Head of Development, which should have all the powers of the manager of a high-level 

and possibilities to influence the structure of all units - from production to sales.  
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Communication must be organized so that customers are not disturbed and did not 

have the feeling that by virtue of the force-feeding products. IMC- is exactly why it is im-

portant for all of PR and marketing communication and marketing to act in sync. 

IMC methods can be divided into four main groups. 

Organizational-economic methods: Naturally, it is necessary that the entire busi-

ness structure has been coordinated with communication steps. If you are calling to buy a 

product, and it is not for sale, - it goes down the drain all the work in advertising. Competi-

tive advantage may be purely economic benefits provided to customers in the form of a 

system of discounts.  

Information and advertising method: These methods should include measures 

aimed at creating the image and reputation, intended for the end consumer, for corporate 

clients as well as for the general public.  

Methods of establishing interpersonal relationships: The methods involve the eth-

ics of business relations with both the external environment and within the company, on 

which depends the implementation of the marketing strategy 

Legal methods: activation of mergers and acquisitions procedures (accompanied by 

information and advertising, organizational, economic, and lobbying and other procedures) 

says about the need to include these techniques in the arsenal of the IMC. IMC and literacy 

specialist in the legal aspects should be provided for the system of education in the disci-

pline. It is necessary to clarify, as the legal methods in the IMC not only focus on mergers 

and acquisitions. 

1.6 Brand 

Branding has been used for hundreds of centuries as a way to distinguish the goods 

of one producer from the products of another one.  According to the American Marketing 

Association a “brand is a name, term, sigh, symbol or design or a combination of them 

intended to identify the goods and service of one seller or group of seller and to differenti-

ate them from those of competition.” Many managers refer to a brand as more then that 

defining a brand in terms of having created awareness, reputation prominence and so on in 

the marketplace.  

It is important to contrast a brand from product. A product is anything that can be 

offered to market as a subject that can be acquired and may satisfy needs of customer. 
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Thus the product can be physical and a service, a shop a person or an organization even an 

idea.  

Brand can be defined as a product as well but that adds other importance to the 

product to distinguish with the competitor’s product that is able to satisfy same needs. 

These differences are sometimes tangible and sometimes emotional and symbolic and re-

lated to what brand represents.  

According to one marketing observer:  

“More specifically, what distinguishes a brand from its unbranded commodity 

counterpart and gives it equity is the sum total of customers’ perception and feeling about 

product’s attributes and how they perform, about the brand name and what it stands for and 

about the company associated with the brand.”  

Brands can create competitive advantage in two ways: 

 Product performance – because of continues research and develop-

ment of product. 

 Non-product-related means- crating appealing image. 

Brand plays different roles for different participant of market. For customers brand 

emperies  

 Identification of source of product 

 Assignment of responsibility to product maker 

 Risk reducer 

 Search cost reducer 

 Promise, bond or pact with maker of product 

 Symbolic device 

 Signal of quality 

For Manufacturers: 

 Means of identification to simplify handling or tracing 

 Means of legally protecting unique features 

 Signal of quality level to satisfied customers 
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 Means of endowing products with unique associations 

 Source of competitive advantage 

 Source of financial returns 

Brand also can be used as a reduction of risks during the product decisions. Cus-

tomer may perceive many different types of risks while buying or consuming a product: 

 Functional risk: when the product does not meet the expectations 

 Physical risk, when the product may be threat for customers 

 Financial risk, when product is not worth the price that is paid 

 Social risk, when consuming the product may cause embarrassment 

 Psychological risk, when product may affect the mental well-being 

of the user 

 Time risk, can be considered as an opportunity cost, the time that us-

er lost and could find another product, which could satisfy customer needs.  

Strategic Brand Management 

There are two different situations for companies, when company owns a branded or 

just have a label. When company has already lost control over situation than label occurs 

instead Brand.  

The relationship between customers and brands is defined by ``brand equity'' in the 

marketing. Feldwick (1996) provided a classification of the different meanings of brand 

equity as:  

 “The total value of a brand as a separable asset - when it is sold, or 

included on a balance sheet;  

  A measure of the strength of consumers' attachment to a brand; 

 A description of the associations and beliefs the consumer has about 

the brand.” 

“Keller (1993) also takes the consumer-based brand strength approach to brand eq-

uity, suggesting that brand equity represents a condition in which the consumer is familiar 

with the brand and recalls some favorable, strong and unique brand associations.” 
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“Winters (1991) relate brand equity to added value by suggesting that brand equity 

involves the value added to a product by consumers' associations and perceptions of a par-

ticular brand name.” 

1.7 Brand Identity 

The brand identity is a unique semantic content of the brand : core values, attributes and 

associations, which the company (owner of the brand) wants to induce the consumer - the 

perception of the target consumer brand image as a whole, which is to be achieved. The 

identity of the brand determines the strategic direction of the brand and helps to focus the 

entire marketing mix: product management, price, marketing channels and communication, 

to report to the customer the key features of the brand.  

The elements of brand identity 

The identity of the brand is a consistent set of several important elements, brand identity 

must express: 

1. Origin (sources) brand; 

2. The principles of the brand; 

3. The purpose of the brand; 

4. Brand ambitions. 

The brand manager must have a deep understanding of the identity of the brand and how it 

differs from competing brands to be able to express them in a 4  ”dimensions": 

 Brand as a product. 

 Brand as an organization  

 Brand as a personality 

 Brand as a symbol 

1.8 Brand Equity 

Brand - it is not only the functionality and quality of the goods and, above all, its immate-

rial side - related positive characteristics that distinguish brand from other similar products. 

People do not just want high quality and functional products; they choose the brands that 

http://marketopedia.ru/239-brand.html
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will bring them additional benefits. Therefore, it is the brand's values often become a pow-

erful motivator or as a decisive factor when choosing a product or service. 

According to Investopedia “Brand equity is the value premium that a company realizes 

from a product with a recognizable name as compared to its generic equivalent. Companies 

can create brand equity for their products by making them memorable, easily recognizable 

and superior in quality and reliability.”(Investopedia, 2016) 

Keller's Brand Equity Model identified that for building strong brand company should 

shape the thinking and feeling of customers about particular brand. If the company has 

strong equity customers will buy more and keep loyalty for more time. List below illus-

trates the steps needed to follow for building strong brand equity. 

1. Establish the proper brand identity; 

2. Create the appropriate brand meaning; 

3. Elicit positive brand responses; 

4. Forge strong brand relationships with customers; 

Brand equity, according to D. Aaker is a collection of assets and liabilities associated with 

the brand, its name and symbol, which build or weaken the value of provided goods and 

services and / or its customers. Assets and liabilities on which the brand equity may be 

different, depending on the context. Brand equity is dependent on recognition, recall, im-

age, strength and uniqueness of associations.  

1.9 Customer behavior and Marketing Thinking  

Consumer behavior - is an umbrella term for the factors and processes that deter-

mine the economic activities of the consumer in the context of the acquisition and con-

sumption of the considered product.  Customers make a decision about buying something 

on a daily basis. Lots of companies are making research on consumers' buying process 

implementation: what, where, how, why, and how much is sold. Marketing specialists 

learn the process and they want to know the answers to the questions: what, where and 

how much. However, to understand buyers behavior is extremely difficult, because a lot of 

the reasons are affecting their final choice. 

http://www.investopedia.com/terms/e/equity.asp
http://marketopedia.ru/22-produkt.html
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The key question for how buyers react to various marketing activities company 

conduct. Company, which knows how to affect a variety of price changes, promotion or 

other activities, such a company will always benefit from the advantages of competitors.  

One thing to be highlighted is that consumer behavior does not end with purchase 

of goods or service, but also post purchase activities are conceived as a part of consumer 

behavior. 

The behavior of each individual consumer is unique because It has dozens or hun-

dreds of nuances that depend on the individual physiological and psychological character-

istics, social environment and the status of past experience, as well as the specifics of a 

particular situation and its state at a particular time. However, not all these nuances have a 

decisive influence on the final result. 

Three factors are identified as determinants to consumer behavior: 

 Economic  

 Psychological  

 Sociological  

In economic theory, consumers usually regarded as extremely rational actors have 

full information about the object of consumption and taking exceptionally cost-effective 

solutions. In practice, unfortunately (or fortunately), consumer behavior is far from ideal 

economic models. Consumers rarely have complete information about all the offerings on 

the market, they may be qualified to evaluate and often takes far the most cost-effective 

solutions. 

 Customer reacts on 4P of Marketing but regarding that factors there is environment 

that has a big influence on customers decision, for example economy, technology, politics 

and culture. All these factors together creates black box and the main duty for marketers is 

to control it and make customers choose their product over competitors. The first is the 

buyer's personal qualities, operates about how he perceives the stimulation methods and 

react to them. The second part of the process is the user's decision-making affecting their 

purchasing behavior. 

Marketers have to be resourceful and insightful to be able to navigate effectively 

across difficult landscapes. As today’s markets are more dynamic than ever before. Finan-
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cial upheavals, changing demographics, advanced in technology, environmental concerns 

and an increase rate of innovation represents the landscape in which marketers conduct 

business.  To be skilled marketer today requires a particular type of thinking that is not 

fixed, but agile. Developing marketing thinking based upon an agility perspective for strat-

egy purposes is what this textbook explores.  

Marketing thinking requires creating set of different types of activities that finally 

add the value to the products; this set of activities is called as a strategy. Marketing strate-

gy can be defined as a way that organization chooses in order to be different and provide 

unique services and stand out from other. These activates are not only marketing tools, 

strategy includes finance, accounting, operations management and do on.  

Marketing thinking is not finished with creating strategy. Strategy involves choices 

and decision. The better marketing thinking is the better choices company make and 

stronger positions are acquired on the market.  
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II.  ANALYSIS 
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2 ANALYSIS CURRENT MARKETING COMMUNICATION 

STRATEGY 

In this part of thesis was analyzed the current situation on market and current ac-

tivities of the Brand BORJOMI.  A situation analysis is always required in order to identify 

the starting point of any project, especially this is important for delivering  marketing 

communication strategy that will finally be affective, add the value to the brand and  help 

the company to achieve its objectives.  

BORJOMI mineral water is probably Georgia's best-known brand. It is popular 

across the former Soviet Union where some see it as an effective hangover cure. The water 

comes from the mountainside near the resort town of BORJOMI in central Georgia. 

2.1 COMPANY ANALYSIS  

"BORJOMI" TM is produced by IDS BORJOMI Georgia which is part of an international 

company IDS BORJOMI International - the largest producer of natural mineral water, the 

leader in the category of natural bottled water in the CIS and Baltic countries. 

The company is a manufacturer of mineral waters that have received international recogni-

tion. Its products are present on the market the brand "BORJOMI", "LIKANI","BORJOMI 

Springs" and "BAKURIANI". In Georgia, the company IDS BORJOMI Georgia is the 

leader in mineral waters market. The world-famous mineral water "BORJOMI" is the lead-

ing brand of the company IDS BORJOMI Georgia portfolio, and today is exported to thirty 

countries.  

The company IDS BORJOMI International has a long experience in the production of nat-

ural mineral waters. The company portfolio consists of natural and high quality mineral 

waters and soft drinks for difference range of customers. They are giving health and well-

being to the customers of different age and income level every day. 

The offices of IDS BORJOMI International are located in five countries and exports prod-

ucts to 30 countries. Under IDS BORJOMI International company umbrella operates 

Georgian IDS BORJOMI Georgia, Ukrainian IDS Group Ukraine, Russian IDS BORJOMI 

Russia, and representative offices: IDS BORJOMI Europe and IDS BORJOMI Azerbaijan. 

http://www.borjomi.com/int_en/
http://borjomitourism.ge/main_eng.html
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Under the Company ownership there are seven bottling plants located in Russia, Ukraine 

and Georgia. The company employs 3,743 people. 

 IDS BORJOMI Georgia is a leader of the mineral water market in Georgia.  The IDS 

BORJOMI Georgia portfolio includes few brand but the most famous “BORJOMI” miner-

al water is the leader; the local portfolio in Georgia includes 3 brads: BORJOMI, LIKANI 

and MITARBI. 

 IDS BORJOMI Georgia 

The company IDS BORJOMI Georgia is taking leading positions n Georgian mineral wa-

ter market for many years. Company has 600 employees. For every member of company 

water BORJOMI is not just a mineral water is expresses the treasure of country Georgia. 

BORJOMI is identified with Georgia and the brand itself has gone through the tough 

times. Company employees realize that they are in charge of the most famous Georgian 

brand and it has the potential to become a leader on any foreign country market.   

As a manufacturer, company tries to take into account the customer's needs and expecta-

tions. They create an equally comfortable atmosphere for employees as well as customers, 

Atmosphere that meets their needs. This strategy is working for the realization of new ide-

as and becomes the basis for further development. Company priority is to maintain the 

high quality of the products. And aim is confidence, growth and maintenance. Company 

management realizes that competition is very important for sustainable growth and im-

provement; though because of their hard working during many years give them opportunity 

to be always one step ahead of competitors. Business competition is a huge motivation and 

decent principles of game indicate high standards of business culture of. 

 IDS BORJOMI also respects the rule of law and strictly adheres to ethical standards. 

Company rationally uses natural resources, takes initiative and responsibility to fix envi-

ronmental problems, and also takes responsibility for the natural wealth, which is based in 

the Caucasus Mountains. All employees strictly adhere to the highest standards. Compa-

ny’s internal communications, the increasing level of partnership with suppliers, customers 

and the public is essential attribute of company’s work. 

The profit is important to modernize work processes, for maintaining employees with high 

motivation, improving their working conditions and increase living standards. 
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2.1.1 CSR 

Be Healthy with BORJOMI has been a remarkably successful project since Sep-

tember 2010. The project is implemented, under the auspices of IDS BORJOMI Georgia, 

by the governing body of the Tbilisi State Medical University. The aim of the project is to 

offer free medical screening in different communities of Georgia. A mobile group of phy-

sicians specializing in various branches of medicine (therapeutic, cardiologist, urologist, 

ophthalmologist, dermatologist, venereologist, neurologist, otorhinolaryngologist, mam-

mologist, and echoscopes) works in a weekend format, once every two weeks, making 

screening available, at no cost, for anyone wishing to be tested. 

The company's full financial support for three years in BORJOMI offers free train-

ing center for children living in the BORJOMI region. Children have the opportunity to 

improve their skills in the following disciplines: English and Russian languages, skills, 

computer skills, mathematics, youth journalism, art lessons, crafts, chess, and drama circle. 

Training Center was established 3 years ago. Up to this day the center has trained more 

than 2000 teenagers. The center is being improved every year, and expands the range of 

activities aimed at improving the quality of education in the district. Last year 30 students 

trained in this centered successfully passed entering exams for university ant most of them 

were awarded grants.  

2.1.2 Trademark History 

“BORJOMI mineral springs were discovered more than a thousand years ago. From the 

beginning, this water was used for bathing rather than drinking, Then again, the sources 

were forgotten for a long time, and where they are located, - abandoned.  

Second Life to sources, surprisingly, gave the military: in 1829 in "BORJOMI" was quar-

tered Kherson Grenadier Regiment .Once soldiers found in the woods on the right bank of 

the river Borjomki source of mineral water. Colonel P. Popov interested, ordered him to 

clear and to carry bottled water to the regiment. Suffering from a stomach disease, he first 

tried to imagine the action of mineral water, which has been so beneficial that he ordered 

to enclose the source rocks and build a nearby bath and a small house for himself. 

Less than ten years later, the first samples of BORJOMI spring water was sent to St. Pe-

tersburg and Moscow.   
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By 1841 the water has already become so famous that King Governor in Caucasus brought 

for treatment to BORJOMI his sick daughter. , Her illness is not recorded but the water it 

helped a lot, after which the governor and named the first source of Catherine, on behalf of 

the daughter, and the second ‘Yevgenievski’ after himself 

In 1850, mineral water Park was laid out in BOJOMI and in 1854 started construction of 

the first bottling plant. 

As the springs became increasingly famous throughout the Russian Empire, BORJOMI 

became as a popular tourist center; new palaces were built for the visitors from royal fami-

ly, and new parks, squares and hotels for the public.  

The first “BORJOMI” bottling plant opened in 1890.  The plant worked until the 50-ies of 

XX century, regularly pouring water, known by this time already all over the world. 

In 1904 was partially mechanized production of "BORJOMI”. Glass blowing is still done 

manually, but bottling has become mechanical. In the same year dates back to an adver-

tisement in the newspaper about the "sale of mineral water ”BORJOMI” cars". Bottling 

water is in full - if in 1854 from BORJOMI was exported more than 1350 bottles, then in 

1905, after the establishment of the production, export reached already 320 thousand bot-

tles, and in 1913, and at all exceeded 9 million. 

After Georgia joined Soviet Union the popularity of "BORJOMI" was not diminished, but 

changed only the elite and the status of the rest: Romanov was replaced by Stalin, who was 

also very fond of the water. There was not a single event in The Kremlin t without the 

"BORJOMI"  

"Thaw" of the 1960s has given "BORJOMI" is another chance to get a name abroad. In 

1961, 423 000 bottles of "BORJOMI" were exported to 15 countries, including the United 

States, France, Austria. In the 1980s, the sale of "BORJOMI" has reached 400 million bot-

tles, and the water was the most popular in the USSR. 

In 1990-1995 production greatly reduced due to internal economic difficulties in Geor-

gia. But since 1995, when the company «Georgian Glass & Mineral Water Co resumed 

production of" BORJOMI "in the two bottling plants, water production increased by 40 

times, and now this rich gift of Georgian nature is known in 30 countries around the world. 
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2.1.3 Brand BORJOMI 

The source of BORJOMI water is 1,500 year old volcanic spring. The natural pressure of 

carbon dioxide pushes the water to the surface from 10km underground. "BORJOMI" does 

not have time to cool underground and comes to the surface warm with the temperature of 

38-41 ° C, on the way being enriched composition of 60 different minerals in the rocks of 

the Caucasus Mountains. 

Results of BORJOMI water researches indicate that in its formation involves deep mineral-

ized, fresh, modern and low-mineralized water 

According to researchers brand it is characterized as “a unique natural medicinal mineral 

water. Which Belongs to hydro carbonate sodium waters with natural mineral content 5,0-

7,5 g / liter. BORJOMI is suitable for daily use and for effective prevention and treatment 

of dozens of diseases (digestive system and metabolism, cold). Due to its natural proper-

ties, "BORJOMI" is not only quenches thirst but also effectively cleans the body, improves 

immunity and helps raise them tone of the body.  

Numerous studies show that the mineral composition of the BORJOMI has not changed 

since 1830, since the beginning of the permanent laboratory observations” (Oliko Tsis-

karishvili, 2016) 

2.2 Customer Analysis - Target Market  

The main target of Brand BORJOMI is mature man or women, age - 28-48 year olds, who 

appreciates traditions, is successful and has stable income. Company itself describes 

BORJOMI as the - “Brand for mature, intelligent and discriminating people that value her-

itage and tradition; choose substance over pure image, preferring proven quality of well-

known brands they trust. They strive to leave a healthier lifestyle that’s supported through 

the choice of products they use. It’s important for them to feel that they are doing some-

thing good for themselves, their health.” 

2.3 Market Analysis 

Environment is always changing and every company has eventual goal to survive in this 

environment. Before we set out targets, a situation analysis is required in order to establish-

ing a starting point and afterwards delivers a marketing communication strategy that is 

effective and suited to the any company’s needs.   
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FIGURE 7: TOP TRADING PARTNERS BY EXPORT 

 

Source: GeoStat 2016 

For mineral water market the top partners are Russia and Ukraine, as for their market 

Georgia is well known country and due to living under one county name during Soviet 

Union they are more aware about Georgian production. As for BORJOMI, it has the big-

gest value of production and the biggest numbers of export.  

FIGURE 8: SHARE OF MAJOR COMMODITY GROUPS BY EXPORTS IN 2014  

 

Source: GeoStat 2016 
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Graf below shows that mineral water market has positive trend and increasing year 

by year. If we follow the trend we are able to say that “BORJOMI” has the potential to 

grow more if company leads to suitable marketing strategy.  

FIGURE 9: MINERAL WATER EXPORT THSD. USD 

 

Source: GeoStat 2016 

2.4 PEST Analysis of Georgia 

2.4.1  Political   

The Georgian political system is a semi-presidential republic.   The last parliamen-

tary election was held on 1 October 2012.  Businessmen Mr Bidzina Ivanishvili was lead-

ing the opposition, Georgian Dream coalition, and won the election and took 85 out of 150 

seats. The election was observed by the Organization for Security and Cooperation in Eu-

rope (OSCE) and was reported as an important step for Georgia towards democracy. Geor-

gia's foreign policy after independence is aimed at the entry into NATO and the 

EU . Georgia also plays the role of a transit country between Russia and Armenia, Azerbai-

jan and Europe. As of 2013 the leading trade partners of Georgia 

are Turkey and Azerbaijan . Relations with Russia in 2008 were torn and remain tense. 

The value of Georgia for foreign countries is mainly depended on its advantageous 

position as a transit country. It is the transit through Georgia of Azerbaijani hydrocarbons 

in Turkey and in the EU. Armenia because of the conflict with Azerbaijan is also forced to 

conduct its foreign trade with Russia and Europe through Georgia. Finally, it passes 
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TBU in Zlín, Faculty of Management and Economics 46 

 

through Georgia transit of goods from the EU to China, by passing Russia. Georgia's for-

eign policy is strongly influenced by its strained relations, related to the problem of Mos-

cow's recognition of independence of Abkhazia and South Ossetia. Because of this, Geor-

gia maintains good relations with Ukraine, as well as with Azerbaijan, which stands for the 

preservation of borders. Together with them Georgia is part of a regional 

bloc GUAM. Also, the Georgian authorities break off diplomatic relations with all coun-

tries that recognized independent of Abkhazia and South Ossetia. Georgia is part of the 

United Nations and the Council of Europe. It is the only country that came out of the CIS . 

Georgia is in talks with NATO on possible accession to this organization.  In 2008, 

in a referendum the majority of citizens of Georgia voted for the country's accession to 

NATO. Nevertheless, talk about specific dates of Georgia's accession to NATO as of 2016 

early, including due to the unresolved problems of Abkhazia and South Ossetia. 

Georgia is a resource rich country but because of many reasons it has really poor 

economic performance. the reasons can be listed as poor governance, civil war  in 1990s 

and strained relationships with the main trading partner, Russia. Conflicts in Abkhazia and 

South Ossetia created refugee problems with more then 300 000 homeless people, infra-

structure was destroyed and important trade routes were disrupted. Georgia is trying to fix 

conflicts with these regions and continuously, trying build better relations with Russia after 

the war of August 2008.  

Company IDS BORJOMI struggled because of Georgia-Russia instable relation-

ships. The mineral water ban from Russian government in 2006 was widely seen as a pun-

ishment for Georgia's European choice. Before that, IDS BORJOMI Georgia had a strong 

position on the Russian market, with 30 percent growth every year. Company reported that 

export in Russia in 2005 was more than 10 million bottles and the income for that period 

was $50 million  

After realizing loosing of the biggest market Russia IDS BORJOMI decided to do 

its best to diversify its market, many measures have been taken and new packaging was 

presented to public as a main part of company rebranding. BORJOMI planned aggressive 

marketing complain for strategically important counties.  As a result BORJOMI became 

the best selling mineral water in whole post-Soviet Union counties.  

Ban from Russia didn’t last forever, after seven years in 2013 Russian market was 

again opened for Georgian product and of course for BORJOMI as well.  

https://ru.wikipedia.org/wiki/%D0%94%D0%B8%D0%BF%D0%BB%D0%BE%D0%BC%D0%B0%D1%82%D0%B8%D1%87%D0%B5%D1%81%D0%BA%D0%B8%D0%B5_%D0%BE%D1%82%D0%BD%D0%BE%D1%88%D0%B5%D0%BD%D0%B8%D1%8F
https://ru.wikipedia.org/wiki/%D0%A1%D0%9D%D0%93
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2.4.2 Economic overview 

Georgia is a small, strategically located middle-income country in the South Caucasus. 

The leading industries of Georgia are: food, light, machinery, iron and steel, nonferrous 

metallurgy, chemical. Main crops: grapes, grain, sugar beets, sunflowers, potatoes, meat 

and milk, poultry farming. Electricity is generated by thermal and hydroelectric power 

stations. One of the priority sectors of is transport. On the territory of Georgia laid a few 

oil and gas pipelines, increasing turnover of the ports of Batumi, Poti, Supsa and Kulevi. 

In recent years, economic growth has been of poor quality, in particular, it was not asso-

ciated with investments in high-tech industries or innovations, or with an increase in the 

number of jobs or the increasing level of activity medium and small companies..Foreign 

investments are mainly directed at the industry, which are not oriented to the export, and 

investment in technology and innovation remain at a low level. The low quality of eco-

nomic growth means that in the future it will be difficult to maintain 

Since 2003 due to significant efforts of Georgian government to reform and modernize 

political, economic and security institutions and governance the situation was changed a 

lot. But Georgia was also affected with the global crisis and th economic growth lifted 

down from 5 per cent to 2 per cent for 2015 and the forecast for 2016 is 3 per cent 

growth. The decrease of trade level was caused by the downturn in the Russian economy. 

Georgia was committed to economic reform over the last few years, particularly to anti-

corruption reform and making easer doing business. 

Turkey, Azerbaijan and Russia are  Georgia's largest trading partners, and as Georgia is 

importing 100% of its needs of natural gas and oil, Russia has the critical important for 

Georgia's energy sector  

The table bellow provides the secondary data obtained from the Georgian statistical de-

partment and shows how the GDP was changing over the last few years. The trend is not 

stable and by analyzing there is no possibility to report that Georgia has the growth of GDP 

every year. Sometimes it has positive change but sometimes negative.  
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Table 1 .GDP Georgia 

 

 
2013 2014 I 15* II 15* III 15* 

GDP at current prices, mil. GEL 26847.4 29150.5 6892.5 7774.7 8239.1 

GDP at constant 2010 prices, mil. GEL 24454.9 25585.6 5542.0 6353.6 6886.8 

GDP real growth, percent 3.4 4.6 3.3 2.5 2.5 

GDP deflator, percent -0.8 3.8 6.0 5.8 6.3 

GDP per capita (at current prices), GEL** 5987.6 6491.6 1848.1 2084.6 2209.2 

GDP per capita (at current prices), USD** 3599.6 3676.2 891.5 913.7 950.5 

GDP at current prices, mil. USD 

 
16139.9 16507.8 3225.0 3407.6 3545.0 

Source: GeoStat 2016 

2.4.3 Socio-cultural 

The population of the Republic of Georgia is 4.5 million people.  Georgians make up 

83.8% of the total population. The other major ethnic groups are - Azerbaijanis, Armeni-

ans, Russian, Abkhaz and Ossetians. 

The major part of the population is Orthodox Christians. Other denominations are repre-

sented mainly by the Armenian-Gregorian and Catholic Christianity, Islam Sunni and 

Shiite, Judaism and Yezidizmom. 9th article of the Georgian Constitution states: "The 

State recognizes the exceptional role of the Georgian Orthodox Church in the history of 

Georgia and at the same time proclaims complete freedom of religious belief and wor-

ship, the independence of church and state." 

2.4.4 Technological  

As already noted there is no investment in technology and innovations in Georgia, which is 

a hindrance to the country's technological development. Potential of skilled citizens and 

young generation of the countries tends to flow abroad in order to seek better conditions 
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and future development. Currently, most of the industrial enterprises of Georgia are either 

idle or partially loaded. 

2.5 Marketing Mix 4P Analysis for Brand BORJOMI 

2.5.1 Product 

IDS BORJOMI has several brands, but for this thesis only one of them is discussed. The 

main product for the company is the mineral water under the name BORJOMI. This is 

sparkling mineral water from the 1500 years of volcanic spring. Dioxide pushes water to 

the surface from 10 Kilometers underground. BORJOMI is different from other sodium 

bicarbonate waters, as on its journey upwards; the rocks of the Caucasian mountains enrich 

the water with over 60 different mineral compounds. BORJOMI is an essential element in 

achieving positive results in the goal of healthier life. 

Mineral composition mg/dm3: 

 Chlorides, 250-500  

 Hydrocarbons 3 500-5 000  

 Calcium 100  

 Sodium + potassium 1 200-2 000  

 Mineralization 5,0-7,5  

 Carbon dioxide,% 0.34-0.42  

The quality control system of "BORJOMI" at all stages of the production process allows 

complete control of the work. The product passes the strict control from production to bot-

tling and final point of sale. In addition, it is in full compliance with ISO 22000 - Princi-

ples (food quality and safety assessment of existing system products). 

BORJOMI spring water is beneficial in the treatment of diabetes and joint and connective 

tissue diseases due to its mineral properties. Numerous studies indicate that BORJOMI 

mineral water can help treat chronic inflammatory bowel diseases, such as enteritis, enter-

ocfolitis, colitis, diseases, such as viral hepatitis, FLD and diabetic hepatitis as it helps to 

restore the normal functioning of liver cells. People suffering from ulcer diseases and dis-

eases caused by hyperactivity of the upper gastrointestinal tract should drink warm 

“BORJOMI” without carbon dioxide.  
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To keep your body healthy it is vital to ensure that your intake of water is equivalent to the 

amount lost through sweat and urination. During increased physical activity, a special 

drinking regime can prevent serious illness from occurring. Drinking lightly salted water 

compensates for the loss of sodium and helps you feel more energetic. BORJOMI water is 

especially recommended for this as its properties support optimal body electrolyte balance 

during exercise. 

For every company producing mineral water is a challenge, how to develop its product. It 

is just water after all and product itself doesn’t give us much opportunity to innovate and 

add the value, so the main innovation comes for promotion and packaging part. 

“BORJOMI” mineral water is available in four packaging formats: 

1. 1Glass bottle, 0.33 l  

2. 2Glass bottle, 0.5 l  

3.   PET bottle, 0.5 l  

4. 4PET bottle, 1 l  

In the photo bellow is illustrated the current modern packaging on brand BORJOMI. 

There are 2 sizes of glass water and 2 of the pet water. BORJOMI contains an inscription 

in English, located on the white background. The label is made of a special metalized pa-

per. The color of the bottle is special patented blue-green so called Georgian Green. On 

the bottle there sometimes on the right and sometimes on the left size is the expiration 

date locates, location of the date depends on the production process. On the back side 

there is availably to get information about the manufacturer contact details. 

Picture 1 – BORJOMI Packaging  

 

Source: Official web-site of BORJOMI 2016 
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2.5.2  Place 

Place in Marketing Mix stands for the company’s activities in order to make its product 

easily available for target customer. To get combative advantage company needs stable and 

good distribution network. IDS BORJOMI tries to make brand BORJOMI available in 

every place of the country.  

Place stands for the company activities that make the product available to the target cus-

tomers. To make the product available to the target consumers a good distribution network 

has to be there to support the good quality of the product. Here in the case of the mineral 

water industry the distribution network is the important factor in being competitive and the 

catch lies in making water available to maximum number of places in the country. 

DISTRIBUTION NETWORK 

ID BORJOMI’s distribution operated under four business units: Tbilisi, St. Petersburg, 

Rest of Russia (ROR) and export (primarily to the Baltic States). The Company used a 

network of 80 distributors. 

In distribution, GGMW focused on big cities, for which it had special teams of sales repre-

sentatives and merchandisers.  

Company representatives are providing in-store support, helping distributors with order-

taking and stock monitoring and also helping with store merchandising. For their part, the 

distributors focused on logistics, some order-taking and payment collection. They have a 

direct financial contract with GGMW and 30-40 day payment terms. Where the company 

had no teams, the distributors carried out all activities, although GGMW sometimes carried 

out sales audits in those cities. 

2.5.3 Price 

Price is Marketing mix element that translates the sum of values that consumer is willing to 

give for the benefits of having or using particular product or service. In marketing mix 

Price is the only element that brings revenue for the company all other elements represent 

costs.  
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As we have mentioned above BORJOMI is positioned as premium class mineral water and 

is the most expensive on Georgian Market, but slit we have to admit that IDS BORJOMI 

has set reasonable, affordable and convenient price for Mineral water. 

 1glass bottle, 0.33 l –0.60 GEL 

 2glass bottle, 0.5 l – 0.85 GEL 

   PET bottle, 0.5 l – 0.75 GEL 

   PET bottle, 1 l – 1.20 GEL 

2.5.4 Promotion 

Nowadays in modern market the main part of marketing is not just to develop the product 

with the best quality, not even most attractive pricing and not most flexible placing, but the 

main thing to reach marketing or company objectives is communication with target cus-

tomer in the right way and communicates by all chance. Than is the main reason why the 

most expenses goes for promotion part on marketing mix. 

IDS BORJOMI total marketing communication mix consists of several tools of promotion: 

 Digital marketing – virus videos on popular Georgian web pages. When tar-

get customer tries to turn on the movie or some other TV show before beginning load-

ing of it appears advertisement of Brand BORJOMI. 

 Outdoor – billboards are situated in the center and most crowded parts of the 

cities. 

 Product Placement – the Brand BORJOMI is placed in most popular TV 

show in Georgia. As people don’t love to watch on commercial pauses company de-

cided to target desirable audience from the TV shows itself. 

ADVERTISING CAMPAIGN: 

Advertising campaign of Brand focuses on preventing the side effects of modern lifestyle. 

Due to minerals from volcanic origin, only BORJOMI water is able to help you to clean 

your body and feel light. The main slogan of new advertisement is “get rid of unneces-

sary”. Company tries change the position of brand as it was mostly know as a cure for 

hangover and now by this advertisement brand is willing to perceive as a helper in an un-

pleasant problems due to our busy and not healthy lifestyle. 



TBU in Zlín, Faculty of Management and Economics 53 

 

2.6 Competitor Analysis  

It might sound strange, but the fact there are only domestic players on the market. Nowa-

days Georgian Carbonated mineral water market contains few brand: 

 NABEGLAVI 

 SAIRME 

 LIKANI 

 MITARBI 

The 2 of those competitors are produced by IDS BORJOMI and have different characteris-

tics and absolutely different marketing position.  

BORJOMI is identified as premium class mineral water and company representatives think 

that brand is out of competition, but still in reality the brand Nabeglavi is the biggest com-

petitor on the market. 

Brand “SAIRME” is new player on the market and has much less market share. SAIRME 

is mostly focusing on the people with kidney problems.  

2.7 Benchmarking of competitors 

Benchmarking is the process of comparing products, services or processes of one organiza-

tion with products, services or processes of other organizations. The purpose of this pro-

cess is to seek improvements to those aspects for which a comparison is made. Generally 

benchmarking is used to improve company performance. The table below illustrates cur-

rent competition situation on market. Benchmarking was used in order to identify strong 

and weak point of company marketing mix (Product, Place, Price, and Promotion) compar-

ing with the direct and indirect competitors on market. First table will represent Product 

point of view of analysis and comparison.  
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Table 2 .Benchmarking - Product 

Factors “BORJOMI” 

Competitors 

DIRECT INDIRECT 

“NABEGLAVI

” 
“SAIRME” “MITARBI” “LIKANI” 

PRODUCT 

Product poli-

cy  

Organic, Miner-

al, volcanic 

origin, with nat-

ural CO2 

Organic, Min-

eral, with natu-

ral CO2 

Organic, Miner-

al, with natural 

CO2 

Organic, 

Mineral, 

with natural 

CO2 

Organic, 

Mineral, 

with natural 

CO2 

Package var-

iable 

0.33 L glass  0.5 

L glass    0.5 L 

PET     1.0 L 

PET 

0.2 L glass 0.5 

L glass 0.5 L 

PET 1.0 L 

PET  

0.3 L glass 0.5 L 

glass 0.5 L PET 

1.0 L PET    2.0 

L PET  

0.5 L PET 

1.0 L PET     

0.5 L glass 

0.5 L PET 

1.0 L PET     

Appearance 

of products 

(how do they 

generally 

look like? 

Are you at-

tracted or 

disturbed?) 

Bottle with a 

logo and direct 

massage that 

product is from 

village 

BORJOMI  

Bottles has 

logo identify-

ing that water 

comes from 

mountains 

Bottles has logo 

identifying that 

water comes 

from high 

SAIRME moun-

tains 

Bottles has 

logo identi-

fying that 

water comes 

from moun-

tains 

Green Bot-

tles with 

logo identi-

fying that 

water comes 

from village 

LIKANI 

Availability 

of products 

(all the time 

available or 

not? If not, 

for how 

long?) 

Product is avail-

able in every 

market all over 

the country 

Product is 

available in 

every market 

all over the 

country 

Product is avail-

able in Super-

markets 

Product is 

available in 

big markets 

and some 

small mar-

kets 

Product is 

mostly avail-

able every-

where 

Availability On the bottle On the bottle On the bottle On the bot- On the bottle 
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of infor-

mation about 

the ingredi-

ents and con-

tents of the 

product? 

there is a detail 

information 

about product 

composition 

there is a detail 

information 

about product 

composition 

there is a detail 

information 

about product 

composition 

tle there is a 

detail infor-

mation 

about prod-

uct composi-

tion 

there is a 

detail infor-

mation about 

product 

composition 

What are the 

key fea-

tures/benefits 

of products?  

Volcanic origin, 

long history, 

medical treat, 

symbol of 

Georgia  

Medical treat, 

mountain 

origin 

Kidney prob-

lems treat, from 

Resort SAIRME 

Low car-

bonation, 

light taste 

Rich with 

Magnum, 

unique taste  

How can 

those fea-

tures turn 

into competi-

tive ad-

vantage in 

the market-

place? 

Customers are 

used to brand 

and are loyal 

because of long 

history. Use to 

treat many ill-

nesses. Custom-

ers like tradition 

and 

“BORJOMI” is 

associated with 

tradition 

Customers are 

attracted with 

different taste 

and medical 

treat.  

Specific custom-

er with kidney 

problems is will-

ing to consume.  

Light taste is 

attractive for 

non sprinkle 

water lovers.  

Taste and 

freshness 

attracts cus-

tomers.  

 

 

 

 

 

Benchmarking - Price 

 

Benchmarking for the Place element of marketing mix clarifies company pricing policy of 

all companied and identifies the farther steps what BORJOMI should do to improve it  and 

give the best price on market 
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Table 3 .Benchmarking - Price 

Factors “BORJOMI” 

Competitors 

DIRECT INDIRECT 

NABEGLAVI “SAIRME” “LIKANI” MITARBI” 

PRICE 

Do the price 

features 

make a com-

pany special? 

Comparing to 

competitors 

BORJOMI has 

the highest price 

as is positioned 

as premium 

class mineral 

water. 

The main ad-

vantage of new 

product on 

market was 

that it was 

cheaper than 

Brand 

BORJOMI.  

SAIRME water 

is in the same 

category of price 

as 

NABEGLAVI, 

so price is 

cheaper than 

BORJOMI. 

As LIKANI 

was created to 

compete with 

NABEGLAVI 

the price is the 

same 

MITARBI 

is the 

cheapest 

brand in the 

company 

portfolio.  

Is the pricing 

policy some-

how relates 

to competi-

tive ad-

vantage or 

disad-

vantage? 

What is the 

significance 

of that? 

Because of it 

background and 

popularity brand 

BORJOMI has 

higher price and 

this is used as 

an advantage as 

it’s targeted for 

higher class 

people.  

As Nabglavi’s 

main target 

group is youth, 

with no high 

income the 

price can be 

used for their 

advantage.  

Pricing policy is 

rated co compet-

itive advantage 

as the price is 

approximately 

same with com-

petitors 

IDS considers 

that LIKANI 

is the main 

competitor of 

NABEGLAVI

, and price 

range are the 

same with 

competitor. As 

they offered 

the same 

quality and 

price product 

for loyal cus-

tomers.  

MITARBI 

is the 

youngest 

and the 

cheapest 

brand from 

IDS 

BORJOMI.  
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Benchmarking – Place 

With the benchmarking of placement and reachable of the product marketing division is 

able to understand what other companies do better in order to make their brand easier to 

find and give the best position in stores and on shelves.  

Table 4 .Benchmarking - Place 

Factors “BORJOMI” 

Competitors 

DIRECT INDIRECT 

“NABEGLAVI

” 
“SAIRME” “LIKANI” “MITARBI” 

PLACE 

Position of 

placement 

(where they 

are situated?) 

In every big 

shop BORJOMI 

has its own 

branded big 

refrigerator. 

In every big 

shop Nabegla-

vi has its own 

branded big 

refrigerator. 

In some shops 

very rarely but 

one can find 

branded small 

refrigerator. 

In most big 

shop 

LIKANI has 

its own 

branded big 

refrigerator. 

In most big 

shop Mitarbi 

has its own 

branded big 

refrigerator. 

How are cus-

tomers sup-

posed to find 

the place? 

In water section. 
In water sec-

tion. 
In water section. 

In water 

section. 

In water sec-

tion. 

 

Benchmarking - Promotion 

 

To meet the main objectives of this project main part is to do benchmarking of promotion 

policy on competitors. As thesis focuses on Promotional part of marketing mix most care-

fully should be analyzed marketing communication activated used by competitors and their 

effort to succeed on market. As brand BORJOMI has an advantage of long history newer 

companies might follow more aggressive strategy.  

Table 5 .Benchmarking - Promotion 
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Factors “BORJOMI” 

Competitors 

DIRECT INDIRECT 

“NABEGLAVI

” 
“SAIRME” “LIKANI” “MITARBI” 

PROMOTION 

Direct Mar-

keting (Are 

there some 

personal spe-

cial offers 

and bene-

fits?) 

Not using this 

Marketing 

Communication 

Tool  

Not using this 

Marketing 

Communica-

tion Tool 

Not using this 

Marketing 

Communication 

Tool 

Not using 

this Market-

ing Com-

munication 

Tool 

Not using this 

Marketing 

Communication 

Tool 

Personal 

Selling (The 

selling ef-

forts, friend-

liness and 

education of 

personnel) 

Not using this 

Marketing 

Communication 

Tool 

Not using this 

Marketing 

Communica-

tion Tool 

Not using this 

Marketing 

Communication 

Tool 

Not using 

this Market-

ing Com-

munication 

Tool 

       Not using 

this Marketing 

Communication 

Tool 

Advertising 

(radio, TV, 

electronic, 

printed, 

world of 

mouth, ge-

neric and any 

other) 

TV advertising, 

digital market-

ing, outdoor 

marketing, In-

ternet.  

TV advertis-

ing, outdoor 

marketing, 

Internet 

Internet 

TV advertis-

ing, outdoor 

marketing, 

digital mar-

keting, In-

ternet 

TV advertising, 

outdoor market-

ing, digital mar-

keting, Internet 

Sales Promo-

tions (free 

samples, 

coupons, 

Not using this 

Marketing 

Communication 

Tool 

Not using this 

Marketing 

Communica-

tion Tool 

Not using this 

Marketing 

Communication 

Tool 

Not using 

this Market-

ing Com-

munication 

Not using this 

Marketing 

Communication 

Tool 
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contests, in-

centives, loy-

alty pro-

grams, priz-

es, and re-

bates, dis-

counts and 

special of-

fers) 

Tool 

Communica-

tion channels 

(do the com-

pany own a 

private 

channel to 

address to the 

audience?) 

Facebook page. 

Linkedin, Flirk, 

Youtube. 

Tweeter 

Facebook 

page, 

YouTube, 

Tweeter. 

Facebook page, 

Tweeter, 

YouTube, Insta-

gram. Google +; 

Facebook 

page. 
Facebook page. 

Web-site 

(general de-

scription and 

assessment, if 

any) 

WWW.BORJO

MI.Ge – with all 

information 

about history, 

with news. 

Short infor-

mation about 

treatments, in 9 

languages. And 

international 

panel.  

WWW.Nabegl

avi.ge – with 

all information 

about history 

and features of 

water. Good 

design, in 4 

languages but 

not every in-

formation is 

translated.  

WWW.SAIRME

.co – infor-

mation about 

company and 

history of water, 

available in 3 

languages. E-

shopping availa-

ble in Georgia.  

WWW.LIK

ANImw.Ge 

– modern 

web-site 

with infor-

mation 

about prod-

uct company 

and news. 

English ver-

sion not 

working.  

WWW.MITAR

BI.ge – modern 

web-site with 

information 

about product 

company and 

news. Georgian 

and English 

Version. Still in 

process. 

 

 

 

http://www.borjomi.ge/
http://www.borjomi.ge/
http://www.nabeglavi.ge/
http://www.nabeglavi.ge/
http://www.sairme.co/
http://www.sairme.co/
http://www.likanimw.ge/
http://www.likanimw.ge/
http://www.mitarbi.ge/
http://www.mitarbi.ge/
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Table 6- Benchmarking analysis - Comparison of given grades 

Category Factory BORJOMI 

Competitors 

NABEGLAVI SAIRME MITARBI LIKANI 

P
ro

d
u

ct
 

Product policy 10 10 10 10 10 

Package varia-

ble 
8 8 10 5 7 

Appearance of 

products 
10 10 10 10 10 

Availability of 

products 
10 10 6 7 8 

Availability of 

information 
10 10 10 10 10 

Benefits of 

products 
10 9 8 6 7 

Competitive 

advantage 
9 7 4 4 5 

Average Grade 9.57 9.14 9.71 7.42 8.14 

P
ri

ce
 

Price Variation 8 9 8 9 8 

Pricing compet-

itive advantage 
9 10 9 9 9 

Average Grade 8.5 9.5 8.5 8 8.5 

P
la

ce
 

Position of 

placement 
10 10 8 9 9 

 

Sales place 

10 10 10 10 10 

 

Average Grade 
10 10 9 9.5 9.5 
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Category Factory BORJOMI 
Competitors 

NABEGLAVI SAIRME MITARBI LIKANI 
P

ro
m

o
ti

o
n

 

Direct Market-

ing 
0 0 0 0 0 

Personal Sell-

ing 
0 0 0 0 0 

Advertising 10 9 5 10 10 

Public Rela-

tions 
6 10 0 6 6 

Sales Promo-

tions 
0 0 0 0 0 

Communication 

channels 
9 7 8 5 5 

Web-site 8 7 7 7 7 

Average Grade 4.71 4.71 2.8 4 4 

 

Summary of benchmarking 

After summarizing benchmarking results speak by themselves that company doesn’t have 

any strong advantage in neither part of marketing mix and need reorganization and updat-

ing strategy in order to keep current position, as analysis shows that this position will not 

last longer. 

 

 

 

 

 

 

 



TBU in Zlín, Faculty of Management and Economics 62 

 

2.8 SWOT Analysis  

SWOT analysis is very important in order to identify companies weak and strong sides 

evaluate internal and external factors. In order to get relevant picture of current situation 

IFE and EFE tools where used for SWOT analysis. 

2.8.1 IFE (Internal Factors evaluation) 

Internal factors are the factors that can have an influence upon the company from the in-

side. They are divided into strength and weaknesses. The list you can see in the table be-

low. 

Table 7: IFE 

 
Internal Factors Weight Rating 

Weighted 

score 

S
tr

en
g
th

s 

Quality Product- BORJOMI has really high quality and in 

the process of production no comical are used, it is all 

natural.  

0.13 4 0.52 

Package variation -  0.33 L glass  0.5 L glass    0.5 L PET     

1.0 L PET 
0.08 3 0.24 

Easy to get, in any location of country – distribution of 

BORJOMI is all over the country so it’s very easy for 

customer to find it.  

0.05 3 0.15 

Long history and background - strong company’s image 

has positive influence and impact for brand 
0.12 4 0.48 

Medically approved  treatments  0.09 3 0.27 

Young and progressive management – for few 

years new group of management is working to re-

brand BORJOMI, and create new image for 

younger generation.  

0.07 3 0.21 

 

WEIGHTED AVERAGE SCORE FOR STRENGTHS 

 

0.54 

  

1.87 
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W
ea

k
n

es
se

s 
Internal Factors Weight Rating Rating 

No online-selling – online selling are the future of every 

company, and every big company has it. Especially when 

competitor, small company is using online sales big com-

pany of course should do it.  

0.05 1 0.05 

Specific taste – specific taste of soda may be the consid-

ered as weakness but company cannot change the real 

taste of natural water, so they produce new brands with 

lighter taste.  

0.07 1 0.07 

Higher price than competitors – price is always a matter, 

and the highest price on the market, maybe shows that the 

product is for people with more income but its good op-

portunity for competitors.  

0.09 2 0.18 

Low awareness in Europe – brand is mostly known in 

post soviet union countries and to develop company 

needs more active marketing strategy for European mar-

ket. European customers are more demanding and new 

market will help company to develop.  

0.09 1 0.09 

There is lack of awareness about all treatment opportuni-

ties of BORJOMI water. BORJOMI is perceived as a 

hangover helper and after holidays when human body is 

not able to digest heavy Georgian meal. 

0.1 2 0.2 

 Total 0.46  0.71 

 Total weight score   2.58 

2.8.2  EFE (External Factors Evaluation) 

 External factors are the factors that can influence upon the company’s activities from the 

outside. Those can be economical, legal, technological, socio-cultural and other factors that 

were identified during PESTLE analysis. Those factors represent opportunities and threats 

for the company. The whole list you can see in the table below. 
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Table 8: EFE 

 
External Factors Weight 

Rat-

ing 

Weight

ed score 

O
P

P
O

R
T

U
N

IT
IE

S
 

Increasing information technologies 0.07 4 0.28 

Development of new production technologies  0.03 3 0.09 

In today's health conscious societies in Georgia, mineral 

water can be promoted as basic item for healthy life. 
0.05 4 0.2 

Development of online shopping technologies and con-

sumer buying mechanisms 
0.05 3 0.15 

Administration (Important to have it clear for govern-

ment.)  
0.03 3 0.09 

Legal form of industry (More strict rules for those who 

makes their own products, can help hold quality of 

products) 

0.03 3 0.09 

Change of the lifestyle of the population to a healthier 

one  
0.05 4 0.2 

Growing level of people awareness of medical treat-

ment. New attitude regarding the healthy nutrition 
0.06 4 0.24 

New age structure for  business 0.05 3 0.15 

Attitudes and habits that a person receives during life (it 

is connected with growing interest in healthy lifestyles, 

higher education, better living conditions, increasing 

interest in mineral water) 

0.03 4 0.12 

Positive views of opinion leaders (well known people 

who are trusted or friends)  
0.08 4 0.32 

Good news in the media that can have a good impact on 

business 
0.08 4 0.32 

WEIGHTED AVERAGE SCORE FOR OPPORTUNITIES 0.61  2.25 
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 External Factors Weight 
Rat-

ing 

Weight

ed score 

T
H

R
E

A
T

S
 

Price risk  0.1 2 0.2 

Increasing number of competitors at the market of Min-

eral water 
0.07 2 0.14 

Unstable political situation. 0.03 1 0.03 

Unemployment growth  0.03 1 0.03 

Economic Crisis 0.02 1 0.02 

Tax system 0.02 1 0.02 

Falsification of BORJOMI.  0.07 2 0.14 

Reduction population size 0.02 1 0.02 

Bad news in the media that may harm our business 0.03 2 0.06 

WEIGHTED AVERAGE SCORE FOR THREATS 0.39  0.66 

TOTAL WEIGHTED AVERAGE SCORE   2.91 
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2.8.3 Space Matrix  

FIGURE 10: SPACE MATRIX 

 

According to the space matrix, Aggressive politics (W-T strategy) is suggested.    

W-T strategies establish a aggressive plan to address the firm's strength in order to get 

maximum benefit from external opportunities. 
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3 THE PROJECT OF MARKETING COMMUNICATION 

STRATEGY FOR GEORGIAN BRAND BORJOMI  

3.1 Introduction  

The purpose of this project is to create marketing communication strategies for the main 

brand of IDS BORJOMI Company – BORJOMI. I take into account all existing communi-

cation tools improve and re-engineer them and add some more activities, in order to reach 

objectives and keep the leading place on the market. Because competitors are developing 

too fast BORJOMI needs to meet all the customers’ expectations and keep customer loyal-

ty as long as possible. I will analyze which activities are necessary for further develop-

ment; Plan the budget, estimate costs risks and evaluate the time schedule of project.  

During the analyst part of the thesis there was outlined few problematic parts in company’s 

marketing communication. In this part I would like to introduce my considerations and 

following tools that will help company to keep desired position on market: 

 Action program 1: Advertising  

 Action program 2:Sales promotion  

 Action program 3:Website 

 Action program 4: International online sales  

3.1.1 Action program 1: Advertising  

There is very good advertisement about the company on television or in internet. As we 

have mentioned above the main message is that company helps to digest heavy, not healthy 

food. This is not the only benefit of mineral water BORJOMI and I think company should 

promote all positive effects what product have on human body. 

Every company wants to extend and penetrate new markets. The biggest challenge for 

BORJOMI is penetrate European and after that US market, but before that brand should 

have the strongest position on domestic market and create the best possible marketing 

communicate strategy in order to standardize that on foreign markets. 
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The first decision in developing the advertisement project is identification of the target 

audience, the group of prospective buyers towards which an advertising program will be 

directed.  

Target Market 

 25-55 years old men and women who want to lose weight 

 Housewives 

 Overweighed people who need to lose weight 

After targeting Company should specify the objectives that are needed to reach. In case of 

BORJOMI marketing division should more focus on increasing customers desire to learn 

more some of the features of the product or brand.  

Advertisement Objectives: 

 Increase Interest 

 Increase awareness 

 Increase Demand 

Activity Plans for Action program 1: Advertising  

1. Creating online and paper brochures 

The ability of BORJOMI that is helping to digest is already well known, but now company 

needs to focus on other benefits. Create online and paper brochures about BORJOMI, and 

its specific treatment power. For example for people who want to lose weight. Create illus-

trated brochures with easy language, in what conditions and how much customer should 

consume in order to lose weight. Provide some successful examples with their journey de-

tails to desired weight.  

Table 9: Advertising - Brochures Time and Cost 

ACTIVITY Creating online and paper brochures 

DURATION 2 WEEKS 

COST: 1 5 000 GEL 

EXECUTION DEPARTMENT MARKETING DIVISION 

Source: own considerations 
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2. FACEBOOK advertisement 

Company can use FACEBOOK advertisement to promote this new massage for new target 

group. Create pay-per-click ads targeting people who are interested in diets and cooking 

pages. FACEBOOK is the most popular social network in Georgia. Advertisement on 

FACEBOOK has many advantages, first of all company has ability to choose target audi-

ence, regarding their interests and focus advertisement directly for them. Another and very 

important is that it is not as expensive as TV advertisement and product placement. 

Table 10: Advertising - FACEBOOK Time and Cost 

ACTIVITY FACEBOOK advertisement 

 

DURATION 2 MONTHS 

COST: 1 0 000 GEL 

EXECUTION DEPARTMENT MARKETING DIVISION 

Source: own considerations 

3. Day Show sponsorship  

There are many day shows, all high rating Televisions have day shows which have section 

about cooking and the main target audience are housewives. Brand BORJOMI can sponsor 

cooking section of most popular day show and presenters could introduce more details 

about the weight loss abilities of mineral waters. The biggest advantage of Television ad is 

that it reaches extremely large audience, for BORJOMI day TV shows are the best option 

to promote weight loss feature and the target audience is exactly target market for compa-

ny.  

Table 11: Advertising- Day Show Time and Cost 

ACTIVITY Day Show sponsorship  

DURATION 2 MONTH 

COST: 75 000 GEL 

EXECUTION DEPARTMENT MARKETING DIVISION 

Source: own considerations 
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3.1.2 Action Program 2: Sales Promotion -Summer Sea season “Beach and miner-

als”  

Summer season is very active in Georgia. Whole County take vacations and go to see to 

rest from long year stress. The season starts from the beginning of June till the middle of 

September. In summer as whether is hot and on beach after getting sunbath, human body 

needs more water and more minerals than any other season. Brand BORJOMI should use 

this situation, promote brand and increase sales.  

Target Market 

 Tourists visiting city Batumi; 

 People who love taking sunbath and spend a lot of time on beach.  

 Young people who are familiar with new technologies and social 

media. 

 FACEBOOK and INSTAGRAM users.  

Campaign Objectives 

 Simulate Demand 

 Build Goodwill 

 Encourage present customers buy more 

 Encourage customers to promote Brand online 

Activity Plans for Action program 2: Sales Promotion 

1. Branding the Beach of  Batumi 

Marketing manager should negotiate to the hall of the city Batumi, as Batumi is most visit-

ed seaside city in Georgia, about branding the beach. 

 Settle branded beach chaise lounges across the sea; 

 Settle small BORJOMI water selling points; 

Table 12: Branding the Beach Time and Cost 

ACTIVITY Branding the Beach 

DURATION 1 MONTH 

COST 10 000 GEL 

EXCUTION DEPARTMENT MARKETING DIVISION 

Source: own considerations 
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2. Free sample for shared photo 

As a promotion, company can offer to customers who will take a photo with “BORJOMI” 

stand and bottle sculpture, share it on INSTAGRAM or on FACEBOOK they will get one 

bottle of free water at the sales points on the beach.  

It will promote “BORJOMI” brand on social network and makes young generation more 

involved in promoting complain and will bring to company a lot of you loyal customers.  

Picture 2 – First Billboard of BORJOMI, offer to use as a stand for promotion campaign 

 

Source: Official web-site of BORJOMI 2016 

Table 13: Sales Promotion Time and Cost 

ACTIVITY Free sample for shared photo 

DURATION 2 MONTH 

COST 20 000 GEL 

EXCUTION DEPARTMENT MARKETING DIVISION 

Source: own considerations 
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3.1.3 Action Program 3: Website  

Nowadays BORJOMI has one official multinational web-site. WWW.BORJOMI.COM. 

Web site is available in 9 languages for different markets. But still for such a big company 

web-site is too simple and not modern. Web-site should attract new customers and new 

markets and be more moderated and full of information.  In 21st century when technologies 

are so developed big companies should follow to development not only in production line 

but on promotion part as well.  

Website re-engineering objectives: 

 Provide information to customers 

 Make the information relevant 

 Build brand 

 Build company’s image 

The website should contain many tools and features, such as catalogs, reviews, comparison 

tools, etc. this is the place where company brand should be typically explained most broad-

ly online. The web-side should include more information about benefits that product offers 

to customer. There is some information but it is not complete. There should be banners and 

videos with the production process and the video about the place where water in born.  

Also company management should add more information about values, mission, vision and 

structure of company. Page needs more information about their social activity as CSR is 

one of the most important parts for companies nowadays.  

On web-site there is part “Native land of BORJOMI”, the idea of section is quite good and 

helps customer to get information about Georgia, but there is too much text without any 

photos and attractions.   

The website represents company and brand, so this is important to have attractive website 

and easy to find. There are various techniques can be used to optimize results for search 

engines (e.g. Google) so your brand appears on the first page when clients search for prod-

uct 

 

http://www.borjomi.com/
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. Table 14: Website re-engineering Time and Cost 

ACTIVITY Website re-engineering  

DURATION 2 Weeks 

COST 2 000 GEL 

EXCUTION DEPARTMENT Marketing Division; IT Department 

Source: own considerations 

3.1.4 Action Program 4: International Online Sales 

In the era on internet and online shopping I think company should follow new tendencies 

and make it available to order water online. A huge number of customers almost 70% of 

research online and if company brand as not online then company is out of game and will 

lose customers to the competition with online presence.  

What does company need to complete online sales?    

 Website 

 Shopping cart 

 Merchant account 

IDS BORJOMI should add an application on web-site; online storefront and online envi-

ronment for customers, where it will be possible to make orders from all over the world. 

Postal services are very advanced nowadays and it makes possible to deliver beverage any 

place company need.  

Company should set some minimum quantity for order, for example one pack of water 

containing 12 plastic bottles. To eliminate risk for international delivery should be used 

only plastic bottles, glass bottles can be broken during the transportation. Also should di-

vide counties and regions. If there is an official distribution channel in country they will 

deal with their order, but for example if order comes from Czech Republic the nearest 

country will deal with order.  

Application should determine by itself where to send order and invoice and payment as 

well. New technologies are so developed software developers are able to create codes and 

software to manage international sales and don’t mess with payment and order delivery. 

 For payment company should create Merchant account that allows businesses to accept 

payments by payment cards, typically debit or credit cards. Having the own merchant ac-
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count for the company integrated into own shopping cart is crucial part of online selling’s 

mechanism to get money into bank account directly.  

Target Market 

International online sales don’t mean that company should sell online only abroad. Com-

pany should also focus on local markets and use own distribution channel for delivery. For 

online selling purposes target markets should be: 

 Citizens of Georgia who prefer to do shopping online; 

 Citizens of every country were BORJOMI is exported and popular: 

 Emigrants abroad who miss county and taste of water BORJOMI; 

 Tourist who visited Georgia and liked BORJOMI Mineral Water. 

 Anyone who needs mineral water and wants to shop online. 

Table 15: International Online Sales Time and Cost 

Activity International Online Sales 

Duration 2 Month 

Cost: 40 000 GEL 

Execution department Marketing Division; IT Department 

Source: own considerations 

 

 

4 Time Analysis for Project 

When company is dealing with new opportunities and new projects setting the goals and 

determining objectives are very important part of this process. However one of the most 

important parts in order to realize project is to determine time scope. What time is neces-

sary to finalize all steps and get the result needed? For the purpouses of time culculation 

for the implementation of project I will use CPM Model. CPM Model gives an opportunity 

to analize which activities are important to be done first and which of them are needed to 

be predeccessors: 

Table 16: Time Table 
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Activity Description of Activity Predecessor Time(weeks) Period of Time 

A PRESENT NEW MARKETING 

COMMUNICATION 

STRATEGIES TO THE 

COMPANY 

 1 Week  24th May31st May  

B MANAGE  BUDGET A 2Weeks  1st June – 14th June   

C REENGINEER THE WEBSITE B 2 Weeks 15h June – 29th June 

D COMMUNICATE WITH TV 

SHOWS ABOUT SPONSORING 

DAY SHOW 

B 2 Weeks 15h June – 29th June 

E PREPERATION  OF 

PROMOMOTIONAL 

DOCUMENTATION 

B 2 Weeks 15h June – 29th June 

F CREATE FACEBOOK 

ADVERTISEMENT 

B 1 week 15h June – 22nd June 

G COMMUNICATE WITH 

BATUMI  MUNICIPALITY 

ABOUT BRANDING THE 

BEACH ANS SETTING SALES 

BOXES 

B 2 Weeks 15h June – 29th June 

H ORDER BRANDED CHAISE 

LOUNGES AND DESIGH THE 

BEACH 

G 2 Weeks 30th June – 14th July  

I ESTABLISH CROSS COUNTIES 

TEAM FOR ONLINE 

INTERNATIONAL SALES 

B 3 Weeks  30Th June– 21st July 

J CREAT APPLICATION FOR 

WEBSITE SUPPORTING 

ONLINE SALES 

C 8 Weeks 22nd July – 16th Sep-

tember 

K TEST THE FEASIBILITY OF 

THE PROJECT 

F,J,H 2 Weeks 17th September – 1st 

October 
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Picture 3 –CPM analysis 

 

Picture 4 -CPM analysis Result 
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Picture 6 -CPM analysis Result 

 

According to WinQSB program, the total time needed for the realization of mentioned Mar-

keting Communication strategy in 15 weeks and the critical path, on which are the following 

activities: A-B-C-J-K 

5 Cost Analysis for Project 

The main purpose of any company is to make profit, implementation of any project is con-

sidered as bringing more financial value for business. For that reason the cost of the project 

stands out to be one of the most important factors. If the cost exceeds the following earn-

ings then company has no reason to realize any ideas of marketing division.  The cost 

analysis of project is built up by the summing up all the costs of the marketing communica-

tion activities.  

5.1.1 Advertising  

Table 17: Advertising Detailed Budget 

Activity Cost 

Printing of 10 000 Brochures 15 000 

Budget for FACEBOOK Advertisement for 2 months 10 000 

TV Show Sponsoring for 2 month 75 000 

SUM 100 000 

Source: own considerations 
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5.1.2 Sales promotion 

Table 19: Sales Promotion Detailed Budget 

Activity Cost 

150 piece of Branded Chaise Lounges  4000 

3 Sales Boxes  4500 

3 Advertisement Stand billboards 1500 

Designer  2 0000 

Staff expenses for 3 month 8 000 

Free Samples 20 000 

SUM 40 000 

Source: own considerations 

5.1.3 Website 

 The cost for website depends on complexity and methods used. As the existing website 

only needs to add additional information and little of modernization the cost will not be 

very high. According to the prices on Georgian web-developing market web the cost will 

be approximately 2000 GEL.  

5.1.4 International Online Sales 

Table 18: International Online Sales Detailed Budget 

Activity Cost 

Web Application 15 000 

Train and recruit customer service team 5 000 

FACEBOOK promotion for online sales  15 000 

Merchant Account Transaction Fees 

SUM 35 000 

Source: own considerations 

6 Risk Analysis for Project 

On market full of uncertainties every management should pay their attention to the 

potential harms that may company face. First of all company should identify risks, measure 

the affect and create plan to avoid or at list with the Wright activities minimize harm.  
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The main risks for the project: 

I. Risk of unfavorable macroeconomic situation- Law, tax rate; 

II. Georgian-Russian Relationship; 

III. Inner organizational risk, competence of employer, miscommunication; 

IV. Marketing activity from the competitors; 

V. Delivery problems from the point of view of customers; 

VI. unfavorable weather for summer promotions; 

VII. Unstable Georgian Currency. 

Risk of macroeconomic situation is categorized as a risk that is out of the company control. 

IDS BORJOMI Management is unable to predict or avoid that fact that government can 

change the law and the tax rate. But I can assume that as Georgian government is trying to 

simplify making business in Georgia there is a low probability that new law or tax rate will 

be unfavorable for any company. But still before any law is published there is always dis-

cussion with big companies and as a one of the biggest Georgian company and good tax 

Payer Company representatives are able to make their opinion to reach the relevant institu-

tions. 

For last 3 years relationship between my county and Russia are more or less stable and 

economic partnerships are reconciled as well but until Russia has occupied 20 percent of 

Georgian territory, nobody can be sure about anything. Georgian thrive to European Union 

is major problem for Russian Government and until Georgia is going to join EU there is 

always risk of escalation. However in this stage condition is stable and this risk also can be 

specified as a low probability risk. 

Inner organizational risk is one that company should manage excellent.IDS BORJOMI 

management should communicate to its employees every time. Manage their day and al-

ways ask question, what they need to fulfill all requirements. Set realistic goals and dead-

lines. One of the most important parts of management is to control, so tracking the perfor-

mance at each step is crucial part of successful project.  Offer periodical training to keep 

employees always inaction and to develop better skills as at the end of the day the project 

success depends on employees’ performance. 

As all the competitors on the market are quit new comparing with BORJOMI they put a lot 

of investment and effort in marketing activities, as long as they need to compete with the 

well known brand. To handle competitors IDS BORJOMI also needs to invest in promo-

tional activities and use marketing communication tools in order to keep loyal customers. 
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To show that company cares about their customer with the innovative services combined with 

high quality product that will lead to the stable market share. 

Delivery problems should be carefully monitored and all the fails should be im-

proved. Delivery is not easy topic so it needs an attention. If the Online shopping delivery 

will go wrong there is big chance that business will suffer as a result. Sometimes just two 

mistakes are enough to lose customer loyalty and because of bad experience it’s quite real-

istic to defect to a competitor. As I have mentioned delivery management is not easy so it 

should be monitored very carefully and in any case of faults, company should try not to 

lose loyal customer and refund the inconvenience customer may experience. 

According to Paul Galpin, managing director of P2P if company “Gets online 

shopping delivery wrong and business will suffer as a result. Just two mistakes can be 

enough to persuade a customer to defect to a competitor.”  (Galpin, 2012)  

For promotion company in summer the main risk is weather conditions, but this 

case is out of company management control as well and there only one choice, if the 

weather is bad in main tourist city promotion complain could be move to nearby city with 

better weather. But in this case before planning summer Promotion Company can advice 

for weather forecast agencies to get more or less information about risk. 

For last year Georgian currency strongly lost his condition. As all the activities in 

Georgia are in USD I will introduce condition of GEL with the USD. For comparison GEL 

to USD in 2012 was 1USD = 1.6 GEL, for now the situating is quite worse and unstable. 

Because the exchange rate is changing every day and people are never sure it will go up of 

down. For now 1 USD varies from 2.35 to 2.4. This rate is strengthen comparing with the 

winter rate when 1USD was 1.55 GEL and more. This risk can effect company as it may 

change price for exported, but government promised to try its best to lower rate until 

1USD=2 GEL and keep it that way. But for now fluctuations of Georgian currency is not 

preferable situation for companies, not only for IDS BORJOMI. 
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CONCLUSION 

The main purpose of this thesis is to introduce new marketing communication strategy for 

brand BORJOMI. This thesis is divided into three parts. In the first part of the paper  was 

described the importance of marketing communications in 21st centaury market, types of 

marketing communication and how this activities or strategies add value to brand. 

The second part of the thesis consists with introduction of brand BORJOMI, its history and 

creation of trademark. To get the relevant analysis various marketing tools (SWOT, 

BENCHMARKING, SPACE MATRIX) was used, in order to understand current situation 

on market and position of company. A synthesis coming from the analysis lead to identifi-

cation of necessary marketing communication activates that was needed to realize, in order 

to stay the market leader for a long time, to extend and to create competitive advantage.   

The project part was the logical continue of the company analysis. The improvements were 

suggested on existing marketing communication tools, advised to create online internation-

al sales as an opportunity to obtain and penetrate more worldwide markets. 

The first thing before investing in project IDS BORJOMI will want to know how much it 

will increase the sales. Buyer behavior can be measured according to what they do, if final-

ly they buy product or not. The project evaluation should answer questions like how many 

people will buy the BORJOMI mineral water after this marketing communication plan is 

fulfilled, how often they will buy, what are the other brands they buy and for what price 

and what is the main indicator for them to chose different brand. 

The main issue for this project was to improve the market situation for brand BORJOMI. 

The anterior to project was the analysis of the company and base on examined situational 

conditions the mentioned activates were recommended. All of the activities were addressed 

to the company goals, mission and vision. The main objective of suggested marketing 

communication tools is to increase sales, keep customer loyalty and strengthen the good-

will of brand BORJOMI which was created for more than hundred years of hard work.  

Georgian water industry and especially brand BBORJOMI has a huge potential to the 

global market with its unique characteristics, what county and company needs is more col-
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laboration in order t promote our brands. Georgia is a small county and needs more effort 

and more innovation in order to compete with world’s giants.  

To sum up, with knowledge gained through the witting process author was able to predict 

that if company follow the suggested strategy it will lead to more success and  the experi-

ence of writing project of this caliber will lead the author to personal  career development.    
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