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MODERN MARKETING TOOLS OF PROMOTION
BUSINESS PROJECTS AT THE ENTERPRISE
Y cmammi npedcmaeneno demanvuuil ananiz cy4acHozo noHamms «tone of
voice» OpeHndy, O0emanbHO HAOAHUU 027510 6Cix 1020 nepesae. Haeonoweno Ha
HeoOXIOHOCMI 8UKOPUCMAHHSL toneofvoice K MapKemuHe08020 IHCMPYMEHmY uWooo

npoCcy8amHs OpeHOy, SAKUU € OOHUM 13 KIHY08UX V NOOY008I 6ni3HABAHOCMI ma



GPopmy6aHHs KOHKYpDEeHMHUX nepegacax OJisi NIONPpUEMCMSBA 6 yilomy ma
KOHKpemHno20 0Opendy 30kpema. 3a3HauyeHo, wo NONYIApHicmb ma YIKasicmy
CNOJICUBAYIB MAE NPAMY 3ANEAHCHICMb 8i0 NO3UYIOHYBAHHA OpeHdy ma 1o2o
KoMmyHikayii. Y cmammi npoauanizoeano OemanvHuil npuxiao toneofvoice
8cec8imubO 8i00M020 OpeHOy 3 YPAXYBAHHAM U020 0COOIUBOCMEL, MONCIUBOCHEL,
Yinbosoi ayoumopii ma nosuyionysarts. Jlocniodceno ocHo6Hi nepegazu toneofvoice
0151 OpeHdy, 0emaybHO PO3NUCAHO KPOKU BUSHAYEHHS «MOHY KOMYHIKaAyiiy ma
HageoeHo Npukiaou yCcniwHoi peanizayii. Aemopamu OKpecieHO OCHOBHI YUHHUKU,
SAKI MOJICYMb SNAUHYMU HA 3MIHY MOHY KOMYHIKAYii ma nepesazu, Ki 00NOMONCYNb
cnooicusayam  euobyoysamu  JOSIbHICMb 00  Opendy, Ccmeopumu  CHPUSMIUGE
cepedosuuye w000 NIOBUWEHHS PIBHSA KOMAHOHOI pobomu HaA NIONPUEMCME,
AKmueizyeamu HCMPYMEeHMU JIOSAIbHOCIMI CHOMCUBAYI8, NPAYIBHUKIE 00 «MO8apy

OIANIbHOCMIY.

The concept of «brandy in the modern world is world-famous. Commercial
brands, non-commercial brands, personal brands — they are all united by one
concept - «distinctiveness». That is, it is the uniqueness that distinguishes them from
each other. However, in contrast to the mass, there is also the quality of brands —
their promotion, positioning, communication and activity. Among this number, about
40% can be called high-quality, all others copy or imitate someone. All this goes
unnoticed until big brands patent their promotion tools, appropriating them to their
name. Only then do small and medium-sized brands begin to think about the need to
create their own, unique tool or feature that would differentiate them from their
competitors. Here comes the turn of marketing. For most people, marketing is a
waste of money and time, but in reality, it is quite different. Marketing tells us exactly
how to create uniqueness and where to apply it. Modern tools for the promotion of
business projects are quite diverse. However, some of them are essential in building
brand recognition and determining competitive advantages. That is why the article
presents a detailed analysis of the modern concept of «tone of voice» of the brand,

and a detailed overview of all its advantages. Emphasis is placed on the need to use



the tone of voice as a marketing tool for brand promotion, which is one of the key
factors in building recognition and forming competitive advantages for the enterprise
as a whole and a specific brand in particular. It is noted that the popularity and
interest of consumers are directly dependent on the positioning of the brand and its
communication. The article analyzes a detailed example of the tone of voice of a
world-famous brand, taking into account its features, capabilities, target audience
and positioning. The main advantages of the tone of voice for the brand are studied,
the steps of determining the «tone of communicationy are described in detail, and
examples of successful implementation are given. The authors outline the main
factors that can influence a change in the tone of communication and advantages that
will help consumers build loyalty to the brand, create a favorable environment for
increasing the level of teamwork in the enterprise, and activate the tools of loyalty of

consumers and employees to the «goods of activity».

Knrwouoei cnosa:tone of voice, bpeno, KomMyHiKayis, 2010c Openoy, Cmuib.

Keywords: tone of voice, brand, communication, brand voice, style.

IloctanoBka npoGaemMu. Ilo3uIliOHYBaHHS CydacHHMX OpeHIIB JIyXkKe
pI3HOMaHITHE: XTOCh MOKa3ye ce0e 3yXBajHlM, CHUIKYIOUHCh Ha «TU» 3 KIIE€HTaMH;
XTOCh BBaXkae cebe oPiIiiHUM IPEeICTaBHUKOM JIEPKABU Ta CHUIKYETHCS BUKIIOUHO
HAa «BHW». YCi CydYacHI NPHUKIAAM IOKAa3YIOThCS TUIBKH OJHE — OpPEHAM OCBOIIH
MapKETUHIOBl IHCTPYMEHTH Ta BMUJIO BUKOPUCTOBYIOTh iX, BOCKOHAJIOIOUH ceOe Ta
BJIACHUM IMIIDK. AJIe € BEJIMKE 3alUTaHHS JI0 CEPE/IHIX Ta MaJuX OpEeH/IB — BOHU HE
CTBOPIOIOTh BJIACHI CTpaTerii, BOHU KOIIIOIOTh Ta HACHIAYIOTh iX 3a BEJIUKUMH
OpeHamMu, IPoTe AapeMHO. BiioMi BUCIIOBH 3 TEJIEBI3IMHUX PEKIaM Ba)KKO YSIBUTH B
peKyiami 1HIIOro OpeHy, a 3aroJIOBKU Ha O1100pjax He MacyBaTUMYTh OY/Ib-SKUM
Opengam TakoX. TyTr BaxkiaumBa KomyHikamis! OTe, OCHOBHOIO MPOOIEMOIO
PO3BUTKY CyYaCHUX MajuX Ta CEepeaHiX OpEeH/IB € IX MacOBE HACIIAyBaHHS BEIUKUM

Opengam 6e3 OaxkaHHSI CTBOPIOBATH I1I0Ch CBOE, BJIACHE, I[IKaBE Ta HOBE.



BupisienHsi HeBHpilIeHMX paHillle YACTHH 3arajbHol nmpodJjgemu. B ymoBax
Cy4aCHOCTI, Jy>K€ CKJaJHO BHPIIIUTUA CHpaBli pPO3BUBATU BIACHUN OpeHs,
BKJIaJIal0uM B HbOTO (DiHAHCOBI Ta yacoBl pecypcu. CydacHi aBTOPU y CBOIX Iparisx
(Canenbaxep 10. [3], Ilempoca JI. [4]) moCHKYyIOTh NHTaHHS HEOOXIIHOCTI
3aCTOCYBaHHS MapKETHMHTOBUX I1HCTPYMEHTIB [JIsl TOKpAIIeHHS IMITXKY OpeHIIB.
Takox ¢axiBili BHOKPEMIIIOIOTH aJTOPUTM aHami3y KOMYyHikamii OpeHmay Ta
HamucaHHA tone of voice caMOCTIiHO, TOTIEPeIHRO 3pOOUBIIHN JIETATFHUN aHATI3 yCIX
KJIFOUOBUX ACTEKTIB.

®opmyawoBaHHA 1ijiedl crarri. MeToo CTaTTl € aHajui3  Cy4acHUX
MapKeTHHTOBUX  1HCTPYMEHTIB IPOCYBaHHS  OI3HEC-IPOIIECIB 32  PaxyHOK
BIIPOBA/PKEHHSI Ta peaiizalli NOHATTS tone of voice fK BaXXJIIMBOrO IHCTPYMEHTY
IPOCYBaHHSA OpEeH/Iy Ta WOTr0 PO3BUTKY y HANPSMKY 3pOCTaHHS, MOKPAIIEHHS SKOCTI
Ta 30UIbIIEHHS KUTBKOCTI JIOSUIBHUX KIIIEHTIB Ta BCI1X 3alliKaBJIEHUX OCiO.

Buxknang ocnoBHoro wmarepiaay. Illomenno minmpuemcTBa Ta OpeHan
CHUIKYIOTHCS 3 IIJTLOBOIO ayAUTOPIEI0 BCiMa MOKIIMBUMH 3aC00aMu: Yepe3 CollialibHi
Mepexi, eKpaHu TeJeBI30piB, TeaedOHIB Ta KOMIT IOTEpiB, SMS-po3CUIKK Ta HABITh
yepe3 O110opau Ha Bynunsgx MicT. LlikaBo, mo Oarato KOMIaHii MOXKHA BITI3HATH
JUIIe 3a JIeKIJIbKOMa CJI0Ba, HIOM TO OJIHOKJIACHHMKIB, SKUX 3ycTpidaem depe3 10
pokiB Bumycky. Bu konu-neOynp aymanu, 4oMy Tak BigOyBaeThcsi? Sk Openmam
BJIAETHCSl TAK KOMYHIKYBATH 3 30BHIIIHIM CEPEIOBHUIIEM, a CIIOKHUBAUl JOCUTH JIETKO
3amaM’ITOBY€EMO iX CJIOT@HU Ta 3aBXK/Y 3/1aTHI 3rajjaTu ix?

Tak BimOyBaeThcs uepe3 tone of voice — romoc komyHikamii OpeHmay. Skio
TOBOPUTHU IIPOCTOI0 MOBOIO, tone of voice — 11e MOBa, KOO TOBOPUTH OpeH. SKoro
OyJie 11 MOBa — 3a3BMYail BUPIIIYIOTh MAPKETOJIOTH a00 OpeHI-MeHEHKEPH.

HocniBamii mepeknan tone of voice — TOH rosiocy, TOOTO TOHAJBHICTh BCIX
MOBIJIOMJIEHb, SIK1 TpaHchtoe Opena. Hampukian, y KoKHOT KpaiHU € CBOSI MOBa —
[Tonpmra Ta MOABCHKA MOBA 3 BCIMa OCOOJIMBOCTAMHU Ta HIOAHCAaMU BUMOBH. Tak camo
MO>KHA TMOPIBHATH ¥ OpeHy Ta Horo tone of voice. 3BicHO, cuTyarlii OyBarOTh pi3Hi,
TOMYy ¥ CTWJIb KOMYHIKAIlli MOXE HECYTTEBO 3MIHIOBATHCh, ajié CTPYKTypa

3QJIMIIAETHCI HE3MIHHOIO.



JUig kpaioro po3yMiHHs, po3oepemo tone of voice Ha ckiagosi [1]:

1) tone of voice — 11e Te, sIk OpeH CIIUIKYETHCS 31 CBOEIO ayauTopieto. Tak, 5K i
y JroJeH, y OpeHaiB € CBIi 1MIJK, IEBHUM CTWJIb Ta MaHepa MoJlaHHd iHdopmarlii. A
OT BXKE B 3aJIEKHOCTI Bij cuTyalii tone of voice OpeHay MOXe 3MIHIOBaTHCh: OyTH
MO3UTUBHUM, TPOXU HETAaTUBHUM, 3aCTEPEAKIIMBUM TOIIIO;

2) tone of voice TiCHO TOB’si3aHUl 3 OaraThbMa IHIMUMU €JIEMEHTAMH IMITKY.
CrinkyBaHHS OpeHIy YyTKO BigoOpakae MOro Miciro Ta MIHHOCTI, Jomomarae OyTH
0cO0MBUM Ha (DOHI IHIIUX. 3aBISIKU BUCIOBJICHHSIM OpEHJly CTa€ YITKO 3pO3YMLIO,
AK BIH ce0€ NO3ULI0OHY€E Ha PUHKY, CTA€ 3pO3YMUIMM HOT0 CTAaBJIEHHS JO0 KOHKYPEHTIB
Ta OakxaHHs a00 MIparHeHHs MPUBAOUTH HOBUX KITIEHTIB;

3) tone of voice Bunauisie OpeHa cepel KOHKYpeHTIB. UuM 4iTKille 3BYYHTb
OpeH, TUM OUTbIIA BIPOTIAHICTH, IO HOro Mouy0Th. CaMe TOMY BaXKIIUBO JIETATHHO
npomnpaioBati tone of voice Ta mpociiaKyBaTu, 11106 Oyiau BUKOHAHI BCl OCHOBHI
byHKITIH:

1. ITixBumy€e BIi3HABAHICTH OpPEHY.

2. JlomomMarae BCTAHOBUTH €MOIIIMHUI 3B’ S130K 3 ayAUTOPIEIO.

3. BimoOpakae miHHOCTI KOMITaHii.

4. Jlae MOXKJTUBICTh BUJIUTUTUCH CEPE] KOHKYPEHTIB.

5. BiutuBae Ha piBEHb MIPOJIAXKIB.

4) Tone of voice Openay mae OyTH BII3HaBaHUM. 3aJIEKHO BiJl KaHAIY
a0o CKJIaaHHI JOKYMEHTAIli1, 3BiTH, HaKa3u, IPOCTE CIIJIKYBAHHS 3 APY3SIMH TOIIIO.

PerenbHO po3poOneHuit Ta BTUIGHUH B OKUTTA tone of voice Mae
B1JI0OpaXaTUCh y KOXKH1U 1HPOopMaIlii moao openay [2]:

- iH(popMaIIist Ha CaTI;

- KOMYHIKaIlis B COLIIAIbHUX MEpexkax;

- BIJIMOBIJII HA KOMEHTap1, BIITYKH;

- JIUCTH €JIEKTPOHHOIO MOIMITOIO;

- peKJIaMHI CIIOTaHu;

- BIJIMIOBI/I1 HA JI3BIHKY 3 KJII€EHTAMH Ta CHIBPOOITHUKAMU;



- CIIJIKYBaHHS 3 KJIIEHTaMHU B JKUTTI.

Tak, moOBHOLIIHHE Ta «rJIMOOKe» BTIIEHHSA tone of voice — 1 KOMYyHIKallis
OpaliBHUKIB OpeHAy, S[KI CHIBOPALIOIOTh 3 KIIEHTaMU OylIb-IKUM 4uHOM. Tak
Bpa)XCHHS JIIOJIel mpo OpeHna Oyne IUTICHUM Ta KOHKpeTHHM. Hampukiaz, sKimo
pekJiaMa aBlakoMIaHii 3By4UTh CMUIMBO Ta TYYHO, 3 TO3UTUBOM Ta 3aKJIMKaMu J0 Jii,
a MpaliBHUKHU CIUIKYIOThCS 0€3 JKOAHOI 1HINIATUBU — 1€ OyJie HEMOPO3YMIHHS, SIKE
MOTIPIINTH 3aTaJIbHE BPAKEHHS PO OpEeHI.

5) Tone of voice 3ByuuTh no-pizHOMY. ICHY€ cTepeoTun, BIANOBIIHO 10 SKOTO
OpeHI KOMYHIKYIOTh 3aHaATO O(]IIifHO Ta CTpUMaHO, HE BiOOpaKar0uM BIACHUX
I[IHHOCTeW Ta MNpUHIMUIIB. Byke JgaBHO BigoMO, MmO II¢ HE O0OOB’SI3KOBO.
AMepukaHcbka KoHcaiTHHToBa komrmadiss Nielsen Norman Group 3ampomnonyBajia
cBoro Kiacudikarlito tone of voice 3a 4 XxapakKTepuCTUKaMH: TYMOp, (HOPMAIbHICTD,
MOBaYKHICTh Ta €HTYy31a3M. To0To, aHami3ytouu tone of voice OpeHay, BiH MOXKe OyTH
HACTYyIHUM [2]:

- CMIIIHUM 200 CepO3HNM;

- popManbHUM 200 HEPOpMaATBLHUM;

- IOBAKHUM a00 3yXBaJIUM,;

- 3aXOIUICHUM a00 OaiTy>KuM.

Oco0muBicTh IisIbHOCTI OpeHay Oyae BHU3HAYATH XapaKTepHI O3HAKU HOTO
tone of voice.

Kosxen onpasy Bmi3zHae pekiamy Apple, HaBITh SIKIIO TaM HE Oyl 3raayBaHHs
Openny. KommaHis Mae TOBaXHWH CTHJIh Ta BOHM B3arajgi Ha «CBOIH XBHJI».
MapkeTtosioramu O0yj10 BUHAlAEHO YyIOBHI Ta MPOCTUM crioci0 ysaBuTH tone of voice
OpeHay — ysSBUTH, 1110 BU ijeTe 3 HAMU Ha mobaueHHs. SkOu 1e O0ysio mobavyeHHs 3
Apple, Bono 6 Burnsigano tax [3, c. 49-77]:

«ITobauenns 3 Apple — ue nerko. Bu 3ycrtpivaerecs B CydacHOMY KOKTEHIIb
06apl — 3 BENTMKUMHU BiKHAMHU, OOTIYHHUMH €JIEMEHTaMH AU3aiiHy 1 MPOCTUM MEHIO.
3BU4aiiHO X, y Oapi momaeTbcs KpaToBa Topiika Ta MPOAYKTH BiJ MICIIEBUX
dbepmepiB. Apple Burnsgae 6nuckyue y npoctux (yroosnii Ta mxkuHcax. Bu 3Haere,

II0 MMacyeTe OJMH OJHOMY 3 MEPIIOTo morisay. Apple po3ymie Bac i3 miBCliOBa — Ha



BiIMIHY BiJ Ouibmmocti Jrojei. [loBepxHeBl Oallauku MEPETIKAIOTH Y TIUOOKY
po3moBy. Apple 3Mymye Bac mouyBatucs 3po3yminumu. Ilicms moGadeHHS BU
onucyere Apple sk cydyacHoro, 6€340raHHOTO Ta IHTYITUBHOTOY.

VY komyHnikamisx Apple mamo rTymopy, ane BiAUyBAa€TbCS 3aXOIUICHHS.

OcobnuBicTh tone of voice Apple — BuxBasnsro4i NpUKMETHUKH (puc. 1).

Tone of Voice. Apple

The incredibly thin and light MacBook Air is now more powerful
than ever. It features a brilliant Retina display,
new Magic Keyboard, Touch ID, processors with
up to twice the performance, 1faster graphics,
and double the storage capacity. The sleek

wedge-shaped design is created from

100 percent recycled aluminum,
making it the greenest Mac ever. And with all-day battery life, our most popular

Mac is your perfectly portable, do-it-all notebook.

Puc. 1. Ocob6ausicTs tone of voice Apple [3]

SIKIo BM 3aXOTUIM 3pOOMTH TaK CaMO Ta CKOIIIOBAaTH IF0 OCOOJMBICTH IS
BJIACHOTO O13HEC-TIPOEKTy, TO He Tpeba. Benmka KUIBKICTh NPUKMETHUKIB HE
nacyBatume OUTBIIOCTI KOoMMaHid. Bam He MOBIpsITh, SKIIO HE 3MOXETE JIOBECTH 1I€
dbakramu.

Bub6ip tone of voice 3anexuTh BijJ Hilll Ta 0COOIUBOCTI AISTILHOCTI KOKHOTO
6i3Hec-popmyBanna. Take nmo3uiionyBanusi Apple 3poOuino OpeHn nigepoM TyMOK B
00JacTi CydyacHUX TEXHOJIOT1M. Apple BHaeTbcs po3MOBIAATH MPOCTOK MOBOIO PO
CKJIQHI peyl, a COTHI THUCAY JIOJEH 1O BCbOMY CBITY IIOJHS CTalOTh
HIaHyBaJIbHUKaMU 1X npoaykuii. ['ooc Openay — cepilo3HUi Ta MOBa)KHUH, ajie IpH

bOMY HEeO(DILIIHUI Ta 3aXOIJICHUH BIACHUM MPOIYKTOM.



Forbes, nanpukian, maioTh 4iTKo cepilo3Huii tone of voice. lle momomarae
MiATPUMYBATH JIIJIOBUH CTHJIb KOMYHIKAIli Ta TMOYYTTS JOCTOBIPHOCTI 1H(OpMAIii.

CriokuBayi JIOBIPSAIOTH TaHOMY OpeHy (puc. 2).

InnovationRx:

Coronavirus Forbes
WORLD’S
Your Guide To The BILLIONAIRES

Pandemic, And The Science LIST
Working To End It

Forbes

The Richest in 2021

Get our InnovationRx: Coronavirus

Edited by Kerry A Dalan
And Jennrter Wang and Chose Peterson-Withom

newsletter for all the latest.

Puc. 2. Cepiio3uuii tone of voice na npuxaani Forbes [3]

[Ipote, odimitinmii ctuinp Mae Micie cepen OpenaiB. Hampukian, Nielsen
Norman Group — aMepuKaHCbKa KOMIIAHIA, SIKa JOTPUMYETHCS MIHIMAII3My B
JU3aiiHl Ta 3aBXKIU 3BEPTAETHCA JI0 KOPHUCTYyBadiB odimiiiHo. Marepianu KoMraHii
CTBOPIOIOTH PIi3HI CHEHIANICTH 3 PI3HOK CTHIICTUKOIO, MPOTE TOH KOMYHIKaIlii

3JIMIIAETHCS OJTHAKOBUM (pucC. 3).

NN/g Nielsen Norman Group

World Leaders in Research-Based User Experience

Nielsen Nerman Graup 10 Expert Review
At the Virfuwal UX Conference, lakob Mielsen was asked whether it's st fior a

NM/g experts analyze the strengths and
opportunities to improve your website or

NNjg application.

UX Dual Ladder - .

Careers - S

Please do not send physical mail intended for Don Norman. Material sent to
our corporate offices might take weeks to reach him. To contact Don Norman,
to engage his services, or to send him stuff, visit:

http://www.jnd.org

g/consulting.html

Puc. 3. Nielsen Norman Group. O¢iniitnuii tone of voice [2]



Jliis Toro, mo6 po3podutu tone of voice (ToV) mis BaacHOro OpeHIy, BapTO
CIIAyBaTH aIropuTMYy 13 5 KpokiB [4, 130-198]:

1) JocniauTu mias0By ayAUTOPIIO.

bpenn 3aBxayM KOMyHIKye 31 CIOXHBadyaMu. SIKIIO HE PO3YMI€TE€ BIACHY
ayJUTOPII0, TO BaM HE BIACThCs CTBOpPUTH tone of voice. JlocaiauTu ayauTopiro
MO>KHa TpbOMa CIIOCO0aMHU:

- MAapKETHHTOBE JOCHIKEHHS — MpodeciiHUN aHami3, SKU BUKOHYETHCS
KOMaHJI0OK0 MapKEeTOJIOTIB Ta 3aliMa€e JOCTaTHBO Yacy; pe3yabTaT Ha 100% 4iTkuii;

- JIOCTIPKEHHSI «B TOJII» — MpsME JOCHTIDKEHHs, 3po0aeHe y maraszuni\ogici
METOJIOM aHai3y MOBEIIHKY BCiX BiJBiIyBauiB; pe3yiabTaT Ha 70% YiTKH;

- JIOCHIPKEHHS B COLIAJbHUX Mepexkax — MpsMe AOCHIHKEHHS ayJIuTopii
OpeHly B COLIIAIbHUX Mepekax; pe3ynbrar Ha 70% diTKuil.

2) BuznauTte 1iHHOCTI OpeHy

OpienTyBatucsi Ha UUILOBY ayJIUTOPII0 BaXXJIMBO, ajie 1€ HE TOJIOBHUI
MOKa3HUK. BaXXIMBO BU3HAYUTH Ta 3PO3YMITH IIHHOCTI OpeHmy, IMmo0 YiTKO
BiIoOpaXkaTu Horo iaeto B tone of voice. 3aBAsiku IIIHHOCTAM OpEHAY HApOIKYIOThCS
xapakTepucTuku tone of voice, siKi BiJIoOpa)karoTh 1J1€10 MPOAYKTY.

3) HocniaiTe KOHTEHT, SIKUM 1CHYE.

Sxmo BU BXE TPOCYBAETE OpPEHII B COIMAIBHUX MEpexaxX, TO OCIHIiIITh
KOHTEHT Ta IHCTPYMEHTH, K1 BUKOPUCTOBYIOTHCSI MPU MPOCYBaHHI: BiJl XEIITETiB J0
nu3aiiHy CTOpiHKU. OKpIM KOHTEHTY, 3BEpHITH yBary Ha BIATYKH, KOMEHTapi Ta
J1aJord B COLIANBHUX Mepekax. BaxiMBO cilyXaTw TakoX PO3MOBH IpalLlIBHUKIB
KOMIaHii 3 KiieHTaMu, 100 MOTIM MOKpallyBaTH Ta 3MiHIOBaTH tone of voice
IITXOM KOMaHIHOTO OpeiHIITOpMY.

4) O6epits tone of voice.

JlocmiauBIIM TpU TONEPEAH] MYyHKTH, € MOMJIMBICTh YITKO C(OpPMYITIOBATH
tone of voice Openny. IcHye 0Oe3iiy aJrOpUTMIB Ta YEK-JIHMCTIB 31 CTBOPEHHS ToV,
poTe yHIBepcadbHOTO HeMae. Bapro mpommcyBatu tone of voice came Tak, sk
3BYYHTh Ta MO3UIIIOHYE ceOe Ball OpeHI.

5) Brumtolite ToV B koMmyHiKaIii



[Iponucanu tone of voice st coulanbHux Mepex openay? Yynoso! Bupimmnu
aJanTyBaTH KOHTEHT Ha CaldTi mij 3aranbHUil tone of voice? Lle Bxke npyruii Kpok 10
IIMPOKOT BITI3HABAHOCT1 OpeH Y.

Brimuemm ToV B yci chepu misuibHOCTI KOMIaHIi, 1€ JOMOMOXKE ITiIBUIIUTH
HOTO Mi3HABAHICTh Ta 3pPOOUTH KITIEHTIB OUIBII JOSITbHUMH.

BuCHOBKM 3 T1aHOT0 J0CJTIIKEHHS i MEPCNEKTUBU MOAAJBIINX PO3BIIOK Y
nanomy Hampsimi. OTxe, tone of voice — ocHOoBa KomyHikatii Openay. ['omoBHa ioro
nepeBara — MOXJIMBICTh BHUIUIATUCS Cepea  1HIMMX OpeHIiB Ta I1JBUIIUTH
BIII3HaBaHICTh. IrHOpyBatu tone of voice He MOXHa, K€ TOAl YHIKAJIbHICTh Ta
NEPEKOHJIUBICTh OPEHy 3HUKAIOTh.

OpienTyiiTech Ha IUILOBY ayAUTOPIIO OpEeHIY, JOCHTIKYWUTE BJIACHI IIHHOCTI,
3aiyMaiTeCch TPO TIMOWMHHY i/Ie0 OpeHay Ta MOCHIDKYHUTe PUHOK, CTBOPIOIOYH
BJIACHY YHIKaJIbHICTh. [[IHHUMU 3HaHHSAMHU — II€ TMOCTIMHE HATXHEHHS YCHIITHUMH
OpeHaMu.

['omoBHE TpaBUIIO CTBOPEHHS ijealibHOro tone of voice — He KOIOBaTH, a
aJanTyBaTU MiJ BJIACHUN OpeH] 1I0A0 MpHU3BEJE A0 aKTUBHOI peanizalii Oi3Hec-
IPOEKTIB Ta (OPMYBaHHS CIPHUATIMBOTO BHYTPIIIHBOTO CEPEAOBHINA 32 PaXYHOK

BHUCOKOTO PIBHS SIKOCTI KOMaHHOT pOOOTH.
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