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A G U I D E T O M A R K E T I N G M U S I C I N T H E N E W E C O N O M Y

IN THE GLOBAL ECONOMY, DISTANCES
HAVE BECOME IRRELEVANT. THE
SMALLEST FIRMS AND THE LARGEST
CORPORATIONS CAN BOTH COMPETE
ON THE GLOBAL SCENE. BUT WHILE
TECHNOLOGY HAS MEANT GREAT AND
POSITIVE CHANGES FOR THE WORLD’S
ECONOMY, IT BRINGS WITH IT THE
OBVIOUS REQUIREMENT THAT THOSE
WIELDING THAT TECHNOLOGY MUST BE
SUFFICIENTLY TRAINED TO HARNESS
IT EFFECTIVELY, EFFICIENTLY AND
PRODUCTIVELY.
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The opinions and interpretations in this publication are those of the author and do 
not necessarily reflect those of the Government of Canada. 
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