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C. BypHeTe, KaHA. €KOH. HayK, Npod.
YHiBepcuTeT imeHi Jlydiana Bnara, Cibiy, PymyHis

TPAHCATNAHTUYHA IHTEFPALIS:: BAXXNUBUA CTPUBOK A0 MOBAJI30OBAHOIO CBITY

Po3ansdaembcsi mpaHcamnaHmu4yHa eKOHOMiYHa iHmezpayisi, wjo Hacmae, Yyepe3 npu3My sik eKOHOMiYHOI meopii, mak i icmopu4Ho2o0 po3eu-
mky. CmeepOxyembcsi, W0 eKOHOMIYHa iHmeapayisi Ha MpPaHCKOHMUHEHMasbHOMY PiHi € He MeHW NPubyMmKO8oIo, HiXX Ha pe2ioHarIbHOMY pieHi.
BukopucmaHo meopemuyHi ma icmopuyHi ap2ymeHmu, w06 nidkpecnumu HeobxiOHicmb i Moxnuegicmb yKknadeHHs1 mop2o8esibHOI ma iHeecmu-
yitHoi y2odu mix Cnony4yenumu LLimamamu i €eponelicbkum Coro30M, W0, iMOgipHO, Nnepemeopumb AmaaHMuKy Ha MO2ymHili eKOHOMiYyHul rno-
ntoc. Noka3aHo, wjo €epona Ui AMepuka Maromb MO8HY 20moeHicmb 00 yknadeHHs yiei Halisaxknusiwoi y2odu.

Knroyoei cnoea: mpaHcamnaHmu4Ha iHmezpayisi, MbxHapoOHa mopeiensi, pezioHanbHi 6510Kku, iHeecmuuyii, napmuyepcmeo.

C. BypHeTe, KaHA. 3KOH. HaykK, npod.
YHuBepcuteT uMmeHu Jlyunana Bnara, Cuéuny, PymbiHuA

TPAHCATNAHTUYECKASA UHTEMPALIUSA: BAXHbIN MPLDKOK K MMOBANN3OBAHHOMY MUPY

Paccmampueaemcs npedcmosiuwjasi mpaHcamnaHmuyeckasi 3KOHOMuUYecKkasi UHmezpayusi Yyepes rpusmMy Kak 3KOHOMu4eckoli meopuu, mak u
ucmopu4ecko20 pazeumusi. Ymeepxodaemcsi, Ymo Ha mpaHCKOHMUHeHMaslbHOM YPO8He 3KOHOMUYeCKasi UHmezpayusi He MeHee NpubbiibHa, Yem
Ha pea2uoHanbHOM ypoeHe. Wcronb3o8aHbl MeopemuyecKkue U UCMopuYyecKue ap2ymMeHmsbl, Ymobbl MOOYePKHYymMb HEO6X00UMOCMb U 803MOX-
HOCMb 3aK/1l04YeHUsI MOP2068020 U UHBECMUUUOHHO20 coznauleHusi Mexdy CoeduHeHHbIMu LLimamamu u Eeponelickum Coro3oM, komopoe, eepo-
SMHO, Nnpeepamum AmiaHmuKy 8 Mo2y4uli 3KoHomu4eckul nosntoc. [TlokazaHo, ymo Eepona u AMepuka rnoJsiHbl 20MO8HOCMU K 3aKJTFO4Y€HUI0 3mo-
20 sakHeliwe20 coanauleHusl.

Knro4deenbie cnosa: mpaHcamnaHmuyeckasi UHmMezpayusi, Mexx0yHapoOHasi mop2086Jisi, peauoHasbHbie 6/10KU, UHeecmuyuu, NnapmHepcmeo.
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IMPLEMENTING NEW MARKETING STRATEGIES IN THE CONTEXT
OF THE ONLINE ENVIRONMENT - ADVANTAGES, DISADVANTAGES,
STATISTICS AND TRENDS

In the context of the online environment and the pressure created by the new information and communication technologies,
when the Internet is used by more than 40% of the world population, when the penetration rate of the online has reached more
than 75% in Europe (52% in Romania) and almost 90% in North America and when the smartphone has become a constant com-
panion of the individuals, today's companies must adapt or develop new marketing strategies that will help them win and retain
the consumers, otherwise they will slowly perish. This paper aims to present several important marketing strategies based on the
usage of the Internet tools like: search engine optimisation (SEO), content marketing, social media/online social networks, email
marketing, lead generation, sales etc., that can be implemented by the Romanian companies. We are presenting several im-
portant advantages and disadvantages of these marketing strategies. We will also bring forth several important statistics regard-
ing the Internet usage and of the online marketing tools and we shall underline future trends related to these aspects, all this
being designed to support future managerial decisions and to better understand the need for the companies to implement and

use them successfully.

Key words: online marketing, marketing strategies, internet, social media.

Introduction. The world is changing, the economies
are fluctuating, the consumers are becoming harder and
harder to please and to transform into loyal customers
and therefor the companies, the managers and the mar-
keting specialists must change, must adapt to the new
challenges provided by the rapid modifications brought
upon us by the environment where we work, live or do
business. Probably, the most important marketing and
communication environment for the 215t century compa-
nies in the Internet and the organizations and their em-
ployees must use to the best of their abilities as well as to
the fullest in order to reach and develop a relationship
with the clients (either current or potential ones).

Our paper aims, in the first place, to underline sever-
al important marketing strategies based on the usage of
the Internet tools like: social media/online social net-
works, search engine optimisation (SEO), content market-
ing, email marketing, lead generation, online sales etc.
that can be implemented by the Romanian companies.
Secondly, we are presenting and explaining certain ad-
vantages and disadvantages of these marketing strate-

gies. In the third part of our paper we shall point out sev-
eral important statistics related to the Romanian internet
usage, online social media tools and we will underline
future trends related to these aspects.

Brief literature review. As we know "in the past
20 years, the importance of using the Internet as competi-
tive marketing tool has been recognized by many practi-
tioners and scholars. Whether we are talking about small or
large organizations, who compete on a local, regional or
international basis, the Internet is the bridge between the
organization and its stakeholders" [9, p. 536]. The online
has given marketing new tools that help experts in the field
to come more quickly to meet customer needs and had a
crucial impact on how buyers and sellers communicate. In
the past 20 years, especially since 2000, new digital media
marketer-s enable greater creativity, accuracy and meas-
urement capability to lead consumers through the stages of
decision [8, p. 389]. The same idea is supported by Kotler
and Casilone, "appearance of new means of communica-
tion, web sites, e-mail, instant messaging chart rooms,
blogs, web seminaries, have created a global system that
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makes life easy for individuals and the companies that
want to find each other" [10, 2009].

The emergence of the Internet has favored, in addition
to changing the media and communication channels, the
expansion of the marketing research to the new virtual
space. In the past years more and more organizations
have turned to marketing companies that organize online
marketing research campaigns. There are many ways an
organization can conduct an online marketing research.
Companies can include their website in a questionnaire
and provide an incentive for completing it, or add this ques-
tionnaire on a website well known, such as Yahoo which
invites visitors to answer a few questions and possibly to
win a prize [11 p. 166].

As we can see, these are several elements show
some of the changes brought upon by the emergence and
implementation of the internet based technologies. But
these elements are not the only ones, in the last five to
ten years new communication, interaction marketing tools
and marketing strategies have emerged and we will pre-
sent them as follows:

Online social networks / social media | social networking
sites are as shown in earlier researches developed by the
authors "as tools for building virtual communities, or social
networks, for individuals with similar education, lifestyles,
interests, or activities" [2, p. 8]. One of the earliest social
networking sites definitions was offered by Boyd and Ellison
in 2007, whish state that "as web-based services that allow
individuals to (1) construct a public or semi-public profile
within a bounded system, (2) articulate a list of other users
with whom they share a connection, and (3) view and trav-
erse their list of connections and those made by others with-
in the system" [3, 2007]. Diffley et. al. 2011 mention that
OSN "are tools that provide people with the ability to collabo-
rate and communicate with one another online. They facili-
tate the creation and sharing of knowledge, information, me-
dia, ideas, opinions and insights, and allow people to actively
participate in the media itself" [5, p. 47-65].

Search engine optimisation (SEO). Before underlining
the concept of SEO, we must understand the concept of
search engine as types of software, which collects data
about web sites. At this point, the collected data includes
the web site URL, some keywords or keyword groups that
define the content of the web site, the code structure that
forms the web page and also links provided on the web
site. The related collected data is indexed and stored on a
database [15, p. 488]. "The search engine optimization
(SEO) is enabling a web site to appear in top result lists of
a search engine for some certain keywords. There are
many different factors that enable a web site to move up
top results. The most effective way to take attention of
many users is connected with search engine optimization.
Because the search engine optimization is basically based
on keywords that are suitable to the web site and can be
used to search with search engines. In order to optimize a
web site according to search engines, it must be suitable to
some technical conditions [14, p. 488].

Content marketing. According to the American Market-
ing Association and the Content marketing Institute, con-
tent marketing is "marketing technique of creating and dis-
tributing valuable, relevant and consistent content to attract
and acquire a clearly defined audience, with the objective
of driving profitable customer action" [16; 17].

E-mail marketing / E-marketing. "Email is an online
communication format that involves sending digital mes-
sages from an author to one or more recipients (i.e.,
email addresses) across the internet or other computer
networks and therefore mail marketing is simply "market-
ing via email". [18]

Lead Generation. "Describes the marketing process of
stimulating and capturing interest in a product or service
for the purpose of developing sales pipeline. Lead gener-
ation often uses digital channels, and has been undergo-
ing substantial changes in recent years from the rise of
new online and social techniques. In particular, the abun-
dance of information readily available online has led to
the rise of the "self-directed buyer" and the emergence of
new techniques to develop and qualify potential leads
before passing them to sales." [19]

Advantages and disadvantages. Of course, all mar-
keting strategies, all marketing tools, especially those that
are based on the usage of the online environment have
certain advantages and disadvantages for the companies
and for the managers that must take into account these
elements in the decision-making process.

Online social networks / social media main advantages:
(1) Low costs — it is much cheaper to contact the consum-
ers using the online; (2) Fast — a company can reach its
consumers faster, almost instantly; (3) OSN is able to rise
internet traffic of your website resulting in a better image for
your company; (5) It helps the company to develop a direct
and personalized connection with the consumer;
(6) Worldwide — the consumer can be reached at any time,
in almost any part of the world; (7) It offers the possibility of
a greater contact with the consumers by a faster feedback,
interaction and support; (9) it improves the CRM system of
the company etc. [4, p. 501-506]. The main disadvantages
are: "(1) OSN are time consuming — the usage of OSN
means that the employees and in the same time the poten-
tial consumers spend to much time online. (2) Continuity in
action — if a company wants to be successful it has to pre-
sent online 24/7 not just now and then. This means that the
company may need to hire someone for this purpose.
(3) Speed — a negative message sent or placed on the
company's OSN page is moving fast and viral and it can
reach the consumers in a matter of hours; (4) Target audi-
ence using many social sites — the social networking sites
are so many and they serve many different audiences, use
many ways to convey messages it becomes difficult to de-
cide where to go, what to do and to what extent; (5) Lack of
control — once a message is posted about the companies'
products and services it can not be controlled by the mar-
keting or public relation specialists especially if this mes-
sage is negative etc" [7, p. 501-506].

The other major player in the new marketing tools, con-
tent marketing, also has certain advantages and disad-
vantages. Among the main advantages of this marketing
method of connecting with the consumers we underline:
(1) You develop an emotional response from the consum-
ers — you must create content that means something for
the targeted consumers; (2) You increase the chances of
going viral — a meaningful and well-chosen message can
go viral, especially in combination with social media;
(3) Possibility to emerge as a reliable information source —
constant update, clear and insightful information will lead to
the development as an information source; (4) Relevant
content attracts consumers o your website — providing a
strong content and a reliable one, with time, energy and
dedication invested in your message will lead to greater
number of site viewers. At the same time, there are several
important disadvantages that one must into account: (1) /t
can lead to some costs — even if the online marketing
strategy is cheaper, the content marketing strategy will
incur costs; (2) It takes time and dedication — a proper con-
tent marketing strategy implies employing dedicated people
which must dedicate a lot of time to this strategy; (3) New
and innovative strategy can lead to conflict — the idea of
using a content marketing based strategy is much different
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than the traditional one and certain companies may still

adhere to traditional marketing tools and strategies. [13]
Statistics and trends related to the online marketing

based strategies. As mentioned before, the development
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of the Internet and its based marketing strategies has de-
veloped greatly in the last decades. The same can be said
in the case of the Romanian internet users. But before we
can do that we must see the worldwide Internet statistics.
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Fig. 1. Internet users world wide

Source: http://www.internetworldstats.com/stats.htm, accessed by the author on May, 10", 2017

As we can see from figure 1, the largest number of In-
ternet users are from Asia, at about 50% of the population
(taking into account that in Asia we have more than half of
the world population). Followed by Europe with 17%, Latin
America / Caribbean with 10% and North America with 9%.
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Regarding the Internet penetration rate within the popula-
tion, we can see a world average of 60,5%, with the high-
est levels registered in North America (88,1%), Europe
(77,4%), Oceania and Australia (68,1%), Latin America and
the Caribbean with 59.6% and Middle East with 56,7%.
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Fig. 2. Internet penetration rate — worldwide

Source: http://lwww.internetworldstats.com/stats.htm, accessed by the author on May, 10", 2017

Regarding the internet users in Romania, according to
the internetworldstats.com platform, Romania has a popu-
lation of 21,599,736 inhabitants with 52% of the population

as Internet users (11,236,186). According to the United
Nation, [20], Romania has as of June 2017 a number of
19,241,873 inhabitants which leads to a difference be-
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tween the stats of UN and InternetWorldStats.com. The
number of Romanian internet users is of 10,6 million peo-
ple in 2016, a rise of 1,2% from the previous year. At the
same time according to the National Institute of Statistics of
Romania [21], the internet usage between the ages of 16
and 74 years old, the population that used the Internet at
least once is of 69.7%, those that have use the Internet in
the last 3 months are of 85,3%. The Romanian Internet
users that have a daily usage frequency are 71,3% of the
total of internet users of Romania.

Based on these statistics, we have researched the us-
age of online social media in Romania and at a interna-
tional level. According to Facebok.com and Zephoria Digi-
tal Marketing and other sources [22; 23]: "1.94 billion
monthly active Facebook users for March 2017; 1.28 billion
daily active users on average for March 2017; 1.15 billion
mobile daily active users (Mobile DAU) for December 2016;
in Europe, over 307 million people are on Facebook; Age
25 to 34, at 29.7% of users, is the most common age de-
mographic; Facebook users are 76% female and 66%
male". In Romania, at this time, there are [24]: "9.6 million
Facebook users; representing 44,44% of the Romanian
population and 85,44% of the Romanian users; 57,54% of
the Facebook users are between 13 — 34 years old".

As we can see from these data, we can underline the
importance of using social media platforms to develop a
clear online consumer profile and develop personalized
marketing strategies and messages in order to increase the
number of users and consumers that see the products and
services offered by the companies.

Search engine optimisation and content marketing are
two other marketing tools and strategies that can be used to
attract consumer, to transform them into loyal consumers.
Among the most important SEO statistics underlined by
HubSpot in 2016 and 2017, at a worldwide level, and espe-
cially in North America [25]: "the first position on Google
search results on desktop has a 34.36% click through rate;
81% of shoppers conduct online research before making big
purchases; 72% of consumers who did a local search visited
a store within five miles; 65% of smartphone users agree
that when conducting a search on their smartphones, they
look for the most relevant information regardless of the com-
pany providing the information".

Content marketing statistics for 2016 and 2017 pre-
sented by the same website [25], show: "53% of marketers
say blog content creation is their top inbound marketing
priority; 55% of B2B marketers say they are unclear on
what content marketing success or effectiveness looks like;
47% of buyers viewed 3-5 pieces of content before engag-
ing with a sales representatives; 96% of B2B buyers want
content with more input from industry thought leaders; 64%
of podcasts are listened to on a smartphone or tablet".

Starting from the above-mentioned statistics and the
main trends underlined by specialists for the next years'
show that: (1) mobile technology will become more and
more important; (2) social factors will have more weight; (3)
fresh / up to date content will be rule; (4) voice search ap-
pears to be the next best thing; (5) increase relevance of
local search in the next period of time. [6; 12]. Content
marketing activities and strategies directed in this year and
in the next year [1]: "(1) an increased content marketing
strategy that is more and more documented; (2) Increase
level of visual content; (3) a personalised and more niche
orientated specific content; (4) an increase in the level of
user generated content; (5) promoting is more and more a
priority while using the online environment; (6) Virtual Real-
ity (VR) is becoming more accessible by the average user."

Conclusion & Discussion. The economic word is in a
continuous state of flux and of change. Consumers have a

more choses than ever, they are better informed, they can
buy products and services from all over the world, at every
time, conditioned only by Internet access. The develop-
ment of the internet, the evolution of the information and
communication technologies of the last decades, the rise of
online platforms like online social networking sites (social
media), microblogging, emailing, video content sharing
platform and more have offered the companies, to manag-
ers, to the marketing specialists, web developers and more
the opportunities and the possibility to better target, to bet-
ter develop relationships with consumers and in general
with the companies' stakeholders.

By underlining the concepts of social networking, con-
tent marketing, lead content etc, by presenting several im-
portant advantages and disadvantages and by pointing out
several important statistics and trends for the upcoming
period, we hope to bring forth the importance of developing
specialised marketing strategies designed in order to target
the 21t century consumers. Based on our current research
and previous one, we can see a change in the statistics,
trends and the main manner in which the consumers and
companies target each other.

The smartphone, the tablet, the laptop, the SmartTv
and other interconnected devices are to be targeted by
companies in order to promote their organisations, their
products and services. As we can see, the current paper is
a statistical analysis that is meant to offer companies,
managers and marketing specialists the tools to under-
stand new marketing strategies and tools, and to open their
appetite for them as well as to lead them towards the new
ways of relating to the consumers.
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J. AymiTpeckKy, KaHA. eKOH. HayK, npod.
YHiBecpuTeT imeHi JlydiaHa Bnara, Cibiy, PymyHis,
M. ®Pyui, kaHA. eKoH. HayK, AoL.,

I'. FopcbKi, KaHA. €eKOH. HayK, npod.
PymyHo-HimeLbkuit yHiBepcuTeT, Cibiy, PymyHis

YNPOBADKEHHA HOBUX MAPKETUHIOBUX CTPATETW Y KOHTEKCTI IHTEPHET-CEPE[JOBULLIA -
NEPEBAI'A, HEQOJIKN, CTATUCTUKA TA TEHOEHUII

Y koHmekcmi oHnaliiH-cepedosuuja Ui muckKy, cmeopeHo20 HO8UMU iHghopMauyiliHuMu ma KoMyHikayiliHUMu mexHosozisimu, konu IHmepHemom
Kopucmyembcsi noHad 40% HacesieHHs1 ceimy, Konu pieeHb MPOHUKHEeHHs1 8 IHmepHem y €eponi docsiz 6inbw Hix 75% (52% y PymyHii) i malixe 90%
y MieHi4Hili AMepuyi, i konu cMmapmgoH cmae nocmiliHuM CynymHUKOM OKpeMux 0Ci6, cb0200HiWHIi komnaHii noeuHHi adanmyeamu a6o po3po6-
nsmu Hoei MapkemuH208i cmpameeil, siki donomMoXxymsb iM eu2paeamu i 36epeamu crioxueayie, iHakwe Ui koMnaHii noeoni wjesHyms. Tomy me-
moto € npedcmassieHHs1 KiNlbKOX 8aX/lugux MapKemuH208uX cmpameail, ujo 6a3yrombcsi Ha 8UKOPUCMaHHI PYMYHCbKUMU KOMMaHisMU makux
iHcmpymenmie IHmepHemy, sik onmumi3ayisi nowykogoi cucmemu (SEO), koHmeHmM-mapkemuHa, coyianbHi Mepexi/ coyianbHi mepexi 8 IHmepHe-
mi, MapKkemuHa efleKmpPOHHOI nowmu, npodaxi mowjo. lToka3aHo Kinbka eaxnueux nepesaz ma HedoJikie Yyux MapKkemuHao8ux cmpameeil. Takox
HaeedeHO KinbKa eaxiugux cmamucmuyHux daHUX CMocO8HO 8UKOpucmaHHsi [HmepHemy ma iHcmpymeHmie oHnaliHoeo2o MapkemuHay U nioK-
pecnieHo malibymHi meHOeHUyii, moe'a3aHi 3 yumu acnekmamu. Yce ye npusHavyeHo O NiOmpuMKu malibymuix ynpaeniHcbKuX pileHs i Kpaujo20
PO3yMiHHSI Heo6xiOHOCMI ix ynpoeadXeHHs1 ma ycniluHO20 UKOPUCMAaHHSI KOMMaHisiMU.

Knro4voei croea: inmepHem-n IH2, Map IH208i cmp if, iHmepHem, coyianbHi mepexi.

J1. AyMUTpeCKy, KaHA. 9KOH. HayK, npod.
YHuBepcuteT umenu Jlyunana Bnara, PyMblHus,

M. ®yun, KaHA. IKOH. HayK, AOLL.,

. Fopcku, KaHA. 3KOH. HayK, npod.
PyMbIHO-HeMeLKui yHuBepcuteT, Cubuy, PymbiHus

BHEAPEHMUE HOBbIX MAPKETUHIOBbIX CTPATEIMA B KOHTEKCTE UHTEPHET-CPE[bI —
NMPEMMYLLECTBA, HEQOCTATKWU, CTATUCTUKA U TEHOEHUUU

B koHmekcme oHnaliH-cpedbl U daesieHus], c030aHHO20 HOBbIMU UHOPMaYUOHHbLIMU U KOMMYHUKayUOHHLIMU mexHosio2usiMu, kozda Unmep-
Hem ucnonb3yem 6onee 40% HaceneHusi Mupa, ko2da yposeHb NPOHUKHo8eHuUs1 8 UnmepHem e Eepone docmue 6onee 75% (52% e PymbiHuu) u
noymu 90% e CesepHoli AMepuke, u Kko2da cMapmgoH cmas NMoCMOSIHHbIM CMyMHUKOM omaAesibHbIX /1Ul, ce200HsIWHUe KOMMaHuu OOSKHbI
adanmupoeams unu pazpabambsieamb HO8ble MapKeMUH208ble Cmpame2uu, Komopbkie MOMO2ym UM 8blu2pbieams U COXpaHums nompe6umened,
8 MPOMUEHOM Crly4ae OHU MocmerneHHo ucyesHym. [Toamomy yenbto sienissemcs NpedcmassieHUe HeCKOJIbKUX 8a)XHbIX MapKemuH208bIX cmpame-
2ull, 6a3UpyroUjUXCcsi Ha UCMOMb308aHUU PYMbIHCKUMU KOMIaHUsIMU Makux UHcmpymeHmoes UHmepHema, Kak onmumu3ayusi nouckosol cucmembl
(SEO), koHmeHm-mapkemuHa, coyuasnbHbie cemu / coyuanbHble cemu 8 UHMepHeme, MapKkemuHa 3/1eKMPOHHOU MoYmabl, npodaxu u m. n. loka-
3aHO HECKOJIbKO 8aXKHbIX MPpeumMyujecme U HeAoCcmamkoe 3mux MapKemuHa08bix cmpameaul. Takxe npueedeHO HECKOIbKO 8aXHbIX cmamucmu-
4ecKux GaHHbIX M0 UCMosIb308aHU0 MHMepHema u UHCMpPyMeHmMoe oHnaliH- MapKkemuHaa, nod4yepkusaromcsi 6yoyuyue meHOeHyuu, cesi3aHHbIe C
amumu acnekmamu. Bce amo npedHa3HavyeHo Onisi noddepxkKu 6yOywux ynpaesieHYecKUx peweHul u Jy4yuie2o MoHUMaHusi Heo6xodumocmu ux
ycrnewHo20 eHeOPEeHUs! U UCMO/Ib308aHUsI KOMMaHUSIMU.

Knroyeenie cnoea: uHmepHem-mapkemuHa, MapKkemuHa08ble cmpameauu, UHmepHem, coyuasbHble cemu.
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ANALYSIS OF THE ORIGIN, MODERN CHARACTERISTICS
AND PROSPECTS OF DETERMINING THE PROFILE OF UKRAINIAN MANAGER

The article is devoted to the development of the initial theoretical and methodological provisions for the study of profile of modern
Ukrainian manager. The results of the corresponding applied empirical analysis carried out by the authors are presented. The
characteristics of the features of modern Ukrainian manager in the context of existing models of national business cultures are given.

Keywords: manager profile; Ukraine; entrepreneurship; national business culture; characteristics.

The introduction. The socio-economic situation of any
country, as well as the common level of its development, is,
in many respects, predetermined by the nature and level of

development of its national management and directly — the
level of professionalism of managers of this country. In the
generalized categorical definition in modern economic
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