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ABSTRACT The study focuses on the various dimensions of advertising and promotional technologies in marketing. The
concept of integrated marketing communications that provides an overview for advertising and promotion and its role in
modern marketing were discussed along with the concept of Integrated Marketing Communication (IMC) and the factors
that have influenced the growth and the roles advertising play in the overall marketing programmes of the intellectual
outcomes for creative minds. Each element in the promotional mix, was also examined. The paper attempt to provide a
model framework for developing IMC programme in a developing economy for effective distribution of creative works.



