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Abstract: Worldwide organization tasks have gone through a central change because of data and 

correspondence innovation (ICT). The presentation of ICT might generally affect promoting of every single 

hierarchical job, as the range of computerized media accessible offers a horde of new manners by which 

labor and products could be sold. In spite of the fact that ICT organization has been offered more 

consideration during the 1990s, advertisers have had inconvenience totally embracing the mix of ICT in 

promoting. Considering this, the reason for this request was to decide how generally ICT in showcasing is 

utilized by advertisers and the amount ICT in promoting is educated to tertiary-level showcasing 

understudies. The outcomes show that advertisers are in a period of change where ICT in promoting is 

being utilized all the more regularly related to traditional advertising strategies. It likewise underscores the 

need for showcasing understudies to have more specific openness to ICT as a component of their 

educational plan. 

 

Keywords: marketers, students of marketing, information and communication technology (ICT) in 

marketing 

REFERENCES 

[1]. Boritz JE (2000). The accounting curriculum and information technology. The Nigerian Accountant 

33(2):26-34. 

[2]. Brady M, Fellenz RM, Brookes R (2008). Researching the role of ICT in contemporary marketing practices. 

J. Bus. Ind. Market. 23(2):108- 114. 

[3]. Brady M, SarenM,Tzokas N(2002). Integrating information technology into marketing practice- the IT 

reality of contemporary marketing practice. J. Market. Manage. 18(5-6):555-578. 

[4]. Burgess L, Parish B, Alcock C (2011). To what extent are regional tourism organisations (RTOs) in 

Australia leveraging the benefits of web technology for destination marketing and E-Commerce? Electronic 

Commerce Res.. 11(3):341-355. 

[5]. Gustavson J (2006). What keeps marketers awake?[Online].http:// www.the-cma.org/about/blog/seven-key-

issues-cause-of-insomnia- for-marketers.(Accessed: 28 August 2011). 

[6]. Heinonen K, Strandvik T (2003).Consumer’s responsiveness to mobile marketing. Paper presented at the 

Stockholm Mobility Roundtable, Stockholm Sweden, 22-23 May.[Online].http://citeseerx.ist.psu.edu/ 

viewdoc/download?doi=10.1.1.102.3837&rep=rep1&type=pdf (Accessed: 28 February 2013). 

[7]. Herselman M, Britton KG (2002). Analysing the role of ICT in bridging the digital divide amongst learners. 

S. Afr. J. Educ. 22(4):270-274. 

[8]. Hurd CA (2006). Is service learning effective? A look at the current 

research.[Online].http://tilt.colostate.edu/sl/faculty/Is_Service- Learning_Effective.pdf(Accessed: 22 

November 2012). 

[9]. Kotler P, Armstrong G (2008). Principles of marketing.12th ed. New Jersey: Pearson PrenticeHall. 

[10]. Lamont LM, Friedman K (2001). Meeting the challenges to undergraduate marketing education. J. Market. 

Educ. 19(3):17-30. 

[11]. Leedy P, Ormrod J (2010). Practical research: planning and design. 7th ed. New Jersey: Merrill Prentice 

Hall. 

[12]. Lewis BK (2010). Social media and strategic communication attitudes and perceptions among college 

students.Public Relat. J. 4(3):1-23. 



IJARSCT  ISSN (Online) 2581-9429 

    

 

       International Journal of Advanced Research in Science, Communication and Technology (IJARSCT) 

                             International Open-Access, Double-Blind, Peer-Reviewed, Refereed, Multidisciplinary Online Journal 

 Volume 4, Issue 4, April 2021 

Copyright to IJARSCT                   192 

www.ijarsct.co.in                                                   

Impact Factor: 5.731 

[13]. Mairead B, FellenzMR, Brooks R(2008). Researching the role of information and communication 

technology (ICT) in contemporary marketing practices. J. Bus. Ind. Market. 23(2):108-114. 

[14]. Merisavo M (2008). The interaction between digital marketing communication and customer 

loyalty.Master’s dissertation, Helsinki School of Economics. Helsinki, Finland. 

[15]. Miller RL, Brewer JD (2003). The a-z of social research. London: Sage Publication Ltd. 

[16]. MMA (Mobile Marketing Association) (2005).Code for responsible mobile marketing.A code of conduct and 

guidelines to best practice. [Online].http://www.consumer-preference.com. (Accessed: 24 May 2012). 

[17]. Moraka TS, Hay HR (2009). The implementation of a capacity development system for academic staff in 

higher education: The case of the Central University of Technology, Free State. J. New Gen. Sci. 7(2):218-

233. 

[18]. Nchaka M (2009). The Lesotho National Manpower development secretariat in the stakeholder century.An 

integrated marketing communication approach.Master’s dissertation, University of the Free State, 

Bloemfontein, South Africa. 

[19]. Ngai EWT (2003). Internet marketing research (1987-2000):A literature review and classification. Eur. J. 

Market. 37(1/2):24-49. 

 


