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Abstract 
The use of ICTs has increased among consumers around the world, 
causing an increase in the adoption of social media as a means of sharing 

information among many public relations and advertising professionals. 

This new form of communication is growing at such a rapid pace because 

the communications world is dramatically moving in a digital direction 

and those who understand this transformation will communicate much 

more effectively than those who do not. Thus, this study examined the 

application of ICTs in advertising and public relations practice in Nigeria 

and the extent to which the practitioners in Rivers State apply ICTs in 

planning and executing such campaigns. One hundred and eighty-one 

(181) practitioners of both NIPR and APCON were studied out of a total 

population of 369 using the Krejice & Morgan (1970) sampling table. 

The work was guided by the Marshall McLuhan's theory of 

Technological Determinism. The qualitative and quantitative research 

designs were both used in this study as data gathered were analysed 

accordingly. The study found out among others that NIPR and APCON 

members in Rivers State are well exposed to the use of ICTs in doing 

business. It concluded that advertising practitioners as well as public 

relations practitioners should be much more proactive to fit in within the 

new media sphere as the world is evolving ICT-wise very rapidly and 

recommended among others that NIPR and APCON should emphasise 

continuous ICT engagements and retraining for its practitioners. 
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