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ABSTRACT

The nomenclature ‘Nigerian Theatre’ is a meansrefting a niche by looking inward and uncovering thaditional and

cultural attributes that distinguishes us as a geofhis notion is a deviation from the total degjemce on Western
culture to a local content concept. Employing ménge publicity and advertising as a driving fortee achieve economic
viability, self- sustenance and cultural relevamtéhe Nigerian theatre has become crucial and seagy. This is done by
adapting the local cultural content thereby cregtim synergetic and methodological approach. In josldusiness world,
by empirical observation it is evident that any #irat introduces new ideas, methods and indigemoaterials into the
business space is widely accepted. The creativieoenvent in Nigeria is endowed with diverse theattiand creative
natural aptitude that must be showcased to the dvtittough the medium of marketing and publicity.rkésing and
publicity have the capacity to enhance organizalaoals by increasing the sales cycles of the @mplts effectiveness
is determined by the influx of viewers, whose petge is measured by the positive impact on sal@s.paper x-rays how
adopting rigorous marketing and publicity methods @nhance the economic viabilities of the creatppace. It is in this

regard, that the old ‘Learning theory’ was adoptedshow how advertising can positively stimulateative patronages.
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