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Abstract:
[bookmark: _GoBack]The media have been known to be society’s gateway to information and even knowledge. So far, media establishments and professionals are constantly looked upon to provide some form of direction for the society. They are expected to perform this role to all sections of the society with no exceptions. In recent times however, with the wave of news production via digital technologies and/or new media, and the quest for the survival of traditional/conventional media forms in the face of current economic realities, the focus of media responsibility is being questioned. The audience appear to be left out in media’s decision on editorial policies. The question then is, how do the media balance the equation between performing their normative duty of social responsibility on one hand, and attaining profitability in media business on the other hand, seeing that doing media is a capital intensive venture. Thus, this paper aims to explore the duties of the media in covering minority groups, media’s social responsibility in development communication, the influences of news commercialization and what the 21st media can do to balance the dilemmas.
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