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Abstract: The economics of media production, distribution andsumption makes the issue of commercialization
an inevitable reality in the modern society. Bug thass media exist essentially as a social institub provide
voice to the populace through a ‘full, truthful,ngprehensive and intelligent account of the daysnéyin a context
— that gives meaning’. However, unfolding realitiegseal that commercial considerations have vitidite statutory
mandate of the media as the fourth estate of thlenrdn Nigeria, like other developing countridse tchallenge is
how media professionals can balance their desifréak even and successfully navigate the comphexharsh
mace of economic realities for an enhanced botiom#én the one hand and remain committed to théegsmnal
demands of their calling on the other. This is @l so because of the media’s place and role csetal
conscience, compass and barometer of developmhbi®t.pper x-rays the emerging issues in the wakaeiia
commercialization in Nigeria and their implicatiofts public interests and sustainable national tgraent with
suggestions on the way forward.
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I ntroduction

ne of the challenges of the mass media in this afgaformation society is how to resolve a basic

contradiction that has emerged from the complektiesof their professional practice. All over tharld,

the mass media enjoy dual acknowledgement as alsostitution and an industry. And herein lays the
problem. As a social institution, the mass med@oeding to McQuail (2005:213), are entrusted vifth sacred
mandate to “fulfill, with varying degrees of volaminess and explicit commitment, certain importanblic tasks
that go beyond their immediate goals of making iso&nd giving employment”. This notion is akin toe
‘fiduciary’ or trustee model used to refer to thiea of the media being held in trust by their own@vhether
government or private) on behalf of the public. Tégic here, according to McQuail citing HoffmanmeR (1966),
Feintuck (1999), is that of public interest in neastof information, publicity and culture. Wheredamhen they (the
media) are perceived to be falling short of expimta, they may be called to account by public @piror other
guardians of the public interest, including poldits. The emphasis here, however, is on open gxiet

As an industry or business concern, the media vwnideiding their traditional products of news, vigvinformation
and entertainment, keep in view, and are in fatiddirected, motivated and controlled by the mestiforinciples
of the bottom line. The overriding goal of this gohof thought is that of profit maximization anttreased returns
on investment of the owners. Opinions vary amondienscholars on the propriety or otherwise of egitifehe dual
concepts of the media. But as Oso (2006) rightlyeobed, “the debate is no longer a normative quesif the
propriety of commercialization of the media, ratliés coming to terms with the opportunity costaomedia system
weighted in economics at the expense of sociabrespility to the society.

The survival of any society largely depends ondfficacy of its communication networks. Communioatis the
bedrock and life-wire for the smooth functioning lefiman organizations and societies. The mass neadia
responsible for the information exchanges that fallkee and needed for peace, harmony and co-egésteinthe
various components of the society. The media sasvihe link between the government and the goveranati the
conveyor belt of the opinions, views or reactiohthe governed to the actions and inactions ofheernment. The
media represent and present views expressed byadhses about government policies and programmes, ey
earn for themselves the accolade of “the voicdefvbiceless”.
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However, in the contemporary society, the abilityttee press/media to protect and defend the califeeanasses
has become a contentious issue. The emergencewiriercialism” in the media industry with a paradighift in
emphasis from “public good” to “commercial valuef media products has put a question mark on thdigub
interest concept of the mass media. The paper exanthe practicability and relevance of media’snecland
capacity to service and protect the interest of thasses and national development in the wake of the
commercialization and tabloidization currents whicompel them to operate essentially as commercial
organisations with a radical shift of paradigm ontent packaging in favour of human interest angrésminment
stories for as a bait for audience catchment apeatations of returns on the investment of theiners.

Conceptual Clarification

Media commercialization is a concept that has towilth the restructuring of media structures, chemacand
contents to reflect the profit-seeking goals of rmeddustries. It underpins the assumption thatienpdoducts are
governed by economic/market considerations. Thausafly media organization to remain afloat in a petitive

world of market forces of demand and supply, it tgsnerate enough revenue to cover cost, break withn
considerable profits on investment.

The term ‘media’ is the plural of the noun ‘mediynt’ means a method of giving information or a foofart.
Literally, a medium could be the human voice, teew, radio, newspaper, body language, interpeison
communication etc. through which a message tra@snmunication scholars have often distinguishetivéen
medium and channel as elements of the communicaifocess. While the former relates to the mode of
communication, the latter denotes specifically, gathway, the conduit or the mechanical substarigehalinks the
source to the receiver. Hence, we talk of chanimekerms of the technical modulation of signal freqcy and
amplitude (i.e. AM/FM) in the case of radio and theality range of signals (whether Ultra High Fregay (UHF)

or Very High Frequency (VHF) in the case of telemisbroadcast.

Commercialization is a concept that gained muchietwy in Nigeria in the eighties. Its arrival inetiNigerian
media lexicon followed the introduction of the WibiBank’s Structural Adjustment Programme as theednfor
Nigeria’s ailing economy by the Babangida admiitstm. Like its twin variant, deregulation, commiafization, as
applied by the military regime then came in diffirauances. There was partial and full-scale coroialiéation
depending on the fate and lot of whatever orgainizatthat were so listed for unbundling by the wehie
Technical Committee on Privatization and Commeizagion (TCPC). The idea of commercialization was f
corporations or organizations which hitherto hageswled on government to source for their own reseand be
self-sustaining.

We operationalize the concept of media commemztibin in this paper to imply the on-going trendtie media
industry wherein the idea of public service jouisral or media practice is subjugated to purely conciak
consideration of market forces. In other words, im@bmmercialization is construed in line with Nowr's view
cited by Ekwo (1996:63-64) as:

A phenomenon whereby the (electronic) media repsrinews or news

analysis a commercial message by an unidentifiathientifiable sponsor;

giving the audience the impression that news is &ijective and socially

responsible.

Media commercialization is the natural precursorcommodification of news, information and other diyn
products through the policy and principle of casl aarry or what is now known in media parlancélat Them
Pay” (LTP). This is what Oso (2006) refers to asws &y barter.

Public Interest on the other hand denotes whatiegally regarded as ‘good’ to the majority of gemple. It relates
to the concept ofmajoritarianismwhich implies that the media consider the opiniérthe majority and strive to
satisfy or meet their needs. Public Interest isesiop to “particular interest”. The media are exgecto meet the
needs of their audiences through carefully desigrmdents or products in line with the prevailimgnd in the
industry. The pursuit of public interest requirbattthe mass media carryout a number of impor@skstin the
contemporary society and these tasks are supposebtly of benefit to the generality of the populatiee concept
of public interest continues to gain prominencéntellectual discourse because the so-called fragken place of
ideas (the central tenet of the Libertarian thedrg3 failed to generate press freedom and to yieddexpected
benefits to the society. Rather, the commercialettigmment of the press and unforeseen developmentsedia
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technology always tend to limit access to the méaliandividuals and groups, and to concentrateim@dwer in
the hands of a few businessmen (advertisers) adéharpeofessionals who have the means to set-upanesdpires.

In Nigeria, the term ‘public interest’ as a key iabte in this paper is a fundamental issue whidtivde from the
constitutional provision on the people’s right tmolkv. As a key provision of Section 22 of the 193sh&litution of
the Federal Republic of Nigeria under the Fundaaie@bjectives and Directive Principles of State i&gol
journalists are empowered to “at all times uphblkl fundamental objectives and responsibility armbantability of
the government to the people” Such objectives whelufreeing the nation from the pangs of scourgés o
unemployment, homelessness, poverty, ignorandgeerdity, disease, population explosion etc. Herlcenadia
activities directed towards fulfilling the constitanal provision on the people’s right to know, acntability in
governance, freedom of expression including otlogeatives identified in this section fall withinglambit of pubic
interest. Anything done by the media which in rtyatiegates the spirit and letter of the constinaicstipulation is
deemed to be against public interest.

A lot of scholars have examined the concept of bgweent and its implications for the socio-econoraitd
political life of people at both societal and nat levels. Like in all other human issues opiniaasy on the
appropriate conceptual context of development asco-economic construct. However, for the purpofe¢his
paper, development is interpreted in the contextsrhan (2008:46)’s definition to imply, “the abjlibf a people
within a given area to manage the local naturabueses within their local environment effectively induce
positive changes that would enhance the qualitheif lives and their economic well-being. Concelive this way,
we have tried to avoid such controversies usuaBoeiated with the divergent ideas of scholars ereldpment
theories or paradigms along the lines of moderiwratlependency, communitarian etc. The engageheetis to
see how the reality of media commercialization rilatges with public interest and in turn impact te hation’s
drive to attain what Ugwu (2004:28) describes &s“timprovement of the total circumstance of an vidlial and
granting him mastery of his environment, and sudfilled individuals acting together to build a sgmatically
organized, self-generating and technologically aded society”.

Theoretical Framework

This study is anchored on two out of the many esladnd relevant communication theories in medeadttre.
These are:

0] The Social Responsibility Theory, and

(i) The Democratic-Participant Media Theory.

The Social Responsibility Theory was propoundedSmbert et al (1956) and it originated from theor¢f the
Hutchins Commission on Freedom of the Press seéh tipe United States of America in 1947 as a resuthe
shortcomings of Libertarian Media Theory. Accordity Folarin (1998:27) this theory identifies sixesfic
functions for the press; among which are: to sehee political system by making information, disdossand
consideration of public affairs generally accessiland to inform the public to enable it to také-determined
action. Although the media need financial autonotaypursue and maintain objectivity in news repatin
nevertheless, as a social institution, the massaredst to serve and service the social systemhaarsuch, priority
should be given to what the public considers thmrimon good”.

Democratic-Participant Media Theory on the othemchwas propounded by Dennis McQuail in 1987.Therhe
was formulated as a result of the inability of tirevious postulations to live up to the expectatiohthe scholars
on the media and public interface. Folarin (1998j8&taposes commercialization and monopolizatibprovately
owned media against the centralism and bureauatiatiz of public broadcasting institutions estaldidlaccording
to the norms of social responsibility. Accordinghtion, the commercialization and concentration & thedia had
made the media to become too elitist, too rigidthucture, too slavish to professionals’ ideas susteptible to the
whims and caprices of those in government. ThusDitmocratic — Participant theory posits that greattention
be given to the needs, interests and aspiratiortheofnasses and that, media conglomeration and pobnbe
broken to give way to pluralism, decentralizatiowd #mall scale media enterprises. The theory fllsassociation
mode” of communication rather than the existingiooand” and “service” mode of socio-political comriaation.
Protagonists of the theory enjoin media ownersraadagers to de-emphasize economic benefit and otvate on
mass participation and usage of media facilitiebiastitutions.



72 Odunlami and Adaja / OIDA International JourmdlSustainable Development 08:10 (2015)

The M edia and Society

Mass media are vehicles used for the disseminationformation regarded as important and neces&aryhe
functioning and survival of every society. Theylude newspapers, magazines, books and other pealsedin the
pre-industrial societies, mass media performedichlg functions such as information disseminatieducation
and entertainment. However, the™@entury industrial revolution in Europe and Amaribrought about a
phenomenal and unprecedented change in the siucharacter, content and powers of the media.eAhid print
media, electronic channels such as radio, telavigilon, Internet, CD-ROM etc. were invented and jmtio use.

The structure of the media is largely dependenthentype of the society in which they operate. Fol§1998:24)
citing Siebert et al (1956) states that, “the pragsmys takes on the form and coloration of théad@nd political
structures within which it operates”.

McQuail (2005:97) citing Lasswell (1948) posits tthhe media, in every contemporary society, perfahmee
functions, namely: surveillance of the environmertrrelation of the parts of the society in respogdto its
environment, and the transmission of the cultumlithge. Wright (1960) and McQuail (2005) add tlerth
function of entertainment. The media thus servesamdice the society within which they operate, tiredsociety in
turn depends on the media for structural maintemamcl survival. There is a complex inter-relatigndietween the
society and the mass media. The two institutidmsgh different, are organically and mechanicaitgidependent
such that one needs the other to function effelgtimed for goal attainment.
Randaff (1981:58) states that:

A society is the complex or totality of the relatships existing between people

living in a community- relationship such as mardgagnd family unit, the

sharing of ethical ideas and political and religioelationships.

Though the mass media could only be contextuallyatéd within the confines of a society, the relaship

between them is cyclical and mutually beneficiatiu3, Daramola (2008:32) contends that the relatipnahich

exists between mass media and the society is syimbiod interminable in nature adding that it i$ aoly a give-
and-take exchange but also a permanent as wefl asduring association. What this means is thaptuple need
the mass media for information, education, entent@int and cultural regeneration for the survivathef society.
Likewise, the media need people to carry out theictions because they use “people in their repams “report

about people to people”.

The surveillance function of the mass media is seea “protective shell” for the citizenry. Ethigalthe media
keep close watch over and monitor the activitiethef government and its agencies, and report sartieetpeople
so as to make informed decisions. Any break ofre@tt maladministration or abuse of fundamental &iumghts is
promptly reported, and thus, public action or rieacts instantaneously generated. The mass medsaltbcome the
“voice of the voiceless” and these are performedi@arformed well (McQuail 2005:164).

Evolution of Media Commercialization in Nigeria

As observed earlier, media commercialization exdlin Nigeria as a consequence of the interplayarket forces
and trends. It is a product of the economic down-tof the eighties which heralded the austere mdiof the

second republic that culminated in the Structurdjustment Programme (SAP) of the erstwhile Babaaigid
military regime.

Of course, the economic logic of the bottom-lined relways been a reality in media productions sitiee
establishment of Henry Townsendige Iroyin fun awon ara Egba ati Yoruba 1859 at Abeokuta. However, the
poor economy of the eighties threw up some etlioedsures in the various sectors of the natiofés Tihe effect of
this in the media industry was cyclical. First, sog inflation led to high cost of production whielh the same time
accounted for customer’s reduced purchasing poiMeis invariably translated to dwindling circulatiofalling
readership and eventually, reduced advertisingopage. The ultimate consequence of that viciousecicthe
reduced income for the media. In the broadcasbgettte awareness struck both government and nmedieagers
that reliance on the annual budgetary allocatiomduding periodic releases, could no longer previde needed
bailout for the operations of the stations. Anatgzihe trend, Oso (2006) states:

As a result, many of them (broadcast stations)ccaot acquire new equipment,

and in some cases, only manage to pay staff salaseat when affordable.

Under this parlous state, programming and the gérprality of programmes

declined. Most stations simply could not locallyoguce good programmes.

They relied more on low-budget, cheap format progne genres, essentially



Odunlami and Adaja / OIDA International Journal®distainable Development 08:10 (2015) 73

studio-based interviews and discussion programsegeduled assignments and
events interspersed with press releases from catgorganizations for news.

Against this background and the fact that Nigerjgdditical economy correlates with, and indeed shaa lot of
structural similarities with the capitalist systevhthe West where the control of the economy igdfr private
sector-driven, media houses, especially governmoemied ones, were asked to ‘go to the market’, @rsym for
commercialization. Soon after, the economics of img@doduction, distribution and transmission, besufpject to
the reins of the free market overwhelmed the lagfiche public service orientation of the initial visnment-
dominated electronic and print media.

Today, commercials have gone beyond their initihplementary status for media capital such thaptsibility
of eliminating commercials is a perpetual nightmérmemedia industries and their advertisers. Soamgd and
pervasive is the trend of media commercializationNigeria, and indeed the global world, that thelience,
contrary to media products, has become a commaigiitythe mass media sell or deliver to adverti¢8raythe,
1977, cited in Oso, 2006).

M edia Commer cialization, Public I nterest and National Development

The legal and moral justification for any media @i®n, as has been examined earlier, derives ftioen
constitutional provision. The mass media, wheth@ertr electronic, are held in trust by their ownen behalf of
the public. This sacred mandate derives from thetteof the Social Responsibility theory which emps the
media to provide a full, truthful, comprehensival amtelligent account of the day’s event in a maghil context.

Arising from this theory, according to Baran andvi3a(2000:14) is the need for an independent pthas
scrutinizes other social institutions and providbgective, accurate news reports and which callthemmedia to be
responsible for fostering productive and creati@eat Communities’. To accomplish this task, the @uthors
suggest that the media should prioritize cultutatglism by becoming the voice of the people, antjost elite
groups that had dominated national, regional oall@ulture in the past. Here lies the problem, artked the
contradiction that the commercialization of the radtas thrown up.

Contrary to earlier postulations on the propriefytre so-called free market of ideas, media comrakzation,
particularly, the way it is being carried out glibaand especially in the Nigerian context, appearsiegate the
principles and advocacy for press freedom in real absolute terms. This is because commercial pressand
survivalist instincts now combine to compel the sasedia to abandon the so-called fact-based stdsdzr
mainstream journalism for the “never — let — factstand — in — the — way —of — a — good - storynsiards
associated with tabloid journalism (Kayode,2014)280 Instead, as has been noted earlier, the coaiaher
inclinations of the press and other unanticipatedetbpments in technology have actually restri@gedess to the
media to a few businessmen (advertisers) includieglia professionals who have the wherewithal to avedia
empires. The question therefore is: are the mealiabeing held in public trust for whom and by who@®Bviously,
the logic in the saying that there is security inmibers and the assumption by Americans that théanveitl be
financially healthier and their news more impartiahey rely on support through advertising frone fprivate sector
appears to have failed the test of media realitgastt in the Nigerian context.

While providing a sociological review of the etHicaises in the Nigerian Press, Idowu (1996) codsethat the
concept of responsibility by media professionalsages a triple mandate that sees the role of tegspas being
contractual, self-imposed and assigned. By Idovarialysis, the constitutional mandate on journalistder the
banner of the Fundamental Objectives and Dired®inBciples of State Policy, earlier broached irs ffiiesentation,
constitutes the assigned role of the media. Thigere the exclusive privilege on journalists asdhby professional
group given a specific assignment, from which thaye derived the accolade as the Fourth EstateeoRealm.
The contractual nature of media responsibility,cading to Idowu, derives from the awareness thatethis a tacit
understanding between a medium of communicationitsraludience that well-processed information apithions

which are useful to the audience will be providédt is information and opinions that can be acigoh.

This is what is known in media parlance as creiybhiwhich in turn is a function of similar constts like
“balance”, “fairness” and “objectivity”. While obj#ivity remains a contentious construct in joursali ethics,
Wang (2003) believes that media owners see itweayaof attracting the readers desired by advegis&ccording
to Wang:

The content of the news is built with the econorplgective of the

company. Though in some cases, the owner may choosgke profits

secondary to an ideological goal such as promaipgrticular agenda, the
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organization can't definitely ignore the economigaly Especially when
media firms are owned by stockbrokers, public £eni$ usually sacrificed
for the sake of profitability (Wang, 2003).

As a result of the reduced income which the poonemy brought about for the media, the survivalteyy forced
many publications including broadcast houses tptdbeap and instantly rewarding practices of jjmknalism

where half truths become acceptable option in eshto the ‘professionally exacting but slow reviagcenterprises
of responsible journalism. The consequence ofithibie erosion of public confidence in the presamsagent of
development.

Besides, another major backlash of commercialinatiothe media, according to Oso (2006), is thatrthie of the
media as custodian of public interest is greatlypaired. This is because media content, especiattipdrast
programmes, are overridden by the commercial lafithe advertising industry with its utmost depemok on
entertainment as a ploy to capture the unwary agdieThis, Oso contends, is usually done at therese of other
programme genres, especially those with deep duaféairs and high intellectual discourse contd¢mocracy,
Oso laments, “suffers in this regard” as “consusmarand political apathy become the order of theatasadio and
television purvey fun and laughter in place of kfenge and enlightenment”.

Equally, worrisome in the commercialization phenaow is the growing exclusion of the populace from
participation in media discourses, news and prograrsources. As access to the media increasingbtiget to the
ability to pay either as programme sponsors, newsnsa advertisers or producers, the poor, and toéalsy
marginalized groups in the society become in Gayehiman’s words, symbolically annihilated (Gaye, 1.88ed in
Oso, 2006). This reductionist attribute has turtiedcitizens to mere consumers in what a medialachescribes
as part of the process of the disempowerment optiwe and the socially deprived. This is the kewfeAtkinson
(1997:38)’s view when he asserts that “when cultsreeduced to goods and services which can beectad/into
cash in market, the result is a misappropriatiorthef rights which citizens have acknowledged inotavof the
proclaimed freedom of consumers to procure thaticeil.

Even if one ignores the issues of marginalizatiomd adisempowerment of the masses which media
commercialization or its twin variant, commaodifiat of news engenders, one cannot but acknowlduageftect of
the propaganda model on media reality as enunciatdderman and Chomsky (2002). Among other funatjdhe
media, according to Herman and Chomsky serve amgagandize on behalf of the powerful societal gt that
control and finance them. It is in the contentiéth@se scholars, for instance, that:

The competition for advertising has become morenis¢ that boundaries

between editorial and advertising departments haeakened further.

Newsrooms have been more thoroughly incorporated fransnational

corporate empires with budget cuts and a furthairdition of management

enthusiasm or investigative journalism that wouhdltenge the structures

of power. (Herman, E. & Chomsky, N., 2002: xvii).

The kernel of Herman and Chomsky's submission lerehat editorial content of media production haer
subjugated to the whims of advertising. This imthas a serious implication on the waning zeahefredia for
investigative journalism because invariably thefteroseems to be a meeting point between mediarswsigonsors
and those who control political power. With thisvdilpment, it may no longer require a gift of clayance to
predict that the press may soon forfeit its acomlas the fourth estate of the realm due to the ganer
contradictions in its compromised status as a disalele adjunct to the already bloated structurgmlitical power.

It is of course true that the social reality of @vatized or deregulated media system appearserséde both in
logic and expediency. After all, it is normal fourhan beings to invest into anything and expectetprprofits
either in hard cash or social influence. As AdébP@01) notes, normal societies also never starthénway of
profit-making because it enriches the Commonweatltbept when such threatens the cohesion and piotedjress
of society. It is gratifying to acknowledge, wittmited optimism though that media commercializatiwes not
degenerated to this stage in Nigeria. In his amalg$ the dangers of commercialization, Adaba idiest two
instances of the aberration of the concept in brastihg to imply:
(1) the sale of an entire newscast to a so-called ‘spdnwhose logo or message or product is
continuously displayed throughout the newscast; or
(2) charging news sources for the “privilege” of caomgrand relaying their pre-packaged views or
messages as news.
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According to Adaba, himself a renowned broadcastbgt the so-called ‘sponsor’ is buying in thetfirsstance is
the credibility of the newscast and newscasterotder status by association on his company’s logessage and
product, while the broadcasting station, by comegdis selling cheaply the integrity of its newscasd newscasters
as testimonials to the “truth” claim of the so-edll'sponsors”.

In the second category of news commercializatios renowned broadcaster avers:

By charging and receiving fees, by whatever nanlled;ato cover news,
company Annual General Meetings, weddings, fungralsieftaincy
installation, town festivals, workshops and senspaeven events
organized by charity organizations, stations areamdy prostituting the
integrity of news, they are insulting their audiescand breaching the
National Broadcasting Code. (Adaba, 2001, ibid).

The National Broadcasting Code states unequivodalection 4.3.11 that news is universally acod@pte sacred
and that the sponsorship of news detracts fronmtiegrity and predisposes a bias in favour of thensor, hence,
newscasts shall not be sponsored.

It would appear that this crucial section of thetiblzal Broadcasting Commission (NBC) code is obsémnore in
the breach than in compliance as any meaningfulecdmmnalysis of media presentations, whether pritiroadcast
in Nigeria would reveal. Apart from the above, teadency of a commercialized media system to redefahe
hegemonic power of the powerful social class wthijlat the same time, disempowers the socially wgrakips in
the society cannot be over-stressed.

Media scholars like Oso (2006: ibid) have argued:th
With their ready access to the media and higheras@apital, the members of the
powerful class are able to define the critical issuof the day and dominate the
ideological field with their own world view and d@aurse. The voices of the poor are
muted, and if heard by any chance, are mufflechhircent and inaudible.

With the turn of events, it does seem that therealnttions thrown up by commercialism in the meadustry have
called to question the ability of the media to pottand defend the cause of the masses. As it wWerenedia’s
slogan of being ‘the voice of the voiceless’ ig #iad does not excite any passion from the presiueadficiaries
of the cliché.

The way forward

To attempt to prescribe the way forward from theeirent contradictions that have arisen out of secmomic and
political issue is not as straight forward as #rms. Experience on the historical phases, transitmd applications
of the theories, and models as postulated by neamtiaelars has revealed that, in most cases, chaliethgt emerge
while attempting to solve communication problemgegy more complex than the initial problem they ever
designed to fix. For instance, if the Libertaridmedry had been perfect, in real life applicatioesitavas on the
intellectual crucible, there would not have beemhfer need for its update in the Social Resporisilifieory.

Be that as it may, media commercialization may éttlbe a necessary evil, but the fact remains tlgtmo means
un-tame-able. Because of the sensitive nature @edf the media in society, it is dangerous taltptabandon its
reins to the so-called free market forces. Unfajdiralities of the political economy of communicatithrough
concentration, conglomeration and the activitiesrafisnational corporations (TNCs) have confirnfet there is,
in absolute and utopian terms, nothing is realefabout the capitalist ‘free market’. There iseied a need for
some moderating influences to be brought to beaheriree swing of market forces, as they relatéhéoactivities
of the media.

The United Nations Universal Declaration of HumagHh®s confers on every citizen the right to seekeive and
impart information. This is a sacred duty that theet of Social Responsibility assigns to the medithe people
they are meant to protect.

Secondly, there is wisdom in Oso (2006)’s suggastibthe need, through appropriate policy, to riemate the
mass media as a social service institution witlia tontext of the developmental needs of Less Deeel
Countries (LDCs). Part of the strategy to acconhplibis, according to Oso, is to deepen the professi
commitment of journalists and other media workererthance the social responsibility of the prebss 1B because,
as Halin (2000) notes, “there are some things whithuly professional man will not do for moneytdadasson
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(1994) had earlier made a similar submission whemrgues that journalism shares some of the maibuwes of
professionalism. These, he says, include its sacraddate to equity and rendering of altruistic mew to the
society, stamping the credo with ethical requiretrtbat journalism must be committed to ‘public seeV, the
desire to serve the general public interest objeltiand impartially.

Conclusion

Much as the commercialization of the media has imecan irreversible aspect of the modern society, fatt
remains too that the media are first and foremosta$ institutions. As such, no effort or sacrifisetoo much to
harmonize the commercial need of the bottom-linth whe social responsibility role of the media topgwer the
citizenry to actively participate in community andtional affairs. To do otherwise, is to violate tpirit of the
American scholar James Carey's statement that:

Without the institutions and spirit of democracyurnalists are reduced to

propagandists or entertainers ...journalism can bstidg/ed by forces other than the

totalitarian state: it can also be destroyed by gmertainment stateCarey J. 1999,

p.17).

The mass media are a national trust. They deried tlelevance and legitimacy from the sacrednesgheif
mandate, therefore, they must not be allowed tthbainwary victims of the very socio-economic inggies they
seek to impeach in society as the voice of theelegs through the current wave of the wholesalgtémo of
commercial principles to the detriment of publi@dand advocacy which their statutory mandate @ista
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