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Communications and Media
One of the major theories in communications and media is the social responsibility theory. This is a moral plan that proposes that an entity either individual or an group has a duty to perform with an aim of benefiting the society. Therefore, this theory gives every individual a duty to accomplish and preserve a balance between the economy and the environment. The social responsibility theory is the most wide spread theories in communications and media since it is divided into ecological sustainability advantages, direct humanitarian giving, right business practices and financial accountability which each has their clear duties (Shraddha, 2018). The theory was developed in the 20th century and began in Europe where it spread to United States in 1949.
After fully adoption and implementation to the media industry, the theory allowed free media without any control where the content at the time was to be debated in communal panels and the media was to consent any duty from communal nosiness or specialized self-regulations or both. Therefore, despite the limitation it had a major goal of giving media total freedom to external controls and privately holds the press ownership (Shraddha, 2018). Out of the effective adoption in the society, the total news had complete facts which were passed by the commission of the freedom press. They therefore advocated that there was no more relying on facts but rather depend on the analyzed and interpretive reports which had clear explanations. 
Over the years, the social accountability theory has altered the media in the way the press used to publish news from neutral reporting to explanatory reporting and had gained popularity among the people. In this, there were facts delivered by the media after being evaluated and understood so that the viewers could understand and get the true information in the news (Ravi, 2013). Other changes include formulation of the code of behavior for the media, improvement of the values of reporting, it began to protect the comforts of reporters and journalism at a whole, t criticized and came up with penalties for those who violated the code of conduct among others. After the review, the theory has been credited because it allowed community opinions, private media ownership and allowed media to take care of social responsibility in unison with the government and other organizations.  Its functions and recent interventions never had room for contradictions by other theories. 
An example of a media using the social responsibility theory is The New York Times Newspaper which demonstrates democratic system in their press. This theory is demonstrated in the paper where it direct their practices to the volunteers either external forces and are anticipated to trail good commercial practices and organization without discouraging their social duties to the community. In this case, it is both informative and persuasive. In the context of informative, it influences growth and development of the paper where the people understand and are familiar with what is happening around them (Ravi, 2013). Other factor is that it contributes to the development of the presses through transition of political systems from monarchy to democracy among others. In the context of persuasive, it has increased the way ideas are spread in the whole world and led to development of the rational spirit. Generally, there is liberty and freedom, free speech and expression and other inventions which come up due to the social responsibility theory. 
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