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Abstract  

As the use of the Internet has increased dramatically around the world, people's access to information has 

increased. The industrial revolution also had some results. With the development of information technology, the 

speed, choice, and demand for human information will continue to change. Just seven years ago, the information 

market was dominated by television, newspapers, magazines, and radio, with limited social platforms such as 

Facebook, Twitter, and Instagram. But now social networks or electronic platforms have taken their rightful place. 

As a result, advertising, marketing, and PR policies and objectives have changed. 

Аннотация  

Поскольку использование Интернета во всем мире резко возросло, доступ людей к информации 

расширился. Промышленная революция также имела некоторые результаты. С развитием 

информационных технологий неизбежно изменятся скорость, выбор и спрос на информацию человека. 

Всего семь лет назад на информационном рынке доминировали телевидение, газеты, журналы и радио с 

ограниченными социальными платформами, такими как Facebook, Twitter и Instagram. Но теперь свое 

законное место заняли социальные сети или электронные площадки. В результате рекламная, 

маркетинговая и PR-политика и цели изменились. 
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According to the study, the amount of time people 

spend on social media is increasing year by year, and in 

2019, they will spend an average of 153 hours a week, 

or 3 hours a day. This means that a person spends al-

most 7 years of their life on social media. According to 

a report by the Communications and Information Tech-

nology Agency, the number of Internet users in Mon-

golia increased by 17%, mobile phone usage by 6.9%, 

and social media users by 18.2% between 2020 and 

2021. 61% of the population is connected to the Inter-

net, and 99% of them access social media via mobile 

phones. In Mongolia, 2.2 million people actively use 

social media, or 81% of the total population. 23% of all 

Facebook users check their Facebook every 2-3 hours, 

which takes 77 minutes a day. The number of Facebook 

users per capita is 2.1 times higher than the world aver-

age and 3.6 times higher than in Asia. Of the 220,000 

people registered on LinkedIn, 45% are women. Of 

those, 73.6 thousand are on Twitter, of which 18.9% are 

women, and the rest are men. Following this change, 

political parties, politicians, and advocacy teams began 

to focus on social media. As a result, social media has 

begun to play an important role in shaping the political 

image along with the media. 

Social networking has reduced the cost of infor-

mation communication and exchange and expanded 

people's access to information. Also, the methods are 

latent and inexpensive, but the effects are varied. Social 

networking has become an integral part of human life 

and an important platform to connect with loved ones 

who are not always in touch, to share important mo-

ments, and to receive real-time information about the 

lives and events of those we imitate and admire. It also 

provides an opportunity to be informed about current 

events in society and politics, to have a voice, and to 

participate. The power of this platform lies in the fact 

that the world's leading politicians and young people 

are conquering the arts and sports, and the best in the 

industry are in direct contact with ordinary people and 

standing on the same platform. 

Researchers point out that in today's information 

age, social networks are more effective at managing 

public psychology than traditional public administra-
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tion structures. The use of social media in various ac-

tivities such as political competition, political image 

building, dissemination of inter-political debates, busi-

ness marketing, and advertising has become a global 

trend. Social networking sites all have their own char-

acteristics, and it is important to choose the right way 

to disseminate that information. For example, Twitter 

requires 280 characters to share your thoughts in short 

words. Before this update, they wrote 140 characters. 

Video is also limited to 2 minutes and 20 seconds. In-

stagram, on the other hand, has no time limit on videos 

and prefers to use high-quality photos. Then there are 

no borders on Facebook, which is used worldwide. You 

will feel completely free as long as you do not post in-

fringing videos, promote violence, or post inappropri-

ate videos of minors. The three most widely used social 

platforms are very different. As a result, the number of 

users also varies greatly as result. 

The Mongolian Financial Markets Association 

and "SIKA" LLC jointly analyzed the data of 7327 peo-

ple and presented it in 2020. As our people get younger, 

the percentage of people using the Internet and various 

electronic platforms is increasing. The most commonly 

used sites are Facebook, YouTube, and Instagram. 

Newspapers and magazines were cited as primary 

sources of information by 11.0 percent, news websites 

by 9.8 percent, family stories by 8.6 percent, and ra-

dio/microwave radio by 3.2 percent cited radio / micro-

wave radio as their main source of information. 

Such research, data, and influence create the con-

ditions for political parties and politicians and their 

teams to use social networks such as Facebook, Twitter, 

and Instagram to build their image. 

In political life, a politician has to create his own 

unique space and master time. In order to stand out 

from the crowd, they create their own unique image 

with their views, positions, and aspirations. In today's 

so-called information age, this success is impossible 

without the media and social media. It's useless to 

dream of being a good politician if you don't have the 

right image, said researcher Pocheptsov G.G. Today, 

politicians and political parties spend 100 times more 

money on election campaigns and PR. No one will ever 

be able to say the actual amount spent on this event. In 

2018, the Mongolian media market and the annual turn-

over were announced by Maxima Consulting LLC. The 

total annual size of the Mongolian media market is 

about 47 billion MNT, of which 61% is spent on tele-

vision. The study was conducted using computational 

methods, which are commonly used internationally, 

and did not exclude social media. In other words, 4.2% 

of Mongolia's annual media market (about MNT 47 bil-

lion) goes to social media (influencer) users. 

However, any political content that is discussed in 

any media creates a group that supports or opposes pol-

iticians. Information is a real force for social order, as 

it implicitly influences the actions, psychology, and at-

titudes of its users. A political leader is the leader of a 

group. Information serves to empower the public and 

followers of these leaders to emulate them. All the good 

and bad deeds of a leader, the facts of the past, and the 

memories of the future are disseminated and monitored 

by the media. It develops the politician's control over 

his words, actions, and behavior. In other words, the 

media begins to develop them as individuals. In order 

to build a political image, each media outlet promotes 

a leader in its own unique way. The other tool often fills 

in the gaps. But "through which media will the target 

information be transmitted?" The question requires so-

phistication. Without the involvement of the media and 

social networks, the image of a politician can be de-

fined, but not formed. Consider how the six major func-

tions of journalism influence image. 

1. Informant role. The media, through its pub-

lishing policies, reports on social and political events. 

According to that information, the image of politicians 

is constantly being formed. For example, in the run-up 

to the 2021 presidential election, the opposition MPRP 

merged with the ruling MPP. MPRP Chairman N. 

Enkhbayar called on the people to support MPP Chair-

man U. Khurelsukh. He refused to run for office. After 

analyzing this information, N. Enkhbayar and the 

MPRP say that they will not run in the presidential elec-

tion. However, it is in his reputation and image that he 

does not nominate a candidate from his own party but 

encourages others to nominate U.Khurelsukh. 

2. The duty of recognition. Articles, programs, 

and information in the media and on social media are 

responsible for fulfilling the reader's desire to find 

meaning. For example, during the 2021 presidential 

election, the following information was published 

about D. Enkhbat, a candidate from the "Right Man 

Electorate" coalition. With the advent of democracy 

and the start of private business, D. Enkhbat co-

founded Datacom LLC, Mongolia's first internet ser-

vice company, with his friends in 1994. The company 

is a registrar of.mn domain addresses accredited by 

ICANN International Corporation, and today it has ex-

panded to become an official representative of technol-

ogy leader Google. On the one hand, this is a cognitive 

material, but on the other hand, it creates an image of 

D.Enkhbat as a new discovery in Mongolia. 

3. The role of management. Wherever infor-

mation is available, there is a degree of control or coor-

dination. The media informs the public about govern-

ment management and any common decisions. For ex-

ample, "Prime Minister L.Oyun-Erdene officially took 

office on February 1, 2021, with the appointment of 

cabinet ministers. At 8:00 am, he worked on the routes 

of the National Emergency Management Agency 

(NEMA), the operational headquarters of the State 

Emergency Commission, and the NOC (Capital City 

Special Commission). However, the Prime Minister 

worked for the NOC for only 1 minute and 40 seconds. 

This is because the Prime Minister was not welcomed 

by the mayor, D. Sumyaabazar, and his deputy. "The 

prime minister does not always work in person," he 

said. The capital city authorities should have been in-

formed that the Prime Minister was coming. We will 

change the leadership of the capital city. " Shortly af-

terwards, they demanded the release of J. Sandagsuren, 

the deputy governor of the capital city and the chief of 

the capital city's operational staff, and the appointment 

of R. Chinggis. This appointment was made. The report 

stated political policy but said, "Prime Minister L. 
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Oyun-Erdene knows all the issues and appointments in 

the city." "There is no one in power other than him." 

4. The role of organizational results.  

In most cases, critical and innovative articles in-

fluence political and party life and lead to certain or-

ganizational results. For example, during the 2021 pres-

idential election, there were many interviews and arti-

cles accusing candidate D. Enkhbat of the July 1, 2008 

events. To this end, movements were formed in support 

of D. Enkhbat. Soon, organized media and social media 

began to report that "75% of Mongolians abroad sup-

ported D.Enkhbat, "morning" youth supported the in-

tellectual candidate, and "young people who did not sell 

their views supported D.Enkhbat." From this, 

D.Enkhbat was assessed as a politician with a great rep-

utation and wide support. 

5. The Role of Communication.  

Politicians and candidates have the opportunity to 

access the media and express themselves through the 

media. This is the role of media relations. In other 

words, candidates are more likely to purchase a news-

paper advertisement page and promote themselves in 

order to create a position image. He also uses his Face-

book page, Twitter and Instagram to exchange infor-

mation and communicate directly with citizens. There 

is also a new generation of voice-enabled online com-

munications, such as the Clubhouse. 

6. The role of entertainment. The role of enter-

tainment in journalism has become 

important in broadening the horizons of education, 

in all aspects, and in providing aesthetic education. For 

example, handouts for candidates, lotteries with the 

names of their party leaders, and various clippings are 

published. On the one hand, it serves to entertain voters. 

This includes interviews with celebrities in support of 

politicians. 

 

However, the purpose of the media is not to create 

an image but to spread some values, to change the func-

tioning of the government, and to make a profit. But in 

those forms, the image of a politician is formed. 

There are several ways to study the sources of in-

formation that citizens receive. To this day, television 

maintains its reputation and provides 80% of all infor-

mation on social platforms. According to a recent report 

by We Are Social and Hoot suite, the number of Inter-

net users in Mongolia reached 2.2 million in January 

2020. The number of mobile phone users doubled to 4.4 

million. Marketing experts estimate that an average of 

2.1 million people can reach us through Facebook ad-

vertising. This proves that there is a big competitor in 

the media. According to the report, mobile phones ac-

count for 98.9 percent of all Facebook users, with lap-

tops and desktop computers accounting for the remain-

ing 1.1 percent. As of January 2020, 136 percent of 

Mongolia's population has a mobile phone. 

Research shows that television is the primary 

source of information through TV series, shows, and 

news programs. It is no secret that Facebook users are 

making significant changes in political PR and corpo-

rate marketing. Today, 2.3 billion people worldwide are 

active users of Facebook. According to a survey con-

ducted by an independent organization, 91% of govern-

ment employees in the country use Facebook, which in-

dicates a high rate of use of social networks by govern-

ment agencies. 

There is a lack of detailed research in Mongolia to 

determine the degree to which public opinion is man-

aged and influenced in an organized manner. 

M.Munkhmandakh, Director of the Press Institute, 

wrote in his article "Weapons of Confusion" about the 

social network, "Recently, people are afraid of bri-

quettes, angry at the drug case of a famous singer, pit-

ying elderly people without pension loans, slandering a 

goat, and praying for the Australian people." Every day 

is full of new sensations. In cyberspace, public opinion 

changes rapidly. The first French man to be infected 

with COVID-19 in Mongolia was first criticized, but 

after 1-2 days, it changed dramatically. Social media 

has played a huge role in the positive exchange of in-

formation. Before the 2020 election, the Minister of 

Health, D.Sarangerel, was supported, thanked, and 

proud, but after the election, the epidemic was reduced 

to internal hatred, criticism, and resentment. 

Conclusion 

Political information and social support continue 

to shape the image of politicians through the media and 

social networks. Even simple, unexpected stimuli can 

have unusual effects and changes if they are harmo-

nized. In assessing political image, the position of the 

media and the attitudes of social media influencers are 

more important than the nature of the content. Public 

policy, the decisions of political parties, and the posi-

tions of politicians are all filtered through public and 

social discussion. Finally, I would like to emphasize 

once again that whoever is a good spiritual leader suc-

ceeds by setting universally accepted norms and direct-

ing them to the right goals. 
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