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FOREWORD

The flow of distorted and misleading information on social
media has become a global problem. Recent research findings in-
dicate a rising trend of disinformation, especially during elections,
which is negatively affecting electoral processes and public trust
in democracy’.

Over the past few years, the emerging use of Facebook
and Twitter as a major channel of information and communication
has been drastically increasing, amplifying the number of rumors,
distorted stories, and fake news being circulated in Mongolia’s free
and open information space.. To better understand the scope of
disinformation in Mongolia, particularly around political campaigns
and elections, the Press Institute of Mongolia monitored social and
mainstream mass media during the October 2020 Local elections
and June 2021 Presidential Election to monitor media’s election
coverage, and identify, document, and describe various types of
disinformation. These media monitoring assessments were made
possible by the support of the Strengthening Women and Youth
Engagement in the Electoral and Political Processes in Mongolia
(SWYEEPPM) program implemented by the International Repub-
lican Institute (IRIl) and funded by the United States Agency for
International Development (USAID). The SWYEEPPM program
focuses on fostering citizen engagement in Mongolia’s pre-elec-
tion period and supporting the Mongolian government’s efforts to
promote constituent-responsive governance and political account-
ability during the post-election period. This media monitoring pro-
ject, as part of SWYEEPPM, supports the program’s overall goals
by assessing election campaign disinformation and facilitating
awareness about the importance of ethical and objective election
coverage and integrity of Mongolia’'s pre and post-election politi-
cal discourse.

'Examples of relevant research include: Freedom on the net 2018. Freedom house, https://freedomhouse.org/
report/freedom-net/2017/manipulating-social -media-undermine-democracy; Samantha Bradshaw, Philip N.
Howard (2020) “2019 Global Inventory of Organized Social Media Manipulation” University of Oxford, https://
comprop.oii.ox.ac.uk/wp-content/uploads/sites/93/2019/ 09 / CyberTroopReport19.pdf N.
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1. EXECUTIVE SUMMARY

The monitoring findings indicate that news coverage , on both
social and mass media, insufficiently fulfilled the role of informing and
educating citizens about electoral processes and woefully fell short of pro-
tecting the integrity of public political discourse. Election-related content
disseminated by online and traditional media focused primarily on short
news bits briefly informing about events and processes, while the share of
analytical stories was marginal, with voter education content comprising
around only five percent of coverage. The news media displayed high
vulnerability to political exploitation by producing and disseminating con-
tent to intentionally discredit candidates, parties, or authorities, providing
overly positive coverage of the ruling party, promoting the narrow polit-
ical interests of the media owner, and frequently circulating concealed
advertisements. Especially in the case of broadcast television, including
the National Public Service Broadcaster, the media monitoring found a
high degree of political influence. For example, seventy-five percent of
election-related news items broadcasted on the two monitored nationally
syndicated televisions’ prime time news programs during the 2020 Local
Elections constituted political advertisement, out of which 97 percent was
concealed advertisement presented in the format of objective journalistic
news stories.

Facebook pages and public groups administered by individuals or
organizations and targeting specific social groups and communities (for
example, residents of certain provinces, soums, districts, etc. or support-
ers of certain political groups, coalitions, etc.) played a major role in cir-
culating election-related information and shaping public discourse around
the election campaigns. The majority of election-related content dissemi-
nated by these groups and pages (i.e. 75% during the Local Elections and
80% during the Presidential Election) constituted hidden propaganda or
incomplete and distorted information. Also, worth mentioning is that such
patterns of information manipulation and political influence of the news
media remained identical during the Local and the Presidential elections,
despite some differences in the narrative content and types of informa-
tion.
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Among the election coverage social media posts grouped in the
category of “Disinformation,” negative posts to discredit candidates, par-
ties, or the government took the most significant share (i.e. 56 % during
the local election and 63 % during the Presidential Election). These neg-
ative messages enjoyed the greatest audience engagement (up to 3,000
likes/shares/comments during the Presidential Election and 6,000 during
the Local Elections). The popular Facebook pages and groups tended to
pick and spread specifically harmful content originating from online news
media and escalated their dissemination and meanings by adding emo-
tionally charged comments and explanations. Furthermore, the monitor-
ing team identified both during the Local and the Presidential elections the
presence of designated pages ‘specializing’ in political memes (using a
combination of images, pictures, and texts to convey specific messages)
and fabricated video posts to diminish and discredit candidates or parties
(e.g., Khatuu medee). In contrast to the predominantly positive coverage
of the ruling Mongolian People’s Party (MPP), in the mainstream media,
political memes disseminated during the Presidential Election on Face-
book primarily targeted the MPP candidate, U.Khurelsukh, mocking and
scorning his campaign messages and promises.

Even though the monitoring findings disclosed disturbing short-
comings in the news reporting of election campaigns and identified se-
vere risks to the integrity of public discourse and information space in
Mongolia, the research team does not recommend restrictive legal meas-
ures against the increasing prevalence of disinformation to avoid undue
interferences and potential unintended negative consequences with free-
dom of speech and expression. Therefore, the policy recommendations
proposed by the Press Institute based on the monitoring findings suggest
more proactive measures to address key vulnerabilities by empowering
citizen to guard against disinformation through stronger media and in-
formation literacy and awareness-raising of the negative consequences
of the distorted free and open information space. Along with this, efforts
need to be made to promote higher-quality, ethical and objective journal-
ism, and such research assessing disinformation needs to be sustained
and expanded in order to provide a comprehensive response to the trou-
bling phenomenon of disinformation and poor election campaign news
coverage.
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2. MONITORING METHODOLOGY

The Press Institute’s research team consisting of 6 research spe-
cialists, developed the media monitoring methodology, including the sam-
pling, data retrieval methods, and quantitative and qualitative criteria for
analyzing the retrieved items as described below. In view of the novelty of
the monitoring project and its research methodology, as well as consider-
ing the importance of strengthening the engagement of non-state actors
in the fight against disinformation, the Press Institute trained a group of 12
civil society activists and journalists on the monitoring methodology. Five
of the trained observers joined the research team of the Press Institute
to monitor the television, print, and online news media and social media
network content during the campaign periods of Mongolia’s October 2020
Local Elections and June 2021 Presidential Election.

2.1 Social media monitoring

The research team used the same methodology for monitoring
both elections’ media coverage.

The data set for analyzing the social media content was created using

proprietary software to gather election-related information disseminated

by the following channels during the official campaigns for the Local Elec-
tions (September 30 - October 13, 2020) and Presidential Election (May

24 — June 7, 2021) covering the:

» Top 12 relevant Facebook pages with the highest number of followers
(including three online news media pages—ikon.mn, zarig.mn, tovch.
Mn and excluding personal and commercial entity pages. For the list of
monitored Facebook pages and groups, please see Annex 1).

» Top 11 Facebook social groups with the highest number of members
(including groups of five provinces from Mongolia’s four economic re-
gions).

Out of a total of 2,500 election-related items disseminated during
the Local Elections campaign period, the research team selected 1,000
units with the highest audience reach for analysis (from September, 30 to
October 15, 2020). In the case of the Presidential Election, out of 2,000
units of content disseminated through the channels included in the sam-
ple, 800 items with the highest audience reach directly related to the elec-
tions were selected and analyzed.
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Units of analysis:

A “unit of analysis” is an uninterrupted portion of posted/published/
broadcasted content dealing with the same subject matter. Visuals, texts,
combinations of text, videos, graphics that make a direct or indirect ref-
erence to the candidates, or the parties or coalitions participating in the
elections, or any issue or event related to the elections and the platforms
of contending political groupings constitute the “unit of analysis.”

Criteria for data analysis:

A “unit of analysis” is an uninterrupted portion of posted/published/
broadcasted content dealing with the same subject matter. Visuals, texts,
combinations of text, videos, graphics that make a direct or indirect ref-
erence to the candidates, or the parties or coalitions participating in the
elections, or any issue or event related to the elections and the platforms
of contending political groupings constitute the “unit of analysis.”

Message

- Format (e.g., visual, text, audio)

- Main content of the message (party/candidate’s actions (failures,
achievements), candidate’s personality and private matters, candi-
date’s policies, promises, candidates’ relationships & networks, voter
education, voter actions/reactions towards party/candidate, campaign
strategies, political statements, etc.)

- If a reference to candidates/parties: name of the candidate the mes-
sage refers to, political affiliation, gender

- Positive, negative, or neutral references to target actors/parties

- Purpose: This is broken out into several sub-categories such as voter

education, objective information, monetary gain, personal gain, dis-
credit candidates/parties, trigger negative emotions to polarize audi-
ences, damage government reputation/public trust, influence policy/
decision making.
Type of Message (a journalistic news item, paid for political advertise-
ment, personal statement/opinion, Disinformation (Information that is
false and deliberately created to harm a person, social group, organ-
ization, or country), Misinformation (Information that is false but not
created with the intention of causing harm), Mal-information ( Informa-
tion that is based on reality but used to inflict harm on a person, social
group, organization, or country.

- Audience targeted by the message through keywords, style, direct ref-
erence, images, etc. (political affiliates, social groups (men, women,
youth, adolescents, entire society)
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Actor/ Source

Type of actor/source disseminating the message (e.g., media, govern-
ment, business, individual, NGO, citizen group, political group, political
party, anonymous, etc.)

Techniques, strategies, arguments used to achieve impact (misleading
title, card stalking, false facts or visuals, exaggeration, over-generali-
zation, narrative laundering, changing the quotation, source or context,
loaded words or metaphors, ridiculing, discrediting, conspiracy theo-
ries — for the definition of the techniques, please see Annex 4)
Dissemination/automation (human, human network, cyborg, bot, bot-
net, sponsored)

Impact/Audience

Reaction (predominantly positive, predominantly negative, relatively
balanced)

Reach and level of engagement: Total number of likes, shares, com-
ments

2.2 Monitoring methodology of newspapers and tele-
visions

The sample of monitored newspapers and television content in-

cluded the following:

Table 1. Monitoring sample (Newspapers and Television content

Election campaign Monitored media Number of issues

period outlets monitored

Local Elections:
09.30.2020 - 10.13.2020

Daily newspapers:
* Unuudur

* Ugluunii sonin
Local newspapers: 29
» Arkhangain amidral
» Khentiin medee

« Zavkhan

Television: 30 issues of prime-time
* MNB news programs

*TV9 Pres

10
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Daily newspapers:

Presi : . * Unuudur 20
residential Election: « Ugluunii sonin
05.24.2021 - 06.07.2021 —
Television: . , .
18 issues of prime-time
" MINB news programs
- TV9 Prog

Table 2. Number of monitored research units (election-related items) in
newspapers issues

Number of units analyzed

in newspapers

Ne | Monitored outlet title Local Elections Presidential Election
(09.30 - 10.13.2020) (5.24 - 6.7.2021)

Newspaper title

1 [ Ugluunii sonin 23 7

2 | Unuudur 19 15

3 | Arkhangain amidral 8 --

4 |Zavkhan 7 --

5 [Khentiin medee 10 --
Total: units analyzed 67 22

Table 3. Number of monitored research units (election-related items) in
television news programs

Number of units analyzed

in TV

Ne [ Monitored outlet title Local Elections Presidential Election
(09.30 - 10.13.2020) | (5.24 - 6.7.2021)
1 | MNB 32 34
2 | TV9 53 98
Total: units analyzed 85 132

11
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The sample of print newspapers was selected due to their distri-
bution areas (national and local newspapers), high circulation number (for
national newspapers), regularity and frequency of publication (local news-
papers), and differences in editorial policies (Unuudur — broadsheet paper
employing a traditional approach to news gathering and a neutral writing
tone, Ugluunii sonin — tabloid-style paper focusing on short stories with
catchy (sensational) titles). Concerning television, two national television
stations were selected due to their having the highest audience ratings
and differences in their ownership/affiliations, which result in differences
in editorial policies (MNB — a public service broadcaster with strong polit-
ical influence by the governing party, TV9 — private television owned and
directly influenced by the former MPRP leader, which has since merged
with the ruling MPP).

Criteria for data analysis

Within the framework of the newspaper and television monitoring
component, PIM compiled quantitative and qualitative information accord-
ing to the following criteria.

Quantitative criterion:

» Share of news items dedicated to election candidates, political parties,
and topics in the total editorial content

* Frequency of stories regarding female election candidates

» Use of terms identifying female election candidates

» The size, theme, frequency, balance, and diversity of voter education
information

» Degree (type, size, frequency) of implicit advertising by different polit-
ical actors

Qualitative criterion (in print and electronic media):

» Positive, negative, or neutral references to actors

» Bias in news items dedicated to election candidates, political parties,
and topics (number and type of information sources, use of opinions,
and stereotypes)

*  Number and content of analytical media product with particular empha-
sis on analysis and evaluation.
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3. OVERVIEW OF MEDIA LANDSCAPE IN
MONGOLIA

Mongolians enjoy a great variety of choices for media content. Ac-
cording to the annual Media report produced by the Press Institute?, as of
January 2020, there were about 500 media outlets, including nine national
daily newspapers, 20 national broadcasters, 120 local televisions, about
50 radio stations, and 150 online news websites. The number of offline
media outlets, especially print media, has been steadily decreasing since
2013, while the number of online news media keeps increasing.

Chart 1. Number of media outlets 2013 - 2019

450 435
20 411
e 387
- 350 348 347
330
300
250
200 154
150
92 98 100 109
100 68 75
-Inin LA 1N
2013 2014 2015 2016 2017 2018 2019

W Traditional media outlets H Online news media

However, the availability of a multitude of media choices does not
necessarily translate into a plurality of information and viewpoints be-
cause the media market is penetrated by political affiliations. According
to the media ownership monitoring study conducted by the Press Institute
and the Reporters Without Borders?, 74% of mainstream media outlets
in Mongolia have direct political affiliations through their founders and/or
owners. Legal regulations to ensure transparency of media ownership are
deficient, and citizens have little knowledge about the media ownership
structures and their impact on the integrity of the country’s free and open
information space.

2Mongolian Media Today 2020. Press Institute of Mongolia
3Who owns the media in Mongolia? Press Institute, Reporters without borders. 2016. http://mongolia.mom-rsf.
org/en/

13



MEDIA MONITORING
REPORT

Traditional media outlets (particularly television) remain popular
among people 50 years and older. With the increasing Internet penetration
(78,2% as of December 2020)*, social media platforms, especially Face-
book, are becoming one of the most popular channels for communication
and access to information among younger generations. According to the
Press Institute’s annual audience research findings, an average of 90 per-
cent of people under the age of 50 use Facebook as their primary source
of information®. Following the changing media preferences, the traditional
news media (print, television, and radio) increasingly use Facebook to
promote and disseminate their content. As of January 2020, 74% of all
media outlets operating in Mongolia, including the online news media, had
their own Facebook pages. However, the majority of Facebook users do
not distinguish the different sources of information found on Facebook. A
study® among 500 people ages 18 — 40 conducted by the Press Institute
in 2020 with the assistance of IRI revealed that young people tend to trust
the information disseminated on Facebook because they lack the knowl-
edge and skills to evaluate the variety of information. Even though about
60 percent of surveyed people rated themselves as capable of critically
using media, about the same percentage of people lack skills to identify
harmful content, for example, hate speech or discriminatory messages,
and more than half of information users (57%) do not distinguish between
biased and objective information.

4Annual statistical data on the Internet use worldwide. https://www.internetworldstats.com/asia.htm#mn
SMedia audience research report. Press Institute. 2020

8Communication behaviors and media and information literacy of young people in Mongolia. Nationwide sur-
vey among 500 people ages 18 — 40 years. Press Institute. International Republication Institute.

14
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4. MAIN FINDINGS OF THE MONITORING

4.1 Social media

4.1.1 Journalistic content on Facebook

Journalism has to play an essential role in protecting the integrity
of the public sphere through the provision of high-quality information in-
dependently from the type of channel being used. In order to assess how
well the media fulfilled this function during recent election periods, the
monitoring team assessed the content of online news media disseminat-
ed on Facebook separately from the election-related messages commu-
nicated through other (citizen) groups and pages. This section highlights
the main features of the election-related information circulated through
the most popular online news websites’ Facebook pages.

Information on the electoral processes took the highest share of
campaign coverage

Both during the Local and the Presidential elections, the news
content on generic electoral processes took the highest share among the
election-related information on online news media. Educating voters on
the importance of electoral participation explaining the election systems
and processes enjoyed little prominence during both elections, with voter
education content making up (3% during the Presidential Election, 7%
during the Local Elections). The Presidential Election coverage distin-
guished itself through a stronger focus on electoral processes and per-
sonal traits, and personal life issues of the candidates, while the crimes
and misconduct related to candidates were the second most popular topic
during the Local Elections campaign. For further information on the types
of news and information content disseminated via Facebook, please see
Chart 2 below.

15
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Chart 2. Content of information disseminated by online news me-
dia via Facebook (during the Local Elections 2020 and Presidential
election 2021)

Electoral processess = 60%
Political promises & policies | 11'11'2
Crime, miscondurt —% 30%

Voter education [J*53, 7%

o . e 15%
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Business interests, ownership, property hl%,;%
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Personal fraits of candidates, private life issues u 6%

0% 10% 20% 30% 40% 50% 60% 70%

W Local Elections  m Presidential Election

Along with the dominating share of information concerning elector-
al processes, issues of public concern at the time of the election remained
at the center of the campaign both during the Local and Presidential elec-
tions. During the Local Elections, words such as “traffic jams,” “election
attendance,” “black car hacking,” “money distribution,” “crime,” and “tri-
al” represented the most frequently used keywords used by online news
media during the Local Elections campaign, while “COVID19” and ‘white
ballot” were by far the most popular words appearing in election-related
information during the Presidential Election, indicating a high percentage
of content on these topics.

LTS ” o«

Online news media remain vulnerable to political manipulation

During both the Presidential and Local elections, most election-re-
lated content disseminated by online news media (an average of 70%)
served the purpose of responsibly informing the public. However, the re-
maining share of about 30% constituted distorted information aimed at
manipulating public opinion for political or personal gain (e.g., through
discrediting candidates/parties, damaging reputations, influencing policy/
decision making, etc.)

16
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Chart 3. Purpose of information disseminated by online news media
on Facebook during the 2020 Local Elections and 2021 Presidential
Election)
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For examples of distorted information, please see Annex 2 (Case
examples of misleading content)

Positive information on the ruling party dominated coverage

In contents directly referring to political parties, the ruling MPP
was mentioned most often (65%) during the Local Elections, followed by
the Democratic Party (DP, 48%). As for the Presidential Election, the on-
line news media devoted a relatively equal share of attention to the parties
nominating their candidates for the Presidency.

17
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Chart 4. Content with direct reference to political party names
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Concerning the share of positive coverage, both during the Local
and Presidential elections, online news media favored the MPP by pro-
viding more positive information (34% during the Local and 43% during
the Presidential Election). The DP received the least positive coverage
and the highest share of negative mentions during both elections. The
high share of positive content about the MPP may indicate news media
being vulnerable to political manipulation. The research team suggests
that the majority party running the government has the power to allocate
the government advertisement funds, through which those in power may
exercise influence over the media content. This influence may, for ex-
ample, be secured through ‘collaboration’ contracts commonly concluded
between government institutions and media organizations to ensure that
the respective media outlet regularly (and positively) covers the relevant
agency/official actions during the entire fiscal year, including the election
year’.

"Examples of collaboration contracts between media and government organizations can found un-
der the following links: http://www.prokuror.mn/blog/ME/3650; https://www.bgd.mn/blog.php?p=3704;
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&ved=2ahUKEwjYpJjumY_wAh-
Wafd4KHdv0Da4QFjABegQIAhAD&url=https%3A%2F %2Fshilendans.gov.mn%2Fpdfview%3Ffile%3D-
342b48f60a0265a7707efb7bbeac2dd0.pdf&usg=AOvVaw3GK7vdTbwdjDOHJINS5eyVtmg https://www.
google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&ved=2ahUKEwjEpvDXmo_wAhUYfd-
4KHSI7gQFjAOegQIJhAD&url=http%3A%2F % 2Fwww.shilendans.gov.mn%2F pdfview%3Ffile%3D776db-
c040a0265a3799231b72e9c95f0.pdf&usg=A0vVaw3KSE7XopONXecpM0D283_U

18
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Chart 5. Tendency/tone of content directly referring to political par-
ties
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Misleading content on online news media accounted for an average
of 25% of election campaign coverage

Article 38.4 of the Law on the Elections of Capital City, Aimag,
Soum and District Hurals of Citizen Representatives and Article 34.4 of
the Law on the Election of the President of Mongolia says that all election
advertisement materials need to clearly and visibly indicate the source of
the advertisement or the name of the candidate/party whom the content
is being advertised.Articles 47.10 and 43.8 of the same laws respectively
prohibit candidates from appearing on independent programs, interviews,
and other editorial content (apart from direct advertisements) during the
election campaign and until the end of Election Day. The Criminal code of
Mongolia, Article 14.8, also prohibits disseminating “false information in
various forms” and content that deliberately slanders, insults, or defames
others. However, these provisions have been continuously violated - the
share of misleading content, including concealed ads, opinions presented
as facts, or deliberately created false information accounted for 21% of
coverage during the Presidential Election in June 2021 and 29% during
the Local Elections in October 2020.

19
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Chart 6. Information types (during the 2020 Local Elections and 2021
Presidential Election)

Direct political ads [, 12%
Concealed ads | 22%

Personal statements/Opinions presented as facts ' f&g‘"

Disinformation /Malinformation l Zjﬁ?ﬁ

fourralistic news .7
0% 10% 20% 30% 40% 5S50% 60% 7T0% BO%

M Presidential Election  mLocal Elections

Concealed political advertisements disseminated during the 2020
Local Elections included, for example, stories such as the one covering
the President of Mongolia Battulga Khaltma’s visit to Umnugobi province.
This content was presented on the Facebook page of the online news
website Zarig.mn, as a journalistic news item, focuses on the speech of
Mr. Enkhmunkh Batjargal, a citizen from the eigth bagh in the Tsagaan bu-
lag area of Umnugobi province, during the meeting of the President with
province citizens. In his speech, Mr.Enkhmunkh, under the applause of
meeting participants, emotionally describes the harsh living conditions of
citizens in his bagh. The story does not cover the details of the President’s
visit; it also does not mention that Mr.Enkhmunkh was a Local elections
candidate from Umnugobi province, but only presents Mr. Enkhmunkh as
a passionate citizen who loves his homeland. At the end of the story, Mr.
Enkhmunkh is shown with the President of Mongolia shaking hands and
showing around the area.

Image 1. Example of concealed political advertisement disseminated
by online news media during the local elections via Facebook

o n.l-u-n\.l\.ﬁ *

THIT & Gearang G i SMART SRS BT
P T BT O AT A S

20



MEDIA MONITORING
REPORT

Male candidates dominated election coverage in online news media
on Facebook

During the Local Elections campaign, the election-related content
in online news media demonstrated a serious lack of gender balance.
Even though the share of female candidates in Local Elections comprised
32 percent of all candidates, the share of content referring to female can-
didates took only three percent, while 57 percent covered male-only can-
didates and 40 percent referred to groups of male and female candidates.
As for the Presidential Election campaign, all three candidates were male,
and the share of election-related content referring to female politicians
was, similarly to the Local election, three percent.

4.1.2 Content and features of election-related information on social
media

Facebook pages and public groups administered by individuals or
organizations and targeting specific social groups and communities (for
example, residents of certain provinces, soums, districts, etc. or support-
ers of certain political groups, coalitions, etc.) played a significant role in
circulating election-related information and shaping the public discourse
around the campaigns. The following section characterizes the main fea-
tures of content disseminated through the monitored Facebook groups
and pages with the highest number of followers (excluding commercial/
business pages).

Distorted information, propaganda, and personal opinions dominat-
ed the election-related discourse on social media.

Only an average of 15% of Facebook content directly or indirectly
referring to the election, electoral processes, candidates, and/or parties
represented constituted recognizable direct political advertisements with
appropriate names and logos of political parties or candidates, and 7.5%
was journalistic news circulated by various Facebook users.
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Chart 7. Election-related information on Facebook
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The dominating majority of the election-related content dissemi-
nated on Facebook by the most popular groups and pages (i.e. 75% dur-
ing the Local Elections and 80 % during the Presidential Election) con-
stituted hidden propaganda or incomplete and distorted information. The
misleading information included provocative accusations to discredit the
reputation of candidates, create distrust towards parties and coalitions, or
statements aimed at glorifying politicians.

For case examples of misleading content (Disinformation), please see
Annex 2

During the Local Elections campaign, more than 70% of content
shared and discussed on Facebook raised conflicts of interest or alleged
wrongdoings of candidates on the agenda without presenting verifiable
facts or sources. Meanwhile, voter education information on social media
was much less prominent (15%). Most posts referring to political promis-
es, party policies, or issues and problems in society and were emotionally
charged to favor or discredit one or another party or candidate. The Pres-
idential campaign-related content on Facebook was less negative and
more informative than Local Elections coverage, with about 45% of items
raising issues about suggested wrongdoings or conflicts of interests of
candidates and 22% of items about the electoral processes.
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Chart 8. Main contents of Facebook pages and groups (during the
Presidential and Local elections)
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Among the posts on Facebook grouped in the category of “Dis-
information,” negative posts to discredit candidates or parties took the
most significant share (63% during the Local Elections and 43% during
the Presidential Election). These negative messages enjoyed the greatest
reach among the monitored content. The Facebook pages and groups
tended to pick and spread specifically the negative content originating
from online news media and escalate their dissemination and meaning by
adding emotionally charged comments and explanations.

Chart 9. Negative news content referring to party names shared from
online news media by other groups and pages
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Chart 10. Reference to political parties in political memes
(Presidential election 2021)
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The monitoring findings identified an emerging trend of creating
and disseminating political memes by deliberately combining images, pic-
tures, and textual explanations to convey specific information and mean-
ings in a light, amusing, sarcastic, exaggerated, or disturbing way. During
the 2020 Local Elections campaign, memes accounted for a relatively
small share of 7% of the total election-related content. However, using
political memes increased during the Presidential Election, accounting for
11% of all election-related content. The majority of such memes referred
to the MPP, specifically, the presidential candidate U.Khurelsukh, mock-
ing and scorning his campaign messages or promises or blaming him for
economic or social policy failures.

During both the Local and Presidential elections, there were des-
ignated pages ‘specializing’ in political memes and fabricated video posts
to diminish and discredit candidates or parties. For example, the page
Khatuu medee disseminated ten election-related posts during the 14 days
of the Local Elections campaign , half of which were produced in the for-
mat of memes, and the other half represented professionally edited vid-
eos. 90% of the content on this page were negative items serving the
purpose of ridiculing or discrediting various parties and candidates. The
same page posted eight election-related memes during the Presidential
Election campaign, all of which negatively referred to the MPP candidate.
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Image 2. Example of political meme F-m_mm ‘@
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Common techniques of information manipulation

The research team identified seven types of techniques common-
ly used to fabricate misleading content and manipulate public discourse
during both elections. Selective presentation of facts (partially true state-
ments or “card stalking”) was the most popular strategy during the Local
Elections while playing with metaphors and loaded words was the most
common technique during the Presidential Election. (For more detail on
the definitions of techniques, please see Annex 4)
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Chart 11. Common techniques used for information manipulation

Imposter & narraitve laundering technique r,m B

] , 143
False visuals & facts | — 17%
Playing on emotions | /1%,
Plaj;ing with words {methnplmrs. loaded _B 20%
words) 3{'
Presenting opinion as a fact | 307

Selective presentation of facts &card stackling m
technique as

0% 5% 10% 15% 20% 25% 30% 35% 40%

m Presidential Election  ® Local Elections

4.1.3 Sources of election-related content on Facebook

During the Local and Presidential elections, most of the elec-
tion-related Facebook posts originated from individual user accounts with
real names or pseudonyms. The content disseminated by popular public
groups and pages took the second-biggest share. These are public pag-
es and groups with the number of members between 20,000-6000,000
(e.g., Oluulaa 147,000 members, Mongoloo 407,000 members, Aarkhal
625,000 members) mostly set up 2-6 years ago, and renamed 2-8 times.
They disseminated the vast majority (an average of 79% during the two
elections) of misleading, malicious, and fraudulent information related to
the elections.

Even though the online news media represented the third most
popular source of election-related content, the average reach per post
disseminated by online news media was highest compared to posts orig-
inating from other pages, groups, and accounts. For example, during the
Local Elections, an average of 600 people responded to a post dissemi-
nated through the online media’s Facebook page, while the average num-
ber of audience engagement on other groups and pages was 79, which is
7.5 times less compared to the audience engagement on online news me-
dia’s Facebook pages. Also, during the Presidential Election, the same
amount of content distributed through online media reached seven times
more people than content distributed through other groups and pages.
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Chart 12. Types of election-related message sources on Facebook
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24% of all misleading content during the Local Elections and 34%
during the Presidential Election campaign were disseminated by other
groups and pages in an organized manner. This means false and mis-
leading content was disseminated by one or several connected accounts
to multiple sites and groups simultaneously.

Of the information disseminated to others from both primary and
secondary sources, the content distributed in video format received the
most emotional responses (emoijis) and impressions. For example, dur-
ing the Presidential Election, about 43 percent of such posts were over-
whelmingly supportive, making the content appear to be widely supported
in society.

4.1.4 Discussion of popular Facebook content on Twitter

During the Local Elections campaign , the research team ana-
lyzed how the most popular election-related Facebook content was dis-
cussed on Twitter, using keyword queries through the advanced Twitter
search platform. Meanwhile, during the Presidential Election campaign,
the Twitter analysis was expanded by additional tools such as Tweetbea-
ver, Twlets, and Excel merger. To this end, a total of 27,230 tweets were
downloaded and categorized to identify disinformation trends on Twitter.
Of these, 16,906 were retweets. Twenty-three percent of all tweets were
photos, 4.5 percent were videos, 0.5 percent were images (gifs), and the
remaining 72 percent were texts.
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The following trends were observed in the election-related infor-
mation posted on Twitter during the Presidential and Local elections:

1. The dissemination of incomplete, distorted, obscene, provocative, and
false information, which was used to undermine the reputation and cred-
ibility of others deliberately, was relatively limited on Twitter, compared
to organized, wide dissemination on Facebook. One out of every three
items classified as disinformation on Facebook was widely discussed on
Twitter, but the contents reflected the opinions of ‘real’ tweeters rather
than an organized disinformation activity.

2. The tone of the election-related news on Facebook was not always the
same as the tone of the discussion on Twitter. In other words, the conver-
sations on Facebook and Twitter each had their own color and attitude.
For example, during the Presidential Election, Facebook was dominated
by positive content about the Mongolian People’s Party and its candidate
(43% MPP compared to 30% DP ), while on Twitter, the same party was
criticized and ridiculed by more than 70 percent of all MPP-related tweets.
On the other hand, during the Local Elections, negative information about
E. Batshugar, the MPP’s candidate, was most popular on Facebook, and
this trend was the same on Twitter.

3. One of the common strategies to disseminate false information on
Facebook was placing the content on the most popular Facebook pag-
es (mostly online news media pages) and increasing the spread through
popular public groups and real Facebook users with many followers. This
strategy was observed on Twitter too. Examples included a fake video
message claiming that former President Elbegdorj was behind D. Enkh-
bat, the Khun party’s candidate, which was distributed to more than 5,000
people via the Facebook page Aarkhal. After that, former MP L. Gundalai
quoted the above information in his tweet, in addition to whom further
Twitter users with 10-37 followers retweeted the message.



MEDIA MONITORING

REPORT
Image 4. Example of candidate Image 5. Example of candidate
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Image 6. Examples of Facebook content disseminated by popular Twitter
accounts
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4.2. Traditional media and election information

Traditional media in terms of offline news media such as printed
newspapers and televisions are considered to play the leading role in pro-
tecting the integrity of electoral coverage by providing high-quality infor-
mation and promoting the democratic discourse in society. In this regard,
the monitoring team assessed the content of election-related information
disseminated by two national newspapers (Unuudur and Ugluunii sonin)
and two major nationwide broadcasters (MNB and TV9). The monitoring
during the Local Elections campaign period included, in addition to the
above-mentioned media three local newspapers (Arkhangain amidral,
Khentiin medee, Zavkhan). (For information on the Terms and Definitions
used for the monitoring please see Annex 3).

4.2.1 Newspapers

Print newspapers tend to lose their prominence with each elec-
tion cycle. During both the Local and Presidential elections, the monitored
newspapers published one to two election-related news items per issue.
25% of these items published during the Local election campaign were
political advertisements, of which 45% were concealed ads guised in the
format of journalistic stories. The high percentage of hidden advertise-
ments during the Local Elections campaign indicates that similar to the
online news media, national daily and local newspapers remained highly
vulnerable to political exploitation by candidates and parties. However,
the Presidential Election coverage looked completely different.

Table 4. Types of election-related content in newspapers

Type of . .
Ne | election-relat- Local Elections PreSIdgntlaI
Election
ed content
Election adver- ?;;V r:jlﬁre]ct ad
1 |[tisement (direct | 25% | .o, 0%
. o 45% concealed
and implicit)
ad
5 Journalistic 75% 100%
news coverage

The candidates running for President seem to have refused to use
the printed media for campaigning purposes — neither direct nor concealed
advertisement was identified in the monitored newspapers during the en-
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tire campaign period. If during the Local Elections half of the concealed
advertisement prepared in the journalistic format had mentioned the DP,
the absence of political exploitation of print media during the Presiden-
tial Election positively influenced the election coverage - both analyzed
newspapers demonstrated balanced and neutral reporting about all three
candidates running for President.

Chart 13. Share of stories covering the Presidential candidates
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Brief news pieces lacking in-depth coverage was the most widely
used format of electoral journalism in print media

64% of the election-related items published in newspapers during
the 2020 Local Elections and 74% of content published during the Pres-
idential Election campaign period were short news stories and articles
briefly informing about current events without elaborating on details. In
other words, during the election, the media did not adequately fulfill its role
to assist voters in making choices by providing in-depth objective analy-
ses of the promises of the candidates or explanations on the processes
and issues related to the election. Compared to the Local Elections 2020,
in-depth analytical stories providing background information and/or expla-
nation were rare during the Presidential Election. vs. 5%).
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Chart 14. Types of election-related journalistic content _newspapers
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The Presidential Election coverage also distinguished itself by ex-
cluding dedicated columns covering the social media trends and posts.,
while during the Local Elections campaign, 9% of election-related items
covered in print quoted posts from Twitter or Facebook).

4.2.2 Television

National TV broadcasters displayed the highest level of vulnerabil-
ity to political exploitation among all monitored media outlets. Political in-
fluence on news reporting was especially high during the Local Elections
campaign period. Seventy-five percent of election-related news items
broadcast on the two monitored nationally syndicated televisions’ prime
time news programs represented political advertisement during the Octo-
ber Local Elections. Out of these Local Elections political advertisement
content, 97% was concealed advertisement presented in the format of
journalistic news stories (which is prohibited by law).

Election coverage during the Presidential campaign 2021 was
slightly better in terms of independence and professionalism, with more
(46%) journalistic news stories and voter education content (14%) and
less political advertisement (40%) as compared to the Local Elections
coverage.
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Chart 15. Types of election related TV content
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Among the election news items, neutral depictions of events
and issues were relatively rare. The National Public service broadcaster
(MNB) was overwhelmingly positive in its news presentation both during
the Local and Presidential Election campaigns.

Compared to the Local Elections campaign, the share of negative
coverage on the private national television TV9 was significantly smaller
during the Presidential Election (8% vs. 47%). This might be related to the
reunification of the MPRP (whose leader owns this television station) with
the MPP just before the Presidential Election. In fact, the increased share
of positive stories on TV9 during the Presidential Election was predomi-
nantly related to the MPP candidate.

Chart 16. The tone of news coverage
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5. POLICY RECOMMENDATIONS TO COMBAT
THE SPREAD OF DISINFORMATION

The monitoring of election coverage and information during the
2020 Local Elections campaign and 2021 Presidential Election reveals
widespread proliferation of online and offline disinformation in Mongolia.

The news media displayed high vulnerability to political exploita-
tion, and public discourse on popular Facebook groups and pages is
dominated by distorted information, propaganda, and personal opinions
presented or used as facts. The prevalence of information manipulation
poses significant risks to the integrity of election coverage and campaign
public discourse in Mongolia and ultimately undermines public trust in
democratic processes. This situation demands for key stakeholders, in-
cluding politicians, civil society, and the media, to urgently address disin-
formation to counteract its intentional spread.

It should be emphasized here that response to the problem of dis-
information raises the sensitive risk of restricting freedom of speech and
expression. Therefore, to avoid undue interferences with the media free-
dom and access to information and ensure that the interventions address-
ing disinformation are based on international human rights standards, the
Press Institute proposes the following recommendations for policies and
actions.

1. DEVELOP APPROPRIATE POLICY REFORMS AND REGULATIONS
TO MITIGATE MISLEADING INFORMATION THAT ARE IN LINE WITH
INTERNATIONAL HUMAN RIGHTS STANDARDS

1.1 Restrictive legal measures such as criminalizing disinformation
blocking websites and IP addresses are inconsistent with Mongo-
lians’ constitutional right to freedom of expression and the interna-
tional standards of human rights. To avoid the chilling effects of such
restrictions on democracy, this Recommendations section suggests
avoiding unjustified restrictions on freedom of expression by taking
advantage of vague and ambiguous ideas, including “false news”
and obscurity of false, incomplete, intentional, or accidental misrep-
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1.2

1.3

1.4

resentation. To this end, any restrictions imposed on media under
the broad label of “Fake News” and “False News and Information”
should be scrutinized, clarified, or repealed.

Any restriction must serve an appropriate purpose, and be a “nec-
essary” act that duly takes into consideration protected interests,
damages causes, and other potential consequences taken into
account. For example, criminal charges for defamation, libel, and in-
sults are excessive and inconsistent with international human rights
standards.

Policies and regulations restricting freedom of speech and expres-
sion shall be reviewed and implemented by a party independent of
political, economic, or other interests. It must be ensured that such
implementation is not taken at one’s discretion; and punitive meas-
ures should not be arbitrary, discriminatory, or abusive.

Government agencies must be obligated to disseminate accurate
and reliable information related to public health, the country’s eco-
nomic situation, the environment, and citizens’ safety.

2. CREATE AN ENABLING ENVIRONMENT TO SUPPORT INDEPEND-
ENT MEDIA AND QUALITY JOURNALISM

2.1

2.2

Promoting a free and pluralistic media environment is an essential
step in supporting ethical and objective election reporting, prioritiz-
ing quality information and fighting against disinformation. These
include establishing a capable and credible entity independent from
political and economic interests to be responsible for the regulation
of broadcasting, the development of a free and pluralistic broad-
casting sector, and the provision of financial resources and an inde-
pendent management system for public radio and television to fulfill
their legal obligations and secure public trust. Thus, the public is
served with professionally prepared, high-standard content created
by competent and ethical media.

Provide financial support for the preparation of quality and diverse
content and make it available to the public. In doing so, restrict the
possibility of misusing the financial and technical resource support
and allocate and make arrangements to ensure the selection pro-
cess’s transparency and independence.
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2.3

24

2.5

2.6

Improve trust in journalism and media through enhancing the legal
and self-regulatory mechanisms that promote transparency of me-
dia, including the transparency of media ownership structures and
editorial policies.

Promote the value of professionalism in journalism and the practice
of ethical and objective reporting to a functioning democracy among
media executives, journalists, and journalism students; reinforce
the principles of responsible journalism to increase the awareness
of media professionals as the key players in fighting disinformation
safeguarding the integrity of public space..

Promote the values of equality, mutual understanding, and princi-
ples of democracy among the public and combat hate speech, dis-
crimination, fragmentation, and polarization caused by distorted and
fabricated information to address the adverse effects of disinforma-
tion and propaganda.

Regularly conduct, support, and finance research to assess and
promote the transparency of the information environment.

3. EMPOWER CITIZENS AGAINST DISINFORMATION THROUGH
STRENGTHENING MEDIA AND INFORMATION LITERACY AT ALL
LEVELS OF SOCIETY

3.1

3.2

3.3

Implement proactive measures to address the key vulnerabilities of
citizens to information manipulation through improving critical think-
ing and understanding of sources, intentions, tools, and objectives
behind disinformation, raising awareness of media bias and the
negative effects of disinformation. To carry out nationwide actions
to support knowledgeable use of information, a comprehensive and
integrated policy strategy to promote Media and Information Litera-
cy (MIL) at all levels is needed.

Integrate media and information literacy content in policies and pro-
grams implemented in education, culture, science, information tech-
nology, and communications to empower citizens to take a critical
approach to engagement with all types of media and information
and facilitate resilient media engagement.

Engage mainstream media and civil society organizations in advo-
cacy efforts to raise awareness on various methods and technolo-
gies used to falsify and create misleading information, support and
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3.4

3.5

3.6

implement media and information literacy through editorial policy,
and increase the number of educational and informative material
and investigative publications, especially during elections, to verify
the information and to combat misinformation.

To lay the foundation for building a media and information literate
society through the formal education system, evaluate the content
of media and information education in general education programs
with international standards, and identify needs and opportunities.
Engage stakeholders from education, culture, science, information
technology, and media in activities to support and develop media
and information literacy by incentivizing all kinds of human-centered
efforts to increase people’s resilience against disinformation.

Explore the possibility of integrating media and information literacy
in tertiary education courses, besides the journalism course.

Create an enabling environment for the development of an informal
media and information literacy system for adults by supporting and
educating the staff of NGOs, libraries, cultural institutions, and other
stakeholders.
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Annex 1. List of monitored Facebook groups and pages
1.1 Groups and pages monitored during the Local Elections
Number of
. members/
Ne [ Title of FB pages and groups followers
1 | Ikon News _ _ 421,563
2 |zarig.mn Online news media 236,687
pages on FB
3 | ToB4.mn 274,000
4 [MOHIOJIOO MONGOLOO 403,290
5 | Oddpiop!! 304,917
6 |Lyypxan magas 183,921
7 |VPF3OMNH oYY XOONOoW 165,820
8 | Onyynaa 135,132
9 Ocpchuvop ABnurbiH Ocpar Apg 68.345
TymHun Tamuan
10 BAAHXOHIOP AMIMNH . 45 352
3APbIH HOIAC3H BYNAr Public FB groups '
YBC AVUMIMH H3rAC3H
11 Py 106,565
©MHOIroBb 3APbIH HAIrgC3H
12 PV 83,359
13 Diamond XaHTun aMruiH ’ 42,160
HargcaH 3ap rpynn Khentii Hentii
14 ApxaHran anMruiiH 3apblH 46,183
HArAC3aH rpynn
15 | Aapxan 619,989
16 | B Mongol 172,225
17 | Uaxum Tonb 113,480
18 | CoHupxonTton xyyaac 114,315
19 | Yxaanar xyygac FB pages 81,792
20 | Xatyy maa39 50,460
21 | MAHan MAHrapyyn TataaHaa 18,266
22 | MAHAH Oruop 7,019
23 | lWygapra 6an 6,205
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1.2 Groups and pages monitored during the Presidential election

Number of
Ne | Title of FB pages and groups members/
followers
1 | Ikon News _ _ 647,452
2 | Zarigmn Online news media 832.410
pages on FB

3 | ToBy.mn 386,432
4 [MOHIONIOO MONGOLOO 407,704
5 | Odbdpruop!!! 309,810
6 | Wyypxan magaa 230,700
7 | Onyynaa 149,820
8 |WpraguiH gyy xoonom 64500
9 _(I_);th)nf;uﬁo_;l)_ ;\\ABLJl'lsvjl_lrblH Ocpar Apa 74.270
10 BAAHXOHIOP AMIMNH . 50.898

3APbIH HOIC3H BYNAr Public FB groups '

YBC AUMIM'MNH HOIrACOH
11| o A 113,607

©MHOIroBb 3APbIH HAIrgC3H
12| 2t2 A 96 ,046
T
14 ,:;)l;acl-;rsl?p?ﬁnélmm 3apblH 62,789
15 | Aapxan 623,710
16 | B Mongol 169,396
17 | Ulaxum Tonb 113,480
18 | ConupxonTtoun xyyaac 111,760
19 | Yxaanar xyynac FB pages 80,979
20 | XaTyy mMagaa 56,461
21 | MAHan MAHrapyyn TataaHaa 56,461
22 | MAHAH Oror 7,019
23 | Wygapra 6an 6,655
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Annex 2. Case examples of misleading content

Case box #1. Distorted content with incomplete facts and sources

Towchumin
= a

#Tycran_Cypaansnars G0THpOymbin LLCAHEYR wapiam i sl
#yersi - mr

i

™ D) Comment 255 Qe T — ——

Title: “Special reportage: the 60 Billion-Sandui is dying from happiness!”

Link: https://www.facebook.com/262978864 383867/
posts/636174780397605/

Original source: Tovch.mn
Format: Video
Audience engagement: 1300 reactions, (198 comments, 1062 shares).

Content desctiption: The former chairperson of the City Prepresenta-
tives Khural Ts.Sandui has been investigated in relation to the 60 Bil-
lion-Scandal, but his is released from the prison and was even awarded
during the City meeting. He is not entitled to be a politician due to many
frauds such as illegal land trade.

Tone of presentation: Negative
Purpose: Discredit candidates/parties, create negative image

Manipulation techniques used:

1. Card stacking — Facts or statements are partially true. This occurs when
information is correct, but it is offered selectively, or key facts are omitted.
2. Exaggeration and over-generalization — Dramatizes and uses a particu-
lar premise to shape a conclusion.
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Case box # 2. Deliberate use of false visuals to cause harm to the reputa-
tion of candidates

-"” AARHAH ¢ i i Wdomme Fyuammd e

COHTY AP AP MALIMHEN XAXERACAH BHUNN TARAPINY
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Title: A video of hacking the black election machine has been leaked

Link: https://www.facebook.com/NoMananRegime/
posts/2632241990362336

Original source: Union of the Mongolian people against the MANAN re-
gime (MAHAH garnamuinH acpar MoHron TymHuin Hargan) / Page

Information format: 1. Visual (Video) 2. Text (11 minutes 57 seconds)

Content/Narrative category: 1. M1. Party/Candidate actions 1.1 Failures/
Wrongdoing; 2. Candidates personality traits; 3.Candidates political/finan-
cial/business interests ; 4. Relationships/networks

Audience engagement: 739 distributions, 84 likes, 28 comments

Summary of content: A collection of images and subtitled audio records
claiming to be the voices of the MPP candidates G.Gangamurun and
B.Semjidmaa ( 2nd and third constituencies of the Citizens’ Representative
Khural) discussing the possibilities of manipulating the election results of
the vote-counting machine in their favor.

Information tone: Negative

Purpose classification: Discredit candidates/parties, damage reputation

Type of information: Disinformation: Deliberately distorted or incomplete
information intended to cause harm to individuals, groups or organizations.

Manipulation techniques used: False visuals —use of manipulated pro-
vocative visual material with the purpose to lend extra credibility to a false
fact or narrative.
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Case box Ne3: Selective presentation of facts

o Uyangs Uyangaa ihs
s

Enliforyan Dorjibun

Title: Bayanzurkh district MPP Sukhbaatar stop distributing alcohol. The
MPP should stop selling its country to foreigners. In recent years, the
saddle and meat markets have been dominated by the hujaa (derogatory
term for Chinese).

Link: https://www.facebook.com/watch/?v=664592707427898

Original source: “Enkhoyun Dorjiikhuu’s personal Facebook profile
Message format: 1. Visual (Photo) 2. Text

Content/Narrative category: 1. 1. Party/Candidate actions 1.1 (claimed)
failures/wrongdoing

2. Political interests of a candidate

Audience engagement: 726 shares, 132 likes, 72 comments

Content summary: B.Sukhbaatar, a candidate for Bayanzurkh district,
should stop trying to buy teachers’ votes with alcohol.

Information tone: Negative

Purpose classification: Discredit candidates/parties, damage reputation
Type of information: Disinformation: Deliberately distorted or incomplete
information intended to cause harm to individuals, groups or organiza-

tions.

Manipulation techniques used: 1. Card stacking — Facts or statements
are partially true, information is offered selectively, key facts are omitted
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Case box Ne4: Hidden advertisement

ﬁ CoHMPROATON XyYass
31 My - &3

Ipyyn maEgeis canfapsioas Y. ypanononfe 20 TOM amcasr SEPYIENT M2
TIAED

httpe/fsonguuli202 1.mn/477 htmil

?ﬁwﬁ.u;.u-i.,q_unu canbapbiHxaH Y. Xypaacyxuidn 20 TOM asnkir
SaPYNaNnT MN23x YIx

Title: Health sector employees consider U.Khurelsukh’s 20 grand
achievements as a reform.

Link: https://www.facebook.com/SonirkholtoiPage/
posts/2946139115631421

Original source: http://songuuli2021.mn/
Message format: 1. Visual (photo) 2. Text

Content/Narrative category: 1. Party/Candidate actions: 1.2 Achieve-
ments

Audience engagement: 21 shares, 33 likes

Content summary: During his tenure as Prime Minister in 2017-2021,
U.Khurelsukh made 5 fundamental reforms in the health sector, solved 5
social issues, made 5 improvements in medical care, and implemented
5 innovations through new technologies and investments. For this reason,
the the health sector considers these achievements as a true reform.

Information tone: Positive

Purpose classification: Promote candidates, parties or coalitions
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Type of information: Implicit advertising: an item produced in the format
of a standard journalism product but visibly supports a specific election
candidate or a political party

Manipulation techniques used: 1. Imposter: misleading content created
using the format of an established news program of mainstream media 2.
Narrative laundering —“experts’ of dubious integrity present narratives as
the truth.

Case box Ne5: Creating the impression that the “majority” prefers or un-
derstands an issue in a certain way. “People are asking..,” “People want...”
or “People know best.”

=,
‘aﬂ'- !' MOHION00 mn MONGOLOO

), Tika Adilbyek shared a link
- comay @

i
WPT3: OnomM xinn menrep aecaM fl.3uxBataac xypunargax npcad C.Ipasus» aaap
Morron ¥aceir EpaHxuAnerddin Jypraa 4axs YaAsarMiH corryyanin cypTaNYmArad 3Iana Jyp

Os® 16

Title: CITIZENS: S.Erdene, who has been sharpened, is better than
D.Enkhbat, who has been smooth for many years.

Link: https://www.facebook.com/groups/oyutan.ireedui/
posts/2249757215165474

Original source: Arslan.mn
Message format: 1. Visual (photo) 2. Text

Content/Narrative category: 1. Candidates political / financial/business
interests & status 2. General political/economic situation/issues

Audience engagement: 2 shares, 8 likes, 3 comments
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Content summary: Citizens state the three main reasons why people sup-
port S.Erdene, the Democratic Party candidate.

Tone of information: Positive
Purpose classification: Promote candidates, parties or coalitions

Type of information: Disinformation: Majority’s wisdom, opinions present-
ed as facts

Manipulation techniques used: 1. Creating the impression that the “ma-
jority” of citizens support a certain candidate (S.Erdene); 2. Overgeneraliza-
tion, loaded words/metaphors.

Annex 3. Terms and Definitions used for the monitoring

Information/unit of analysis is any uninterrupted content conveyed
from a particular source, as combination of sounds, videos, images, images,
and text, tied to that meaning, regardless of content or type.

News media: forms of media that prepare and disseminate informa-
tion on current issues, situations, and events to the public in an open and
regular manner, through editorial activities based on journalistic values and
criteria. The study considers that the news media are subject to the same
standards of journalism, regardless of the type of channel, or equipment
used to disseminate editorial content (airwaves, cables, paper, and electron-
ic networks).

Journalistic content: Content prepared for the public about current
events, situations, issues, and stakeholders in accordance with profession-
al journalism standards and practices. Content prepared using a variety of
journalistic formats for the purpose of propaganda, manipulation, or mis-
leading is not included in the category of journalistic works, regardless of the
source.

Election-related information is any information (visuals, texts, com-
binations of text, video, graphics) that make a direct or indirect reference to
the candidates for Parliament, or the parties or coalitions participating in the
elections, or any issue or event related to the elections and the platforms of
the contending political groupings. Keywords to identify ‘units of analysis’
include words such as ‘election’, ‘electoral’, ‘elect’, ‘campaign’, ‘candidate’,
‘politician’, ‘political party’, “constituency”, ‘ballot’, ‘electoral’ ‘vote(r)’ or the
names or pictures of candidates, names or logos of parties participating in

the parliamentary elections.
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Election advertising is any material published/broadcasted
through media organizations and on social media platforms by political
parties, political affiliations, and election candidates to affect the mental-
ity of voters and aimed towards attracting more voters. This includes an
election action plan, various activities, biographies of election candidates,
any presentation and explanation of their current job positions, and any
paid material and advertising that is aimed towards promoting the election
candidate in any possible way that has been produced using journalism
and PR methodologies.

Paid Advertisement
A media publication material is deemed to be paid advertisement if it falls
into one of the following 12 criteria:

» Has a tag or stamp that says Paid or Reserved

* In newspapers: placed in a specific corner that says “Election —2020.”

* Advertising of political parties and their action plans

* Iltems that feature representations of specific political parties and
election candidates

* Biography of an election candidate

* News items that are solely based on information disseminated from
the election headquarters, interviews, or any information about the
election candidate

* Specific news and information programs containing the logo or icon
of the political party

* Prompt news containing the logo or icon of the political party

* Advertising, jingles, and clips featuring the political party and the
election candidate

* Ajoint program that features representations of political parties and
election candidates

» Commercial or social advertising that features representations of
political parties and election candidates

Implicit advertising is an item produced in the format of a stand-
ard journalism product but visibly supports a specific election candidate or
a political party or visibly attempts to undermine or abuse the reputation of
the competing election candidate or political party. This type of material is
usually developed and published/broadcasted with particular payment or
as a result of the intervention and authority of a specific election candidate
or a political party. Implicit advertising is often found in the form of a paid
advertisement from an election candidate or a political party.
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Disinformation: Information that is false and deliberately created
to harm a person, social group, organization, or country

Misinformation: Information that is false but not created with the
intention of causing harm

Mal-information: Information that is based on reality, used to in-
flict harm on a person, social group, organization, or country.

Annex 4. Definition of information manipulation techniques
(Based on the classification developed by the Center for European Policy
Analysis, https://www.cepa.org)

Misleading title — Facts or statements in the article are correct or
mostly correct, but the title is misleading.

Card stacking — Facts or statements are partially true. This oc-
curs when information is correct, but it is offered selectively, or key facts
are omitted.

False facts and/or visuals — Facts or statements are false. (Men-
tioning places, sources, or events that never took place). Use of fake or
manipulated provocative visual material to lend extra credibility to a false
fact or narrative. Real facts are denied or wrongly undermined. The facts
of an event might be reported, but an attempt is made to discredit their
veracity. Alternatively, the facts may be re-interpreted to achieve the same
effect: to establish doubt among an audience over the validity of a story or
narrative.

Exaggeration and over-generalization — This method dramatiz-
es, raise false alarms, or uses a particular premise to shape a conclusion.

Imposter/Narrative laundering — Concealing and cleaning the prove-
nance of a source or claim. When a so-called expert of dubious integrity
presents false facts or narratives as the truth. Delivery of propaganda
through mimicking the format of mainstream media. Featuring a guest
“‘expert” or “scholar” on a TV program whose false fact or narrative can
then be repackaged for wider distribution. For example, “the media state
that...” or “A well-known expert says that....”

47



MEDIA MONITORING
REPORT

48

Changing the quotation, source, or context — Facts and state-
ments are reported from other sources, but they are now different than the
original or do not account for the latest editorial changes. For example, a
quotation is correct, but the person to whom it is attributed has changed,
or a quote’s context is altered so as to change its meaning or significance
in the original story.

Loaded words or metaphors — Using expressions and meta-
phors to support a false narrative or hide a true one; for example, using a
term like “mysterious death” instead of “poisoning” or “murder” to describe
the facts of a story.

Ridiculing, discrediting, diminution — Marginalizing facts, state-
ments, or people through mockery, name-calling (i.e., argumentum ad
hominem), or undermining their authority. This includes using traditional
and new media humor in order to discredit non-substantive merits.

Whataboutism — Using false comparisons to support a pre-fab-
ricated narrative or justify deeds and policies; i.e., “We may be bad, but
others are just as bad.”

Exploiting balance — “Balancing” content by featuring profession-
al propagandists or faux journalists and experts to inject an otherwise
legitimate news story or debate with false facts and narratives.

Presenting opinion as facts (and vice-versa) — An opinion is
presented as a fact in order to advance or discredit a narrative.

Conspiracy theories — Employing rumors, myths, or claims of
conspiracy to distract or dismay an audience.

Joining the bandwagon — Creating the impression that the “ma-
jority” prefers or understands an issue in a certain way. The majority’s
presumed wisdom lends credence to a conclusion or false narrative, e.g.,
“People are asking..,” “People want...” or “People know best.”

Drowning facts with emotion — A form of the “appeal to emotion”
fallacy, by presenting stories in such an emotional way that facts lose their
importance.

Creating the context — Most commonly found on broadcast news
programs, it creates the context for a pre-fabricated narrative by preced-
ing and following a news story in such a way that it changes the meaning
of the news itself.



