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Abstract
In the article, the authors analyze data on neighboring countries that were published in Mongolian international journalism. Through the lens of media sociology, the authors explore Mongolian perceptions of their neighboring countries and people, utilizing data from a sociology study titled “The Mongolian public opinion towards neighboring countries”. The study was a collaborative effort between Social research institute, School of Science and Arts and School of international relations and public administration, National University of Mongolia. The study was conducted from September to December 2019. Empirical data was collected for the study using research methods such as questionnaires, focus groups interviews, literature reviews, and case studies. 
The article investigates Mongolian public opinion regarding their historical and current relationships with Russia and China, as well as their contemporary economic and cultural ties. 
Although Mongolians generally hold a positive view towards the However, Mongolians' stereotypes about the two neighboring countries suggest that the Russians are more positive when the Chinese are skeptical and ignorant of their personalities. 
Therefore, international journalism in the Mongolian media sector needs a policy and strategy to disseminate relevant information about the two neighboring countries.
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INTRODUCTION
At the First Congress of Sociologists in 1910, M. Weber, classic representative of sociology, (Weber, 1976, pp. 96–101) stressed the vital role of media in shaping society and urged the establishment of mass media sociology. Today, the media’s impact on society and life is constantly expanding, and is often referred to as the “fourth governance”, playing a role in policy-making, decision-making and shaping public opinion (Bold-Erdene, 2017, p. 56).
In fact, that media sociology studies the effects of social media on society, and utilizes social exchange theory and network theory to analyze the ways in humans interact and relate to one another  (Munkhbat, 2008, p. 42).
 As a theoretical foundation for our research, we rely on the “Social Fact Paradigm”, which is one of the core sociological paradigms, as outline by Munkhbat  (Munkhbat, 2008, p. 53).   Our aim to uncover Mongolian’s perceptions and expectations regarding their neighboring countries. 
When conducting survey and writing the article, we consider as important the theory (Lasswell, 1948) and the practical approach (Lippman, 1920) of some researchers who focuses methodical in journalistic information, facts and opinions.
We consider the concept of stereotypes (Neil Macrae. C., 1996), its implications for international journalism, including both positive and negative effects (McQuaiL D. , 1987). The concept of stereotypes is considered as an important communication concept in international journalism studies.
In this regard, researchers argue especially that "the effectiveness of communication depends on the value of the individual's attitude towards information" (D e i w i s on, 1977), "the layer or system of personal values ​​is the most important independent determinant of effectiveness" (B o w l i n g, 1960).
Also, the article has based on the theory of "two-phase flow" proposed by Lazarsfeld and Katz (L a z a r s f e l d P. F., 1955).
There is a study that studies Mongolian people's understanding of two neighbors. 
This is how Borjgin Shurentana studied this. Mutual perception is an important indicator of the degree of closeness between countries, and it can more intuitively reflect the degree of mutual favorability between the two peoples and the perception of each other's national image. Mongolia's perception of China is an important fundamental aspect in the bilateral relations (Borjgin, 2021).  
Contrary to Russians, Chinese people are pictured in these stories as some kind of parasites, who constantly take from Mongolian land and never give anything in return (Delaplace G. , 2012). And his studded that Chinese people are imagined as essentially parasitic beings, who not only come to Mongolia to trade but stick to the place, even beyond their own death, to suck out its vital resources (Delaplace G. , 2010)
The perception of neighboring countries is greatly influenced by the perception of the international journalistic imagination. This is a “stereotype”. 
According to the theory of public relations, journalists and publishers use certain stereotypes when writing about a foreign country. Therefore, an independent theory called “Theory of stereotype” has been developed among the theories of public relations that study the content of information (Sukhee, 2024).
 Stereotype is defined as the "imaginary image" of an individual as he or she looks at things and phenomena in society (Neil Macrae. C., 1996). In the realm of public relations, perceptions and stereotypes about the world, a particular country, or its people that are deeply ingrained in people's minds are often referred to as “imaginations”. According to researcher Tajfel Forgas, perception retains its meaning when it is associated with a group of people who are culturally integrated
Of course, the media is the most influential tool for imagining. That is why the media cannot ignore the notion that a particular nation is a carrier of information (Lippmann, 1922) in order to make people of another nation understand it.
However, McQuail's conclusion that "with the advent of literacy, human beings have become obsessed with extremes as they listen to imagery and receive imaginations" (McQuaiL D. , 1987) cannot be ignored.
On the other hand, the information disseminated by the media represents only the tip of the iceberg when it comes to events, and there are limited opportunities to fully convey the nature and causes of the problem.  Furthermore, the public has limited control over the information presented by the media.  Moreover, Lipman called people's perceptions of reality created by the media as "public illusions" and called them stereotypes.
Globalization has changed the world from one of isolated nations to a more connected and interdependent community via the spread of products, jobs, technology, people, information, ideas, and culture across national boundaries. Through word-of-mouth communication, advertising, media coverage, and even national propaganda, they get to know about countries they may never set foot in and groups of people that they may never encounter personally. All of these connections help individuals to build cognitions and feelings about other countries (Lemeng Liang, 2022).
This article explores how information about neighboring countries is reflected in Mongolian journalism, is based on the results of the survey “Mongolian Opinions on Neighboring Countries”. 
Research theory and methodology, sample survey:
We use, the “Social fact’s paradigm” (Munkhbat, 2008), one of the basic sociological paradigms, as a theoretical framework in our research to identify Mongolian stereotypes and expectations about neighboring countries. 
Based on the concept of regional development of Mongolia, we determined the sample set and 1382 people from Bayan-Ulgii, Darkhan-Uul, Dornod, Dundgovi, Uvurkhangai, Tuv, Uvs aimags, and Ulaanbaatar were included in the survey using step-by-step and random sampling:
[bookmark: _Hlk130544557]Data were collected from the survey sample, which included people through quantitative questionnaires and focus group interviews in August, 2020.  The data were analyzed using SPSS-24 software.
Of the total respondents, 41 percent were men and 59 percent were women. Moreover, young people aged 20-34 accounted for 45.2 percent of the total respondents. Of the total respondents, 45.9 percent had higher education and 38.2 percent had secondary education. See Figure 1.

Figure 1: Educational status 
 Also, you can see the case respondents’ employment status in the next figure. See figure 2.

Figure 2: Employment status. Note: In August-September 2019, the "Mongolians' Opinions About Neighboring Countries" study was jointly implemented by the Institute of Social Research of the University of Mongolia, the School of Social Sciences of the School of Science, and the School of International Relations and Social Sciences. The primary data of the study was collected with the help of 1. Quantitative research: Questionnaire, 2. Qualitative research: Group interview. Based on the concept of regional development of Mongolia, Bayan-Olgii, Darkhan Uul, Dornod, Dundgov, Uverkhangai, Central, Uvs provinces and Ulaanbaatar city were selected in the form of a hierarchical sample, and data was collected from a total of 1382 people using random sampling.

According to our survey1, Mongolian public opinion about the development, economic growth and partnership with neighboring countries Russia and China was positive (68.7-90.8 percent), which is influenced by the media and will form the basis atmosphere future relations. If essence of this positive attitude is considered, the most significant factors influencing public opinion, in addition to the media, are real-life events, facts that may change depending on the period of the time, situation and sequences of social problems.
 	In other words, the real space of communication exists where there is a high demand for and impact of information about economic, financial, and business cooperation. However, while Mongolians have a positive attitude towards Russia, it is more of a confidential nature.  On the other hand, there is a higher demand for information regarding economic development and business trade in relation to China. 
Modern international relationships, globalization, civilizational disagreements, and economic integration have caused journalism to become more responsible, balanced, and provide non-ideological information.
According to Harold Lasswell, the definition of real truth is based on facts first and values second. (Lasswell, 1948). Lippman (1920), a leading American researcher, also noted that journalists should respect reality and limit their opinions to reporting events.
The value of real information in international events and real life should be free from ideology, emotion, inference, exaggeration. It must be based on real facts, effects, and cause.
For this reason, there is a need to be more realistic, expectant, and pragmatic attitude for choosing facts, events and interpreting about neighboring countries. 
Therefore, the priority areas of Mongolian international journalism can be categorized as follows: Firstly, the issues related to our southern and northern neighbors, secondly, the issues related to countries with significant economic influence and support, and thirdly, the issues related to the global community. 
There is no other nation in the world that has a unique geopolitical destiny of being located between two world powers.
 Therefore, it is crucial to evaluate the efficiency of both countries in terms of world economics, development and changes in international events.  This requires careful selection and interpretation of information, while considering the national interest.
On the other side, efficiency of international journalism information is determined by the main criteria: first, national interests, second, economic and political influence, and third, geographical relevance. In terms of the value of our international information, national interests are a priority. As a social conscience, national interests are a complex expression of public opinion that changes over specific issues, countries, and events.
On the other hand, most Mongolians hold neutral opinions about their neighbors, with 58.8 percent having average views of Russia and 49.7 percent having average views of China. Additionally, 41.7 percent of respondents did not have a clear opinion about China and 47.4 percent did not have a clear opinion about the Chinese people. However, 78.7 percent of the respondents reported using Chinese-made clothing, 70.1 percent reported using household goods, and 68.2 percent reported suing Chinese electrical appliances. Increasing the impact of informational about China and fostering effective relationships can be achieved by expanding people’s knowledge and understanding through innovative and intelligent means. This can be achieved by presenting information in a way that stimulates people’s imagination and intelligence, and by providing new perspectives on events and facts that align with their opinions. 
An example of this could be the fact that China's industrial technological development has surpassed that of Germany, and that their products have a global reach and influence. 
 70.2 percent of respondents said they were interested Russian culture and their life, 75.6 percent said they had positive expectations about Mongolian cooperation, and 65.4 percent said they were interested in doing business with citizens of the two countries. In other words, there is a possibility of influencing public perception of Russian social and business cooperation by actively promoting and highlighting positive aspects of such cooperation. Thus, if the information in someone's mind be in needs clarification or if there are unclear or disputed intentions, effective relationships can be created by providing new perspectives, reducing ambiguity, and making an impact.
In general, our research shows that the information about Russia is more interesting and important for Mongolians. Therefore, the information about Russia is since a person better understands the information that supporting his image, views, belief and values.
 Of course, in a relationship that doesn’t match one's image, a person has a negative, competitive position, may search negative facts, criticize the source of the information, or even choose to ‘run away’. Furthermore, the information will be as much dominating in human attitudes, concepts, and worldviews, as will be denial and resistance.
Indeed, 57 percent of respondents said they were not interested in Chinese culture, customs, and life, 61.5 percent said they did not want to work or live in China, and 53.8 percent said they were not looking for a business partner. That indicates that there are negative stereotypes and conflicts between Mongolia and China. Mongolians have been afraid of their southern neighbor, distrust them, which has created a negative psychological tendency towards China.  Additionally, many Mongolians do not understand Chinese way of life, environment, culture, leading to ignorantly dismissive attitude that has persisted for a long time ago. Therefore, from the point of view of the theory of Western public relations, the reason for these negative attitudes is the value of the personal stereotypes, where antinomy values information will result in strong denial and protest​. In other words, the value system is the most important factor influencing an individual’s mindset and serves as basis for their stereotypes. K. Deiwison (D e i w i s on, 1977) notes that “the effectiveness of communication depends on the value of the image of the individual”, and D. Bowling (B o w l i n g, 1960) said that “the level of personal value or system, is the most important independent factor that determines the impact.”
So, the information about China can only have a positive effect if it is related to consumption, technology, and character, not its culture and values. This conclusion is confirmed by the fact that 75.8 percent of the respondents said that need to learn from the Chinese hard-working characters and 62.9 percent said that from their thrift.
As for Russians, 69.3 percent said they should learn from their honesty, 65.9 percent said their hospitality, 69.8 percent said their patriotism and 60.3 percent said their respect human freedom. From the images (stereotypes) of Mongolians about two neighboring countries, it is dominated distrusting Chinese personal characters and their undefined state (50 percent of respondents do not know their honesty, 53.9 percent of respondents do not say their innocence, 52.8 percent of respondents do say their simplicity, 51.8 percent of respondents do not know whether they are discriminated against).  But Mongolians have a more positive perception of Russians compared to Chinese.
Results and Discussion
In general, all the factors of communication, such as sources, channels, meanings, characteristics of the recipients, the environment, and the pre- and post-stimulus effects of the relationship, should be contained in the information whole and integrated into it. These factors must motivate individual stereotypes influence views and tendencies, pique interests, designate values, establish rapport frames and define the roles and consequences of communication. These are the causes and conditions under the information and understand the information.
Therefore, it can be concluded that Mongolian media’s coverage of neighboring countries is insufficient to meet the demands and interests of society and citizens. Mongolian international journalism has a long tradition of interpreting issues from an ideological standpoint during the Cold War. This is one of the reasons why it does not create a real and valuable information space.
However, since the 1990s, tendency of political groups and ideologies in the world society, international relationships has decreased, and there has been a growing emphasis on respecting pluralistic views and positions, This trend has created new and valuable opportunities for Mongolian international journalism to contribute to the global information space.  It was a reason to renovate the nature, the functions and purpose of the international journalism. It is formulated, that international journalism is a relationship that aims to disseminate information about global issues, events with a focus on humanizing situations and moving beyond fundamental national interests and values.
 In other words, the international journalism is a global social relationship.  This means that, information sphere is modernized by moving away from rigid political viewpoints and towards a more patient attitude. It also means moving beyond the Marxist classification and party positions and embracing a more civilized approach that takes into account national interest. Finally, it means moving beyond one-sided thinking towards a more nuanced understanding of complex issues. There are many factors and reasons that influence this new state of international journalism, they are grouped into six areas.
These areas include new historical epochs, new political maps, global thinking, new journalistic content, and consumers (viewers, listeners, readers, etc.). During the Cold War, two power countries the United States and the Soviet Union used to interpret the events of international life by the ideologies and doctrines. This led to information sphere being filled with fallacious information and failure to properly evaluate the causes of problems, resulting in journalism that was often overly laudatory.  This tendency has been existing in present Mongolian journalism.
Indeed, we have international journalism that has not changed other than the replacement of socialist internationalism by globalization, the Soviet Union by the United States, the achievements of socialist countries by world scandals, and the cooperation and loans of donors. However, it is clear to the Mongolian society and consumers that journalism is the most important thing in realizing the national interests in the new world order. Simply put, our international journalism should be a “Mongolian window” to the world.
The spatial changes in communication and the current situation are not only the demand for information, but also the change in images and attitude. This effect is the result of a person's need to change or reconsider previous perceptions (such as China becoming the world's second-largest economy), or information that proves that he or she has erroneous, conflicting views and assumptions (Russia's position on world policy increased by events in the Middle East).
In general, both individuals and nations seek information in order to organize their perceptions of society and the environment, and if that external environment changes, the demand for information and the likelihood of believing it will increase. Changes in society and the external environment destabilize a person's inner world and provoke uncertainty and anxiety.
That is why man seeks information to reorganize and consolidate in his mind. Of course, the public attitude to each of these events was different, but the nature and need to change the mindset were the same. In general, the communication environment is the most important thing that changes the mentality of both people and society.
This has been mentioned in previous explanations. The effect of information is also real when it highlights a change in circumstances and realities that were in line with the person's mentality. Recent developments in neighboring countries, such as the US-China trade war, Russian gas pipeline mega-projects, and the rapid expansion of Russian-Chinese economic cooperation, have led to a sharp increase in Mongolia's public demand for information due to changes in the external environment.
Mongolian society and the general public receive information and articles about the two neighboring countries through television (81 percent), the Internet (63.2 percent), and social media (57.5 percent). Furthermore, 23.7 percent receive information from newspapers, 23.7 percent from the country's movies and programs, 21.6 from people (studying and working in the country), 13.6 from radio, and 3.2 from embassies and consulates.
This is primarily due to the fact that people's demand for and satisfaction of information is determined by obtaining information in a way that is closer to their meaning or practice, with less effort. Moreover, the purpose and intent of human communication is to make information easy to understand, no matter how complex or meaningful.
The trend towards modern anthropology, personal search, retransmission, and the use of self-centered media that can be used anywhere, anytime, is a major reason for the push for mobile journalism. In other words, the development of media technology, its advantages, and new forms of application have a leading role in the impact of information.
Another issue of public opinion about neighboring countries is the stereotype of Mongolians about Russians and Chinese.
Our research shows that the perception of Chinese people working and doing business in Mongolia is negative, while that of Russians is unclear. For example, 66.4 percent said that Chinese destroy Mongolia's environment, 69.4 percent said that they sell low quality goods at high prices, 65.5 percent said that they despise Mongolians, 65.2 percent said that they support drug use and prostitution, 63 percent said that they give bribes, and 61.2 percent said that they cheat.
However, as for the Russians 43.9-52.4 percent answered that they did not know. In particular, when asked whether Mongolian customs and traditions were ignored, 58.6 percent said Chinese people ignore Mongolian customs, but 39.8 percent said they do not know.  Then, 39.8 percent gave a positive answer that Russians respect Mongolian customs and traditions. Also, 40.6 percent answered "don't know". Only about 20 percent gave a negative answer, which is much lower than the negative attitude towards China on this question.
Of course, this image (stereotype) is contradictory and incomplete, but the person is loyal to it and is used to it. In this way, one thinks according to the expectations of one's imaginary world, or according to a pattern that one has already created. In other words, stereotypes are a guarantee of our feelings, our responsibilities to our world, our behavior, and our habits. On the other hand, stereotypes are a key criterion and factor for understanding individuals and communities and their times.
Therefore, not only foreign news, but also comments and interviews about the internal affairs of the country form an image of the neighboring country. The above-mentioned negative perceptions of China are based on the southern neighbor's overpopulation and influence in key sectors of the Mongolian economy, such as mining, construction of roads and bridges, and foreign trade. This is due to the fact that not only our authorities but also the media attribute the reasons to external factors. In other words, the leading opinion of the society is dominated by the tendency to blame, fear and deny our southern neighbor.
Researchers Lazarsfeld and Katz (L a z a r s f e l d P. F., 1955) have theorized that the influence of social media, known as “two-stage flow,” reaches the public through socially oriented ideas. 
In short, a leader's message is understood and influenced by people as a social leader. Thus, the impact of the media becomes real through interpersonal relationships, and the information is intended to open the issue and draw public attention, rather than to address social events or the causes of life and why they happened.
However, the Mongolian media has a misguided approach to directly assessing the causes of conflicts, challenges, and crises, and to pointing out solutions. The reason for this conclusion is that 73% of the respondents did not do business with the Chinese, 76.4% did not have any family members studying in the southern neighbor, 76.8% did not study in the city, and 70.8% did not have any friends or acquaintances.
In other words, there is no direct connection between real life and society, but there is every reason to believe that negative perceptions and opinions depend on the influence of the media and the opinions of leaders and authorities. On the other hand, 74.8 percent of respondents do not run a joint business with Russians, 71 percent have no family or close friends in Russian, and 49.1 percent said that they have no contact.  However, situation is similar to that of the southern neighbor, but there is no negative tendency.
However, Mongolians are interested in friendly relations and expanding cooperation with their two neighbors, as evidenced by the fact that 52.2 percent of respondents said they could be partners in all respects, and 21.4 percent said they were interested in working in business. In particular, it encourages cooperation and investment in the northern neighbor in the areas of infrastructure, construction, healthcare, heavy industry, and defense (about 65-73 percent).
In the case of the southern neighbor, the figure is relatively low, but more than 50 percent, and the answer is 20-30 percent. On the other hand, the Mongolian market is hampered by small (52.8-58 percent), bureaucracy (48.9-52 percent), lack of capital and financial capacity (44.9-48.6 percent), and poor infrastructure development (46.9-49.7 percent) acknowledge the fact that such factors have a negative impact, which is an indicator that should be considered in the strategy and content of external information communication.
 
Conclusion
76.4 percent of our respondents are optimistic about positive developments in all areas of cooperation and relations with Russia and 69.8 percent with China.
In general, the real reason for the effectiveness of the media is directly related to the preconceived notions of the public, and it is believed that certain events focus on drawing public attention to the problem and identifying challenges.
Therefore, there is an urgent need for Mongolian international journalism to define a policy and strategy to disseminate information on the events and policies of the two neighboring countries in accordance with the national interests, public expectations and attitudes in the economic, investment and social spheres. This is not only the most realistic and valuable principle in terms of purpose and effectiveness, but also the nature and essence of Mongolian journalism.
In the future, research related to international conflict issues will be a major goal. For example, by continuing this research on the news about the Russia-Ukraine crisis, military operations, and the war process, new changes in the perception of neighboring countries can be identified.
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Educational status	
higher	high school 	primary	special secondary 	incomplete secondary	uneducated	45.9	38.200000000000003	2.6	8.6	4.2	0.5	
Employment status
Employment situation	in governmental organizations	private sector	in a foreign company	
in an international organization	in non-governmental organizations	farmer	
retired/in care	student	unemployed	others	
self-employed	27.5	31.3	0.8	0.8	2	4.7	10.4	12.4	8.3000000000000007	1.3	0.9	







