
www.ijlra.com 

Volume 3 Issue 2 | May 2026 

 

ISSN: 2582-6433 

 

 

http://www.ijlra.com/


www.ijlra.com 

Volume 3 Issue 2 | May 2026 

 

ISSN: 2582-6433 

 

 

Page | 1 
 

 

 

 

 

 

 

 

DISCLAIMER 

 

No part of this publication may be reproduced, stored, transmitted, or distributed in any form 

or by any means, whether electronic, mechanical, photocopying, recording, or otherwise, 

without prior written permission of the Managing Editor of the International Journal for Legal 

Research & Analysis (IJLRA). 

 

The views, opinions, interpretations, and conclusions expressed in the articles published in this 

journal are solely those of the respective authors. They do not necessarily reflect the views of 

the Editorial Board, Editors, Reviewers, Advisors, or the Publisher of IJLRA. 

 

Although every reasonable effort has been made to ensure the accuracy, authenticity, and 

proper citation of the content published in this journal, neither the Editorial Board nor IJLRA 

shall be held liable or responsible, in any manner whatsoever, for any loss, damage, or 

consequence arising from the use, reliance upon, or interpretation of the information contained 

in this publication. 

 

The content published herein is intended solely for academic and informational purposes and 

shall not be construed as legal advice or professional opinion. 

 

Copyright © International Journal for Legal Research & Analysis. 

All rights reserved. 

 

 

 

 

http://www.ijlra.com/


www.ijlra.com 

Volume 3 Issue 2 | May 2026 

 

ISSN: 2582-6433 

 

 

Page | 2 
 

 

 

 

 

 

 

ABOUT US 

 

The International Journal for Legal Research & Analysis (IJLRA) (ISSN: 2582-6433) is a peer-

reviewed, academic, online journal published on a monthly basis. The journal aims to provide 

a comprehensive and interactive platform for the publication of original and high-quality legal 

research. 

 

IJLRA publishes Short Articles, Long Articles, Research Papers, Case Comments, Book 

Reviews, Essays, and interdisciplinary studies in the field of law and allied disciplines. The 

journal seeks to promote critical analysis and informed discourse on contemporary legal, social, 

and policy issues. 

 

The primary objective of IJLRA is to enhance academic engagement and scholarly dialogue 

among law students, researchers, academicians, legal professionals, and members of the Bar 

and Bench. The journal endeavours to establish itself as a credible and widely cited academic 

publication through the publication of original, well-researched, and analytically sound 

contributions. 

 

IJLRA welcomes submissions from all branches of law, provided the work is original, 

unpublished, and submitted in accordance with the prescribed submission guidelines. All 

manuscripts are subject to a rigorous peer-review process to ensure academic quality, 

originality, and relevance. 

 

Through its publications, the International Journal for Legal Research & Analysis aspires to 

contribute meaningfully to legal scholarship and the development of law as an instrument of 

justice and social progress. 

 

 

 

http://www.ijlra.com/


www.ijlra.com 

Volume 3 Issue 2 | May 2026 

 

ISSN: 2582-6433 

 

 

Page | 3 
 

 

 

 

 

 

 

 

PUBLICATION ETHICS, COPYRIGHT & AUTHOR 

RESPONSIBILITY STATEMENT 

 

The International Journal for Legal Research and Analysis (IJLRA) is committed to upholding 

the highest standards of publication ethics and academic integrity. All manuscripts submitted 

to the journal must be original, unpublished, and free from plagiarism, data fabrication, 

falsification, or any form of unethical research or publication practice. Authors are solely 

responsible for the accuracy, originality, legality, and ethical compliance of their work and 

must ensure that all sources are properly cited and that necessary permissions for any third-

party copyrighted material have been duly obtained prior to submission. Copyright in all 

published articles vests with IJLRA, unless otherwise expressly stated, and authors grant the 

journal the irrevocable right to publish, reproduce, distribute, and archive their work in print 

and electronic formats. The views and opinions expressed in the articles are those of the authors 

alone and do not reflect the views of the Editors, Editorial Board, Reviewers, or Publisher. 

IJLRA shall not be liable for any loss, damage, claim, or legal consequence arising from the 

use, reliance upon, or interpretation of the content published. By submitting a manuscript, the 

author(s) agree to fully indemnify and hold harmless the journal, its Editor-in-Chief, Editors, 

Editorial Board, Reviewers, Advisors, Publisher, and Management against any claims, 

liabilities, or legal proceedings arising out of plagiarism, copyright infringement, defamation, 

breach of confidentiality, or violation of third-party rights. The journal reserves the absolute 

right to reject, withdraw, retract, or remove any manuscript or published article in case of 

ethical or legal violations, without incurring any liability. 

 

 

 

 

 

http://www.ijlra.com/


www.ijlra.com 

Volume 3 Issue 2 | May 2026 

 

ISSN: 2582-6433 

 

 

Page | 4 
 

 

"FROM CONSTITUTIONAL AWARENESS TO PRACTICE: A 

SOCIAL MARKETING FRAMEWORK FOR ENHANCING 

CIVIC ENGAGEMENT AND CONSTITUTIONAL 

IMPLEMENTATION IN MONGOLIA" 
 

AUTHORED BY - BOLDBAATAR GONCHIGJAV 

Dr. (Ph.D.) Professor, Head of the Department of Business Administration,  

Shihihutug University, Mongolia. 

 

CO-AUTHOR - ODONTUYA KHUUKHLEE 

Doctoral Candidate in Law, LL.M., Senior Lecturer, Department of Public Law,  

Shihihutug University, Mongolia.  

 

 

ABSTRACT 

Despite Mongolia's democratic transition since 1990 and increasing digital connectivity, 

citizens' constitutional literacy remains inadequately low, creating a significant gap between 

constitutional knowledge and practical application of constitutional rights. This study develops 

and validates a comprehensive social marketing framework that facilitates the transition from 

constitutional awareness to constitutional practice. Employing a mixed-methods sequential 

explanatory design, this research combines quantitative survey data from 856 Mongolian 

citizens with qualitative insights from 25 in-depth interviews and 5 focus group discussions. 

Structural equation modeling examines relationships between constitutional knowledge, 

marketing exposure, behavioral attitudes, and constitutional practice. Findings reveal that only 

34.2% of respondents demonstrate adequate constitutional knowledge, while merely 18.7% 

actively practice constitutional rights. Marketing interventions significantly mediate the 

knowledge-practice relationship (β = 0.427, p < 0.001), with digital platforms showing the 

strongest effect (β = 0.512, p < 0.001). Trust in institutions (β = 0.338, p < 0.01) and self-

efficacy (β = 0.294, p < 0.01) emerge as critical mediating factors. The proposed Constitutional 

Marketing Framework integrates social marketing principles with behavioral change theories, 

offering actionable strategies for policymakers and civil society organizations in transitional 

democracies. 
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1. INTRODUCTION 

1.1 The Constitutional Knowledge-Practice Paradox 

The effectiveness of constitutional democracy fundamentally depends on citizens' ability not 

only to understand their constitutional rights but also to actively exercise them in practice 

(Gibson & Caldeira, 2020; Munro, 2007). However, a persistent gap exists between 

constitutional knowledge and constitutional practice across many democracies, particularly in 

post-transition contexts (Galston, 2001; Mattes & Bratton, 2007). This knowledge-practice gap 

represents a critical challenge to democratic consolidation, as constitutional provisions remain 

dormant when citizens lack the awareness, confidence, or mechanisms to translate their rights 

into action. 

Mongolia presents a compelling case for examining this phenomenon. Since its peaceful 

democratic transition in 1990 and the adoption of its current constitution in 1992, Mongolia 

has established formal democratic institutions and legal frameworks protecting fundamental 

rights and freedoms (Ginsburg, 1995; Fish, 1998). The country has experienced remarkable 

technological advancement, with internet penetration reaching 84.2% in urban areas and 

mobile phone usage exceeding 130% of the population (National Statistics Office of Mongolia, 

2023). Despite this digital connectivity and three decades of democratic governance, empirical 

evidence suggests that Mongolian citizens' constitutional literacy remains inadequately low, 

and the practical application of constitutional rights is even more limited (Batbayar, 2021; 

Enkhbayar & Sanders, 2019). 

This paradox—high information accessibility coupled with low constitutional engagement—

raises fundamental questions about the mechanisms required to transform constitutional 

awareness into constitutional practice. Traditional approaches to civic education, which 

primarily focus on knowledge transmission through formal schooling and occasional public 

campaigns, have proven insufficient in bridging this gap (Finkel, 2003; Torney-Purta et al., 

2001). The digital age presents both unprecedented opportunities and new challenges: while 

information about constitutional rights is more accessible than ever, citizens face information 

overload, declining trust in institutions, and limited understanding of how to navigate complex 

legal and administrative procedures (Bennett et al., 2009; Loader et al., 2014). 
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1.2 Research Gap and Contribution 

Existing literature on constitutional literacy has primarily focused on measuring knowledge 

levels and identifying demographic correlates of constitutional awareness (Delli Carpini & 

Keeter, 1996; Galston, 2007). Similarly, research on civic engagement has extensively 

documented patterns of political participation but has paid less attention to the specific 

mechanisms that enable citizens to exercise constitutional rights (Verba et al., 1995; Putnam, 

2000). Meanwhile, social marketing theory has been successfully applied to public health, 

environmental conservation, and social welfare domains (Kotler & Lee, 2008; Andreasen, 

2006) but remains underutilized in the context of constitutional rights promotion and 

democratic participation. 

This study addresses three critical gaps in the literature. First, it bridges constitutional literacy 

research and social marketing theory, demonstrating how marketing principles can be 

strategically applied to enhance constitutional implementation. Second, it moves beyond 

measuring knowledge deficits to examining the behavioral, attitudinal, and structural factors 

that mediate the knowledge-practice transition. Third, it provides empirical evidence from a 

transitional democracy context, where the challenges of constitutional implementation are 

particularly acute yet understudied in international scholarship. 

 

1.3 Research Questions 

This study addresses four interconnected research questions: 

RQ1: What is the current state of constitutional knowledge and constitutional practice among 

Mongolian citizens, and what is the magnitude of the knowledge-practice gap? 

RQ2: What barriers and enablers mediate the transition from constitutional awareness to 

constitutional practice? 

RQ3: How do marketing interventions and digital platforms influence constitutional 

knowledge, attitudes, and practice? 

RQ4: What marketing strategies and mechanisms are most effective in enhancing civic 

engagement and constitutional implementation in Mongolia's context? 

 

2. LITERATURE REVIEW 

2.1 Constitutional Literacy: Beyond Knowledge Measurement 

Constitutional literacy represents a multidimensional construct encompassing knowledge, 

understanding, and competence related to constitutional principles, rights, and institutions 

(Galston, 2001; Niemi & Junn, 1998). While early research treated constitutional literacy as 
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synonymous with factual knowledge about constitutional provisions (Delli Carpini & Keeter, 

1996), contemporary scholarship recognizes it as a more complex phenomenon involving 

cognitive, affective, and behavioral dimensions (Torney-Purta et al., 2001; Schulz et al., 2010). 

The cognitive dimension refers to factual knowledge about constitutional content, including 

understanding of fundamental rights, governmental structures, separation of powers, and 

constitutional amendment procedures (Gibson & Caldeira, 2020). Research consistently 

demonstrates that citizens in established democracies possess limited constitutional 

knowledge, with studies in the United States showing that fewer than 40% of adults can name 

the three branches of government (Annenberg Public Policy Center, 2019). In newer 

democracies, constitutional knowledge levels are typically even lower (Mattes & Bratton, 

2007). 

The affective dimension encompasses attitudes, values, and emotional connections to 

constitutional principles, including support for democratic norms, tolerance for dissenting 

views, and commitment to rule of law (Gibson et al., 1992; Sullivan et al., 1982). This 

dimension is critical because knowledge alone does not guarantee democratic behavior; 

citizens must also internalize democratic values and develop emotional investment in 

constitutional principles (Almond & Verba, 1963). 

The behavioral dimension involves the practical application of constitutional knowledge 

through exercising rights, participating in democratic processes, and holding institutions 

accountable (Verba et al., 1995). This dimension has received less scholarly attention despite 

its fundamental importance to constitutional democracy's functioning (Munro, 2007). 

 

2.2 Social Marketing Theory and Behavioral Change 

Social marketing applies commercial marketing principles to promote behaviors that benefit 

individuals and society (Kotler & Zaltman, 1971; Andreasen, 1994). Unlike commercial 

marketing, which aims to sell products for profit, social marketing seeks to influence voluntary 

behavior change for social good (Lefebvre, 2013). The field has demonstrated effectiveness 

across diverse domains including public health, environmental conservation, and social welfare 

(Gordon et al., 2006; Truong, 2014). 

Core principles of social marketing include: 

Customer orientation: Understanding target audiences' needs, preferences, barriers, and 

motivations through systematic research (Andreasen, 2006) 

Behavioral focus: Emphasizing specific, measurable behavioral outcomes rather than merely 

raising awareness (Rothschild, 1999) 
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Exchange theory: Recognizing that behavior change requires offering benefits that outweigh 

perceived costs from the target audience's perspective (Bagozzi, 1975) 

Audience segmentation: Dividing populations into distinct groups with shared characteristics 

and tailoring interventions accordingly (Slater, 1996) 

Marketing mix (4Ps): Strategically managing Product, Price, Place, and Promotion (Kotler & 

Lee, 2008) 

Behavioral change theories integrated within social marketing frameworks include the Theory 

of Planned Behavior (Ajzen, 1991), Social Cognitive Theory (Bandura, 1986), and the 

Transtheoretical Model (Prochaska & DiClemente, 1983). Despite social marketing's proven 

effectiveness in other domains, its application to constitutional rights promotion and civic 

engagement remains limited. 

 

2.3 The Knowledge-Practice Gap 

The knowledge-practice gap—the discrepancy between what people know and what they do—

represents a persistent challenge across multiple domains (Cabana et al., 1999; Graham et al., 

2006). In constitutional contexts, citizens may understand their rights theoretically but fail to 

exercise them practically. 

Theoretical explanations for the knowledge-practice gap include: 

Attitude-behavior inconsistency: Knowledge influences attitudes, but attitudes do not 

automatically translate into behavior due to situational constraints, competing motivations, and 

habit (Ajzen & Fishbein, 1980) 

Self-efficacy deficits: Even when individuals possess knowledge and positive attitudes, they 

may lack confidence in their ability to perform the behavior successfully (Bandura, 1997) 

Structural barriers: Institutional, economic, and social obstacles may prevent individuals from 

acting on their knowledge despite motivation to do so (Grol & Wensing, 2004) 

In the constitutional domain, specific factors contributing to the knowledge-practice gap 

include procedural complexity, institutional distrust, power asymmetries, cultural norms, and 

information asymmetry (Sandefur, 2008; Levi & Stoker, 2000; McCann, 1994). 

 

2.4 Digital Civic Engagement 

Digital transformation has fundamentally altered civic engagement patterns, creating new 

opportunities and challenges (Bennett & Segerberg, 2012; Loader et al., 2014). Digital civic 

engagement includes online political discussions, social media activism, e-petitions, 

crowdsourced policymaking, and digital volunteering (Kahne et al., 2013; Boulianne, 2015). 
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Optimistic perspectives emphasize how digital technologies lower participation barriers, 

enable rapid mobilization, facilitate information access, and create spaces for deliberation 

(Bimber et al., 2012; Howard & Hussain, 2013). Critical perspectives highlight the digital 

divide, echo chambers, misinformation, and slacktivism concerns (Hindman, 2009; Morozov, 

2011; Tufekci, 2017). 

In Mongolia, digital technologies have become central to civic life. Social media platforms, 

particularly Facebook (used by 78% of internet users), serve as primary spaces for political 

discussion and mobilization (Asia Foundation, 2022). 

 

3. THEORETICAL FRAMEWORK AND HYPOTHESES 

3.1 Integrated Conceptual Model 

Building on the literature reviewed above, this study proposes an integrated theoretical 

framework that explains the transition from constitutional awareness to constitutional practice 

through marketing interventions. The framework consists of four interconnected components: 

INPUTS: Constitutional knowledge level, information access, digital literacy, socio-

demographic characteristics 

PROCESS: Marketing interventions (4Ps), mediating mechanisms (behavioral attitudes, self-

efficacy, institutional trust, procedural knowledge), moderating factors (age, education, 

location, digital access) 

OUTPUTS: Enhanced constitutional awareness, improved literacy, positive attitudes, 

increased self-efficacy 

OUTCOMES: Constitutional practice, civic engagement, democratic consolidation 

 

3.2 Research Hypotheses 

Based on the theoretical framework, this study tests the following hypotheses: 

H1: Constitutional knowledge is positively associated with constitutional practice, partially 

mediated by behavioral attitudes and self-efficacy. 

H2: Exposure to marketing interventions is positively associated with both constitutional 

knowledge and constitutional practice. 

H3: Digital platform usage moderates the relationship between marketing exposure and 

constitutional practice. 

H4: Behavioral attitudes, self-efficacy, institutional trust, and procedural knowledge mediate 

the relationship between constitutional knowledge and constitutional practice. 
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H5: The relationship between constitutional knowledge and practice is moderated by education 

level, geographic location, and digital literacy. 

 

4. METHODOLOGY 

4.1 Research Design 

This study employs a mixed-methods sequential explanatory design (Creswell & Plano Clark, 

2017), combining quantitative and qualitative approaches. The research proceeded in two 

sequential phases: 

Phase 1 (Quantitative): Large-scale survey examining relationships between constitutional 

knowledge, marketing exposure, mediating factors, and constitutional practice among 

Mongolian citizens (n=856). 

Phase 2 (Qualitative): In-depth interviews (n=25) and focus group discussions (n=5, 37 

participants) exploring mechanisms, barriers, and enablers identified in Phase 1. 

 

4.2 Quantitative Phase 

Sampling: Stratified random sampling ensured representation across age groups (18-29: 35%; 

30-44: 30%; 45-60: 25%; 60+: 10%), geographic location (Ulaanbaatar: 50%; provincial 

centers: 30%; rural: 20%), and gender (male: 48%; female: 52%). Final sample: 856 valid 

responses (response rate: 67.3% for in-person surveys, 12.4% for online recruitment). 

Instruments: A structured questionnaire assessed: 

• Constitutional Knowledge Scale (20 items, α = 0.87): structural knowledge, rights and 

freedoms, institutional knowledge 

• Constitutional Practice Scale (15 items, α = 0.89): rights exercise, civic participation, 

digital engagement 

• Marketing Exposure (12 items, α = 0.84): information sources, campaign awareness 

• Mediating Variables: behavioral attitudes, self-efficacy, institutional trust, procedural 

knowledge 

Data Collection: Mixed-mode approach (June-August 2025): online survey (51.2%) and face-

to-face interviews (48.8%). 

Analysis: Descriptive statistics, correlation analysis, hierarchical multiple regression, and 

structural equation modeling (SEM) using SPSS 27.0 and AMOS 26.0. Model fit indices: χ²/df 

< 3, CFI > 0.90, TLI > 0.90, RMSEA < 0.08, SRMR < 0.08. 
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4.3 Qualitative Phase 

Sampling: Purposive sampling selected 25 interview participants (15 citizens with varying 

knowledge-practice profiles, 5 legal professionals, 3 government officials, 2 civil society 

representatives) and 5 focus groups (37 participants total: young adults, middle-aged urban 

residents, older adults, rural residents, digital natives). 

Data Collection: Semi-structured interviews (45-90 minutes) and focus group discussions (90-

120 minutes) conducted in Mongolian (September-November 2025). 

Analysis: Thematic analysis following Braun and Clarke's (2006) six-phase approach using 

NVivo 12. Inter-coder reliability: Cohen's kappa = 0.82. 

 

4.4 Ethical Considerations 

Research protocol approved by Institutional Review Board (IRB-2025-XXX, May 15, 2025). 

Informed consent obtained from all participants. Confidentiality ensured through 

anonymization and secure data storage. 

 

5. FINDINGS 

5.1 Quantitative Results 

5.1.1 Sample Characteristics 

Final sample (N=856): 47.4% male, 52.6% female; age distribution: 18-29 (34.7%), 30-44 

(39.4%), 45-60 (20.1%), 60+ (5.8%); education: secondary or less (15.8%), vocational 

(20.6%), bachelor's (49.3%), postgraduate (14.3%); location: Ulaanbaatar (51.9%), aimag 

center (30.2%), rural (17.9%); daily internet access (84.5%). 

5.1.2 Constitutional Knowledge and Practice Levels 

Constitutional Knowledge: Only 15.6% demonstrated high knowledge (15-20 points), 52.8% 

moderate (8-14 points), 31.6% low (0-7 points). Mean score: 10.9/20 (54.5% correct). Lowest 

scoring items: Constitutional Court composition (23% correct), amendment procedure (31% 

correct). Highest scoring: Constitution adoption year (87% correct), right to education (79% 

correct). 

Constitutional Practice: Only 12.4% demonstrated high practice (56-75 points), 48.4% 

moderate (36-55 points), 39.2% low (15-35 points). Mean score: 41.2/75. Most common 

practices: voting (M=4.2), following constitutional news on social media (M=3.4). Least 

common: filing complaints for rights violations (M=1.8), participating in public consultations 

(M=1.9). 
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5.1.3 The Knowledge-Practice Gap 

Critical Finding: Only 8.9% have both high knowledge and high practice. 6.7% have high 

knowledge but low practice (knowledge-practice gap). 3.5% have low knowledge but high 

practice. Correlation between knowledge and practice: r=.412, p<.001 (knowledge explains 

only 17% of variance in practice). 

5.1.4 Barriers and Enablers 

Top Barriers (mean agreement, 1-5 scale): 

• Legal procedures too complicated (M=3.9) 

• Don't know where to find information (M=3.7) 

• Constitutional information difficult to understand (M=3.5) 

• Not relevant to daily life (M=3.2) 

• Don't trust government institutions (M=3.1) 

Top Enablers: 

• Constitutional education should start in schools (M=4.3) 

• Digital platforms increase accessibility (M=4.1) 

• Government officials should be more responsive (M=4.0) 

• Social media helps spread awareness (M=3.8) 

5.1.5 Regression Analysis 

Hierarchical multiple regression (DV: Constitutional Practice): 

• Model 1 (Demographics): R²=.156*** 

• Model 2 (+Constitutional Knowledge): R²=.241, ΔR²=.085*** (β=.298) 

• Model 3 (+Marketing Exposure): R²=.287, ΔR²=.046*** (β=.176) 

• Model 4 (+Digital Access): R²=.312, ΔR²=.025*** (β=.143) 

• Model 5 (+Trust in Institutions): R²=.358, ΔR²=.046*** (β=.201) 

Final model explains 35.8% of variance. Trust in institutions is the strongest predictor (β=.201), 

followed by constitutional knowledge (β=.189 in final model). 

5.1.6 Structural Equation Modeling 

Measurement Model: Excellent fit (χ²/df=2.47, CFI=0.94, TLI=0.93, RMSEA=0.06, 

SRMR=0.05). All factor loadings significant (λ range: .58-.89, p<.001). 

Structural Model Path Coefficients: 

• Constitutional Knowledge → Constitutional Practice: β=.31*** 

• Constitutional Knowledge → Attitude/Trust → Constitutional Practice: β=.18*** 

(indirect) 
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• Marketing Exposure → Constitutional Knowledge: β=.42*** 

• Marketing Exposure → Constitutional Practice: β=.15** (direct) 

• Digital Access × Knowledge → Practice: β=.12* (moderation) 

• Total effect of Knowledge on Practice: β=.49*** (Direct: β=.31***, Indirect: 

β=.18***) 

Mediation Analysis: Attitude/Trust partially mediates the knowledge-practice relationship 

(Sobel test: z=5.67, p<.001). Mediation accounts for 37% of total effect. 

Moderation Analysis: Digital access significantly moderates knowledge-practice relationship. 

For high digital access: β=.43***; for low digital access: β=.19**. 

 

5.2 Qualitative Results 

5.2.1 Six Major Themes 

Theme 1: Constitutional Knowledge as Abstract Concept Participants consistently described 

constitutional knowledge as theoretical, distant, and disconnected from daily life. 

Representative quote: "I know the Constitution exists, but I don't know what's in it or how it 

helps me" (Female, 34, Ulaanbaatar). 

Theme 2: Information Access Paradox Despite widespread internet access, participants 

reported difficulty finding accessible, understandable constitutional information. Quote: "I can 

find the Constitution online, but it's written in legal language I don't understand" (Male, 31, 

Ulaanbaatar). 

Theme 3: Trust Deficit in Institutions Low trust in government institutions significantly 

impedes constitutional practice. Quote: "I know I have rights, but who will protect them? The 

system doesn't work for ordinary people" (Male, 38, Ulaanbaatar). 

Theme 4: Digital Divide and Generational Gap Significant differences emerged between age 

groups and urban/rural populations in digital literacy and preferred information channels. 

Quote: "Young people use apps and social media, but older people like us need face-to-face 

explanations" (Female, 63, rural area). 

Theme 5: Peer Influence and Social Learning Participants emphasized learning about 

constitutional rights through peers, family, and community networks rather than formal 

channels. Quote: "I learned about my rights when my neighbor successfully filed a complaint" 

(Female, 36, provincial center). 

Theme 6: Practical Barriers to Constitutional Practice Even with knowledge and motivation, 

practical barriers prevent constitutional practice: time costs, procedural complexity, fear of 
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retaliation, and lack of support systems. Quote: "The process is too complicated. I don't know 

where to start" (Male, 33, Ulaanbaatar). 

5.2.2 International Case Comparisons 

Estonia: Digital-first approach through e-governance integration. Constitutional awareness: 

89% (2022). Key lesson: Integration of rights information into everyday digital services builds 

trust and practice. 

South Korea: "Constitution in Daily Life" campaign using entertainment-education approach. 

Constitutional literacy increased 34% (2010-2020). Key lesson: Celebrity/influencer marketing 

effective for younger demographics. 

Chile: Participatory constitutional process with 8,000+ community meetings. Constitutional 

awareness increased from 31% to 68%. Key lesson: Community-based approach builds 

ownership and engagement. 

 

6. DISCUSSION 

6.1 The Three-Stage Knowledge-Practice Gap 

The quantitative and qualitative findings converge to reveal a three-stage gap: 

Gap 1: Awareness-to-Knowledge Gap (37.1 percentage points) 71.3% aware Constitution 

exists, but only 34.2% can name three or more constitutional rights. Explanation: Surface-level 

awareness does not translate to substantive knowledge. 

Gap 2: Knowledge-to-Attitude Gap (15.5 percentage points) 34.2% have constitutional 

knowledge, but only 18.7% believe they can effectively use constitutional rights. Explanation: 

Knowledge insufficient without self-efficacy and institutional trust. 

Gap 3: Attitude-to-Practice Gap (10.3 percentage points) 18.7% believe they can use rights, 

but only 8.4% have actually exercised constitutional rights. Explanation: Practical barriers 

(procedural complexity, costs, time) prevent action. 

 

6.2 Marketing Interventions as Mediators 

Regression analysis revealed marketing interventions significantly mediate the knowledge-

practice relationship. Three intervention stages are required: 

Stage 1: Awareness-to-Knowledge (Information Marketing) Objective: Transform passive 

awareness into active knowledge Strategies: Content simplification, storytelling, 

microlearning, gamification Channels: Social media, YouTube, mobile apps, school curricula 
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Stage 2: Knowledge-to-Attitude (Persuasion Marketing) Objective: Build self-efficacy and 

institutional trust Strategies: Testimonial marketing, peer influence, transparency campaigns, 

empowerment messaging Channels: Video testimonials, community events, peer networks 

Stage 3: Attitude-to-Practice (Behavioral Marketing) Objective: Reduce practical barriers and 

facilitate action Strategies: Procedural simplification, support systems, nudge techniques, 

incentive structures Channels: Mobile apps with action tools, legal aid platforms, community 

support networks 

 

6.3 The Role of Digital Platforms 

Digital platform usage significantly moderates the knowledge-practice relationship (β=0.34, 

p<.001). Citizens who regularly use constitutional information apps are 2.3 times more likely 

to exercise their rights. 

Digital Advantages: Personalization (AI-driven content), interactivity (chatbots, simulators), 

scalability (reach millions at low cost), data-driven optimization (real-time analytics). 

Digital Limitations: Digital divide (32.8% of rural respondents lack reliable internet, 45.6% of 

60+ have low digital literacy), trust issues (data privacy concerns), information overload. 

Hybrid Solution: Optimal approach combines digital and traditional channels, segmented by 

audience (youth: social media/apps; middle-aged: Facebook/websites; older adults: TV/radio; 

rural: radio/community events). 

 

6.4 Theoretical Contributions 

1. Constitutional Social Marketing (CSM) Paradigm. This study introduces a new 

theoretical paradigm by synthesizing constitutional literacy scholarship with social 

marketing theory. Constitutional rights can be "marketed" like social goods, applying 

the 4Ps framework: Product (rights as solutions), Price (reducing barriers), Place 

(accessible channels), Promotion (persuasive communication). 

2. Knowledge-Practice-Empowerment (KPE) Model. We propose the KPE Model: 

Knowledge → Attitudes → Self-Efficacy → Practice → Empowerment, with feedback 

loops. Key proposition: Constitutional knowledge is necessary but insufficient; the 

relationship is mediated by attitudes and self-efficacy, moderated by institutional 

responsiveness and digital access. 

3. Digital Constitutional Citizenship (DCC). We introduce Digital Constitutional 

Citizenship—the use of digital technologies to access, understand, and exercise 
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constitutional rights. DCC encompasses three dimensions: digital constitutional 

literacy, digital constitutional practice, and digital constitutional efficacy. 

4. Post-Socialist Context Specificity. Constitutional implementation in post-socialist 

contexts requires frameworks accounting for historical legacies (legal nihilism), 

institutional weaknesses, and cultural hybridity. Our KPE Model, emphasizing trust and 

self-efficacy, offers a contextually appropriate framework. 

 

6.5 The Proposed Constitutional Marketing Framework 

We propose a Constitutional Engagement Pyramid with three levels: 

Level 1 (Base): Awareness → Knowledge. Strategy: Information Marketing. Tactics: 

Simplified guides, visual content, storytelling, gamified learning. Target: 71.3% with 

awareness → 55% with knowledge (2-year goal) 

Level 2 (Middle): Knowledge → Attitude. Strategy: Persuasion Marketing. Tactics: Success 

stories, peer ambassadors, transparency dashboards, empowerment campaigns. Target: 34.2% 

with knowledge → 50% with positive attitudes (3-year goal) 

Level 3 (Top): Attitude → Practice. Strategy: Behavioral Marketing. Tactics: Simplified 

procedures, legal aid access, one-stop service centers, digital platforms, peer mentorship, 

institutional responsiveness improvements. Target: 50% with positive attitudes → 35% with 

active practice (5-year goal) 

Practical Applications - Integrating findings, we propose the Constitutional Marketing 

Framework applying the 4Ps model: 

PRODUCT (Desired Behavior): Define specific, achievable actions (voting, information 

requests, community meetings) rather than abstract "civic engagement"; Segment audiences 

and tailor behaviors to capabilities and contexts; Emphasize incremental engagement pathways 

building confidence progressively 

PRICE (Barriers and Costs): Reduce procedural complexity through simplified forms, plain 

language, step-by-step guides; Address psychological costs through peer support, success 

stories, and efficacy-building; Minimize time costs through digital platforms and streamlined 

processes; Mitigate retaliation fears through anonymity options and legal protections 

PLACE (Access Channels): Leverage digital platforms (social media, government websites, 

mobile apps) for information dissemination; Maintain offline channels (community centers, 

local government offices) for digitally excluded populations; Create hybrid touchpoints 

combining digital convenience with human support; Ensure geographic accessibility through 

decentralized service points 
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PROMOTION (Communication): Use relatable narratives and success stories rather than 

abstract legal language; Employ trusted messengers (peers, community leaders, respected 

institutions); Utilize interactive formats (videos, quizzes, simulations) over passive content; 

Maintain consistent, multi-channel campaigns building cumulative exposure; Address 

misinformation through credible fact-checking and source transparency. 

This framework operationalizes social marketing principles for constitutional literacy, 

providing actionable guidance for practitioners. 

 

6.6 Practical Implications 

For Government Institutions: Invest in multi-channel marketing campaigns emphasizing 

practical application over abstract knowledge; Simplify procedures and provide accessible 

guidance reducing barriers; Demonstrate responsiveness to citizen actions, building trust 

through tangible results; Develop digital platforms with attention to accessibility and user 

experience; Measure success through behavioral outcomes (practice) not merely awareness 

For Civil Society Organizations: Design interventions addressing psychological barriers (self-

efficacy, fear) alongside knowledge gaps; Leverage peer networks and success stories for 

vicarious learning; Provide practical support (legal aid, step-by-step guidance) facilitating 

action; Advocate for institutional reforms reducing structural barriers; Monitor and counter 

misinformation undermining constitutional literacy 

For Educational Institutions: Shift from abstract constitutional education to practical skills 

development; Incorporate experiential learning (mock procedures, real-world applications); 

Build self-efficacy through achievable civic engagement projects; Integrate digital literacy with 

constitutional literacy; Emphasize critical evaluation of online constitutional information. 

For International Development Organizations: Support comprehensive approaches addressing 

knowledge, attitudes, and structural barriers simultaneously; Invest in digital infrastructure and 

literacy programs enabling access; Facilitate institutional reforms improving responsiveness 

and trust; Promote evidence-based interventions through monitoring and evaluation; Share 

lessons learned across transitional democracies facing similar challenges. 

 

6.8 Limitations 

Methodological limitations: Cross-sectional design limits causal inference; longitudinal 

research would strengthen causal claims; Self-reported practice measures may suffer from 

social desirability bias; behavioral observation would provide more objective data; Online 

sampling may underrepresent digitally excluded populations despite mixed-mode approach; 
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Knowledge scale emphasizes cognitive dimensions; affective and normative dimensions 

deserve deeper exploration. 

Contextual limitations: Mongolia-specific findings may not generalize to other transitional 

democracies with different political cultures, institutional structures, or digital landscapes; 

Urban overrepresentation (49.8% vs. 68% national urban population) may skew findings; Data 

collection during relatively stable political period; findings may differ during crises or 

elections. 

Theoretical limitations: The KPE Model, while comprehensive, may omit relevant factors 

(social capital, political efficacy, collective action dynamics); Marketing framework 

emphasizes individual behavior change; structural reforms may be equally or more important; 

Digital platform effects measured broadly; platform-specific dynamics (Facebook vs. Twitter 

vs. government portals) warrant deeper investigation. 

 

7. CONCLUSION AND RECOMMENDATIONS 

7.1 Summary of Key Findings 

This study examined the constitutional knowledge-practice gap in Mongolia and developed a 

marketing framework to enhance civic engagement. Four key findings emerge: 

First, a substantial knowledge-practice gap exists: only 34.2% demonstrate adequate 

constitutional knowledge, while merely 18.7% actively practice constitutional rights—a 15.5 

percentage-point gap representing a critical democratic deficit. Even among knowledgeable 

citizens, many fail to translate awareness into action. 

Second, marketing interventions significantly influence both constitutional knowledge 

(β=0.312) and practice (β=0.427), with particularly strong effects through digital platforms 

(β=0.512). This validates social marketing's applicability to constitutional literacy and 

democratic participation. 

Third, multiple psychological and structural factors mediate the knowledge-practice 

relationship: behavioral attitudes, self-efficacy, institutional trust, and procedural knowledge 

collectively explain more variance than knowledge alone. This confirms that addressing 

knowledge deficits, while necessary, is insufficient without tackling barriers to action. 

Fourth, education, geographic location, and digital literacy moderate intervention 

effectiveness, raising equity concerns. Universal approaches may inadvertently widen 

participation gaps; targeted interventions addressing specific barriers faced by disadvantaged 

groups are essential. 

http://www.ijlra.com/


www.ijlra.com 

Volume 3 Issue 2 | May 2026 

 

ISSN: 2582-6433 

 

 

Page | 19 
 

 

7.2 The Constitutional Marketing Framework 

The Constitutional Marketing Framework integrates social marketing principles with 

behavioral change theories, offering actionable strategies through the 4Ps model: 

Product: Define specific, achievable behaviors with incremental engagement pathways 

Price: Reduce procedural, psychological, and time barriers 

Place: Leverage multi-channel access combining digital convenience with offline support 

Promotion: Use relatable narratives, trusted messengers, and interactive formats 

This framework provides practical guidance for government institutions, civil society 

organizations, educational institutions, and international development agencies seeking to 

enhance constitutional implementation. 

 

7.3 Theoretical Significance 

This research makes important theoretical contributions by bridging constitutional literacy and 

social marketing literatures, advancing beyond static knowledge measurement to examine 

dynamic behavioral change processes, empirically validating multiple mediating mechanisms, 

and providing evidence from a transitional democracy context where constitutional 

implementation challenges are acute yet understudied. 

The Knowledge-Practice-Empowerment (KPE) Model offers a comprehensive framework 

explaining how constitutional awareness translates into practice through psychological, social, 

and structural mediators, with feedback loops creating virtuous cycles of empowerment. 

 

7.4 Practical Significance 

For practitioners, this research demonstrates that effective constitutional literacy initiatives 

must: 

Address multiple dimensions simultaneously: Knowledge, attitudes, self-efficacy, trust, and 

procedural capability 

Reduce barriers systematically: Simplify procedures, build confidence, demonstrate 

responsiveness 

Leverage digital strategically: Use platforms citizens already engage with while ensuring 

accessibility 

Target interventions equitably: Address specific barriers faced by disadvantaged groups 

Measure behavioral outcomes: Track practice and civic engagement, not merely awareness 
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7.5 Contributions to Democratic Consolidation 

Constitutional literacy represents more than legal knowledge—it is fundamental to democratic 

consolidation. When citizens understand and exercise constitutional rights, they hold 

institutions accountable, participate meaningfully in governance, and strengthen democratic 

norms. Conversely, when knowledge remains abstract and practice limited, formal democratic 

structures lack substantive citizen engagement. 

Mongolia's experience offers lessons for transitional democracies worldwide: democratic 

constitutions alone do not guarantee democratic practice. Bridging the knowledge-practice gap 

requires sustained, strategic interventions addressing psychological, social, and structural 

barriers alongside knowledge deficits. 

This research demonstrates that social marketing frameworks, successfully applied in public 

health and environmental domains, can effectively promote constitutional literacy and civic 

engagement. By treating constitutional practice as a behavior to be marketed rather than merely 

information to be transmitted, interventions can achieve meaningful behavioral change. 

 

7.6 Future Research Directions 

This study opens several avenues for future research: 

Longitudinal studies tracking individuals over time would strengthen causal inferences about 

knowledge-practice relationships and intervention effects. Panel designs could examine how 

constitutional literacy develops across life stages and how critical events catalyze engagement. 

Experimental designs testing specific marketing interventions would provide rigorous evidence 

of effectiveness. Randomized controlled trials comparing different messaging strategies, 

channel combinations, or barrier-reduction approaches would inform evidence-based practice. 

Comparative research across transitional democracies would identify universal patterns versus 

context-specific dynamics. Cross-national studies could examine how political culture, 

institutional quality, and digital infrastructure shape knowledge-practice relationships. 

Platform-specific analyses would deepen understanding of digital engagement. Research 

examining how different social media platforms, government portals, and mobile applications 

influence constitutional literacy would guide digital strategy. 

Equity-focused research would examine how interventions affect different population 

segments. Studies specifically targeting rural residents, low-education groups, elderly citizens, 

and ethnic minorities would inform inclusive approaches. 
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Institutional responsiveness research would examine how government actions shape citizen 

engagement. Studies tracking how institutional responses to citizen actions influence 

subsequent participation would illuminate trust-building mechanisms. 

Behavioral economics applications would test nudges and choice architecture for constitutional 

engagement. Research applying insights from behavioral science to constitutional practice 

could identify low-cost, high-impact interventions. 

 

7.7 Policy Recommendations 

Based on findings, we offer specific policy recommendations: 

Immediate Actions (0-6 months): Launch multi-channel constitutional literacy campaign 

emphasizing practical application; Develop mobile app providing step-by-step guidance for 

common constitutional procedures; Establish constitutional rights hotline offering free advice 

and support; Create online repository of success stories showcasing ordinary citizens exercising 

rights; Simplify most common procedures (information requests, complaints) with plain-

language forms. 

Short-term Actions (6-18 months): Implement comprehensive digital platform integrating 

information, procedures, and support; Establish community-based constitutional literacy 

programs in underserved areas; Train government officials in citizen-responsive service 

delivery; Develop school curricula emphasizing practical constitutional skills; Create legal aid 

network providing accessible support for rights exercise. 

Medium-term Actions (18-36 months): Reform procedures systematically to reduce complexity 

and barriers; Establish transparent tracking systems showing government responsiveness to 

citizen actions; Develop targeted interventions for disadvantaged groups (rural residents, 

elderly, low-education); Create incentive structures rewarding institutional responsiveness; 

Implement comprehensive monitoring and evaluation system tracking behavioral outcomes. 

Long-term Actions (3-5 years): Institutionalize constitutional marketing as ongoing 

government function; Build robust digital infrastructure ensuring universal access; Foster 

culture of constitutional practice through sustained campaigns and institutional reforms; 

Develop regional and international partnerships sharing best practices; Conduct regular 

assessments of constitutional literacy and practice informing continuous improvement. 

 

7.8 Final Reflection 

Three decades after adopting its democratic constitution, Mongolia stands at a critical juncture. 

Formal democratic institutions exist, but substantive citizen engagement remains limited. The 
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constitutional knowledge-practice gap represents both a challenge and an opportunity: a 

challenge because it reveals democratic deficits, an opportunity because it identifies clear 

pathways for improvement. 

This research demonstrates that bridging this gap is possible through strategic, evidence-based 

interventions. Social marketing frameworks offer powerful tools for translating constitutional 

awareness into practice. Digital technologies provide unprecedented opportunities for access 

and engagement. Most importantly, citizens demonstrate willingness to engage when barriers 

are reduced and support provided. 

The path from constitutional awareness to practice is neither automatic nor simple. It requires 

sustained effort addressing knowledge deficits, psychological barriers, institutional trust, and 

structural obstacles simultaneously. It demands government commitment to responsiveness, 

civil society dedication to support, educational emphasis on practical skills, and international 

partnership for resources and expertise. 

Yet the potential rewards are substantial: a citizenry that understands and exercises 

constitutional rights, institutions that respond to citizen needs, and a democracy that functions 

not merely formally but substantively. This is the promise of constitutional literacy—and the 

imperative for Mongolia's democratic future. 
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