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Methodology
Content Analysis Design and Rationale
	The study tackled the first research question by utilizing a content analysis of the UAE leaders twitter pages. Having a look at the twitter pages enabled to measure the completion of the dialogic loops and the level of adherence to the relationship building strategies as well as the posts made on the Twitter pages. The first question shows the intention of the UAE leaders to build a relationship with the public by looking at the extent of which communication using the internet twitter platform made. Use of content analysis, in this case, is appropriate since it caters for an empirical and objective assessment of the twitter pages by offering a quantifiable basis of comparison between various UAE leaders. According to Neuendorf (2016), content analysis is usually more efficient as compared to the qualitative method such as focus groups or interviews which entirely depends on the subject perception of the audience towards the research topic. Also, content analysis is preferable since it accommodates operationalization of concepts as a way to familiarize with the constraints and problems which later used as formative plan communication strategies. For that reason, content analysis becomes of importance to the relationship building strategies and dialogic communication principles that are usually not coherent on Twitter pages and hence call for operationalization of the same concepts to be measured quantitatively. In this case, content analysis was used to accommodate for an objective measurement of the pre-determined criteria against the current communication outputs.
Content Analysis Timeline and Sample
	The study conducted a thorough evaluation of 464 twitter posts of UAE leaders which published across 14 twitter pages for over a period of 3months. The list of the UAE leaders was used to search for their respective official twitter page and if multiple pages found, the researcher tended to prefer the page with the most likes. Also, a comprehensive assessment was carried out on how the active UAE leaders communicated with the public on Twitter and through this, a social media representative selected. The selected social media representative with the most likes on twitter sampled for this study. Looking at the timeline, the 3-month period was appropriate for two main reasons. First, the newsworthiness of the various nation-wide events that occur during the period is easy to evaluate and compare with how leaders interact with the public (Giglietto & Selva, 2014). Second, the three-month period accommodated for most up-to-date representation of how the twitter pages maintained.
Coding Protocol
	The need for quantitatively measuring the relationship building efforts by the UAE leaders called for a coding scheme to operationalize the same. Also, there was no inter-coder required since the coding process was carried out by a single researcher. Also, before the coding process kicked off a draft of the coding protocol underwent testing using an actual random sample and then later being reviewed for comprehensiveness (Rusert et al., 2015). In the last coding protocol, the elements such as ‘About” section, navigation bar and setting of each page were checked to ascertain any presence of page-wide attributes such as whether pages accommodated comments and contact information was available. Consequently, the dynamic elements of the page such as comments and posts were evaluated to show whether they satisfied the criterion set for the coding scheme. However, since the message content on Twitter is usually presented in a fill-in-the-blanks style page which identical features, this made it impossible for all dialogic elements not to be coded. The following categories with the exception of the generic post information were coded on present or an absent bias.
Generic post information. These referred to the number of shares, comments, number of likes and the date recorded for each post.
Dialogic loop. The feedback or the dialogic loop is taken to be ‘starting point’ of the dialogic communication between the public and an organization.
Positivity. Refers to the strategy of establishing relationship and interactions between an organization and the members of the public to be as enjoyable as possible.
Assurances. A strategy of confirming to the public of the legitimacy of the actions and commitment towards serving their needs.
Networking. The efforts of the pages to build networks with same as their public does.
Openness. It refers to the transparency of the information presented and the organization in question.
The sharing of tasks. Efforts of cooperating with the public in helping to solve the issues together.
Experiment Design and Procedure
	The study made use of a three-factor between-groups and assigned each subject as one of the three experiment stimuli based on fake UAE leaders which adhere to dialogic principles and relationship building strategies in varying degrees. Each item provided with one of the three A3 sized printouts of the UAE leaders twitter page, to read through the webpage, signal the consent form given using a button and brief each subject on the printout given. Later the participants were asked to give their response on the 46-item questionnaire provided based on their impression on the twitter page viewed.
Experiment Rationale
	Experimental research was chosen for the second and third question because it helped the researcher to establish the causality between the existing variables at the same time controlling potential confounding variables. According to Alkadhi et al. (2017), using the experimental research is very critical as it helps to measure to which extent the absence of dialogic loop and the relationship building strategies can affect the quality of the relationship of the UAE leaders with the public.
Subject Selection
	The subject for this study being (N=45) were selected based on volunteer and convenience sampling. Secondly, the subjects in the study had to be eligible enough to own a twitter page. All the 45 participants of the study were university students with an average age of 21 consisting of 12 males and 34 females with 2 Malays, 3 Indians and the majority being the Chinese.
Stimuli Design
	Since each subject was assigned one of the three experimental stimuli, the stimuli based on fictional UAE leaders twitter pages in the UAE. The fake twitter page consisted of opposition leaders and the actual incumbent ones with a generic slogan "progress for UAE," and the mission was to "provide practical alternatives for the UAE's future." All the characteristics were kept constant all through the three versions of twitter pages created for relevancy purposes (Gergondet & Kheddar, 2015). All the three stimuli had different levels of adherence to the relationship building strategies as stimuli A used all the relationship building strategies and complete dialogic loop, stimuli B used relationship building strategies and incomplete dialogic loop while stimuli C had neither relationship building strategies nor dialogic loop as reproduced in Appendix C.
Pilot Test
	A pilot study was conducted to verify the manipulation between the three stimuli's and problems encountered which was accomplished through the subject responding to the questionnaire by referring to the stimuli printout on the computer. The necessary adjustments made by phrasing the questionnaire questions to accentuate the differences and make them more explicit.
Questionnaire Design
	The questionnaire based on the perceptions of the stimuli was as a way to clarify the impact of the fictional Twitter pages on UAE leaders' relationship with the public. Cronbach's Alpha was used to measure the organization-public relationship as a way to ascertain the reliability of the questionnaire having the trust indicator with 11 items (α= .923), control mutuality indicator had 8 items (α=.850), satisfaction indicator having 8 items (α=.912), commitment relationship indicator having 7 items (α=.909) where the 46-item organizational relationship scale standing at α=.957 was found to be highly reliable.
Manipulation Test
	A manipulation test was essential to ensure that the subjects perceived a real difference between the various stimuli used. After the subject being asked to rate the printouts, the stimuli differed in adherence to the relationship strategies and completeness of the dialogic loop. After the evaluation, stimuli A had a complete dialogic loop while B and C had an incomplete feedback loop. Some of the tests manipulated to get the effect were whether the UAE leaders were responding to queries and comments and the provision of an avenue to communicate with the UAE leaders. The following tables show the computed ANOVA showing a significant difference between the three stimuli regarding dialogic score. 
	Table 1: 
Means and Standard Deviations of the dialogic score among the experiment stimuli

	Stimuli
	N
	Mean
	Std. Deviation

	
	
	
	

	A
	15
	8.3333
	.81650

	B
	15
	5.0667
	.79881

	C
	15
	5.2667
	1.43759

	Total
	45
	6.2222
	1.83264



	Table 2:
	
	
	
	
	
	

	ANOVA of the dialogic score among the experiment stimuli
	

	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.
	

	Between Groups
	100.578
	2
	50.289
	44.749
	.000
	

	Within Groups
	47.200
	42
	1.124
	
	
	

	Total
	147.778
	44
	
	
	
	



	Table 3:
Summary of the Fisher’s Least Significant Difference post-hoc test comparing the dialogic score among the experiment stimuli

	(I) Stimuli
	Mean Difference (I-J)
	Std. Error
	Sig.

	
	
	
	

	A
	B
	3.26667*
	.38709
	.000

	
	C
	3.06667*
	.38709
	.000

	B
	A
	-3.26667*
	.38709
	.000

	
	C
	-.20000
	.38709
	.608

	C
	A
	-3.06667*
	.38709
	.000

	
	
	
	
	



	B
	.				20000
					.38709
		.608


*p < .05.
	The significant difference found in the dialogic score in the three stimuli was found to be (F(2, 42)=44.7, p < 0.05). On the other hand, the Fisher’s Least Significant proved the difference between the stimuli on how they provide avenues to communicate. There was a significant difference between stimuli A and B and the scores of stimuli of B and C were much lower than those of A regarding dialogic score. The dialogic loop manipulation was successful since there was no significant difference between stimuli B and C. Some of the attributes manipulated included positivity of the page, the openness of the UAE leader policy and whether the page proved a concern of the need of the public.
	Table 4: 
Means and Standard Deviations of the relationship building score among the experiment stimuli

	Stimuli
	N
	Mean
	Std. Deviation

	
	
	
	

	A
	15
	10.6667
	1.63299

	B
	15
	10.6000
	1.35225

	C
	15
	6.2667
	.88372

	Total
	45
	9.1778
	2.45217



	Table 5:
	
	
	
	
	
	

	ANOVA of the relationship building score among the experiment stimuli
	

	 
	Sum of Squares
	df
	Mean Square
	F
	Sig.
	

	Between Groups
	190.711
	2
	95.356
	54.218
	.000
	

	Within Groups
	73.867
	42
	1.759
	
	
	

	Total
	264.578
	44
	
	
	
	



	Table 6:
Summary of the Fisher’s Least Significant Difference post-hoc test comparing the relationship building score among the experiment stimuli

	(I) Stimuli
	Mean Difference (I-J)
	Std. Error
	Sig.

	
	
	
	

	A
	B
	.06667
	.48425
	.891

	
	C
	4.40000*
	.48425
	.000

	B
	A
	-.06667
	.48425
	.891

	
	C
	4.33333*
	.48425
	.000

	C
	A
	-4.40000*
	.48425
	.000

	
	B
	-4.33333*
	.48425
	.000


*p < .05.
	The significant difference between the relationship building scores of the three stimuli was (F(2, 42)=54.2, p < 0.05). On the other hand, the Fischer's Least Significant Difference test clarified the nature of the differences between the stimuli regarding how they provided avenues to communicate with the organization. Also, a significant difference recorded in between stimuli C and A, C and B where the stimuli A and B recorded far higher than C regarding their building scores. Since there was no significant difference between stimuli A and B, it proved that the manipulation of the relationship building strategy was successful. 
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