Introduction
Context to the Study
We live in an era that is so deeply influenced by new digital technologies that organizations have been able to employ social media to establish and cultivate ongoing mutually beneficial relationships with their publics (Essay Staff, 2015). Social media not only has a significant role in connecting people and developing relationships but also has a role in providing opportunity to establish great public relationships by gathering input, answering questions and listening to feedback (Coyle, n.d.). Government organizations and political leaders also employ social media to build and maintain strong relationships with their publics (citation needed). 	Comment by Ganga Dhanesh: Citation not in the References section. I would suggest that you get an academic citation or one from a newspaper or magazine source, not one written by “essay staff”
Social media has become one of the most deliberate game changers within political leadership communication. With Facebook having a presence of more than 1.2 Billion active users around the globe (in a month) while the Twitter and Instagram having over 1 Billion and 300 Million users respectively, these social media platforms are the source of providing significant insight that allows the world leaders to have a better understanding of what goes on around them and allows them to effectively carry out their Public Relations task in a strategic waycommunicate and build relationships, being heard and followed by billions of people. World leaders such as Donald Trump, the President president of the United States of America, Narendra Modi, India’s Prime prime Ministerminister, Sheikh Mohammad Bin Rashid,  (Vvice President president of UAE), Sheikh Mohammad Bin Zayed,  (Ccrown Prince prince of Abu Dhabi) and numerous others have significant following on their respective Twitter handles and use these platforms to constantly engage with their audiences. 	Comment by Ganga Dhanesh: You need citations for these figures
Relationship management theory in public relations (Hon & Grunig, 1999) offers a set of strategies that organizations can employ in order to build and maintain mutually beneficial relationships with their publics. Extending this theory to the relationships between political leaders and their publics, this study examines the relationship building strategies employed by political leaders in the UAE to build and maintain relationships with their publics. Specifically, this study will examine how political leaders employ the strategies of access, positivity, openness, assurances, networking and sharing of tasks.
Problem Statement & Purpose of Study
The UAE has been emerging as one of the most successful countries around the globe and constant developments are being carried out in the country (Staff, 2018). The country’s leaders are focused and emphasize on the factors that lead to better public relationships. Social media have significantly influenced ways in which organizations build up their public relations (Evans, Twomey & Talan, 2011; Kent & Taylor, 1998). Since the leaders of the United Arab Emirates take great responsibility in engaging with the local audience and knowing their perspective while also letting out relevant information, this area of study and the analysis of the problem statement will yield significant result as to what strategies do the UAE leaders opt for the betterment of the Public Relationshiprelationships with their publics and how successful are they as a whole.	Comment by Ganga Dhanesh: Who does this refer to? You need a citation from academic sources or one from a newspaper or magazine source

Accordingly, this study will examine the relationship building strategies employed by UAE leaders over Twitter to build relationships with their publics.


Limitations
	As any study this research paper will have limitation in area like being able to measure the actual reflect of the tweet on public because of the time of the actual tweets and not being able to measure the reflection on big sample of people, which will limit the validity of the research to consider it as a solid base ground to implement on large scale of different platform where it will be restricted to tweeter, but it’s a start to identify some key factor of how government around a world are using social media platform(Tweeter) especially UAE  to communicate with public and build an solid base ground of its diplomacy, other limitation can be consider as technical limitation where we don’t have access for the actual accounts which are under study which will limit our knowledge about the audience and the interaction of them with specific account under the study.
This study is significant for multiple reasons. Theoretically, it will add to literature on relationship building strategies and outcomes in political communication in the UAE. This will be a major milestone also in providing literature about the various social media strategies applied by UAE leaders in ensuring harmonious and understanding relationship between them and the people of UAE whichUAE, which is necessary for the development of the country. Practically, this study will provide the much needed information to both the leaders and the public of UAE on the various strategies utilized by the leaders over Twitter and this will go a long way in increasing the interaction between the UAE leaders and the public on Twitter. This is because the public will be fully aware of the best channels and strategies used and that way, they can be more objective in their interaction with their leaders over Ttwitter. Consequently, the UAE leaders will derive benefits from this research because those who are not effective users of Ttwitter strategies as ways of ensuring perfect relation with their publics will now find better examples and strategies to use over the Twitter platform. .	Comment by Ganga Dhanesh: Move this section further up after “Purpose of Study”	Comment by Ganga Dhanesh: Rewrite social implications to make it clearer
Socially, this study will have positive influence on the public because the index of happiness for the UAE public will increase. This is because of the fact that good relation between the leaders and the public's resulting from the increased interaction on Ttwitter as a result of this study will help to solve various issues that the UAE people face and will provide a perfect channel through which information can be disseminated from the leaders to the public and this will enhance the delivery of services by the leaders and consequently reduce discontentment among the public towards the leaders. That way, the lives of the people will socially improve. In addition, the increased social interaction of the leaders and the public on twitter will help the nation to develop cohesiveness.
Definition
Social Media: A medium that allows people to communicate with each other and take part in social networking. (Citation?)
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Literature Review
	This chapter will look at the relationship building strategies employed by the UAE leaders over twitter to build a relationship with their public. In order to understand the relationship building strategies applied by the UAE leaders, it will be essential to discuss the context of the digital political communication of the UAE and the two theoretical frameworks namely the organization-public relationship and lastly the theory of  the dialogic communication. 
Digital Political Communication in UAE	Comment by Ganga Dhanesh: Use APA style for headings
The influence of the internetInternet is so ambiguous prevalent in the UAE since almost 80 percent of the residents have smartphones and hence they can be able to access the Iinternet and get an ideas spreading through the Ttwitter. According to Martin et al. (2018), many of the people reported to be using Twitter has been discoveredreported that Twitter is their primary internetInternet activity. Although there still exists some disagreement whether Twitter has contributed to the current relationship of UAE leaders with their public, it again becomes clear that Twitter has helped significantly (citation?) to the same from how the things are. Research conducted by the Institute of Policy Studies (Is this from Singapore? you need to report from studies on Twitter use in the UAE; not from Singapore) have has revealed that Twitter has been one of the leading platforms that have been used by the UAE leaders to build good relationships with their public. 
Twitter in the recent past years has become the central platform used by the UAE leaders to build a good relationship with their public whichpublic, which has raised some alarm that leaders need to exit Ttwitter as a way to create space and maintain political influence. It has also become a trend mostly by the UAE leaders to develop political awareness and impact through the Internet and mainly through the twitter Twitter a practice that was started by the political bloggers the likes of Yawningbread and Mr. Brown (Mellor & Rinnawi, 2016).	Comment by Ganga Dhanesh: These are bloggers from Singapore…why are you citing them here in the context of the UAE?
With the research done by the Institute of Policy Studies, the most used internet platform used by the UAE leaders is Twitter which has been found to be the rich internet platform used in the region. According to Bole & Kallmyer (2016), also, during the research, it was discovered that UAE public is the most prolific users of Twitter in the world regarding the number of hours spent on Twitter. For that reason, the UAE leaders have taken advantage of the close relationship between the UAE public and the Ttwitter to build good relationships with them. As a result, many leaders have ended up opening Ttwitter pages to establish a way in which they can communicate with their people and build a good relationship with them. 	Comment by Ganga Dhanesh: Dear Mahra, this study was done in Singapore and does not apply to the UAE. Please read up on studies done on digital communication in the UAE and cite from them.
Using twitter platform has been a norm of the UAE leaders whichleaders. A has clarified and discovered that almost 90 percent of the UAE leaders maintain a twitter page. Use of twitter thus become the significant mainstream for the UAE leaders to compete with the opposition through posting positive comments on twitter. Looking at the overall UAE governments, they seem to have embraced the use of Twitter to build good relationships with their citizens (Martin et al., 2018). For instance, nowadays every ministry tends to use Twitter to distribute information during the times of crises or address the citizens on specific essential government policies. 	Comment by Ganga Dhanesh: There is no opposition in the UAE 
Disseminating information through twitter now and then has been discovered to be useful and as an effective means of communication to both the UAE leaders and the public. According to Mellor & Rinnawi (2016), from the research done to elaborate on the mutual benefit of Twitter to both the public and UAE leaders, it is clear beyond doubt that the use of Twitter has the capacity to "strengthen the public" to buy in the future government policies and also improve the "organizational effectiveness". Again, not only in politics but also Twitter has helped a lot to create awareness to the public on matters pertaining to birth control where they have been made aware of the need to have a clear understanding on the issue of love and marriage.
Many studies conducted in UAE concerning the use of Twitter as a tool of establishing functional relationships between the UAE leaders and their public has been focused more so on the ministers and the government (Bole & Kallmyer, 2016). However, insufficient information exists on how the UAE leaders have in the past used twitter to communicate with their public and the reasons as to why the use of the same has been ineffective. For that reason, the first question of this study will mainly concentrate on how the UAE leaders use Twitter to build a good relationship with the public. Relevant information on the same collected through the use of relationship management theories and dialogic communication principles to elaborate whether the UAE leaders use Twitter to build good relationships with their public as a two-way platform.	Comment by Ganga Dhanesh: Has it been ineffective? I thought they were quite effective. 
RQ1: Hhow do UAE leaders use Twitter to build relationships with their public?
Organizational Public Relationships
The goal of the use of Twitter is to build a good relationship with the public. In most cases, a relationship exists because the behaviors of one thing right have some consequences to the other. In the context of public relations in the organizations, the management decisions which have implications for the external or internal stakeholders lead to public relations management or only because the consequences influence the success of the organization. According to Pearson (2016), consequently, having good relationships with the stakeholders have been discovered found to lower the costs that result from the consequences of poor decision making and tends to increase the productivity of the organization as a whole. However, in most cases relationships have been seen as a means of communicating the objectives instead of being a means to itself. It was until extensive research conducted on the same revealed that relationships come out as the primary goal of public relations where communication strategies used as tools to build good relationships between the public and the organization. The moment good relationship comes in, it paves the way for mutual benefit for all the parties involved.	Comment by Ganga Dhanesh: Pearson’s article may not be the best citation for reviewing relationship management theorizing. Why don’t you use the Hon & Grunig (1999) article?
Having familiarized with established the importance of quality relationships in public relations, researchers are yet to come up with reliable methods to measure the value that relationships bring into public relations (Coombs & Holladay, 2015). Also, in the attempt to establish the same, more rResearch has been directed on the operational dimensions of the organizational-public relationships, which are  regarding the subscriber's perception of their relationships with the service providers. To quantify the value gained from good relationships, more research directed on the scales that can be used to control mutuality, communality, trust, commitment and satisfaction in an organizational relationship with the members of the public. 
Also, more research has been conducted using the quantitative measurements majoring on relationship quality to expound on the value of coming up with quality relationships between the members of the community and the organization. According to Pearson (2016), it is clear that the quality of organizational ties with the members of the public also tends to affect the organizational reputation and its overall attractiveness. Also, relationship quality tends to change the level of satisfaction the members of the public get from the organization. Consequently, the quality of organizational relationship determines the consumer loyalty in a competitive business environment. A good relationship for that reason needs to appraise since it can influence the behavioral outcomes and the behavioral intent of critical public. 
The logical outcomes seem to correlate with the strategies used by the UAE leaders to build a good relationship with their public. Recently, the UAE citizens have been found to have a high level of honesty and commitment to their leaders. Such links are significant to leaders as they usually operate in a very competitive environment and hence they have to create a strong bond with their public. Failure to bond with their public may quickly make the UAE leaders lose their current leadership positions and hence this has become a matter of concern to most of them (Coombs & Holladay, 2015).	Comment by Ganga Dhanesh: I am sure Coombs and Holladay did not say this about UAE leadership.
There are a number of strategies that have been suggested to be useful when it comes to relationship building. One of the most effective strategies for relationship building is the promotion of dialogue. According to Pearson (2016), promoting dialogue puts an organization in a better position to explain the costs and benefits to the relevant parties and also the ability to contextualize the issues that are affecting the organization and those applicable to the public. Also, promoting dialogue also creates an opportunity for expressing viewpoints, the opportunity for asking questions and creating a better understanding of the matters relevant to the public. The other approach to build a relationship is through use of interpersonal literature. Although there is no significant evidence from this, it still becomes appropriate to make a relationship more so when it comes to public matters. 
RQ2: how do relationship building strategies adopted on Twitter by UAE leaders affect the relationship between them and their public?
	From the research conducted it is correct to say that twitter platform can build and maintain relationships. Thus, this paper hypothesizes that relationship building strategies adopted on twitter will have a positive effect on the relationship between the UAE leaders and their public. To look at the research question in detail, it is good to operationalize down into the following hypotheses based on various relationship dimensions.
H1: adopting relationship strategies on Twitter pages has a positive effect on the UAE public trust in their relationship with their leaders. 
H2: appraising the use of relationship building strategies on Twitter pages has a positive effect on the UAE public regarding controlling mutuality in their relationship with their leaders. 
H3: adopting the use of relationship building strategies on Twitter has a positive effect on UAE public commitment in their relationship with their leaders.
 H4: adopting relationship building strategies on Twitter has a positive effect on UAE public satisfaction with their leaders. 
H5: adopting relationship building strategies on Twitter has a positive effect on UAE public by viewing their leaders as more communal. 
Dialogic Communication Theory
Although the dialogic loop relationship building strategies have been in the past discussed and analyzedas a monolithic construct made up of overlap between the interpersonal communications strategies and the dialogic principles, they still call for much attention. One of the dialogic loops is the feedback loop which calls for promotion of dialogue between the public and the organization (Watkins, 2017). There is usually lack of commitment when organizations fail to provide means of communication and respond to messages and queries of the public. Thus, the feedback loop is essential more so to a democracy that engages its citizens in the decision-making process to ensure that the decisions made meet the interests of the members of the public and do away with the concerns of the sub-set of elites in the society.
According to Wang & Yang (2017), even though social media is still a dialogic platform and is interactive, it still requires investment regarding resources and time to manage and maintain all the activities being carried out. For that reason, all the users must be committed mutually. Consequently, it is evident that organizations have the practice of facilitating relationships through dialogic processes. Dialogic processes in turns help the same to meet the needs of the public and also discover their expectations. Politicians in the past have been found to be much using the social media to meet their own promotional needs as well as establishing good relationships with their followers.
Lack of a complete dialogic loop is one of the greatest and current issues in UAE. The members of the public from the UAE find it difficult to know whether their problems and complaints will be catered for and addressed by their leaders more so when they post them on twitter pages (Watkins, 2017). It just means that although the members of the public can give feedback on the issues affecting them, posting on Twitter can be the same as shouting on television if the leaders do not respond to their complaints. 
The same problem of having public complaints not addressed is demonstrated on the UAE government twitter page where the issue of marriage receives wick responses due to the use of weak dialogic strategies. According to Wang & Yang (2017), the campaign on the public attitudes towards unions filed in a two-way communication merely fails because of the use of weak dialogic strategies. Also, any organization fails to attend to twitter pages because they lack time and resources to respond to the comments actively. Also, the same happens because of the skepticism of the benefits accrued from the Twitter platform to the organization.
Nevertheless, looking beyond the theoretical deficiency, there is still insufficient evidence that failure to have a complete dialogic loop leads to an adverse effect on the relationship between the public and the UAE leaders which is the organization in our case (Watkins, 2017). In order to clarify whether the failure to come up with a complete dialogic loop has some effects on the relationships between the UAE leaders and their public, the third question in this study comes in.
RQ3: how does the absence of a complete dialogic loop on twitter pages of UAE leaders affect the relationship with their public?
Some of the following hypotheses will undergo testing as a way to evaluate the relationship between the absence of a complete dialogic loop on the twitter pages and the public perception of their relationship with the UAE leaders. 
H6: The absence of a complete dialogic loop on UAE leaders twitter page has a negative effect on public trust in their relationship with their leaders. 
H7: The absence of a complete dialogic loop on UAE leaders twitter page hurts public perception of control mutuality in their relationship with their leaders. 
H8: The absence of a complete dialogic loop on UAE leaders twitter page hurts public perception of commitment in their relationship with their leaders.
 H9: The absence of a complete dialogic loop on a UAE twitter page hurts public satisfaction in their relationship with their leaders. 
H10: The absence of a complete dialogic loop on UAE leaders twitter page will cause their public to see the relationship with the leaders as less communal.

References
Bole, R., & Kallmyer, K. (2016). Combatting the Islamic State's digital dominance: Revitalizing US communication strategy. The Washington Quarterly, 39(1), 29-48.
Coombs, W. T., & Holladay, S. J. (2015). Public relations’ “relationship identity” in research: Enlightenment or illusion. Public Relations Review, 41(5), 689-695.
Martin, J. D., Martins, R. J., & Naqvi, S. (2018). Media use predictors of online political efficacy among internet users in five Arab countries. Information, Communication & Society, 21(1), 129-146.
Mellor, N., & Rinnawi, K. (Eds.). (2016). Political Islam and global media: the boundaries of religious identity. Routledge.
Pearson, R. (2016). Beyond ethical relativism in public relations: Coorientation, rules, and the idea of communication symmetry. In Public relations research annual (pp. 77-96). Routledge.
Wang, Y., & Yang, Y. (2017, March). How do Organizations Use Social Media to Build Dialogic Relationships? A Comparison between Nonprofit and For-profit Organizations. In 20TH INTERNATIONAL PUBLIC RELATIONS RESEARCH CONFERENCE (p. 390).
Watkins, B. A. (2017). Experimenting with dialogue on Twitter: An examination of the influence of the dialogic principles on engagement, interaction, and attitude. Public Relations Review, 43(1), 163-171.


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 occurduring 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.	Comment by Ganga Dhanesh: What’s this? You have not done the study yet!!! Please do not copy and paste from Kenneth’s study. That is a different study done in Singapore. Please use his study to GUIDE you especially to draw up the codebook for the content analysis.	Comment by Ganga Dhanesh: Call me. We need to talk.
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, bBefore 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.
[bookmark: _GoBack]Experiment Design and Procedure	Comment by Ganga Dhanesh: You are not doing an experiment, Mahra!
	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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