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Keywords: Social media, stakeholder relationships, communication tool.

The objective of the study is to explore the Gabonese students’ perceptions of social media use by the embassy of Gabon in South Africa as a communication tool for the purpose of building stakeholder relationships. 
In this age of innovation, invention and technology social media have changed and reinvented individual communication to be quick, easy and authentic. Organisations are now moving to social media for better communication with their stakeholders. While most studies have investigated the influence of social media on organisations with specific goods and services, very few studies have examined the impact of social media on government representation, such as embassies. 
Gabonese students in South Africa are among the most important stakeholders of the Embassy of Gabon. As stated on the embassy’s website, the Gabonese population in South Africa is mostly composed of students. However, it is not known if the current use of social media by the embassy fulfills the expectations of the student stakeholders. It is important, therefore, to explore social media used by the embassy of Gabon as a tool for student stakeholder relationships.
This study follows a qualitative research approach. Data were collected through semi-structured interviews. These took place face-to-face and telephonically depending on the physical availability of the participants. 
The researcher found that the embassy of Gabon uses its social media only for information purposes. There is no created or maintained relationship with the students by means of its social media. This situation leads students to expect more than information delivery from the embassy.
Based on the findings of this study, limitations are discussed along with the recommendations and concluding remarks.
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[bookmark: _Toc488229851]
INTRODUCTION AND BACKGROUND OF THE STUDY
[bookmark: _Toc467621032][bookmark: _Toc488229852]INTRODUCTION
In the 21st century, social media has become an important communication tool for individuals and organisations. For Distaso, McCorkindale and Wright (2014:1), research conducted on social media has greatly increased over the years as researchers attempt to reveal more about this phenomenon. Millions of people around the world use social media to share information or make connections, and its usage has moved from individual or personal to the corporate world. According to Kuvykaite and Piligrimiene (2013:305), more organisations are integrating social media into their communication strategies. For instance, from 2013 the embassy of Gabon in South Africa has started using social media platforms along with its other communication tools. 
Tibane and Vermeulen (2014:87) reports that South Africa is a country where social media has created a platform that is affordable, easy to use for organisations and highly effective as a communication tool. This is beneficial for all organisations based in South Africa in their decision to use social media and improve their overall communication. Heewon, Yeo and Binnari (2015:297) declare that embassies and consulates (the nation’s front line of contact with publics around the world) are using social media more than ever. It helps diplomatic bodies to fulfil their mission in addressing needs, such as permit information.
According to States and Noort (2011:11), embassies and consulates represent the interests of the home country, and nationals are under their protection and guidance. It is therefore important for them to communicate effectively with their stakeholders in any situation. Baruah (2012:1) says that young people and students of educational institutions make the most use of social media tools for different purposes. Also, according to University World News (2013), 68 000 international students have enrolled in South African universities from 2011. Social media could therefore help embassies in assisting their students to express their needs beyond the information required for a visa permit. Nevertheless, little research has been undertaken around social media and embassies, and no research has been done on the embassy of an African country in South Africa.
Research on the use of social media by embassies is scarce. Spence, Sivan, Robinson and Pillar (2011:5) refer to the decision to create a social media platform for the Swedish embassy in early 2007 to create mutual relationships with other countries around the world at all levels (culture, politics and trade), as well as maintain the good relations with Swedish nationals online. Sandre (2015:4) add that the Italian Embassy has been very proactive in using social media and has been studying new ways to connect with Italian citizens residing in the US or visiting the country, not only in cases of emergencies and natural disasters. “Social media have changed the way the Italian embassy provides assistance to their citizens, but also redefined how they reshape the communication strategies towards the public” (Sandre 2015:2). It is clear that embassies are now focusing on ways to use social media, not only to broadcast their messages but also to provide better services to their stakeholders and to engage in a dialogue. 
[bookmark: _Toc467621033][bookmark: _Toc488229853]RATIONALE AND MOTIVATION OF THE STUDY
According to Matthews (2010:17), social media has forced corporate communications to shift to a dialogue in which the stakeholders, and not just the organisations, have power over the message. The idea at hand is to bring embassies to use their social media in a more constructive way by helping their stakeholders with relevant information and to build relationships with them. On the other hand, previous research has raised the need to consider the use and influence of social media in a specific type of organisation. Along with this statement, Langer (2014:13) mentions that it would be valuable for future research to explore a specific type of organisation to determine how social media has affected organisational communication within that industry.
[bookmark: _Toc467621034][bookmark: _Toc488229854]PROBLEM STATEMENT
One of the duties of embassies is to care for the comforts of its state’s citizens in the territory of the receiving state (Iucu 2010:132) and international students are the state’s citizens residing in the receiving state. Gabonese students in South Africa are among the important stakeholders of the Embassy of Gabon. MacGregor (2014:3) states that international students’ most listed challenges of studying in South Africa include language, currency matters and culture shock. As stated on the embassy’s website, the Gabonese population in South Africa is mostly composed of students (Embassy of Gabon, 2014).They are widely dispersed around the country and might require a variety of contact points from the embassy, including social media to help them face their challenges. Social media seem to be a particularly suitable communication channel to do this since it is a communication method widely used by young people. However, it is not known if the current use of social media by the embassy fulfils the expectations of the student stakeholders. It is important, therefore, to explore the use of social media by the embassy of Gabon as a tool for student – embassy relationships.
[bookmark: _Toc467621035][bookmark: _Toc488229855]OBJECTIVE OF THE STUDY
The objective of the study is to explore the Gabonese students’ perceptions of social media use by the embassy of Gabon in South Africa as a communication tool for building stakeholder relationships. 
[bookmark: _Toc467621036][bookmark: _Toc488229856]RESEARCH QUESTIONS
[bookmark: _Toc467621037][bookmark: _Toc467622848][bookmark: _Toc467624047]In line with the above objective, the research questions are:
What social media tools are used by the Gabonese embassy to communicate with its citizens in South Africa?
How does the Gabonese Embassy use social media as a means for student stakeholder relationship?
How do the students assess the relevance of social media communication by the Gabonese embassy?
What are the Gabonese students’ expectations of the embassy’s communication using social media?
[bookmark: _Toc467621038][bookmark: _Toc488229857]THE IMPORTANCE OF THE STUDY
The study will encourage the Embassy of Gabon and other embassies to have a better understanding of the needs of their stakeholder groups toward them and address those needs on their social media platforms. It will also help them better understand the use of social media and the creation of stakeholder relationships. Moreover, organisations dissimilar to embassies can also benefit from this study in a way that will guide them in their use of social media for a stakeholder relationship.
[bookmark: _Toc467621039][bookmark: _Toc488229858]THEORETICAL FOUNDATION
[bookmark: _GoBack]The theoretical foundation for this study is Stakeholder theory and the Dialogical theory of public relations developed by Kent and Taylor (2002). Stakeholder theory highlights the importance of a wide spectrum of stakeholders to organisations as opposed to focusing only on shareholders’ interests. Kilonda (2013:21) describes a stakeholder as any group or individual that affects or is affected by an organisation’s activities. No organisation is self-sufficient; all depend for survival on the kind of relationships they establish with their stakeholders. A relationship denotes a system of mutual interdependence around common interest toward which resources (stake), attitudes and behaviours are contextualised (Smith 2012:840). Due to its focus on the reciprocal nature of organisation-stakeholder relationships (Fassin 2012:83), the theory encourages organisations to build and maintain a positive relationship with their stakeholders, based on creating value for all parties (Luoma-Aho 2015:5; Zech 2011:382; Benson & Davidson 2010:930). Therefore, it is necessary to look into the essence of stakeholder theory and stakeholder dialogue in order to discover their impact of stakeholder relationship.
[bookmark: _Toc467621040][bookmark: _Toc488229859]CONCEPT CLARIFICATION
Stakeholders: stakeholders are defined as groups or individuals whose rights are (adversely) affected by the actions of any type of organisation (Parker, Bellucci, Zutshi, Torlina & Fraunholz 2015:366). They are also groups of individuals with a stake in an organisation, and without their participation an organisation cannot survive (Itanyi & Ukpere 2014:22).
Students: a person who is studying at a university or other place of higher education (Oxford university press 2017).
Embassy: embassy is where one country's main diplomatic office is in another country and where the highest diplomatic officer is the ambassador (Business dictionary.com 2015).
Social Media: is a fusion of social network effects and technology that enables anyone with access to the internet to publish information. It is also information content created by people using highly accessible and scalable publishing technologies (Pitt, Parent, Steyn, Berthon & Money 2011:123). The term social media is used to describe the digital technologies and platforms that allow publishing, communication and collaboration among individuals and institutions (U.S. Department of State Foreign Affairs 2010:3). Kaplan and Haenlein (2010:63) identify six types of social media; for instance: social networking sites e.g. Facebook, Twitter; Content communities (Flickr, YouTube, Slide share); blogs, which are the equivalent of a personal webpage managed by one person but providing the possibility of interaction with others through the addition of comments; a virtual social world e.g. Second Life, and virtual game worlds, which are platforms that replicate a three- dimensional environment in which users can appear in the form of personalised avatars and interact with each other as they would in real life e.g. Kitely, Inworldz.
Stakeholder relationships: is the practice of building mutually beneficial relations with third-party groups or individuals that have a stake in common interest (Schipper & Mircheff 2012:2).
[bookmark: _Toc467621041][bookmark: _Toc488229860]RESEARCH DESIGN
This study follows a qualitative research approach. A research design is the logical plan of research that throws light on how a study is to be conducted. It shows how all the major parts of the research study work together to address the research questions (Py 2010:308). Moreover, this is a case study as it investigates the use of social media by the Embassy of Gabon in relation to its student stakeholder group. 
Data have been collected through semi-structured interviews. These interviews involve a broad area in which to explore interest with possible prompts to help guide the conversation and when the researcher largely follows the direction of the participant (Petty, Thomson & Stew 2012: 380). 

In addition, some examples of social media post will be included in Chapter 4, however no formal content analysis of these post was conducted, as the study is focusing on the stakeholder perceptions. 
[bookmark: _Toc467621043][bookmark: _Toc488229861]Population and sampling
The population of this study consists of nineteen Gabonese students located in Pretoria, Johannesburg, and Vanderbijlpark. The embassy of Gabon in South Africa is in Pretoria. 
 
[bookmark: _Toc467621044][bookmark: _Toc488229862]Treatment of data
Smith and Chudleigh (2015:3) declare that the analysis of data in qualitative research is often based on a common set of principles: transcribing the interviews, reading and rereading transcripts to gain detailed insights of the phenomena. The method used by the researcher to analyse the data is thematic analysis.
[bookmark: _Toc467621045][bookmark: _Toc488229863]Methods of achieving trustworthiness
Lietz and Zayas (2011:191) consider four concepts that work together to assess the trustworthiness of a qualitative research: credibility, transferability, dependability, and conorganisationability. The aim of trustworthiness in qualitative research is to support the argument that the findings of the research undertaken are worth paying attention to and are relevant (Elo, Kääriäinen, Kanste, Pölkki, Utriainen & Kyngäs 2014:2). It refers to the confidence or trust one can have of a study and its findings.

[bookmark: _Toc467621046][bookmark: _Toc488229864]ETHICAL CONSIDERATION
Verbal permission was obtained from the embassy of Gabon in South Africa and a letter of consent was sent to the researcher. Anonymity was provided to all participants during the measurement if asked for. An informed consent form was signed by the participants who were given assurance that participating in the study will be voluntary. The researcher follows the Vaal University of Technology Research Ethics Policies. Intellectual property rightly belongs to Vaal University of Technology.
[bookmark: _Toc467621047][bookmark: _Toc488229865]DELIMITATION OF THE STUDY                                                
The study only involved the embassy of Gabon in South Africa. Any other foreign embassy is excluded from the study. Social media have been the only communication tool discussed in the study. This includes all kinds of social media sites.
[bookmark: _Toc467621048][bookmark: _Toc488229866]CONCLUSION
This chapter focuses on the background foundation to the study. The statement of the problem is presented as well as the research objectives. The research design and methods undertaken in data collection are highlighted. The next chapter focuses on the literature review to understand in detail stakeholder as a concept and social media as a tool of communication in an organisation.
[bookmark: _Toc467621049]

[bookmark: _Toc488229867]
LITERATURE REVIEW
[bookmark: _Toc462795069][bookmark: _Toc467621050][bookmark: _Toc488229868]INTRODUCTION
The previous chapter provided a brief background to the study. The problem statement, objectives and the research design of the study were outlined. In this chapter the literature review undertaken serves to provide a theoretical base to develop and justify the research study. The first section commences with a discussion on stakeholders as a concept, then examines it in detail by looking at stakeholder communication, theory, dialogue and relationships on a theoretical level.
[bookmark: _Toc462795070]Social media are then discussed as a communication tool used in organisations. In that section, the author proceeds by reviewing the changes that social media and internet brought to the way organisations communicate with stakeholders by including its advantages and disadvantages. Finally, social media is discussed in the context of embassies. Here the author narrows the discussion on the way in which embassies apply social media to communicate with its various stakeholders. 
[bookmark: _Toc467621051][bookmark: _Toc488229869]STAKEHOLDERS	
Every organisation has a group of people it affects and is affected by a group of people in the environment of the organisation who are directly concerned by any activity it gets into. In other words, people who are buying or are concerned by the products /services organisations offer. Stakeholders are defined as groups or individuals whose rights are (adversely) affected by the actions of any type of organisation (Parker, Bellucci, Zutshi, Torlina & Fraunholz 2015:366) or stakeholders who are great asset for an organisation (they can be persons, organisations, societies or even the natural environment) (Kantanen 2011:590). 
Furthermore, the stakes of each group of stakeholders is not univocal and vary from one organisation to another (Freeman 2001:43). Stakeholders include investors, board members, customers, employees and more depending of the nature of the organisation. They all share a common goal of wanting the best for the organisation they represent because they have something they covet in return. Freeman (2001:43) writes that owners have a financial stake in an organisation and expect financial return; employees have their livelihood at stake and expect from their labor security, wages and so forth. Many organisations rely on their suppliers to sell or provide their products and services to customers. Customers exchange resources for the product or service and in return receive the benefit of it while the community gives to an organisation the right to build facilities as well as a license to operate (Freeman 2001: 43. Parker et al. 2015:365).
[bookmark: _Toc462795071]However, the term stakeholder is different from the term publics. Grunig and Hunt (1984) distinguish publics as stakeholders that face a problem or have an issue with the organisation and want to take action regarding the issue. In fact, publics are stakeholders or a group of stakeholders who have recognised one or more of the consequences of the behaviour of the organisation as a problem and organise to do something about it or them. Kortessis (2011:3) says that if employees (stakeholders) from an organisation protest because they have lost their job, then they become a public.
[bookmark: _Toc467621052][bookmark: _Toc488229870]Stakeholder theory
Palmar, Freeman, Harisson, Wicks, Colle and Purnell (2010:5) mention that throughout the 1980’s and 1990’s Freeman and other scholars shaped the stakeholder concept to help fix three interconnected problems relating to business: the problem of value creation and trade (in a rapidly changing and global business context, how is value created and traded); the problem of the ethics of capitalism (what are the connections between capitalism and ethics); the problem of managerial mindset or how should managers think about management to create better value and explicitly connect organisation and ethics. At the end of valuable research came the concept of stakeholder theory. It reveals the importance of considering stakeholders and upholds that organisations should relate to its stakeholders as part of achieving their goals. The stakeholder theory, as described by Parmar et al. (2010:5), suggests that if managers adopt as a unit of analysis the relationships between an organisation and the groups and individuals who can affect or are affected by it, organisations can then have a better chance to deal effectively with the three essential issues, mentioned above. In fact, if an organisation keeps its focus on its own development or on its own enrichment without looking for the wellbeing of the people who are giving value for the product or services its provide, it will always be confronted by the issue of ethics or other essential organisational matters.
Freeman (1984) in his work entitled “Strategic Management: a Stakeholder approach”, which is generally accepted as the founding theoretical landmark, defines how stakeholders with common interests or rights may be integrated as a single group. The theory of stakeholder provides a lens for exploring the complex interplay between an organisation and its stakeholders. It recognises that stakeholders have different levels of power, or influence over an organisation (Parker et al. 2015:366). For Harrison and Wicks (2013:101) the theory‘s view is that all stakeholders are important for the existence of an organisation; they all have decisions to make in terms of whether the benefit a organisation provides them is greater than what they give up from other opportunities. By this logic, organisations that tend to make their stakeholders more contented will be the ones able to retain their support and participation and thrive over time because the stakeholders will accept to remain as one of their assets. 
The stakeholder theory requires that the entire economic value of an organisation be considered, not only shareholders or other internals who extract economic value from the organisation beyond their opportunity costs (Mahoney 2010:9). The theory argues that every legal individual or group participating in the activities of an organisation do so to obtain benefits. One group should not be more valued than the other because all have a stake in the organisation. According to Wagner et al. (2012:1863), the core assumptions of stakeholder theory are that the interests of all legitimate stakeholders are of intrinsic value and no single set of interests prevails over all others.
Hence, the theory deals with the nature of the relationships between an organisation and its various stakeholders, especially in terms of all the procedures and outcomes. To succeed and be sustainable over time, organisations must keep the interests of customers, suppliers, employees, communities, shareholders as well as take other stakeholders into account and work over the relationship that binds them together. An organisation is not an individual with any responsibility other than to increase profits as it is mutually dependent to the other group or individual which constitute its stakeholders. Thus, focusing on self-benefit would be seen as selfishness and unethical. All groups of stakeholders are in an interlinked circle joined by the organisation and create value to and from each other. Organisations then have the duty to relate with all groups and distribute equally what it is due to each group to create or maintain a strong relationship for the benefit of all. Palmer et al. (2010:6) indicate that distribution involves more than just financial resources; messages of importance or message for building and maintaining relationship can also be shared among stakeholders.
Thus, supported by the stakeholder theory, organisations must nurture a relationship with stakeholders being internal to its system, such as employees, managers and owners for a strong internal system and with those found in its external system, such as customers and suppliers to fulfill its mission and achieve set objectives. Hult, Mena, Ferrell and Ferrell (2011:48) accentuate that organisations do have relationships with a multitude of stakeholders who have different rights, objectives, expectations, and responsibilities, each of them having the power to influence the performance of the organisation while holding a stake in the performance of it.
Stakeholder theory stresses the importance of classifying stakeholders into different categories. Employees, customers, consumers and stockholders are usually considered primary stakeholders, while media, civil society, regulatory bodies and pressure groups are referred to as secondary stakeholders (Fassin 2012:83). The expectations and influences of each of these groups vary; therefore reconciling conflicting stakeholder expectations can be very challenging for managers. 
[bookmark: _Toc462795072]According to Dobrzyński, Dziekoński and Jurczuk (2012:18), the success of an organisation depends on the ability to manage their relationships with both primary and secondary stakeholders. Both groups should be valued the same by organisations in the decision-making process according to their stake even if the primary stakeholders are prime when a decision needs to be taken. In the same vein, the primary stakeholders (shareholders, top managers, employees, strategic partners) are those having a formal, official relationship, a direct and economic impact upon an organisation. And the secondary stakeholders (clients, competitors, vendors, associations, government, media are those who are not directly engaged in the organisation’s economic activities but can exert influence or are influenced by the organisation.
[bookmark: _Toc467621053][bookmark: _Toc488229871]Stakeholder relationships
Relationships are important in the everyday lives of individuals as well as in organisational development. According to Jahansoozi (2006:942), in the late 1990s public relations research increased its focus on the idea that organisations should build mutually beneficial relationships with key stakeholders, which are those that have an impact on their license to operate. If there is no one to buy the products or make use of the services leading to profit, organisations cannot survive nor have a reason to exist. It is therefore important to build and maintain relationships with stakeholders.
Chinje (2013:38) suggests that a relationship must be viewed from a dyadic perspective as it is a series of interactive engagements with a minimum of two people over a period of time. This position is supported by Morgan and Hunt (1994) who do not view a relationship as a once-off transaction but rather as a collaborative effort where parties that interact get to learn from each other and thereby build sustainable relationships with each other. It can thus be said that a relationship is a result of certain factors put together by one or two parties to keep them working or dealing mutually in the long-term. 
Murphy, Maguiness, Pescott, Soren, Ma and Wang (2005:1050) assert that stakeholder relationship involves creating, maintaining, and enhancing strong relationships with different stakeholders of an organisation with the goal of delivering long-term economic, social, and environmental value to all of them, according to their interest, in order to enhance sustainable financial performance. 
However, to successfully address any challenge that can disturb or change the organisational environment peace, the organisation’s management must have the support of those who can affect the organisation, which is done by focusing on stakeholder management. A stakeholder management emphasises the importance of investing in the relationships with those who have a stake in the organisation (Freeman 2004:234).
[bookmark: _Toc462795073]Stakeholder management refers to the necessity of an organisation to manage its relationship with stakeholder groups on an action-oriented basis. The central task in the process of stakeholder management is to manage and integrate the relationships and interests of shareholders, employees, customers, suppliers, communities and other groups in a way that ensures the long-term success of the organisation (Freeman & McVea 2001:10). Effective management of stakeholder relationships helps organisations to survive and thrive in capitalist systems. It is also a moral effort because it concerns questions of values, choice, and potential harms and benefits for a large group of groups and individuals (Palmer et al. 2010:6). According to Benson and Davidson (2010:933), organisations that build better relationships with stakeholders such as employees, customers, suppliers and communities may be able to increase their financial gains. In other words, the created relationships will influence positive stakeholder attitudes, decisions, and actions toward the organisation’s goods/services. Indeed, stakeholder relationships are seen more like partnerships, where both parties are winners. Alander (2010:10) affirms that organisations value long-term relationships which realise that it is beneficial for both the seller and the buyer to create partnerships instead of one time sales.
[bookmark: _Toc467621054][bookmark: _Toc488229872]Stakeholder identification
The identification of stakeholders is very important prior to a relationship because it allows the organisation to know in detail the people or group of people for whom they exist. Meintjesa and Grobler (2015:102) underscore the importance of stakeholder identification as part of stakeholder relationship management and suggest that research should be undertaken to determine the nature and scope of stakeholders’ interests, limitations, attitudes, perceptions, and the influence they have on the relationship with the organisation. Even in the case of social media use, stakeholder identification is an indispensable step. It is not possible to measure the real value of social media in stakeholder relationships without knowing exactly who the potential online stakeholders are. Organisations thus need to identify their online stakeholders before deciding, which tool to use and how to use it in communicating with them (Sedereviciute & Valentini (2011:224). Once the organisation’s stakeholders are identified, a relationship can be commenced with them. The organisations then create and maintain a certain relationship with their stakeholders after some research of knowing who they are and how to approach them. 
Stakeholders’ identification entails a number of models which help identify an organisation’s stakeholders. According to Olson, Prepscius and Baddache (2011:1), mapping is essential to understand who the key stakeholders are, where they come from, and what they are looking for in a relationship with a given organisation.
Firstly, Freeman’s model (2001:42) is one of the most well-known when talking about the identification of stakeholder.
 
[bookmark: _Toc471202246]Figure 2.1 Stakeholder model of the corporation adapted from Freeman (2001:42).
According to Freeman (1984:46), a stakeholder in an organisation is by definition any group or individual who can affect or is affected by the achievement of the organisation's objectives. Therefore, stakeholders are identified according to the impact they can apply or what an organisation can apply on them.	
In its stakeholder model of corporations, Freeman (2001:41) splits stakeholders into owners, employees, clients, suppliers, management and so forth. Fassin (2008:881) states that the number of stakeholders in the model (Figure 2.1) is not limited, although it is generally kept at a low level for reasons of clarity. Organisations are different from another in their constitution. The layout ovals are linked to the organisation with bi-directional pointers (Figure 2.1) representing a relationship or a claim. 
The framework of the stakeholder model illustrates visually the relationships among the various groups of actors in and around the organisation (Fassin 2008:884). The stakeholder model was originally conceived as a strategic instrument for organisations to expand their vision of management and to turn their attention to other groups of stakeholders in the organisation beyond the shareholders and to take into account the interests of the surrounding business community and the socio-economic region (Freeman 1984; Mitchell, Agle & Wood 1997). Thus, Freeman’s model goes in the same direction with its stakeholder theory, which is to motivate an organisation to consider all groups or individuals who can directly or indirectly be affected by the its activities. 
Besides all the positive sides of this model, it has also been criticised. Fassin (2008:885) affirms that the analysis suggests one change only, namely, the central oval should represent the management, including the CEO and the board of directors, rather than the organisation. But if something is changed in the model, it will change the conceptual meaning of Freeman’s model. Fassin (2008:885) adds that if the central oval contains the management at the connection of contracts, the organisation encompasses all stakeholders. The management including CEO is a stakeholder in itself and placing it in the centre will favour this stakeholder group more than the other. 
Also, Goodpaster (1991:58) highlights that the fundamental orientation of management must be toward the interests of shareholders. An organisation cannot always consider the interest of all stakeholders, especially when its goes against shareholders’ interest. While it seems ethical to involve those affected by or affecting the organisation it is also unethical in that it breaks the fiduciary responsibility that managers have towards shareholders. Goodpaster (1991:59) adds that the essence of a strategic view of stakeholders is not that stakeholders are ignored, but that all but a special group (shareholders) is considered based on their actual or potential influence on management's central mission.
In addition, a model that is considered effectual for stakeholder analysis, because it includes power and legitimacy attributes and the level of stakeholder involvement, is the Stakeholder Salience Model (SSM) initiated by Mitchell et al. (1997). Sedereviciute and Valentini (2011:225) state that this model involves assessing stakeholders based on three different dimensions: power, legitimacy and urgency. Thus, organisations identify stakeholders having power, a legal claim on them or an urgent requirement. According to Rawlins (2006:5) and Kim (2015:49), stakeholders have power when they can influence other parties to make decisions the party would not have otherwise made. Legitimacy is determined by whether the stakeholder has a legal, moral or presumed claim that can influence the organisation’s behaviour, direction, process or outcome, and urgency exists under two conditions: when first a relationship or claim is of a time-sensitive nature and secondly when that relationship or claim is important or critical to the stakeholder. 

[bookmark: _Toc471202247]Figure 2.2 The stakeholder Salience adapted from Mitchell, Agle, and Wood (1997)
Mitchell et al. (1997) propose a system composed of three main stakeholder classes: latent, expectant and definitive where stakeholders possess one, two or three dimensions respectively. Sedereviciute and Valentini (2011:226), Kim (2015:49), and Jeffery (2009:17) say that each of these classes has subclasses, which translate into seven stakeholder groups: dormant (possession of power), discretionary (possession of legitimacy), dependent (legitimacy and urgency), dangerous (urgency and power) and definitive stakeholders (power, legitimacy and urgency). The more dimensions a stakeholder relates to, the more important it becomes.
Another model which can be used in the identification of stakeholder is the Esman linkage theory. According to Shrivastava (2011:3), the model classifies stakeholders based on their functional relationship with the organisation. Linkage is a sociological concept that identifies a pattern of relationships between an organisation and its stakeholders within interdependent systems.
The Esman's Linkages theory divides the stakeholders in four linkages, and has an input and output channel 

[bookmark: _Toc471202248]Figure 2.3 Linkage model adapted from Rawlins (2006:4)
Enabling linkages: includes groups of people who allow the organisation to exist. They have control and authority over the organisation, such as stockholders, board of directors, elected officials, governmental legislators and regulators, and so on. These stakeholders provide an organisation with resources and necessary levels of autonomy to operate.
Normative linkages: represent groups that experience similar issues as the organisation, are associations or groups with which the organisation has a common interest. These stakeholders share similar values, goals, or problems and often include competitors that belong to industrial or professional associations.
Functional linkages (Input / Output). Input: comprises groups of people who are essential to the operations of the organisation and are divided between suppliers and employees. Output: describes those who take something from the organisation, such as students and customers.
Diffused linkages: represents other groups of people not belonging to the other three linkages. They are the most difficult to identify because they include publics who have infrequent interaction with the organisation and become involved based on the actions of the organisation. These are the publics that often arise in times of a crisis. Linkages include the media, the community, activists, and other special interest groups. (Vasa 2011:2, Schmitz 2012:60)
Going through the linkage model should help an organisation identify all its stakeholders. The diffused linkage of stakeholders is different according to each situation, although the enabling, functional, and normative linkage stakeholders are likely to be constant.
[bookmark: _Toc462795074][bookmark: _Toc467621055][bookmark: _Toc488229873]Relationship satisfaction
Satisfaction is part of stakeholder relationships. After a service has been bought and consumed the stakeholder evaluates the whole experience and the outcome is defined as the satisfaction he or she feels. Eriksson and Larson (2014:25) affirms that indeed, by entering into relationships, organisations hope to gain stakeholder satisfaction and loyalty while stakeholders look for quality in services or products. When stakeholders are satisfied, they will remain loyal with the organisation and a relationship can be undertaken because of the satisfaction. According to Alander (2010:10), it is likely that stakeholders are more loyal to an organisation when they are satisfied. 
[bookmark: _Toc462795075][bookmark: _Toc467621056][bookmark: _Toc488229874]Trust
Another factor of stakeholder relationship is trust. Trust is essential to the organisation-stakeholder relationship because stakeholders are reliant upon the organisation to return their due rights (Greenwood and Van Buren 2010:6). Trust will bring stakeholders to remain in the built relationship because of the expectation of receiving what is due to them. For the relationship to occur the parties involved need to be able to trust each other and know that what was agreed upon is happening (Jahansoozi 2006:943). To achieve well-working relationships, the parties need to develop from a low-trust base, where the parties doubt and do not trust each other’s agreement, to a high-trust base, where both parties rely on each other the promise of their relating. Greenwood and Buren (2010:2) believe that trust is essential for stable relationships and a fundamental aspect of the moral treatment of stakeholders within the organisation-stakeholder relationship.
[bookmark: _Toc462795076][bookmark: _Toc467621057][bookmark: _Toc488229875]STAKEHOLDER COMMUNICATION
In general, it is not possible to have good human relations without communication. Communication is required, not only for maintaining human relations but also for achieving organisational achievements (Spaho 2013:103). Therefore, communication plays an important role in all human activities. Jensen (2002:8) state that communication is the transmission of entities of meaning from a sender to a receiver via some symbols. Further to the above, Mcquail and Windahl (2015:4) emphasise that communication implies a sender, a channel, a message, a receiver, an effect, a relationship between sender and receiver. It can be said to be a process of exchange between a person who gives a message through a channel to another person or group of individual (receiver) and gives feedback.
Organisations are constantly affected by environmental factors, such as globalisation, economic recession, growing consumer needs and so forth (Siano, Vollero, Giovanna Confetto & Siglioccolo 2013:150). Communication then constitutes an indispensable element in making stakeholders aware of any changes or challenges they go through as they are interdependent with one another. By using communication, organisations know what stakeholders are looking for from the organisation and act upon it. Rensburg and De Beer (2011:208) assert that the decision to disclose to its stakeholders may also be a way to overcome stakeholders’ concerns and promote their relationship with an organisation. The communication will help both organisations and stakeholders to primarily get in touch using various appropriate communication tools and then build relationships as a result of the established communication. In addition, organisations can create or maintain relationships with stakeholders by considering and working on their expectations. These expectations can be known through communication. Organisations can also use communication to express more about themselves to their stakeholders. Thus, organisations can build and maintain stakeholder relationships through communication.
According to Linton (2016:2), communicating regularly with stakeholders and creating a positive understanding can help organisations build effective long-term relationships with key groups. Hence, by setting up forums or inviting other forms of communication tools and feedback, organisations can gain a better understanding of their stakeholders’ interests and attitudes. Effective communication ensures a connection which will favour the expression of mutual expectations plus aid in addressing them. Stakeholders rightfully expect an organisation to exhibit excellence in customer service, employee relationships, supplier partnerships, community corporate citizenship, and shareholder investment returns; achieving these stakeholder expectations is the function of a stakeholder relationship (Friedman 2012:2). Expectations from parties should be known and addressed correctly through communication which result in trust and satisfaction from stakeholders, and are an important part of stakeholder relationships. Linton (2016:3) states that communication is timely, accurate, quick and important for project success.
[bookmark: _Toc462795077][bookmark: _Toc467621058][bookmark: _Toc488229876]Four Models of public relations
Different approaches to communicating with stakeholders can be followed by different organisations. Grunig and Hunt (1984) identify four models of public relations, which are representations of the values goals, and behaviours held or used by organisations when they communicate with stakeholders. The models present different manners and characteristics in which organisations communicate. Some of the model can be applicable in the seeking of a stakeholder relationship.
[bookmark: _Toc462795078][bookmark: _Toc488229877]Press Agentry/publicity model 
The press agentry model was the earliest PR model, which came out in the late 19th century (Grunig & Hunt, 1984). Organisations seek media attention in almost any way possible using this model. The purpose of public relations in communicating is quite simply to get publicity or propaganda for an organisation (Grunig, Grunig, Sriramesh, Huang, & Lyra 1995:176). Thus, the Press Agentry model is a one-way communication as the flow of information starts from the sender to the receiver without a return from receiver to sender. Organisations communicate one way to the intended receiver or stakeholders for the purpose of creating publicity. According to Simpson (2014:3), this model is a one-way communication from the press agents to their stakeholders. It uses persuasion and manipulation to influence behaviour of an audience. The organisation uses it to repair or enhance its image, when by sending out the message it does not consider the stakeholders’ response, comment or point of view. Building a relationship with stakeholders, therefore, is not in the purpose of using communication in this model.
[bookmark: _Toc462795079][bookmark: _Toc488229878]Public information model
Grunig et al. (1995:170) assert that the public information model characterises public relations as practised by journalists-in-residence who disseminate what generally is accurate information about the organisation but do not disseminate negative information. In other words, this model is aims at informing the stakeholders or publics through journalistic techniques such as news releases. Lee (2011:6) supports that this model uses press releases and other one way communication methods such as television, website and print media to distribute organisational messages. The person in charge of the communication understands the news values of journalists and performs as a journalist in the organisation, preparing news stories that reporters will use. Relationship with stakeholders is not in the purpose of using communication as messages flow from one-way. The public information model also takes a one-way communication approach but relies on the conveyance of truthful messages (Waters & Jamal 2011:322).
According to Grunig et al. (1995:169), both Press agentry and public information models are one-way models in which practitioners who follow them give information about the organisation to stakeholders but do not seek information about them through research or informal methods. On the other hand, the next two models include the use of research and other methods of two-way communication.
[bookmark: _Toc462795080][bookmark: _Toc488229879]Two-way asymmetrical model
As mentioned by Grunig et al. (1995:170), the two-way asymmetrical model uses research to identify the messages most likely to produce the support of stakeholders and convert publics into future stakeholders without having to change the behaviour of the organisation. Furthermore, the organisation does not change any of its ways but intends to persuade and manipulate the public to behave and support the organisation in the way it wishes to. Effects are asymmetrical because the hoped for behavioural change benefits the organisation and not publics (Grunig et al. 1995:170), and a faux dialogue is created with stakeholders for the reason of obtaining information that can be used for organisational benefit (Waters & Jamal 2011:323). As a result, communication in this model is two-way, from the organisation to the stakeholders and feedback from stakeholders. But the purpose is not to build or maintain relationships with the stakeholders. The organisation which minds its own development and enrichment when using a two-way communication will be for that purpose.  For Grunig and Hunt (1984) the main purpose to gain stakeholders’ feedback is solely to help the organisation place their message in a more acceptable way by the stakeholders. The aim of that communication is to show organisations respect and consideration for the stakeholders’ viewpoints but the decision-making power remains with the organisation. Grunig et al. (1995:169) highlight that before applying a programme, the organisation looks at attitude surveys to make sure it describes itself in ways stakeholders would be most likely to accept.
[bookmark: _Toc462795081][bookmark: _Toc488229880]Two-way symmetrical model
The fourth model, in contrast, has effects that are symmetrical effects by which a neutral observer would describe as benefiting both organisation and stakeholders (Grunig et al. 1995:169). The main purpose is to promote mutual understanding between organisations and publics, therefore the results of communication is beneficial to the creation and maintains relationships. Lee (2011:8) says that the two-way symmetrical model uses communication to negotiate, resolve conflict, promote mutual understanding and respect between and organisation and its stakeholders. Organisations are not only ready to persuade the stakeholders to adopt certain behaviours, but also ready to listen from the stakeholders’ viewpoints and to change accordingly. In addition, before starting a programme, organisations using a two-way symmetrical model do surveys or informal research to find out how much management and its stakeholders understand each other, and if not in which way they can (Grunig et al. 1995:169). This model brings organisations to use communication to be in a symbiotic relationship with its stakeholders. Sending messages and allowing feedback as well as taking positive action for the satisfaction of both parties is present. Cho, Schweickart and Haasec (2014:567) maintain that two-way symmetrical communication is most useful for an organisation to build and maintain relationships and the most conducive to encourage stakeholders to actively engage with it. This is unlike the two-way asymmetrical model, which does not use research to find out the stakeholders’ feelings about the organisation and adopt persuasion to influence the stakeholders’ behaviour as per the organisation desires. Dialogue is potentially at the heart of this model, which also demonstrates the prescriptive approach to the co-creation of meaning between participants; mutual respect, effort and understanding is objectified (Lane 2014:40).
However, each of these models exists for a purpose and can be applied in an organisation according to the goals it wants to achieve. All or one of them can be applied in a communication strategy.
[bookmark: _Toc462795082][bookmark: _Toc467621059][bookmark: _Toc488229881]The criticism of four models of PR
Grunig’s four models of public relations have evolved over the years and have been criticised by scholars. Plowman (2013:550) mentions that information technology, cyber-warfare, and psychological operations can be compared to the two-way asymmetrical communication of Grunig and Hunt (1984). Public affairs (the traditional public relations in the civilian world) could be compared to the public information and two-way symmetrical models of Grunig and Hunt (194).
It has been seen from the above that the four models, through their characteristics, help practitioners control the content of a message and its impact on the stakeholders. From press agentry through public information to the symmetrical and asymmetrical models, public relations practitioners have control over their stakeholders throughout the messages and type of model they use. But Grunig (2009:4) refutes that public relations practitioners have control of messages, and declares that influence has always been an illusion rather than a reality of public relations practice. He thus discredits the notion that control ever occur.
In addition, the two-way symmetrical model seems to be one of the most used models by an organisation, as Grunig and Grunig (1992:320) restated that this model is a major component of excellence in public relations and communication management. On the contrary, Laskin (2009:45) highlights that some of the criticism stems from the fact that scholars can conclude that a two-way symmetrical model of public relations is in fact the one predominately practised in the public relations industry. It is, apparently, not the one that the industry mostly engages in. Laskin (2009:50) adds that a two-way symmetrical model thus is introduced when asymmetrical communications fail, which helps the organisation to weaken the negotiating power of the critical stakeholders.
Public relations’ practices help organisations but also public figures to socialise more with its stakeholders, to understand and relate to them, especially with its two-way symmetrical model, which favours the creation of relationships and the consideration of stakeholders’ interests. Ihlen and Verhoeven (2012:163) argue that this is a fine normative ambition; it is hardly a fitting description for what goes on in the world of public relations. This is a way of saying that the reality of the field is opposed to the written theory. However, these days the public relations field has brought many organisations to be involved into concepts, such as corporate social responsibility, stakeholder relationships and other concepts, which seem to be aspects of a two-way symmetrical model of public relations.
Furthermore, with the advent of internet and social media, the four models have been adapted by practitioners to the trend. Grunig (2009:7) shows that static websites can be used to implement the propaganda model; frequently updated websites use the information model; blogs with comment enables the one-way asymmetrical model; and open corporate social media sites, Twitter, and interactive online community contributes to the two-way symmetrical model. Nonetheless, content on social media has no precise author, or the name of the organisation. This violates a disclosure principle of persuasion ethics, which implies that a persuasive communicator has an obligation to disclose who he or she is and what his or her interests are on the topic promoted in persuasive messages. (Grunig & Grunig, 1996).
[bookmark: _Toc462795083][bookmark: _Toc467621060][bookmark: _Toc488229882]Stakeholder dialogue
Among all the strategies organisations can initiate, dialogue is the foundation of a beneficial relationship with stakeholders. Kent and Taylor (2002) developed the dialogical theory of public relations and provide a comprehensive framework for dialogic communication, which outlines ﬁve features. According to Friedman (2008:2), dialogue is a useful tool for discovering ways to improve your relationships with key stakeholders. In sum, it allows organisations and stakeholders to share concerns in a constructive way and to work together to meet mutual expectations.
Stakeholder dialogue involves a dialogic communication between stakeholders and the organisation in which they have a stake. Palazzo (2010:4) states that a stakeholder dialogue is a structured discussion between representatives of an organisation and representatives of one or several stakeholder groups. Indeed, organisations do not always have a clear understanding of what the expectancies of their stakeholders are. Furthermore, it happens that stakeholders do not notice the extent to which an organisation is already meeting their demand. A dialogue is then primordial to be established to set comprehension, which will lead to trust and relationship building. 
According to Palazzo (2010:14), it is clear that stakeholder dialogues are not supposed to be comfortable meetings. Distrust on both sides is normal at the beginning and should not be taken personally. Establishing a dialogue would consequently be what it needed to break the misunderstanding that leads to tension between organisations and stakeholders. Moreover, we can say that one of the essential characteristic of dialogue is that it is based on mutual understanding and does not favour one party’s needs over the others. For Johansen and Nielsen (2011:209), stakeholder dialogue is an important element of strategic communication, which is the purposeful use of communication by an organisation to fulﬁll its mission. Strategic dialogue is deﬁned as the purposeful use of two-way communication by an organisation to achieve its goals (Johansen & Nielsen 2011:209). Stakeholder dialogue is therefore among the weapons used by organisations to accomplish its mission.
Over the past decade, the ﬁeld of public relations has seen a theoretical shift, from a one-way approach of managing communication to an emphasis on relationship building through dialogue (Waters, Canfield, Foster & Hardy 2011:214). Additionally, stakeholder dialogue stimulates the creation of relationships with stakeholders in a sense that parties are constantly in touch in communication for better mutual understanding. Vukasovič (2013:100) declares that an organisation should establish a dialogue and interact with stakeholders on a regular basis. In doing so, a company can listen, learn, understand and relate to its stakeholders rather than simply speaking out. This creates the opportunity for organisations to build stronger relationships than when there is no dialogue. By ensuring a permanent stakeholder dialogue, both the organisation and its stakeholders can reciprocally modify opinions, attitudes, decisions, and behaviour to create mutual understanding.
Kemna (2013:7), Kent and Taylor (2002) determine dialogue to be characterised by the principles of mutuality, propinquity, empathy, risk and commitment; five elements included in dialogue.
[bookmark: _Toc462795084][bookmark: _Toc467621061][bookmark: _Toc488229883]Mutuality
According to Kent and Taylor (2002:25), mutuality refers to an acknowledgment that organisations and publics are inextricably tied together. Stakeholders and organisations are interdependent; one has a stake in the other, and each needs action of purchase or interest. Mutuality covers the inextricably intertwined nature of the codependency between organisations and their stakeholders (Lane 2014:48). 
Altheide (2015:9) identifies two characteristics of the tenet of mutuality. The first is collaboration, which allows all parties involved in dialogue to advocate for their position without fear of retribution. Dialogue seeks to understand the positions of others and how they reach those positions. The second characteristic of mutuality is spirit of mutual equality, which means that parties involved in the dialogue should maintain relationships of equality. Organisations should not act superior to their stakeholders but equal to them for the dialogue to be more fruitful. The principle of mutuality recognises that changes made by either organisations or their stakeholders can have effects on each other (Lane 2014:48). In conclusion, participants in a dialogue should respect the positions of others and dialogue freely.
[bookmark: _Toc462795085][bookmark: _Toc467621062][bookmark: _Toc488229884]Propinquity
Fitzpatrick (2011:17) explains propinquity as an exchange in which stakeholders are consulted in matters that influence them in the present rather than after decisions have been made and in which both parties are committed to participating and anticipate a shared future. In fact, before any decisions can be carried into effect by an organisation on its stakeholders, they are informed in advance of future decisions and can then prepare themselves regarding the decisions. Bentley (2012:5) says that propinquity is the idea that organisations should make themselves physically and emotionally accessible to their publics. Similarly, organisations consider how their actions will affect their stakeholders and even seek input from them before making decisions.
However, according to Kent and Taylor (2002), propinquity is created by three features of dialogic relationships, which are: temporal flow; immediacy of presence; and engagement. Kemna (2013:7) states that to have a dialogue, the communication needs to be interpersonal. Dialogical communication is interpersonal, which implies that both partners (organisations and stakeholders) are interested in a continued and shared future. Immediacy of presence suggests that parties are communicating in a shared space, such as social mediums. It also suggests that parties involved are communicating in the present about relevant and timely issues (Altheide 2015:10). Lastly, an organisation needs to be willing to engage in a conversation with its stakeholders, and reveal current matters. On the other hand, stakeholders need to be willing to respond to the organisation’s call to dialogue. It could also happen the other way around. Kent and Taylor (2002:26) declare that dialogic participants must be willing to give their whole selves to encounters.
[bookmark: _Toc462795086][bookmark: _Toc467621063][bookmark: _Toc488229885]Empathy
Empathy means supporting others and conorganisationing the importance of their views even if a person or organisation disagrees with those views (Benley 2012:5). In other words, it refers to the supportive atmosphere which exists when the dialogue is initiated between participants. Empathy is the principle of dialogue that is demonstrated in the care and supportiveness participants express for each other (Lane 2015:4). Kent and Taylor (2002) identify three features of empathy: supportiveness, communal orientation, and conﬁrmation or acknowledgment of others. Supportiveness includes facilitating the participation for everybody by, for example, providing information in an easy manner (Kemna 2013:8). Organisations would have social media platforms that allow comments and feedback from stakeholders. They would also make available their contacts details and items to their stakeholders. 
Communal orientation is based on Kruckeberg and Starks’ (1988) notion of public relations as a community building function, a way to create, rebuild, and change local and global communities (Altheide 2015:10). A communal orientation focuses on the importance of organisational involvement in local communities and the public at large. Dialogue facilitates community building, when an organisation can create a chat group on a website or forum to dialogue with stakeholders constructively, bringing mutual beneficiary ideas or use dialogue to draw a certain community to adopt its product and services.
In the opinion of Altheide (2015:11) the final characteristic associated with the dialogic tenet of empathy is conorganisationation, or the process of acknowledging the voice of the other. Thus, acknowledging the voice of the others builds up a relationship of trust because parties involved in the dialogue feels understood and connected. Organisations most effectively acknowledge their stakeholders by validating not only the concerns of those stakeholder groups who agree with their practices and policies, but also the group who opposes them. In addition, taking actions to implement or materialise stakeholders’ requests is another manner organisations can show stakeholder acknowledgement. In sum, a sympathetic orientation to stakeholders improves an organisation’s relationship with them (Kent & Taylor 2002; Lane 2014:52).
[bookmark: _Toc462795087][bookmark: _Toc467621064][bookmark: _Toc488229886]Risk
Kent and Taylor (2002: 28) reveal that implicit in all organisational and interpersonal relationships is risk. The notion of risk is characterised by three aspects in dialogic exchanges: vulnerability, emergent unanticipated consequences, and recognition of strange otherness. Organisations engaged in dialogue risk relationship formation but also benefit, such as understanding what their stakeholders want, thus gaining valuable information which will help improvement, which creates a relationship with them. Kemna (2013:8) aforganisations that in critical theory information is seen as power, that is, dialogue that means to share information and thus power. This leads to a risk of vulnerability from dialogic participants as they share their strong and weak sides. An organisation could reveal a current crisis which it encounters to stakeholders and therefore appears as vulnerable.
Dialogue is acknowledged as being risky for participants as it involves making oneself vulnerable through disclosure, and can result in unanticipated consequences (Lane 2014:52), as in the case of an organisation disclosing current crisis, the stakeholders’ responses are unanticipated. According to Vieth (2015:40), organisations by nature must take a risk to expand, improve themselves, or just increase its bottom line despite the possibility of unpredictable outcomes in their relationships with publics.
Lastly, it also requires participants to accept and value the contributions of others with whom they might not traditionally choose to engage (Lane 2015:4). It means that every individual is unique, different than the self and dialogue requires then to recognise or consider others even when seen as hostile. Kent and Taylor (2002:29) suggest that this dialogic risk is acceptable to organisations as it can create understanding to minimise uncertainty and misunderstandings and thus improve relationships between organisations and stakeholders. Organisations should realise that the stakeholders involved in the dialogue might be different and unique. Then they must be address each other consistently, and take into account their uniqueness.
[bookmark: _Toc462795088][bookmark: _Toc467621065][bookmark: _Toc488229887]Commitment 
The final tenet of dialogism is commitment, or the extent to which an organisation gives itself over to dialogue, interpretation, and understanding in its interactions with its stakeholders (Altheide 2015:12). The principle of commitment articulates the importance of participants being honest and authentic in their communication and behaviour with each other. For example, organisations should allow diverse opinions and positions exchanged on their group chat, forum or social media platforms. In commitment, the organisations and stakeholders recognise the importance of entering a dialogue with each other to create or maintain a relationship. Dialogue is founded on the principle that participants will be truthful with each other, and will therefore be open to the suggestions and ideas of others (Lane 2015:5). 
 Kent and Taylor (2002) identify three characteristics of commitment: genuineness or authenticity; commitment to the conversation; and a commitment to interpretation. Kemna (2013:8) aforganisations that participants should be genuine and place the good of the relationship over their own profit. The first interest in the dialogue between organisations and stakeholders is to share truthful, reliable information with each other, and not information to exploit indirectly or the other’s participant capacity. Consequently, when organisations and stakeholders deal truthfully with one another, they are much more likely to come to mutually beneficial solutions.
The second characteristic is commitment to the conversation, or an agreement among both dialogic participants to come together for a common purpose or understanding. In fact, when an organisation is dedicated to dialogue with its stakeholders, and stakeholders are also willing to dedicate themselves in a constructive dialogue about a matter, it brings more comprehension from both sides with a fruitful result. Sharing the same meanings or working towards common understandings is crucial to dialogic relationships between organisations and its stakeholders (Altheide 2015:12).
Kent and Taylor (2002) highlight commitment to interpretation since dialogue is intersubjective; it necessitates interpretation and understanding by all parties involved. Only if both organisations and stakeholders are committed will they interpret each other’s message positively and reach mutual understanding. Thus, commitment to interpretation implies that both parties involved in the dialogue are open to diverse opinions and views. Also, organisations and their stakeholders on this point are dedicated to search for the right interpretation of the words shared by both parties. According to Lane (2014:53), a perfect outcome of commitment should be that dialogic participants understand each other better and reach mutual-satisfying positions on concerned matters.
According to Freeman and McVea (2011: 11), the interests of key stakeholders must be incorporated into the very purpose of the organisation and stakeholder relationships must be handled in a coherent and strategic way. To understand its stakeholders, organisations must engage in two-way communication with them (Erdiaw-Kwasie, Alam & Shahiduzzaman 2015:3). According to Johansen and Nielsen (2011:205), dialogue is the essence of two-way communication processes where conflicting interests and concerns are addressed. Kent and Taylor (2002:24) identified five characteristics of constructive organisation-stakeholder dialogue: mutuality, propinquity, empathy, risk, and commitment. These characteristics are also relevant to dialogue on social media. Mutuality lies in the essence of the stakeholder definition, and propinquity denotes the willingness of both parties to maintain and build relationships. Therefore, true dialogue should be based on empathy and genuine commitment to win-win outcomes. Parties involved in dialogue should respect one another’s point of view to maintain relationships (Theunissen & Khairiah 2011:3). However, there are also risks associated with dialogue as the outcomes can be unpredictable.
[bookmark: _Toc462795089][bookmark: _Toc467621066][bookmark: _Toc488229888]SOCIAL MEDIA AS A TOOL FOR RELATIONSHIP MANAGEMENT
Social media is the outcome of previous innovations (telegraph) and developed technologies (email) throughout human history that has made the human interaction easier (Edosomwan, Prakasan, Kouame, Watson & Seymour (2011:2). According to Neti (2011:2), the meaning of the term social media can be derived from two words: media, which refers to advertising and the communication of ideas or information through publications/channels and social, which implies the interaction of individuals within a group or community. Taken together, social media simply refers to communication/publication platforms that are generated and sustained by the interpersonal interaction of individuals through the specific medium or tool. 
According to Steele, Arshad, Bush, Dasani, Cologne, Bleier, Raphaeli, and Kelz (2015:857), one of the most powerful ways social media has impacted the world to date is by creating a real-time community interaction across the globe on any topic at any time. It began as a way for people with similar interests to get to know one another and interact, whatever their geographical location. According to Neti (2011:6), social media is the medium to socialise (Neti 2011:6).
Kaplan and Haenlein (2010:63) identify six types of social media, namely: social networking sites (applications that enable users to connect by creating personal information profiles, inviting friends and colleagues to have access to those profiles, e.g. Facebook, Twitter). Content communities where users share media content such as photos, videos, PowerPoint presentations (Flickr, YouTube, Slide share). Blogs which are the equivalent of a personal webpage managed by one person provide the possibility of interaction with others through the addition of comments. A virtual social world allows users to choose their behaviour more freely and essentially live a virtual life similar to their real life (e.g. Second Life), and virtual game worlds, are platforms that replicate a three-dimensional environment in which users can appear in the form of personalised avatars and interact with each other as they would in real life. However, any website allowing the user to share their content, opinions and encourages interaction can be classified as a social media (Neti 2011:2).
Hudson, Roth, Madden and Hudson (2015:68) aforganisation that social media platforms have emerged as a dominant digital communications channel with sixty-seven percent of all internet users using social media. Whosoever wants to be a major producer of content can be through social media because it gives one the capability to be in charge of a platform in which he/she has a right and a freedom to display publicly any messages. 
Social media are based on a two-way communication, dialogue and interaction between the communicator and the receiver (Heewon, Sunha & Binnari 2015:299). Social media offer numerous opportunities for organisations to engage in dialogue, interaction and collaboration with a wide range of stakeholders and to enhance understanding of organisational activities (Ditsaso, McCorkindale, & Wright 2011:326; Kaplan & Haenlein 2010:65). Brunig, Dials and Shirka (2008: 29) suggest that in the age of social media organisations need to explore techniques for engaging the stakeholders and personalising communication with different stakeholders, rather than providing one size fits all solutions. 
[bookmark: _Toc462795090][bookmark: _Toc467621067][bookmark: _Toc488229889]Advantages of social media 
For Blazenaite (2011:84), in this 21st century, charged with challenges and regular changes, an organisation needs to be able to respond fast to its stakeholders. And social media are one of the tools of communication to be used to get the message out to the stakeholders promptly. It has some benefit that is outlined in this section.
[bookmark: _Toc462795091][bookmark: _Toc467621068][bookmark: _Toc488229890]Improved communication
Vasquez and Velez (2011:157) say that social media is changing the way stakeholders and organisations communicate daily by providing openings for dialogue, participation and interactivity. It is used as a strategic communication tool to help them in their approach to communicate to stakeholders.
With social media, it is almost inevitable to avoid handling complaint situations. Organisations can systematically reply to each and every stakeholder’s comments and complaints (Tsimonis & Dimitriadis 2013:334). Social media make it possible for organisations to respond with no delay and effectively to complaints or misunderstanding. Another good thing is that other people in the stakeholder group can view or access the solution right away and be contented. According to Munro (2014:6), social media can record content and its comment and keep the lines of communication regarding a subject clear. This makes it easier to look for a subject or information, learn from it because all of it is kept in one place and is tagged with the name of the creator and/or editor of the information so that they may be consulted. 
Some other factors have pushed organisations to adopt social media in their communication strategy. Social media campaigns are considerably cheaper than television advertising where it is easier to engage in a much wider audience (Nah & Saxton 2011:3). It also personalises communication with stakeholders and helps engage with them more directly. Organisations became more aware of stakeholders’ opinions, needs and expectations when using social media (Strategic Direction 2014:35) as seen by comments, questions and suggestions on platforms. According to Edosomwan, Prakasan, Kouame, Watson and Seymour (2011:4), social media help organisations communicate with stakeholders, receive feedback and support them better regarding question - answer. Interaction is a great advantage in the sense that large or small organisations share important messages with their stakeholders quickly and receive quick feedback. Communication is instant and is possible to be reached by far more people than in real life.
Social media propose platforms where people can know and contact an organisation despite its location. It has highly boosted and transformed the way organisations communicate with their stakeholders. Tsimonis and Dimitriadis (2013:334) mentioned that two of the most common and important activities on social media are devising competitions with prizes, such as coupons, discounts, or even gift products, as well as communicating daily with their users. Thus, day-to-day communication can include simple messages, like asking users about their challenges regarding the organisation’s activities or useful messages to keep them up to date. The kind of messages highly depends of the organisation’s mission and vision and the communication purpose they have in mind in choosing social media as a communication tool. Van Bavel  and Martin (2013:16) highlight that although this can be considered as part of the communication between organisations and users, it is more than communication as organisation can give their users tips and a kind of knowledge about everyday-life issues.
[bookmark: _Toc462795092][bookmark: _Toc467621069][bookmark: _Toc488229891]Improved internal communication
According to Munro (2014:5), to combat the problems of using public social media sites for internal purposes, private sites can be used by organisations exclusively for internal communication purposes. They can use social media platforms internally to protect the confidentiality of the organisation. Those platforms will not be reachable by the general public or stakeholders who will not be concerned by the topics, which will be discuss there. The site allows employees to develop profiles, search for other people, interact with other employees by commenting on content, share content such as photos, and even reservation to events organised by the organisation through the site (Leonardi, Huysman & Steinfield, 2013:5). 
Moreover, social media platforms used internally offer many advantages, such as promoting communication between employees and promoting communication between management and employees. Organisations can now establish an internal social media site like Facebook and LinkedIn with a strong built-in search function through which employees have their own blogs in which to share their expertise, thereby stimulating ideas and discussions (Munro 2014:6; Lee & Xue 2013:9). Employees can become more involved and more visible to their team and colleagues. Even those working in other organisational locations can use the organisation’s internal social media to break the geographical barriers, communicate and help each other.
[bookmark: _Toc462795093][bookmark: _Toc467621070][bookmark: _Toc488229892]Social media as part of corporate communication system
Social media should be employed along with other tools of communication such as e-mail or website to enable an organisation to be more visible by current and potential stakeholders. Agrawal (2015:7) says that one of the idea when adopting social media is to drive users to the organisation’s business page (website), which will give more details about the its overall policy. Other information such as the organisation’s contact details and website can be displayed on the social media platform. When visiting or following an organisation’s social media profile, the user can find out an its contact details and act accordingly (send email, call).
 All along with the other communication tool an organisation can use social media to maintain or increase productivity. Torr (2014:5) refers to using social media across multiple departments to increase productivity and improve communications. Productivity and workflow are often loaded using email, instant messages and telephone calls. Sometimes communicators cannot read all the emails they receive and end up deleting them. As well, one will not be able to answer all the telephone calls due to a busy line or insufficient time. Meetings can be time consuming, and decrease productivity. According to Torr (2014:3), Van Zyl (2009:1) and Lee and Xue (2013:5), organisations spend on average four hours a day using email, and approximately 50% of the working day is spent sorting through and deleting emails, sometimes unread. On top of wasted time in email, 31 hours per month are spent in unproductive meetings. By incorporating communication tools such as blogs or other social media sites an organisation can increase productivity and work flow efficiency.
Accordingly, social media is not a stand-alone tool for marketing. It must be used along with all the other conventional marketing strategies (Neti 2011:16). Each communication tool has it strengths and weakness, and used together they can bring more benefits.
[bookmark: _Toc462795094][bookmark: _Toc467621071][bookmark: _Toc488229893]Social media marketing
Social media, today, is among the best opportunities available to an organisation for connecting with prospective stakeholder. It can be used as a marketing tool and be called social media marketing, which in the marketing field, provides several benefits.
Social media marketing consists of the attempt to use social media sites to convince stakeholders that one's company, products and/or services are worthwhile. An opportunity is given to marketers to not only present products/services to stakeholder or customers but also to listen to their grievances and suggestions. Neti (2011:7) defines the role of social media in marketing as one which uses it as a communication tool that makes organisations accessible to those interested in their product, and makes them visible to those that don't know their product. Consequently, gaining information about a specific company’s product/service has become a lot easier. Thanks to the development of social media, stakeholders and organisations can communicate and learn about a product or service out of its different platforms. Social media as a tool in marketing uses online communities, blog and other social media sites to market a product/service (Vasquez & Velez 2011:157; Neti 2011:1).). 
Moreover, it is the best way for an organisation to learn about their stakeholders’ wants and their own product/service shortcomings. Organisations benefit from social media in terms of being closer to their stakeholders to gain a better and sophisticated understanding of their needs (Davidou 2015:4). In other words, social media gives marketers a voice and a way to communicate with peers, stakeholders who are customers and potential consumers. The introduction of new products/services is also an activity organisations can easily undertake on social media. Organisations use social media to announce new products giving details and information, such as price, technical characteristics, and points of sale (Tsimonis & Dimitriadis 2013:334). They would now be aware of whether its product/service is working or if changes need to be made.
[bookmark: _Toc462795095][bookmark: _Toc467621072][bookmark: _Toc488229894]Market research
According to Frey and Rudloff (2010:34), an organisation using traditional marketing methods (e.g. surveys, focus groups, test marketing) often spends millions to locate their target markets. Establishing a social media strategy will help them see where potential stakeholders are. Organisations can search for related groups and check who is using the platform or different platforms to find out who has interest in its activities. Neti (2011:10) asserts that social media gives organisations on small budgets the ability to find out what people are saying about them (and others) in their industry without paying large sums on market research.

[bookmark: _Toc462795096][bookmark: _Toc467621073][bookmark: _Toc488229895]Disadvantages of social media 
According to Davidou (2015:2), to successfully integrate social media into the daily work routine, an organisation must first understand the value and importance of social media and deploy professional-trained IT and communication staff. Organisations should have an idea of what kind of information they would like to include on their platforms and what can be offered to potential and current stakeholders, otherwise the benefit of this communication tool can turn into a disadvantage. Cann, Dimitriou and Hooley (2011:11) highlight that not everyone is positive about social media. Some of the negative criticisms are made by researchers and academics that fear that the quality of public and academic discussion and debate is being undermined. Some disadvantages of social media as a communication tool in organisations are outlined below.
[bookmark: _Toc462795097][bookmark: _Toc467621074][bookmark: _Toc488229896]Social media and reputational risk
Social media is not only able to promote positive aspects to organisations but also can threaten their reputation or even risk their survival. People can post negative comments on an organisation’s social media profile, which will be accessible to the whole world as well as have an impact on that organisation’s reputation. Davidou (2015:4) declares that intentional or unintentional negative content of public opinion on social media can get reported via other channels and receive high attention. Consequently, this can lead to a bad reputation and furthermore damage of an organisation’s prestige. 
Mucan and Özeltürkay (2015:138) mention that organisations must control and manage these social media tools officially themselves otherwise untrue and wrong information can spread fast. An employee who is not happy about something in the work place can just express something negative about the organisation on its social media platform and even tag or mention the name of the organisation. Sensitive information can sometimes be disclosed to the world without proper administration. According to Jefferson and Traughber (2012:7), a member of management could be fired and then decide to liberate how he feels about the organisation in 160 characters, the maximum amount in a Twitter post. Finally, whether written by a group of stakeholder or another, negative feedback or the release of confidential information can wreak sometimes irreversible damage on an organisation’s reputation. Employees’ negative posts about their organisation or clients’ criticism online on social media will become easy to find via an online search and may be available for an unlimited time (Van Zyl 2009:9). 
[bookmark: _Toc462795098][bookmark: _Toc467621075][bookmark: _Toc488229897]Social media can be unnecessary
According to Neti (2011:11), organisations should not just jump on to the social media tendency just because others are jumping onto it. The market should be analysed first to understand whether the organisation will really benefit from social media usage.
Many organisations already make use of some form of electronic directory containing contact information of staff, clients, suppliers and other role players, and it could be argued that another directory is not necessary. For Arca (2012:20) and Neti (2011:12) the listings can either be maintained in the contacts application in email applications such as Microsoft outlook, or maintained as a spreadsheet by a responsible staff member, and must be continuously updated when contacts move offices, change telephone numbers, or email addresses take place.
Also, depending of the size of an organisation or the mission and vision it stands for, social media may not be appropriate to use. Other communication tools might be enough in relating with stakeholders.
Unfortunately, the organisation’s internal social media does not always enhance the communication between employee team members. One part of this disadvantage we can mention are cultural differences and language barriers. Some organisations operate all over the world and therefore have diverse employee demographics. Munro (2014:8) supports the view that an organisation’s internal use of social media does not help teams where large language and cultural barriers are an issue 
Similarly, Merrill, Latham, Santalesa, and Navetta (2011:5) highlight that in typical organisations knowledge is usually managed by grouping knowledge workers (knowers) into processes or lines of service in which management communicates processes and requirements downwards, thus providing clear lines of responsibility and communication channels. The internal social media would not be that helpful for an employee who is supposed to need only one connection, which is his manager or supervisor to obtain the relevant knowledge he/she will require to perform his work. Van Zyl (2009:16) adds that user generated information created using internal social media tools, such as blogs and wiki’s, allow anybody to add and edit content, including unanticipated players who are not subject matter experts. Knowledge produced or posted by any employee on the social media may not be as reliable as procedures and manuals generated by specialist staff or managers.
[bookmark: _Toc462795099][bookmark: _Toc467621076][bookmark: _Toc488229898]Privacy issues
Privacy seems not to be considered with the use of social media. According to Drouin and Miller (2015:608), in our culture of constant pictures, tweets, and hash tags the recording of every detail of one’s life, even the inappropriate or illegal details, has become a habit, especially for those who use social media excessively. One’s trail of social media activity is like an intimate digital book that users let the entire world to click through. As stated by McGonagle (2013:19), a survey by Harris Interactive found that out of 2,600 managers that were hiring, 45% said that they had used social media tools to research potential candidates and 35% said that they found material affecting their decision to hire a potential candidate. Social media gives the user freedom to express what their want to on their profile, which can range from posting provocative photos to discriminatory or inappropriate messages. People forget that their social media profile is a window to the world; besides, they may be refused a job because of the content of their profile. 
However, people should be made aware of organisations that take into account personal social media profiles in recruitment process, which are like personal diaries. McGonagle (2013:20) adds that any information that is found should be treated in a confidential and reasonable fashion, in the same way that other information gathered is treated.
Furthermore, social media has also been used to facilitate communication between employees and managers. Unfortunately, in some cases this has caused problems. According to Munro (2014:6), Merrill, Latham and Santalesa (2011:6), as we have seen with Facebook and other social media sites over the years, employees connected with co-workers and managers not only blur the lines of private with public life, but could also cause information leaks. Some organisations actively gather information about their competitors through social media sites, and gain competitive advantage. As well, an employee, who is over excited about the implementation of a new idea, can just express it on its social media and involuntary give the organisation’s secret to potential competitors. Its secret can be easily shared on social media while posting or interacting with people they do not know, which might constitute their enemies or rivals.
[bookmark: _Toc462795100][bookmark: _Toc467621077][bookmark: _Toc488229899]Slowing productivity
[bookmark: _Toc462795101]One of the concerns regarding social media platforms is that productivity will be affected negatively because employees may spend too much time networking and posting. There is also a risk that employees will utilise it for more social purposes and not on work related postings. Mc Gonagle (2013:120) mentions that Facebook, Twitter, Bebo, LinkedIn, and You Tube are probably the most well-known social media sites. With over 850 million members, the average 18 to 25-year-old spends over an hour per day on Facebook while at work and 67% of staff admitted to checking their social networking sites during working hours. Despite blocking internet usage on organisations’ computers, the smart phone revolution provides ample opportunity for employees to use social media during working hours while the employer is unaware (Lee & Xue 2013:4, (Leonardi, Huysman, & Steinfield, 2013:10). As result, the time employees are supposed to concentrate on their tasks amply decrease productivity, which constitutes a disadvantage for organisations.
[bookmark: _Toc467621078][bookmark: _Toc488229900]Difficulty to control the flow of information
According to Grunig (2009:4), anyone now can be a journalist with social media; members of publics can talk freely to each other about organisations and information is widely available to everyone with little cost and effort. Organisations can no longer control the flow of information as with the traditional technique, such as publicity and press releases in which the messages departed from them to their stakeholders in a one-way communication. Social media make it possible for every individual to create right or even wrong content about an organisation and can share it worldwide (Boyd 2010:5). Consequently, it is difficult to discern the right information from the wrong, and is hard for organisations to control what information their stakeholders are exposed too. In addition, the same issue is in the flow of complaints, comments or questions posted, which organisations need to deal with by trying to address each of them to satisfy the intended users.
[bookmark: _Toc462795102][bookmark: _Toc467621079][bookmark: _Toc488229901]Dialogue and social media
Dialogue is a form of two-way communication where an organisation listens and responds to the concerns and interests of its key stakeholders, such as customers, employees and investors (Msimangira 2012:7). Messages used to be transmitted to the stakeholders without any way of allowing them to give feedbacks. However, social media is also one of the communication tools which allows a feverish and effective two-way communication with feedbacks for organisations. Cooper (2007:3) declares that distinct to one-way communication, which disseminates information through monologue, the two-way communication exchanges message through dialogue.
Dialogue is more than just an exchange of information between parties and differs from interaction. For Saffer (2010:4), an interaction is a transaction, an exchange of information taking place between people, machines or systems in a variety of combinations. Dialogue is a communicative orientation and a social process that cannot be achieved in the first instance of interaction; rather, it needs to be on-going and sustained to eventuate in dialogue and lead further into an organisation-stakeholder relationship (Msimangira 2012:38). Social media offers an option for organisational communication to dialogic with stakeholders, giving way to mutual understanding on whatever matter is discussed. Therefore, establishing a dialogue with stakeholders on social media, gives a way to a better comprehension of the organisation’s overall mission. According to Kilonda (2014:71), it is important for organisations to take advantage of the capability of social media and focus on dialogic communication rather than on one-way communication. Dialogic communication encourages involvement by stakeholders and helps organisations build and foster stakeholder relationships.
[bookmark: _Toc462795103][bookmark: _Toc467621080][bookmark: _Toc488229902]Relationship building through social media
Public relations are about building communication and relationships with stakeholders, when social media could bring some improvement to the field. Grunig (2009:1) states that if social media is used to their full potential, it will inevitably make public relations practice more global, strategic, two-way and interactive, symmetrical or dialogical, and socially responsible.
 According to Bourne (2010:23), building relationships requires us to understand two important factors: firstly, a sustainable relationship provides benefits to both parties; and secondly, communication is the only tool to build and maintain robust relationships. Thus, when an organisation decides to adopt social media, it probably means there is a lot to say about what it wants stakeholders to be aware of. Kilonda (2013:4) says that modern organisations that engage stakeholders by using social media have complemented and brought enormous success to their communication strategies. It is a channel favouring dialogue and resulting in positive stakeholder relationships by enabling organisations to know and meet the needs of stakeholders, which nurture their relationships. Organisations should therefore be able to successfully manage their social media profiles to communicate competitively and effectively with their stakeholders. By doing so, they maximise the benefit of building relationships through social media (Kilonda 2013:5). 
However, many organisations share information and activities on social media without taking it as a tool of stakeholder relationship building. It ought to be different from a news release, advertisement, notice or any other communication tool. For Van der Bank (2015:4), social media helps build relationships with people who might or might not know about the services and what the organisation stands for. Even if an organisation has a social media platform liked by its stakeholders, other people are more likely to become users of that social media platform and become possible consumers of the provided goods or services. 
Furthermore, relationships are improved by allowing stakeholders direct access to information, for which they would previously have had to telephone, or email. This eliminates frustration caused by delays (Van Zyl 2009:14). Also, if the stakeholders of an organisation spend significant amounts of time online on social media dialoguing with an organisation and other users on a specific matter, it creates, according to Fuduric and Mandelli (2013:139), an unexpected and unprecedented opportunity for that organisation to build and maintain a relationship. 
By replying to the concerns of the stakeholder and asking for their opinions, organisations promote stakeholder relationships. Along these lines, social media is a tool of communication which favours the creation and maintenance of stakeholder relationships through stakeholder dialogue. According to Rensburg and De Beer (2011:152), on-going dialogue between organisations and their stakeholders provide the best approach to the management of complex issues that characterise contemporary society. A dialogue with a stakeholder initiated on social media is more likely to result in stakeholder relationship building as social media enable the conversation to be instant, quick and open to feedbacks. Without dialogue no relationship can be built on social media platforms. 
Furthermore, organisation social media and networking can help an employee feel more connected within an organisation because it encourages employees to discuss ideas together, and help each other become part of the overall organisation (Huang, Baptista, & Galliers 2013:114). Employees can dialogue through its social media and build stronger professional relationships with their colleagues. Dialogue-based empowered relationships on social media are not only aimed at external stakeholders but also at ones internal organisation (Meintjes & Grobler 2014: 162).
Henderson and Bowley (2010:239) declare that social media encourages all users to participate that provides a channel to give feedback and share information. The stakeholders are no longer limited to a passive role when using social media in its relationship with the organisation. They can post their thoughts, opinions and questions directly on an organisation’s profile. According to Rosman and Stuhura (2013:19), social media helps build mutual trust and satisfaction between organisations and stakeholders as it is impossible to build trust with thousands of stakeholders over email, mail, or phone. A quicker response rate of social media helps improve the satisfaction and trust of stakeholders. Satisfaction and trust are a part of stakeholder relationships.
For example, the University of Texas Arlington’s athletic department introduced a social media campaign in the summer of 2014 called “Maverick Monday” to gain followers on Twitter and Instagram. During the campaign, UTA Mavericks answered fans’ questions on Twitter, and posted pictures to the UTA Athletic Instagram account. This campaign showed vulnerability on the part of UTA but the organisation reaped great benefits, including an increased number of social media followers (Altheide 2015:11). Thus, the engagement on social media by means of dialogue created relationships with current and even potential new stakeholders. Through dialogue and connecting with stakeholders on social media, companies can build relationships (Ditsaso, McCorkindale & Wright 2014:2).
[bookmark: _Toc462795104][bookmark: _Toc467621081][bookmark: _Toc488229903]Limitations in relationships building
In adopting social media, organisations create and maintain relationships with stakeholders. However, social media gives the opportunity to other individuals to join an organisation’s profile or platform. The organisation would have to update or create relationships with new users who might sometimes influence old users wrongly, pointing out its mistakes, weakness or actions to benefit another. Grunig (2009:6) expresses the view that organisations simply do not have the time or resources to cultivate relationships with everyone, only with individuals or groups who have stakes in it because of consequences that publics or organisations have or might have with each other. 
[bookmark: _Toc462795105][bookmark: _Toc467621082][bookmark: _Toc488229904]SOCIAL MEDIA USE BY EMBASSIES
Among all types of organisations using social media, embassies are also one of them. Heewon, Yeo and Binnari (2015:297) declare that embassies and consulates (the nation’s front line of contact with stakeholders around the world) are using social media more than ever. 
Janhunen (2012:1) defines embassy as a body of persons entrusted with a mission to a sovereign or government, especially an ambassador and his or her staff. Further to the above, embassies are state representations abroad, whose task is to negotiate and act in the name of their state and help solve numerous and intricate mundane problems (Iucu 2010:131; Janhunen 2012: 2). Iucu (2010: 132) underscores that the diplomatic mission has an information and observation function that must be performed using official and officious contacts, mass media and local journals, literary and scientific publications. Social media may be added as a modern technological item in the mentioned communication tools.
Embassies around the world have adopted social media as a communication tool because of its multiple communication benefits. For instance, Cha, Yeo and Kim (2015:297) state that the United States embassy in Seoul. Korea is engaged in more than five social media platforms such as Blog, Facebook, Twitter, YouTube and Me2day to better communicate with the Korean citizens. Other embassies, such as the Israeli Embassy in Washington even employ experts as a digital director who focuses solely on digital communications. The embassy has been active on social media soon after its opening. 
One geographic region witnessing a digital revolution is Africa. Embassies located on the continent have migrated en masse to social media sites. According to Manor (2016:3), embassies in Botswana, Uganda, Namibia, Somalia and Ethiopia all operate Facebook accounts, while those from Mali, Niger, Kenya and the Democratic Republic of Congo are active on Twitter. 
Tibane and Vermeulen (2014:87) report that South Africa is a country where social media has created a platform that is affordable, easy to use for organisations and highly effective as a communication tool. This is beneficial for all organisations including embassies based in South Africa in their decision to use social media as part of their communication tools. 
The perception that social media redefines how embassies communicate and collaborate with its stakeholders through dialogue has been widely accepted. The communication plan of certain embassies recognise the importance of social media as a direct communication tool, which is used to reach a large group the citizens (Cha et al. 2015:297; Nurmi 2012:5). Citizens living in another state need to be informed about public issues or matters they can relate to. Social media provides embassies with platforms citizens can access, inform themselves and address their concerns while receiving instant responses. 
In addition, Kent (2013:337) declares that thanks to social media, embassies are no longer forced to rely on their relationships with media gatekeepers and the information subsidy to get word out about their activities to stakeholders and publics. 
Embassies can use social media along with other communication tools but at low cost. As said by Wanjiru (2014:3) and Fung (2013:4), where countries might previously have invested capital in monitoring radio, TV, and newspaper products from another state, governments now have access to billions of digitally connected citizens writing through social media. Likewise, a social media platform will be an appropriate device to use as a home mirror by embassies, a platform in which matters which concern the sending state and its citizens in the receiving states can be addressed.
However, even if embassies decide to use social media in their communication strategy, they should be aware that a continuing online presence on social media is required to make total use of the benefit of it. Noort (2011:22) mentions that when an embassy is committed to be actively involved on the social media services, it is important to manage a continuity of messages. If time constraints or a lack of authorised staff is limiting the use of social media services, the embassy or foreign officers should include this in their social media strategy. A constant update of the platforms is demanded when involved in social media. Social media is all about getting targeted people to join and interact with your organisation page or profile. However, according to Agrawal (2015:10), it is important to follow common social media practices such as continuous sharing, update, breaking news, questions-answers and so forth to bring consistent conversation to your page. Embassies should therefore be regularly active on their social media profile with continuous sharing and other forms of interaction to maintain the relationship they had with users and other stakeholders.
Embassies can use a social media platform to gather potential citizens into a forum of exchange, which will help bring understanding and solutions about currents matters. Platforms should also be utilised as a direct face of the country by the embassies in their attempt to represent their respective national interests. Manor (2016:3) mentions that embassies may use social media to provide consular assistance to expatriates alongside information on investment opportunities in their country of origin. 
Being a type of organisation without commercial products or services to offer, embassies use social media for information purposes. According to Graham, Avery, Park (2015:386), social media enable governments or government representatives to communicate important government information, extend government services and garner feedback and ideas about government operations with citizens. Thus, it provides a great opportunity to promote a country’s multiple assets.
Graham et al. (2015:386) mention that the open, dialogic nature of social media eliminates many of the barriers in citizen communication that governments have historically experienced, and communication with constituents can be more frequent, open, and targeted. Wanjiru (2014:7) also adds that strengthening ties between the two countries, high interactivity in real time, speed of delivery, information sharing, promotion of public engagement, feedback from the citizens and promotion of embassy activities are other benefits of social media communication to the embassies. These benefits offer capabilities and opportunities to embassies as state delegates to create relationships with stakeholders during normal and emergencies times. Sandre (2015:4) state that embassies have been very proactive in using social media to connect with important stakeholders in cases of emergencies and natural disasters.
[bookmark: _Toc462795106][bookmark: _Toc467621083][bookmark: _Toc488229905]SOCIAL MEDIA AND GENERATION Y
This study cannot be directed at social media without mentioning Generation Y. According to Nicholas, Rowlands, Clark and Williams (2011:29), individuals classified as the Generation Y have grown up in a world dominated by the Internet and mobile technologies, which has led them to be more informed, connected and technologically literate than any previous generation. It is the first generation born into the age of the advent of computers and for this reason people in this generation are known as digital natives. Many authors give diversified statements when identifying the generation Y. Some aforganisation that it is a group of people born between 1981 and 2004, others 1986 and 2005 (Bevan-Dye 2013:156; Benckendorff, Moscardo & Pendergast 2010:2).
As mentioned earlier, the members of Generation Y have grown up with computers and other technologies. Consequently, they have mastered and included its use in every aspect of their lives. However, adding to the technologies that are linked to the rise of Generation Y, Frady (2011:2) declares that the Internet has erupted with the addition of networking sites to connect people using the Internet. Websites have moved beyond a simple one-way communication model mirroring traditional print where organisations provides content and the users consume it to a two-way communication where users can also provide content. These networking sites are merged into a group outlet called social media.
For Bolton et al. (2013:248), individuals in Generation Y are either students or relatively recent entrants to the workforce. They use social media with high intensity by contributing to content, sharing content, consuming content, searching, participating as well as playing. A need to interact frequently with others is a key reason for them to use social media. They can easily interact with family, friends, acquaintances worldwide about anything while staying in their digital world. 
[bookmark: _Toc462795107][bookmark: _Toc467621084][bookmark: _Toc488229906]Students’ users of Social media
According to Lenthart, Purcell, Smith, Zickuhr (2010:28), Fasae and Adegbilero-Iwari (2016:3), students of higher education appreciate social media as a communication and content sharing tool; citing Facebook as the most popular platform in use. With its advantages, social media constitute a great item for students, part of generation Y. Social media have been adapted in the educational environment according to the needs and realities of that environment. Ruleman (2012:16) says that today’s students have study habits and expectations that have been impacted by their life-long interaction with technology. They come to college and university expecting to ﬁnd and use technologies including social media. Progressively, libraries are using digital media such as websites, online tutorials and most recently social media to communicate and share information with students both domestically and internationally (Saw, Abbott, Donaghey & McDonald 2012: 157). Accordingly, social media is altering how students communicate locally and globally among their peers. Furthermore, social media seems to have gained popularity among the present generation of students. They are no longer restricted to use the web to obtain information but now they can create information and share it with other people. Lim, Agostinho and Chicharo (2014:179) say that students can use social media platforms such as blogs and discussion forums for their individual or group assignments as well as projects. They also use social networking web sites such as Facebook or Ning to get connected with their friends, family and lecturers. There is a big difference with past students who had to gather to have discussion on an assignment or project and present students who can gather to debate on a social media of their choice. 
In addition, Generation Y can create and sustain relationships without any physical contact using social media. Saw, Abbott, Donaghey and Mcdonald (2012:157) declare that international students who used social media during their study could use it to build new relationships with students of the same ethnicity in their host country. Social media is therefore making it easier for international students to adapt and feel less lonely in a host country as they can also keep in touch with individuals at home. It can contribute to their ability to participate socially and culturally in their new surroundings knowing that they are miles away from their country of origin. 
There are other reasons for students to be social media users. According to Fasae and Adegbilero-Iwari (2016:3), students around the world use social media to keep up-to-date with what happens in the world and to freely express their viewpoint on different matters. While content can be created and shared in a short period of time, social media can be a great communication tool to adopt when organisations have to deal with this type of audience. By creating content that will educate and inform them and provide a way to receive their opinions. Frady (2011:22) declares that stakeholders are turning to social media such as Facebook to learn more about the organisations and products as well as service they use. Thus, it is important to regularly feed the sites to fill in the content expectation.
Incorporated in the student life, social media offers to the students something to do. According to Bolton, Parasuraman, Hoefnagels, Migchels, Kabadayi, Gruber, Loureiro and Solnet (2013:249), present students, a subset of Generation Y, use social media for the same purposes as other generations, for information purposes where they can learn new things, and for leisure or entertainment. It can range from a time spent in interacting with friends, relatives, lecturers or to being involved in more entertaining activities. 
[bookmark: _Toc462795108][bookmark: _Toc467621085][bookmark: _Toc488229907]Generation Y expectation from organisations on social media
Generation Y presents both opportunities and challenges to organisations based on their knowledge and heavy usage of technology and social media (Pinto & Mansfield 2012:1). Similarly, social media empowers them as they can use it to share and interact about the organisation’s information, taking an active role as consumers’ watchdog, investigative journalists and opinion influencers.  
For organisations to maintain communication and dialogue, they need to understand the audience it addresses. McCorkindale, DiStaso and Sisco (2013:68) state that because Generation Y is one of the most commanding stakeholders in terms of purchasing power and influence, organisations should gain a better understanding of how and when generation Y engages on social media to plan and execute successful social media campaigns with members. Along the same lines, now that stakeholders online have become commentators, reviewers and publishers, all organisations need to stop talking and start researching on how they are perceived. Frady (2011:23) maintains that many people are going on social media to interact with the organisations they decided to follow and seek advice about related action they plan to make. By having knowledge of what this generation thinks of on social media, organisations can meet content expectation and improve relationships.
As mentioned above, using social media as a communication tool involves more than delivering a message or informing. According to Kent and Taylor (1998:324), technology itself can neither create nor destroy relationships; rather, it is how the technology is used that influences organisation - stakeholder relationships. Organisations therefore need to research to be aware of how they should communicate with generation Y, part of their stakeholders group. Henderson and Bowley (2010:239) suggest that they should respond to comments on sites because it will encourage the user to post again. This will be proof that the organisation is listening and responding to issues; it will encourage others to get involve as well. Listening and participating to conversations in a dialogue can lead to improved credibility and relationships. Smith (2012:560) highlights that listening and establishing dialogue in a social media environment becomes a way to start building relationships.
Furthermore, Frady (2011:48) highlights that one conclusion that can be drawn is that most users do not assimilate the messages distributed by most organisations on social media outlets. It could be that organisations are not creating content that attracts their fans. It is important, therefore to research audience’s expectations of an organisation’s social media to better address their needs.
[bookmark: _Toc488229908]SUMMARY
[bookmark: _Toc467621087]This chapter has shown through the literature how the concept of stakeholders, stakeholder theory, communication and relationships are linked together. Each concept has been explored in detail and highlights the importance of considering stakeholders by organisations from a theoretical level. The literature also supports the use of social media by organisations, especially embassies, revealing the way it has changed and is still changing their stakeholder communication, which leads to a better stakeholder relationship. However, it is seen that organisations should be aware of the downside of social media use as a communication tool.

[bookmark: _Toc488229909]
RESEARCH METHODOLOGY
[bookmark: _Toc467621088][bookmark: _Toc488229910]INTRODUCTION
IN the previous chapter gives a theoretical base in a form of a literature review to justify the research study is discussed. In this chapter, the focus is on the research methodology. An overview of the research design, sampling methods, data collection methods, measuring instruments and analysis methods used are discussed in detail. Trustworthiness and ethical issues are also considered.
[bookmark: _Toc467621091][bookmark: _Toc488229911]RESEARCH DESIGN
A research design is the logical plan of research that throws light on how a study is to be conducted. It shows how all the major parts of the research study, such as sample methods, population, data collection work, treatment of data, come together to address the research questions (Py 2010:308). Additionally, a research design defines how, when and where data are to be collected and analysed.

[bookmark: _Toc467621092][bookmark: _Toc488229912]Qualitative research
This study follows a qualitative research approach. According to Harwell (2011:148), qualitative research focuses on discovering and understanding the experiences, viewpoints and thoughts of the respondents to a study. The present study explores the use of social media as a communication tool for stakeholder relationship building, delving into an embassy social media usage and trying to discover, interpret the experiences, thoughts and realities of its users.
Qualitative research is an approach that involves exploring and understanding the meaning individuals or groups assign to a social or human problem. In perspective with Creswell (2014:4), the process of research involves emerging questions and procedures, data typically collected in the participant’s setting and when the researcher interprets the meaning of the data. 

[bookmark: _Toc467621094][bookmark: _Toc488229913]RESEARCH POPULATION
According to MacDonald and Headlam (2009:13), the word ‘population’ is used to describe the target group researchers want to be involved in in their research, the total number of units from which data can be collected. The population of this study consists of Gabonese students studying in South Africa enrolled for a Diploma or degree in different courses.
The Republic of Gabon and South Africa have been holding good diplomatic relations since 1993 (Embassy of Gabon, 2014). The embassy is in Pretoria near other embassies in Arcadia, in the Gauteng province. According to the statistic of the embassy of Gabon (2014), the Gabonese population in South Africa is composed of diplomats and their families as well as students who constitute the majority of the population. These students are registered in the different institutions that the republic of South Africa offers. The Gabonese population in South Africa went from 321 in 2011 decreasing over the years to 189 (Gabon Embassy 2014). Students are organised into student associations in cities such as Johannesburg, Pretoria, Cape Town and town such as Vaal ; under the leadership of one student who has direct contact with them. The student associations help the students to know, secure and assist each other.

3.3.1. THE EMBASSY OF GABON IN SOUTH AFRICA
The employees in charge of the overall communication as well as social media of the embassy were at first counted in the sample size of the study. It was regrettably not possible to conduct the interview with the embassy in order to know their reasons of using social media as a communication tool because of the reason mentioned below.

The researcher was in contact with the embassy in order to follow the administrative procedure which would have allow her to access the embassy, meet the employees and conduct the interview. The last communication with the embassy was held on the 22nd August 2016 whereby the researcher was told to finally wait for the call that would give details for a set appointment. At that time the counsellor in charge of all the activities of the embassy after the ambassador made it clear to the researcher that the embassy was busy with the organisation of the 2016 presidential election in South Africa. 
The election took place on the 27th August 2016 in Gabon and all Gabonese diplomatic representations throughout the world.
Unfortunately, the results of the election that were announced three days after the normal deadline created a strong dissatisfaction in Gabon and in the diaspora. Violence was registered in the country with many protests in the diaspora, including South Africa. In addition, the political issue in Gabon is still not resolved despite the fact that the violence has died down slightly. All these factors prevented the normal operations of the embassy in Pretoria. 
After many attempts, the researcher was able to reach an employee of the embassy via its personal number regarding the current state of the embassy. He replied that the chaos happening in Gabon was affecting the activity of the embassy as they are under a government which at present was in turmoil. The embassy could not work while there was no president and until a new government had been officially elected, and they did not know when the situation would right itself.


Gabonese students from Gauteng (South Africa) protesting at the embassy of GABON at night on 2nd September 2016
However, the embassy of Gabon recognises and mentions on their website (2014) that unfortunately, “many Gabonese people who come in South Africa find themselves in situations of distress and insecurity. It is not easy to settle in South Africa: there is the language barrier, difficulties in obtaining visa-long stay, police harassment (repeated checks with risk of arrest) and the “difficult social and human environment.”
With this statement from the embassy, the researcher can conorganisation that the embassy is aware of some of the students’ struggles and issues. It is probably one of the reasons for adopting social media as a communication tool.
[bookmark: _Toc467621095][bookmark: _Toc488229914]SAMPLE
The sample is the section of the wider population that will be engaged in the research through data collection (MacDonald & Headlam 2009:14). They are a selected part of the population that will be interviewed. Boeije and Hodkinson (2009:30) state that sampling strategies in qualitative research typically aim to represent a wide range of perspectives and experiences, rather than to replicate their frequency in the wider population. 
[bookmark: _Toc467621096][bookmark: _Toc488229915]Sampling method
Sampling method is the process of how the participants of the study are selected. The procedure in which the researcher selects a sample representative of the population so that claims or viewpoints can be drawn from the sample to the population (Creswell 2012: 381, Englander 2012:18).
The sampling method used in this study is snowball sampling. They will be selected through snowball sampling, which for Baltar and Brunet (2011:60) is a useful methodology in qualitative research that can be used in studies where respondents are hard to reach.
One participant provided the contact of another who in return did the same. In other words, the researcher reached a willing participant through other willing participants. Mack et al. (2011:5) assert that participants or informants with whom contact has already been made use their social networks to refer the researcher to other people who could potentially participate in or contribute to the study.
Being an international student herself, the researcher could contact the delegate of the Gabonese Students’ Association of Vaal at the international office of Vaal University of Technology. From him/her, the researcher could contact the Gabonese students in Pretoria, Cape Town and Johannesburg. 
[bookmark: _Toc467621097][bookmark: _Toc488229916]Sample size
Englander (2012:20) defines sample size as the number of participants in a study. Thus, in this study, nineteen people in total were interviewed. Langer (2009:59) declares that qualitative researchers do not normally know the number of people in the research beforehand; the sample may change in size and type during the research. In qualitative research the sample size can vary from one research to another. However, the researcher has reached saturation using a sample size of twenty participants. Saturation is described as a process in which the researcher continues to sample relevant cases until no new theoretical insights are being gleaned from the data (Bryman 2012:18). The researcher noticed that the information obtained was equal when interviewing the nineteenth interviewee. Baker and Edwards (2012:5) indicate that once a qualitative researcher starts conducting their research they may find that that the evidence is so repetitive that there is no need to continue. 
[bookmark: _Toc467621098][bookmark: _Toc488229917]DATA COLLECTION METHOD
Moriarty (2011:8) affirms that interviews remain the most common data collection method in qualitative research and are a familiar and flexible way of asking people about their opinions and experiences. The researcher needed a method that could elicit in-depth answers from participants while answering the questions. Qualitative interviews are generally described as either being semi-structured or in-depth. The former is based on a series of open-ended questions about a series of issues the researcher thinks are relevant to the topic (Moriarty 2011:8).

Qu and Dumay (2011:239) identify three kinds of interview methods: structured, unstructured and semi-structured.
The structured interview is where the interviewer asks interviewees a series of pre-established questions, allowing only a limited number of response categories. All interviewees are asked the same questions in the same order to elicit brief answers or answers from a list (Qu & Dumay 2011:244, Rowley 2012:262). When questions are asked, the expected answers are relatively short. The questions do not allow for a wider discussion and are posed in the same order with every interviewee. According to Woods (2011:6), questionnaires and surveys are common examples of structured interview tools. Structured interviews can be quite similar to questionnaires, except that instead of leaving the respondent to complete and return the questionnaire at their own leisure, the interviewee poses the questions.
Second, the unstructured interview is another type of interview. Edwards and Holland (2013:30) say that in the unstructured interview the researcher clearly has aims for the research and a topic of study, but the importance of the method is to allow the interviewee to talk from their own perspective using their own frame of reference and ideas and meanings that are familiar to them. There are no pre-established questions to follow. The researcher can have an aide memoire to remind them of areas into which to lead the conversation or they can use a single question to begin the interview. Then the interviewee is prompted to embark on telling a story related to the topic. The unstructured interview proceeds from the assumption that the interviewers do not know in advance all the necessary questions (Qu & Dumay 2011:245). 
Finally, we have the semi-structured interview. According to Woods (2011:7), a key feature of the semi-structured interview is in the partial pre-planning of the questions, it can disclose important and often hidden facets of human and organisational behaviour and is the most effective and convenient means of gathering information. The established set of questions are just there to guide the interviewer and interviewee to have an order in the responses as well as helping them to stick to the subject. The interviewers have more freedom in the responses compared to the structured interview and more guidance in when answering compared to the unstructured interview. Rowley (2012:262), Edwards and Holland (2013:29) state that semi-structured interviews take on a variety of different forms, with varying numbers of questions, and varying degrees of adaptation of questions and question order to accommodate the interviewee. These interviews allow much more space for interviewees to answer on their own terms than structured interviews.
In this study the researcher finds semi-structured interviews more advantageous than a structured and unstructured interview. The participants were interviewed using a semi-structured interview with a series of questions: annexure (A) interview with the students where the researcher could gain more clarity about the embassy usage of social media as they were the stakeholders and users.
[bookmark: _Toc467621099][bookmark: _Toc488229918]Interview procedure
Nineteen Gabonese students living in South Africa took part in the study. These participants were interviewed using a semi-structured interview with a series of questions on the perception of the Gabonese students regarding the embassy’s ‘social media. The researcher was able to gain more clarity about the embassy social media through the eyes of the students, users of the page.
According to McBurney and White (2010:252), face-to-face interviews have the advantage that interviewers can establish connection with the interviewee and extract all the information needed in the right order and interviewing by telephone saves time and is necessary when reaching people who are dispersed around the country (Rubin & Rubin 2012:117). 
The interviews took place face-to-face and telephonically depending on the physical availability of the participants, starting on the 26th July 2016 and ending on the 10th August 2016. Students were interviewed on and around campuses as this was a more accessible place to meet them. Suitable areas were mutually found to be used as interview settings. Others were contacted by phone depending on their physical availability, such as the participants from Cape Town.
During the interview data collected were recorded on audiotape and field notes were taken simultaneously by the researcher. Use of a tape recorder enabled the researcher to maintain eye contact with the participants and note taking acted as a back-up of the information obtained on the audiotape (Langer 2009:69).
[bookmark: _Toc467621100][bookmark: _Toc488229919]TREATMENT OF DATA
Smith and Chudleigh (2015:3) declare that the analysis of data in qualitative research is often based on a common set of principles: transcribing the interviews, reading and rereading transcripts to gain detailed insights of the phenomena. The interviews were tape-recorded and notes were taken during the process to ease and clarify the analysis. 
The method used by the researcher to analyse the data is thematic analysis. Thematic analysis is a method for systematically identifying, organising, and presenting insight into patterns of meaning (themes) across a set of data (Braun & Clarke 2012:2). According to Petty, Thomson and Stew (2011: 381), thematic analysis consists of reading the data several times to gain familiarity with the text as a whole, and then codes or themes are given to sentences, phrases, paragraphs or lines. Afterwards, these codes are compared across the whole data set to identify variations, similarities, patterns and relationships. 
Braun and Clarke (2013:123) mention six steps of thematic analysis first discovered and outlined by Braun and Clarke (2006). The data will be analysed according to those steps.


[bookmark: _Toc471202249]Table 3.1 Thematic analysis steps
	STEPS
	ACTIONS

	
Familiarisation with the data
	Reading and re-reading the data (and listening to audio-recorded data at least
once, if relevant) and noting any initial analytic observations.

	

Coding
	This involves generating concise labels for
important features of the data of relevance to the (broad) research question guiding
the analysis. The researcher codes every data item and ends this phase by collating all their codes and relevant data extracts.

	
Searching for themes
	The researcher ends this phase by gathering all the coded data relevant to each theme.

	

Reviewing themes
	The researcher should reflect on whether the themes tell a convincing and compelling story about the data, and begin to define the nature of each individual theme, and the relationship between the themes.

	
Defining and naming themes

	Requires the researcher to conduct and write a detailed analysis of each theme

	Writing up
	Involves weaving together the analytic narrative and data extracts to tell the reader a coherent and persuasive story about the data, and contextualising it in relation to existing literature


Adapted from Braun and Clarke (2013:123)
[bookmark: _Toc467621101][bookmark: _Toc488229920]DATA VERIFICATION
Lietz and Zayas (2011:191) consider four concepts that work together to assess the trustworthiness of a qualitative research: credibility, transferability, dependability, and confirmability. The aim of trustworthiness in qualitative research is to support the argument that the findings of the research undertaken are worth paying attention to and are relevant (Elo, Kääriäinen, Kanste, Pölkki, Utriainen & Kyngäs 2014:2). It refers to the confidence or trust one can have of a study and its findings.
Transferability is achieved when the findings can be applicable to another setting, to theory, practice, or future research (Lietz & Zayas 2011:195). The researcher makes sure to ask appropriate questions and identify any principle that arise so that the findings can be transferable and helpful for other research studies, while the recommendation mentioned in the last chapter (5) could be the subject of future research or questions.
According to Tierney and Clemens (2011:18), confirmability requests that the findings of the research should be connected to analysis, data and the research site. The goal is to enable the reader to see the train of thought of the researcher to determine how he/she took a piece of data, analysed it, and then reached a reasonable conclusion. The processes of data collection and analysis have been clearly discussed in this chapter to enable any reader to make a connection with the findings in the next chapter.
A study presents credibility if readers recognise in the findings the meaning that the research has for them in their own social context (Daymon & Holloway 2011:85). The researcher provides enough description of the settings and the received answers. Any international student reading the study would identify him/herself in the study at some point.
Dependability refers to the stability of data over time and under different conditions (Elo et al. 2014:2).
[bookmark: _Toc467621102][bookmark: _Toc488229921]ETHICAL CONSIDERATION
Verbal permission was obtained from the embassy of Gabon in Republic of South Africa and a letter of consent was sent to the researcher. 

Anonymity was provided to all participants during the interview as required. The names of the different Gabonese students’ associations and their leaders were not stated as required.
An informed consent form giving details on the overall research was signed by all the participants. They were given assurance that participating in the study is voluntary. Mack et al. (2011:8) say that an informed consent is a mechanism for ensuring that people understand what it means to participate in a particular research study so they can decide in a conscious, deliberate way whether they want to participate.

The researcher made it clear to the participants that they would be free to withdraw from the research at any time without any negative or undesirable consequences to themselves. The researcher followed the Vaal University of Technology Research Ethics Policies. Intellectual property right belongs to Vaal University of Technology.
[bookmark: _Toc488229922]SUMMARY
This chapter outlines all the elements of the research methodology, giving more detail about how data was collected and how they were analysed. It also includes details about the research design, participants, samples and data verification. The following chapter presents the analysis and interpretation of the data.


[bookmark: _Toc488229923]
COLLECTION OF DATA, ANALYSIS AND FINDINGS
[bookmark: _Toc467621105][bookmark: _Toc488229924]INTRODUCTION
The previous chapter focused more on the research methodology. An overview of the research design, sampling methods, data collection methods, measuring instruments and analysis methods used are discussed in detail. Trustworthiness and ethical issues are also included. In this section data are collected, analysed and interpreted in order to have answers to the research questions. Examples of the embassy posts are also included to provide the reader the contexts to the participants’ responses. 
[bookmark: _Toc488229925]The examples of selected social media post by the embassy
The researcher looked at the content of the social media platforms for one month beginning from first to 31May 2016; a daily check of the social media platforms.
The Google + page is untitled: “Ambassade du Gabon en AS” which in English means “Embassy of Gabon in South Africa”.
Two posts were found, although these posts have nothing to do with neither students nor embassy work.
The page counts 21 followers.


The researcher tried to look for the embassy of Gabon on other social media such as Twitter and could not find anything on Gabon embassy in Republic of South Africa. 
According to the interviews undertaken by the researcher with Gabonese students, Facebook was the social media mostly stated by the students. 
On Facebook since 2013 the page of the embassy of Gabon count now 737 fans (number of likes noticed). 
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From the 31st May the researcher started to have a daily check of the page. What was found is that the last post of the embassy is observed to be on the 27th May.
The researcher then decided to look down from January 2016.
First post of the year: 21st January 2016
The post presents an image of a notice on a paper intended for Gabonese students. It invites students who are in the different political parties (majority or opposition) to be close to the embassy to register for the presidential election. 
The post was shared twice by the embassy itself. We can notice one similar from a student user of the page.
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Second post of the year: 22nd January 2016
Part 1
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The post is not that visible but an image of a notice (paper, word document in an image format) intended for the Gabonese community in RSA regarding the programme and requirement for election registration (enrollment).
The post presents four likes from users and one comment written “Great Bro keep going”, which is, according to the researcher, an encouragement to the administrator of the page.
The post was shared by the embassy a second time, probably for wide diffusion of the message. This resulted in one like and three comments below:
The first comment in French: “Durban a été oublie à croire que nos votes ne comptent pas”. 
Meaning “Durban has been forgotten, it seems like our votes do not count”.
No answer from the embassy follows that unpleasant user comment.
The second comment in French: “C'est fait. Très bonne organisation! J'ai fini en moins de 15 minutes! Tres professionnels!” 
Meaning “it is done. Very good organisation! I was done within 15 minutes! Very professional”. Referring to the delegation in charge of the enrollment for 2016 presidential election in Gabon.

Part 2
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Another post appears on the same date and day. It presents an informative notice to the Gabonese students in which the administrator mentions that information concerning the establishment of birth certificate, death, request for wedding or establishment of a passport certificate are well detailed on the website.
The post is followed by a link to the website, the presence of which makes visual, such as the appearance of a picture from the website.
In other words, students in need of that information should visit the embassy website where they will find all the answers.
The post was shared three times by the administrator, certainly for wide dissemination.
Third post of the year: 9th February 2016
The post, written by the administrator follows the programme of the registration. At first glance the registration this time concerns the students from Vaal.
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The post is an image of a paper where the notice is typed like a word document in an image format.
There are no likes and comments and the post was shared twice by the administrator, probably for wide dissemination.
On one of the shared posts the researcher could see a comment in French from a student: 
“Pourquoi. Cette équipe du ministère ne fait pas le déplacement a Durban? ”  
Meaning “why does this delegation not come in Durban?” 
There was no answer to that question from the embassy’ Facebook page.
Forth post of the year: 7th April 2016
The post is in the form of a word document in an image format as the previous one. It is an informative notice intended for Gabonese students.


The notice is directly from the ambassador of the Republic of Gabon in RSA. He is raising one of the issues he noticed, which is that many Gabonese residents are not registered at the embassy. Moreover, he invites the community to come to the embassy and register in order to be aware of the number of residents. 
The post present eight likes from the users and one comment, which is a proposition.
[bookmark: _Toc488229926]“Oui Mr LOKOGO, c'est déjà bien de nous le dire, nous qui sommes sur place, mais comme je l’avais proposé aux gens de la DGI/CEDOC lorsqu'ils étaient ici récemment, le recensement est un travail qui doit commencer depuis l'EMBASSADE au Gabon. 
Ce nest qu'une humble proposition! Merci!”
The comment is a proposition from one of the users regarding the census. He proposes that the census should start at the embassy of South Africa in Gabon. His comment is merely suggesting.
The comment has not been answered by any users or by the embassy’s Facebook administrator.
Fifth post: 26 May 2016
Like the previous post, the researcher could see a word document in an image format posted. The post is a notice to say that there will be a second revision of the election list. Those who could not be registered the first time could now have an opportunity to do so from a certain given date.
The document is full of information in a long paragraph. The researcher could notice the presence of three users likes.
The administrator shared the present post twice and the second time the researcher could see a question in French:
“Ou est ce qu’on s’inscrit à Johannesburg”
Meaning: “where can I register in Johannesburg?”
The question has not been followed with any response either from users nor the administrator.
[image: Description: C:\Users\sabrina katucia\Documents\New folder\chap 4\Screenshot_2016-08-23-12-57-06.png]

Sixth and last post of the year: 27th May 2016
The post shows a number of documents in an image format. It is the election lists with name and ID photos attached as per cities (Johannesburg, Pretoria, Vaal, and Cape Town).
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All the lists per city were posted the same day, 27 May 2016, and two comments could be seen.
The first comment concerned the list for Cape Town:
«est-il encore possible de se faire enrôler du cote de cape Town?»
Meaning: “Is it still possible to enroll for the election in Cape Town?”
No attempt to answer the question was undertaken by the embassy’s platform.
The second comment concerned the list for Durban:
“Noted, thanks”.
The researcher was surprised to see an election list for Durban because of the previous comments from the students from Durban, which were not attended to by the embassy’s platform administrator.
The update of the page ends on the 27 May 2016 with a shared post from the 26 March 2016. Basically, the administrator shared the same post he shared on the 26 March 2016.
The researcher found two likes form users and one question on that last post.
« passer ce délais on fait comment y a-t-il une troisième vérification? »
Meaning: “If the deadline is passed, is there a third registration?”
No responses from the embassy platform to that question were answered.

[bookmark: _Toc467621117][bookmark: _Toc488229927]RESEARCH FINDINGS
The data were transcribed then familiarised with. Next, the researcher picked out the codes from each individual response, and turned them into main common categories. The steps of the treatment of data are mentioned above and in the previous chapter. The quotations are followed or headed by the letter “P” for participant and a number to identify, in which the participant stated a certain argument. Table 4.1 represents the codes that were organised into categories as well as the topics, which help to systematise the discussion on the data. Table 4.2 represents the final themes that emerge from the analysis.

[bookmark: _Toc488229928]The summary of codes and categories derived from the data. 

Table 4.1 incudes the summary of codes and categories derived from the data. 

[bookmark: _Toc471202250]Table 4.1 Topics and categories
	CATEGORIES
	CODES

	
1. The familiarity with the Embassy social media
1.1 Awareness of the existence of the page 
1.2 Familiarity with the embassy social media content
	Facebook mostly known
Awareness of page through other Gabonese student
Limited awareness of e-mail and website
content out-dated
Update in case of upcoming events

	2:  students’ engagement with the embassy platform
2.1 Consideration of students post
	Disinterest in the social media
Late to no feedback


	 3 Embassy social media information relevance
	No information relevance
No  embassy effort 
More reactive than proactive in finding about issues
Embassy aware of students issues 
No action in terms of social media content

	4: Students relationship with embassy based on the social media
4.1 Trusting the embassy based on social media
4.2 commitment
4.3 Dialogue
	Embassy represent home
No trust
No commitment
No engagement
Mostly monologue

	5 Student’s expectation of embassy social media 
5.1 education and home content expectation
5.2 student’s value expectation
5.3 Awareness of the social media
5.4 Update and feedback expectation
5.5 Improve content
5.6 Ask students opinions
5.7 Create a dialogue 
5.9 Preventive posts
5.8 Allocate resource for the functioning of social media
	Bursaries, 
School assistance
News from Gabon.
someone to check the post immediately
Active embassy employee
Official promotion of social media
Keep students updated on the page
 Ask the students opinion
 Entertaining contents pictures. . 
 Accomplish  Facebook creation purpose 
Regular updates
 Tips to help students in their new environment.
Posts that can help future tourist
Quick feedback

	Topic 6 Evaluation of the embassy’s social media platform
6.1 Differences social media use by the embassy makes
6.2 Content evaluation
6.3 About the way the embassy uses the social media 
6.4 Participation of the embassy on social media
	Facebook is good initiative
No differences
No interaction
Facebook unused by embassy
No participation
Participation based on content.





[bookmark: _Toc467621119][bookmark: _Toc488229929]The familiarity with the Embassy’s social media
While researching the Embassy communication channels, the researcher discovered that the embassy has online communication in the form of a website, a Facebook account, Google + account and a Gmail account for email.
Based on the context of the study directed on social media, the researcher asked to the students in the interview about the type of social media used that they are familiar with. The majority of participants knew about the embassy having a Facebook page only and no one mentioned the Google + page. The researcher persisted in asking but none of the students were familiar with the embassy social media platform. The Facebook page seemed to be the well-known social media in the community.
The participants indicated that the embassy did not promote the existence of their Facebook page. Participants said to have come across the Facebook page through other Gabonese students. Some discovered the page by themselves and decided to share the link with a friend who did the same or shared through word of mouth. This is how many in the community find themselves following the embassy social media. Responses to that question were very similar, as illustrated by the following quotes from P11 and P18 “I am aware of the Facebook page through a Gabonese friend”.
One declared to know the page from an employee of the embassy, who is a friend. “One officer of the embassy who is a close friend of mine told me about it.” P19.
Another found the page through research. “I know about the Facebook page. I went to look on Facebook to see if the embassy had a page and I found it.” P13.
It shows a gap in the embassy’s overall communication management because a communication tool such as social media cannot be kept unrevealed; it needs the audience to be made aware and directed at users in order for it to survive.
P9 made an important declaration. “I don’t even think a lot of Gabonese students in RSA know about the social media platform of the embassy. Those who are aware of the page are mostly aware through others; it never came as an announcement from the embassy.” This statement supports what was said above regarding how the students became familiar with the embassy’s social media.
However, when asking the question to participants about their awareness of the embassy’s social media platform, the participants regularly mentioned Gmail or website after the Facebook. Statements look like the one from P1. “I know the Facebook page and the email address via other students”. The researcher had to explain the difference between the online communication and the social media for them to understand the focus of the research. They had always thought that the researcher was talking about the overall online communication channels the embassy uses. After a better understanding, the interviewer was able to answer the question consistently and effectively.
The answers of the participants about their general knowledge of the Facebook page were quick and precise. The “no update” is something that really came instantly in their responses when thinking about the embassy’s social media platform. Update is really an issue; the majority of participants complained about it. Many responses are similar to the one of P5. “Information is old. There is no update; it is almost like there is no one managing that page on a day to day basis. Why create it then.” P5 actually marked in it responses, intensely felt, how the update was irregular, with words such as “old” and with a sincere opinion such as “why create it then.” This answer says it all.
The researcher also noticed that the majority of students added that the updates are made only in case there is a big announcement concerning the students. P13 illustrates it such. “No they do not update regularly unless there is a big announcement or information to communicate”. 
The knowledge of embassy employees about Facebook was questioned by one participant because the lack of updates and interesting content. P6 said, “I think at the embassy the majority of people are not really advanced in the new technology such as Facebook.” 
[bookmark: _Toc467621120][bookmark: _Toc488229930]Students’ engagement with the embassy platform
The majority of participants showed a disinterest in the embassy social media because of too much old information on the page. This has led them not to visit or participate in the page regularly. Along with these lines and as other participants, P3 declares that “I check the page once in a while because I know the update is made only when there is specific information such as passport issue, repatriation etc. If I know there is a special topic as the one I mentioned earlier, I go and check the page.” 
The embassy is actually losing the attention of its users following its numerous non-attendances to the Facebook page.
The participants do not see the need to post comments or questions because they are frustrated by an attempt to do so. Among all the similar responses from the majority of participants, two participants were chosen for the clarity in their expression. P5 affirms that “I don’t think the page is helpful because I asked questions, posted comments and I did not get till now answers” and P8 states “I never tried to comment or ask. I am not encouraged to”. P8 witnessed how some comments and questions have not been addressed by the embassy on the page for long and he/she got discouraged to try.
If the embassy at least interacts with the student users of their Facebook despite the fact that there are no updates, all participants expressed that there is no interaction between them and the embassy. For example, from similar opinions of the participants, P11 asserts that “They do not interact with us; they just give us the information. It is actually in a form of notice”. 
[bookmark: _Toc467621121][bookmark: _Toc488229931]Consideration of students post
Out of nineteen students, only two students, P1 and P13 support that the student posts are taken into account. P1’s response illustrates this point. “Yes, I know a person who didn’t have his passport, got arrested. We sent a request for help on the embassy Facebook page, Gmail, direct phone calls. And the counsellor in charge of students went to Home Affairs then came to Vaal with some Home Affairs member to identify”. However, the researcher could not discover if the request had an impact because of the post on Facebook, the email sent or the direct phone calls.
P13 says “They give attention to the students’ post, especially if it is an emergency”. However, the majority of participants reveal that the real issue is time as they do not know when the embassy will answer a post; it can be quick, late, very late or never. For example, P17 states that “The posts are taken into consideration but not with fast actions.” P17. And P8 highlights that it is a no and yes to the question as it will depend on the experience of the participant. However, many have not been taken into account, which is the reason why the majority of participants agreed that the student posts are not taken into account. P8 says “No and yes”, as many questions and comments are still pending. “However, I have been helped once.”
[bookmark: _Toc467621122][bookmark: _Toc488229932]Embassy social media information relevance
Opinions are quite diversified on this question. A number of participants agreed that they find the information of the page relevant. The issue they encounter is that the information is old. “The information is relevant yes, but old.” P10. Here we can say that the issue in the social media content of the embassy is not the information disseminated in itself but the lack of update, which make it old for the participant every time he/she visits the page.
Other participants do not find anything relevant in the post of the embassy. For them the page does not reach their expectations. As many, such as P4, mentioned that “The page is not enough informative, with 626 member likes, the information is not fructuous, the post are not that important.” A number of them felt that there is too much political content and not the content related to their situation in South Africa or their issues as students. For example, many participants responded like P18 saying “I don’t find their information relevant; I think they do more politic instead of focusing on our issues”.
Moreover, from the nineteen students, sixteen of the participants do not see any effort being made from the embassy in trying to look after students’ interests by attempting to know what the students’ informational needs on social media are. They similarly said, as P3, “if they will make effort, they should have being asking questions about some issues that we have on the page. “Even during emergency moments, the embassy has not showed any effort to comfort its stakeholders regarding the situation. P2 highlighted an important event. “There was a time during xenophobic attack where we will visit the page to check for information and there was nothing”.
It is certain that the embassy does not address its users’ needs on social media or try to be close to its users in order to know their opinions in order to improve the page. During the interview, some participants expressed that in their opinion, the embassy is more reactive than proactive in finding about student issues. P1 and P2 could say “I don’t think they make effort to know issues relevant to the students unless the students ask for help. They make effort in a sense that they will reply to your request, if there is no request they won’t be able to know.” This leads the students to look for information they need elsewhere in order cope with whatever they lack. “The embassy is not making any effort, we are helping ourselves”, P13 said.
Few participants think that because the embassy is not showing any interest in them through social media, they definitely cannot be aware of the issue of students. The reason why the embassy does not know the students’ expectations or issues is because the embassy does not interact with the students. P4: “because they are not active on the page, one post after ages, they cannot be aware of our issue in that way”. “No because they do not ask what our issues are”, says P9.
It is the embassy’s responsibility as owner of the page to be willing to interact with its users. In this manner, the embassy will know what is on the minds of the students and address it properly. 
However, most participants asserted that the embassy is aware of the issues of students even if they do not show interest on the page. P13 shared that “They are aware of our issues” “because the students are still calling the embassy and trying to contact the embassy when facing a certain situation. “I remember in 2014 I went with the association of Vaal to the embassy to meet the ambassador and other employees. We raised that issue of poor communication between the embassy and the students. They did make promises regarding an improvement, nothing was done, we are in 2016 now”, P11 revealed.
It means that the embassy actually knows what information would be relevant to post on social media with the purpose of helping the students, but it is not evident as they do not act likewise. Along these lines, P12 states that “I don’t say they do not care but they do not show much interest and especially on their Facebook”.
[bookmark: _Toc467621123][bookmark: _Toc488229933]Students’ relationship with embassy based on the social media
Trust, commitment and dialogue are three important characteristics of relationship. Having the manifestation of these concepts, clearly depict if there is a relationship or not.
All participants showed interest in the embassy, pointing out that it is very important for them to be in touch with it. The embassy represents Gabon in South Africa, and is an important body of the government outside the country for the citizens living in RSA. They showed in their responses how important it is to be in touch with the embassy, especially that the students represent the majority of the Gabonese population in South Africa. P18 could say “we are the majority of the Gabonese population in this country. If something happens to me my first refuge is the embassy because it is my country.”
The embassy is more than and a representation of the Gabonese state, they relate to that entity. P2 assert “Yes it is important to me because the embassy represent Gabon. They know us better than the South African government. They can better deal with our issue.”  Therefore, it is clear that the students constitute one of the principal stakeholder groups of the embassy. Their interests should be understood and taken into consideration. The embassy should look out for ways to build and maintain a sustainable relationship with the students especially that the embassy knows where they come from and what they here for. It is important for the participants to have all kinds of communication tools available to always be in touch with the embassy. “It is capital for the embassy to use different media such as social media to keep in touch with us in order to be able to know our needs, difficulties and expectations, thus they will be able to assist us more effectively”, P17 declared.
[bookmark: _Toc467621124][bookmark: _Toc488229934]Trusting the embassy based on social media
Two students out of nineteen gave positive answers in terms of trusting the embassy based on their social media platform. “Yes I do, because most of the time their posted information are true”. Similar responses came from P19 and P1.
Trust is an important point in the relationship, if the majority of participants have no trust in the embassy social media; it simply means that there is no created or maintained relationship on that platform. The rest of participants were negative in their responses concerning trust. They do not trust the embassy based on their Facebook profile. As P6 illustrates it, they cannot trust the embassy based on the social media. “No, I cannot trust them, if I would judge them on their Facebook page, I would never trust them nor go on that page again to ask for any help”, P6 said.  
The content of the page seems not to be reliable enough to be trusted as said P17, “I do not automatically trust whatever I read on their page,” and P5, “No. I even took the number provided there on the page. I tried to call and it did not go through. No one answered.” It is unfortunate that stakeholders do not trust the organisation in which they have a stake, the organisation there is related to. It reveals a gap in the all relationship concepts because already one characteristic of the relationship is missing as the majority of participants have a negative testimony regarding trust.
[bookmark: _Toc467621125][bookmark: _Toc488229935]Commitment
After the question on trust, the researcher asked about the commitment of the embassy in engaging with the students on Facebook. Even here, only two participants said “Yes” to the question. Yet the responses are also diversified because the irregular update and non-attendance to students’ posts as well as the irrelevant information posted is not an issue. The embassy has made the effort to be on social media, which effort gives one no reason to complain. P1 affirms that “Yes, they show commitment. Even if the posts are not regular at least they do update time to time, it is also the responsibility of students to go and check what is new”. However, the second, P3, says yes but expects more from the embassy in terms of commitment. “Yes they do but it is not enough. One informative post in a while is not enough”.
The other seventeen participants gave negative opinions regarding the embassy showing commitment. They present facts that make them not to see the commitment. For example, P8, “There is no commitment because there is no engagement. Post are most of the times just informative, it does not invite us to say something. You get the news and that is all you know.”  And P11 adds that “They do not show any commitment, just check the page and you will see, the last update is from months ago. Which kind of commitment is that?”
[bookmark: _Toc467621126][bookmark: _Toc488229936]Dialogue
All nineteen students participating in the study disapproved the occurrence of any dialogue between the embassy platform and them. The term monologue is the most stated by the participants; it looks like the embassy uses its social media platform as a press release to inform users on matters they think important, such as politics. The communication method used by the embassy on their social media, is definitely a one-way communication aim at informing.
Most responses are related to the one of P19 and P9. “For me, they are engaged in the monologue simply because they’re using their social media mostly to vehicle information not to engage a conversation - P19”, while P9 says, “There is no dialogue, mostly a monologue because they only post when there is a big announcement concerning student then see you at the next big announcement”. There is clearly no dialogue on the Facebook page according to the participants. The researcher also noticed in examining the page that there is absolutely no dialogue between the students and the embassy on Facebook. It is all about a notice posted by the embassy once in a while and some comments from the students literally left without attention.
The presence of a dialogue means there is a two-way communication between parties with a message and a feedback occurring two ways. This kind of communication creates or is a foundation for a given relationship. Thus, in the absence of a dialogue between an organisation and its stakeholders, a relationship cannot be considered, although at the same time any stakeholder dialogue considers the stakeholder’s interest.
It was important for the researcher to know if the students as well had tried to create a certain dialogue from their side with the embassy on social media. The majority of students answered negatively to the question. P14 and P3 best illustrate the participant’s responses. “Mostly is a monologue because most of the things they do post there do not concern students as much and then you do not see students’ reaction in whatever they post because they do not feel concern. They do not see what they should post back on what the embassy says”, P14. P3 declare: “I will say that there is no dialogue; it is mostly informative and one way. For example, during enrolment for election, we just saw one post informing us of the presence of delegation that’s all. There was nothing that could invite us in a dialogue”.
[bookmark: _Toc467621127][bookmark: _Toc488229937]Students’ expectation of embassy social media 
When the embassy decided to have a social media platform, certainly there was a need to address communication gaps existing between the embassy and the students. The embassy needs to redefine the objectives that once led them to create a social media platform. As P14 said, “The embassy should accomplish and follow the purpose for which they decide to have a Facebook page”.
The expectations from the students are numerous and the complaints plenty. Except for the page to be seen as a good idea from the students, few of their opinions regarding the embassy usage of the social media are positive.
[bookmark: _Toc467621128][bookmark: _Toc488229938]Education and home content expectation
In terms of expectations, the students want more information related to their education “We also want information about bursaries, more orientation like which kind of universities we can apply to, what happens during registrations, more on orientation”. P16 affirms likewise as do other participants. They also want to know what is happening in Gabon (home) while they are in South Africa surrounded by national and international news channels. Knowing what happens at home is a way to stick to their origins. As many participants, such as P13 says, “When I visit the page, it is to see or get information about Gabon, the news of the country”.
[bookmark: _Toc467621129][bookmark: _Toc488229939]Students’ value expectation
From over nineteen participants, all of them gave interesting views on what they expect from the embassy using social media. Some of them expect the embassy to be more attentive to the students, to give interest in what they are and represent for their country, Gabon. P18 said: “We are a great percentage of the Gabonese population in South Africa, we must be treated well and our interests should be valorised”. The students would like the embassy to let them know that they are considered, which includes their needs. “They should be able to tell those one already in South Africa that there is a database that the embassy is creating to take care of them, to help them if they have problems”, P12 asserts.
[bookmark: _Toc467621130][bookmark: _Toc488229940]Awareness of the social media
One of the big issues noticed is that the embassy has never promoted its page to the students. Eighteen participants discovered the page by themselves or through other friends. The embassy needs to communicate the existence of its Facebook page officially; maybe send emails to the students to notify in detail that the embassy is using social media and then announce it on the concerned social media to make all users welcomed to the page. Also, the embassy could encourage them thereafter to share the page with other Gabonese. 
P1 points out that “They should make the existence of their social media platform official and well known”. P4 adds, “The embassy should promote and advertise the page so every student can be aware of its existence”.  I asked myself why the Gabon embassy in RSA cannot make their communication channels clear to the community”.
[bookmark: _Toc467621131][bookmark: _Toc488229941]Update and feedback expectation
The issue of update and late feedback should be fixed to keep both sides in an on-going relationship. P5 declares, “we want immediate feedback, it is very frustrating coming from a great embassy”. This will certainly lead to the employee of the embassy to be more active on the platform with regular posts, focusing on the embassy itself. “I want to see an ambassador, be more active”. “They can present their staff and their different functions with pictures. We are tired of those papers that they post once in a while. We want them to be more active”, P6 and P4 highlight similarly. The embassy should not wait for an incoming event or big announcement to update the page, the students mention. “They should not just wait until there is breaking news or really important information to use the page”, P9 highlights.
[bookmark: _Toc467621132][bookmark: _Toc488229942]Improve content
The students are proposing more activities that relate to them on the page in order to improve the page. They want more update, visual and interesting information. The researcher combined related responses to P6: “they can create a mini-magazine that they could post regularly or a news video on the page to have news of Gabon instead of us following other pages”… “We want more post, image, visual, and let us to be aware officially of their different communication channels”. The embassy should also take the example of other Gabonese embassies that use social media in other countries for improvement. 
P4 made a comparison to illustrate what the Gabonese students in RSA are expecting from the embassy’s social media.  “I tried to compare Gabon embassy page in RSA and the one in Morocco. They are not about 600 like us but just 36. But they work and honour the students as well as Gabonese community in Morocco. When there is a graduate the Moroccan embassy honours their students through encouraging post. During enrolment for election there, the ambassador himself welcomed the delegation coming from Gabon. It was photographed, recorded, and put on the Facebook page, it was visual. But the one in RSA does not do so”.
Furthermore, we should share different information on different channels, for “we don’t want to see the same information via email and the same copy and paste on Facebook”, P9 said, as other participants do.
[bookmark: _Toc467621133][bookmark: _Toc488229943]Ask students’ opinions
All participants stated that they want the embassy to make an effort in knowing what they expect to see on the platform since there are also users. “The first thing is to ask suggestions from students because it was supposed to be our page not their page only. Not the embassy Facebook page but the page for all Gabonese in South Africa”,”P14 said. “Then they will be able to improve the page”.
These statements supported what was said earlier about taking into account the stakeholders’ interests. Only if the embassy engages with the students in a dialogue, will they be able to know what the students’ expectations are, when they could not only address them but create a relationship with the students.
[bookmark: _Toc467621134][bookmark: _Toc488229944]Create a dialogue 
The researcher witnessed through the opinion of the participants earlier that there is no dialogue on the Facebook page of the embassy with the students. Therefore the students expect more dialogue from the embassy to create a relationship. P16 highlighted, “We want a close relationship with the embassy because if they are close with us, we can share something, discuss about what we are facing every day”. “Engage with us students more often, not after months”, said P17.
[bookmark: _Toc467621135][bookmark: _Toc488229945]Allocate resource for the functioning of social media
The majority of participants believe that there is no real resource either human or material allocated to the functioning of that page, which belief was based on the current complaints of the participants. As said by many participants, “Social media communication demands an inter-exchangeable interaction. Hence, “the embassy should dedicate some resources to have someone in charge of posting and replying to the posts on their page”, said P17, and P2 said, “It will be nice if they can have someone to check the post immediately”.
[bookmark: _Toc467621136][bookmark: _Toc488229946]Preventive posts
As for more content, the participants would like the embassy to give them tips to assist in their new environment. For example, P9 states, “The page should also be a platform used by the embassy to give daily tips on how people can keep themselves safe or adapt to the environment in RSA. We want information on how to get a visa on time, as well as some information which can help those who come to visit, the tourists. Then people will like the page, relate and be interested”.

The participants also talked about being able to see posts or information which can help potential Gabonese who are planning on coming in South Africa, as expressed by P14 who says, “They should also consider those one who are still in Gabon but in the process of coming here or having South Africa in mind and plans. The new students just having their matric, the embassy through their Facebook should be able to explain to them what is the process of apply in South African universities”.

These are responses the embassy should try to take into account because it is part of their mission. They are the image of a foreign state and also a link between the country they represent and the country they are in.
[bookmark: _Toc467621137][bookmark: _Toc488229947]Evaluation of the embassy’s social media platform
All nineteen students have given words of appreciation for the existence of the page. As an illustration, P17 declares, “I think the embassy realised the importance of being open and engaged with students in order to help them better. And social media is the best tool to get involved with this young generation of students”. 
The participants are actually pleased about the page and think it can help both the students and the embassy, but the way the page is managed is the issue. “The page should reunite or unite the Gabonese community in RSA on a cultural level, administrative and even more. The page is quite dead and cold for a great embassy as Gabonese embassy. The government gives a great consideration to that embassy so that page should have been rich in information”, P4 said.
Most participants reveal that the social media platform of the embassy is still at a low level, and needs a lot to be improved. Responses to that question were very similar, as illustrated by the following quotes from P16 and P6. “The social media communication is still poor and needs to be improved”. “The page is boring; the page does not talk about news from home, very boring for me”. 
Students who tried to evaluate the page by giving a mark, gave low marks to describe their opinion. For example, as the opinions of many participants, P12 states, “Out of hundred per cent I can even give them thirty per cent. Poor”, and P14 adds, “On a scale of zero to ten, with zero being very unlikely and ten very likely, I will give two out ten with a smile”.
[bookmark: _Toc467621138][bookmark: _Toc488229948]Differences social media makes by the embassy
In terms of a difference the page is making, one participant, P19, is the only one to have noticed a difference in embassy communication with students since the creation of the Facebook page. “The embassy social media is crucial because instead of you going to get information there, information is coming to you via the social media”. 
One student, P18, refused to answer the question. This participant was angry and frustrated due to the way the embassy had been behaving with the participant, not only on social media but through other communication channels. On that question, the participants expressed other frustrations, such as giving no feedback to a request that a participant answer the question, and refusing to be more informative. “I feel forsaken by my embassy; even the social media is useless, I won’t answer that question”.
Other participants said that there had been no difference or changes since the platform’s existence. Responses from the participants were similar to the one of P11: “No difference, it is like it did not even exist,” and P13, “No, there is no real difference, nothing has changed”.
This shows the way the embassy has been using its social media, with no positive benefit to its users. The purpose to create this social media, which was maybe intended to get close to the students, is not achieved. If students cannot see or feel a difference since the creation of that platform, the embassy has missed an opportunity to use its social media correctly.
[bookmark: _Toc467621139][bookmark: _Toc488229949]Content evaluation
In addition, most participants highlighted that the information posted on Facebook is similar to the email. For example, P9 and P2 say, “The same information posted on Facebook is the very same copy and paste information they sent or will send via email”.  “I visit the site from time to time, not often because the information that they send via their email address is the same on Facebook so no need to check it”, says P2.












4.2.7.3 The way the embassy uses its social media
Most participants uphold that the Facebook is a good initiative regarding interaction but there is no interaction on the page. The result, according to them, is an uninteresting, dead Facebook page “No one is interacting on that page; the page does not live because there is none of the information we need as students”, P18 declares, which applies equally to all participants.
After statements about no update, late or no feedback, a monologue, etc., the researcher believes like most of the participants that the embassy’s social media is just a platform which exists for the image of the embassy communication records. From issues raised by the participants and the examination of the page by the researcher, there is nothing to show that the embassy wants to get closer to the students. P14, as in most participants, affirms “I think those people at the embassy; they do not use that social media platform that much. They certainly opened it just for fun, just to follow maybe other embassies”. And P16 adds “No, like I said they do what they want not what we want or will arrange both. They do not even read that page. That Facebook is just like okay, just for them maybe to say ooh yeah we also have a Facebook page”.
[bookmark: _Toc467621140][bookmark: _Toc488229950]Participation of the embassy on social media
On this question the responses are similar between those who answered negatively and those answering positively. The participants supported the view that although they seldom participate with the embassy on the Facebook page it makes them feel part of the community despite certain management gaps. They feel part of the community because the page is a Gabonese page, surrounded by Gabonese users. It is a Gabonese environment, which they feel part of. Illustrated by P13, some participants said, “Yes, because some post, while old or irregular concern me as a Gabonese student. Also the users who liked this page are Gabonese; the administrator as well is Gabonese”.
Despite the lack of consistency in terms of student matters and other issues, some students say to feel part of the community despite issues of update and content.
Other participants definitely do not feel part of the community because of the bad experiences they encountered with the way the embassy platform is managed. As the embassy rarely participates on the page with a notice they do not feel part of the community. For example, P15 states, “No, not at all. There is almost no participation because even the information I was looking for I could not use them and when I asked, there was no feedback”. And P9: “In terms of frequency, interactivity or day to day tips, I will say no, I do not feel a part”. 
[bookmark: _Toc467621141][bookmark: _Toc488229951]MAIN THEMES EMERGING FROM THE RESEARCH
After a detailed discussion on the categories, this section presents and expands the four main themes, which has emerged from the research. The researcher followed the steps of treatment of data mentioned above. The main themes emerging from the research are presented in the table 4.2. 

[bookmark: _Toc471202251]Table 4.2 Themes emerging from the research
	
THEMES

	
Limited familiarity with social media
Negative evaluation of current engagement status on social media
Not addressing student specific issues
Students see the value in the embassy social media as a communication tool



[bookmark: _Toc467621142][bookmark: _Toc488229952]Theme 1: Limited familiarity with social media:
Looking at the codes and categories, Facebook is the social media which is most known by the Gabonese students. It has been cited in one hundred per cent of the responses and none of the participants have shown any knowledge of another type of social media. 
Furthermore, the students came across the existence of the Facebook page of the embassy through other Gabonese students who themselves have known the page through other Gabonese students. It was certainly not through an official notice from the embassy which made their stakeholders aware of the page. One participant has known the page through an employee of the embassy but who is a personal Gabonese friend.
It is important for the researcher to further share in this segment that many students who were approached to participate in the study had no clue of the existence of any embassy’s social media. About thirty-five Gabonese students were approached by the researcher but only nineteen were qualified to carry on with the study due to their knowledge of the embassy’s Facebook page.
[bookmark: _Toc467621143][bookmark: _Toc488229953]Theme 2: Negative evaluation of current engagement status on social media
The students gave negative feedback concerning the manner in which the embassy is using the Facebook page. The same complaint was registered from participant one (1) to the last: that is, irregular update, late to no feedback. Likewise, the embassy is not engaged in a dialogue with the students. The type of information displayed is also not relevant to student concerns and the way it is displayed (notice in an image format) is definitely not appropriate to social media, which is more interactive. For example, a displayed notice image can remain for months before being replaced by another notice image and in between that time nothing happens on the Facebook page.
In addition, the students stated that the same information, meaning the notice images displayed on the Facebook is the same that are sent by the embassy via email address to the students. In the context of social media, the embassy, as reported by the participants, is using its Facebook page as an information tool rather than for dialogue.
[bookmark: _Toc467621144][bookmark: _Toc488229954]Theme 3: Not addressing student specific issues
It appears that there is no communication happening on Facebook between the embassy of Gabon who is the owner of the page, to the sender and the students who are the receiver. It is just about giving information without searching for the need and interest of the students. Most of the participants expect the embassy to ask and research student information needs in order to improve the page because the page is considered by the students to be owned by both groups of users. 
However, some participants declare that the embassy is aware of student issues because the students have already raised their voices in past meetings with the embassy. But the Facebook page is still noticed to be all about “politics” and more or less unnecessary information to the students. The responsibility is certainly on the side of the embassy to consider as well as involve the students on Facebook and work with them accordingly. 
[bookmark: _Toc467621145][bookmark: _Toc488229955]Theme 4: Students see the value in the embassy social media as a communication tool
Although students highlighted many shortfalls in the embassy’s social media according to their experience, they still see a great potential in social media communication with the embassy.
Many participants agreed that the embassy’s social media is a good source of information about the country and what is happening. They generally think it could be a good way to keep in touch with the Gabonese environment and a good source of assistance to cope with the South African one.
Being in touch with the embassy, mentioned in the responses, is essential for the students as it represents home and guidance in a foreign country. Communication tools such as social media are welcomed among the students because it could ease some negative experiences of being far from home. Even if the information shared on the page is not that important, at least the students feel concerned because it appeals to the Gabonese community in South Africa.
In conclusion, the students want the embassy to consider their needs on social media by being more active and post content related to them, such as content on education, news from home, content related to the life in South Africa, content for touristic purposes, etc.. The use of social media by the embassy is a great initiative for the student; the issue is using it for the interests of both the students and the embassy.
[bookmark: _Toc467621146][bookmark: _Toc488229956]DISCUSSION
In this section, the researcher discusses the findings based on the theoretical framework explored in the previous chapters.
[bookmark: _Toc467621147][bookmark: _Toc488229957]Stakeholder relationships
Communication should be considered by all organisations in any industry, not only because it helps to keep a constant mutual understanding but also because it nurtures the creation and maintenance of relationships. According to Linton (2016:2), communicating regularly with stakeholders and creating a positive understanding can help organisations build an effective long-term relationship with its stakeholders.
Looking into the collected data, which represent the perception of the Gabonese students toward the embassy of Gabon’s social media, the researcher found that there is little to no communication between the two parties. The embassy shares information once in a while, while the students are expecting more in terms of dialogue. The students term the communication as “monologue”, “no interaction”, “and late feedback”. On the question of update, “irregular update” continually comes back in the responses. Bourne (2010:23) states that building relationships requires us to understand two important factors: firstly, a sustainable relationship provides benefits to both parties and secondly, communication is the only tool to build and maintain robust relationships. The relationship between the embassy and the students on social media is quite non-existent as there is no dialogue and regular update to keep the connection alive and fluid. 
Also, the benefits supposed to be experienced by parties in a relationship could not be seen. The students mentioned that the embassy does not put or focus on their interests. Already, without the presence of a dialogue, parties cannot express and be aware of their mutual needs. For Morgan and Hunt (1994), a relationship is not a once-off transaction but rather a collaborative effort where parties that interact get to learn from each other and thereby build sustainable relationships with each other. However, the students reiterate that the embassy mostly updates its social media when they have to inform on a special event, which does not necessarily concern them as students.
Using social media is certainly a good initiative. Even the students view the action taken by the embassy to use social media as something great that can be advantageous for both parties in terms of communication. Nevertheless, the irregularity of the embassy in the posts and feedback causes frustration to the students. Noort (2011:22) mentions that when a Foreign Service is devoted to be actively involved on the social media services, it is important to manage the continuity of messages. In other words it important to update regularly and involve users in helpful posts on a regular basis. Therefore the issue is not the social media as a tool of communication but the way it is used by the embassy.
Greenwood and Buren III (2010:2) declare that trust is an essential component for stable relationships and is a fundamental aspect of the moral treatment of stakeholders within the organisation-stakeholder relationship. The frustration mentioned above is noticed in the students’ opinions by a lack of trust. Most of them cannot trust the embassy based on their social media because of the way the social media is managed. Similarly, they see no commitment from the embassy to engage with them. This leads to another consequence, which is the disinterest of the students in the page. The students also do not give any importance in visiting the page regularly or in involving themselves in the activities of the page.
[bookmark: _Toc467621148][bookmark: _Toc488229958]Stakeholder Dialogue
According to Johansen and Nielsen (2011:209), stakeholder dialogue is an important element of strategic communication, which is the purposeful use of communication by an organisation to fulﬁl its mission. According to the student’s opinions, the embassy social media does not give any dialogic communication with the users, although the decision to use social media as a communication tool was certainly aligned to fulfilling the embassy mission. We can say that the embassy is not accomplishing the reason for which social media has been chosen as a communication tool.
Some aspects of stakeholder dialogue have been identified in the students’ opinions.
Bentley (2012:5) says that propinquity is the idea that organisations should make themselves physically and emotionally accessible to their publics. However, the time that a feedback, a comment or question takes to be addressed, does not depict propinquity. Similarly, the constant emptiness from the embassy after a student’s posts let us know that the embassy is not accessible to its stakeholders on social media. There is no propinquity and participants told the researcher that there is no invitation to dialogue; no interaction on the page that shows the embassy is accessible to them.
Empathy is the principle of dialogue that is demonstrated in the care and supportiveness participants express for each other (Lane 2015:4). However, according to the students, not only is there no dialogic communication, or even if the embassy is aware of the student issues, it does not act to demonstrate care and supportiveness. There is no openness or action taken by the embassy on social media to demonstrate supportiveness.
On the matter of commitment, students are negative in their responses. Commitment is the extent to which an organisation gives itself over to dialogue, interpretation, and understanding in its interactions with its stakeholders (Altheide 2015:12). If there is no dialogue, there will be  no mutuality, propinquity, empathy or even risk, because already the main aspect does not exist between the students and the embassy.
[bookmark: _Toc453326388][bookmark: _Toc467621149][bookmark: _Toc488229959]Four models of public relations
Our literature review has taught us that organisations have different models of communication depending on what they want to achieve. Grunig and Hunt (1984) identify four models of public relations, which are the representations of the values goals, and behaviours held or used by organisations when they communicate with the stakeholders.
The press agentry model is a one-way communication used in the purpose of getting publicity or propaganda for an organisation (Grunig, Grunig, Sriramesh, Huang, Lyra 1995:176). The public information model aims at informing the stakeholder using journalistic techniques such as news release. Lee (2011:6) aforganisations that this model uses press release and other one-way communication methods such as television, website and print media to distribute messages. A two-way asymmetrical model makes use of a faux dialogue with stakeholders for the reason of obtaining information that can be used for organisational benefit (Waters & Jamal 2011:323). As a result, communication in this model is two-way, from the organisation to the stakeholders and feedback from stakeholders. But the purpose is not to build or maintain relationships with the stakeholders. Finally, the two-way symmetrical model is used for the purpose of promoting mutual understanding between organisations and the stakeholders. According to Cho, Schweickart and Haasec (2014:567), two-way symmetric communication is mostly useful for organisations to build and maintain relationships and is the most conducive to encourage stakeholders to actively engage with an organisation.
Focusing on the research findings, the researcher discovered that the type of communication mostly in use by the embassy on social media is the public information model. Participants have revealed that every time the embassy updates its page, it is to inform of an upcoming event or matter. There is no call for a dialogue or interaction but just a notice aimed at informing. Creating a relationship with stakeholders is not at the centre of that model as messages flow from one-way (sender to receiver) with no opening to feedback. We can therefore conclude that the embassy is using its social media for the sole purpose of informing and not creating any relationship with the users. Grunig et al. (1995:169) uphold that public information is a one-way model in which practitioners who follow them give information about the organisation to stakeholders but do not seek information about them through research or informal methods. Moreover, the embassy is not trying to research its users’ content needs on social media. And in their expectations of the embassy using social media, the participants wish that the embassy can request from them what sort of information can be suitable to them. 
However, half of the participants feel a part of the community regarding the participation of the embassy on social media because they feel concerned by the messages that have been posted. Even if it is a political message, it is a message directed to the Gabonese community. The Public information model takes a one-way communication approach but relies on the conveyance of truthful messages (Waters & Jamal 2011:322). P13 highlights, “Yes, because some post while old or irregular concern me as Gabonese student. Nevertheless, it could be nice for the embassy to share messages beyond the political sphere”.
For Van der Bank (2015:4), social media helps build relationships with people who might or might not know about the services and what the organisation stands for. By adopting social media as a communication tool, the embassy of Gabon in South Africa has an opportunity to create and maintain relationships with its stakeholders. According to Agrawal (2015:10), it is important to follow common social media practices such as continuous sharing, update, breaking news, questions-answers and so forth to bring consistent conversation to your page. These common social media practices are not observed with the embassy as per the participants’ opinions. It is therefore important for the embassy to follow the common practices of social media in order to grab the interest of its users and create or maintain a relationship. Kilonda (2014:71) adds that organisations should take advantage of the capability of social media and focus on dialogic communication rather than one-way communication. Certainly social media can be used to inform but also to build relationship through dialogue. 
If the embassy of Gabon in South Africa aims at creating a relationship with its users on social media, definitely the two-way symmetrical model would be the best suggestion. By improving the page through regular update, immediate feedback, information related to the students is therefore necessary.
It follows that the researcher could not unwittingly meet with the embassy’s officers to discuss in an interview the reasons for such utilisation of social media.
[bookmark: _Toc467621150][bookmark: _Toc488229960]Students and the use of Social media
Bolton et al. (2013:248) maintain that individuals in Generation Y are either students or relatively recent entrants to the workforce. They use social media with high intensity by contributing to and sharing content, consuming content, searching, participating as well as playing. A need to interact frequently with others is a key reason for them to actually use social media. Also Bolton et al. (2013:249) add that students, a subset of Generation Y, use social media for the same purposes as other generations, for information purposes where they can learn new things, or for leisure or entertainment. Thus, this young audience is very active online, having social media expectations that should be understood by any organisation that cite them in their stakeholder group. This is why audience research is very important to determine which kind of content would be suitable for the type or audience an organisation is dealing with. In the case of the Gabonese embassy in South Africa, it is clear that no audience research has been undertaken because the finding shows that the embassy does not understand the need of the students on social media or maybe does not want to make an effort to consider the students’ expectation in their posts.
The participants also highlighted frequently that the embassy posts more information regarding politics, information they do not necessarily understand as students. Frady (2011:48) declares that one conclusion that can be drawn is that the majority of users are not assimilating the messages distributed by most organisations on social media outlets. It could be that the embassy does not create content expected by the students or enough content explicit to them.
Generation Y presents both opportunities and challenges to organisations based on their knowledge and heavy usage of technology and social media (Pinto & Mansfield 2012:1). In the case of the embassy it can be used as a tool to share information about the embassy itself but also the government and the country. According to their responses, the students expect the embassy to share news from Gabon, content to present embassy activities and employees, and touristic content to present both the potential of Gabon and South Africa.
[bookmark: _Toc467621151][bookmark: _Toc488229961]CONCLUSION
The aim of this chapter is to present research findings based on the data collected from nineteen interviewed Gabonese students living in South Africa towards the embassy of Gabon’s social media. The students were interviewed, and data collected and analysed. The researcher explains the situation that restrained the embassy’s decision not to take part in the research. It was quite unfortunate not to know its side of the story regarding the use of social media as a communication tool. However, from the results arising from the students and the content analysis, we can have a true idea of the way the embassy utilises its social media. This chapter discusses the results of the research and a final attempt is also made to link these findings to relevant theories reviewed in previous chapters. The next chapter contains the final conclusions and recommendations of this study.


[bookmark: _Toc467621153][bookmark: _Toc488229962]
OVERVIEW, RECOMMENDATIONS, LIMITATIONS AND CONCLUSION
[bookmark: _Toc467621154][bookmark: _Toc488229963]INTRODUCTION
[bookmark: _Toc467620553][bookmark: _Toc467621155][bookmark: _Toc467622966][bookmark: _Toc467624169]The previous chapter provided the analysis, discussions and interpretations of the findings. The stages for data collection and analysis are identified and described. 
[bookmark: _Toc467620554][bookmark: _Toc467621156][bookmark: _Toc467622967][bookmark: _Toc467624170]This chapter provides a general overview of the study by presenting a clear answer to the research questions. The purpose is to explore the use of social media by an embassy as a communication tool to build stakeholder relationships with student stakeholders. The study’s aims are discussed in detail. The researcher ends the chapter with recommendations for future research and a final conclusion.
[bookmark: _Toc467621157][bookmark: _Toc488229964]DISCUSSION
[bookmark: _Toc467620556][bookmark: _Toc467621158][bookmark: _Toc467622969][bookmark: _Toc467624172]The researcher was able to get the relevant information through the analysis of data undertaken in the previous chapter. The section below provides the answer to each of the research questions.
[bookmark: _Toc467621159][bookmark: _Toc488229965]Research question # 1 
[bookmark: _Toc467620558][bookmark: _Toc467621160][bookmark: _Toc467622971][bookmark: _Toc467624174]What social media tools are used by the embassy to communicate with its citizens in South Africa?
In its investigation the researcher found that the embassy has a Facebook and Google + page on those respective social media. Furthermore in the analysis of data, the researcher discovered that the Facebook page is mostly known and cited by the students. In fact Google + were never mentioned by the students in their answers. The familiarity of the students with the embassy’s social media is the first theme that emerged from the research.

The majority of participants aforganisationed to have known the existence of the Facebook page of the embassy through another Gabonese friend. Many of them were not able to take part in the study because they were not aware of the use of social media by the embassy. Indeed, the students had not been informed by the embassy about the existence of the social media channels. In their answers, the participants wished that the embassy could make the existence of its social media official so that all Gabonese’s students can be aware of the existence of that tool.
Furthermore, communication involves a sender, a receiver and a message sent through a specific tool of communication. It is important for the recipient be made aware by the organisation of the tool that is in use in order for the message to perfectly reach the recipient and have the desired impact. According to Steele et al. (2015:857), Kaplan and Haenlein (2010:63), one of the most powerful ways social media has impacted the world to date is by creating a real time community interaction across the globe on any topic at any time. Among its different types, Facebook is one such tool that enables users to connect by creating personal information profiles, and inviting friends and colleagues to have access to those profiles. It is an open communication channel that stakeholders can use to ask questions, leave feedback and access an organisation virtually without feeling uncomfortable as it sometimes happens in person. 
The embassy therefore made a good choice in choosing to use social media as a communication tool. Similarly, the students really appreciate the action of the embassy in adopting social media. 
The fourth theme, which even emerged from the research is that students see the value in the embassy’s social media as a communication tool. For them it is a very good initiative to use social media in order reunite the community dispersed all over South Africa in one platform.
[bookmark: _Toc467621161][bookmark: _Toc488229966]Research question # 2
How do the students assess the relevance of social media communication by the embassy?
The second emerging theme, which is “the negative evaluation of current engagement status on social media”, relates to this question. 
The assessment of the embassy’s social media communication by the students is as follows:
The type of information displayed on the Facebook page is not relevant to the students’ concerns and the way it is displayed (notice in an image format) is definitely not appropriate to social media, which is more interactive. Heewon, Sunha and Binnari (2015:299) emphasise that social media are based on a two-way communication, dialogue and interaction between the communicator and the receiver. It should involve more attractive content, messages, and images to stimulate the interaction. But as mentioned by the participants, the embassy displays a notice image informing on political matter; which can remain for months before being replaced by another notice image and in between that time, nothing happens on the Facebook page. 

In addition, the students stated that the same information, meaning the notice images displayed on the Facebook, is the same that is sent by the embassy via email address to the students. Social media should be employed along with other tools of communication such as email or website to enable an organisation to be more visible by current and potential stakeholders (Torr 2014:5; Agrawal 2015:7). This can be part of the corporate communication system of an organisation. However, the way the message is sent should follow the nature of the communication tool. With social media the communication is direct, instant, interactive and more or less informal as it is open to a variety of feedback and opinions. 

Also, the type of information posted on the Facebook page is not relevant to the students’ expectations. The embassy content is mostly about politics rather than students’ realities. Cha et al. (2015:297) and Nurmi (2012:5) highlight that embassies have recognised the importance of social media as a direct communication tool to reach a large group of citizens. Citizens living in foreign state are able to be informed about issues or matter they can relate to. In fact, the students desire to see educational content with regard to bursaries, school orientation and all content related educational matter. 

Moreover, they expect to see more content about Gabon’s news to help them be aware while out of the country of what is happening back home. Adegbilero-Iwari (2016:3) aforganisations that students around the world use social media to keep up-to-date with what happens in the world and also to freely express their viewpoint on different matters. According to the participants, the embassy should use the social media to help them cope with the realities of their new surroundings by giving tips which can assist them in their daily living. For Bolton et al. (2013:249), students, a subset of Generation Y, use social media for the same purposes as other generations, namely, for information purposes where they can learn new things, and for leisure or entertainment.

The participants complained that the embassy seldom updates its social media and gives late to invisible feedback to their posts. According to Agrawal (2015:10), it is important to follow common social media practices such as continuous sharing, updates, breaking news, questions-answers and so forth to bring consistent conversation to your page. Thus, social media practices should be respected when using it in order to get its full benefit, such as achieving the goal an organisation wishes to achieve.

All the participants do not see the need to post comments or questions because they know the embassy will not give them any feedback. Some participants could say “it is a cold and dead page”. Likewise, when examining the page, the researcher could notice that the comments or answers left by the students on the page had never been attended to by the embassy administrator. Frady (2011:23) declares that many people go on social media to interact with the organisations they decide to follow and seek advice about related actions they plan to make. Thus, the comments or questions left by the students on the Facebook page is a way for the students to engage with the embassy and seek an interaction. If in return the embassy, as discovered, does not pay attention to the users’ activities (questions and comments) on the page, it cancels why the students have decided to follow the page and could discourage them to be active with their posts.

Yet, it can be why most participants aforganisationed not to notice any difference or improvement in the embassy communication with the students since the creation of the Facebook page.
[bookmark: _Toc467621162][bookmark: _Toc488229967]Research question # 3
How does the Gabon Embassy use social media as a means for student stakeholder relationship?
A dialogue is a communicative orientation and a social process that cannot be achieved in the first instance of interaction; rather, it has to be on-going and sustained to eventuate in dialogue and further into an organisation-stakeholder relationship (Msimangira 2012:38). Accordingly, social media offer sites that provide the possibility for a live but virtual dialogue between parties, creating a relationship. It was therefore important to look into the embassy use of social media to verify if the elements that promote the relationship are present.

Along with Kilonda (2014:71), it is important for organisations to take advantage of the capability of social media and focus on dialogic communication rather than one-way communication. Establishing a dialogue with stakeholders on social media, gives a way to a better comprehension of an organisation’s overall mission and activities.

Accordingly, the researcher discovered that there is no relationship between the embassy and the students because the embassy uses a public information model as their way to communicate on Facebook. They just inform the students once in while on matters they think are important to the students. 

This model is not a model that favours relationships due to its one-way communication characteristic. Lee (2011:6) supports that this model uses press release and other one-way communication methods such as television, website and print media to distribute organisational messages. It does not invite any dialogue, feedback from the recipient and does not research audience expectations to better address their needs. Thus it does not intend to create any relationship because the embassy does not attend to the students’ posts and moreover does not update the page with content that encourages feedback or student engagement.
 
As mentioned earlier, social media is mostly a tool that allows the creation of relationships between users. It is appropriate for information purposes but with the goal of dialoguing, inviting users to interact. Organisations can systematically reply to each and every stakeholder’s comments and complaints (Tsimonis & Dimitriadis 2013:334). What is mostly noticed is that the embassy uses its Facebook page only for information purposes in a one-way communication method, omitting the dialogue, the posts related to students expectations, the invitation to interact and the feedback to student posts.

In addition, the majority of students (seventeen out of nineteen) are strongly negative on trusting the embassy based on its social media. They are not satisfied with the way the social media is utilised. Rosman and Stuhura (2013:19) state that social media helps in building mutual trust and satisfaction between organisations and stakeholders; a quicker response rate of social media helps improve the satisfaction and trust of stakeholders. For the students, so much needs to be improved: the updated and feedback to posts are rare; and the embassy does not use its social media as expected (referring to the expectations) so they do not see how they would trust it. The embassy seems to share information on social media without taking it as a tool of stakeholder relationship building.

On the matter of commitment, the majority of participants (seventeen of them against two) testified that the embassy shows no commitment to engage with the students through social media. The reasons still evoked are the issue of dialogue because the embassy is more engaged in a monologue than a dialogue, and the issue of no update, lack of feedback and poor content related to the students. Commitment is defined by Altheide (2015:12) as the extent to which an organisation gives itself over to dialogue, interpretation, and understanding in its interactions with its stakeholders. In this study, there is no dialogue between the students and the embassy on Facebook, therefore no commitment. The term monologue is the most stated by the participants. According to Lane (2014:53), a perfect outcome of commitment should be that dialogic participants understand each other better and reach mutually satisfying positions on concerned matters. Commitment can therefore not be present between the parties. All nineteen participants highlighted in their responses that there is no dialogue between the embassy platform and themselves.

Furthermore, it is noticed that the embassy uses its social media platform just as a press release to inform users on matters they think important, such as politics. The communication method used by the embassy on their social media is definitely a one-way communication aimed at informing. Grunig et al. (1995:170) stress that the public information model characterises public relations as practised by journalists-in-residence who disseminate what generally is accurate information about the organisation but do not disseminate negative information. In other words, this model is aimed at informing the stakeholders or publics through journalistic techniques such as a news release and so on. A feedback and a dialogue from the recipients are not expected when using this model because the purpose is just to give the message.
Thus, trust, dialogue, and commitment play an important role in stakeholder relationship building because their presence or absence characterises whether or not there is a relationship. Along with these concepts, empathy, propinquity and risk are present, and found in the study.
The third theme that emerges is that the embassy does not address the students’ specific needs. Some participants declared that the embassy is aware of their issues because they had already raised their voices in past meetings with the embassy, and had told it about their realities and how they had expected the embassy to assist. However, nothing was done even with the existence of a social media. Fitzpatrick (2011:17) explains propinquity as an exchange in which stakeholders are consulted in matters that influence them in the present rather than after decisions have been made, and in which both parties are committed to participating in and anticipate a shared future. According to Bentley (2012:5), empathy means supporting others and recognising the importance of their views, even if a person or organisation disagrees with those views. Organisations consider how their actions will affect their stakeholders and even seek input from them before making decisions. In this study, the embassy does not seek input from the students on what content should be interesting to them. Posts are made by way of a notice informing about a presidential election (which happened already). Except for this type of content, there is nothing which, according to the participants and the researcher’s examination of the embassy Facebook page, that really addresses the students’ matters; even though the embassy is aware, as mentioned above, of some of their needs. Furthermore, the embassy is not engaged in a dialogue with the students on social media, which requires their expectations of the page.

However, Kent and Taylor (2002:28) and Lane (2014:52) reveal that implicit in all organisational and interpersonal relationships is risk. Dialogue is acknowledged as being risky for participants as it involves making oneself vulnerable through disclosure, which can result in unanticipated consequences. As referred to in the study, there no risk in the relationship between the embassy and the students because there is already no dialogue between them. If there was a dialogue, a risk could have been thought because of regular disclosure between both parties on the page.
In all the above mentioned concepts, dialogue is present, not only because it facilitates an understanding between parties but also because trust, commitment, empathy, propinquity, and risk are all characteristics of a stakeholder dialogue, which leads to stakeholder relationship. Fuduric and Mandelli (2013:139) say that if the stakeholders of an organisation spend significant amounts of time online on social media communicating with an organisation and other users on a concerned matter, it creates an unexpected and unprecedented opportunity for that organisation to build and maintain relationship. Dialogue is a useful tool for discovering ways to improve your relationships with key stakeholders. In that perspective, the researcher cannot aforganisation that the use of social media as a communication tool by the embassy has led to stakeholder relationship building because there is no dialogue which can keep the parties in an on-going communication to favour the relationship.

Neti (2011:11) asserts that organisations should not adopt social media just because others are using it. The market should be analysed first to understand whether the organisation will really benefit from social media usage. The answers to the research question one, two and three do not support the fact that the embassy has carried out research to know if using social media as a communication tool would benefit both to the community and the embassy. Organisations need to identify their online stakeholders before deciding which tool to use and how to use it in communicating with them (Sedereviciute & Valentini, 2011:224). Maybe the research was done, although it is clear that the embassy does not use its social media to interact or have a relationship with the users. Many organisations share information and report on activities on social media without using it as a tool of stakeholder relationship building. It ought to be different from a news release, advertisement, notice or any other communication tool.

[bookmark: _Toc467621163][bookmark: _Toc488229968]Research question # 4
What are the Gabonese students’ expectations of the embassy communication using social media?
Heewon, Yeo and Binnari (2015:297) declare that embassies and consulates (the nation’s front line of contact with publics around the world) are using social media more than ever. The embassy of Gabon is one of the multiple embassies in Africa to use Facebook as a tool of communication. Manor (2016:3) says that embassies in Botswana, Uganda, Namibia, Somalia and Ethiopia actually own Facebook accounts but the question is if they use it correctly, and interact with the purpose of stakeholder relationship building.  

As mentioned by Olson, Prepscius and Baddache (2011:1), stakeholder mapping is essential to understand who the key stakeholders are, where they come from, and what they are looking for in a relationship with a given organisation. The nineteen students, as shown by their answers, expect the embassy to consider them on the social media as users of the page. They demand to be listened to and involved in the operation of the social media by having content related to their context. For example, some participants would want the embassy to ask what they want to see on the page, and discuss which type of content they are expecting. It would then be easy for the embassy to know what to post and pleasant for the students to participate. It seems as if the embassy is not aware of the kind of audience they are dealing with on Facebook and the type of information they should be posting. All students would like the embassy to involve them by asking them about their expectations so that the social media can be improved.

Based on the student’s opinions, there is a lack of dialogue between the embassy and the students on the social media. Therefore they want the embassy to create a dialogue on the social media, and not just post informative notices or information already shared on other communication channels such as email. 

Most of the participants believe that there is no real resource, either human or material, allocated to the functioning of that page. Many stated that there is definitely no employee at the embassy in charge of managing the Facebook page. Probably, the students thought, an embassy employee is suddenly given the task to post a notice image after a silent period, but not in terms of having one paid employee for the operation of the Facebook page. Thus, they want the embassy to put more effort on social media by allocating the necessary resource for its operation.

Manor (2016:3) mentions that embassies may use social media to provide consular assistance to expatriates alongside information on all types of investment opportunities in the targeted country. The same can be apply to citizens who would need the right information directly from the embassy’s social media to help them invest their time, money, or plans on a trip to foreign countries. The embassy therefore needs to be more active in their posts with attractive messages and pictures. For example, according to Altheide (2015:11), the University of Texas Arlington’s athletic department introduced a social media campaign in the summer of 2014 called “Maverick Monday”. During the campaign, UTA Mavericks answered fans’ questions on Twitter, and posted pictures to the UTA Athletic Instagram account. The organisations reaped great benefits, including an increased number of social media followers. 

Along these lines, the students expect the embassy to use the social media as a touristic asset to make other Gabonese abroad and themselves discover the wonderful places and beauty of not only South Africa but Gabon as well. 

[bookmark: _Toc467621164][bookmark: _Toc488229969]LIMITATIONS 
In assessing the findings of this study, it should be noted that it has its limitations. One of its limitations is that the study was affected by Gabon’s 2016 presidential election at the end August. The political crisis in Gabon has impacted not only on the activities of the Gabonese nation but also on the collection of study data from the embassy. The embassy was closed and not accessible for a period of two and a half months because of the country’s instability, with two candidates claiming the presidency. The violence which has now eased, caused many deaths. Also, the Gabonese diaspora protested and are still protesting against the re-election of Minister Ali Ben Bongo at key sites, such as embassies, consulates, White House (United States), Trocadero (Paris). In South Africa, the Gabonese students protested in front of the consulate of France in Cape Town and besieged the embassy building in Pretoria, making all embassy activities impossible and dangerous. The researcher was told by a number of Gaboneses attending the protests that some entrance doors were broken to allow them to enter the buildings. 

The researcher was therefore not able to conduct an interview with the commissioner in charge of the communication at the embassy in order to have a deep understanding of the creation and use of the existing social media.

As mentioned in the Chapter t3, the researcher contacted the presidents of the different Gabonese associations in Pretoria, Vaal, Johannesburg and Cape Town who were asked to participate in the study by providing contact of individuals for interviews. Unfortunately, other limitations were encountered: 

many students deliberately refused to take part in the study; 
others were not qualified to participate in the study due to their lack of knowledge on the embassy’s Facebook page; and 
Some could not be reached even with the provided contact details.
In addition, the researcher had to assure the participants constantly that their personal details would be kept confidential despite the inform consent.

Finally, the researcher stresses that the model in this study was not designed to focus on one specific social media outlet but to discuss them all as social media.

[bookmark: _Toc467621165][bookmark: _Toc488229970]RECOMMENDATIONS
[bookmark: _Toc467621166][bookmark: _Toc488229971]Recommendations for future studies
Below are the recommendations of the study.
Further studies can consider focusing on another embassy, and the results would be different. 
Other researchers could also direct their study on the embassies use of social media for corporate reputation or even the impact of Generation Y on embassies social media content.
Other research could explore the use of other kinds of communication tools for stakeholder relationship building.
Future researchers could focus on a specific social media instead of studying them in general.
[bookmark: _Toc467621167][bookmark: _Toc488229972]Recommendations to the embassy
An embassy with students as stakeholders (also considered as part of Generation Y) should firstly research audience expectations before creating content in order to be able to satisfy their content expectations. If satisfied, they would be more receptive to what the embassy shares.
 Members of Generation Y use social media with high intensity. The embassy should therefore update its social media platform regularly and give feedback to the student’s posts.
Relationships cannot be created without dialogue between the parties because a dialogue favours trust, commitment, propinquity, risk as well as mutual understanding, which leads to stakeholder relationship building.
If, after research, the embassy communication department does not value the need to use social media; it is preferable for the embassy not to adopt it. As users will expect to be given social media attributes which are: interaction / dialogue, feedback, regular updates and related content. If not provided it will degrade the reputation and even image of the embassy.
[bookmark: _Toc467621168][bookmark: _Toc488229973]CONCLUSION
The purpose of this study is to explore the use of social media by an embassy as a communication tool for building stakeholder relationships with student stakeholders.
The study reveals that social media is an important tool of communication that can be used by an embassy as a low-cost tool that can reach large group of stakeholders. It is also a tool that is welcome by stakeholders because it gives the opportunity to quickly interact, get informed about a precise organisation by just following it online.
However, the findings conclude that the embassy of Gabon only uses its social media for information purposes. The updates are not regular and the feedbacks seldom. The student users of the embassy social media are not satisfied with the way the embassy uses it. There is no invitation to dialogue and no interest in participating on its social media.
With a population mostly composed of students (subsets of Generation Y) the embassy seems not to have researched its audience content expectation. The findings show that the students have many expectations from the embassy social media. They welcome it, and for them it is an asset to assist them in their new environment as well as to present Gabon to the world and South Africa to potential Gabonese visitors.
Moreover, being in contact with the embassy is very important for the students because the embassy is a representation of their country of origin. Citizens are under their guidance and protection (chapter one). By using social media as a communication tool seems not the problem but the way in which it is used causes frustration to the students. They as part of the Generation Y are very active with technologies and with social media. When they follow a certain organisation or entity (which can sometimes be a celebrity), they expect to see content related to it on social media. Also, they expect to be recognised in the posts with feedback to comments or questions, and involved in the post through and invitation to dialogue, entertain or inform with interesting messages, images, videos, contents.
In conclusion, if social media is not used properly, it will not be effective and efficient for stakeholder relationship management.
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Informed Consent Form for students in the Gabonese community invited to  participate in the research ”exploring social media as a tool for stakeholder relationship, a case study of an African embassy in Gauteng , Republic South Africa”.

 Investigator: Moussongo Bitsaka Sabrina Katucia
                         211036048
                         Faculty of Human Sciences
                         Deapartment of Public Relations Management
                         katuciasabrina@gmail.com
			+27814736181/ +27722795805

Introduction 
My name is Moussongo Bitsaka Sabrina Katucia, studying at Vaal University of Technology. I am doing a research on social media as a communication tool that can be use by embassies to build relationship with those having a direct interest or connection with them.
I am going to give you information and invite you to be part of this research. You do not have to decide today whether or not you will participate in the research. Before you decide, you can talk to anyone you feel comfortable with about the research. 
This consent form may contain words that you do not understand. Please ask me to stop as we go through the information and I will take time to explain. If you have questions later, you are welcome to ask.


Purpose of the research 
As an international student in this country, you are part of the important stakeholder of your embassy. It represents your home country and in time of trouble they should be the first contact. We believe that you can help us by telling us your opinion about the social media tools in use by your embassy. We want to learn what your challenges as students are and how you expect the embassy to support you through the social media tools.
Type of Research Intervention
This research will involve your participation in an interview that will take about one hour. If you are not available physically, a telephonic interview will be required from you. 
Participant Selection 
You are being invited to take part in this research because we feel that your experience as an international student from Gabon can contribute much to our understanding and knowledge of the use of social media in embassies with student stakeholders. Also help embassies to improve their social media usage with student stakeholder.
Voluntary Participation 
Your participation in this research is entirely voluntary. It is your choice whether to participate or not. If you choose not to participate nothing will change in your daily life. 
Procedures 
We are inviting you to take part in this research project. If you accept, you will be asked to participate in an interview with myself as the interviewer. 
During the interview, I will sit down with you in a comfortable place. If it is better for you, the interview can take place in your home or a friend's home. If you do not wish to answer any of the questions during the interview, you may say so and the interviewer will move on to the next question. No one else but the interviewer will be present unless you would like someone else to be there. The information recorded is confidential, and no one else except the interviewer and two colleagues will access to the information documented during your interview. The entire interview will be tape-recorded, but no-one will be identified by name on the tape. The tape will be kept in the interviewer’s laptop and google drive for security purpose. The information recorded is confidential, and no one else except the interviewer will have access to the tapes not even the embassy.
If you go for telephonic interview, the interview will still be recorded and will take place at a time that is suitable for you.


Duration 
The research will take place over one day but it is possible that I call you the following days for clarification.  Each interview will last for about one hour. 
Risks 
The interview is on opinions on your embassy’s social media tools and your expectancies. There is a risk that you may share some personal or confidential information by chance, or that you may feel uncomfortable talking about some of the topics. However, we do not wish for this to happen. You do not have to answer any question or take part in the interview if you feel the question(s) are too personal or if talking about them makes you uncomfortable. 
Benefits 
There will be no direct benefit to you, but your participation is likely to help us find out more about how the embassy should communicate with you and involve you on social media as a student.
Reimbursements
You will not be provided any incentive to take part in the research. But goodies to thank you for your participation might be provided.
Confidentiality 
We will not be sharing information about you to anyone outside of the research team (supervisor). The information that we collect from this research project will be kept private. Any information about you will have a number on it instead of your name. Only the researcher will know what your number is and we will lock that information with password on laptop and codify it on paper. It will not be shared with or given to anyone even your embassy.
 Sharing the Results 
Nothing that you tell us today will be shared with anybody outside the research team ( supervisor), and nothing will be attributed to you by name. The knowledge that we get from this research will be shared with you and your embassy before it is made widely available to the public. Each participant will receive a summary of the results. 
Right to Refuse or Withdraw 
You do not have to take part in this research if you do not wish to do so, and choosing to participate or not won’t affect your study or reputation to the embassy. You may stop participating in the interview at any time that you wish without your study being affected. I will give you an opportunity at the end of the interview to review your remarks, and you can ask to modify or remove portions of those, if you do not agree with my notes or if I did not understand you correctly.
 
Who to Contact
If you wish to ask questions later, you may contact any of the following:
Myself as my detail are provided above 
The president of the Gabonese student association in your city.
Certificate of Consent
If you accept to participate in the study, read and sign the form freely.

I have read the foregoing information, or it has been read to me. I have had the opportunity to ask questions about it and any questions I have been asked have been answered to my satisfaction. I consent voluntarily to be a participant in this study 

 Name of Participant__________________
Signature of Participant ___________________
Date ___________________________
Day/month/year		 
I have accurately read out the information sheet to the potential participant, and to the best of my ability made sure that the participant understands that the following will be done:
I conorganisation that the participant was given an opportunity to ask questions about the study, and all the questions asked by the participant have been answered correctly and to the best of my ability. I conorganisation that the individual has not been coerced into giving consent, and the consent has been given freely and voluntarily.
A copy of this ICF has been provided to the participant.
[bookmark: OLE_LINK1]Name of Researcher_________Moussongo Bitsaka Sabrina Katucia_______________
Signature of Researcher __________________________
Date __________________________
Day/month/year		 
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 Exploring social media as a tool for stakeholder relationship, a case study of an African embassy in Gauteng , Republic South Africa”.

PERCEPTION OF THE GABONSE STUDENTS REGARDING THE EMBASSY’SOCIAL MEDIA PLATFORMS

What social media platforms of the embassy are you aware of?
 (How did you come to know about them?) 
What embassy social media platform do you use? (from now on you can actually ask specific questions related to the specific media: Twitter? Facebook, Instagram. Facebook? websites
How do you use them? (what sort of information or interaction are you looking for? On Twitter, Facebook, Instagram. Facebook, Website).  Do you find the relevant information? How do you give feedback to the embassy?
Do you have an opportunity to ask questions and leave comments? Do you think the embassy makes effort to find put about issues relevant to the Gabonese students in RSA- explain)
What is your opinion about the embassy social media sites? 
Are the embassy social media content up to date? Is it regularly updated? 
Are the posts of the students taken into account by the embassy (if yes or not explain our answer)
Do you think that you can trust the embassy based on the way they relate/involve you on social media?
What difference does the use of social media use by the embassy make for you (if any) 
What are the Gabonese student’s expectations of the embassy communication using social media?
Is being in touch with the embassy important to you as a student in RSA? Why?
How do you evaluate the social media communication by the embassy?
What do you think about the way the embassy uses the social media? 
Do you think the social media give you an opportunity to interact with the embassy?
Does the participation on the embassy’s social media make you feel as part of a community?
Would you say that the embassy is engaged in dialogue or monologue with the users/students through social media? Why?
Do you think the embassy is aware of the student issues/ why? Is it evident in terms of information and content available on social media)
Do you think the embassy shows commitment to engaging with the students/ through the social media/why?
How can the embassy improve its social media communication? 





Thank you for participating in the study!
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