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1- Social media classification can include:
 A- Social Networking Sites (e.g., Facebook, LinkedIn)  
   B- Microblogging Platforms (e.g., Twitter)  
   C- Photo/Video Sharing Platforms (e.g., Instagram, YouTube)  
   D- Forums and Discussion Boards (e.g., Reddit)  
   E- Review Platforms (e.g., TripAdvisor, Yelp)

2- Describe the meaning of eWOM:
A- Electronic Word-of-Mouth (eWOM) refers to consumer-generated opinions, reviews, or recommendations shared online.  
   B- It includes social media posts, blogs, online reviews, and forum discussions.  
   C- Unlike traditional WOM, eWOM has a broader reach and digital permanence.  

3- Differentiate between the organic/intrinsic and amplified/extrinsic WOM
A- Organic/Intrinsic WOM: Natural, voluntary sharing by individuals without incentives (e.g., a tourist posting a genuine hotel review).  
   B- Amplified/Extrinsic WOM :Company-driven efforts to encourage reviews (e.g., offering discounts for referrals or paid influencer campaigns).  

4- The key characteristics of EWOM can encompass:
 A- Persistence and Accessibility  
   B- Reach and Scalability  
   C- Anonymity and Pseudonymity  
   D- Speed and Virality  
   E- Interactivity (e.g., comments, shares)  
5- Describe the meaning of persistence and accessibility:
  A-Persistence: eWOM content remains online indefinitely, allowing long-term influence.  
   B-  Accessibility  Information is easily searchable and available to global audiences.  
   C- Combined, these traits amplify the impact of eWOM compared to offline conversations.

6- Highlight the main challenges associated with eWOM:
 A- Misinformation and fake reviews.  
   B- Difficulty managing negative feedback at scale.  
   C- Overload of data for consumers and businesses.  
   D- Anonymity reducing trust in source credibility.  

7- Authenticity can be defined and understood as:
A- Genuine, unbiased opinions from real users, free from corporate manipulation.  
   B- A critical factor in building trust, as consumers increasingly distrust overly polished or incentivized
 8- Authenticity in tourism studies can be understood from different lenses such as:
A- Objective Authenticity:Focuses on the originality of artifacts or traditions.  
B- Constructive Authenticity: Socially constructed perceptions of what is "authentic."  
C- Existential Authenticity:Personal feelings of being true to oneself during travel.  

9- In a short description, highlight the meaning of staged authenticity in tourism studies:  
A- Staged authenticity refers to curated experiences designed to mimic "real" culture for tourists.  
B- Examples include scripted cultural performances or reconstructed historical sites.  
C- Criticized for commodifying culture but often used to meet tourist expectations.  

10- The reasons for the increasing interest in heritage tourism include:
A- Desire to connect with cultural or familial roots.  
B- Educational value of historical sites and traditions.  
C- Nostalgia for the past.  
D- Effective marketing by destinations promoting heritage.  
E- Global efforts to preserve endangered cultural practices.  
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