[image: ]Sociology of Tourism Course 
Assignment 2 
Student Name – Gursewak Singh 

1. Social media classification can include:

A- Social Networking Sites (SNSs): Platforms like Facebook, LinkedIn, and Twitter that allow users to connect, share content, and communicate.

B- Media Sharing Platforms: Websites such as Instagram, YouTube, and TikTok that focus on sharing images, videos, and multimedia content.

C- Discussion Forums & Communities: Platforms like Reddit and Quora, where users engage in discussions, ask questions, and exchange knowledge.

D- Review and Rating Sites: Websites such as TripAdvisor and Yelp, where users post reviews and recommendations about places, services, or experiences.

E- Microblogging Sites: Short-form content platforms like X (formerly Twitter) and Tumblr, which allow users to share brief updates, opinions, or news.
2. Describe the meaning of eWOM (Electronic Word of Mouth):

eWOM refers to the process of consumers sharing opinions, experiences, and recommendations about products, services, or destinations through digital platforms.

A- User-Generated Content (UGC): Consumers voluntarily share reviews, ratings, and opinions online.

B- Influencer and Blogger Reviews: Recommendations by social media influencers or bloggers that influence consumer decisions.

C- Social Media Discussions: Comments, shares, and mentions about brands or destinations on platforms like Facebook and Twitter.

D- Online Travel Reviews: Websites like TripAdvisor, where tourists share feedback about destinations, hotels, and restaurants.

E- Viral Marketing: When eWOM spreads widely across digital platforms, impacting consumer behavior.
3. Differentiate between organic/intrinsic and amplified/extrinsic WOM:

A- Organic/Intrinsic WOM:
• Naturally occurring word-of-mouth, where consumers share experiences without external incentives.
• Example: A traveler recommends a destination to a friend based on their positive experience.

B- Amplified/Extrinsic WOM:
• Stimulated by businesses through marketing strategies, such as influencer partnerships or brand-sponsored content.
• Example: A hotel offers discounts to influencers in exchange for social media reviews.
4. The key characteristics of eWOM can encompass:

A- Persistence and Accessibility: eWOM remains online for a long time and can be accessed anytime.

B- Reach and Speed: Information spreads quickly and reaches a large audience.

C- Interactivity: Users can engage by commenting, sharing, and reacting to posts.

D- Credibility and Trustworthiness: Reviews from real users may influence trust, but fake reviews can pose challenges.

E- Anonymity and Bias: Some online reviews may lack transparency, affecting their reliability.
5. Describe the meaning of persistence and accessibility:

A- Persistence: eWOM messages remain available indefinitely on digital platforms, unlike traditional word-of-mouth, which is transient.

B- Accessibility: Online reviews and recommendations are easily accessible to a wide audience at any time.

C- Impact on Consumer Decisions: Since eWOM is persistent and accessible, consumers can refer to reviews before making travel choices.
6. Highlight the main challenges associated with eWOM:

A- Fake Reviews & Misinformation: Businesses may post fake reviews to boost reputation or harm competitors.

B- Lack of Context: Some online reviews may be misleading due to missing details about personal experiences.

C- Negative Publicity: A single negative review can significantly impact a business’s reputation.

D- Information Overload: With excessive online reviews, consumers may struggle to filter credible information.
7. Authenticity can be defined and understood as:

A- Genuineness: The quality of being real, truthful, and credible.

B- Trustworthiness: The extent to which something (e.g., an experience, destination, or review) is perceived as legitimate.
8. Authenticity in tourism studies can be understood from different lenses such as:

A- Objective Authenticity: The idea that something is “authentic” if it remains unchanged from its historical or original form (e.g., ancient ruins).

B- Constructive Authenticity: The perception of authenticity based on cultural and individual interpretations (e.g., tourists considering a recreated heritage site as “authentic”).

C- Existential Authenticity: The personal experience of feeling an emotional connection with a place, regardless of its historical accuracy (e.g., a tourist finding deep meaning in a cultural ritual).
9. In a short description, highlight the meaning of staged authenticity in tourism studies:

A- Definition: Staged authenticity refers to the practice of modifying or recreating cultural experiences to cater to tourists’ expectations.

B- Example: Cultural performances or reconstructed heritage sites designed for tourism, such as traditional dances performed at resorts.

C- Impact: While staged authenticity may enhance entertainment and accessibility, it can also lead to the commodification of culture.
10. The reasons for the increasing interest in heritage tourism include:

A- Cultural Identity: Tourists seek to connect with their history and cultural heritage.

B- Educational Value: Heritage tourism provides learning opportunities about traditions and historical events.

C- Economic Benefits: Governments and businesses promote heritage tourism as a source of economic growth.

D- **Sustainability & Preservation
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