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1-Social media classification can include:
A-Social networking sites (like LinkedIn and Facebook)
B-Sites that share content (like YouTube and Instagram)
C-Microblogging websites (like Tumblr and Twitter)
D-Discussion boards (such as Quora and Reddit)
E-Websites for reviews and recommendations (like Yelp and TripAdvisor)

2- Describe the meaning of eWOM:
A- refers to any internet comment, whether favorable or unfavorable, on a brand, service, or product.
B- Takes place on digital venues like forums, social media, and online reviews. 
C- Affects how consumers see brands and make decisions.
D- May be amplified (affected by marketing tactics) or organic (natural user-generated content)
E- Compared to traditional WOM, e-news spreads quickly and reaches a larger audience.

3- Differentiate between the organic/intrinsic and amplified/extrinsic WOM
A-Organic/Intrinsic WOM: Occurs spontaneously when customers freely share their stories without intervention
B-Amplified/Extrinsic WOM: This happens when businesses or marketers promote or enable conversations , for example, through influencer collaborations or advertising campaigns.

4- The key characteristics of EWOM can encompass:
A- Persistence and Accessibility
B- Reach and Speed
C- Interactivity
D- Anonymity and Credibility Issues
E- Multimedia Format

5- Describe the meaning of persistence and accessibility:
A-Persistence: Unless deleted, eWOM content stays online indefinitely, enabling others to view it again.
B-Accessibility:You can access online reviews, conversations, and suggestions from anywhere at any time.
C-Impact on DecisionMaking: Due to the easy access to eWOM, customers frequently consult prior reviews before making purchases.

6- Highlight the main challenges associated with eWOM:
A- False Information and Reviews: The existence of reviews that are distorted or misleading

B- Credibility Issues: It might be challenging to tell whether reviews on the internet are genuine.

C-Negative Virality: Bad reviews have the potential to spread swiftly and damage brand’s reputation .

D-Limited Control: Reputation management is difficult because businesses are unable to completely control eWOM.


7- Authenticity can be defined and understood as:
A-The authenticity and dependability of data, experiences, or good.
B- How closely a person, location, or communication resembles its original or intended identity.

8- Authenticity in tourism studies can be understood from different lenses such as:
A-Objective Authenticity: This type of authenticity is based on historical accuracy and emphasizes the authenticity of objects, customs, or locations.
B-Perceived authenticity that is influenced by personal or cultural judgments is known as constructive authenticity.
C- Existential Authenticity: This pertains to emotional ties and individual experiences rather than historical precision.

9- In a short description, highlight the meaning of staged authenticity in tourism studies:
A-Describes how cultural events or heritage are purposefully presented to satisfy the expectations of tourists.
B-Frequently entails altering or reenacting customs to provide an experience that is desirable or marketable.
C-Starts discussions about how to strike a balance between commerce and cultural preservation.

10- The reasons for the increasing interest in heritage tourism include:
A-A greater understanding and respect for cultural heritage.
B-A yearning for purposeful and instructive travel experiences.
C-Greater accessibility to cultural places and worldwide mobility.
D- Efforts to promote and maintain regional histories and customs.
E- Cultural tourism programs provide economic benefits to communities.


image1.png




