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1- Social media classification can include:
A- Social Networking – Facebook, LinkedIn, X (Twitter)
B- Media Sharing – Instagram, YouTube, TikTok
C- Discussion Forums – Reddit, Quora
D- Messaging Apps – WhatsApp, Telegram, Signal
E- Live Streaming – Twitch, Facebook Live, YouTube Live

2- Describe the meaning of eWOM:
eWOM (electronic Word of Mouth) refers to the online exchange of opinions, reviews, recommendations, and experiences about products, services, or brands. It occurs through various digital platforms, including social media, review websites, blogs, forums, and messaging apps.

3- Differentiate between the organic/intrinsic and amplified/extrinsic WOM
A- Organic/Intrinsic WOM – Naturally occurs when customers voluntarily share their genuine experiences without any external influence (e.g., a friend recommending a restaurant based on personal experience).
B- Amplified/Extrinsic WOM – Actively influenced or encouraged by a brand through marketing efforts, such as referral programs, influencer partnerships, or social media campaigns (e.g., a brand sponsoring influencers to review a product).

4- The key characteristics of EWOM can encompass:
A- Persistence and Accessibility
B- Digital and Online-Based
C- Wide Reach and Virality
D-Permanence and Accessibility
E-Influence on Consumer Behavior

5- Describe the meaning of persistence and accessibility:
A- Persistence
Persistence refers to the lasting nature of digital content. Once something is shared online, it remains available indefinitely unless deleted. This characteristic means that electronic Word of Mouth (eWOM), such as reviews, comments, and social media posts, can continue to influence consumers long after they are posted.

Example: A negative product review on Amazon can remain visible for years, affecting future buyers’ decisions.


B- Accessibility

Accessibility refers to how easily information can be found and retrieved by users. Digital content, including eWOM, is accessible to a global audience at any time through search engines, social media platforms, and review websites.

Example: A Google search for a restaurant instantly provides customer reviews, helping potential diners make informed choices.

6- Highlight the main challenges associated with eWOM:
A- Misinformation & Fake Reviews – False or misleading reviews can harm brand reputation and mislead consumers.
B- Negative Virality – Bad reviews or complaints can spread rapidly, damaging a company’s image.
C- Lack of Control – Businesses cannot fully control what customers say online.
D- Overload of Information – Consumers may struggle to identify credible and relevant reviews.

7- Authenticity can be defined and understood as:
A- Genuineness of Opinion – Authenticity refers to the honest and unbiased nature of the content, where reviews or recommendations reflect a true, personal experience without external influence.
B- Trustworthiness – Authenticity is the quality of being reliable and credible, where consumers believe that the information shared is honest and not fabricated or influenced by marketing efforts.

8- Authenticity in tourism studies can be understood from different lenses such as:
A- Objective Authenticity – Refers to the historical or factual accuracy of a destination, experience, or artifact, often focusing on the preservation of cultural or heritage elements.
B- Constructed Authenticity – Suggests that authenticity is shaped by tourism stakeholders, including marketers, who create an idealized version of a destination to appeal to tourists.
C- Existential Authenticity – Focuses on the personal experience of the tourist, where authenticity is derived from the emotional or meaningful connections individuals feel during their visit.

9- In a short description, highlight the meaning of staged authenticity in tourism studies:

Staged authenticity in tourism studies refers to the deliberate creation or enhancement of experiences, events, or attractions to appear more “authentic” for tourists, even though they may be fabricated or modified for commercial purposes. This concept highlights the contrast between genuine cultural practices and those that are altered to meet tourist expectations, often aimed at enhancing the visitor experience.

10- The reasons for the increasing interest in heritage tourism include:
A- Cultural Preservation – Desire to protect and showcase cultural heritage for future generations.
B- Educational Value – Tourists seek to learn about history, traditions, and local customs.
C- Economic Benefits – Heritage tourism contributes to local economies through increased visitation.
D- Authenticity – Travelers are drawn to authentic and unique cultural experiences.
E- Connection to Roots – People want to explore their ancestral backgrounds or national history.
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