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Abstract : Article info 

This study aimed to measure the impact of Electronic Word of Mouth dimensions on 
tourist’s future behavioral intentions, towards choice and comparison between the 
various Algerian destinations. To realize this objective an electronic questionnaire using 
a sample of 384 respondents which was published on the Facebook platform from 01 to 
31 March 2023. The results of this study demonstrate that there is a strong impact of 
the Electronic Word of Mouth dimensions on tourist’s future behavioral intentions, 
Also, the study has revealed that there a significant difference in the tourist’s future 
behavioral intentions towards choosing Algerian destinations due to the educational 
level variable, in favor of tourists who have a university level, while the differences 
were not significant for the variables of sex and tourist’s professional jobs. 
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