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Kerry:   Welcome back to Marketing Smarts, a podcast brought to you by MarketingProfs. 

I’m your host Kerry O’Shea Gorgone. Thank you for listening.  
 
 Today on Marketing Smarts I’ve invited Jonah Berger, author of The New York 

Times Bestselling book Contagious: Why Things Catch On.  
 
 He’s an Assistant Professor of Marketing at the Wharton School at the University 

of Pennsylvania. Jonah’s research has been published in top tier academic 
journals and popular accounts of his work have appear in The New York Times, 
The Wall Street Journal, Science, Harvard Business Review, and many more 
publications. Jonah’s research has also been featured in The New York Times 
magazine Year in Ideas.  

 
 Jonah has been recognized with a number of awards for both scholarship and 

teaching. We’re pleased to have him with us today. 
 
 Jonah, thank you for joining us.  
 
Jonah: Thanks for having me. 
 
Kerry: I wanted to ask you, first and foremost, about the title of the book, which is 

Contagious: Why Things Catch On. I notice that although the content of the book 
is all about how you can make content that will be sharable and ultimately (you 
hope) go viral, viral doesn’t appear in the title of the book. Can you talk about 
that?  

 
Jonah: I think you just used two words that are both very important; the word sharable 

and the word viral. The book is definitely about the first, it’s all about how you get 
people to share things, whether that’s via word of mouth, whether online or 
offline, or just via imitation, by seeing someone doing something making people 
more likely to do it. The book is all about social influence and how to use social 
influence to help you grow your business.  

 
 Viral is a part of the book, but it’s not all of the book. Often when people think 

about word of mouth they think it’s all about online. It’s all about creating viral 
content. Actually, only about 7% of word of mouth is online. Most word of mouth 
is actually offline, face-to-face. So, while viral is important and understanding 
how to make things go viral is useful, it sets people up to think about the web, 
which isn’t always right, and also if you think about most small businesses they 
don’t necessarily need viral.  

 
 Sure, they’d love more customers, but they don’t necessarily need a video that 

gets 10,000,000 views. They just want 10 to 20% more new customers. The 
book is really about how to do that. Not necessarily about how to make a viral hit, 
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though it talks about that as well, but really about how to use word of mouth, 
whether viral or not, whether online or offline, to bring in your new customers and 
turn those existing customers into advocates.  

 
Kerry: I saw this great video recently, I don’t know if it went viral or if you’d consider it 

viral or not. Someone had asked the question of a well known video blogger, 
“How do I make something go viral?” and the whole video is her just popping up 
in different parts of the frame saying, “Don’t. Just don’t. Please stop trying to 
think like that. Stop trying to do that.”  

 
 Certainly there are ways to maximize the likelihood that your content will get 

shared more. But do you think it’s a fool’s errand to try and make something go 
viral? 

 
Jonah: I think the way you phrased that is perfect. How can we make more people share 

something? When we think about viral we often think about homeruns, millions of 
views. Really a better analogy is baseball. When you’re a hitter in baseball you 
don’t hit a homerun every time. But if you understand the science of hitting you 
can increase your average. You can hit more homeruns, but also more singles, 
more doubles, and more triples.  

 
 That’s the goal here. Viral isn’t luck and it’s not chance. Even 5,000 shares, 

1,000 shares, or even just getting one person to tell two people instead of just 
one is not luck and it’s not chance, there is a science behind it. 

 
 You can design content or craft content to be more contagious. Whether it’s a 

million people looking at it or not, I can’t guarantee that. I can guarantee that if 
you understand the science then more people will share. 

 
Kerry: This is sounding a lot like Money Ball. Basically, if I draft enough cats to appear 

in my video content am I then going to achieve viral success? 
 
Jonah: Exactly. Money Ball is a great way to think about this. It’s big data social science. 

How by understanding human behavior and using statistics can we be more 
effective in our marketing campaign? 

 
Kerry: In the course of doing research for this book, was there something you came 

across, a piece of data, or a case that really surprised you? Was there something 
you didn’t expect? 

 
Jonah: When we started this investigation we thought that a lot of the reason that people 

share things was this idea of social currency. People share things to make 
themselves look good, smart, and in the know. Things need to be remarkable, 
whether they’re funny or surprising, to get shared. What we realized soon after is 
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that wasn’t the only driver of what people are sharing. In fact, some weird 
findings started popping up.  

 
 People talk more about Cheerios, for example, than Disney World. We couldn’t 

figure out why originally. Cheerios is really boring. It’s a super mundane product. 
Why would anyone talk about Cheerios? Why would it get more word-of-mouth 
than Disney, which is a really engaging emotional experience?  

 
 What we realized is that word-of-mouth is more complicated than just talking 

about things that are funny or that make us look good. Sure those are the 
examples that get a lot of press. There are a lot of other drivers of sharing that 
often get less attention. 

 
Kerry: Having been to Disney a number of times because I live in the Orlando area now, 

I can tell you that buying Cheerios at Disney is going to cost you significantly 
more than it would in your neighborhood supermarket. 

 
Jonah: That’s definitely true. Even though that Disney experience is really engaging, I 

think people don’t talk about it as often as they might because they’re not 
triggered to think about it. When people go they talk about Disney a lot, but they 
don’t go very often. That points out this key idea of triggers that we talk about in 
the book, which is making sure people not only like your idea or find it really 
engaging and remarkable but are also frequently triggered to think about it by the 
surrounding environment. 

 
Kerry: More everyday common place things than rare and unusual life milestones? 
 
Jonah: A perfect example is to think about if I say peanut butter, and you might say the 

word jelly, right? Peanut butter it like a little advertisement for jelly. Even though 
you weren’t thinking about jelly ahead of time, just merely saying peanut butter 
makes people think about its frequent partner. That’s this idea of triggers, things 
in the environment remind us to think about things. 

 
 Why do we talk so often about the weather for example? It’s not because it’s 

remarkable. It’s not because it’s really surprising or interesting. It’s because we 
think about it a lot. It’s around us all the time and we’re triggered to think about it. 
This idea is really key.  

 
 If we think about Rebecca Black’s famous song Friday, for example. Why did that 

song hit? Why did it get 300,000,000 views? Everyone hates it. Everybody thinks 
it’s terrible. Why did it do so well? If you look at the data you’ll notice something 
surprising.  

 
 If you look at the number of searches for Rebecca Black over time, what you’ll 

see is a spike and then it goes down and then it spikes and then it goes down 
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and then another spike and it goes down and so on. If you look closer, the spikes 
aren’t random. They’re actually every seven days. If you look even closer, you’ll 
notice that they’re every Friday, which is the same name as Rebecca Black’s 
song.  

 
 That song is equally bad every day of the week. It’s bad Monday. It’s bad 

Tuesday. It’s bad Wednesday. That doesn’t change the song itself. Friday 
provides a ready reminder (again this idea of a trigger) that makes people think 
about it, talk about it, and share it. 

 
 One key idea as a marketer is don’t only trade engaging content but think about 

when people are going to be triggered to think about your product and your 
brand. Consider that context and link your brand or your idea to enough triggers 
in the environment that it makes it more top-of-mind. 

 
Kerry: That raises some interesting points about when people watch TV or consume 

other kinds of content. Now they can DVR things and watch them throughout the 
week. You’ll see people checking in online about say Burn Notice any day of the 
week. Certainly, there’s a spike in activity the night the new show airs. How do 
you think social TV in particular will affect the landscape for marketers in terms of 
planning their content for maximum sharability? 

 
Jonah: We’ve seen a lot of interesting things with content recently. Actually, some 

companies now are producing all the episodes of a show at once and putting 
them all up on Netflix, for example. Rather than you waiting for each episode of a 
show, you can see them all at one time. That’s how people consume content. 
They often consume it all at once. 

 
 I think what that misses or forgets is that anticipation, where if you can’t see it all 

at once then it makes it more desirable. You really can’t wait to see the new 
show and everyone watches it at the same time and they all talk about it at the 
same time because it becomes an event.  

          
 If you think about football for example, why is football so much more popular than 

baseball or basketball? There are many reasons. One may be that the game has 
become an event, there are very few of them. There are 16 or 17 weeks in a year 
that they have regular season football games, unlike baseball where there are 
160 games so they become an event. Everyone clears their schedule. They get 
around those communal campfires and they talk about the big game.  

 
 The more that marketers can make things into events, then people are going to 

talk about them even beyond what’s actually happening at the event itself. 
 
Kerry: If you make people wait too long then the waiting actually becomes a topic of 

conversation. When I was waiting for the new season of Mad Men, I would be 
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like when is it starting already? My friends would get in on that. When that’s 
coming back? 

 
Jonah: Exactly. That led you to talk about it because it was scarce. Because it wasn’t 

available it became more desirable. Should Mad Men never release new 
episodes? No. They could harness that scarcely. I think they’ve done a good job 
of using that to generate word-of-mouth. 

 
Kerry: In fairness, that was after I had watched however many seasons were on Netflix 

in rapid succession to the point where I was almost obsessed with it after the kids 
were in bed. There was a lot of sharing. I was catching up with everyone who 
had already been talking about it for a season or two by then. That was 
embarrassing really but I did it anyway. 

 
 One of the things that I love about the book are the examples you put in. There 

are these really rich robust stories about businesses that have succeeded in 
using viral marketing even though they don’t necessarily call it that. 

 
 One example I like the most is the one about the $100 cheese steaks. Can you 

talk about that one? I think people will love it as much as I did. 
 
Jonah: Sure. I live in Philadelphia now. When I moved to Philadelphia (I teach at the 

Wharton School) they took me out to dinner to a restaurant called Barclay Prime.  
 
 Barclay Prime has done a great job of word-of-mouth. They’re a luxury 

steakhouse.  
 
 As you know, with many steakhouses there are dozens of similar companies in 

town. A big city like Philly has dozens of high-end steakhouses. It’s hard to cut 
through the clutter. Most restaurants fail mainly because people don’t find out 
about them. How can you succeed? 

 
 One of the original marketing guys when Barclay Prime started came up with an 

interesting idea. He said, “Look, lots of companies are going to have high-end 
steaks. That’s great. We’re going to do it a little bit differently. We’re going to 
come out with a $100 cheese steak.” If you’re sitting there wondering, “Well, a 
cheese steak, doesn’t that usually cost $5 or $6? Why would anyone pay $100 
for a cheese steak?”  

 
 That’s everything from Kobe, which is a very high-end beef. It has lobster on top, 

it has truffle, it comes with a little half bottle of champagne. It’s a really decadent 
sandwich. Not only is it decadent and exciting to hear about, it’s very remarkable. 
People love to talk about the $100 cheese steak in Philly.  
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 When the restaurant Barclay Prime came out, it was one of the main things that 
people talked about with the restaurant, “It has this $100 cheese steak. Can you 
believe how expensive that is?” That’s one of the main reasons Barclay 
succeeded and that it caught on. To this day, over a decade later, it’s still around 
and it’s still popular. 

 
 When you breakdown that story, you’ll notice that it’s not just luck. There are 

some aspects of it that are interesting. One of the ideas I talk about in the book is 
social currency. It’s a remarkable story that there’s a $100 cheese steak. It 
makes you look really cool for talking about it, that you know about this 
information, or that you went to a place like this and had the steak. 

 
Kerry: I won’t even buy a $5 milkshake. I’m not buying a $100 cheese steak. 
 
Jonah: We talked about the idea of triggers. This is a perfect example. What do people 

think of when they think Philly? They think cheese steak. When you come into 
Philly from out of town you want to know where there’s a good place to get a 
cheese steak. It’s a frequent topic of conversation, which is a great time to bring 
up this story about the $100 cheese steak. 

 
 It hits some other principles in the book as well. It’s not just luck and it’s not just 

chance. There’s a science behind it. They harness that science to become a 
success. 

 
Kerry: Many of our listeners are in B-to-B marketing or work for companies that don’t 

have necessarily as easily digestible content as the sandwich, if you’ll excuse the 
pun. What would be a good B-to-B equivalent of the $100 cheese steak? 

 
Jonah: There are a number of great equivalents. I recently spoke at an orthodontic 

conference. Most of us never think about our orthodontist. There was a great 
example someone showed me of this screw that orthodontists can put in a 
patients mouth. A guy showed it in a remarkable way. He showed that he could 
put the screw in his own mouth by just looking in a mirror. That’s how simple this 
screw is to install. 

 
 For most of us, we could care less about a dental screw. Yet, this thing has tens 

of thousands of views and it’s totally a B-to-B product. It’s not something that 
most consumers would ever see themselves marketing from the company 
directly to the orthodontist. By making it remarkable, they got people to talk. 

 
 Will It Blend is also a favorite example of mine. It’s a company called Blendtec 

that makes industrial strength blenders. They cost $400 a pop. They’re in your 
local Jamba Juice and other sorts of stores. It’s not really a consumer product, 
it’s the only one that businesses would buy.  
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 They put together a great set of videos where they’re blending things like an 
iPhone. They toss an iPhone in the blender and you get to watch it torn to shreds 
by this really powerful blender. It’s remarkable to see. It’s amazing. It’s been 
shared hundreds of millions of times.  

 
 Along the way, sales went up 700% for a blender company. Who would have 

thought that a blender would be remarkable? 
 
Kerry: It’s not as though more people needed an industrial strength blender than 

needed one before. 
 
Jonah: They did grow the market. It also helped people learn about the brand. I think 

that’s the key. That video is not only remarkable and interesting. It is. At the end 
of the day, you learn that that company makes a really tough blender, which is 
the key benefit that they want you to remember. It’s not just about making 
engaging content. It’s about building a Trojan horse story that carries your 
message along for the ride. 

 
Kerry: In the book you explore principles that help things go viral, including emotional 

resonance. If your company (as we just discussed) is B-to-B or otherwise less 
emotional in nature, how can you create content that resonates on an emotional 
level? 

 
Jonah: Most marketers are used to pitching their ideas on a functional level. Here are 

the benefits of our product. Here are the features that it has. Here is the reason 
that you should use our call centers. Here is the reason that you should buy our 
logistics management software rather than going with someone else. We have 
these features that someone else doesn’t have. 

 
 Focusing on features, the emotion really gets lost. One thing I talk about in the 

book is getting people to focus more on feelings. Why are you buying that 
logistical management software? Why do you care about it in the first place? 
Why do you need a new call center provider? What does this service provide that 
you were hoping to get? 

 
 Once you ask what researchers call the three whys? Not the three wise men but 

just the three whys. Why is someone going to purchase this product? You can 
get an answer. Then ask another why. Oh, they need a new call center provider. 
Why do they need a new call center provider? Because the other one wasn’t 
meeting their customer satisfaction needs. Why wasn’t it meeting their customer 
satisfaction needs? Because it didn’t make the customer feel like they were really 
cared about. 

 
 Once you dig a little bit deeper you get to an emotion. The customer didn’t feel 

like they were cared about. It’s fun to get a little more emotional. How can we tell 
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a story about a customer who feels more cared about by our call center? How we 
do that and how caring about the customer helps our clients use a more efficient 
company? I think it’s usually (again) digging a little deeper and understanding 
how emotion works and building that into the messages we provide. 

 
Kerry: What’s interesting is that any emotion you found will make content more 

sharable. Positive moves content faster than negative. Would you say that any 
emotion is better than none, if you have a choice between making somebody 
upset or angry or just being functional? What’s your advice? 

 
Jonah: You just pointed out the difference between positive and negative emotion. We 

found indeed that positive is shared more than negative. Some emotions that are 
negative are shared such as anger or anxiety. That said, some emotions actually 
decrease sharing. Sadness, for example, or contentment. Contentment is a 
positive emotion. It feels good to be content. If you have an okay experience or a 
mildly positive experience you don’t feel bad but you’re not going to tell anyone 
about it. It doesn’t make you jump out of your seat and feel like you have to share 
because it’s so exciting. Really the key is to build arousal or activation into those 
messages. Not just any emotion but an arousing or activating one will really get 
people to pass that content on. 

 
Kerry: I guess what I want to know is, you have positive emotion and you have negative 

emotion but at what point should you stick to creating something that practical 
and useful? Another thing you talk about is how things that are practical also get 
shared. 

 
Jonah: Practical values are a key driver of social transmission. If you think about sending 

emails about this super food is a great thing that will really cure your cholesterol 
or summer is rolling around and here are three types of sunscreen that are really 
good that won’t irritate your skin. People often share useful information. They 
want to help others. They want to make others lives better. That’s one of the keys 
to sharing. Not just emotion but practical value. 

 
 As we talk about in the book, there are ways to find information to make it seem 

more valuable. Take deals for example. Companies often put deals out there 
about hey we have 10% off of this or $5 off of that. Research actually shows that 
certain ways of flaming the same deal—say they’re selling a $20 T-shirt, $5 off is 
exactly the same as 25% off. In both cases, the end consumer pays $15. But, 
one of those deals seems better than the other one.  

 
 In the book I talk about the “rule of a hundred” about how to frame deals to make 

them seem more desirable. It’s not just about putting information out there that is 
useful, it’s framing that information to make it seem even more useful. Highlight 
that practical value. 
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Kerry: Ideally, you almost create something that’s like an urban legend where it evokes 
some type of emotion but you also feel good sharing it because you’re saving 
someone’s life and that’s really useful. 

 
Jonah: Stories are amazing. The currency of conversation. I think marketers are really 

bad at storytelling. Marketers often think, “I need to tell everyone why they should 
buy this product.” That’s not exactly right. You need to craft a story (what I call a 
Trojan horse story) that tells people why they need the product at the end. That’s 
the punch line in some sense. That can’t be what everyone sees that’s implicit in 
the story. There has to be details that are not about that. 

 
 Maybe it’s a story about how someone had a big problem and this product saved 

the day or how someone’s life was made so much better by using this new 
service. Tell the story about the person and the problem but at the end of the day 
the product is the hero. That’s just one type of story. As long as the product is the 
hero, it gets to come along for the ride and it gets the benefit of being included in 
that narrative. 

 
Kerry: What role does advertising play in this scenario? It’s a whole different world for 

marketers today. 
 
Jonah: I think marketers are so used to spending money on advertising. While 

advertising can be helpful, it’s often much more expensive and much less cost 
effective than word-of-mouth. Word-of-mouth is over ten times as effective as 
traditional advertising. People trust it more and it’s more targeted. It’s a much 
better way, particularly for small businesses to reach new people.  

 
 To make that work you have to turn those customers into advocates. You have to 

get them to talk about you. That’s what Contagious is all about, the science 
behind word-of-mouth that companies can apply to get more people talking about 
them.  

 
 Often, we don’t understand word-of-mouth. We think it happens, but don’t really 

understand how it happens. Social media is good because I can see that I’m 
putting content out there. Today I posted something. It’s really not listening to 
your customers. Understanding what they’re talking about in the first place and 
then designing content, designing an event, designing promotion, or even 
designing features that encourage them to talk even more. 

 
Kerry: Writing a book about how to make content sharable must have changed your 

approach to writing the book itself. Of course, you want people to talk about. Can 
you talk about the process a little bit? 

 
Jonah: Certainly. We tried to bake in each of these key steps to the book itself. If you 

look at the book, you’ll notice that the cover is orange. That wasn’t by chance. 
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Orange is not only a really active color but it’s also very publicly visible. If you’re 
on the subway, on a plane, or in a meeting and someone carries the book with 
them then it’s really easy to see. It’s bright orange. It stands out. It’s easier to see 
that someone else likes this thing and makes you think, “Wow, it must be pretty 
good. Maybe I should check it out as well.” That was one thing we did. 

 
 We also used that idea of triggers that we discussed. The book came out right 

around cold and flu season. Lots of people were blowing their noses, lots of 
contagious diseases. So we put out some tissues that were orange (just like the 
cover of the book) that said, “Don’t you wish your idea was this contagious? 
Check out Contagious: Why Things Catch On, and learn about how to make your 
ideas of contagious this disease that you caught.” Building off of a conversation 
that lots of people were having set a link to the book. 

 
 We’ve done a bunch of these different concepts in marketing the book. It’s been 

exciting not only to think about these ideas in theory but really put them into 
practice. Now I have gotten a chance to work with a number of companies. At 
this point, I’ve worked with dozens of companies to apply these ideas and think 
about how to help them grow their business by understanding word-of-mouth. 

 
Kerry: Nutella issued a cease and desist to one of their biggest fans who had been 

organizing this World Nutella Day. Everybody online on social media really just 
ripped into Nutella for undercutting their relationship with this huge mega fan and 
brand evangelist who had been like a self-appointed organizer for this huge 
event that is really just a celebration of Nutella, how tasty it is, and how much 
people love it. What would even motivate a company who is finally achieved the 
holy grail of viral marketing to just cut the legs out from under their own efforts 
and their own success? 

 
Jonah: That is a great example of a big problem that almost every company has. They 

think about marketing as selling. My job is to sell my product. If I’m not directly 
getting money from this, if they’re not licensing something from me then it 
shouldn’t be going on. I want to every time being selling, selling, selling. That 
famous phrase of ABC, Always Be Closing. Sure, we’re pushing our product at 
every point. That’s not how word-of-mouth works. Word-of-mouth really works by 
being more altruistic, by passing things on to help others.  

 
 If I was Nutella and I found out about that, I would have built the guy or girl the 

largest package of Nutella ever and I would have sent it to them for free. I would 
have tried to build on the fact that lots of people are talking about World Nutella 
Day and get some attention in the Guinness Book of World Records for the 
biggest Nutella thing ever made or the biggest simultaneous Nutella crunch ever 
happening.  
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 Use that as a building block. You have these people that are already advocates. 
Why cut them down at the knees? Why not give them a bigger megaphone? Give 
them a way to talk to more people rather than to think about it as just an occasion 
to be selling. They’ll appreciate it and you’ll get more word-of-mouth to boot. 

 
Kerry: That plays right into observability, which you mention as one of the things that 

helps content to go viral. 
 
Jonah: The more observable it is then the easier it is to imitate. Definitely. 
 
Kerry: Normally you would be eating Nutella in the privacy of your own home and 

maybe you mention it once in a while. This is a whole huge event bringing people 
together just to celebrate the tastiness of Nutella. 

 
Jonah: With 10,000,000 people eating Nutella all at once, as a consumer I go, “Wow, a 

whole bunch of people like this thing called Nutella. Maybe I should try it.” 
Whereas, now they’re never going to know that. 

 
Kerry: What if your product or service that you offer or if you’re a non-profit then your 

cause, what if it’s considered a little bit embarrassing or a little bit taboo? For 
example, there are organizations for prostate cancer. Some people find it difficult 
to talk about that issue. How can an organization like that make, create, or build 
in observability and get people to discuss issues that they’re not comfortable 
talking about? 

 
Jonah: In terms of prostate cancer, there is a great example called November, which I 

talk about in the book. Rather than having people run a 5K or dance around the 
car for a few hours, they encourage men to grow mustaches in the month of 
November. The reason that is such a genius campaign is they made the private 
public. Donation behavior or diseases are often a very private thing that no one 
wants to talk about.  

 
 They created a public signal (a mustache) of an otherwise private conversation. 

Now if someone walks into your office in November with a big mustache then 
you’re going to ask them, “Wow. What’s going on?” Then they’re going to tell 
you. Then you’ve started a conversation about something that might otherwise 
been difficult to talk about. November has now raised hundreds of millions of 
dollars in dozens of countries across the world.  

 
 The key there again is to make the private public. To make it easier for people to 

see what others are doing. Whether it’s online dating or other taboo subjects, if 
we know that other people are doing it then we’re going to be much more likely to 
do it ourselves. 
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Kerry: That’s almost tricking people into having a conversation they weren’t thinking 
about at the time just by noticing someone is growing a mustache and then you 
start that conversation and they say, “Yes, man it’s all about November.”  

 
 If you had to give or if you were asked to give one piece of advice to a small 

business owner that wanted to create something and get the most sharability or 
the most viral appeal for their effort, what would you recommend they do right 
now? Would it be video? Would it be a podcast? Would it be a written blog? 
Would it be traditional print or radio? What would you recommend they do? 

 
Jonah: I wouldn’t pick up any technology. I’m a little biased. There’s a free workbook on 

my website. I’d download that workbook. I’d work through it to think about what is 
my product or idea, what is the reason that someone would use my product or 
idea (a traditional marketing question), and then how can I get people to talk 
about that by harnessing the science of word-of-mouth. By understanding, well 
does it have social currency? How can I make people look good by talking about 
this idea?  

 
 Triggers. What’s going to trigger people to think about my business and make 

them more likely to talk to others about it?  
 
 Emotions. How can I get people to care about what I’m doing and to pass it on.  
 
 Public. How can I make it more easily observable and people are using my 

product or service? How can I give them useful information that they can’t help 
but pass along?  

 
 Finally, stories. Those Trojan horses that are a vessel or a carrier that will carry 

my message along for the ride. 
 
 Don’t start thinking about the technology. Start with the psychology. Start with the 

why people might talk about and share my business. Think about how you can 
activate them and pump that up by understanding the science behind word-of-
mouth. 

 
Kerry: Where can people get their copy of that workbook? 
 
Jonah: It’s at JonahBerger.com. It’s under the resources tab. It’s a free workbook. There 

are a couple of other free resources there. I often do workshops. Companies call 
and say, “Hey, can you come in for a half day or a day and teach us the idea? 
Teach us how to make our content and our products contagious.” I got so many 
of these that I couldn’t fit them all into the schedule. Some of the ideas have a 
workshop down in the workbook so people can get some of the insights and how 
to apply them. 
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Kerry: Where can people get their own copy of the bestselling book Contagious? 
 
Jonah: It’s available at all major retailers and Amazon. It’s actually out in 16 languages 

at the moment. We just signed a contract for it to come out in Poland. Whether 
it’s Amazon.com, BarnesandNoble.com, or any major retailer, it should be there 
with a bright orange cover. 

 
Kerry: How do you say contagious in Polish? 
 
Jonah: That is a good question that I will probably need to find out. The Argentinean 

edition just came out and it’s title is Contagioso.  
 
 I don’t get to pick all these things. I’m looking forward to seeing all the interesting 

covers. 
 
Kerry: I’ll be honest, Contagioso sounds better. I don’t know why this is. I just found you 

on Twitter myself. Would you like to share your Twitter handle so people can look 
you up? 

 
Jonah: Yes. I’m @J1Berger. I share all sorts of things related to word-of-mouth, social 

media, entrepreneurship, small businesses, and all those sorts of ideas. Digital 
marketing, it’s all there. 

 
Kerry: Unfortunately, that’s all the time we have. Thank you so much for joining us, 

Jonah. 
 
Jonah: Thanks for having me. I really appreciate it. 
 
Kerry: For more information or to get your copy of Contagious, visit JonahBerger.com. 

You can also follow Jonah on Twitter @J1Berger.  
 
 Thank you for listening here to the very end. This has been the Marketing Smarts 

podcast brought to you by MarketingProfs. I’m you’re host Kerry O'Shea 
Gorgone. Talk with you next week. 
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