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Berger, J., & Milkman, K. L. (2012). What makes online content viral? Journal of Marketing Research, 49(2),
192-205
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Berger, J. (2011). Arousal increases social fransmission of information. Psychological Science, 22(7), 891-

893
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Heath, C., Bell, C., & Sternberg, E. (2001). Emotional selection in memes: The case of urban legends.
Journal of Personality and Social Psychology, 81(6), 1028-1041
Berger, J. (2013). Contagious, ch. 3 ¢ossadl 188,631 -
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Barasch, A., & Berger, J. (2014). Broadcasting and narrowcasting: How audience size affects what people
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Libai, B. (2009). A holistic approach to the measurement of WOM. ESOMAR Worldwide Media

Measurement Conference, Stockholm
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Berger, J., & Iyengar, R. (2013). Communication channels and word of mouth: How the medium shapes the

message. Journal of Consumer Research, 40(3), 567-579
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Lovett, M. J., Peres, R., & Shachar, R. (2013). On brands and word of mouth. Journal of Marketing Research,
50(4), 427-444
Barasch, A., & Berger, J. (2014). Journal of Marketing Research, 51(3), 286-299 ,sgal g -
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Glossary - 54 terms

3 galoll
Sladhuasll Gugold

Jeodll @8y lgzax yi g g x| ol 5 lghlaz LS dyydadilly Gasal a3 Jodll ololager bilya b @b il olwlacdl IS

2 Junall &1l e 7Laddl - Self-disclosure
2 Jundll 53l Lass - Self-enhancement
2 Jnall dclazxdl dlasll - Social currency
4 Juaill elazzdl 55101 - Social influence
8 Juoall oS3l oy - Social listening

4 Juoall eladl L1 - Social proof

1 Junall &2l olSy>all - STEPPS

7 Jinall ol syl - Storytelling

3 Joall (il 8 1ol - Top of mind

6 Jundll 4820l dsaie - Transaction utility
3 Jnsll ol3ésall - Triggers

7 Junsll 83lgsb o Las - Trojan horse

5 Junall dglazall LIS - Urban legends
3 Juaall ezl sl - Usage occasion
7 Jundll dagd o ylzsl - Valuable virality
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