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Contagious: Why Things Catch On book talks about the science to know why 
some ideas, goods, behaviours and videos become popular and spread quickly. It 
is a must-read book for those who are interested in marketing and psychology. 
The concept of this book is well connected to the basic psychological principle 
like social influence, and persuasion.  The book was praised by Authors like 
Charles Duhigg, and Chip Heath. The book started with a question that why 
things become viral or contagious, and the concept of viral or contagious were 
well explained by the author. 

The author argues with the reasons that the following are the factors which make 
a product or video viral (STEPPS). 
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1. Social currency- the share things which look goods
2. Triggers- Top of mind, Tip of Tongue
3. Emotion- When we care, we share.
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4. Public- built to show, built to grow.
5. practical value- News you can use.
6. Stories- information that travels under the guise of idle chatter.

Author:  Jonah Berger

Berger investigates why individuals accept and promote ideas, goods, and 
behaviours that make them seem good, are easy to recall, or elicit powerful 
emotions. In addition, the book examines case studies of successful viral 
marketing and assesses what made them successful. 
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The book also goes into the impact that word-of-mouth, networks, and social 
media play in the dissemination of ideas, and offers practical advice on how to 
make information more infectious. 

Jonah Berger includes real-world examples to help readers comprehend and 
apply these ideas to their own marketing and communication initiatives. Overall, 
the book is well-written and simple to read, and it offers significant ideas for 
anybody trying to generate viral material.

Altogether, Contagious needs to be read in general for anyone who is curious in 
knowing that why things got viral and how to develop material that will spread 
rapidly. The author's thoughts are founded on detailed investigation, and the 
same can be applied to a variety of sectors, including marketing, advertising, and 
communications. While the book's significant impact, it does have some 
limitations, such as the fact that few examples were extremely ancient, and as a 
person from a South Asian nation, it was difficult to link with some examples, 
and there are some errors, such as unneeded spaces after paragraphs. 

Book Review 

Ÿ Abstract of not more than 200 words outlining the purpose and scope of the 
paper in a single paragraph should be submitted. The abstract should explain 
why the reader should consider these results important. Key words are to be 
mentioned at the end of the abstract. 

Ÿ Use British spellings (rather than American): universal “z” in 'ize' and 'ization' 
words.

Ÿ Quotations of 45  words or more should be separated from the text and 
indented with one space with a line space above and below.

Ÿ The cover page should contain title of the paper, name of the author(s), official 
address, contact address, phone number and e-mail address.

The manuscript should have a Title Page, Abstract with Key Words, 
Introduction, Material and Method, Results and Discussions, Conclusions and 
Acknowledgment followed by references.

Ÿ Manuscript length should be between 4000-5000 words including figures and 
tables, typed in double – space and printed in 12 point Times New Roman font 
on 8.5” x 11” (A-4) size paper with 1.5 inch margin on all four sides. All pages 
should be numbered consecutively. 

Ÿ Papers are processed through a blind referral system by experts in the subject 
areas. To ensure anonymity, the writer's name, designation and other details 
should appear only on the first page along with the title of the paper and 
should not be repeated anywhere else.

Ÿ Number (in Roman Letters) and caption all exhibits, charts and tables. The 
number of tables and figures should be kept to essentials, recommended 
number is 2- 3.Sources of the data should be given below each table.

Content Guidelines

Ÿ Use 'twentieth century', '1980'. Spell out numbers from one to nine, 10 and 
above to remain in figures. However, for exact measurements use only figures 
(3km, nine per cent not %). Use thousands and millions (e.g., not lakhs and 
crores) 

Ÿ Use single quotes throughout. Double quotes only to be used within single 
quotes. Spellings of words in quotations should not be changed. 

Ÿ Notes should be numbered serially and presented at the end of the article.
Ÿ Always use internationally accepted signs and symbols for units, SI units.
Ÿ Genus and species names should be in italics.

Footnotes and References

It is the author's obligation to provide complete references with the necessary 
information. References should appear in the text as: “Bollen and Busse (2011) 
reported that ………..” and the list of all the references must be placed at the end 
of the manuscript in the following style:
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