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		Consumers share word-of-mouth face-to-face, online, and through various other channels. But do these channels affect what people talk about, and if so, how? Analysis of over 21,000 conversations, as well as a laboratory experiment, demonstrate that conversation channel continuity norms shape what gets discussed. In discontinuous conversation channels (e.g., online posts or text), pauses between conversational turns are expected, so people have time to select and craft what they say. Consequently, more interesting products should be talked about more than boring ones. In channels where conversations are expected to occur more continuously (e.g.,face-to-face or on the phone), however, there is less time to selectively pick what one talks about. Consequently, how interesting products are to talk about should have less of an impact on whether they get discussed. These findings shed light on what drives word-of-mouth and how companies can design effective word-of-mouth campaigns. 
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