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What is a brand evangelist?

Mainstream consumers. Surrounded by a network of 

other mainstream consumers, brand evangelists are the people 

you want backing (and buying) your product.

Passionate customers. Evangelists think and talk about 

your products with a level of energy that rivals that of die-hard 

sports fans.

News hunters. Evangelists seek out information about your 

new product releases. They discuss the ins and outs of your prod-

ucts with friends, family, colleagues, retail clerks, and strangers 

they encounter using your product.

Communicators. They talk to people about how wonderful 

your products are, and they are the foundation of your word-of-

mouth buzz efforts.

Trusting buyers. If you say it is so, your evangelists tend to 

believe you.

Forgiving consumers. Product errors? Embarrassing 

public relations? Security risks? No problem. Your evangelists 

perceive these issues as accidents, occurring unintentionally.  

The good always outweighs the drawbacks for evangelists.

And, most importantly:

Hyper-repeat customers. Some people read every book 

their favorite author writes. Evangelists buy as many of your  

products as possible. If you make it, they will buy it.

“Alex Goldfayn doesn’t pull any punches with  

Evangelist Marketing. Every high-tech marketer 

should read this book.”

—Tony Lee, Vice President of Marketing, TiVo Inc.

Alex L. Goldfayn  advises some of 
the biggest brands in the world, helping clients like 
TiVo, T-Mobile, and Logitech develop passionate and 
loyal consumers. CEOs, CMOs, and vice presidents 
from companies like Hewlett Packard, Cisco, Netflix, 
and Costco attend his Evangelist Marketing Think Tanks 
to develop groundbreaking marketing and branding 
techniques. 

Alex is a former syndicated technology columnist for 
the Chicago Tribune and currently consults and speaks 
about powerful marketing. His work also appears  
online at the Harvard Business Review, at HBR.org.

“I loved this book. Alex Goldfayn tells the inside stories of the most brilliant campaigns, 

demystifies the magic, and reveals the first principles from these marketing giants.”

—John Sculley, former Apple CEO

“I think everyone in the tech industry should read this book, highlight key points, 

and share them in their next product development meeting.”

—Brian S. PackeR, Managing Director of ZAGG International,
the creators of Invisible Shield

Every day, smart, state-of-the-art products are created and released onto store shelves. Unfortunately,  
millions of customers either won’t know or just won’t care. This is because there’s an industry-wide  
marketing failure among consumer electronics companies that is causing billions of sales dollars to be 
left on the table. The product might be first-rate, but if everything from the ad language to the packag-
ing is wrong, success with mainstream consumers is nearly impossible.

In Evangelist Marketing: What Apple, Amazon, and Netflix Understand About Their Customers (That 
Your Company Probably Doesn’t), Alex L. Goldfayn argues that technology companies succeed in spite 
of their marketing, not because of it, and he breaks down what more than 98 percent of consumer 
electronics companies get wrong over and over again: everything from overly technical advertising to 
poor press releases to horrific product manuals.

Then, Goldfayn lays out a step-by-step system for creating intensely loyal brand evangelists, so that  
companies large and small can maximize the potential of their products.

The products don’t need to change. The marketing does.
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What about Netflix now?
Netflix went from a little-known start-up to a business giant, seemingly overnight, and 

created millions of loyal brand evangelists. They found their rightful place in Evangelist 

Marketing’s research (and its subtitle) but, very recently, they’ve made headlines for their 

confusing business decisions and have lost both customers and money. Alex addresses 

those decisions at the beginning of this book, and also outlines the steps Netflix should take 

to get back on track.

see more at:

Facebook.com/EvangelistMarketing


