
Serving the luxury goods customer 
 

 

Dr. Nirmalya Kumar spoke for the TFWA Asia Pacific Conference 2002 where he 
discussed the key aspects of "Serving the luxury goods customer". 

A clipping from tfwadaily [Singapore, May 2002] reporting the event is given below: 

 
 

  
 
In an entertaining and pertinent delivery focused on the issues of how to deliver a brand 
satisfactorily to consumers to meet their needs and expectations, Dr. Nirmalya Kumar, provided 
many interesting examples from the service and retail industries to give travel retailers an idea 
of how brands get it right and wrong when it comes to communicating with their consumers. 
 
The professor of marketing and e-commerce at the Lausane based International Institute for 
Management kicked off with the four minute opening sequence from the Disney movie The Lion 
King and explained how all Disney's brand values could be seen in that short clip. Could brands 
in travel retail be as transparent to their customers with their products?  
 
This is a goal that is harder to achieve with a product such as a scarf or a bottle of liquor, but 
still possible. Kumar, admitted that marketing luxury brands had become more complex, partly 
because identifying who the target customer is has become so difficult. His own travelling 
experience in Geneva airport was his example. In an electronics store his purchase of a Nokia 
Communicator was customer friendly and service oriented whereas his attempts to enquire 
about a necklace in the jewellery store next door was met with indifference presumably, he 
thought, because the sales woman had already dismissed him as a non-target customer who was 
unlikely to purchase the goods because he looked as though he might not be able to afford it.  
 
Kumar also addressed the satisfaction gap that resulted when customer expectation of service 
was not met by their perceived service. In an unusual example, he explained that when the Red 
Cross surveyed prisoners for whom they were trying to get better conditions, the charity found 
that they were unhappy with the service. Apparently prisoners were under the impression the 



Red Cross would get them out! The solution was to send the prisoners a letter in advance 
explaining what the charity was there to do, nothing more. Subsequent surveys showed a much 
better perceived service from them.  
 
The example applies to all industries, said Kumar, because brands often forget that such simple 
actions were often overlooked but make all the difference in the way customers perceive their 
brands.  
 
Other aspects that Kumar touched on included the use of stealth and buzz marketing to target 
consumer groups, particularly 12-19 year olds, who were hard to reach by conventional 
methods, and also the idea of treating complainers as friends of a brand because they actually 
help to improve both the product and/or service. 
 
For further information about the TFWA Asia Pacific Conference 2002, please 
visit: http://www.tfwa.com/duty_free/2002_Workshops.215.0.html 
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