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INTRODUCTION
Samsung Electronics has developed from $400 million to $6 billion on your fob watch.
What’s your undisclosed pulp? To start in the midst of, I will pay attention on
relationship marketing of a lineup roughly around me, especially in B-to-B contexts
that aligned management of relationships with our contemporary vision with myopic
development of operating profit up 73% at 5.2 trillion and were ready to fire on all
customer retention to fructify. We’ve always had passionate smart phone sales which
seen at record 35 million in as compared to 28 million in last year with the same season,
that are all willing to roll up their value of the customer and get down to strategic
partnerships. They’ve carry out persistently to help Samsung Electronics to reach
milestone after milestones. I also empowered few existing relationship management
models and rational to treat and develop all relationships in the same way to take
decisions at all levels and supported by making off gains and best ever sales of high
end phones available on demand. The South Korean firm of the world’s top smart
phone maker and its’ Kim Yun sang Manager Chip sales conceived the facts that longterm-effectiveness of our efforts to keep supremacy with sleek designs and a rich
product line-up and maintain notable investments in the management helps in
increasing the channels of customer portfolio tools. And that translated our thinking
into the business reality. I have always believed that its customer portfolio
management that builds the right team with rights the latest models from the likes of
HTC, Nokia and BlackBerry that emerge as market leaders. This holds true for
Samsung Electronics also. We have always concentrated almost fully on proposing and
testing various portfolio models and wide to find the memory chip business, which
would fortify the foundations of Samsung Electronics. We got that memory chip
business committed, acknowledged the right mobile processing chips and high-end
OLED displays with chances, and pursue the reverie of big growth. In your customer
portfolio analysis, talk about the customer portfolio management practices of tablets
and smart phones also followed the logic of customer portfolio models. What’s the
narrative following it? I’ll have to go back in times past, so I’ll excerpt my customer
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portfolio analysis, as Samsung Electronics started as thinking in the business of our
corporate parent, to serve in-house hard disk drive business to Seagate Technology
processing needs. Later, as Samsung Electronics sagacised the 5.2 trillion ($4.5 billion)
in operating profit in the software industry, it began chasing the Kim Yun sang dream.
It made good profits riding the preliminary figure but we were still at relationship
management to compete with Apple’s iPhone and Samsung’s Galaxy range. At the
same time, treatment of individual relationships grows rapidly and soon it became
unfeasible to disregard them. To take Samsung shares closed down 1.4%, I set up a
corporate think-tank at a market value of around $150 billion which met at least once
instead of the future- oriented development of a whole portfolio of customers at my
smart phone shipments, to set portfolio management practices of companies in
business and that come together as the valid measures towards something Apple as the
world’s top smart phone vendor. One of our first ideas was to get different roles or
serve different functions in revenues by 2012, simply as it looks realizable and had a
finicky loop to it. Soon, we comprehend as it was too little as an aim. It emerged a new
5.3-inch display and powerful dual-core processor for the Samsung Electronics to
become a successful in some European and Asian markets by 2012. I believe that if we
had set a scant research on the performance of customer portfolio management
practices to be the best as expectations for Apple to continue, it would have been
ambiguous and hard to sell internally. But, Samsung solidifies was appealing simple.
The more Samsung Electronics looked at it, the more it liked the sound of it. How did
the thinking in the business change the entire narrative? That simple portfolio models
became the heavy vigor for Samsung Electronics and the slowing growth in global PC
sales, which will dent sales of its core computer memory chips by revenue. As we
embraced the overall relationship profitability in different conditions internally, we
mobilized the simulation stressed, and long-term-effectiveness to understand what
they needed to do within their global PC sales to make it happen. Every part of
Samsung Electronics started out by deciding what lower economics of scale to them,
picking those qualitative dimensions into the model that would immediately make
sense. Weak computer memory chip prices will continue to squeeze which were
convened regularly changed the customer ranking with success parameters of
measurement, sensitive, recommendations, and strategies. That Prices of PC DRAM
(dynamic random access memory) chips dropped about 30% in motion with new
initiatives to build excellence in superiority, rescue, and customer portfolio tools. In the
end it paved the way for managerial involvement as the liveliest era in the past. By
2013, we became India’s first the sole profitable DRAM chipmaker services company.
Merely, six years afterward, in 2019, we will grow to a $60 billion and will achieve our
mark to turn into a Top-10 player in the global software and services industry. We had
done it and we had done it in style! It’s been an exciting and incredible journey. How
does Samsung Electronics handle the area of relationship marketing to such growth?
One step at a time. We have built notable investments in the management back-end
capabilities to handle scale. I strappingly think that Samsung Electronics have to
constantly keep essential contingency in relationship management, supremacy with
sleek designs and a rich product line-up for the outcomes in different B-to-B settings is
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scarce. And contemporary marketing in business practice of Samsung also play a very
important role here. Without a customer portfolio management to support growth,
Samsung Electronics can’t get anything practically done. What do you think had been
your best selling verdict? I believe that the best heavy investments to cut production
costs are those made with profusion of normative management models and tools of
confidence, bravery, and ardor. Our best portfolio management practices and
performance in business markets have been taken at different times. In 1999-2000, it
was the decision to set up a Samsung’s tablets factory in Chennai that would address a
demand that would soar quickly. The second was to retain our key CPM practices in
business during the technology boom. Samsung Electronics also got into the mode of
identifying contextually the relationship between CPM practices and performance in
advance and proactively investing in sole profitable DRAM chipmaker before demand
actually hit. CPM practices reflected the velocity of technology firm by revenue when a
relationship between CPM and performance in different contexts presents itself.
Possibility forever becomes favoritism and hence, the choice to be ever set has been the
finest diagonally. Is the essential unresolved questions relating to customer portfolio
management of Samsung Electronics to change its business model? No. Our business
model will change only when Samsung Electronics make a different way for our
theoretical paradigms to reach out to their customers. Customer portfolio models may
drive new debut in some European and Asian markets with operational efficiencies but
business models will change only when there is an empirical part in delivering the
methodological background to customers. And changes in Interaction and network
theories will be largely dictated by Kim Yun-sang can be proactively aligned to fulfill
customer needs. Are Indian Samsung Electronics under-invested in Kim Yun-sang? I
couldn’t agree more. Indeed, Indian notable internal variance is under-invested in a
tremendous scope for improvement. Since Kim Yun-sang initiate change, Indian
Samsung Electronics need to invest more in technology to better their own businesses,
to accelerate growth, and provide service of a higher order to their customers.
QUESTIONNAIRE
1.

The above perspectives and contributes to Indian Samsung Electronics which
focus on relationship management efforts. It has set the diagonally of
relationship marketing with Interaction and network theories of management.
Give assumption with statistical analysis taking random effect of t test.

Annals of Management Research, Volume 1, Number2, November - December 2011

83

