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In almost every store around, it is not so hard to find a salesperson trying to persuade us to 

buy their products. Sometimes they are so successful that we buy something we didn’t even 

plan on, following and believing the salesperson, and sometimes they fail really bad and make 

us just leave the store and buy the same thing in another store only because we don’t want to 

buy from that person. What is the difference between them? Why are some salespeople so ir-

resistible to buy from, while others are just obnoxious? Answering for this question is not so 

easy because people are different and they all have different feelings about it. But if we could 

assume that the people in the same culture have similar preferences, we could make a general 

conclusion about each culture; in this essay, about Korean. As I observed Korean customers 

and salespeople, I came to believe that the salespeople who jump immediately into their sales 

pitch, and who use “needs orientation” sales approach are preferred by Korean customers. 

First of all, as they are walking into a shop or a market, most of Korean customers expect 

to hear about the product right away. They don’t want to waste their time on having a banal 

conversation with a salesperson. In Korean society, especially in the cities such as Seoul, 

Incheon, Pusan, and the like, the rhythm of life is remarkably fast, and people unconsciously 

try to do things as quickly as possible. In addition to that, as the Internet provides the cus-

tomers with enormous information, many people find it more effective to be familiar with the 

product on line before going to an off line market. This is not just about some youngsters; ac-

cording to a research by KINIC, Korean Internet Information Center, over 26million people, 

almost 60% of Korean population, are using the Internet, and 77% of their purpose is mainly 

for getting information. Thus, in most occasions, the customers are prepared to have more 

detailed conversations about the product without building a mood of trust with the salespeo-

ple. Which means that the salespeople, who understand that the customers don’t really try to 

decide if the salesperson is trustable to buy anything from, but they just wish to know if he has 

what they want, will do better persuading the customer.  

For example Kim SooMin, who got married last year, bought mostly from the salespeople 

who got right into their sales pitch, but not from those who made any banal statements when 

preparing her wedding. She didn’t have that much time as she and her husband both were 

working, so she thought it was not effective to spend time with them. She decided to gather as 

much information as she could on line—using her spare time—before actually going shopping; 

first to save time, and second to find better deals. With the information gathered, she was 

pretty much decided what to buy. So she just wanted to talk with the salespeople to compare 

prices of each item and to know if she could get any deal from them. This lead her not to listen 

to those salespeople who tried to talk about something else to look nicer and sometimes even 

walked out on them. She says that she felt it was mean, but it was irritating listening to the 

same thing over again whenever walking into a store. Many people I know of don’t really lis-



ten to the salespeople if it’s not about what they are interested in. So I drew a conclusion that 

the salesperson that jumps immediately into his sales pitch is preferred by Korean customers.  

Once they started talking with a salesperson, Korean customers tend to prefer those who 

use “needs orientation” sales approach. They want to listen only to the relevant and required 

information. Consequently, the salesperson who bases his sales pitches on the customers’ 

needs, someone who recognizes what the customer wants and tries to figure out what they 

really need seems to be better off. Park NoJin, ranked as the best salesman in GM-Daewoo for 

six years in a row, says figuring out the customer’s needs is the hardest, but essential step to 

achieve their goal: selling products. He adds that listening to the customer very carefully—

whatever the subject is—has been a very effective way to do it. For instance, after talking for a 

while, he recommended one customer who wanted a big size car a medium size one, and now 

the customer is very satisfied. He was a man in his 60s, and he wanted to buy a big size car so 

he could carry his grandchildren in there. But during their talk, Park found out that this man’s 

sons lived 2-3hours away from him, and they didn’t come to visit him that often. The new car 

was more for him to go visit the sons than for carrying the children. So Park thought having 

the big one would be wasting gas for him. He recommended regular size and the man still 

thanks him for the advice. He concentrated on the man’s need, and now the man is one of his 

best marketers; his friends are coming to Park when they need a new car. 

Korean customers may seem a little stubborn for salespeople since they don’t really listen 

to the salespeople unless the sales pitch sounds worth to listen to. But once you got them in-

terested, they are one of the easiest to persuade. And after observing their patterns, it seems 

to me that getting right into the sales pitch, and using the “needs orientation” sales approach 

are the most effective ways to get their attention. It is well known over the world that Koreans 

like to do things “quickly” and I believe that this also lead them not to want to hear irrelevant 

things. Therefore, I came to this conclusion that the question, for Korean customers, is 

whether the salesperson is useful, or just a waste of time. 


