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The product life cycle involves four distinct stages; introduction, growth, maturity, and then the decline phase. Each of these stages is associated with changes concerning the products or service marketing position. Different marketing strategies can be applied in each of these stages to strive to prolong the life cycle of the services offered. 
Prospect for Leads
For any company or any business to sell a product or offer a service, one must first have a customer or a prospective customer. Identification of the potential prospects is the first stage in any sales cycle. This stage requires one to have a solid understanding of the product or service that is intended to sell (Arun, & Meenakshi, 2011). In this case, the product that Nordstrom Incorporation will be dealing with is that of introducing direct sales to its customers, both existing and potential ones. 
Nordstrom will be introducing its direct selling services to all its customers and even the potential ones within the market in the different countries where the company has already established its presence. Direct selling services will enable the company to reduce the delivery time. The company will now be shipping products purchased by the company directly to the customers. As a result, the process will be taking less time than before because few processes will be involved. Also, the process will enable the company to avoid expensive overheads and this might lead to a decrease in the price of a product making it to be affordable to the customers (Martínez-López, & In Martínez-López, 2014).
For the company to ensure that it has eased the process of finding prospective customers, it will have a section on its website where interested customers can leave their details such as email or contact number. The sales reps working for the company will now have to contact these prospective customers and get to know their preferences so that they can ensure that the goods or services offered are customer-tailored. 
Reach out to the Potential Customers
Once the sales reps for Nordstrom Incorporation have received the contact details, they will now have to reach out to the potential customers. The sales reps for the company will contact the potential customers either via a call or email depending on the type of communication that they think is appropriate for the customer. In some instances, an email is considered to be the most appropriate means and in others, a phone call is considered to be appropriate (Arun, et al., 2011). In this stage, a sales rep does not give a full sales pitch at this stage since they will just be establishing contact with the potential clients in the hope that they will reach a point of considering a more formal meeting.
Qualify the Customers
This is the point in the sales cycle whereby the sales representatives carry out a vetting process on their potential clients as much as possible. The process of qualifying the potential customers might be initiated during this stage of the direct sales life cycle. However, in most cases, the majority of the qualifying customers are picked during the first appointment or the sales meeting. This stage of the direct sales life cycle will save the company’s sales representatives because this is the point where only qualified leads are picked and pursued (Martínez-López, et al., 2014). The sales reps will be looking forward to finding out if the potential client is a decision-maker and if so if he or she is interested in buying the products on offer. In the case that the sales representative finds out that the prospective client is not in a position to make decisions or even purchase, he or she should politely request to include a manager in the scheduled meeting. 
Present Product or Services Offered
Presentation of a product or service on sale or to be offered to the potential client is one of the most significant stages in the direct sales life cycle. Therefore, it requires the sales reps to be prepared fully so that he or she avoids messing up. This is the point where it will be determined if the sales process will be successful or not. The sales representatives should aim at solving an issue that the customers have been facing over time. For example, in this case, the sales representatives of the Nordstrom Incorporation will be looking forward to introducing direct selling services to the customers. This will resolve the issue of high pricing and that of delays or having the customers rush to the brick and mortar to make purchases (Arun, et al., 2011). The customers will now have to be served at his or their comfort by the sales representatives as products that will happen to have been paid for by the customers will be delivered at their doorsteps. The sales representatives will demonstrate how using their sales services will improve the customer’s day-to-day operations and how the company will be in a position to execute such a task better than the rest of the companies offering such services within the economy. This point will be addressed by indicating that the company will ensure that the goods are packed and transported in time to the customer’s residence.
Overcome Customer Doubts
Since this will be the first time that the company will be dealing or transacting with the client, there might be some doubts as to the capability of the company delivering its services as indicated. At this point in the direct sales life cycle, even the most enthusiastic prospects might tend to have objections or hesitations such as terms of the contract not right or too narrow as well as price is too high. To navigate this point of the meeting successfully, the sales representatives will have to obtain clarification as to where the hesitation or object could be coming from (Martínez-López, et al., 2014). Maybe, the customer might have had a past business deal that was similar and which did not occur as earlier anticipated and which messed the customer. 
Closing the Sale
This is the point in the direct sales life cycle where a sales representative will now have to close the sale. This point is reached after having presented all the relevant details about the service or product to be offered to the prospective client. The sales representative will at this point tailor the closing point following the reaction or attitude of the prospect client (Martínez-López, et al., 2014). For example, the sales reps from Nordstrom Incorporation will have to ensure that they have already established a good connection to win the customer. In case, the sales reps find out that they have not established a good connection with the prospect client, they now have to have a softer and a more nuanced approach towards the closure of the sales deal. 
Generate Referrals
Once the closure of the first sale has taken place, it is now time to ask or request referrals. This is the point where the customers will be hopefully excited and might be in a position to recommend other clients. The sales reps of Nordstrom Incorporation will at this point pause and ask the clients if they might have any friends, family members, or even colleagues who might also benefit from the services offered. Besides, the sales reps might also consider requesting referrals once the business relationship has grown in the future. 
Profit Generation Opportunities
Direct selling comes with opportunities which once utilized by the sales representatives or the company ends up generating profits. Every company is always looking for ways that they can use to maximize their profit margins.
Targeting Customers
Direct selling involves the sales representatives of a company identifying the kind of customer that they want to target. The sales reps will not just go looking or talking to all types of customers. Once they have noticed the kind of customers that they want, they will send messages that will be customized in such a way that they will realize the fruits of their work (Raulerson, Malraison, & Leboyer, 2009). The more targeted the sales campaigns are, the more likely their endeavor will become. 
This is a profit-generating opportunity as it will be most likely in a position to reach out to customers who will end up buying. Some so many people do not like going for products in a brick and mortar store as it consumes a lot of their time. Others might be located far away from the town centers and who might require such services. However, the company will place different charges that will assist the company in meeting some of the transport costs which might be beyond the amount that they are willing to cover. 
Saving Time
The direct selling process involves saving time. This is because the customers will reach out to people who are the potential to become their clients in the future. The company’s sales representatives together with the rest of the colleagues are usually busy with packed schedules as well as to-do lists. Thus, they do not afford to lose any single minute of their working time. By having sales representatives communicating directly with the potential customers, the sales reps will save a lot of time which could be lost talking to people who are less likely to become their clients (Raulerson, et al., 2009). Once a sales rep has saved time, it gets translated to making money since there is a likelihood that he or she might turn to reach out to a potential customer who might reach a point of closing a business deal. Such a scenario will mean that saving time or using the time the right way will contribute to the realization of profit-making opportunities. 
A Customized Buying Process
Business people are intelligent and thoughtful as well as inquisitive. They are supposed to execute the process of decision making carefully. This is the point where knowledgeable in-person sales reps will be extremely helpful to the company. The sales representatives who are knowledgeable as well as skillful will have a chance to guide their customers throughout the buying process. This will ensure that the customers remain happy as their needs are met. Finally, they are in a position to offer information or assurance that the business owner might require to make firm sound business decisions. This is the point where the customer will turn out to be loyal to the company and might go a step forward to offer referrals of friends, colleagues, or even family members (Raulerson, et al., 2009). This is the point where the direct selling process will have provided the company with a profit-generating opportunity. This is because many customers will result to use the direct selling services.
Cost Saving Opportunities
One-on-One Relationships
The direct selling process offers a chance of establishing a one-on-one relationship. The sales representatives from Nordstrom Incorporation will have a chance to meet their potential clients face-to-face.  This will present to the sales reps a golden chance that will require to be capitalized on. This is because relationships that they are going to build will be in-person and are considered to be the most authentic and long-lasting (Martínez-López, et al., 2014). Once the sales reps of the company have already established a good relationship with the potential clients, they will have eradicated the need to carry out media advertisements that are way too high expensive. 
Direct Resources where they make a Difference
Nordstrom Inc. should strive to focus its resources on sales activities that would reduce sales costs. However, before focusing these resources on a certain sales activity there should be researched the possible unintended consequences. It is important to also consider looking into the number of resources that are sufficient to protect the prevailing revenue as well as to ensure that the company has realized its future sales growth (Raulerson, et al., 2009). Protection of current revenue as well as future growth can be ensured by systematically identifying the effective sales channels as well as promoting efficiency in the sales organization.
Matching of Sales Resources with Customers
Some customers buy more than others. The more a customer purchases from a company, the more the profits are earned from such transactions. The sales reps for Nordstrom Incorporation should consider allocating different levels of sales resources to the different customers that they have following the number of sales that they can get from any given transaction. Through the matching of sales resources with customers, Nordstrom Incorporation will be in a position of saving operating costs.
Phase-Out Plan
In the end, it will come a time when Nordstrom will experience a decline in sales and ultimately profits. Such a change could be due to changes in consumer preferences, tech advances, and alternatives in the market. This is the point where Nordstrom Inc. management together with the sales staff will come back to the drawing table to make the necessary changes in the mode of selling. The phase-out plan will involve the following steps:
Reduce the Number of Sales Representatives Operating in the Field
By reducing the number of customers who will be in the field will ensure that operational costs of direct selling will be reduced. The company will also be required to ensure that the back-office sales reps are keen not to lose the customers who had been buying from the company (Raulerson, et al., 2009).
Reducing the Number of Distribution Outlets
This will be considered as it will reduce the amount that has been spending on renting sales or collection stores. This move will be taken by the company officials so that they can reduce operating costs which eventually enable the company to remain profitable within the market. 
Put in Place a Strong E-Commerce Platform
Since many people have access to the internet, it will be advisable for the company to shift to e-commerce. This is a move that will cut on traveling costs by the sales reps since people will now be accessing the company via the e-commerce platform for shopping. 
Consider the Cheapest way of Making Payments
The company will be required to find a mode of payment that will be easy and cost-effective. This will ensure that the company will remain to be attractive to the customers. 
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