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Analysing Your Offering to Adapt for the Domestic Market
(Based on the 7 P’s of the Marketing Mix)

	 Product (Core Offering)

	The physical product or service offered to your customers may have to adapted slightly or significantly to appeal to the domestic market.  (Remember to include ROI) in this thinking.

	Name of my core offering that could appeal most to the domestic market:-
Description of my core domestic offering  (IN 1 SENTENCE):-

Key features of my core offering which appeal most to the domestic market:-

Key benefits of my core domestic offering – WHAT ARE THE REALLY BUYING? (remembering that these will differ to what may benefit International visitors):-

What sets this core offering apart from my competitors offering (think competitors across the island of Ireland:- 

Is there anything missing from this offering which would enhance it further for this this market?:-

Variations to my core offering:-

Add ons, Extras, VIP upgrades:- 

Actions/ Ideas:-

1)

2)

3)



	Price

	The pricing strategy for your core product or service may also have to be reshaped, based on a different customer base (think families, multi generational, groups of friends) and your change in potential customers.  But ALWAYS make sure to know your cost base and add value before discounting.

	Standard price/ price range per person:-

How price sensitive are my core market?:-

Is it priced correctly in terms of the domestic market?  And in comparison to the competition?:-
Group discount options & Seasonal variations (Remember – ONLY if it suits YOU, and you know your costs, do you discount):-

Other negotiable terms and conditions/ Walkaway points:-
Actions/ Ideas:-

1)

2)

3)

	Place

	Where your product or service is sold and how it is distributed.  Obviously this may need to change significantly for the domestic market if you had previously focussed Internationally.

	Online direct (own website – does your SEO need to be improved/ changed to be use different key phrases?):-
Online indirect (3rd Party sites):-
Offline direct (personal sales calls, walk ins/ over the counter, trade shows etc):-
Offline indirect (domestic tour operators, tourism offices, any other 3rd party sales channels):-
Is it easy/ convenient for my customers to buy from you?  
Where are your competitors selling similar offerings domestically?

Actions/ Ideas on Place:-

1)

2)

3)


	Promotion

	The online and offline promotional activities you use to promote your core offering has do be significantly adapted.  Traditional Irish “cliches” used to attract the International  market may need to be adapted/ removed.

	Brief description of your core domestic market:-

Key learnings about your core market that you need to incorporate in your promotional activities.  What needs to change? (Think tone, imagery, video, text content, messaging etc):- 

Where does your domestic market “hang out” (online & offline).  As in which websites, radio stations, magazines, newspapers, travel agents etc:-

Which promotional tools do your competition use, which I currently don’t:-

Changes to your advertising/ promotional strategy based on reshaping for the domestic market:-

The best time to promote (seasonally, day of week, time of day):-

How will you increase brand awareness domestically?:-

Actions/ Ideas:-

1)

2)

3)


	People

	The skills, appearance of and how your team (if you have one!) and how they interact with customers has a huge impact on the customer experience, referrals and repeat business.  If it is just you in the business, this also applies!

	Brief description of the team:-

How they currently interact with customers (formal, informal, jovial etc):-
Any changes that are needed with interaction:-
The image you intend to project (serious, expert, fun, professional, knowledgeable etc):- 
Any changes that are needed with how they project themselves (uniform, grooming, confident, expertise etc):-
Any current gaps in the team members?:-

Any current skill gaps/ training needed?:-

Any options for outsourcing/ delegating:-
Actions/ Ideas:-

1)

2)

3)


	Process

	The policies, procedures and activities to deliver your products to your customers.  Consider ALL of the processes including booking, arrival, check-in, the experience, check out, follow up etc. Several aspects may need to be adapted.

	Current booking process:-
Do any aspects need to be adapted?:-

Current check-in/ arrival process:-

Do any aspects need to be adapted?:-

Any other processes involved in the experience (equipment setup, instructions, refreshments etc:-
Do any aspects need to be adapted?:-

Are your offerings delivered in a consistent way?:-

Do the processes make it easy and pleasant for your customers to do business with you?:-

Can you establish processes to increase efficiency and save time and money?:-

Actions/ Ideas on Process:-

1)


2)

3)

	Physical Environment

	Everything that your customer sees when doing business with you makes both a conscious and a sub conscious impact on them.  And again, different things appeal to International and domestic visitors.

	Describe the physical environment of your business (e.g. the building, layout, décor, ambience).  If you do not have a “physical” environment (as in a tour guide), then consider where you greet your visitors.:-

Consider the “curb” appeal and signage and what impressions they make.  Is it both clear and giving a great first impression?:-

Is it aligned with the business image you want to project to your domestic market?:-

If not, what elements can be adapted in a quick and cost effect manner?:-

Is your branding consistent across all customer touch points (e.g. website, brochures, social media, signage, business cards, paperwork, packaging):-

Is the dress code of all staff members consistent and in line with branding?:- 

Overall, is the physical appearance projecting the right image?:-

Actions/ Ideas on Physical Environment:-

1)


2)

3)
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