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CORE is an abbreviation of the Centre for Organ Recovery and Education. CORE is a company that is associated with charitable influences that are supporting the mission of life-saving. It is a kind of company that exists among the 58 federally companies in the United States that are designated to operate as a procurement organ that is not created to make profits (Albano et al, 2009).In the company, some gifts help with funds that are used to donor programs for the families and give support outreach in communities found across West Virginia and western PA. The Center for Organ Recovery and Education Company is comprised of several business units that can also be referred to as strategic business units. Such business units include Classification (NTEE) Organ and Tissue Banks that operate as health facilities for general cases and rehabilitation and Non-profit Tax Code Designation: 501 that are defined as organizations that are purposing on religious matters and matters that are concerned with donations that should be given to this company and not be deducted tax.
However, the business unit is required to develop a strategic plan that will be used to sell its products in different countries around the world, whereby in this case the ideas on how to recover organs and education are (Hood et al, 2013). There are various strategies such as global strategy, global strategy, or multidomestic strategies that can be adopted in these business units to sell their ideas and the services on how to save lives and enhance lives through transplantation of tissue, organ, and cornea. This company is said to be serving as an area that the federal government delegates to be serving approximately 150 hospitals acting as donors and making donations for people who are approximated to be 5.5 million. As the person in charge of developing the best strategy that will be used in this business unit, I decided to use a global strategy.
Global strategy can be defined as a strategic guide that is used by business organizations to globalization.  This type of strategy happens in a connected world that is considered capable of allowing the business's revenue not to be confined in accordance with borders.  However, a business can choose to implement and exercise a global strategy when it intends to the reward of something in a worldwide/global market. In our case study, the Centre for Organ Recovery and Education Company will be treating the world as largely one market despite the wide coverage of the market.
This organization is responsible for procuring tissues, organs, and corneas with the aim of using them for transplantation purposes (Giwa et al, 2017). This is an action and activity that is implemented and exercised to help in the prevention of 21 deaths of people awaiting organs, cornea, and tissue transplants. These deaths are said to be occurring nationally every day. This business unit is operating in various markets. For example, the business unit has occurred as a prudent and common unit in the medicine market. Organ, tissue, and cornea transplantation has emerged as one of the greatest advances that have been in the current modern-day medicine market. These transplantations have been undergoing medical procedures in which the transplanted organs are removed from the body of the body and transferred to the beneficiary/receiver body to replace an organ that is damaged or missing.
Upon reviewing annual reports and quarterly financial reports, these business units are playing a significant role globally. This can be evidence by the act of offering a beautiful heart to a 9-year old boy, granting of kidney and pancreas to a 12 years aged boy, and giving of both lungs to a 64-year older man.  It has been helping people who are in need of transplantation, and it has been improving its financial health.
This company has a vision that every potential donor will be able to make a life pledge, a mission of using donations to heal and save lives, and finally, values are comprised of integrity, compassion, quality, responsiveness, education, innovation, respect, and finally life. The company's vision has an advantage that it will work to assure that there are no deaths resulting from a lack of organs, cornea, and tissue for transplantation. It has been a disadvantage because it makes people reluctant because there is assured organ provision. This company's mission has an advantage in helping people save the lives of others by ensuring that there is a zero number of death cases that are reported as a result of a failure in transplantation. This mission has also portrayed a disadvantage because it has been making people donate their body organs, corneas, and tissues without considering their health, resulting in body system failure. The company's values have emerged to be of great significance to the medical field and market by providing a compassionate, respectful, and quality market for transplantations. Unfortunately, it has been characterized by a disadvantage of people involving themselves in risk and demanding situations to save the lives of other people. According to the research, there are many recommended improvements that can be upheld. For instance, there can be improvements in the duration of time that can be used in the transplantation performance and the reduction of the number of deaths that are occurring nationally as a result of a poor, lack, or inadequate transplantation.
In this product line, there is extensive research conducted on the customers and the stakeholders to ensure that we are all familiarized with the product line. Under this extensive research, there have been considerations of customer segments, the key requirements, the research expectations, and the results references.
The chosen product line of the case study is on organs, tissue, and cornea. It is a product line that is focused on the implantation, infusion, transfer, and transplantation that will be done into human recipients (Hoogduijn et al, 2013). This product line regulates its recipients in terms of tissue, human cells, and cellular that are based on tissues. In a case where the recipient is experiencing a problem when it comes to acceptance of corneal transplants, there are findings on the types of bloods that match to ensure that the transplant is associated with the product line succeeds.
The chosen international market in this case study has emerged as a worldwide market with extensive coverage in medicine. This market has played a significant role by acting as a platform where people from different countries and continents can interact well and share ideas that are concerned with donations and transplantations of organs, cornea as well as tissues.  Nevertheless, the international market is working to ensure that there are no people who will be affected by delayed or poorly performed transplantation by making all people involved in the international market to be compassionate, caring, and showing respect to every person regardless of race or age. This market was chosen because it was suitable for the things and ideas that were being addressed and promoted. Additionally, this kind of market was chosen over the other competing markets because it was capable of doing wide coverage, something that was going to help in the wide creation of awareness. The company used a strategy of donating free organs, tissue, and cornea and working as a non-profit organization to enter this market.
There is a need for the chosen product in the international market chosen in this case study because the products are essential worldwide. This has been addressed as important because the provision of these products will play a major role in saving human lives by reducing the number of deaths that occur nationally. There is the use of field sampling tools and technologies matrix in the market that have used different techniques to understand the chosen market (Pati et al, 2014).  In this market, there is the existence of opportunities such as lack of other well-established companies in the international markets, something that results in less or no competition. It is important to enter an international market because they will be enjoying market expansion and cost advantage. A global strategy is the most appropriate strategy if chosen in company plans. This is because the strategy will benefit the company that chooses the plan since it will be allowed to carry out their activities across the borders.
In entering a chosen market by a business unit, there will be considerations of things such as capital assets, finances, logistics, and labor (Daniels et al, 2014). First, the business unit should always ensure that it has assets in terms of capital before entering a chosen market. This is essential because it helps the business unit run out its activities without encountering any capital assets crisis, ensuring that it meets its targets. The business unit must also ensure that there is consistent support of finances before entering a market to ensure that the business unit will be capable of meeting all the expenses that might be incurred. There should be a consideration of the kind of labor the business unit will be getting in relation to the availability of the labor as well as the cost, and the kind of logistics the business unit will be handling, whether they be fragile, perishable, of long-lasting goods and their movements. The business unit should have developed goals aiming to make it successful in an international market that they chose (Abreu et al, 2013). For instance, the business unit should aim at how to ensure that it has fulfilled all the needs of the people who are in the intended market. This will help in creating a good environment and interaction between the market people and the business unit, a factor that will ensure that the activities of the business unit succeed.
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