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Foreign Markets Entry
Organizations decide to explore overseas markets based on open opportunities available overseas. The options differ depending on risks presented, cost of operations, and government control and access levels into the country in question. Well established companies research on viable areas to expand into globally and management considers the benefits and limitations of investing in the foreign country.  Studying the foreign nation to understand the various challenge and potations remains paramount for a firm entering a new market especially overseas. Connexion's management noticed the ready market in the United States but needed to work on handling the various issues presented in the market. The paper analyzes the challenges and opportunities the US presents to Connexia and methods of enabling entry into the foreign market. 
The primary reasons for Connexia’s success include the specialization of the IT Company in developing health applications. The differentiation offered a great opportunity to the company by cutting off local and international competitors. The RTA product provides value in health organizations that benefit the patients, health providers and insurance companies involved. The sales and marketing team also applies a relationship-driven marketing approach in the Argentinean market; hence easy access to the market and entry of the boundaries in place (Barrett, Mohanrangan, Tanaka, &  Zhao, 2010). The firm also focused on supplying services of the RTA to influential government payers consequently hiked sales in its home and foreign market. Connexia’s built a strong brand via awareness programs; hence its clients believe in the firm RTA space in the market. 
The US market differs from Connexia’s market in Argentina in several ways. The United States health insurance market remained in a flux state with the continual downfall. The healthcare system practices remained paper-based and conventional (Barrett, Mohanrangan, Tanaka, &  Zhao, 2010). The electronic systems available offered limited data entry without real-time information sharing among the existing networks (National Research Council (U.S.), 2011).  Patients still got identified via form registers that did not include the previous history of the patient’s records and hence no guarantee which service the patient used previously. Numerous bills got presented to develop IT solutions in the health care sector introducing a market uncertainty due to regulatory reforms, impending healthcare transformations and HITECH act. Although the changes focused on better healthcare services in the US, the sector lacked real-time information, complexities and variants in data formats hence imposing high costs on patients and health insurance providers. 
As opposed to Argentina’s ready market and brand awareness, the US presented a low awareness market and challenging legal boundaries for Connexia’s. The RTA also required high capital investments; hence the US individuals made aware termed the cost as immense due to the changes needed in the organizations’ operational structures (National Research Council (U.S.), 2011).  Unlike the Argentinean market, the US market offered a scattered market hence developing constant information on competitors present remained a challenge. Connexia’s requires investing heavily on market study and differentiation of the US healthcare competitors to make decisions on where to begin.  
Shifting into global markets poses the challenge of external factors that affect the business operations of the company. Connexia’s faces several problems in the US market entry considerations that range from external to internal factors. National and international business policies remain dynamic in most cases. Governments make decisions and change them at any time. Globalization has got most countries focused on opening borders and trade barriers to growing investments from other states worldwide (Kabene, 2010). Cultural differences in various countries block most foreign investors from marketing due to language barriers and local belief systems. Investors must seek to understand and deal with the social-cultural issues in the marketing paradigm. The company must stay aware of the environmental problems and develop a ready strategy to respond to such instances and other concerns including working conditions, global climate change. 
Demographic trends present in a nation also need to get observed to help marketers of the foreign brand to focus on features that target the highest population variant in the international market. Attracting the attention of the higher percentage of consumers in a market ensures natural brand awareness and hence market entry. Other external factors to consider when investing in a foreign exchange include the exciting competitors, the state of the economy, and the levels of technological advancements present.    
Foreign markets present various modes via which businesses can enter into the supply chain. The techniques present both direct and indirect production and export in the foreign nation. Connexia also faces the dilemma of choosing the mode best fit for its operations in the United States of America. Considering the opportunities and threats tabled by each style will enable the firm to make an informed decision (Kabene, 2010). The foreign market entry methods include reporting, licensing and franchising, acquisition, green-field venture and partnering and strategic alliance.  Exporting remains the most traditional and lucrative method of entry into foreign markets. The process defines the act of marketing and selling produced goods from mother country into a foreign nation.
The opportunity offers fast market entry at low cost and risks and several cons to counter. The major challenge includes legal boundaries, international competition, less control and cultural issues. Licensing refers to the process of a firm in a nation agreeing to share their business permit with a foreign organization hence allowing them to process, manufacture, and develop trademarks and skills provided by the licensor. The process still offers low risks, costs and fast entry into the foreign nation. The process, however, limits the companies open actions due to licensee becoming a competitor, lower control, legal issues and environmental factors.  Acquisition offers the advantage of a well-known and established operations and fast entry. However, it demands integration with the home office and hence presents high-cost issues. The Greenfield venture requires the foreign company to develop a whole subsidiary, therefore, opening opportunity in the international local markets, offers maximum control and lesser competition (Kabene, 2010). The process demands high risks, costs of installation and slow entry due to the lengthy setup procedures. Partnering and strategic alliances offer reduced risks, shared operation costs and entry into the market via a known local brand. The mode thus presents a high value of franchising, licensing, exporting and faces integration issues due to varied corporate and local cultures. 
In summation, the RTA from Connexia’s remains an excellent healthcare leap that has matured locally and can venture into foreign markets. The readiest markets include the US states due to the rampant paper-based systems highlighted in most areas in the country. The market, however, presents threats due to its large size and inconsistent competition in the field. The opportunity also demands that Connexia develops the best strategy of entering the US market without suffering loss. Although the brand remains unknown, Connexia must take time to learn the local US markets and analyze its competitors carefully. In the meantime, the rampant market in the United States remains immature for the RTA but provides an excellent opportunity for Connexia. The firm should begin by providing the data entry systems and efficient verification processes and later upgrade to RTA. 
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