Value Chain and Its Impact on Business Strategy
The organization I have chosen for this discussion is The Coca-Cola Company (TCCC) which was established in 1886 and is a renowned manufacturer of non alcoholic beverages. Its products are household brands and known all over the world. The Coca-Cola Company is the world’s largest beverage company, refreshing consumers with more than 500 sparkling and still brands. It is also a public company listed on the New York Stock Exchange (NYSE). The Coca-Cola Company is all about proving value to the customer through beverage satisfaction with their brands. 
The Concept of Value Chain
According to Porter (2005) value is defined in this context as what buyers are willing to pay for what they get from suppliers. Also, a value chain is a set of activities that a firm operating in a specific industry performs in order to deliver a valuable product or service for the market. Value chain therefore deals with all aspects of a business organization including marketing, logistics, production and human resources. “The value chain for Coca-Cola begins with purchasing and storing raw materials for use in the Coca-Cola beverage, manufacturing the sparkling beverage and plastic bottles, packaging and storing the finished product, and then distributing the product to retailers” (Walsh & Dowding, 2012). The customer is the key factor when it comes to value creation as indicated in the Coca-Cola value creation process. Businesses must ensure they deliver to customer what they want and need, in the right form and quantity and place. Being able to identify the key activities that form the value chain and developing sustainable processes will create competitive advantages for the business. 
Porter and Millar (1985) stated that information technology is permeating the value chain at every point, transforming the way value activities are performed and the nature of the linkages among them (Porter & Millar, 1985). Along the value chain technology play an active role by ensuring processes are streamlined and made much easier. Computer hardware, software and servers contribute by providing better solutions to deliver to customer value that create satisfaction. Coca-Coca has used technology to improve on value creation processes including bottling and marketing through social media and electronic devices. Lastly, The Coca-Cola Company is able to create the required value through a partnerships and collaborations with subsidiaries and vendors. 
Strengths and Weaknesses in Areas of the Value Chain
According to Walsh and Dowding (2012) “The Cola-Cola System is a partnership between the Coca-Cola Company (TCCC) and over 300 independent global bottling partners to create and distribute Coca-Cola and other top selling beverage brands to retailers around the world (Walsh & Dowding, 2012). This is how large and extended the value chain of TCCC is and brings advantages to all the partners in the value chain. TCCC’s value chain creates cost advantage for the firm. In the area of bottling, production is concentrated in local centers creating economies of scale and reduces transportation and logistics cost. Linkages between the various chains are also strengthened through capacity building. One weakness in the Coca-Cola chain could be that too much power has been given to vendors and contractors in the distribution of products. 
Lastly, when the linkages are managed appropriately the firm will realize a lot of competitive advantages and will be able to pass on the advantages to the customer. When customers realize a business is sustainable they tend to become loyal customers in an effort to support the business.
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