Coca-Cola Company Brand Inventory
The marketing mix for Coca-Cola analyzes the brands that cover the 4Ps (products, costs, places, promotions) and discusses the marketing tactics of Coca-Cola in different regions all over the world. North America is one among the major segments where coca-cola popularity is felt due to the marketing and the branding techniques. There are different marketing techniques for soft drinks, such as creativity in products/services, investment in marketing, and customer engagement, which form the basis of the brand. The products, costs, places, and promotions of the soft drinks are well designed to ensure that the company achieves the desired goal of providing quality products and competing with other brands provided by the same firm, therefore, helping to grow the brand (Arab, 2018). For instance, in North America, the Coca-Cola Company's flagship market includes manufactured juice and soft drinks. The region has more than 360 million consumers and an industrial value of US $ 300 billion. The marketing mix helps firms accomplish their strategic goals. In their marketing, the company aims to create a brand identity in which the brand's appearance and feel are bold and exclusive that it infringes on customers' minds.
With the branded house approach, the whole firm is the brand, and the primary brand will not be affected by any sub-brand. This produces a brand that is very powerful, readily recognizable, and unforgettable. On the other hand, the House of Brands under which coca-cola lies, sub-brands, not industry or organization brands, is the company's features or advertisements (Åsberg & Uggla, 2019). Inside the company, the North America segment hierarchy is more complex since it is a HOB business that deals with consumer goods. Its portfolio involves large fixed-asset global brands. The brand is categorized under the house of brands since it is one of the world's most known companies with various sub-brands, such as Sprite, Fanta, Schweppes, Appletiser, and Fresca.
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In the same industry, the sub-brands may or may not operate in some parts, but their identities and positions are very distinct from other sub-brands or parent brands. Another critique is that the failures of sub-brands may result in the main brand's poor performance, hence leading to losses.
[bookmark: _GoBack]For a firm whose products vary from soda to water, the term "many options" in the ad under Coca-Cola is appropriate as the brand plays a significant role in ensuring that soft drink is distributed worldwide. What makes Coca-Cola distinctive from other brands such as Pepsi is that, while Pepsi has changed from soda goods to snacks, Coca-Cola in North America is more concentrate on drinks offering plenty of varieties.
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