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Introduction
The success of any business plan requires a well-written advertisement plan. This paper outlines the advertisement plan to be used by the organic fruit juice company. This paper outlines the framework of the small business idea which will aid the advertisement agencies in reviewing, developing and measuring the company objectives and effectiveness of the advertising plan. To accomplish the goals of the advertisement plan, this paper pinpoints the best forms available for advertisement in the market as well as where customers can obtain organic fruit juice. For an advertisement to be successful, it has to create a desire within listeners, readers or viewers. 
Where to Obtain Organic Fruit Juice
With technology advancement and rapid changes in customer preferences, companies have come up with advertisement plans that are able to capture a big portion of the market. In this regard, the competition for customers in the market is high. However, in order to have a successful advertisement, it is crucial to note where customers will be able to obtain the organic fruit juice. The market is flooded with another type of juices (non-organic), beverages, and soft drinks that pose a competition (Christensen, Raynor, & McDonald, 2016). To counter the competition, the organic fruit juices will be supplied in bulks to big stores like Wal-Mart as well as small stores. Wal-Mart is a big retail store that has spread its wings all over the U.S and it would be a good starting point as the company develops its own infrastructure. 
Additionally, the fruit juice products will also be found on the company website where customers will be able to order and wait for delivery. However, the delivery of products will only be done for customers who are within a 60 miles radius. Nevertheless, Wal-Mart is said to offer a big variety of products to its customers online (Christensen, Raynor, & McDonald, 2016). In this case, Wal-Mart will also sell the organic fruit juice online. 
Types of Advertisement
     Print media. This advertisement entails the use of newspapers and magazines to create awareness (Lupton, 2014). This is one of the traditional ways that many companies use today. The use of images to create ads in the magazines and newspapers is an effective way of reaching a given target market. Given that organic juice is meant for the wellness of the customers, magazines and newspapers are a good advertisement for the reading generation.
     Broadcast media. This form entails the use of radio and television to create awareness. Almost every homestead in the U.S has either a TV or a radio for the purpose of entertainment and education. A TV network like NBC reaches about 97% of the U.S homesteads (Arrazola, de Hevia, & Reinares, 2016). It works well as an advertisement medium.
     Direct marketing. The rapid change in technology has presented new ways of advertisement in the 21st century  (Arrazola, de Hevia, & Reinares, 2016). The advertisement forms include telemarketing, email, and direct mail. These advertisement forms create an interaction with the customers. For instance, the use of newsletters will aid in keeping the organic fruit juice in front of prospects. 
     Social media. Customers interested in certain products can get the information regarding the same in social media. Social platforms like Facebook and WhatsApp can be used to advertise and monitor consumer behaviors (Lupton, 2014). 
Effective Advertisement Form
In as much as there are several means of creating awareness, not all have the same effect. Social media is the most effective form of advertisement. This is because the current generation is fond of using social media for many things like entertainment, socializing, buying products and even education. As people use social media, they can browse ads that are meant to create awareness of some products and they might end up buying them. Additionally, in the U.S, 56% of the citizens have a profile in the social media which aids in maximizing products recognition. 
Social Media Marketing Products
According to Fine (2017), there are particular products that do well when advertised on the social media. These products do well because people feel motivated to share the ideas or services to others on the platform. Products or services that are “cool” (Fine, 2017) do very well on social media. In this regard, restaurants and coffee shops offer services that people tend to share and recommend to others on social media. Regarding products, furniture and electronics do well on social media advertisement. For instance, a customer can buy a couch and then post the pictures in social media with a caption that states where they have bought it. This is what makes social media an effective form of advertisement.
Advertisement of Organic Fruit Juice
From the above-mentioned forms of advertisement, social media and broadcast media are the two forms that fit for organic juice advertisement. Having a big percentage of the U.S millennial glued to their phones and laptops, creating awareness for them is effective through social media. For instance, Facebook pages can be used for customer feedback regarding the organic juice which in return will aid in improving products to fit customer taste. On the other side, broadcast media creates a big opportunity for customers who watch TV or listen to the radio. For instance, commercial breaks on NBC network are used for advertisement (Lupton, 2014). This is one of the opportunities that the company has in advertising the fruit juices. 
[bookmark: _GoBack]Conclusion
A good market plan requires an advertisement plan to be successful. However, there are many forms of advertising and in this case; a company needs to know the best forms and strategies that fit the type of business. Using social media and broadcast media are two of the effective ways of advertising the organic fruit juice. 
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