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Research Dossier: Media Advertising of Nike, Adidas and Reebok Company. 
Introduction
Nowadays, our world is full of an advertising industry. Advertising is a non-personal system of promotion that is transferred thought preferred mass media that, under most conditions, require the dealer to pay for message installation. Ad has long been considered as a way of mass promotion in that just one message can achieve a great number of individuals. This mass promotion approach is improved every single day with new advertising technologies such as using of digital media. Digital media technique is very useful way to catch people attention on the project. Based on the research paper “Nike’s Shanghai Advertising Dialectic: A Case Study” conducted by Cooper S. Wakefield that “the most prominent nonverbal aspect of the ads is eye contact” (Wakefield 69).
In fact, advertising is a productive tool for the business along with its being a significant aspect of the modern age and a quick increasing industry. In addition, the public image of advertising is still a matter of great interest for the companies. Why is it significant for the business? Business is a communication between companies and their audiences, and advertising is a structure of communication, which used to persuade viewers in the ability of product. 
After all these analyses, I came to the issue: would people buy the products of famous companies, if the organizations did not have a great advertising? In order to answer this question, I decided to pick top popular three sport companies, which have one of the largest and spectacular advertising productions. There are Nike, Adidas and Reebok. However, among these three organizations, Nike is the first one in the sport advertising industry. According to the article “Shootout: Can Nike Beat Adidas at Soccer” conducted by Brendan Greeley that “Nike is now the largest sportswear company in the world, with $25 billion in revenue and a 17 percent market share. The second-largest, Germany-based Adidas, has $20 billion in revenue and 12 percent of the market” (Greeley 62). As a result, in this dossier paper, I am going to compare each advertising strategy of Nike, Adidas and Reebok, in order to find out the answer how Nike achieved their goal to become the most powerful sports brand in the world. Does Nike have more celebrities in their advertising? Does a great design of Nike advertising play a big role for the influence of customers? Why Adidas and Reebok cannot overtake Nike? All answers on these questions you will find in this dossier that Nike is more successful company to sell their products with using the advertising than Adidas and Reebok together. 
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Research Map
Research Question / Thesis:  
Do you think people would buy the shoes of Nike, Adidas, and Reebok company, if these organizations did not have a great advertising?
Which strategy or effect are Nike, Adidas, and Reebok using in the media advertising to have an influence on costumers? 
Thesis: Nike is more successful company to sell their products with using the advertising than Adidas and Reebok together. 
Narrative:  My major is Digital Media. I like to make my ideas though short movies. I am more attracted to the process of making a film for Advertising. I usually shoot short films of my daily life to develop myself more in this area. As a result, I chose this major because I can combine both advertising and film. In this case, I decided to do a research paper about Media Advertising of Nike, Reebok and Adidas company. In my opinion, these three organizations have the most powerful advertising in the world. My main question of research paper will be “Do you think people would buy shoes of Nike, Reebok and Adidas company, if these organizations did not have a great advertising?” This research will help me to understand a lot of new strategies and techniques how to create a great advertising which has an influence on individuals.
Field Research / Internet / Library:  
I will be conducting more sport magazines (Sports Illustrated, and ESPN) than articles from the Internet (popular sources and public opinion). Meanwhile, I am going to do a survey among UCF students (field research) – I will ask two main questions of my research paper. According these answers, I will analyze the strategy of digital media advertising. 
Keywords: 
· Non-verbal aspect 
· Multi-cultural issues 
· Sponsorships 
· Ad space 
· Advertising industry 
· [bookmark: _GoBack]Digital media (advertising) techniques 
Strategy: 
1. The question of my survey is “Do you think people would buy shoes of Nike and Adidas company, if these organizations did not have a great advertising?” After this survey, I am going to create two bar charts. One chart will describe an answer of female gender, and another chart will illustrate an answer of male gender.
2. After describing the bar charts, I am going to describe and compare each company (Nike, Adidas and Reebok). The description will have a background, the strategy of advertising, example of advertising – videos and images, the statistics for last 5 years, and the relation as a sponsorship for a big sport event like World Cup. 
3. After comparison, the viewers will see the result of a dossier paper – why Nike is more successful company to sell their products with using the advertising than Adidas and Reebok together. 
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