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The opening scene of this Adidas commercial shows a young boy in a third world country. He is seen scavenging for plastic bags. While searching in a nearby dumpster, he is told off by a store manager. At first we are unsure of his intentions but the commercial progresses and the boy takes his collected plastic bags to an empty field.He then ties them together making a “soccer ball” which he can play with. The screen caption says, “Impossible is Nothing”, followed by the Adidas logo. 
The most evident critical unit of this advert is that people from third world countries, in other words those that are underprivileged, still have a drive to participate in sports. Evidence of this is the young boy using his critical thinking and creativity to make a soccer ball out of ordinary material that no one would consider. It is clear that he has potential but he does not have the proper resources he needs to practice with others of his same level. A study done by Voss et al. (2008) explores the main theme of the commercial; that children from poorer families are still engaged in physical activity but in less structured environments. Although they have less opportunity, the children still have the same desire to participate in sports.
This relates to a similar point, these people have fewer opportunities because of their economic situation. As suggested by Fejgin (1994), conflict theorists tend to focus on the way sports maintain the unequal distribution of power and monetary resources in society (p.215). This is often seen as negative as it if very broad and does not consider the meaning given to sports by those who play. The boy is satisfied with his homemade soccer ball; he is oblivious to the fact that it is because of his society that he doesn’t have more opportunity to develop as an athlete. However Adidas uses this to make a statement, which we will now discuss. 
Another notable critical unit is how Adidas grabs viewer’s attention and attracts them emotionally to buy their products. As analyzing students, and empathetic people, we became curious as to why Adidas would use such methods to attract buyers. Were they involved in campaigns or projects that would give underprivileged children a chance to play sports? Why was there no direct merchandise with the Adidas label? We did some research and discovered that Adidas used this method to pike our curiosity. We found that one of their goals is to build on three complementary pillars – community involvement, employee engagement and corporate giving – determined by local cultural, economic and social factors. Since this company is active in giving back to the less fortunate, this separates them from other businesses that only focus on profit. We are then most likely to buy Adidas products.
To look at this commercial with a critical theory point of view we can say that sport is a reflection of society. The young boy lived in an undeveloped country, where conditions were harsh. It can be argued that “sport plays a role in shaping the minds and lives of individuals of all ages” (http://evincent.webs.com/Sports%20as%20a%20Reflection%20on%20Society.pdf). The boy uses sports as a mean of escaping the everyday reality he faces. Outside of sports, his life is boring, unfair and cruel as represented by the unknown man who yelled at him. The focus is on the working class. In his society, sports are uncommon and unlike how North Americans perceive it. 
On a simpler note, Adidas could just be encouraging children to participate in sports. It is widely known that participation improves health, self-esteem, creativity, self-discipline and fitness. There are some negative arguments but in this commercial Adidas ignores the issues of children in high-performance sports and how this affects family life, social life outside the sport, injuries and psychological stress. We assume this is because they are trying to focus on our first point, children in underdeveloped countries. 

     To conclude, Adidas effectively uses this commercial to open the viewer’s eyes to the fact that underprivileged children can also have a drive to participate in sport(s). The commercial triggers an emotional response by utilizing the image of a little child with a dream and an active imagination; one which many, if not all people can relate to. Showing how much potential and drive the child in the video has encourages people to take action in order to help make the dreams of kids like him come true. The commercial sparks the viewer’s curiosity as to why Adidas would depict such an image, since the child was not wearing any of the company’s branded items. A very curious and active individual might go on to research Adidas and this would lead to him or her finding out that Adidas is active in creating programs such as campaigns in order to help such underprivileged children. Not only does this benefit the children, it also gains profit for the company, as people would choose the Adidas brand over others after finding out that they are engaged in helping young children achieve their dreams. 
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