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Abstract  
  
This paper introduces a methodological approach to a teaching unit through the documentary 
film No Logo (Jhally, 2003). It is supported by Gardner (1999, 2011), Allen (2004) and Wood 
(2002), who claim that those who think critically use logic, research and experience. The 
theoretical background regarding globalization, neoliberal market and identity was provided 
by the atuhors such as Castells (2000), Gikandi (2001), Kymlicka (2003) and Klein (2002). 
The survey was conducted with three aims: to examine the student attitudes toward brands 
and university identity, to compare the obtained results according to two different study 
groups, and to analyse the student evaluation of the given teaching method. The data can 
contribute to the series of previous lectures. The study was conducted in the academic year 
2015/2016 within the English Course at Juraj Dobrila University of Pula.  
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INTRODUCTION   
 

This paper is based on a methodological approach to the lesson unit “No Logo”, which 
was analysed after watching the documentary film No Logo (Jhally, 2003) within the English 
Language Course at Juraj Dobrila University of Pula, with the second- and third-year students 
of the Pregraduate Interdisciplinary Study Programme of Culture and Tourism. It deals with 
the issue of all-present brands, as well as with a direction of European universities towards 
private education.  

As a supplement to his theories of different types of intelligences, Gardner positions 
critical thinking highly on the list of popular 21st-century skills (1999; 2011). Furthermore, 
Wood (2002) and Allen (2004) consider this to be a process and a question of the future. The 
authors argue against rejecting opposite opinions easily and offer critical thinking, instead. 
Those who think in a critical way use logic, resarch and experience. Not only is it an 
epistemological route, but it also favours the motivation built upon the right arguments. The 
main aim of the above-mentioned lesson is to emphasize the need for students to develop this 
skill. The hypothesis has thus been given according to a belief that such an approach could 
blaze a trail for the student critical thinking process with reference to todays’s world and 
one’s position in it. 

However, regardless of the fact that the current paper reflects the English Course syllabus, 
language acquisition is not a primary goal of the lesson in question. It is rather a crossover 
hidden in the motivational part. More precisely, students are instructed to use English in order 
to find the right arguments for the given topic. Dividing / defferring facts from opinions, 
having open discussions, or being ready to look into ideas and take views into consideration 
are the twenty-first century tools (Gardner, 1999). Thus, this methodological approach is 
targeted at: a) motivating students for progressive learning, and b) being a practical 
methodological service to university teachers.  

Apart from reaching new teaching aims, its goal is to encourage students for being self-
engaged in watching films (i.e. documentaries). Concerning motivation, the principle of liking 
is of great importance, so film as a didactic resource has been chosen according to the student 
previous teaching experience, showing that they responded to the film text well. Also, it is 
necessary to develop a critical approach according to their interest and cognitive maturity. 
After all, the lessons should be compliant to the understanding of an assumption that our 
society is so competition-oriented.  

“Neoliberalism“ is the term connected with globalization (Gikandi, 2001; Gupta and 
Ferguson, 1994). Authors such as Kymlicka (2003) and Castells (2000) point out the 
implications of this complex process to democratic changes in the multicultural society. That 
is, in the light of postcolonial society globalization enforces a discussion of shaping the 
identity. What is more, neoliberal market perceives the information and knowledge as 
commodities liable to inevitable branding strategies (Kapuscinski, 2012; de Rougemont, 
2012). As a result, branding is discussed as a matter-of-fact in terms of nowadays university 
policies. As for the documentary film No Logo, its task is to raise the awareness of brending 
the identity. It is thus suitable for the interpretation of cultural aspects of the given lesson.  

Finally, the theoretical framework for the film has also been provided by the book No 
Logo (Klein, 2002), which deals with the documentary sequence of cultural influences of 
multinational corporations. Identity, globalization and consumer society are some of the key 
concepts that are introduced. Klein argues that the consistency of a possible world is not 
justified through what it actually is but what could be real. In other words, brand is used to 
manage the world as a performative power of economy. One of the examples provided is 
university branding. While many students are occupied with the idea of removing the 
omnipresent brands, many others realize that their universities are brands as such. This notion 
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is used as a relevant pretext to the Juraj Dobrila University of Pula marketing strategy. In the 
end, both the film and the book contribute to the overall understanding of this teaching 
material through the examples that illustrate the “superbrands era“.  

 
 

 
METHODOLOGY   
 

1.1.  Participants   
 

The lessons were conducted within the two-week lectures during the spring semester in 
the academic year 2015/2016. Students included in the survey were attending the second and 
the third year of the Pregraduate Interdisciplinary Study Programme of Culture and Tourism, 
at Juraj Dobrila University of Pula. The English Language was their obligatory course. There 
were 38 students in total (Table 1), aged 19 – 21. The two groups were chosen according to an 
assumption of their mentor about the educational and cognitive abilities they possessed. 
Moreover, as the participants were engaged in a direct education process, the theme was 
relevant to the study programme, whereas the survey open questions suggest the population of 
a similar education level, so it was possible to conduct a replicate study. The interpretation of 
the student answers is available for evaluating their mentor's work.  

 
 

Tabel 1 

Display of the overall participants' number 

The year of 

the Study 

Female Male Total 

Second year 
  

21 

Third year 
  

17 

   38 

 

1.2.  Lesson plan  
 It takes a certain amount of time for conducting this unit, which covers 12 lessons, 
each one lasting 45 minutes. The planned activities can strengthen student critical thinking, 
contribute to their understanding of key terms and concepts, and enable them to research 
creatively within sessions. They additionally aim towards student motivation and cooperation. 
There are two suggestions about how to deliver the lesson. Firstly, the second- and third-year 
students are separately prepared for later joint sessions and team activities. They work on pre-
viewing tasks within separate sessions. The second-year students are directed to acquire the 
knowledge of brand patterns in order to prepare presentations, whereas the third-year students 
look up the new and relevant terms. Secondly, what follows are two joint sessions. They 
include group discussions as a pre-viewing activity, a while-watching activity, and a post-
viewing discussion. It is crucial to watch the entire documentary film No Logo, which is 42 
minutes. In the end, a survey about student attitudes is carried out and it lasts 20 minutes.  
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 The methodological process of separate pre-viewing lessons is as follows. The 
second-year students are guided to make presentations about branding and encouraged to 
recognize, use and understand the basic terminology. At this stage, the discussion about a 
possible meaning of brands as messages regarding their cultural and economic domination is 
relevant. The students are not suggested the answers to the topic issues, as it is important to 
pay attention to whether they present only typical consumer goods (e.g. food and/or clothes), 
or remember to include people, identity and culture, as well. The assignment introduces the 
key terms, such as: message, logo, marketing, choice, culture product, branded, mechanism, 
lifestyle, fusion, synergy and superbrands. The third-year students are guided to work on the 
text entitled Class Apart (The Economist, March 19, 2016). The students were given two 
assignments. The first one included comprehensive reading and singling out pros and cons of 
public and private universities. The second one implied a debate on the key concepts from the 
text (for instance, free public universities, alternative provider, a scholastic entrepreneur, 
dual studies, private-equity, elite, diversity, transparency, traditional options, students as 
consumers, etc.). As for the joint sessions, it is important to bear in mind that the second-year 
students were not familiar with Class Apart. The survey had been designed to compare the 
open-type question results of the students previously informed about university branding with 
those of their colleagues who were not prepared for this. It can give a certain insight to 
student attitudes.  
 The sessions consisted of four parts. First, there was a pre-viewing task in which 
the students were asked to answer the questions requiring individual inferences. The initial 
questions were used to start the discussion, such as: How are brands created?, What is the 
core image or the core idea?, What is brand identity?, What does “a share of public 
resources“refer to?, How are the terms globalization, message, production, and consumption 
connected?. These issues are explained in the film and the book and they point to the fact that 
nowadays, due to an exposure to brands, people do not socialize and establish relations 
outside of a consumer context (Klein, 2002). This activity includes the topic announcement, 
information exchange and shared knowledge. Second, the students watched the film. They 
were encouraged to take notes during the projection due to the relevant interpretation of 
concepts and terminology, which later helped them to re-evaluate their findings from the 
previous sessions. Third, after the film, it was time for the review as a post-viewing activity. It 
is assumed that the film would provoke new questions, such as: What about our identity? or 
Is it possible to avoid or put an end to branding? On the one hand, the mentor did not 
mention the follow-up survey questions to avoid possible suggestions. On the other hand, she 
encouraged the discussion, which spontaneously moved in that direction. The complementary 
segments encompassed the interpretative level, with a discussion, evaluation and comparison 
across individual results. Fourth, the survey about students' attitudes is conducted as a follow - 
up strategy.  
     
 

1.3.  Survey 
 
The paper-and-pencil survey had been created by Sunčana Tuksar, one of the authors 

of this paper. Its completion required 20 minutes because of a low concentration of the 
questions. The participants completed this within joint sessions. This method was used since 
it could quickly provide an insight into the current observations relevant for the future study 
plans. The survey was divided into two sections (4+2 model).  

 
1.3.1. The first part – closed-type questions.  
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The first part had four Likert-type scale questions, examining the participant attitudes 
and understanding of brands (5 = strongly agree, 4 = agree, 3 = partly agree 2 = disagree and 
1 = strongly disagree). The following hypothesis, based on them, was made: 
 
H1: Most of the students understand the basic forms of behaviour in branding and the 
marketing system. 
 
The questions, results and discussion are as follows. 
 

1. In my opinion, big brands presuppose quality. 
The elementary brand awareness was examined (Picture 1). The phrase “brand, not 

product“ is crucial in the marketing era. According to Klein, promotion campaigns send 
messages and are viewed as “brokers of meaning, not as product makers” (2002, 28).   

 
 

 
 

Picture 1: Assessment of the atitudes within the lesson „No Logo“, first question. 
 

 
 
Explanation: 39% of the students partly agreed with this statement, 29% disagreed, 21% 

agreed and 11% strongly disagreed. 
 

 
 

2. I think a brand name could only be associated with products such as shoes, beverages, 
etc. 

This question indirectly evoked critical thinking about university branding without 
mentioning the topic itself (Picture 2). “If brand is not a product, it can be anything!“ (Klein, 
2002, 29).  
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Picture 2: Assessment of the attitudes within the lesson „ No Logo“, second question. 

 
 

Explanation: 74% of the students strongly disagreed, 16% disagreed and 10% partly 
agreed.  

  
3. I think that branding is directed only to product sale.   
This question examined the student awareness about branding as directed to the value 

system in total (Picture 3). The brands are not a reflection of quality but “brave messages“. 
Thus, brands are “built around the reputation, not the quality” (Klein, 2002, 29). 

 

 
Picture 3: Assessment of the attitudes within the lesson „No Logo“, third question. 
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Explanation: 40% of the participants strongly disagreed, 21% agreed, the same amount of 
the participants disagreed, 18% partly agreed, and 3% strongly agreed. 

 
4. In my opinon, a connection between famous people and famous brands can transform 

culture in the sense that it is a two-way process in which famous people are 
transformed into brands.  

This question examined the student awareness of culture transformation (Picture 4). Klein 
explains a relationships between famous people and corporations, which has an effect on 
culture. She argues that such a connection contributes to “blurring the borders” between 
corporation sponsors and sponsored culture (2002, 33).  

 

 
Picture 4: Assessment of the attitudes within the lesson „ No Logo“, fourth question. 

 
 

 
Explanation: 54% of the participants agreed with the statement, 26% partly agreed, 

10% strongly disagreed, 6% disagreed, and 4% strongly agreed.  
 
Discussion 
 

The first question results show the student general belief that brand is typically 
connected to quality, which might be their personal perception of lessons and film. However, 
the second question results provide some evidence that the students have acquired the basic 
understanding of identity, also potentially being branded. The third question results are linked 
to those of the second question because they point to the student understanding of power that 
follows branding messages since they disagree that the process could only be connected to 
products. What is more, this indirectly evokes the issue of university as a brand, i.e. a produce 
which needs to be marketed. The fourth question results prove that the students realise how 
culture transforms. This transformation is supported by the “fluid partnership“ between 
famous people and famous brands. Thus, the results obtained from the first surevy part 
indicate that the first hypothesis has been confirmed regarding questions 2-4. As for the first 
question, it was expected that the participants would have a stronger opinion about brands and 
quality. All in all, they quite understand what brands and branding represent in the society. 
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1.3.2. The second part – open-type questions. 
This part consisted of questions 5 and 6. The answers of the two study groups were 

compared to examine the participant attitudes regarding the next two hypotheses:  
H2: The second-year students will favour additional branding of Juraj Dobrila University 

of Pula in comparison to the third-year students who will claim the different.   
The questions, results and discussion are as follows.      
5.  (Open - type question 1): While many universities are preoccupied with discarding 

intrusive brands, others see their universities as brands per se. Should Juraj Dobrila 
University of Pula be additionally branded? Why/why not?  

The opinions of the second- and third-year students were analysed individually (Pictures 5 
and 6) and compared afterwards (Picture 7). The hypothesis was set due to the recent studies 
which had shown that the interest for private universities among students in Europe was 
increasing (“The Economist”, Class Apart, March 2016). It was expected that the third-year 
students would show less interest in branding their University due to their pre-viewing task, in 
comparison with the second-year students who would show more interest because they were 
not familiar with the text.   

 
 

 
Picture 5: Display of the second year students' opinions, fifth question. 
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Picture 6: Display of the third year students' opinions, fifth question. 
 
 
 

 
Picture 7: Comparison of the second and third year students' opinions, fifth question. 

 
 
 
Explanation: The pictures 5-7 show that the participant attitudes were almost the same: 

52% of the second-year students and 59% of the third-year students agreed that the University 
should be additionally branded. 43% of the second-year students disagreed with such 
branding, while 5% of them did not have any opinion. 41% of the third-year students did not 
agree that branding was important. The opinions of the third-year students were clearly 
divided for and against, while among the second-year students there were 5% of those who 
could not decide this.  

 
Discussion    

The second hypothesis was not confirmed. Despite the assumption that the third-year 
students are inclined to the work quality rather than to the marketing aspect of their 
University, it was proven otherwise. It could be established that the results were equal for 
both groups, and that the explanations for and against branding did not differ in their 
elementary part.  
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Accordingly, the student elaboration for branding comprises of the following: (1) 
branding is tightly linked to quality. The university name is viewed as a brand per se; brand 
means tradition, and tradition implies quality; branding is created by student experience; 
marketing strategy helps to increase a number of students and lecture quality. (2) Branding 
and marketing are supported through finance. Marketing strategy is important because 
branding attracts more students; it is necessary to promote education because it is a product of 
the university and therefore needs to be promoted; branding is necessary for official 
affirmation, whereas logo represents recognition. (3) The quality and promotion are 
connected in the following ways: branding gives more trust to quality because it is assumed 
that it has been built upon competences; the quality of education improves with better 
organisation; branding proportionally improves the finance situation and study quality. (4) 
Juraj Dobrila University of Pula is compared to one in Zagreb through marketing. Some of 
the comments included the following: „Branding is important in order to put a stop to a 
general notion that the University of Zagreb is of higher quality than the others”; 
“Universities outside Zagreb are perceived as less worthy and students as less competent in 
employment processes“. (5) The review about the global situation in terms of culture 
transformation is given: “The battle against brands will not be over soon“; “If we are forced to 
live surrounded by brands, then it would be better if they were positive examples“; 
“Everything is already branded so should be the University”.  

On the other hand, the elaboration against branding is dominated by three words: quality, 
profitability, and promotion. Firstly, the students believe that it is quality what really matters, 
regardless of profitability. In addition, they think that it is necessary to work on more 
important things than marketing, e.g. study programmes. Secondly, there is a finance aspect. 
The students are convinced that private universities need to be branded because of the market 
profit, while state universities should not strive towards that. Instead, state universities should 
be accessible to everyone and should enrich students with knowledge and opportunities rather 
than appeal to money. The participants also argue that there are more than enough brands 
already, without universities becoming a part of the market strategy. Otherwise, universities 
would lose their main purpose. All in all, these participants believe that educational 
institutions should set higher goals.  

 
 
 

H3: The students support the methodological approach to the lesson unit and, according to 
them, the goals are were achieved.   

6.  (Open - type question 2): The goal of 
this lesson unit is to support the elements of critical thinking within the English 
Course. Also, the student independence in their research competences is increased and 
contributes to the developement of interest in research problems and documentary 
films. Do you think that the goal has been accomplished? 

This hypothesis was probably formed due to the mentor familiarity with the target group. 
Thus, the positive reactions were expected since the students were attentive and showed their 
great interes during the sessions (Picture 8). The questions, results and discussion are as 
follows. 
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Picture 8: Assessment of the students' opinions, sixth question. 

 
 
 Explanation: 89% of the participants agreed that goals had been achieved, whereas 
11% of them thought the opposite.  
 
Discussion   
 The third hypothesis was confirmed as the positive answers were given. There were 
no negative responses. In addition, some of the arguments are useful for the future aspect of 
such methodological framework. This question can be thus perceived as the “fishing method”. 
This method questions the attitudes which then point to the real research method and goals. 
What points to the further research in this area are the participant comments, such as: “This 
kind of the study aspect leads to thinking”; “Specific examples are significant”; “Films are 
useful in lectures”. Generally, the students claim that, due to the lessons, they feel much more 
informed in the field of branding.  
 

1.3.3. Could research restrictions be perceived as a perspective?  
 Considering this survey, there are two things which point to further consideration of 
this methodological approach. The first is, in the first survey part, that the majority of 
participants partly agreed with the statement – brand means quality – although a different 
consideration was expected. Due to this fact, it could be stated that this particular population 
is not familiar enough with the topic, and that both, the book and the film, are still relevant for 
such discussions. The topic can be updated with questions, such as: What is the role of the 
university in the knowledge promotion?, and What does”excellence“ mean? The second is, in 
the second survey part, that one of the participants asked a question, which could also be a 
question for some future research: Do students distinguish information from knowledge?  
 Therefore, some future study could look into those new questions. In the process of 
gaining knowledge, it is as important to ask questions as it is to provide answers. In the end, 
limitations could become advantages only if we acknowledge them and interpret them in a 
right way. 
 
 
 
 
 
 



13 

 

 
 
 
 
 
CONCLUSION  

The aim of this paper was to present a teaching method based on the lesson “No 
Logo”. It provided a set of activities in order to encourage individual and cooperative research 
approach with students. A well-chosen film can motivate students for independent critical 
thinking. Therefore, the participants were subjected to a didactic treatment with the 
documentary film No Logo (Jhally, 2003). It was supported by the same book (Klein, 2002), 
and some thesis about critical thinking and motivation (Gardner, 1999, 2011; Allen, 2004; 
Wood, 2002), as well as by the book of the same title (Klein, 2002). Another theoretical 
background about the identity was provided by the authors such as Castells, Kymlicka, 
Gikandi, etc., who looked into the shaping the identity in the postcolonial societies and the 
branding strategies in the light of neoliberal market and globalization.  

After the series of classroom activities, involving pre-viewing, post-viewing and 
while-viewing tasks, the survey was conducted to examine and analyse the participant 
attitudes towards branding. The questions were answered after several discussions, research 
activities and presentations. The survey included three hypotheses and had two parts. The first 
part addressed the student attitudes and understanding of brands from the epistemological 
point of view (H 1). The second part comprised of two open questions. One compared the 
attitudes of the two study groups, regarding different didactic pre-viewing material and 
methodological principles (H 2). The other evaluated the teaching method success in a sense 
of achieving goals set by the authors of this article (H 3). The results of the first part of the 
survey showed that the first hypothesis had been confirmed regarding questions 2-4 and the 
general understanding of brands. The second hypothesis had not been confirmed since all the 
participants had the same opinion regarding the marketing aspect of Juraj Dobrila University 
of Pula. It was believed that the opinions would be devided due to the prior lessons. As for the 
third hypothesis about the students being satisfied with the methodological approach and 
finding it useful, it was confirmed.  

All in all, the key question that encompasses different segments of this teaching unit is 
What does the branding process send? The answer is - a message. The participants are aware 
of a possibility that brands involve everything, even universities. Therefore, it is concluded 
that they understand what this message means. The fact that students challenge some of the 
assumptions with their follow-up ideas and questions only speaks in favour of the fact how 
successful the sessions have been. Since the primary goal of this unit is to blaze a trail for 
critical thinking and boost further interest in documentary films, it could be concluded that the 
goal has been accomplished.  
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Sažetak  
 
Ovim je radom predstavljen metodloški pristup nastavnoj jedinici pomoću dokumentarnog 
filma „No Logo“ (Jhally, 2003).  Rad je potkrijepljen tezama Gardnera (1999, 2011), Allena 
(2004) i Wooda (2002), koji tvrde da kritički razmišljaju oni koji koriste logiku, istraživanje i 
iskustvo. Teorijski okvir u istraživanju globaliziacije, brenda i identiteta pružili su autori 
poput Castellsa (2000), Gikandija (2001), Kymlicke (2003) i Klein (2002). Tri su cilja 
provedene ankete. Prvi je, ispitati stavove studenata o brendovima i brendiranju identiteta 
sveučilišta. Drugi je, usporediti rezultate obzirom na dvije različite studijske grupe. Treći je, 
analizirati evaluaciju studenata ove nastavne metode. Rezultati istraživanja rezultat su niza 
predavanja održanih prije ankete. Istraživanje je provedeno u 2015./2016. akademskoj godini 
u sklopu kolegija Engleski jezik na Sveučlištu Jurja Dobrile u Puli.  
 
Ključne riječi: brendiranje, identitet, globalizacija, sveučilište, nastavne pripreme 
 
 
  
 


