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NUMERIS GOES THROUGH A REBRANDING 
 
 

Numeris, formerly BBM Canada, was established originally as the Bureau of Broadcast Measurement and has 

been providing high quality audience data to Canada’s radio industry since 1944 and to the television industry 

since 1952. Numeris is a not-for-profit membership organization governed by television and radio broadcasters, 

advertisers and advertising agencies. Through large-scale national longitudinal and cross-sectional surveys, 

audience data on broadcasted content of television/video, radio/audio, and media consumption intelligence are 

supplied to broadcasters, advertising agencies and advertisers. 

 

As a result of market-related issues,1 a process of corporate rebranding was undertaken in 2013, culminating in 

the unveiling of a new name, Numeris, in June 2014. This change represented a complete break with the previous 

BBM brand, and the potential impact of this change on respondents’ participation in our surveys was unknown. 

 

According to the leverage-salience theory of survey participation, the importance people assign to survey 

requests varies around three main components of persuasion: 1) topic (i.e., personal interest in the subject 

matter); 2) sponsorship (i.e., survey conducted by a reputable organization); and 3) incentive (i.e., 

acknowledgment for participation)23. As such, the transition to the new brand had to be carefully managed in 

order to maintain standards already established. 

A transition plan was carefully developed to reduce unforeseeable fluctuations in sampling operational metrics 

and potential biases in the audience data used as currency.4 This was an important concern given that the 

production of currency data has been methodologically and technologically audited in agreement with the Media 

Rating Council’s standards. For these reasons, both BBM Canada and Numeris names were used from June 

2014 to January 2015.  

 

In tandem with these operational efforts, Numeris made use of an extensive radio and television awareness 

campaign supported by all Canadian broadcast members that generously donated air time to help increase 

awareness of the Numeris brand among the general population. The first wave of this campaign ran in fall 2014 

(from September 8 to November 16 on television, and from September 15 to November 23 on radio) and the 

second wave ran in winter/spring 2015 (from January 12 to March 22 on both radio and television). 

 

Brand Development 

The branding process started with a tender awarded to the advertising agency Cundari, which worked on the 

project from the concept development up to the brand awareness campaign. Finding a suitable name required a 

lengthy process given that specific social and legal conditions framed the search. The name and logo needed to 

be culturally, linguistically and visually unbound to resonate well among all potential respondents. Furthermore, it 

needed to be available for trademark registration. The chosen name Numeris conceptually embodies the essence 

of large-scale data collection work, and its logo graphically displays, from left to right, dispersed dots signifying 

individual respondents converging towards the N, representing the aggregated data and business intelligence 

delivered to final users. 

 

The branding exercise was not a mere outward-looking exercise. Numeris went a priori through the process of 

redefining its corporate culture through the revision of its mission, vision and values, striving for integrity, 

                                                      
1 Corbin, R.M. 2012. The Court of Public Opinion, Vue July/August: 30. 
2 Groves, R. M.; Singer, E. & A. Corning 2000. Leverage-Salience Theory of Survey Participation. Public Opinion Quarterly 64: 
299-308. American Association for Public Opinion Research. 
3 Groves, R. M.; Presser, S. & S. Dipko (2004). The Role of Topic Interest in Survey Participation Decisions. Public Opinion 
Quarterly 68(1): 2-31. American Association for Public Opinion Research. 
4 Data used for monetary transactions between advertisers/agencies (buyers) and broadcasters (sellers). 
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accountability, collaboration, innovation and customer centricity. The internal branding process was assisted by 

third party professionals, and supported throughout the company by brand ambassadors who played critical roles 

within the Toronto headquarters and the regional offices in Montreal, Vancouver and Moncton. The process of 

building the Numeris brand has been conceived with a 360-degree approach in mind to guarantee that the long-

term process of branding is continuously maintained by providing a positive experience to respondents and data 

users. 

 

Measuring Brand Awareness 

Following each wave of the awareness campaign, Numeris used a general population omnibus telephone survey, 

with mobile-only homes in the frame, fielded by a third-party marketing research firm to assess brand awareness 

(Table 1) and overall knowledge of Numeris’ functions (Tables 2 and 3). Additionally, tracking studies are to be 

fielded quarterly for at least 12 months. 

Table 1 details awareness of the BBM Canada brand prior to the rebranding exercise and the Numeris brand after 

the first and second waves of the awareness campaign. The overall level of awareness of the Numeris brand was 

significantly higher at both measurement points than that of the BBM Canada brand prior to the rebranding 

(December 2014 wave: z=4.1, p <.001; March 2015 wave: z=6.9, p <.001). 

 

Brand 
Total 

(%) 

Age Group (%) 

18-34 35-49 50-64 65+ 

BBM Canada (Jun 2013)* 25.5 21.4 36.2 25.3 18.3 

Numeris (Dec 2014)** 32.7 26.8 34.0 38.8 25.7 

Numeris (Mar 2015)** 47.9 36.2 46.5 57.4 47.3 

*n=2,009; **n=1,000 

Table 1. Respondents Reporting Brand Awareness 

 

 

 

Tables 2 and 3 show the function endorsed by respondents who indicated that they had already heard of 

Numeris. Thanks to the effective reach of radio and television, over 40 per cent of respondents identified Numeris 

as being associated with research, surveys, polling or with television and radio ratings in December 2014, rising 

to over 50 per cent in March 2015. Therefore, respondents generally have a good sense of what Numeris does to 

support the television and radio industries. 

 

Numeris Known For Total 

(%) 

Age Group (%) 

18-34 35-49 50-64 65+ 

Ratings 12.7 8.1 12.3 16.4 6.6 

Research 30.8 45.9 38.5 27.1 21.3 

Name Only 4.3 2.7 1.5 5.7 6.6 

Commercials 4.0 0.0 4.6 4.3 4.9 

Unrelated 3.3 0.0 0.0 6.4 1.6 

DK 45.0 43.2 43.1 40.0 59.0 

Table 2. Respondents Endorsing Numeris’ Functions (Dec. 2014) 

 



3 
 

Numeris Known For 
Total 

(%) 

Age Group (%) 

18-34 35-49 50-64 65+ 

Ratings 17.9 22.9 17.1 17.8 14.6 

Research 36.3 32.5 32.9 45.0 23.2 

Name Only 1.2 0.0 0.0 0.6 4.9 

Commercials 3.1 3.6 5.7 1.7 3.7 

Unrelated 4.4 2.4 1.4 5.6 7.3 

DK 37.0 38.6 42.9 29.4 46.3 

Table 3. Respondents Endorsing Numeris’ Functions (March 2015) 

 

Further Considerations 

In order to gauge the overall reaction to the awareness campaign beyond the omnibus surveys, interviewers in 

the three Numeris’s respondent contact centres systematically tracked mentions of and reactions to the 

awareness campaign that respondents provided, particularly when the ads were first rolled out. The anecdotal 

reports were largely positive and a fair number of respondents indicated they felt encouraged to answer the call or 

to participate in the survey because they recognized the brand from the ads on television or radio. 

 

Interviewers recorded many anecdotes like these: “Heard and saw the commercial on radio/TV and…picked up 

the phone;” “Answered due to hearing ad on radio learning the importance of what (Numeris does);” “Saw the 

commercial and…realized (Numeris) was a legit company and (answered) the call;” “Had heard the ad…was glad 

to help out.” 

 

Through the process of branding, the Numeris research team and the internal compliance office were particularly 

interested in assessing the potential impact of the campaign on the sampling, as nothing like this had been 

attempted previously. Since all Canadian broadcaster members gratuitously provided air time through different 

dayparts, the potential for differential impact by station, network or market was reduced to a minimum. Several 

operational metrics were monitored to assess potential changes due to induced variability in sampling during the 

implementation period. For example, at the front end of the sampling process, the coefficient of variation of the 

contact rate for the monthly nationwide establishment survey was 7.6 per cent in March 2015, in line with 6.5 per 

cent for March 2014. At the back end of the sampling, the coefficient of variation of returned diaries from all non-

electronically measured markets was 10.6 per cent in spring 2015, in line with 10 per cent for spring 2014. No 

systematic variations by market or demographics were found during or after the waves of the brand awareness 

campaign. 

 

Final Remarks 

While rebranding is a complex undertaking for any organization, it can present additional challenges when the 

product of an organization is information built from marketing research surveys. Numeris’s ability to successfully 

collect respondent information in order to provide the audience data that our members need is inextricably tied to 

recognition of and trust in our brand.  

Thanks to a carefully considered rebranding approach and the generous support of Canadian broadcasters, 

Numeris was able to not only maintain the baseline level of brand awareness through the transition, but to 

improve upon it in less than a year after launching the new name. Advertising on two established forms of mass 

communication with over 90 per cent reach, each medium was an effective marketing tool. Respondents now 

know more about what Numeris does, which is beneficial to the radio and television industries overall. 
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