The Broker Identity Program (BIP)
once again proves its strength.

As the Insurance Broker brand approaches its 25th Anniversary year,
research shows that without doubt it is doing an excellent job in continuing
to build awareness and positive attitudes towards using a broker.
The recently published results of the 2012 Brand Recognition Study, the independent survey
of P&C buyers across Canada conducted every 2 years since 2008, confirms that the brand's
presence is well established – especially in relation to its marketing budget– and that buyers
perceive the right kind of messages from it.
In the study, the awareness and understanding of the BIP
logo is compared with those of a range of trust-marks
from other industries, and it has been found not only to
have a considerable profile, but that this profile continues
to be bolstered over time.
Recognition of the symbol (the "Bipper") alone, unaided,
is a substantial 40% – a 25% increase over the previous
study, in 2010.
And what's more, the unaided recognition of the symbol climbs from 40% to 47% among the younger (25-34)
segment of buyers in the study: an encouraging sign for
the future.
Digging deeper, 26% of all buyers, without help, associated the symbol with insurance, the majority
naming brokers specifically.
As has been found in earlier waves of the study, the familiarity of the logo improves dramatically
when the BIP symbol is accompanied by the slogan. 57% of buyers in the study recognize this
combination: a 42% improvement over the results when shown the symbol alone, and one which
greatly underscores the value of linking both
elements of the logo wherever possible.
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Again, this improvement was registered across
the whole sample: younger, middle aged and
older age groups.

25% of those interviewed claimed that the BIP logo had a positive influence on their choice of
provider: a forceful reminder to brokers everywhere to embrace BIP branding at their location and
in their communications and marketing.
The primary source of awareness of the logo
is far and away television (59%), followed by
window signs (21%), magazines (18%) brochures
(17%) and newspapers (14%).
This again was equally true for all age groups.
Prompted recall of our TV advertising was 37%,
up 23% from the last survey.
Of course, being noticed is only half the battle.
The next questions are “What impressions does
the logo give about brokers?” and “To what
degree does this logo influence the purchase
decision?”
In both respects the BIP logo is very effective.
79% of people saw something positive and relevant in the BIP logo. It evokes in
them ideas of “being hugged...wrapped in protection...covered with a blanket...
safety...comfort...peace of mind...security” and so on.
And 77% chose at least one of these aided descriptors: Professional,
Trustworthy, Caring, Helpful and Service-minded: top marks for a profession
with these values at its core.
Once again, the magenta blanket was found to speak directly to the needs and interests of insurance buyers. 46% of people volunteered positive interpretations of the blanket, unprompted,
while 56% of people judged it to be highly appropriate in connection with services provided by
insurance brokers; this was particularly true in younger age groups.

The results of the new survey once again resoundingly
confirm the value of incorporating the Broker Identity
Program symbol, slogan and logo into every possible
marketing effort by individuals and brokerages to
reinforce recognition of the brand and increase the
stature of every broker in the country.

