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Between 2008 and 2017, 117,530 immigrants settled in 
Winnipeg.1  Newcomers are now Winnipeg’s fastest-
growing population segment , with the city set to grow 
by another 200,000 people in the next 20 years. 
Organizations have the opportunity to reach new 
customers and train talented employees by finding 
creative ways to introduce themselves to newcomers 
and meet the needs of new Canadians.

This white paper contains a brief overview of the 
opportunities communicators have to address the pain 
points of newcomers and a list of recommendations in 
three categories of tactics: external communications, 
internal communications, and community relations and 
sponsorship.

Abstract

The Situation
Winnipeg is growing because of immigration. Between 
2008 and 2017, Immigration, Refugees and Citizenship 
Canada indicates 117,000 people settled in Winnipeg 
out of our 826,000-person population.2  Even with that 
increase, Winnipeg has 91,600 workers over 55 who 
will retire in the near future. The City of Winnipeg is 
expected to grow by 200,000 people in the next 20 
years.3  

For organizations, this means attracting talent and 
customers from a variety of backgrounds will be the 
key to future growth. Companies which can greet 
people with patience, understanding of the challenges 
newcomers face, and clear communications will 
be better positioned to form long-term business 
relationships.

Your organization may already have many newcomers 
as customers, and you could be trying to motivate 
more purchases or encourage them to recommend 
you to their friends and family. You could work for a 
smaller business looking to improve your reputation in 
the community with new families moving in. 

Or, you could employ a newcomer as part of the 
Manitoba Provincial Nominee Program (MPNP), as 
about 5,000 people come to Manitoba as skilled 
workers each year,4  making the MPNP Manitoba’s 
largest source of immigration.5  

Tying these relationships to your organization’s 
objectives is the first step — where does your 
organization stand to gain the most from an improved 
standing within newcomer communities?

Newcomers to Canada with English and French-
language proficiency are better positioned to integrate 
into Winnipeg. The MPNP indicates that 70 per cent 
of nominees speak English and two per cent speak 
French.6  However, many people come to the city with 
no — or poor — English skills. 

As a result, learning how to integrate into Winnipeg 
society can take up to five years, as working and 
taking care of children can take precedence over 
enrolling in English classes.7  Jorge Fernandez, 
Executive Director of the Immigrant Centre says 
newcomers often report difficulty finding childcare as 
the main barrier to entering an ESL course. 

Winter can pose a barrier to full integration for 
newcomers. Consider coming to Winnipeg from an 
equatorial nation and experiencing -40 C weather for 
the first time. Knowing how to dress properly, drive in 
harsh conditions, and how to find winter activities can 
be difficult for newcomers. 

Forming new relationships with the fastest-growing 
segment of Winnipeg begins with understanding their 
challenges upon arrival.
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These are the main priorities for newcomers to the 
country, according to the Immigrant Centre. For each 
point, consider how your organization is posed to 
solve the problem for newcomers, and how you can 
reach them with your messaging. 
 
Move your mouse over the icons or  
view the expanded text on page 12 to learn more.

Newcomer Priorities and 
Opportunities

Manitoba Immigration and Economic Opportunities. “MPNP Annual Report – 2018.”
Manitoba Child Care Association. “Child Care Wait List Continues to Grow.”
Manitoba Immigration and Economic Opportunities. “MPNP Annual Report – 2018.”
Valeria Castellanos, Executive Assistant, Immigrant Centre

Geticonjar.com
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Advertising with newcomers in mind doesn’t have to 
be challenging. Rely on fundamentals — clear, simple 
language, powerful images, and one central idea. 

It can by tempting to think that simply targeting digital 
communications by demographics will help you 
reach newcomers, but understanding their needs and 
behaviours will help you tailor your messaging and cut 
through the noise. 

These psychographic factors boil down to 
understanding why someone would need your 
product, and what story would motivate them to 
choose you over a competitor.8 

Surveying, running focus groups, and interviewing 
members of immigration resource centres can help 
you understand how newcomers are searching for 
products and services in your business category. This 
will help you serve ads where they are looking and 
answer their specific needs and wants.

Testing multiple ad treatments and targeting them 
based on your research of newcomer informational 
habits, you can shift your creative to showcase 
these needs. Personalized ads can be as simple as 
a different image based on colour preferences or 
showcasing diversity of age and background. 

It’s not practical to translate messaging into 
every language. If there are sizeable numbers of 
people from the Philippines in your community or 
clientele, for example, it may be useful to translate 
critical information, add relevant holidays to your 
content calendar, and research Filipino community 
organizations in your area. 

These small personalized touches can make 
newcomers feel included and recognized. 

Pricing in Canada can be confusing for newcomers.9  
• A price-per-pound system for non-bulk items may 

be new to them. 
• The listed price isn’t the final price after taxes. We 

no longer use the penny. 
• Many countries still swipe cards rather than 

inserting a chip or tapping the card, if the customer 
even processes their own payment. 

• Our sales tax is not included in the listed price and 
varies between provinces. 

• Service charges, delivery fees, and recurring 
charges can be misinterpreted. 

Part of forming honest, transparent relationships with 
newcomers is making these costs as clear as possible 
in your signage.

Further, training employees to be patient with 
newcomers and giving them the resources to help 
people who have questions helps create loyal 
customers. If employees are repeatedly finding they 
have to answer the same questions, consider how you 
can use clear, image-based signage to communicate 
those answers through images. 

One great example is an image, on or by your debit 
terminal, which shows the steps of inserting the card 
and entering the PIN. Reacting to the needs of your 
customers will help guide the specific signage you 
need.

Key Takeaways for External Communications

• Use community organizations, resource centres, 
and surveying or focus groups to determine what 
your organization can offer newcomers to meet 
their needs.

• Target digital campaigns toward newcomers using 
psychographic similarities. 

• Cultivate representation in advertising campaigns 
and run parallel campaigns where possible to 
receive feedback on what motivates newcomers to 
purchase.

• Use employee and customer feedback to 
recommend clearer in-store signage.

External Communications
Advertising

In-store Signage
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Your employees are a valuable resource, not only for 
their work while on their job, but how they talk about 
the organization with their friends, their family, and 
their followers on social media.10 

Many newcomers to Manitoba already have family in 
the province, and the better your company’s existing 
relationship with their family and relevance to their 
immediate needs, the more likely they will become 
customers.

Providing training for your employees makes them 
more valuable in the long-term, while increasing their 
loyalty to the company at the same time. Assiniboine 
Credit Union and other organizations11 offer ESL 
classes for all employees. For a newcomer, this can 
help them feel more confident in their English skills, 
while increasing their value to your organization. 

Jorge Fernandez, Executive Director of the Immigrant 
Centre says families who come to Canada with young 
children often take turns going to English classes and 
watching their children. This can mean waiting a year 
or longer after coming to Canada for one partner to 
receive the training they need to be competitive in the 
workplace and feel comfortable in their community.

Not every company can offer ESL classes. The lack of 
availability or affordability of early-years childcare is a 
barrier for some to enter classes on their own.  
 
The Manitoba Child Care Association, in a survey of 
parents, found 41 per cent delayed returning to work 
and 24 per cent have turned down education because 
they couldn’t find childcare . You can indirectly help 
your employees take language classes by helping 
them navigate the childcare system.

Larger organizations may be able to provide childcare 
for employees, and small- to mid-size businesses may 
provide financial aid for childcare or resources for 
employees to help them find space for their children.

If your company can’t provide either, knowing where to 
send employees for assistance is the next best thing. 
The Government of Manitoba has a list of resources 
for newcomers which a communications officer can 
turn into a resource package for employees. 

Getting this information to people can be the next best 
thing to providing it.

Language Resources for Newcomers

• SEED Winnipeg offers language supports for ESL 
participants and has an in-house EAL (English as 
an Additional Language) specialist.

• The YMCA-YWCA of Winnipeg offers an ESL 
program which covers additional topics relevant to 
new Canadians.

Internal Communications

Language Training

• The Government of Manitoba has a central 
resource hub for newcomers, called Immigrate 
Manitoba.

• The Immigrant Centre offers programs in-house 
and assistance applying to government resources.

https://seedwinnipeg.ca/services
http://www.ywinnipeg.ca/programs/community-initiatives/newcomer-services/english-as-an-additional-language/
http://www.immigratemanitoba.com/
http://www.immigratemanitoba.com/
https://www.icmanitoba.com/resources/newcomer-resources/
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Corporate volunteerism is a chance for your 
organization to either meet newcomers in the 
community or engage your newcomer employees. 

Companies like Wawanesa Insurance12  use 
volunteerism to engage their employees and the 
community by supporting causes as an organization 
and allowing employees to take paid time away from 
their job if they are volunteering. How does this help 
your bottom line?

Communicating your company culture and values 
through actions helps solidify them in the minds of 
your employees and the community.13  

Andrea Donlan, President and CEO of Manifest 
Communications Inc. writes that emotional 
connection to causes is the key to successful 
corporate volunteerism. When your employees 
see the difference they can make and they meet 
people in need, they can develop a new commitment 
to the company mission. When trying to improve 
relationships with newcomers, this helps your 
organization in two areas.

First, newcomer employees develop connections 
in the community. One of the most difficult parts 
of moving to a new country can be forming new 
friendships. Volunteerism can be a way for employees 
to strengthen bonds with their coworkers and to meet 
people outside of their work while on-site. 

Second, as a communicator, you have the opportunity 
to share employee success stories internally and with 
stakeholders and the media. 

If a newcomer came from a country with seasonal 
flooding and they’re helping sandbag the Red River 
with the Red Cross, you can share the emotions 
they’re feeling and take compelling photos on-
site. If your company partners with the Red Cross, 
you’ve brought value for your employee who 
feels recognized, the Red Cross who now has a 
story to share with their stakeholders, your other 
employees who can feel pride in what the company is 
accomplishing, and the community, who are grateful 
for the extra hands in a time of crisis.

If you, as a communicator, have photos, stories, or 
social media posts employees can easily share, it 
becomes easier to show your organization’s values 
directly to newcomer communities. These employees 
have their own networks and sharing an experience 
which made them feel good about their work in the 
community reflects well on the organization.

Key Takeaways for Internal Communications

• If you can provide resources for ESL classes, 
additional training, or childcare services to 
newcomer employees, it becomes faster for them 
and their families to integrate into Winnipeg.

• Volunteerism allows your organization to engage 
employees, make connections in the community, 
and tell compelling stories to your various 
stakeholders.

• Photos, social media posts, and written stories 
featuring newcomer employees volunteering all 
give newcomers easily-shareable content to bring 

Corporate Volunteerism
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Community Relations and 
Sponsorship

Resource centres and ethnocultural associations are a 
great source of inspiration for events that appeal to a 
community and are a chance to have your sponsorship 
dollars go directly toward expanding your audience 
within a community. 

Valeria Castellanos, Executive Assistant at the 
Immigrant Centre, says that events can be a great way 
to reach newcomers. Anything involving food, cultural 
events, or winter activities can appeal to newcomers. 
Likewise, opportunities for people to play sports in a 
more casual setting can help people who do not know 
where they can join a recreational league. 

Snow sports, like skating, hockey, and curling all 
require equipment. Finding a way to bring these 
experiences to newcomers and your community 
by sponsoring events will help people find a way 
to pass the cold season. Winter can be isolating for 
newcomers. Host or sponsor an event that lets people 
come together and embrace the cold.

When sponsoring events or organizations, 
understanding how to leverage those opportunities is 
critical. One way is having employees on-location as 
part of your event sponsorship. This can be a great 
way to give your employees new experiences while 
forming connections with newcomers face-to-face. 

Creating these emotional moments help your 
employees feel more engaged with the community, 
while inviting newcomers to do business with 
your company. As with the example on corporate 
volunteerism, any photos, social posts, or stories 
written about their actions at an event can be easily 
shared with their friends and family.

Another way to leverage these opportunities is if 
your sponsor provides tickets or experiences for your 
employees as part of the package. If one family in the 
office has never been to a hockey game, and you have 
tickets, you have a chance to create more content for 
your social media or internal communications. And, 
more importantly, that family got to experience an 
important part of Canadian culture. 

Sponsorships can be a source of data, both 
demographic and psychographic, on newcomer 
communities for your company. Exit surveys at events, 
sponsor mailing lists and demographic research, and 
event sales numbers can all help you determine where 
your audience is and what motivates them to go to an 
event or make a purchase. 

Leveraging this data can help you expand your own 
mailing list, target digital ads based on location and 
behaviour, and develop your sales pitches to meet the 
needs of your audience more effectively.

Forming ongoing partnerships with resource centres 
for newcomers, like NorWest Co-op Community 
Health, IRCOM (Immigrant and Refugee Community 
Organization of Manitoba), and the Immigrant Centre, 
can be very effective because these centres are often 
the first touchpoints for newcomers when they are 
looking for information. 

A partnership provides you with a direct platform for 
advertising products, services, jobs, or events. Centres 
provide recommendations for housing, employment 
opportunities, events, grocery shopping, winter 
readiness, financial readiness, family planning, leisure 
and recreation opportunities and other core services.  
 
A recommendation from an advisor at one of these 
centres adds credibility to your organization, and 
they can provide you with more information on the 
demographics they serve and their needs, helping you 
tailor your messaging. 

This partnership can be monetary, but your 
organization can also offer expertise. Putting on 
workshops relevant to your business can help form 
personal relationships with potential employees and 
customers while fulfilling a need for information or 
training relevant to the business. 

Get creative with these teaching opportunities. You 
can offer a financial literacy course from a credit union, 
a cooking class using local ingredients from a grocery 
or restaurant, or a workshop on winter driving from a 
car dealership. 
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Key Takeaways for Community Relations and Sponsorship
• Prioritize partnerships which help you connect 

directly with newcomers, engage your employees 
with new experiences, and help you create 
compelling, shareable content.

• Ask sponsors for data from their events or clients 
to help inform your other communications with 
newcomers.

• Offer your employees’ expertise in a partnership or 
sponsorship to make the most of face-to-face time 
with newcomers.

Conclusion
As a communicator in Winnipeg, it’s not a question 
of whether you should start thinking about your 
organization’s relationship with newcomers, but 
how you should be acting. While your company may 
already have services in place to help employees 
integrate, communicating this both internally and 
externally can help attract new business and 
employees. 

For each action your company takes, tell stories which 
reinforce your company’s value for Winnipeggers, 
newcomers and naturalized citizens alike. With the 
expected increase in immigration to Winnipeg, flexible 
and empathetic communications are likely to be the 
norm in the future.
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Endnotes
1 Manitoba Immigration and Economic Opportunities. “Manitoba Immigration Facts Report 2017.” 
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3 Immigration, Refugees and Citizenship Canada. “Economic Profile Winnipeg Manitoba.” 
4 SpeakUpWinnipeg. “speakupwinnipeg.ca.” 
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6 Manitoba Immigration and Economic Opportunities. “Manitoba Immigration Facts Report 2017.” 
7 Manitoba Immigration and Economic Opportunities. “MPNP Annual Report – 2018.” 
8 Jorge Fernandez, Executive Director, Immigrant Centre 
9 David Vranicar. “A Marketing Guide to Psychographics.” 
10 Briana Henry, Manager, Nutrition Services, Immigrant Centre 
11 Canadastop100.com. “Manitoba’s Top Employers 2020.”  
12 GetSmarter. “Employee Training and Development: The Benefits and Why it’s Important.” 
13 Andrea Donlan. “Emotion Key to Corporate Volunteer Programs.” 
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Appendix A — 
 Infographic Text 

Housing
Finding a job, enrolling for many government services, 
and feeling secure all begin with finding a permanent 
address. However, financing housing or finding a 
reference for renting can be difficult for new Canadians.  

Jobs
The vast majority of new Canadians entering Winnipeg 
through the MPNP are skilled workers or professionals, 
but for those without strong English skills, finding a 
fulfilling job can be difficult.  

Furniture
One of the first purchases made by newcomers is a 
mattress and other furniture, however delivery can often 
be a confusing process. It is unclear when their product 
will arrive or what the associated costs are.  

Childcare
New parents can find it difficult to meet their own needs 
for education, employment, and recreation if they can’t 
rely on family for childcare. The Manitoba Child Care 
Association reports parents can face a 14–15 month wait 
for licensed childcare . In its survey of parents, it found 
41 per cent delayed returning to work and 24 per cent 
have turned down education because they couldn’t find 
childcare. 

Recreation
While children generally have chances to make new 
friends and integrate into Winnipeg through schooling, 
opportunities to meet new people outside of work for 
adults can be unclear when they first arrive . Recreational 
sports leagues, events, and hobby classes can all help 
people have fun and make new connections. This need is 
particularly strong in the winter months. 

Winter Clothing, Driving, and General Winter Readiness
Adapting to the harsh Manitoba winters often means 
learning about black ice and windchill the hard way. 
Any information for consumers and employees to 
prepare rather than react helps them avoid unpleasant 
experiences.

Education
The majority of applicants to the MPNP have a bachelor’s 
degree, technical diploma, or higher education. For them, 
not having accreditation in Canada can be a barrier 
to employment. For those without higher education, 
entering the system can be a confusing or costly process. 

Grocery Shopping in a New Cultural Context
Price-per-pound, the exclusion of taxes in the price, and 
different availability of products all impede potential 
customers. People might also have misconceptions about 
the quality of canned or frozen products. 

Transportation
Owning, leasing, and licensing a vehicle in Canada 
can be difficult for some newcomers if they come from 
countries with different driving laws or systems for 
financing a vehicle. For those who take public transit, 
frequency of routes may not factor into their decision 
when finding a home. Reliable transportation is key to 
arriving to work on time and having the time to engage in 
public life. 
 
Language Training
Without strong English or French skills, not only do 
people have difficulty in the workplace, but they hesitate 
to socialize with people outside their language group. 
ESL courses provide newcomers with more confidence. 

Finances and Banking
Financial literacy in Canada can help newcomers 
settle faster and afford to meet their other needs. The 
Immigrant Centre notes pay-day loans as a common 
pitfall for newcomers when cashing their checks. Sending 
money back to older relatives is a common practice 
as well and can be costly if they don’t know the most 
effective channels to do so. 

Community Involvement
Opportunities to volunteer and help the community 
let newcomers contribute to causes they care about, 
while making new connections in Winnipeg. Many 
newcomers, however, may not know about the volunteer 
opportunities they have. 

Health and Wellness
When coming to Canada, the options we have available 
for mental and physical healthcare may not be clear. 
Newcomers may not know about our community health 
co-ops and clinics with drop-in counseling, addictions 
resources, or sexual health care. 
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