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The Walk-In Counselling Society of Edmonton (WICSOE) was formed in 2013 by Executive Director, Dr. Kimberly A. Knull, with the 

help of a group of volunteer psychologists, students, and administrative staff. A not-for-profit that offers 90-minute walk-in 

counselling sessions, WICSOE consists of two core focusses: providing mental health services to clients and training mental health 

professionals.  

Different from continuous counselling, WICSOE’s goal is to help its patients stay focused on a “current concern and specific goal” 

for the session. 

Patient fees are based on a sliding scale and currently only cover the rental and operating costs of WICSOE. An increase in WICSOE’s 

client-base will allow the organization to grow as it continues to serve those in need.  

RELEVANT STATISTICS 
 40% of WICSOE clients make under $1,000/month 
 40% of WICSOE’s current clientele is male 
 Men have a harder time committing to counselling appointments 
 Men are considered the most underserved population in treatment 

 
 

WICSOE ’s Business Objectives  

1. Reach out to more men.  

 Currently, men make up 40% of WICSOE’s current list of 1000 patients.  

 However, as there is still a stigma surrounding mental health issues – a stigma that seems to worsen for men, especially 

those working in the trades – WICSOE is focussed on reaching out to these men working in Alberta’s roughest 

profession.  

2. Create a lasting impression on male Oil and Gas (O&G) workers both on- and off-camp. 

3. Increase its reach by at least 50%, for a minimum clientele of 1,500 people in 2015. 
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WICSOE ’s Strengths  

1. Unlike therapy opportunities that are provided through Employee & Family Assistance Programs (EFAP), WICSOE is an 

organization separate from the employer that can offer O&G workers a sense of security and confidentiality from a team  

of unbiased professionals. 

2. Unlike the majority of counselling services in Alberta, WICSOE offers each client the opportunity to work with two mental 

health professionals (compared to the average of one).  

3. WICSOE’s session fees are determined using a sliding scale. However, even at the higher end of the scale ($90), the fee is 

significantly less expensive than the standard rate for a session with a private therapist. 

4. WICSOE offers extended office hours to accommodate various O&G schedules.  

5. WICSOE’s clients avoid the typical 6-8 week waiting period for affordable counselling services.   

 

WICSOE’s Gaps       

1. As a new service, WICSOE is relatively unknown among its target audience of male O&G workers (18-35). 

2. WICSOE currently relies on referrals from other healthcare networks and word-of-mouth advertising.  

3. WICSOE is currently not aligned with any benefit providers. 

 

WICSOE’s Differentiated Value  

    

  

Affordable

AccessibleImmediate

1. WICSOE’s service fees are based on a sliding scale.  

2. WICSOE’s sessions are focussed on the present to alleviate an immediate issue. 

3. WICSOE is the only provider of walk-in counselling sessions in Edmonton.  
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Target Audience 

STATISTICS1 

Although Fort McMurray is only one city in the grand network of O&G operations, it is the largest hub for Alberta’s O&G sector. 
We used Fort McMurray as our sample market for conducting interviews and testing our designs.  
 
The following statistics confirmed that our target audience O&G workers, male, aged 18-35 was on track with the local population. 
This information provided us with an understanding of the city’s population numbers and breakdown in order to develop an ad 
campaign that was the most effective.  
 
 The 2012 Regional Municipality of Wood Buffalo’s census reports showed the following statistics for Fort McMurray’s population: 

 Total population: 72, 944 

 57% male, 43% female 

 Average age: 32 

 68% married/common law 

INTERVIEWS 
 
O&G Contact 1 
 
This interview provided insights into the culture of the O&G industry by explaining that there are two types of O&G workers.  

 
1. “Amateurs” – The Amateur is the person most people envision when they hear the term “rig pig.” An Amateur is a young man 

that lives in camp (given food, housing, transportation, etc.) and has yet to have proven himself to the Veteran. These "kids" 
typically only stay for a short-period to build cash. 

2. “Veterans” – The Veteran has earned the respect of his fellow workers, usually lives out of camp (covers his own food, housing, 
transportation expenses, etc.), and originally started working in the North because he was out of other options. Unlike the 
Amateur, he works hard but doesn’t play hard, and isn’t infatuated with his vehicle. He is focused mainly on doing good work 
so he can get home to his family on days off.  

                                                           
1“By the numbers: Fort McMurray,” Edmonton Journal, January 7, 2014, 
http://www.edmontonjournal.com/news/Facts+stats+about+population+Fort+McMurray+Alberta/9220967/story.html. 
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O&G Contact 2 
 
This interview provided insights into the attitude of O&G workers towards mental health issues. Through a series of questions we 
learned the following: 
 
A. The biggest issues facing O&G workers in Alberta are: 

1. Recently, unemployment. 
2. Working away from home & family (causing: relationship stresses, marriage break-downs). 
3. Unusual hours (e.g. Two weeks on, two weeks off). 
4. Fatalities of co-workers. 

B. On a scale of 1-10 how likely it is that an O&G worker would access a walk-in counselling service: 
The interviewee believed there is a 50/50 chance that men will access counselling services. However, he was unaware of 
anyone he knows using a counsellor. He believed these men may be too proud to seek counselling. 

C. What information would O&G workers need to know to feel comfortable accessing such a service? 
The interviewee believed that workers will not access such services without being comfortable that the sessions are 
confidential and affordable.  

 
 

O&G Contact 3 
 
This interview provided insights into the structure of a camp. While camp advertising is just a section of what our campaign 
proposes, we needed to understand whether there are opportunities for advertising right on O&G workers’ front steps. Through 
a series of questions we learned the following: 
 
A. Ad space in washrooms is not currently being utilized. Regardless of whether a camp relies on private or shared washroom 

utilities, stall doors, mirrors, and sinks are void of advertisements. This information was crucial as it told us that an investment 
in washroom advertising, such as “newad” rentals, could be ruled out for the moment. Alternately, this also told us that there 
is no current competition for such ad space. 

B. The interviewee also informed us that he views the section on benefits as the most important part of any onboarding package. 
He explained: 

“When we qualify for our medical coverage we are given detailed information for what it entails. It is helpful, and 
necessary for filing claims.” 
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Human Resources  

INTERVIEW 
 
Human Resources Contact 1 

 
We needed to know how Human Resources professionals prefer to disseminate information to their employees. This interviewee 
offered the following information.  

 
“We are currently distributing information to our employees by emails, with weekly “Did you know…” on specific topics. We will 
be starting a monthly staff newsletter in February, which will include updates on department, team, programming, org. wide, 
internal committee, benefits information, and staff news.” 

 

“We have monthly [sic] lunch & learns on wellness, which focuses on topics such as stress management, professionalism in the 
workplace, work/life balance, etc. We just held one in December and attendance was good. Responses were well received.” 

 
This information led us to determine that we would need to include in our campaign a strategy that could be easily utilized by 
these professionals for onboarding and in-house sessions.   
 
FOCUS GROUP 
 
To better understand the needs and responsibilities of Human Resources departments, we conducted a focus group consisting of 
three HR professionals. We learned that many companies utilize Employee & Family Assistance Programs (EFAP), meaning that 
WICSOE would need to showcase its value as a program outside of an O&G worker’s company. We also learned that HR 
departments prefer materials that can be handed out as they often have onboarding and exiting packages and that office 
presentations from professionals are welcomed.  
 
We had already developed a tool for HR professionals as we understand them to be our conduit for disseminated information on 
WICSOE – as reinforced by the client – and we tested it on this focus group. The tool, an infographic, is designed to be e-mailed 
(saving costs) and easily explains the details that differentiate WICSOE from alternate counselling providers. This panel of HR 
professionals found this shareable infographic as particularly valuable as they already receive so many print handouts that are 
easy to simply discard.  
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Campaign Viability 

FOCUS GROUP 
 
In additional to consulting our target audiences, we met with a team of marketing professionals to determine whether the 
campaign strategy and designs that we had developed would be viable in real-world application.  
 
The group agreed that the language we had chosen for our campaign materials are important for connecting with the O&G 
audience. The group supported the concept as attention grabbing and effective.  
 

Campaign Production 

PRINTING PARTNERSHIP 
 
Understanding the needs of WICSOE and the costs associated with an ad campaign, we felt it beneficial to search for competitive 
printing rates. Our research produced a partnership with a local printing press that can be leveraged to implement our proposed 
ad campaign.  

 
   We researched printing costs for the following materials to determine if production would be viable. 

a) Gum packets 
b) Posters 
c) Postcards 
d) Mint tins 
e) Tray liners 
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Campaign Marketing Objectives  

1. Raise awareness of WICSOE services by creating a lasting impression on O&G workers aged 18 to 35.  

2. Create a visual identity for WICSOE in the O&G community. 

3. Collaborate with O&G sector Human Resources professionals to offer WICSOE services in addition to traditional EFAP services. 

Making the Connection: The Proposed Campaign 

TARGET AUDIENCE 
1. Males, aged 18-352, working in the O&G Sector. Men in this field of work are at an increased risk of dealing with issues of difficult 

or strained relationships, substance abuse, family violence, and mental health (anxiety, depression). This group includes both 
Amateurs and Veterans.  

 

 
 
2. Human Resources professionals in the O&G sector that can distribute WICSOE campaign materials within their offices, work 

sites, and onboarding packages. 
 

 

                                                           
2 Our research showed that the original target of 18-50 year olds was too wide and consisted of more than one demographic. Our findings 
supported our decision to move forward with a campaign that targets 18-35 year olds.  
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NEEDS 
 Confidentiality - assurance that his 

bosses/colleagues won’t find out 
 Affordable services 

PAINS 
 Out of city often 
 Reluctant to  admit they need/ask for help 
 Stigma associating getting help with weakness or 

lack of masculinity 

NEEDS 
 Alternatives to EFAP 
 Accessibility/Ease of implementation 
 Affordable services 
 

PAINS 
 Services offered in Edmonton, not Fort 

McMurray and area 
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IMMEDIATE STRATEGY 
1. Infographic: A simple, visual tool to present to HR professionals via e-mail. Downloadable and therefor low-cost, the infographic 

is an easy introduction to WICSOE and the campaign materials. This is essential to the success of the campaign as the support of 
an O&G company’s HR department is required to have an ad presence on-site.   

2. Branded Poster & Postcards: Bold, with an aesthetic that isn’t typical of counselling advertisements, the poster and postcards 
connect with the mentality of O&G workers. These pieces are essential to the success of the campaign as our research indicated 
that our approach would need to acknowledge and then dismiss the typical stereotype of masculinity in the trades.  

 
FUTURE STRATEGY 
The uses for the above mentioned materials are endless. Below, we have listed our recommendations on how the materials can be 
further utilized. 
 
1. Goodwill Trip: This is Dr. Knull’s opportunity to introduce WICSOE to the community that serves O&G workers. This community 

includes local restaurants, bars, barber shops, and gas stations. This is essential to the success of the campaign as the support of 
community businesses is required to have an ad presence in the North that is outside of camps. This is also the time when Dr. 
Knull can reach out to union representatives and to smaller companies that do not have HR departments.  

2. Infographic: This tool can easily be used for Lunch & Learns, Open Houses, and presentations to stakeholders.  
3. Branded Poster & Postcards: These pieces can easily be used as take-aways at HR or union conferences, business meetings, open 

houses, and as leave-behinds in bus stations and airports. Following is a short list of possible airport terminals that could utilize 
leave-behinds.  

a) Terminal 3 – Executive Flight Centre (Horizon, Albian) 
b) Terminal 4 – Air North (Suncor, Imperial Oil, ConocoPhillips) 
c) North Cariboo Air Terminal (ConocoPhillips) 
d) Shell Aero Centre (Albian) 

4. Cafeteria Tray Liners: According to our research, tray liners are not currently being utilized as an ad source in camps. Tray liners 
are literally “in your face” as they are placed on every tray and can be read while a worker is eating his meal. Food-related terms 
to define will keep the content fresh and relevant.  

 
BUDGET  
McCallum Partnership 
 
We have partnered with McCallum Printing Group Inc. to provide competitive pricing for the poster and postcards within the budget 
provided by WICSOE. Please find the cost estimations in Appendices A and B.  
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RECOMMENDED TIMELINE 
 
Approximately six months to a year. Strategic roll-out.  
 
First Roll-Out: HR Representatives  

 Open House at WICSOE 
 Lunch & Learns 
 HR Infographic 
 Branded poster placed in camps (gyms, cafeterias, rec rooms, etc.) 
 Branded postcards placed in camps (rec rooms, HR offices, onboarding packages, etc.) 

 
Second Roll-Out: Local Distribution 

 Goodwill trip – connecting with the community (shops, pubs, barbers, smaller company’s without HR departments, etc.) 
 Branded poster and postcards placed throughout O&G communities, as well as Edmonton airport terminals, bus stations, and 

recruitment centres 
 

DESIGN  
 
To develop a strategy that would work within the culture of the oil and gas industry, we needed to infiltrate the language of the culture 

in the North and to challenge assumptions about the type of man who goes to counselling.  

It is essential to have an aesthetic that isn’t typical of counselling advertisements and will instead connect with the mentality of oil and 

gas workers. 

Our campaign designs use the language that is used by O&G workers frequently while on-site. Adopting the colloquial language of the 

North communicates that WICSOE understands the workers’ points-of-view – that WICSOE understands the culture and where these 

men are coming from. 

To avoid the image of a television commercial pandering to the sad masses we kept our designs strikingly simple. Black and white 

visuals are rarely seen today. Our monochromatic designs will catch audiences off guard and cause them to look twice. Additionally, 

black and white offers a significant reduction in printing costs.  
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Materials 

As noted in “Future Strategy,” there is a promising market for Lunch and Learn sessions, HR sponsored presentations, meet and 

greets, and open house sessions. These opportunities provide WICSOE with an open platform for speaking with potential patients 

and investors. As has been said, Edmonton is “the biggest small town” around and this community-minded atmosphere will continue 

to serve WICSOE well if fully explored. 

Additional recommendations for leave-behinds, posters, and meet and greets: 

 Car/boat shows 

 Hockey/football games 

 Festivals 

Logo 

The following are suggested adjustments/enhancements that we have made to your logo that we feel would allow more creative 

versatility and allow it to be used in a variety of circumstances.  

 Maintain two versions of the WICSOE logo (“Walk-in Counselling Society of Edmonton” both below and beside the acronym) 

 Use a lowercase “o” in “of Edmonton” to adhere to style guides (this does not affect the WICSOE acronym) 

Brand Guidelines 

For ease of implementation, we have included a set of brand guidelines in Appendix C. These guidelines include the fonts, colours, 

and variances in the WICSOE logo.  
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Appendix C 

 

 


