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“Right now we are the fastest 
growing company in Canada; we 
have 5,000 employees across 13 
centres coast to coast,” says John 
Dinardo, president of Nordia Inc., 
from the road as he zooms to make 
a staff presentation at one of the 
company’s centres.

Nordia operates two 
francophone call centers in 
Rouyn-Noranda and Saguenay, 
five bilingual centres in Laval, 
Sherbrooke, Quebec City, 
Montreal and Moncton, as well 
as six anglophone centres in 
Nanaimo, Kitchener, Lindsay, 
Orilla, Peterborough and Saint 
John. Dinardo notes that Moncton 
is currently the largest centre, 
through the company’s corporate 
headquarters are located just north 
of Montreal, in Laval. 

“Because we operate centres with 
large amounts of people we need 
to diversify geographically to be 
able to be able to hire that many 
people,” notes Dinardo. He says 
that Montreal’s main advantages in 
terms of being home to a call centre 
are threefold—location, language 
and public transportation. “What 
we’re looking for in the Montreal 
area is, being in an urban centre, 
you have access to a lot more public 
transit which gives you a lot more 
openness in terms of applicants. 
Attracting people is key for us. 
More attraction gives us a better 
selection process because we have 
more choices. Montreal is a market 
where you can get English only, you 
can get French only and you can 
get bilingual, which makes a big 
difference in our decision-making 
process.”

Dinardo believes that the 
principles of good customer service 
are equally applicable in both official 
languages, but that customers do 
appreciate being served by agents 
from their own region. 

“I think the expectations of 
a customer are fairly similar [in 
French or English] but what 
we’re noticing is if the customer 
is answered by a rep who is in 
his or her province or region, the 
customer will open up a lot more 

and there will be a satisfaction on 
the customer’s side, knowing that 
they are speaking to somebody 
from Quebec if they are from 
Quebec,” says Dinardo. “What we 
do is we ask the rep to say who he 
is and from where. So, for example, 
if you’re calling and you’ve selected 
French and you’re answered in 
Saguenay, the person will answer, 
‘Hi, my name is John and I’m proud 
to serve you from Saguenay.’ I think 
that’s where the big difference is.”

Beyond personalization, 
Dinardo believes that happy 
employees are the company’s 
greatest differentiator. “We focus 
a lot on employee satisfaction,” he 
says. “We have two key metrics 
that we focus on to be different 
than the industry—in order to 
be successful, to provide good 
customer service for our customers, 
there are two things we strive for. 
First of all is attrition, we have 
the best employee retention in 
the marketplace, and [second is] 
employee satisfaction. We survey 
our employees and basically ask one 
question: would you recommend 
Nordia to your friends and family 
as a place to work? For three years 
in a row over 80% have said yes. 

“The only way to deliver good 
customer service for our customers 
is to maintain low attrition and 
high employee satisfaction. That’s 
our business model—we offer 
good wages, opportunity, state-of-
the-art facilities and a really nice 
working environment with decent 
square footage per person. We’re 
really focused on that and that’s 
what makes us different in the 
marketplace and that’s really why 
we’re growing so fast.”
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From coast to coast, happy 
employees lead to happy 
customers 
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