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ABOUT NVI 
 
NVI is Canada's leading interactive strategy firm, helping brands optimize and execute their online business 
strategy. We are a Canadian-based company, working closely with clients to help them define their online goals, 
identifying the tools needed to reach them, developing solutions to generate results. 
 
With 55 employees NVI is the largest SEO & Social Media agency in Canada. We are one of the few companies 
to offer a fully integrated online approach. From Web development to Web marketing, all our services can be 
found under one roof, in a perfectly bilingual environment.           
 
MISSION 
Guiding organizations to embrace the Web as their main economic engine. 
 
VISION 
Maximize revenues through online channels. 
 
VALUES 
 

�  Collective Accountability 

�  Ingenuity 

�  Sustainability 

 

 
PHILOSOPHY 
NVI is at the forefront of interactive business strategies which focus on ROI. Our belief is that clients shouldn’t 
have to rely on us for what they can do themselves. We make sure to train our clients on whatever can be done 
in-house. We also embrace open-source technology so that our clients own everything that we develop for them 
– with no licensing attached.  
 
NVI’S 6 APPROACHES 
NVI sites six different aspects to having an online presence and works closely with clients to tailor an ideal blend 
that meets their business needs.  
 

�  Search  – Leverage Search Engine Optimization to help your target market find you online.  

�  Social – Use social media to engage users in a way that supports your business goals.  

�  Development  – Build online experiences that look cutting-edge, work properly, and scale.  

�  Conversion  – Optimize your funnel so more visitors become customers.  

�  Affiliate – Identify your affiliation needs and develop equity for your brand over time.  

�  Display – Identify, engage, and measure the most targeted promotional opportunities.  
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CERTIFICATIONS 
 
NVI’s is certified both as a Google Analytics Authorized Consultant (GAAC) and as a Google AdWords Qualified 
Company. 
 

 
Google Analytics is an enterprise-class web analytics solution that offers companies rich 
insights into their website traffic and marketing effectiveness. Companies that have been 
accredited as Google Analytics Authorized Consultants have undergone a strict screening 
process, and are certified by Google in the implementation and analysis of Google Analytics. 
 
 
 
Google Adwords is an advertising system for displaying targeted text ads through Google’s 
sponsored results and content network. The Google AdWords Qualified Company (GAQC) 
certification is granted to companies that have proven their expertise in setting-up and 
managing multiple Adwords campaigns and budgets. 

 
 

 
PAST & CURRENT CLIENTS 
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CANPAGES – SEO & SOCIAL MEDIA 

 
 
CONTEXT 
Canpages is Canada’s 2nd largest offline and online business directory. Their main competitor is the century old 
directory giant, YellowPages, which has been dominating the online space for over a decade. 
 

CHALLENGE/GOAL 
The client needed to get its own website off the ground in order to push more online products to their 100 000 
online advertisers. Without the marketing dollars of its competitor, it needed to generate a sheer amount of 
sustainable traffic to even potentially compete at a decent level online with YellowPages.ca. NVI decided to 
create an all-out SEO campaign, also working closely with Canpages’ agile web development team. 
 

SOLUTION 
NVI worked with Canpages towards unleashing their 10M+ listings to all Canadians by ensuring that major 
search engines could crawl the website perfectly and also understand its semantics. As well, NVI developed 
Social Media content to attract attention and natural links to the site, which helped the site gain authority in 
Google, Yahoo! & Bing. 

 

RESULTS 
�  Major indexation of their site (millions of merchant pages indexed compared to a few hundred before the 

onsite optimization) 

�  100-fold traffic increase from 30 000 to 3 000 000 / month in organic unique visitors 

�  Moved from 2 to 55% of YellowPages.ca unique visitors count within 18 months 

�  Several social media content seeding generated 10 000+ UVs and hundreds of natural links 
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READER’S DIGEST - PAY-PER-CLICK (PPC)  

 
 
CONTEXT  
Reader’s Digest is a global multi-brand media and marketing company that educates, entertains and connects 
audiences around the world. They are shifting their business models towards the Web and need assistance to 
do so.  

 

CHALLENGE/GOAL 
The client wanted to use the Web to acquire new magazine subscribers. They were already managing a pay-
per-click (PPC) campaign with another agency and NVI took over the contract. The objective was to reduce the 
cost for each conversion (CPA) but maintain the same conversion volume as before. 
 

SOLUTION 
We eliminated costly keywords and optimized the keyword bids to get the most traffic at the lowest cost, based 
on a long-tail strategy. We also did ad testing to find the sweet spot between click-through rate (CTR) and cost 
per acquisition (CPA) ratio. 

 

RESULTS 
�  38% decrease in costs to reach desired conversions 

�  37% decrease in CPA, from 7.17$ to 4.55$  

�  40% increase in conversion rate, from 1.73% to 2.49% 

 

 
 

 
 
 



�
 
  

   
  
  
 
 

6

ALDOSHOES.COM - SEO & USABILITY REVIEWS 

 
 
CONTEXT 
The Aldo Group has a worldwide distribution service divided into three major areas, but offers only one central 
destination for all purchases, www.aldoshoes.com. Depending on the country selected, different inventories will 
be displayed (based on the three major areas). 

 

CHALLENGE/GOAL 
The client was able to kill two birds with one stone: Aldo wanted to improve its Search Engine indexability and 
relevancy, as well as fix a customer service issue. Customers were mistakenly being directed to the wrong 
country, making them unable to complete their transaction or having to enter it again in the accurate country. 

 

SOLUTION 
NVI took a step-by-step approach, first revising past accomplished SEO work.  Based on this, we recommended 
a usability & seo friendly approach for worldwide visitors. This dynamically delivered the homepage of their 
current country in the appropriate language. This was done by looking at the browser language of the user. NVI 
also offered recommendations to ensure proper indexation of their main pages and products. NVI was also 
mandated to support the third party provider, which operates Aldo’s websites, to implement several changes 
and do some QA.  

 

RESULTS 
�  Lowered Aldo customer service’s costs, especially regarding misplaced orders 

�  Obtained a top3 Google.com ranking for “Shoes” within weeks of the changes being implemented (Aldo 
wasn’t even ranking in the top20) 

�  Effectively synthesized the work accomplished, defined new milestones, and supported step-by-step 
implementation of all changes 
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MOLSON DRY - PR & SOCIAL MEDIA CASE STUDY 

 
 
MANDATE 
NVI was contacted by Molson Dry to consult on how social media could be used to leverage their public 
relations efforts. Molson wanted to extend their media reach to bloggers and obtain coverage for their new 
creative community, the "Association of Party Pros" (APP). 
 
STRATEGY 
NVI helped Molson Dry identify, target, and connect with "lifestyle" bloggers that could reach Molson Dry’s 
target market. The first phase consisted of creating buzz around a promotional video for APP TV. The second 
phase then involved launching a popular contest that focused on the blogosphere. The prizes for contest 
winners were tickets to an exclusive and unique party on the roof of the Molson brewery during the Loto-Québec 
fireworks. 
 
RESULTS 
Blogger participation in the contest surpassed expectations, and dozens of bloggers participated in the APP 
party contest. Blogosphere coverage even persisted after the event, where many of the winners recounted their 
experience at the Molson Dry APP party. 
 
TESTIMONIAL 

 

 

 
 
 
« The location was incredible – on the roof with a security guard with an air of mystery. […] It exceeded 
expectations by far! A huge patio, walls of glass, a DJ with a drummer (wow, wow, wow and rewow), the staff 
was super friendly (as well as Molson + NVI crew), there was beautiful women, free beer, […] fireworks to the 
music of Star Wars, and the perfect temperature! Everything was at its best. » 
 
- Jean-Luc, Keeg.ca 
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BOUNTY FISHING - WEB DEV CASE STUDY 
 

 
 
MANDATE 
BountyFishing.com is an online fishing tournament and community bringing together anglers from around the 
world. Anglers are able to publish their catches and submit photos from anywhere in North America to win 
weekly cash rewards. Thanks to a digital imaging detection system, the contest is kept clean and un-
photoshopped. BountyFishing needed a strong web-based platform to support its online fishing community and 
payment system. A long-term Internet strategy needed to be put into place, including a combination of SEO, 
SEM, and SMO practices. 
 
STRATEGY 
NVI was responsible for creating the website architecture, design, and programming for an efficient and 
interactive platform. A main site priority was to facilitate sharing between anglers. NVI implemented Internet 
marketing strategies such as SEO, worldwide pay-per-click and banner campaigns and Web 2.0 features. A 
Social Media Optimization (SMO) strategy was also pursued to enhance the viral profile of the community.  
 
RESULTS 
BountyFishing continues to build a strong identity thanks to its offline and online efforts. It is ranking high in the 
search engines under numerous keywords including many fish species (trout, catfish, walleye, smallmouth bass, 
etc...), and benefiting immensely from that targeted traffic. 
 
TESTIMONIAL 
« NVI was able to meet all our expectations: both in terms of the design of our social platform as well as the 
promotion of our site. We were extremely happy with the results, and would recommend them for any similar 
project. » 
 
- Richard Shafter, founder and CEO, BountyFishing.com 
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NVI LEADERSHIP 
 
The NVI team is recognized by industry peers as leaders in the online space. NVI’s staff speaks frequently on 
topics ranging from SEO and PPC to Social Media and Content Strategy. 
 
 

 

GUILLAUME BOUCHARD, CEO 
The CEO and co-founder of NVI, Guillaume Bouchard is a recognized industry expert who is 
repeatedly invited as a guest speaker to various conferences across North America. 
Guillaume speaks widely about emerging trends and technology in online marketing. 
 

 

SIMON ROUILLIER, CMO 
A co-founder of NVI, Simon Rouillier is also CMO. He works with brands and companies to 
identify market opportunities and ways to maximize their online revenue stream. He is also a 
frequent speaker at various Internet marketing related events, such as HostingCon and 
Webcom. 
 

 

NICOLAS HAMEL, CTO  
Nicolas Hamel is CTO at NVI. For over six years, he worked for various Reader’s Digest 
branches as a web development director. He leads NVI’s web development & technology 
department, creating and developing various applications, business intelligence tools and web 
analytics strategies.  
 

 

JEAN-FRANÇOIS LEDUC, CRO 
Jean-François Leduc has over five years experience working with major corporations in law, 
Internet business and interactive strategy, including Sales Director at Yahoo! Canada. At the 
head of NVI’s revenue line, Jean-François Leduc aims to increase the company’s profitability 
across its target North American market.  
 

 

NICOLAS COSSETTE, ACCOUNT DIRECTOR 
As the Account Director, Nicolas Cossette works with medium to large brands to help them 
build and deploy their online business strategy. He speaks regularly about the intersection of 
Social Media and Online PR. 
 

 

SARAH BENMAZA, E-MARKETING DIRECTOR 
After a master's degree in e-commerce and SI, Sarah joined NVI in January 2006. As Director 
of e-marketing, Sarah nurtures the internal organization of the department, supports its team 
in the strategic decisions needed to be taken and coordinates the achievement of objectives. 
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RECENT SPEAKING ENGAGEMENT 
 
DATE EVENT LOCATION 
November 3rd Infopresse Commerce de détail Montreal, QC 

September 29th Infopresse Réseaux Sociaux Montreal, QC 
August 28-29th Wordcamp Montreal Montreal, QC 
August 16-20th SES San Francisco San Francisco 
June. 8-10, 2010 SES Toronto Toronto, ON 
Apr. 8-9, 2010 SMX Toronto Toronto, ON 
Mar. 22-26, 2010 SES New York New York, NY 
Dec. 7-11, 2009 SES Chicago Chicago, IL 
Nov. 10-13, 2009 Pubcon 2009 Las Vegas, NV 
Oct. 22, 2009 Webcom Montreal, QC 
Oct. 5-7, 2009 SMX East 2009 New York, NY 
Aug. 10-12, 2009 HostingCon Washington, DC 
Jun. 8-9, 2009 SES Toronto Toronto, ON 
Mar. 11-13, 2009 Pubcon South Austin, TX 
Feb. 2-4, 2009 Parallels Summit Las Vegas, NV 
Nov. 10-14, 2008 Pubcon 2008 Las Vegas, NV 
July 28-30, 2008 HostingCon 2008 Chicago, IL 
June 16-18, 2008 SES Toronto Toronto, ON 
April 22-23, 2008 SMX Social Media West Long Beach, CA 
 
 

PUBLISHED ARTICLES 
The NVI team is also known for sharing their expertise and insight in a variety of print and online publications. 
 
Search Marketing Insights – June 2010 

INTERVIEWING GUILLAUME BOUCHARD OF NVI  
 
Q: What’s the biggest difference you see in the market for SEO and SEM in Quebec versus the rest of your 
Canadian clientele? 
Besides the obvious fact that we are bit behind in terms of trends / knowledge based on the language barrier, I 
would say the main difference doesn’t lie at the client level, but more at the “offer” level. What I mean by that is 
that is you are to accomplish large scale SEO campaigns for the French / Quebec market, a lot of the time you 
will find very few great properties to get links from, so it can get tricky to get the links or influence you could 
generally get from English driven properties. 
http://devbasu.com/guillaume-bouchard-interview/ 
�
PPC Advice blog – May 2010 

SES TORONTO: GUILLAUME BOUCHARD ON CANADIAN PPC & SEO ISSUES 
 
Search Engine Strategies Toronto is less than a month away, but conversations concerning Canadian PPC and 
SEO issues have already started in earnest.  Joining me to continue the conversation is fellow Canadian and 
industry leading SEO and social media expert, Guillaume Bouchard of NVI.  If you have ever been to SES 
Toronto, you’ll hear from the boys from NVI whether you’re on the expo hall floor, in a session listening to 
experts such as Guillaume, reading their live tweets, or throwing one back with them after hours.  
http://www.ppc-advice.com/2010/05/04/sneak-peek-at-ses-toronto-guillaume-bouchard-on-canadian-ppc-and-
seo-issues/ 
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CONTACT US 
 
SALES INQUIRIES 
Simon Rouillier, CMO 
srouillier@nvisolutions.com 
 
 
MEDIA INQUIRIES:  
CT Moore, Strategist 
ctmoore@nvisolutions.com  
 
 

INTERACT WITH US 
 

 www.nvisolutions.com/blog 
 

 Facebook.com/NVI | SEO - Web Design 
 

� Twitter.com/NVI  


