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It Recently Celebrated Its 10th Year,

Fixed Manitoba’s Park Reservation System
and is Building a Global Presence as a Problem Solver

AN INSIDE LOOK AT PROTEGRA'S APPROACH TO STRATEGIC PLANNING

rotegra has rigsen from the humble
P beginnings of a three-person

company run out of a hasement to a
75-person firm headquartered in a modemn
24,000-square-foot Global Solution Centre.
The Manitoba-based company now has
branch offices in San Diego and Toronto;
serves clients in Canada, the U.S., Europe,
Japan and Bermuda; and its revenue will
approach $8 million in 2008.

And it has accomplished all this in only a
decade, celebrating its 10th year in 2008.

Others are noticing Protegra's success.
It's often been ranked as one of Manito-
ba's 50 Fastest Growing Companies by
Manitoba Business Magazine and one of
Canada's fastest growing companies by
Profit Magazine.

Originally set up to develop software,
Protegra extended its services to include
business performance consulting and process
improvement when it discovered clients were
getting the technology they ordered, but not
always the results they expected.

"Sometimes clients jumped to the solution
before identifying the problem,” explains
Ibrahim Wadood, Protegra’s CEQ and the
only original founder still with the company.
“But no amount of software, no matter how
sophisticated, could increase sales, produc-
tion or service if the technology and business
processes were not aligned.”

"Alignment” figures prominently in lbra-
him's words. He says the success of any
strategic plan largely depends on its ability
to align three key questions that need to be
asked constantly: 1) Is the initiative going to
add value for the client? 2) Will it be valu-
able to the employees? and 3) Is it wasteful
in any way?
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Ibrahim is the first to acknowledge there
is nothing earth-shattering in that recipe for
success. “It is easy to say, sounds good and
makes you feel good,” he explains, "But in
day-to-day operations you have to make
decisions and it becomes difficult.”

Of the three, the key ingredient may well
be empowering employees. ‘It begins and
ends with your people,” says Ibrahim.

For example, while many companies have
their executive teams go off site to do strategic
planning, Protegra does the exact opposite. It
solicits all its employees as to trends, compiles
and rationalizes the results, then divides the
company into focus groups that, with the
assistance of in-house facilitators (such is the
benefit of being a company that offers stra-
tegic services), come up with strategies.

Anybody in the company may participate
in as many of the focus groups as they like
or none at all.
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Giving everybody a voice provides a
wide range of benefits: it aligns where the
company is going and where the employees
are going; gives the company the best ideas
(those closest to the action usually know
best); builds teamwork; and gives people a
sense of purpose beyond just doing a job.

In fact, “lack of communication™ is one of
the main reasons strategic plans fail. When
this happens the temptation is to raise
either the frequency or the decibel level of
the communications. “Most CEO’s think 'My
message isn't getting through so | am going
to send out another email, another memo,””
says Ibrahim. “But communication is a two-
way street and you have to make sure the
receiver really feels part of the process so
they aren't tuning you out.”

Protegra paves this “two-way street”
throughout the year.






