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Web Elite’s CEO Jacques Habra sits on the scaffolding during the renovation of the

newly purchased building that was formerly the Ann Arbor Theater One and Two.

| Web Elite grows with the cyber times

ugust was a big month for

Web Elite, the Ann Arbor-

based e-business company

that has developed tailor-

made web sites for Car &
Driver Magazine, Ford Moror
Company, Volvo and Sun
Microsystems, among others. Before
month’s end, Web Elite moved into
its new headquarters, hired Tom
Hollyer as COO, and launched
worker-equipment specialist
Carhartt’s new web site,

20TH-CENTURY THEATER
HOME TO 21ST-CENTURY
MEDIA COMPANY

“Located in the heart of down-
town Ann Arbor, our new headquar-
ters was formerly a two-screen movie
theater,” said Jacques Habra, the
company’s CEO and founder. “We
find it ironic that a 20th-century
media icon like a movie theater is
now the headquarters of a 21st-cen-
tury, new media e-business firm.

“We will house our development
teams here in Ann Arbor as we sup-
port our regional offices in New
York, San Francisco and Phoenix.
We have been on a continuous
growth curve over the last few years
that is averaging around 400 percent
annually. Ramping up to meet the
ongoing needs of our clients is a con-
stant priority. We have just surpassed
25 employees locally in Ann Arber

Please see WEB ELITE page 3




WEB ELITE from page 1
and the new space has become available at
just the right time,”

Moving from leased facilities on Fifth
Street in Ann Arbor, Web Elire purchased the
Ann Arbor Theater One and Tivo, renovating
the two-story building for the company's new
base in downtown Ann Arbor. Habra calls ie
“artsy bur functional.”

“It’s really exciting for us,” Habra said,
“It's a diamesic change from what we had.”
The 12,500-sq-ft office has an industrial feel,
with walls manufacrured from steel, acrylic
and birch. The flooring is galvanized steel.
Habra says he couldn't get the approval for
installing a fire pole berween floors, so they
sertled for a sraircase. The complex will sup-

. port 110 employees.

New lands

Discussing the purchase, Habra noted thar
the final decision had a lor o do with the
desire to settle in Ann Arber for the long-
term. “Mose people at our stage would rein-
vest into branding: into more marketing-
related things. We're trying to reinvest more
in peaple, in property that is tangible, rein-
vest in technology,” Habra explained.

“Business is always going to be out there,
All the statistics of the growth regarding the
Tnternee is that it is growing by incredible
numbers every year in all different facets. The
name of the game is methodology, and ir's
people that make production work and make
it work effectively. So we're building those
assets right now, and obviously space is a big
factor”

Habra bought the building personally o
protect Web Elire’s liability in case there were
any problems with the buildins down the
roadi “Also, [ personally believe in Ann Arbor
and wanted to make a serious personal invest-
ment,

"One of the things we noticed is that
when you graduate from college, you want to
get away from home, You may want the
option fo live in another city. So we've insti-
tuted a program where employees can have a
tour in San' Francisco for a year. They can
theri go to New York. We want to keep them
here (in Ann Arbor) as long as we can. It's
natural to want to moye away to go to the
coast.” Ledok

Habra's intention is to help his employees
experience life outside of Michigan, but to
have them come back to stay.

New leaders

“This next year is going to be a good
leatning year,” Habra said, “Tom Hollyer'is.

our COO. Running 4 company is very differ-

ent than building a company. The CEO role
is so different than a COO’s role. A COO

deals with operations, deals with people prob-

" lems, deals with the purchases, investment

decisions on a day-to-day basis ... The CEO is
looking in terms of, "What space of the mar-
 ketplace do we want to be in? What markets

do we want to go after? What products do we -

want to dc-sign? And then how do we repre-
sent the company p:opetly?' Baslalty rqm:-
senting the culture.

“The COO is really In charge of maldn;
-~ sure thlnp are getting done and that! pcoplc'

added. "Th:us part of
‘the reason why we

“boughe the building
versus j\m leasing it.

in the United Slat.es

A new Iaunch

The development team works in a cluster sattlng in Web Elite’s open

‘environment.

are happy and that the whole organizaticn is
sound. I've been doing both of the roles....
The problem, I think, has been that 1 lack life
experience. I'm 26, That's what Tom's bring-
ing to the part - lots of life experience. He can
help make sure operations are in order.”

Hollyer's f'm éncounter with Web Elite
was as a customer, when he served as vice
presidenc of Fitch Design,

“We needed help building a site for a
client in St. Louis,” Hollyer explained, “We
called three or four different web developers
in Ann Arbor. [Web Elite] did remarkable
work for us. Fast, reasonably priced. They
brought ideas to the table when the other
firms didn't.

“Then we collaborated with [Web Elice]
on some other projects, none of which were
high profile excepr for Car and Driver”
Hollyer continued. “There are developers
everywhere, The price ranges are all across the
board.” But Fitch Design was impressed by
Web Elite’s innovative streak. What sét them
apart from other devtlol:ers was, in Hollyu’s

words, “creative

thinking." :

- And “creative
- recruiring,” Habra

and, you kiow, that's
a big reason why wee here, 'We can’ access

that pool right when' t}nq join: thc ‘university,
'Iwep the rclhtlons]up gomg at an mtcrmllip
:fq :

Web Elite. I'au.-ndlcd Catlum’s nd'r wcb

...me this mmh The site is now live at
“That will be the name of the game in the next ﬁve years iz
~how well do you maintain the telationshipssmth the commumty :
to tue to human resoutces. it ;
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www.carhartt,com.  Lynn  Fiorentino,
Carhartt project manager, said they wanted to
include the complete Carharte producr line
on the site. Mone of their retailers sells the
company’s complete line of merchandise, so
their customers aren’t. aware of all thar
Carharte offers. By making information on
their full line available online, they're hoping
that their customers will' pressure local retail-
ers 10 expand the range of offerings.

Fiorentino also told Web Elite to make the
site interactive, Carharit wanted an engaging
and visually rich sire thac was entertaining as
well as informative, "Personally, | think the
section called’ ‘Carharte Interactive’ is the
coolest part of the site,” said Amy Kennedy,
Web Elite's director of marketing. “You get
close-ups of durability of the products; such
as how the fabric stands up to rain, how the
seams act when pulled on, etc.”

In addition, Carhartt wanted to strength-
en customer bonds and share the story of
Carhantt the company. The site captures the
company’s .\Il-ﬁmtncar\ feel. And online
. highlights like
| "Rugged Tales and -
‘News,” featuring real-
life cestimonials from
satisfied '
(ishoppersy. o
i Spumqnhlpl &

| Events,” hstlngsched-

You' can't ger much | ules for Carharte-
‘better: than this. You . sponsored © timber-
can't be closer to cam- Inlerlau..ﬁ.rd'lihct Tom I!igwootl sports and bull riding
ﬁu; We  have al programs a site while in the m ‘competitions in: the
human resource pool United | States and
that s second to none fort of the UPM" pach e Wﬁh Cana&a. are intended

1o promote onalty ;
_And cement pusmve -
telalionshlp: w{lh their customers, | 5
“Carhartc also wanted the ability to acld. £
modify and delete as much of their own con-
tent as possible,” Kemudy added, “They can -
make changes to the site as often: is Ihcy‘d

like, whenever they wanr, without contacting
- us to do v, This is a really big beneficin terms
ps | l|'l- the cummumty 10 nc t° ;
; human tm-urm i

ufﬁmctmmltqr and value to the elient.” "
“The success of the Carhartt j’ob offers fur-

' zher proof of Web E[Im commitment to hish :
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