
Page 4B • December 7-13, 2007 STRATEGIES ATL:\NTA BUSiNESS CI-IH.ONICI.I<' 

Aseat at the table 
Continued from 18 
items on eBay, so he figun~d he could 
set up a Web site for people needing 
office chairs. Bizchair.com was born. 

One of his first clients was the 
Pentagon, which sent in an order to 
refurbish some of their offices after the 
Sept. 11 attacks. 

"It was in the right place at the right 
time," said Rclnick, now a juni"or at 
Emory University. "The thing with the 
Internet is you can make a professional 
Web site and have an online presence 
and no one's going to know you're a 
14-, 15-year-old person. It's very 
ambiguous," 

ThJat was just a month or so after 
Be1nick started the business, using a 
model that didn't require him to house 
the inventory or have face-to-face 
contact with customers. He put 
catalogs from furniture manufacturers 
online and a customer would send in 
an order. Bizchair.com would place the 
order with the vendor and ship the 
order to the customer. 

"Basically there was very, very 
limited risk," Belnick said. "r didn't 
have to buy tens of thousands worth of 
inventory to get started," 

The initial investment was a couple of 
hundred dollars that went to hosting and 
advertising the Web site, and his time 
spent creating it. The company has 
grown from three employees to 110. 

Online entrepreneurs typically can 
get started for less. without investing 
in store locations. saM Tino Mantetla. 
president of the Technology Asso­
ciation of Georgia. Iit' added Ulat it call 

be deceiving though, because time and 
resources need to be invested in 
systems, security and service. 

''All those kind of mechanical things 
behind the scenes can be 
difficult," he said. 

Belnick started by spending tiIlle 
after school and during the summers 
handling orders. Customers would 
call, and if he wasn't there, his mother 
would answer tbe phone. 

He didn't know how to read balance 
sheets or make financial projections, 
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Sitting pretty: Belnick started his 
company, Bizchair.com, when he was 
14 years old. One of his first clients 
was the Pentagon, which sent in an 
order to refurbish some of their offices 
after the Sept. 11 attacks_ 

something he's learning as a business 
major at Emory. 

"I really didn't have any goals, r 
never imagined it would be anything 
like it is today," Be1nick said. 

Soon after he started, increased 
competition forced him to focus on sep­
arating BizChair.com from the otht'rs. 

"What started to happen was after a 
couple months, more and more people 
started to sell sluff online," he said. 

To stay ahead of the competition, 
BizChair.colll offered two iIlcentives: 

free shipping and a GO-day money-back 
guarantee. BizChair.com then 
expanded after about fou,r months to 
include desks. Conference tables and 
school furniture were added, and now 
the site bas medical equipment, chairs 
for churches. office furniture and 
accessories, among other items_ 

';We've focused on continually adding 
more vendors, more products," he said_ 

That effort also resulted in the 
company slocking items, starting with 
buying 1,500 of its best-selling chairs 
from a vendor at a discount. When that 
happened, Bizchair.com needed more 
warehouse space. It moved into a 
327,OOO-square-foot facility in 2007, up 
from a 40,OOO-square-foot warehouse. 

Although. that created additional 
costs, Belnick said it's been worth 
it from the competitive advantage 
in pticing. Now, about half of the 
orders are for products stocked by 
BizChai r.com. 

Belnick has carved his own space in 
the office furniture market, which is a 
$12.8 billion industry, according to the 
Business and [nstitutional Furniture 
Manufacturer's Association. 

Online sales are i,ncreasing. fueled 
by ~mall-busjness owners. home office 
users, folks price-shopping and those 
who tend to order out of catalogs, said 
Chris Bates, president of the Office 
Furniture Dealers Association. 

Another strategic step for Bizchair.com 
has been to go directly to companies 
in Asia instead of buyin~ from 
U.S. vendors. The company has 
started to import conference tables, 
de~ks, home furniture and school 
equipment. 


