
 

Office supply sales surge with online push 

Aggressive Internet marketing helped iBuyOfficeSupply.com enjoy rapid growth despite 
the economy. 

Online retailer iBuyOfficeSupply .com of Plymouth is pushing the envelope on growth 
with cutting-edge Internet marketing strategies. 

Not every effort succeeds, CEO and owner Ron Weber readily admits. 

But the ones that do work are expected to help boost sales more than 60 percent this 
year to a projected $7.5 million. Weber expects iBuyOfficeSupply.com to be among the 
top five Twin Cities companies in this year's Inc. 500, with sales growing by a recession-
defying 830 percent from 2008 to 2010. 

"Some of it, candidly, is trial and error," Weber said of Internet marketing. "You try a lot 
of different things on the Internet. It's kind of a live-and-learn process." 

The company also is expecting to do big business with the federal government, one of its 
newest customers and by far its largest, with sales expected to reach $1 million this year, 
Weber said. 

Weber, 53, a former sales rep for office supply manufacturers and dealers, launched his 
online retail site in 2007. Today it stocks more than 70,000 products, from pens, paper 
and printing supplies to furniture, technology and industrial supplies.  

The site began as an offshoot of a local office supply distributor, Minnesota Computer 
Supply Co., which he bought in 2005 after 25 years in the corporate world. Weber used 
his own money to complete the purchase and has grown without outside financing. The 
combined companies have eight employees who handle customer service, sales and 
marketing, programming, order processing and accounting. 

The online marketing push has come as Weber has repositioned iBuyOfficeSupply.com 
from its early days of being "the lowest-cost provider" to now being competitively 
priced. Prices, however, are still low enough to earn large orders for multiple items, like 
a recent one from the West Coast for $40,000 in chairs. 

The low-price approach was intentional, a critical, dues-paying first step setting the 
stage for the company's rapid growth, Weber said. "This was by design in order to gain 
market share, a loyal, repeat customer base and finally a presence on the Internet," 
Weber said. "The ultimate strategy behind this effort was to move enough product in 



order to generate more leverage and buying power with our suppliers. With better 
buying power, we increased profit margins significantly. The additional profit margin 
dollars were then reinvested into further Internet marketing strategies." 

The strategy has helped increase the average order size from $155 to $275, Weber said.  

iBuyOfficeSupply.com has outsourced its Internet marketing to companies across the 
country and around the globe, from Texas, California and Massachusetts to Germany, 
Israel and England, according to Weber. 

The company's Internet marketing efforts include:  

•Sophisticated keyword campaigns run by an advertising company that assigns two 
people to immerse themselves in the office supply industry so they could identify the key 
words to use in search engine marketing. 

•Retargeting, placing online advertising based on past Web page visits that didn't end in 
a sale or other action on future pages visited. 

•A digital marketing tool similar to retargeting that sends an e-mail to consumers who 
place an item in an online shopping cart but left without buying. 

•Cross-channel predictive personalized marketing, which involves software that 
develops a profile of what consumers look for on the site and generates e-mails with ads 
for products in similar categories. 

About half of iBuyOfficeSupply.com's customers are individuals, Weber said, with the 
rest ranging from two-person companies to small businesses, corporations, college and 
universities and, after his firm won a five-year contract almost a year ago, the federal 
government. 

Repeat customer Betty Stock of Walcro Inc., a floor covering distributor in Bloomington, 
said Weber's company does a better job than the competitors she has tried. She's been 
ordering pens, ink cartridges, toner, cleaning supplies and other office necessities from 
iBuyOfficeSupply.com for the past three or four years. 

"When you need something and you're not sure what exactly you need, they pretty much 
figure it out for you," she said. "They've been great to work with." 

Small and medium-sized companies are a target for future growth, Weber said. While a 
potential source of new, repeat business for him, they're too small for big-box stores to 
assign salespeople to. "I want to identify those [companies] and I want to own them," 
Weber said. 

The expert says: Dileep Rao, president of InterFinance Corp. in Golden Valley and a 
nationally recognized author, said entrepreneurs can learn a few lesson's from Weber's 
experience with iBuyOfficeSupply.com. 



Rao, also a professor of entrepreneurship at Florida International University, said 
Weber's "fail small, win big" marketing strategy is used by most successful 
entrepreneurs -- think Jeff Bezos of Amazon.com fame. "This means try many small 
things such as new products or marketing initiatives, in this case," Rao said. "Ride the 
ones that succeed and dump the ones that don't." 

Buying a company in the new owner's area of expertise but changing its emphasis to 
online marketing is another practice of successful entrepreneurs, Rao said. Or "find the 
growth and ride it," as Rao puts it. 

 


