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Session Speaker

Mary Abrahamson
Email Marketing Specialist
Ferguson Enterprises

Mary is a marketer with a strategic, multi-channel approach and a 
keen eye for customer cultivation. Both at ForRent.com and 
Ferguson, she has worked in the B2C and B2B worlds. 

Her greatest expertise is in campaign implementation and 
reporting. She is also lover of all things food, which shines through 
on her blog, “Mary in the Kitchen.”

@mabraham08
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From first-time attendee to award winner

That’s me!
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Who is Ferguson?

• Largest distributor of residential and commercial plumbing 
supplies and pipe, valves and fittings (PVF) in the U.S.

• $11.6B sales in fiscal year 2014

• 1,400 locations nationwide

• More than 20,000 knowledgeable associates

• For more than 60 years, Ferguson has been committed to 
delivering excellence to every market we serve.
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Where is Ferguson?
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IN  FERGUSON REWARDS
ONLINE SALES
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Why a customer-first approach?
CLV of an Email Customer
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The marketer’s journey

1
Learn

2
Deliver

3
ProvideAbout the 

customer and 
how to 

communicate 
with them

Rich, tailored 
content and 

offers

Real-time data to 
partners and 

sales reps
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The customer journey

1
Learn Learn about your customer and 

how to communicate with them

1
Learn

2
Deliver

3
Provide



10

What do you think of when you think of 
plumbing?
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Roman Aqueducts 
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Who is the Ferguson 
customer?
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Customer Breakdown:

43 
different 
vendors
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Customer Breakdown:

14 
customer 
segments

43 
different
vendors
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Customer Breakdown:

14 
customer segments

$11.88  –
$4,082.82

Average order size

43 
different
vendors
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Persona Examples

Bob Plumber John HVAC



18

Bob Plumber

• Comes into the store a couple times a week 

• Attends local events and vendor days

• Interested in Hot Deals and Featured Product 

• Might be interested in moving orders to our 
ecommerce platform

• Interested in learning more about our other 
features and services

Santa Maria, Calif.
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John HVAC

• CEU classes and technical training courses 
from Ferguson 

• Manufacturer/geographic specific 

• Changes in federal and state laws/codes

Chicago, Ill.
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What was life like for the customer before the 
campaign began?
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Mismatched Opportunities
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Segmentation

• Mobile friendly

• The one-click wonder

• This campaign, along with other efforts, has grown our 
segmented population from 52% to 67%

• We saw an 81% increase in effective rate from our 
typical preference-center emails

• Data accuracy — customers self-select who 
they are
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How we build lists for segmentation

Before
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How we build lists for segmentation

After
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The customer journey

2
Deliver

Deliver rich, relevant content and 
offers

1
Learn

2
Deliver

3
Provide
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Promo emails after

Bob Plumber

John HVAC
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Location-based sends

Bob Plumber

John HVACGeo-targeted invite to 
store in Santa Maria, Calif.

Geo-targeted invite to 
show in Chicago, Ill.
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Content-relevant sends
John HVAC

Bob Plumber

Content for new 
plumbing regulations

Efficiency standards 
for HVAC technicians 
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National promo sends

Bob Plumber

Discount for plumbing tools

Water heater promotion 
(regionally-focused product)

John HVAC
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Don’t overlook the fundamentals

Business1

Product Usage2

Geography3
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Protecting the customer

Meet with 
the product 
managers

1

Review the 
calendar

2

Weigh 
content vs. 
promotion

3
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Stop gap solution

Content
Promotion
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Know thy customer

Not this

This
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In-person events
• Educate on features and benefits
• Customers self-select necessary customer information 
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The customer journey

1
Learn

3
Provide

Provide real-time data to partners 
and sales reps

2
Deliver

3
Provide
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Coupons
• Customer receives vendor 

coupons relevant to persona
• 1% engagement based on 

number of impressions
• 10% engagement for 

overall email
• Led to change in coupon 

strategy for 2015
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World-class customer service

Trade show app provides sales associates with weekly reports  
on tradeshow attendees

Provide customers with email follow-up, while Sales does 
their work on the ground

“The report is easy to use, clean, and email is nice to have for 
invoices, bids — saves money on faxes and printing.”

— Ferguson associate
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Campaign implementation and reporting
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A deeper look at the results (Then)
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A deeper look at the results (Now)
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A deeper look at the results (Continued)
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Top Takeaways

• Discover why people say “yes”

• Illuminate the bigger picture for your customer

• Speak your customer’s language

• Find the early adopter internally to gain buy-in
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Thank You

Mary Abrahamson
Email Marketing Specialist
Ferguson Enterprises
@mabraham08

Daniel Burstein
Director of Editorial Content
MarketingSherpa
@DanielBurstein

Thank you to all Ferguson 
team members who made 

this possible.
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Tying Offline Customer Activity with Online 
Actions via Email + Mobile

Mary and Whitney will be hosting roundtable 53

MarketingSherpa.com/SignUpReserve your seat at 
one of 55 tables:

Up Next: Roundtables
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