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INTRODUCTION 
THE PINTEREST POTENTIAL 

Pinterest is a conversion engine, but most brands are 
not making the most of it.
• In 2021, actively monthly users grew 30% to 478 million. If 

Pinterest were a country, it would surpass the United States in 
size.

• According to Pinterest, visitors are 7x more likely to purchase 
products they’ve pinned.

• And visitors are 3x more likely to click over to a brand’s website 
than any other social media platform.

• But not all boards and Pins have the same appeal, the same 
converting power.

• Engagement with a brand’s content is the key to converting 
viewers into buyers.

• So, if visitors aren’t saving your Pins, it means you’re not 
engaging with them, and conversion will be lower.

• Which begs the question…

…How can brands create Pinterest content that will 
appeal to consumers?
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THE PINTEREST POTENTIAL
IS YOUR TARGET AUDIENCE USING 
PINTEREST?

Times are changing. Pinterest’s visitor profile is too.  

• Women make up more than 60% of visitors - a key 
demographic that wields a significant amount of 
discretionary purchasing power

• However, male uses have been steadily growing with 
27% of US men aged 25 to 54 in the United States now 
using Pinterest. 

• The visual nature of the content also makes it highly 
relatable across a broad range of cultures and 
languages.  

• Pinterest is now available in 37 markets.

• Buyable Pins features are available in 13 of those 
markets, with more markets being added every 
quarter.

• Over 50% of Pinners now live outside the US, including 
16.7 million active users in the UK.  
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THE PINTEREST POTENTIAL
WHAT BRANDS CAN GAIN FROM 
PINTEREST?

One Pin can lead to ten Pins, which can lead to another ten Pins, 
and so on.

Increase awareness of your brand. It will help you introduce your 
business and blog to a whole new audience.

Increase traffic back to your website. 'Rich Pins' effectively steer 
traffic back to a website.

Convert browsers into buyers. Pinterest visitors are more likely to 
buy what they see than other social media sources.

Leads visitors to the source of things they want. When Pinterest 
visitors see a Pin they like, they want to get to the Pin's source.

Engage with other Pinterest users. Visitors share Pins they love with 
others, increasing the chance your Pins will go viral.

Make more personalised offers. Pinterest analytics observes and 
predicts trends and can identify how visitors are inspired and 
influenced.

Build better customer experiences. Pinterest analytics provides 
clues regarding visitors' goals, motivations, influences, pain points, 
and challenges at each customer journey stage.
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OVERLOOKED POTENTIAL
WHY AREN’T MORE BRANDS USING 
PINTEREST?
Honestly, it is a real head-scratcher for us too.  

Pinterest is a perfect platform for showing consumers the 
products and services they desire without being intrusive. 

And Pinterest provides several performance metrics so brands 
can measure the success of their advertising efforts:  

• Impressions – number of times a Pin or ad was on a screen.

• Engagement – number of saves, clicks, and carousel swipes.

• Pin clicks – number of times a Pin is clicked.

• Outbound clicks - number of times a link within a Pin is clicked, 
leading the person to a website.

Pinterest also guides brands on what types of Pins seem to do the 
best.

We think the barrier to more brands using Pinterest is visual data 
overload and not knowing what visuals will resonate. 

There is too much visual data swimming around in the Pinterest 
pool. How do you turn it into meaningful insight? 

The metrics above will not tell you what inspired visitors to re-Pin a 
particular Pin. Brands need more.

.

5
Photo by Štefan Štefančík on Unsplash



THE CACOPHONY OF TRENDS 
HOW CAN WE SPOT MEANINGFUL 
TRENDS?
In one decade, as many trends came and went as had occurred 
in the previous 30 years combined.  

Social media has sped up the saturation and consumption of 
trends.  

It is now more important than ever to know your audience and 
understand the customer journey. 

• What are they looking for online?

• Where are they in the decision process?  

• What is holding them back from making a purchase decision? 

• How can you make their purchase decisions easier? 

• What are the hottest trends in your space, and how do your 
offerings match those trends? 

Dozens of companies say they can get this information with AI 
tools and key search terms. We are not convinced.  

We believe only real humans can spot meaningful trends and 
commonalities and link this to human behaviour. 

AI tools can group images aesthetically, but they can’t tell you 
what the groups mean. Likewise, key search terms don’t reveal the 
true desire -you need a human touch to apply that 
understanding. 
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PINTEREST CASE STUDY 
HOW DO PEOPLE USE PINTEREST?

Pinspiration
To use Pinterest, a person must first join the platform. Then the 
visitor can create their own board where they Pin things they like. 
(Or like many of us, you can also lurk around and never Pin 
anything.)
Many renovation projects begin with a Pinterest board as a stylistic 
jumping-off point.
Even Ashton Kutcher and Mila Kunis trawled Pinterest to design 
their sustainable L.A. Farmhouse.

They started the process by creating their ideal aesthetic on 
separate Pinterest boards, and it turns out they indeed are a 
match made.
“When we looked at each other’s boards, 90% of the images we 
selected were the same.”
DIY interior designers often create separate boards for each room, 
sharing their ideas with friends and family.
Professional interior designers use Pinterest to share private 
boards with their clients.
Curated Marketplace
Interior décor brands, professional interior designers, and DIY 
bloggers use Pinterest to advertise their products and services.
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“It is very easy to go down the Pinterest inspiration 
rabbit hole, to get your ideas flowing and narrow in 

on what you like and don’t like.” - Zoë Sessums, 
Contributor on Architectural Digest.



PINTEREST CASE STUDY 
HOW ARE PEOPLE TALKING ABOUT 
DIY INTERIOR DÉCOR?
It’s been a tough couple of years. If the pandemic has taught us 
anything – it’s that our homes really are our castles.

During the height of the pandemic, people turned to social 
platforms like Pinterest for inspiration and escapism.

But with the focus on affordable items that could be delivered 
quickly, everyone’s interiors started to resemble ‘The Pinterest 
House.’

Now, we are craving pieces we haven’t seen before, or at least are 
not as ubiquitous as the vaguely mid-century sofa, the powder 
room wallpapered in a palm-leaf pattern and the windowsill full of 
dying succulents.

Based on key search terms alone, Pinterest has made predictions 
about the hottest trends in 2022.

We wanted to see if those trends materialise on what is being 
pinned and discussed on Pinterest. Are brands meeting changing 
consumer needs and demands? Is there a disconnect between 
what DIYers want and the market is offering?  

We also wanted to create a systematic way to help other industry 
segments identify product trends and understand how their target 
customers are being influenced.

8



PINTEREST CASE STUDY 
KEYWORD RESEARCH 

Identify the keyword universe. 

First, we explored the topic of home decor on Pinterest.  What 
keywords did they suggest were related to DIY interior décor?  

• 19 search terms associated with home décor

• Within home décor, there are several sub-categories of 
search terms. For example ceiling, door, flooring, furniture, 
accessories, interior rooms, etc. 

• In some sub-categories there are further categories such as 
within kitchen, there are things like coffee bar, appliances, 
fixtures, supplies, etc.   

Create the foundation for our code frame. 

We used these search terms to build the initial framework of our 
code frame: 

• Rooms featured, lighting, ceiling, walls, floors
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PINTEREST CASE STUDY 
GOOGLE SEARCH TERMS AND TOP 
URLS 
Expand the list.  Then we used a google search term tool to 
explore: 
• Words that organically appear alongside DIY interior design
• The top questions people ask when using google search 

related to DIY interior design
• URLs associated with DIY interior design
Prioritise the list. 
Now that we had what seemed like the keyword universe in our 
hands, we needed to prioritise the keywords to get our final code 
frame to a manageable level.  
To do so, we read articles posted on the top URLs associated with 
DIY interior décor trends to identify the categories repeated most 
often.  
We didn’t stop reading until there appeared to be nothing new to 
learn.  AI can’t do this; it doesn’t know how to do it. 
Refine further. 
Then we coded a a small set of Pinterest boards using an 
expanded list of codes to identify the “must have” codes and 
eliminate those likely to produce few mentions. 

We noticed some overlap with Pinterest Predict trends from the 
start, but not 100%.
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PINTEREST CASE STUDY 
WHAT ELSE COULD WE CAPTURE 
FROM THE BOARDS?

As part of the code frame creation, we noted other things we 
could capture from a Pinterest account.  

• Number of followers

• Monthly views

• Pins created

• Pin saved 

• Type of account (brand, interior designer, blogger, magazine, 
DIYer). 

• Types of Pins created/saved (Idea, tags, static, with text 
overlay, link to website, promoted, etc.). 

• Pins populated with people 

• Pins populated with pets 

• Gender and age (for roughly 1/3 of the boards coded) 

• DIY topics created/saved 
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PINTEREST CASE STUDY
DIFFERENT CREATORS VIE FOR 
ATTENTION

The potential of Pinterest has been taken up by a number of  
different types of content creator – all with their own motivations 
and objectives. 
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Brands
Providing inspiration, linking to products.

Interior designers
Providing style and design advice.

Bloggers
Building an audience.

Design Magazines
Providing inspiration and advice.

DIY consumers
Sharing ideas and work in progress.

What we 
think of as 
‘the market’

Consumers



PINTEREST CASE STUDY 
SAMPLE DESIGN  

Generate a sample using key search terms.

• First, we pulled specific Pinterest accounts listed among the 
top URLs for the search terms of interest. 

• This effort produced around 400 accounts.  

• We fully expected most of the accounts would be market-
related accounts. 

• Instead, the exercise produced a list of market and consumer 
accounts ranging from 0 to 13M followers.  

Fill in missing names.  

• To ensure good coverage of the touted trendsetters, we 
added any names we came across from our article reading.

• Most of these names were already part of the list generated 
using key search terms.  

• A few of the names mentioned did not have a presence on 
Pinterest.  If they didn’t have a Pinterest account, 9/10 they had 
an Instagram account.  
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PINTEREST CASE STUDY 
VISUAL IMMERSION OF PINTEREST 
BOARDS 

Observe.

Then we randomly selected 250 Pinterest sites related to DIY 
interior design, randomised the order and started immersing 
ourselves in the boards.

• What was our first impression?

• What did we see after more focused looking?

• How were the Pins presented?

• What types of Pins are they posting?

• Who was posting? Who was re-Pinning? 

• What DIY topics were presented?

• What was the general colour palettes of the objects 
presented?
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We used a code frame to capture what we were seeing to make sense of it all systematically.
To ensure consistency in the way things were being coded, we had two analysts code several of the same boards, and then we compared their 
codes.
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Broad categories Attributes (examples)

Dining room  

Entrance hall, foyer, stairs 

Rooms features in pins created/shared  

Fabrics (bouclé, natural, velvet, chintz, 
leather, animal skins, etc.)  

Bathroom, powder room Number of followers 

Age (best guess, broad ranges) 

Type of poster (brands magazines, interior 
designers, bloggers, DIYers) 

Bedroom (master + guest) 

Nursery, kids rooms 

Family room, living room 

Mud room, laundry room, 
storage 

Number of monthly views

Gender (if shown in bio) 

Macro trends (electric chic, California living, 
mid-century modern, etc.) 

Materials (plants, metals, wood, rattan, 
grasses, etc.) 

Forms (curved/organic, geometric, 
oversized)   

Types of Pins created/shared  (idea, 
promoted, with text, linked to website, etc.) Ceiling, lighting, walls and flooring  

Kitchens, bathrooms and bedrooms (room 
specific trends). Colour Palettes 

PINTEREST CASE STUDY 
EACH PINTEREST ACCOUNT WAS CODED USING OVER 115 
SPECIFIC CODES   



PINTEREST CASE STUDY 
MULTIPLE CODES COULD APPLY TO 
A SINGLE PIN
Coding approach.

First, we coded the easy things - number of followers, monthly 
views, type of poster, etc.

Then we recorded our first impressions - similar to the first 
impression a visitor on a mission would have.

Then we looked at Pins created, and Pins shared.

If an account had separate boards with groups of Pins, we looked 
at Pins within each home decor-related board.

The minute we caught ourselves leaning into the screen trying to 
find more to record, that was the signal it was time to move to the 
next board.

Again, our thoughts were that this is probably what an actual 
visitor would do.

Several codes applied to a single account and even to a single Pin 
in many cases.  

We squeezed everything we could out of each account. If we 
didn’t see it, it is doubtful a visitor on a mission would see it 
either.
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Brand, dining 
room, idea pin with 
text overlay, 
electric chic, dried 
grasses, organic 
shapes, floating 
shelves, dark 
accent wall.  

Blogger, living 
room, plants, 
natural lighting, 
cosy comfort, 
natural linens



PINTEREST CASE STUDY
THE ANALYSIS REVEALED A 
COMPELLING STORY 
Learn 

Once the data was coded, we reviewed the results to make sense 
of it all. 

We looked for patterns among the frequently used codes.

We looked at the date from various viewpoints – by gender, by 
age, by type of posters, etc.   

Then we began to build a story and identify areas for further 
qualitative analysis.

Could we answer the questions we set out to answer in the 
beginning?

Are the trends Pinterest is predicting in the DIY Interior Design 
space coming to fruition? Or are there others they’ve overlooked? 

Impact.  What did we find? 

There is a disconnect between what interior designers, bloggers, 
commercial brands, and design magazines create on Pinterest 
and what DIYers want.

The disconnect between the market and DIYers was the story we 
felt the market needed to know (yesterday).  
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PINTEREST CASE STUDY
RETROSPETIVE, THINGS WE’D DO 
DIFFERENTLY 

Additional information we could capture from Pins 

• Comments made on specific Pins. 

• What are visitors textual reactions the Pins?   

• What types of questions are they asking?  

Sample Design

• Set quotas for each type of poster.

• Set quotas by DIYer personas identified in this study.

Code Frame

• Streamlined, 115 codes is just too many.

• Macros trends difficult to determine based on photos alone  -
e.g., mid-century modern, Scandinavian versus Japanese 
influence.

• Separate code frame for Pins created versus Pins shared (for 
market only).  

• Visual Immersion and actual coding.

• View boards via desktop and app to identify if there are 
differences in what is coming across visually.  
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THANK YOU
This work was created by Louise, Skye, 
Hannah and Jeremy. 

Thanks for reading. 

If you’d like to find out more, please 
contact: Hannah 

T: +44 (0) 7908 486631
E: hannah@listenandlearnresearch.com 


