
THE CONVERSION ENGINE
MAKING THE MOST OF PINTEREST, LESSONS FROM DIY 
HOME DÉCOR



INTRODUCTION
THE PINTEREST POTENTIAL

Pinterest is a conversion engine, but are you making the most of 
it? 

• Pinterest gets around 459m active monthly visitors.

• 90% of this traffic comes from people looking at Home Décor.

• That’s 413m people per month.

• 413m people who are firmly on the path to purchase.

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

• Users are 3x more likely to click over to a brand’s website on Pinterest 
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 DIY 
home décor consumers?
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INTRODUCTION
ABOUT THIS WORK

Why did we do this work?

• Something this powerful, needs to be better understood. What works? 
Why does it work? How can brands learn and adapt? 

• We also had a hunch that there was more to Pinterest marketing 
than initially meets the eye. 

• That developing your pins based solely on key search terms – might 
be missing a trick. 

• And that trend setting might be more democratic and complex than 
we might think. 

What did we want to see*?  

• By using deep, human, visual analysis we looked at Pinterest in a 
completely new way. 

• We wanted to see what was trending and just who was setting the 
trends. 

• We wanted to understand which brands were winning at Pinterest 
and why. 

• We wanted to see where the gaps and unmet needs were. 

• So that we could help brands make the most of their investment. 
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Join us next time when we’ll be sharing more about our method and approach to using Pinterest to 
learn more about consumers.



WHY DOES PINTEREST 
MATTER?
HOME DÉCOR INSPIRATION
For home décor, there is no place like Pinterest. 

• Pinterest takes home décor seriously. Really seriously. Why…?

• …well the value of the home décor market in the United States is 
forecasted to reach $202 billion by 2024.

• Last year, 90% of visitors to Pinterest were researching and seeking 
inspiration related to home décor shopping. 

• Pinterest also reported a 36% year-on-year increase in home décor 
boards.   

• IKEA, Wayfair, and Bed Bath & Beyond are among the leaders in the 
home décor and furnishing industry in the United States, and…

• …they’ve all incorporate Pinterest in their marketing strategies.  
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“When you come to Pinterest, you're looking for something, you're 
in planning mode, you're going plan a redesign of your kitchen, 
your bathroom, etc. That's why shopping is so important on the 
platform.”
Jeremy Jankowski, Creator Lead for Home & Design, Pinterest 



WHO’S ACTIVE ON 
PINTEREST?
DIFFERENT CREATORS VIE FOR 
ATTENTIONThe 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



CONNECTED COMMERCE
COMMITTED TO THE CATEGORY

Pinterest wants to provide inspiration at every part of the 
shopping journey.

And it’s continuing to invest in its ability to connect content creators with 
people looking for inspiration. 

Its strategy is to develop more ‘personalised, full-funnel shopping 
experiences’ and find ways to ensure relevant and inspiring content 
reaches those looking for it, through its:

• Verified merchant program. Merchants are vetted for 
trustworthiness, offering high-quality products, and customer-
friendly policies.

• Idea Pin format.  Pinterest’s foray into original content creation that 
lives only on the platform.

• In-app shopping features.  Allows Pinners to buy the products they 
see, in some cases without leaving the Pinterest site.

• Pinterest TV. A series of live, original, and shoppable episodes 
featuring Pinterest creators.

• Try On for Home Décor. Using a smartphone camera, users can 
virtually augment their spaces with a variety of shoppable home 
furnishings. 

Is your Pinterest strategy as ambitious as theirs?
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“Pinterest’s Try On For Home Décor tool, is one of many 
examples of how our brands are exploring innovative 
solutions to make this journey as intuitive as possible by 
bridging the gap between virtual commerce and reality.”
Joan King, Crate & Barrel and CB2



HOME DÉCOR ON PINTEREST
WHERE ARE WE NOW + WHERE ARE WE GOING?
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WHERE ARE WE NOW?
PINK + GREEN, THE DOMINANT 
AESTHETIC

A few years ago, Amanda Sims of Architectural Digest warned 
that certain design trends on Pinterest seem to bubble to the 
surface so aggressively that you can’t see anything else.

Our visual analysis revealed a definite Pinterest aesthetic that influences 
what companies create and DIYers save.  

This dominant Pinterest aesthetic includes: 

• Fairy lights

• Round mirrors, round mirrors, and more round mirrors! 

• Green velvet somewhere

• Pink or green walls 

• A ladder with blankets 

• A do-it-yourself abstract painting

In 2022, will the green velvet sofa hug itself into a curved shape? Will all 
the pink and green accent pieces use the ladder to make their way to 
the ceiling? 

In the case of the ‘house designed by Pinterest,” we did not detect 
significant differences in terms of what companies were creating and 
DIYers were pinning.  

It seems to be a universal trend created and shared profusely on 
Pinterest. 
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“The words every Interior Designer dreads hearing -
‘I saw this on Pinterest, I want to do this instead!’”
Interior designer, Danielle D Rollins 



WHERE ARE WE GOING?
PINTEREST PREDICTIONS FOR 2022

In December, Pinterest released its Pinterest Predicts report -
trends to watch for in 2022. 

This is what it thinks will be trending over the year, not necessarily what’s 
trending right now. These predictions are based on what they see 
through emerging search terms alone.  

In the home décor space, they predicted increased interest in:

• Tiny library rooms

• Massage rooms

• Luxury cat and dog rooms

• Biophilic interiors (try saying that three times) 

• Floral ceilings

• Luxurious laundry rooms

• Curved sofas and even curved kitchen islands

Our visual analysis supports some of these trends. For example, we saw 
bookshelves, large trees in loft apartments, a few organically shaped 
accent pieces, and interest in laundry rooms (but not luxurious). 

However, for the most part, many of these trends aren’t showing up just 
yet on DIY pinboards. 

We think there’s more to see than the search terms alone reveal. 
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WHAT ELSE IS POSSIBLE?
HOME DÉCOR PREDICTIONS FOR 
2022

We have a few predictions of our own – new opportunities for 
brands to engage with consumers. 

Our deeper analysis of what people are pinning helped us discover a 
number of other trends: 

• Pots and pans are back in the open, swinging from a rack instead of 
stored away in a cupboard. 

• Wall dividers. After years of knocking down walls to create an open 
floor plan, we’ve realised we might have overdone it. 

• Our green thumbs are, in fact, “numb thumbs.” The shrivelled and 
wilting house plants we purchased last year have convinced us that 
maybe we’re better at keeping dried grasses alive.

• Bookshelves are in vogue. We want to display the many books we 
read during the pandemic as a badge of honour.

• Natural materials such as leather, wood, brick, and stone are 
trending. In some cases, the focus is on faux but natural-looking 
alternatives.

• Sorry folks, but rattan is not going away anytime soon.

• Creams and browns are everywhere!

Importantly, these are the trends DIYers are saving to their 
boards - it isn’t necessarily what companies are creating. 
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WHO DECIDES WHAT’S TRENDING?
AGREEMENT + DIVERGENCE
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WHO DECIDES WHAT’S 
TRENDING
CONSUMERS HAVE FOUND THEIR 
VOICE
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Our deep analysis of the content on Pinterest revealed several 
disconnects between the content companies are creating and 
what DIY home décor consumers are pinning.  

Companies are not only overlooking many of the trends identified, but 
they are also misreading what inspires DIYers.  

For example, 

• The rooms they are most interested in altering.

• Specific trends associated with kitchens, bedrooms, and bathrooms. 

• Materials, fabrics, and forms. 

• Ceilings, walls, and floors.

In some cases, companies are completely missing the mark, and in 
others, it’s more a case of making slight readjustments. 

Pins designed solely on key search terms would not reveal the 
disconnects we found through visual immersion. 

The following slides explore these differences.



CONSUMER FOCAL POINTS
THE HEART OF THE HOME ISN’T 
THE KITCHEN 
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DIYers want… inspiration for their living rooms 

• DIYers re-pin family/living rooms the most. 

• Master bedrooms rank second, followed by kitchens. Unsurprisingly, 
for cooking enthusiasts, kitchens tend to rank first.   

• DIYers are also looking for inspiration for their mud/utility room, 
laundry room, and storage areas.

The market* offers... home offices and nurseries

• The market agrees with DIYers that the living room is the most 
important. 

• However, their focus on the home office, is not reflected in what DIYs 
share.  

• The same is true for bathrooms, powder rooms, nurseries, and kids’ 
bedrooms. These rooms barely register for DIYers.

• The time and effort spent by companies creating pins for rooms of 
little or no interest to DIYers could be better allocated.  

• Bloggers and interior designers have noticed the need for mudroom 
and laundry room inspiration, but brands and design magazines are 
missing this opportunity. 

* We defined ‘the market’ as interior designers, bloggers, brands, and design magazines



TRENDS FOR KEY ROOMS 
KITCHENS, BEDROOMS + 
BATHROOMS
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DIYers want... deep hues in the kitchen and no canopy beds!

• DIYers love the idea of dark kitchen cabinetry. This was a trend that 
began in 2021 and is now fully embraced.  

• The all-white kitchen is giving way to a moodier aesthetic. 

• When it comes to beds, DIYers fall into two camps:

• Dramatic headboard 

• Understated monastic (no headboard) style.

The market offers... exposed shower pipes and canopy beds 

• Interior designers love canopy beds, dressed and undressed.

• Exposed shower pipes are bursting across Interior designer boards. 

• …but not a single DIYer had re-pinned this idea. 

• Powder room sinks made from unusual items. 



MATERIALS, FABRICS + 
FORMS
NATURE VERSUS LUXURY 
DIYers want… an emphasis on nature, natural, and oversized 
forms 

• Natural elements such as plants and reclaimed wood are the most 
popular materials. Wrought iron accents are a distant third.  

• Dried grasses and warm metallic copper accents are trending.

• Natural linens and cotton fabrics are in the limelight. Velvet, leather, 
and faux leather are close behind. Granny’s quilts are coming out of 
the cupboard and replacing throws on beds.  

• DIYers have a penchant for oversized design – big mirrors, large 
clocks, and statement lighting. 

The market offers... the luxury of chintz, marble, and (faux) fur

• They are more interested in showcasing marble. DIYers are not 
pinning them.

• Brands and design magazines claim chintz, bouclé, and sheepskin 
rugs are all the rage, but DIYers aren’t pinning them.

• Interior designers and bloggers have fully grasped the organic, 
curved forms that some DIYers are pinning. Interestingly, many large 
brands have been slow to follow suit. 
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CEILING, WALLS + FLOORS 
TOP TO BOTTOM AND 
EVERYTHING IN BETWEEN 
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DIYers want... natural stone, brick, and light 

• DIYers are obsessed with accent ceilings.

• Expansive windows that offer natural light.  

• Natural stone and exposed brick on walls and sometimes as flooring.  

• Curated gallery walls displaying artwork, photos, and prints.

• Bold patterned bathroom tiles. 

• Large pendant lights over dining tables, offering subtle luminosity. 

The market offers... bold wallpaper and floral curtains

• Interior designers are meeting the demand for accent ceilings; the 
other players in the market are not.  

• The green palm leaf wallpaper everyone is touting for the powder 
room? DIYers are not interested.  

• The same goes for patterned and delicate floral window treatments.  

• Interior designers noticed the interest in bookshelves, but they have 
made a miscalculation in just how popular bookshelves have 
become. 



COLOUR PALETTE  TRENDS 
OTHER THAN BROWNS, WHAT IS 
THERE?

17

Interior designers Bloggers

Brands

DIYers

DIYers want... stronger, bolder colours

• The influence of ”the house designed by Pinterest” is apparent in the 
colours palettes pinned by DIYers.   

• Emerald green velvet sofas, sides chairs, poofs, and pillows. 

• Plum cabinetry in the kitchen.

• Dark painted walls, typically a single accent wall. 

• Earthy colours, including reds and oranges, even in the bedroom.

The market offers… a sea of sameness

• The “house designed by Pinterest” pinks and greens is also apparent, 
particularly among pins created by media and interior designers.  

• There is more emphasis on layering shades of the same colour: dark-
hued blues, bright blues, sage greens, and browns.

• Interior designers are fixated on a distinct mustard yellow colour or 
ochre as the go-to “pop of colour.” 

• Some blogger homes are almost colourless. DIYers are not pinning 
this monochromatic look with white sofas, white throws, white walls, 
and the all-white kitchen. 

Media



WHAT SHOULD BE IN YOUR PINS?
COMPOSITION + TECHNIQUES THAT DRIVE ENGAGEMENT
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COMPOSITION
POPLUATED PINS ARE MORE 
POPULAR
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As part of the visual immersion, we noted how rooms were shown 
and whether the rooms had pets or people.  

We found stark differences in this area between the pins created by 
companies and the pins saved by DIYers.  

DIYers want... pins populated with people and pets 

• The unmade bed with pillows falling to the floor.

• A dog curled up next to a fireplace or at the foot of the bed.  

• The family gathered around the dining room table, laughing, 
spending quality time together, and making memories. 

• In progress rooms, not everything has found its place - just yet.

The market is offering... sterile, soulless interiors

• The bed with three layers of perfectly placed decorator pillows 
(pillows not for pillowing).  

• A bowl of oranges or avocados on the kitchen island, but nothing 
else. 

• Carefully placed houseplants, all in perfect condition – no wilting 
brown tips or leaves on the floor. 

• Interiors with views of perfect weather - not a cloud in the sky. 



TECHNIQUES
THE MARKET  USES ‘HOW TO’ PINS 
TO DRIVE TRAFFIC
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We also noticed very quickly that some pin types were more 
engaging than others.  

DIYers want… pins with useful content 

• After viewing a how-to or hack Pin, visitors should feel confident to go 
their own way and accomplish their intended task.

• If introducing trends, a multi-page Idea Pin is a great approach.  

• @madedotcom and @thedpages have a similar number of followers. 
But, @madedotcom's consistent use of Idea Pins allows them to 
achieve nearly three times as many monthly viewers.

• When DIYers clicks a Pin, they expect to be rewarded with helpful 
content and then they can decide whether they want to visit a linked 
site to learn more. 

The market offers... pins used to drive traffic 

• Most commercial boards pinning content on Pinterest require visitors 
to click the creator's link to their website, blog or YouTube channel to 
learn more. 

• This approach is tedious, requiring the visitor to go back into the 
Pinterest platform. 

• Visitors know when they click a promoted Pin, they will be taken 
directly to a commercial site. Traditional pins shouldn’t work that way. 

https://www.pinterest.dk/pin/77757531057400466/


PERSONAS
GETTING TO KNOW CONSUMERS ON PINTEREST
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NOT ALL DIYERS ARE THE 
SAME 
DIFFERENT PERSONAS ARE 
COMING THROUGH Within the DIYer home decor space, we found six different 
personas – each with different motivations for visiting Pinterest. 

These personas represent unique targeting opportunities for companies 
in pin creation and engagement. 

No-nonsense Nancy

Mother of four boys, looking for practical how-to projects she can do 
while the kids are at school. Nancy doesn’t have time for fluff. If the text 
overlay states, “How to do something in five easy steps,” it better be just 
that and not a ploy to get Nancy to your site.  For example: 

• How to remove marker ink from a rug. 

• How to tidy a closet in five minutes.
• Ideas for converting an attic into a playroom/homework room.

Pink sofa Sally

Sally is on a mission to buy a pink sofa. Every pin she has re-pinned is a 
pink sofa. We hope Sally has found her couch, but it feels like she will take 
her time. Sally is looking for reassurance that her quest, while certainly 
not mainstream, isn’t completely crazy either. For example:

• The “it” décor for electric decorating is fusion-designs. 
• This colourful San Francisco house is “Victorian on Acid.”

• One can never get tired of Pink. 
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NOT ALL DIYERS ARE THE 
SAME 
DIFFERENT PERSONAS ARE 
COMING THROUGH First house Howie

After a few years of living in an apartment with a roommate, Howie has 
finally purchased a small bungalow that needs a lot of work.  Howie is in a 
hurry to make his house a home. 

He’s looking for inspiration that addresses specific space limitations like 
his oddly shaped guest bedroom. However, his biggest limitation is a tight 
budget. Pins for Howie: 

• Ikea bookcase hack.

• How to take thrift shop finds and transform them completely. 

• Innovative layout ideas for an awkwardly shaped bedroom.

Not afraid to roll up her sleeves Ruth

She and her husband are documenting their adventures and renovating 
their ranch-style home in small-town America. She's an army wife and a 
new mom. 

Ruth is different from Howie. She has a particular aesthetic she wants to 
recreate, and she is constantly on the lookout for inspiration.  She’s in it 
for the long haul. Pins for Ruth: 

• How to install a sink in a tiny laundry room.

• How to create your own abstract art.

• How to paint a checked-board wall mural.
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NOT ALL DIYERS ARE THE 
SAME 
DIFFERENT PERSONAS ARE 
COMING THROUGH Always on the hunt Amanda

She has very clear ideas of how she wants her dream house to look. 
There is cohesiveness in Amanda's Pins - almost like a mood board 
created by a professional interior designer. Pins for Amanda:

• 26 spaces that will make you embrace the colour ochre. 

• Would I be crazy to paint my entire sitting room blue?  

• Yellow colour shade in Modern Interior design.

Welcome to the world Wendy 

Her pins are all over the place - she pins dainty chairs covered in chintz, 
big leather sofas, and uber modern spaces. She never focuses on a 
specific genre. 

Wendy is not worried about making mistakes. She charts her own path. 
You can follow her or get out of her way. Pins for Wendy:

• All the colours, all the time!

• Join our master class in mixing periods and styles.

• Designing an electric 20th century kitchen. 
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WHAT NEXT?
CONCLUSIONS + OPPORTUNITIES
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WHAT NEXT? 
CONCLUSIONS

There is a disconnect between what interior designers, bloggers, 
commercial brands, and design magazines create on Pinterest 
and what DIYers want.
• This disconnect leads to missed opportunities, lost sales, and 

potential irrelevance.
• Visual immersion offers a better understanding of the DIYer mindset 

than relying solely on search data. 
• This better understanding has the potential to enhance marketing 

strategies.
• Interior designers and big-box retailers no longer rule by decree. 

Many DIYers have no desire to run with the pack, choosing to chart 
their own path. 

• DIYers are not a homogenous group; they have different 
personalities, motivations, priorities and limitations. 

• The assumption DIY home décor consumers mould their visions 
based on what the industry preaches no longer holds completely 
true. 

• There’s an opportunity to adopt a bottom-up strategy targeting 
increasingly independent and connected consumers.

• The good news is consumers are willing to show the cards they hold 
(or the pins they re-pin and share) - there is no guessing involved 
here.  
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WHAT NEXT?
OPPORTUNITIES

The key to successfully targeting consumers - in this case, DIYers 
on Pinterest - is to employ best practices. Visual immersion is a 
way to truly understand what customers want.  

We see a number of immediate opportunities on the home décor space:

• Create the right content and shift your targeting to match consumer 
DIYer interests e.g. room focus, colour palette, fabric choices.

• Deliver valuable content on Pinterest, don’t force people to your site. If 
you create value, they will come. Try and force them and they won’t.

• Use the features like Idea Pins and video content to create a richer, 
more engaging experience.

• Don’t try to be perfect. The Market presents a sterile image of the 
perfect home, while DIYers prefer a more lived-in, natural approach.

• Keep an eye on how these trends are emerging. Don’t just rely on 
what the search data is telling you. It’s misleading. 

• Use a deeper, visual analysis to help you keep your finger on the 
pulse of what consumers are trying to achieve and the inspiration 
they need to get there. 

• You’re not alone, give us a call for any help working this all out. 
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THANK YOU
This work was created by Skye, Louise, 
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


