
Page 1CONFIDENTIAL PROPRIETARY INFORMATION © BELARDI WONG 2018

An 
integrated 
marketing 
and creative 
solutions 
firm 
relentlessly 
focused on 
driving 
revenue, 
profit and 
customer
growth.

Strategic Engagements ✦ Integrated CRM ✦ Acquisition Services ✦ Digital Services Creative Services ✦ Data Management

Pinterest Best Practices
Spring 2019



Page 2CONFIDENTIAL PROPRIETARY INFORMATION © BELARDI WONG 2018

Contents

• Why Pinterest Now

• How Pinterest is Different From Facebook and Instagram

• Facts About Pinterest

• What We’ve Learned About Pinterest

• Case Studies

• Pinterest Creative Best Practices



Page 3CONFIDENTIAL PROPRIETARY INFORMATION © BELARDI WONG 2018

Why Pinterest Now?

People come to Pinterest to discover what’s possible, and brands play an 
important role in helping them decide what to do or buy next!

• Rising costs and competition on other social platforms makes Pinterest a new 
channel to test and market in:
• Facebook is a place to share photos, updates, and general news with family and 

friends.
• Twitter is fast-paced and concise, mainly focused on politics or trending stories.
• Pinterest is a unique platform where you post only a photo and short caption to 

an audience looking to discover something new.

People say that Pinterest helps them decide what to buy 

9/10 times!
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Why Pinterest Now?

Shoppers are more committed and spend more than originally planned 
after identifying with pins. 
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How is Pinterest Different than Facebook or Instagram?

Pinterest is an ideal visual discovery platform:
• Pinterest is mostly associated with helpful and personalized 

branded content while other social sites aren’t
• Pinterest is more influential than other social sites and Amazon
• Pinners are more likely to plan earlier and spend more than non-

Pinners
• Pinterest connects generalized planning mindset to specific 

planning, and Pinterest bridges ideas to reality

Pinners are doers:
• Pinners are more likely to take actions during planning phase than 

other social platform users
• Realize their plans
• Share new ideas with others
• Try out ideas they find
• Purchase online/offline
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How is Pinterest Different than Facebook or Instagram?

The taste graph that Pinterest built within its platform can be used to predict 
future interests using:

Raw data: Utilize their curation/engagement 
graph - 100’s billions Pin-board connections 
and trillions engagement signal. 

Patterns: Extract/cluster concepts/features –
10’s millions of entities

Taste graph: Place in a hierarchy and label-
classify users/ Pins/ engagement metrics, 
products, ideas/ tastes – Targeting 100k 
nodes
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Facts About Pinterest

76%
Women 

(ages 25-54)

+40%
Growth year 

on year

100B
Pins with 
Interests 
Attached

47M
US Pinners 
$100k+ HHI
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With 200+ million users and 93% of active pinners saying they used Pinterest to plan for 
purchases, Pinterest is a marketing powerhouse. 

Pinterest is a visual discovery engine that helps you find and do what you love. Simply 
transferring campaigns from other social networks is not effective. If your brand does not have a 

specific Pinterest marketing strategy in place, it is missing an important 
driver of top-of-funnel awareness to bottom-of-funnel conversions.

Belardi Wong, along with a dedicated team of specialists at Pinterest, builds marketing 
campaigns that leverage the unique features

of the platform by:
▪ Using technology and data to identify qualified audiences
▪ Building comprehensive custom marketing strategies

▪ Developing creative that is highly pinnable
▪ Relentlessly focusing on analytics to optimize results

What We’ve Learned
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What We’ve Learned

Campaign Objectives
• Build Awareness – Help people discover your brand, product and other services through 

Brand Awareness or Video Views. 
Our Recommendations
• Drive Consideration – Get more traffic and app installs through Traffic or App Install- start 

with Traffic.
• Get Conversions – Boost transactions for your product through Conversion Objective. 

• Approximately $25K to test one campaign – recently released and recommend that 
advertisers have 200 weekly conversions of a single event type on a 7/7/1 attribution 
window.

Ad Placements
Placement determines where your Promoted Pins are shown on Pinterest. When you set up 
your ad group, you have the ability to choose your placements to target more specific user 
behavior.

• Search – shows your Promoted Pins in search results. This typically works best to drive 
conversions for prospecting.

• Homefeed – shows your Promoted Pins as people browse in their home feed. This works 
best for retargeting.
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What We’ve Learned

Ad Targeting Options

• Keyword Targeting - Keyword targeting lets you reach people as they search for a specific idea 
on Pinterest.

• Expanded Targeting – An ad group setting that enables an ad to be automatically targeted to 
relevant searches. It helps you automatically target your ads to people searching relevant 
topics, and easily launch effective campaigns.

• Audience Targeting/ Retargeting - Audience targeting helps you reach a specific group of 
people by combining info about your customers with info about how people use Pinterest. 
You can create four types of audiences: customer lists, people who went to your site, people 
who engaged with your Pins on Pinterest, and people similar to an existing audience list. 

• Age Targeting – Choose to target people in a specific age range within the US when creating 
an ad.

• Interest Targeting - Take advantage of Pinterest's unique understanding of people's interests, 
tastes, and life stages with interest targeting. 

• Location, Language, Device, and Gender Targeting – Use location, language, device and 
gender targeting to show your Promoted Pins to the most relevant Pinners, making sure you 
reach the right people at the right time. (Recommendation: Default to U.S. and English 
language)
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Case Studies
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Women’s Apparel Case Study

Belardi Wong helped to launch a women’s apparel brand onto Pinterest and drive an 
average a 3x ROAS.
• Results are led by strong retargeting campaign performance from users who 

engaged in their site or organic pins within the last 90 days (excluding site 30-day 
site purchasers).

• Site visitor retargeting audience has grown by several thousand since starting 
Pinterest advertising campaigns, qualifying a new audience with Pinterest.

Some examples of apparel brand ads on Pinterest:

Results are not fully baked
Attribution window: 30 day click/30 day 
engagement/7 day view
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Home Décor Case Study

We helped develop and implement a new Pinterest strategy for a large home furnishing 
omnichannel retailer in the US to drive incremental revenue.  
• Beat our ROAS goal by +232% with a 60/60/30 attribution window.
• 79% of total demand came from prospecting campaigns – helping to grow the housefile 

and retargeting audience through Pinterest.

Some examples of home brand ads on Pinterest:

Results are not fully baked
Attribution window: 60 day click/60 day 
engagement/30 day view
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Pinterest Creative Best Practices
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Tips for Creating a Successful “Pin”

1. Personalize, personalize, personalize. Consider the idea “less is more” and use 

these pins to empower your customers to take action or be inspired.

2. Understand the customer’s needs.  Display consistent and relevant pins tailored 

to the ‘right’ consumers. Focus more on being a solution to a need or being visually 
inspiring rather than quick conversions.

3. Focus on photography and design. Think of how you can visually appeal to and 

stand out in someone’s feed. This is a highly visual platform!

4. Keep formatting top-of-mind. The vertical format is everything with this platform. 

Build ads to suit.

5. Be smart with text. This can be a very powerful tool when used correctly. 

6. Promos are not critical. Especially with this medium. Many people use Pinterest early 

on in the buying process; they’re gathering ideas and inspiration.
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Stand Out From the Crowd

• Be personal and relevant by offering creative, eye-catching content that Pinterest users have come to expect

• Not only will this grab consumers’ attention, but it will also allow your brand to resonate more deeply

• What works in print and digital ads works on Pinterest (e.g., strong angles, graphic backgrounds, color, use of 
negative space). Visually pleasing ads win! 
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Vertical and Video Formats for Mobile

• 80% of pinners access the platform 
from a mobile device and your pin 
will most likely remain on their screen 
for less than two seconds 

• Use all the screen space that you can 
in order to convey your message

• Pinterest now offers two video 
dimensions – max width (square) and 
vertical. 

• Before publishing, upload your pin to 
a secret board and check that the 
message is readable, user-friendly, 
punchy and legible on mobile and the 
image is not distorted

Max Width Video

Vertical 
Video
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• Text overlays are more 
powerful and visual than 
pin captions

• Use text overlay to 
communicate your core 
message

• The more straightforward 
and to-the-point the text 
is, the better

• Disregard the general 
headline/sub-header rules 
– think visual!

Overlay Images with Text
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Tasteful Branding

• Subtle branding drives higher pin performance and engagement
• Include your brand with product placement or a watermark
• Avoid putting your logo in the bottom-right of the pin or it will get covered by a Pinterest product feature
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Additional Pinterest Best Practices Ideas and Resources

• Make sure that you are telling a clear brand story

• Experiment with videos and consider promoted video pins

• Include one-tap pins – they are more enticing and encourage action

• Incorporate removable pins into your strategy – this is the best way to show promos or sales

• Look at different potential campaign goals (e.g., app installs)

• Test and learn – test different photography and ad types to understand what’s driving conversion

Pinterest Ad Specs: https://business.pinterest.com/en/pinterest-ad-formats

For more information please contact Heather Murphy at heatherm@belardiwong.com

https://business.pinterest.com/en/pinterest-ad-formats
mailto:heatherm@belardiwong.com

