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Summary: 

In a nutshell, Pinterest is a social media website dedicated to “pinning” or clipping your favorite 
images from the internet. Gone are the days of clipping things out of magazines and filing them 
away or pasting them into a wish book or photo album for future reference. Pinterest allows 
the user to clip and store online anything they find interesting. Pinners can create their own 
boards where they collect (or pin) the things that interest them such as craft projects, recipes, 
wedding plans, baby showers, home design ideas, funny pictures, inspirational quotes, fitness 
tips, and more! Think of it as an online bulletin board of inspiration. 

The great thing about this is that it is entirely based on the individual’s personal interests and 
likes. Then, when the user is ready to use a recipe or start a craft project, they have all the ideas 
they want collected on one easy to use page where they can just click the picture to take them 
to the original website where that content came from. That means that the user no longer has 
to bookmark or save every single website they find in their favorites bar through their internet 
browser. And unlike Facebook which asks the user to “like” something that he/she soon forgets 
all about, Pinterest is neat, organized and doesn’t push content the way that Twitter or the 
Facebook news feed do. Instead, users can see what their friends have pinned and choose to 
comment, like or re-pin any pin they find interesting or useful. Furthermore, users can connect 
through either Facebook or Twitter and share their pins through those social networking sites 
as well, thus multiplying the exposure of each pin. 

As a matter of function, Pinterest also has a browser add-on that allows the user to put a “Pin 
It” button on their browser so they can easily pin anything they find while surfing the web. 
When pinning content, the pin automatically includes a link to the external source for easy 
reference. In short, Pinterest is a highly-addicting and highly personal social media platform 
that brings out the OCD tendencies in all of its users and drives them to share more content.  

 

Demographics:  

Pinterest currently has over 4 million users with nearly 1.5 million unique visitors daily. Since 
the week of December 11, 2011, Pinterest has grown by 4000% and is still growing. The best 
part about Pinterest, and why this is so applicable to organizations like the American Heart 
Association, is that 80% of Pinterest users are women between the ages of 18-54 with some 
college experience. More specifically, the data (provided by Ignite Social Media) looks like this: 

http://www.ignitesocialmedia.com/social-networks/pinterest-demographic-data/
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Cause Marketing: 

While Pinterest is still mostly being used by individuals, a few businesses have already seen the 
potential that lies beneath the surface. Amnesty International USA is a great example of how 
Pinterest can be used as a tool for cause marketing.   

http://pinterest.com/amnestyusa/  

Amnesty International USA has chosen to create 13 different boards representing their 
interests, their beliefs, and their products. Since the mission of their organization is a grassroots 
human rights campaign, Pinterest is the perfect medium for them to use. Most of us are visual 
learners and the subject of human rights can best be expressed in pictures. Pinterest allows 
Amnesty International USA to appeal to our sense of pathos by sharing photos of people, facts, 

http://pinterest.com/amnestyusa/
http://www.ignitesocialmedia.com/social-networks/pinterest-demographic-data/attachment/reddit-age-data/
http://www.ignitesocialmedia.com/social-networks/pinterest-demographic-data/attachment/pinterest-gender-data/
http://www.ignitesocialmedia.com/social-networks/pinterest-demographic-data/attachment/pinterest-income-data/
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books, goods and events that will tug at the heartstrings and encourage people to become 
more aware of human rights issues around the globe.  

 

 

 

http://pinterest.com/fossil/  

From a sales standpoint, Pinterest can also serve as that rare social media gem that actually 
contributes to the bottom line in a tangible way. Fossil, a for-profit fashion retailer, has created 
their own page designed to improve awareness of the variety of products they offer and, of 
course, to lead to more sales. Most people are aware of Fossil as a brand of watches and 

http://pinterest.com/fossil/
http://pinterest.com/fossil/
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purses. Few are aware of the wide variety of jewelry, accessories, leather goods and home 
accent pieces that they offer. Pinterest offers them a place to showcase their vintage style and 
spread the word as other users pin and repin images from Fossil. Overall, approximately half of 
all of the pins link back to their own page or website while the other half link to other websites, 
blogs and users. The result is a vast network of users and websites sharing the same pictures 
that all connect back to Fossil in one way or another, thereby creating a visual conversation 
between users and the Fossil brand. 

 

For the American Heart Association, this platform is a perfect tool for a variety of reasons: 

1. Primary Pinterest users coincide with AHA target audiences. 
2. Users will share content with all of their friends by pinning and re-pinning AHA 

generated content.  
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3. Pins, and the sharing of pins, will help raise awareness of AHA programs, resources, 
events and products. 

4. Involvement in Pinterest will boost the AHA brand and make more women aware of the 
dangers of heart disease.  

Originally, I had planned on creating a page for the Dallas Division that included the following 
boards:   

 Facts 
o Create visually appealing digital posters with one fact each. 
o Facts can be about heart disease, heart defects, heart attacks, CPR, etc.  

 Activists/Ambassadors 
o Pin celebrities who represent AHA. 
o Pin local ambassadors and activists. 

 Recipes 
o Pin heart healthy recipes. 

 Fitness  
o Pin inspiring quotes and pictures of people getting in shape. 
o Pin fitness plans and tips. 

 Inspiring Quotes and People 
o Pin positive and inspiring quotes. 
o Pin pictures of positive and inspiring people who support the AHA mission. 

 Books 
o Pin books endorsed or written by the AHA. 
o Pin books about inspiring people, health, fitness and brand ambassadors. 

 Wear Red  
o A fashion board dedicated to wearing red. 

 Go Red for Women 
o Pin pictures, posters, etc. promoting the Go Red for Women campaign. 

 Shop Red 
o Pin products from the AHA online shop. 
o Pin AHA endorsed products. 

 Go Red DIY projects 
o Pin craft projects and ideas as a way of promoting various AHA campaigns.  

My plan was shut down almost immediately by the state AHA office and I was brought on board 
to help with their plan. Currently, the AHA Texas office is experimenting with Pinterest without 
the knowledge or permission of the National Center which is notorious for being slow-adaptors 
to social media. We (the state office representative, Whitney Presley, and myself) have created 
a board using the Go Red for Women platform and have created several boards. Upon further 
reflection, we decided that Pinterest is not a tool that every individual division office should be 
using like Facebook or Twitter. Instead, Pinterest is best as a tool for brand marketing and cause 
awareness for the entire organization rather than the local markets.  

 

http://www.goredforwomen.org/
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http://pinterest.com/goredforwomen/  

 

 Learn More About the Heart 
o Facts about heart disease and stroke risks. 

 Our Recipes 
o Recipes directly from AHA online sources. 
o We have nearly 3 times as many recipes available but none with pictures, 

something that we have suggested needs to be remedied. 

 Read Our Stories 
o Pictures and stories of heart disease survivors. 

 Pin Red for Women 

http://pinterest.com/goredforwomen/
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o A collection of original pins created by graphic designers in the state office. 
o Designed to promote the AHA Pinterest page through sharing of original content. 

 Red Hot Dresses 
o Dresses from the Go Red for Women fashion show. 

 Exercise & Stuff 
o Exercise and fitness tips. 
o Fitness gear and running/walking shoes. 

 Grow Your Own Stuff 
o Tips on gardening and growing your own vegetables and fruits 

 Other Good-For-You Recipes 
o Healthy recipes from other sources. 

 Heartfelt Crafts 
o Crafts and projects with a heart-theme. 

 Shop Red 
o Products for sale that benefit the AHA 

 Red Hot Photos 
o Pictures of Go Red keynote speakers. 

 Ways to Go Red 
o Information on how to participate in AHA campaigns. 

 Covet Red 
o More random red pictures. 

 Macy’s Shop Red 
o A collection of red merchandise and AHA branded merchandise from Macy’s, 

national sponsor of the Go Red for Women campaign. 

 Really Cool Non-Heart Stuff 
o Random red projects and ideas. 

 Words to Live By 
o Inspirational quotes. 

 Paint the Town Red 
o Pictures of cities that have embraced the Go Red for Women campaign in a big 

way. 

 Red Passion 
o Random red outfits, pictures and ideas from other Pinterest users. 

 You Know… for the kids 
o Dedicated to healthy and fun activities for children 

 

Some of these boards should be combined because they are redundant (like Covet Red and Red 
Passion). We have discussed whether to create pages for the larger markets like Dallas or New 
York but so far that doesn’t seem to be something that we feel users would be interested in. 
The pinning process is a day by day experiment to see what works to drive more followers to 
our page. 
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It is important to realize that not all of the content has to come from an AHA source. Some of 
this will need to be pinned directly from AHA online sources while some will need to be re-
pinned from other Pinterest users. By re-pinning content by other users, the AHA will gain 
followers to its boards and users will begin sharing AHA content among their friends.  

It is important to note that the user cannot pin content from any Facebook page. The AHA does 
not have any pictures of the Go Red for Women campaign on any source other than the FB 
page so that means that we have to download (or upload) the pictures ourselves and manually 
link them to the FB page or any other AHA source. 

  

Strategy and Analytics: 

Our strategy involves pinning or repining a minimum of 20 times per day with at least 10 of 
those being direct AHA pins and the other 10 being from other Pinterest users. I have been 
pinning on Tuesdays and Thursdays while the state office has been pinning on Mondays, 
Wednesdays and Fridays.  

Currently, there are no clear metrics available for Pinterest. We have attempted to use Google 
Analytics but have been unsuccessful. It seems that Pinterest will not allow Google Analytics to 
hack into the page to collect data yet. We are also combing through Pinterest to try and assess 
for ourselves how Pinterest is labeling followers and how that information can be tracked. 
Currently, our profile shows that we have 489 Pins, 58 Likes, 215 Followers and we are 
following 310 other users. This amounts to a 57% increase in followers in just two months. But 
the difficulty in tracking is that users can follow individual boards. Our 215 followers are those 
who are following all boards and does not take into account board followers. For example, on 
our “Learn More About the Heart” board, we have 24 pins and 412 followers but we have no 
way of tracking how many of those followers are following every board or tracking what pins 
they have re-pinned. We hope that Pinterest will release its own analytics within the next 6 
months and rumor is that it will happen before then.  

The best information I’ve found thus far on analytics comes from RJM Metrics. According to 
their own data and research consisting of nearly one million pins, more than 80% of pins are re-
pins which proves the viral nature of Pinterest. In this sampling of pins, they also discovered 
that one million pins represented more than 100,000 distinct source domains. Below are the 
twenty most prominent external sources. 

http://info.rjmetrics.com/blog/bid/52877/Pinterest-Data-Analysis-An-Inside-Look
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It should also be noted that Etsy.com, the number one sourced site, only represents about 3% 
of total pins. As for the number two site, google.com, most of the links pointed to Google Image 
Search so technically it doesn’t count. After Flickr, Tumblr and weheartit.com, no other domain 
represents more than 1% of pins.  

Something else to consider is user engagement. Unlike most sites, user interest shows a steady 
decline until users are no longer engaged with that company at all. With Pinterest, the exact 
opposite is true. Users become more engaged over time as they build more boards and share 
more ideas. This means that even if users do leave Pinterest, the highly engaged users more 
than make up for this loss of activity by increasing their own activity.  

In short, Pinterest seems to be demonstrating some of the strongest analytics for user 
engagement and retention of any social media platform ever introduced. Platforms such as 
Facebook are already showing signs of decline among companies as users grow tired of 
companies and brands filling up their news feeds. Many Facebook users will “like” a company 
only to never engage with that page again. In fact, the average click-through rate on Facebook 
has declined by more than 8% this past quarter. Pinterest, however, is built around user 
engagement in a way that no other social media platform has ever done.  If this trend 
continues, the potential for cause marketing and brand awareness for companies like the 
American Heart Association are limitless.  
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Sources:  

http://www.ignitesocialmedia.com/social-networks/pinterest-demographic-data/ 

http://pinterest.com/amnestyusa/  

http://pinterest.com/fossil/  

http://pinterest.com/goredforwomen/  

http://info.rjmetrics.com/blog/bid/52877/Pinterest-Data-Analysis-An-Inside-Look  

http://www.bizjournals.com/louisville/blog/socialmadness/2012/04/ads-on-facebook-see-
decline-in.html 

 

http://www.ignitesocialmedia.com/social-networks/pinterest-demographic-data/
http://pinterest.com/amnestyusa/
http://pinterest.com/fossil/
http://pinterest.com/goredforwomen/
http://info.rjmetrics.com/blog/bid/52877/Pinterest-Data-Analysis-An-Inside-Look
http://www.bizjournals.com/louisville/blog/socialmadness/2012/04/ads-on-facebook-see-decline-in.html
http://www.bizjournals.com/louisville/blog/socialmadness/2012/04/ads-on-facebook-see-decline-in.html

