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SECTION 01

Pinterest Is a Visual Search Engine, Not a Social Network

Pinterest Is a Visual Search Engine, Not a Social Network

The single most important thing to understand about Pinterest is its user intent. On Meta or TikTok, users arrive to
socialize and consume content. Your ad interrupts them. On Pinterest, users arrive with a purpose: they are
searching for ideas, planning a project, building a wish list, or researching a purchase. Your ad does not interrupt
them. It answers them.

That intent difference is why Pinterest consistently outperforms other social platforms on purchase-related metrics
for the right product categories. Pinterest's 619 million monthly active users -- confirmed in the Q4 2025 earnings
report -- arrive in a shopping mindset that no other platform matches at scale.

Monthly active users 619 million globally (Q4 2025 record high) Pinterest Q4 2025 earnings
US users Approximately 97 million monthly active users Pinterest Q4 2025 earnings
Purchase behavior 85% of weekly users have made a purchase based Pinterest Business data

on a pin from a brand

Search intent 96% of top Pinterest searches are unbranded Pinterest internal data
ROAS vs other platforms 32% higher ROAS for Pinterest ads vs other digital Nielsen analysis
platforms commissioned by Pinterest
Shopper spend Pinterest shoppers spend 2x more per month than Pinterest Business /
shoppers from other platforms Hootsuite
High-income reach Reaches 40% of US households earning more than Pinterest Business data

$150,000 per year

Purchase window 21 to 30 days -- longer than any other social platform Pinterest attribution guidance

Mobile usage 85% of all Pinterest sessions take place on mobile Pinterest Engineering Blog
2025

CPC vs Instagram 50% lower CPC than Instagram Hootsuite Social Ads

Benchmarks 2026

User mindset Planning and purchasing vs socializing
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Ad experience Answer to a search vs interruption of a feed

Primary targeting Keywords and interests vs audience demographics

Purchase window 21 to 30 days vs 7 days or fewer

Creative format Vertical 2:3 contextual lifestyle vs 1:1 product-forward

Content longevity Pins drive traffic for months or years vs posts expire in hours
KEY INSIGHT

Pinterest is the only major social platform where the top reason users visit is to discover new products and brands.
That is not a secondary behavior -- it is the primary use case. Build your strategy around being the best answer to
a search query, not the most disruptive ad in a feed.
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SECTION 02

The 3 Mistakes That Waste Most Brands' Pinterest Budgets

Most ecommerce brands that try Pinterest and conclude it does not work are making one or more of these three
mistakes. None of them are complex to fix, but all of them are expensive to ignore.

Copying the Meta Strategy

The problem: Pinterest and Meta require completely different approaches. Meta rewards interruption-optimized
creative designed to stop a social scroll. Pinterest rewards search-optimized content designed to answer a
planning query. Brands that copy their Meta ad structure, audience targeting approach, creative format, and
performance window onto Pinterest consistently underperform and incorrectly conclude the channel does not work
for them.

The fix: Treat Pinterest as a search engine campaign, not a social campaign. Build keyword lists before you build
audiences. Set a 30-day evaluation window, not 7 days. Design creative for vertical discovery grids, not horizontal
social feeds.

Using the Wrong Image Dimensions

The problem: Pinterest is a vertical platform. The standard pin ratio is 2:3 at 1000x1500 pixels -- confirmed in
Pinterest's official ad specs. A square 1:1 image occupies roughly half the vertical feed space of a correctly sized
pin. In a grid-based visual platform where screen real estate equals presence, that size difference directly reduces
impressions, saves, and clicks. Brands that push their Meta creative library to Pinterest without resizing are
running half-sized ads in a format-sensitive environment.

The fix: Build a Pinterest-specific image template at 1000x1500px (2:3). For video, use 9:16 at 1080x1920px for
Reels-style vertical content, or 2:3 for standard feed video. For Idea Pins, use 1080x1920px (9:16). Never run
square or landscape images as primary Pinterest creative.

Ignoring Pinterest SEO

The problem: Pinterest's algorithm distributes content based on keyword relevance, not just audience targeting.
96% of top Pinterest searches are unbranded -- users search for categories and use cases, not brand names.
Brands that skip keyword optimization on pin titles, descriptions, board names, and profiles miss the organic
distribution layer that makes Pinterest's paid ads more effective and more efficient over time.

The fix: Research keywords using Pinterest's search bar autocomplete and related keyword bubbles before
creating any content. Apply those keywords to pin titles (50 to 100 characters), pin descriptions (up to 500
characters), board names, board descriptions, and your profile bio. Paid keyword targeting should mirror your
organic keyword research exactly.
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SECTION 03

Pinterest SEO: Keyword Strategy for Ecommerce

Pinterest SEO determines both your organic reach and the effectiveness of your paid campaigns. The platform's
algorithm uses keyword signals from your content metadata to decide which searches your pins appear in.
Stronger keyword optimization means broader organic distribution and lower paid CPCs because your content is
more relevant to the searches you are targeting.

Where to apply keywords:

What to Optimize Character Limit

Pin title Lead with primary keyword; describe the product and use case 50 to 100 characters

Pin description Natural language keyword-rich copy; include secondary and Up to 500 characters
long-tail terms

Board name Use real search terms, not internal category names Up to 50 characters

Board description Describe the board using keyword-rich language matching user Up to 500 characters
searches

Profile bio Describe your brand and products using searchable category Up to 160 characters
terms

Alt text Descriptive text including product name, color, use case, and Up to 500 characters
category

How to find Pinterest keywords:

1. Use Pinterest search autocomplete: Type your product category into the Pinterest search bar. Every
autocomplete suggestion is a real query your potential customers use. Document every suggestion for your top
5 product categories.

2. Use the keyword bubble clusters: After running a search, Pinterest displays colored keyword bubbles below
the search bar. These represent related intent clusters the algorithm uses to categorize searches. Each bubble
is a keyword target worth building content around.

3. Analyze top-performing organic pins: Search your target keywords and examine the top organic pin results.
Note the exact language in their titles and descriptions. These pins rank because their keywords match how
users search.

4. Use Pinterest Trends: Pinterest Trends at trends.pinterest.com shows search volume and trending keywords
by category and season. Use it to plan seasonal content 45 to 60 days before peak search periods.
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5. Build a keyword matrix: Organize your keywords into three tiers: broad category terms (home decor), mid-tail
terms (minimalist living room ideas), and long-tail terms (small living room minimalist decor with couch). Apply
all three tiers across your content.

Your paid keyword targeting in Pinterest Ads Manager should mirror your organic keyword research exactly.
Consistency between your organic pin metadata and your paid keyword targets reinforces your account's
relevance signals and typically reduces your paid CPCs over time.
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SECTION 04

Creative Strategy: Dimensions, Context, and What Converts

Creative Strategy: Dimensions, Context, and What Converts

Pinterest creative strategy differs from every other paid social channel because users are looking for context and
inspiration, not product shots. An image that performs well on Meta because it is bold and product-forward will
often underperform on Pinterest because it looks like an ad in an environment full of editorial-quality content.

Format Recommended Ratio Notes

Dimensions

Standard image pin 1000x1500px 2:3 Primary format -- maximum feed presence.
Pinterest's official recommended ratio.
Standard video pin 1000x1500px or 2:30r9:16 Pinterest supports 1:1, 2:3, and 9:16. Use 9:16 for
1080x1920px Reels-style vertical content.
Idea Pin 1080x1920px 9:16 Full-screen immersive format for sequential
content and tutorials.
Carousel pin 1000x1500px or 2:3o0rl1 2 to 5 images per carousel. All cards must use the
1000x1000px same ratio.
Collection ad 1000x1500px hero; 2:3 hero; 1:1 One hero image above three smaller product tiles.
1000x1000px tiles tiles Mobile only.
Square pin 1000x1000px 11 Acceptable but takes up less vertical feed space
than 2:3. Use as secondary format only.
NOTE

Pins with aspect ratios taller than 2:3 (for example 1:3) will be truncated in the feed. Users see only the top portion
until they tap to open. Keep standard pins at exactly 2:3 for full visibility in the home feed without cropping.

Lifestyle context over product isolation: Show the product in use in a real environment. A throw blanket on a
styled sofa in a real living room outperforms the same blanket against a white studio background. Pinterest users
are building a vision of a space, outfit, or routine, and your product needs to fit into that vision.

Vertical composition with breathing room: Fill the 2:3 frame with a well-composed image that has a clear focal
point and negative space. Cluttered images underperform. The product should be visible and prominent but not the
only element in the frame.
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Minimal text overlay: A short text overlay of one to five words in a clean, legible font reinforces the search
keyword and adds context to the image. Position text in the upper third of the image where it reads before a user
taps to expand. Keep the font size large enough to read on mobile.

Consistent brand aesthetic: Pinterest rewards accounts with a consistent visual style. Users who encounter a pin
they like will visit your profile and board. If your content looks coherent as a collection, they follow. If it looks
inconsistent, they do not.

Rich Pins for product data: Enable Rich Pins for your product catalog. Rich Pins automatically pull real-time
pricing, availability, and product name from your site into the pin. This additional metadata increases purchase
intent and reduces friction between discovery and decision.

KEY INSIGHT

Pinterest's visual search capability adds a discoverability layer beyond keyword search. When users photograph
something they like and search for similar items, Pinterest matches results based on image content. Products
photographed in context with strong composition and clear product visibility surface more frequently in visual
search results.
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SECTION 05

Campaign Structure for Ecommerce Brands

Campaign Structure for Ecommerce Brands

Pinterest campaign structure for ecommerce should reflect the platform's longer purchase window and
discovery-first behavior. A three-layer structure covering awareness, consideration, and conversion runs
simultaneously and addresses the full 21 to 30 day customer journey.

Layer 1: Awareness Broad keyword targeting, lifestyle creative

Build presence in your key search categories. Target broad and mid-tail keywords. Use contextual lifestyle creative
showing your products in inspirational contexts. Optimize for reach or awareness. Budget: 40 to 50% of total
Pinterest spend. This layer builds the organic and paid keyword authority that makes your other campaigns more
effective over time.

Layer 2: Consideration Shopping ads and keyword targeting

Capture active searchers who are evaluating options. Run Shopping ads fed from your product catalog targeting
your core product category keywords. These users searched a specific term and are comparing products. Your pin
needs to show the product clearly with accurate pricing. Budget: 30 to 40% of total Pinterest spend.

Layer 3: Conversion Retargeting site visitors and past purchasers

Close shoppers who have already shown interest. Target site visitors, product page viewers, cart abandoners, and
past purchasers. Use your most specific product creative and your strongest social proof. Pinterest's purchase
window means shoppers who saved your pin weeks ago are still in your retargeting window. Budget: 20 to 30% of
total Pinterest spend.

Keyword targeting Capturing active searchers Primary targeting method for ecommerce -- use broad,
phrase, and exact match

Interest targeting Building category awareness Layer with keywords for tighter relevance

Actalike audiences Prospecting new customers Pinterest's equivalent of Meta lookalikes -- seed with
purchaser lists

Customer list targeting Retargeting and win-back Upload emaill lists for direct retargeting
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Site visitor retargeting Closing consideration-stage Requires Pinterest tag on your site
shoppers

Engagement retargeting Re-engaging savers and pin Targets users who engaged with your pins but did not
engagers visit

Start with keyword targeting as your primary method, not interest targeting alone. Interest targeting on Pinterest is
broad and reaches users with general category interest. Keyword targeting reaches users actively searching for
exactly what you sell. The difference in purchase intent between the two is significant.
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SECTION 06

Ad Formats: Shopping Ads, Performance+, and Top of Search

Pinterest has expanded its ad format options significantly in 2025 and 2026. Understanding which format to use for
which objective determines both your cost efficiency and your ability to reach shoppers at the right moment in their

decision process.

Shopping ads

Standard promoted pins

Video pins

Carousel pins

Collection ads

Performance+

campaigns

Top of Search ads

Direct product sales from catalog

Awareness and consideration with

lifestyle creative

Product demonstrations, use-case
storytelling

Multi-product showcase or step-by-step
content

Catalog browsing for fashion and home
brands

Scaling with Al-automated targeting and
bidding

First-position placement in search
results

Shopping ads setup for Shopify brands:
1. Install the Pinterest for Shopify app from the Shopify App Store

15% higher ROAS and 2.6x higher conversion rates
vs standard pins (Pinterest Business data)

Most flexibility in creative direction and targeting
Strong for high-consideration products needing visual
context

2 to 5 cards in 2:3 or 1:1 ratio; good for collections or
process content

Hero image plus product feed; mobile only; strong for
lifestyle-plus-product formats

At least 20% lower CPA vs standard campaigns in
Pinterest Business tests

Higher CTR than standard placements; launched
September 2025

2. Connect your Pinterest business account and authorize catalog sync

3. Pinterest automatically imports your product catalog including images, prices, titles, and availability

4. Enable Rich Pins to pull real-time pricing and availability into every product pin

5. Create a Shopping campaign in Pinterest Ads Manager and select your synced catalog as the product source

6. Set up product groups to segment your catalog by category, price tier, or bestseller status for bid management

Performance+ campaigns:
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Performance+ is Pinterest's Al-powered campaign type launched in Q4 2024 and expanded through 2025. It
automates audience targeting, bidding, and budget allocation. According to Pinterest Business, brands using
Performance+ catalogue campaigns saw at least 20% lower CPA compared to standard campaigns in Pinterest's
own tests. By Q1 2026, Performance+ accounted for approximately 30% of Pinterest's lower-funnel ad revenue,
with adopters growing spend at nearly twice the rate of non-adopters.

Test Performance+ against your existing manually managed campaigns using the same budget and objective for
30 days. Performance+ requires conversion history to optimize effectively. Pinterest recommends at least 50
conversions per week for optimal algorithm performance. Brands with fewer conversions may see better results
building that history with manual campaigns first before switching.
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SECTION 07

Bidding Strategy and Attribution Settings

Bidding Strategy and Attribution Settings

Two settings that most ecommerce brands configure incorrectly on Pinterest: bidding strategy and attribution
window. Getting these wrong leads to either overspending or dramatically undercounting conversions -- both of
which produce the wrong conclusions about Pinterest's actual performance.

New accounts Automatic bidding Let Pinterest's algorithm learn before introducing manual
targets

Awareness and reach CPM bidding Optimize for cost per 1,000 impressions

Consideration CPC bidding Optimize for cost per click to your site

Conversion (early stage) Automatic or target CPA Set a CPA target 20% above your actual CPA initially

Shopping campaigns Optimized CPM or target ROAS Start with optimized CPM, move to target ROAS after

50+ conversions

Performance+ campaigns Fully automated Algorithm manages bidding -- set your budget and
conversion goal only

Pinterest's attribution windows are expressed as click and view lookback periods. The available lookback windows
are 30 days, 7 days, and 1 day for both click and view. Pinterest's default Conversion Insights reporting uses a
1-day view and 30-day click window. Note: Pinterest deprecated the separate engagement window in April 2025,
simplifying attribution to click and view dimensions only.

Attribution Setting What It Captures

1-day click / 1-day view Only immediate conversions Significantly underestimates Pinterest
performance -- avoid for evaluation

7-day click / 1-day view One-week purchase window Better but still undercounts for most
ecommerce categories

30-day click / 1-day view Default Pinterest Conversion Insights window Good starting point for most brands
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Attribution Setting What It Captures When to Use

30-day click / 30-day view Full Pinterest purchase and view window Recommended for high-AOV
categories with longer research
phases
KEY INSIGHT

Brands that evaluate Pinterest on a 7-day or shorter attribution window will consistently undercount conversions.
Pinterest users have a 21 to 30 day purchase window -- they save pins, return, and buy later. Set your attribution
window before your first campaign launches and align it with your product's actual consideration timeline. A longer
window is especially important for high-AQV categories like furniture and home decor.

A note on Shopping ads average ROAS:

Pinterest Business data shows Shopping ads deliver an average ROAS of 2.3x, higher than awareness campaigns
(1.2x) and consideration campaigns (1.7x). Well-optimized accounts in high-intent categories like home decor and
fashion can achieve significantly higher ROAS than this average. Use 2.3x as a baseline benchmark, not a ceiling.
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SECTION 08

Which Ecommerce Brands Win on Pinterest

Which Ecommerce Brands Win on Pinterest

Pinterest delivers the strongest results for ecommerce brands whose products are visually rich, contextually
inspiring, and oriented toward life planning or self-expression. The platform's audience skews toward high-income
households actively researching considered purchases, which suits higher-AQV products particularly well.

Category Why Pinterest Works Avg CPC Range (2025
data)
Home decor and furnishings Core Pinterest use case -- users actively plan room $0.50 to $0.80
designs
Apparel and fashion Outfit inspiration is a top Pinterest behavior $0.40 to $0.70
Beauty and skincare Routine building and product research $0.40 to $0.60
Food and kitchen Recipe discovery and kitchen product research $0.30 to $0.60
Outdoor and garden Seasonal planning, high purchase intent $0.50 to $0.80
Wedding and event Long planning cycles with high save rates $0.50 to $0.90
Baby and children High-intent parents planning purchases $0.45 to $0.75
Fitness and wellness Routine and equipment research $0.40 to $0.70

e B2B products and services -- Pinterest's audience is consumer-oriented

e Complex technical or software products requiring significant pre-purchase education
< Very narrow demographic products with limited visual appeal

< Commodity products competing purely on price with no lifestyle or inspiration angle

< Products with no connection to life planning, home, style, food, or wellness
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AOQV is a strong signal for Pinterest viability. Brands with AOV above $75 tend to see better Pinterest ROAS than
brands selling lower-AQOV products, because Pinterest's high-income audience and longer consideration window

both favor considered purchases. If your AOV is below $40 and your product is not visually aspirational, test a
small budget before committing.
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SECTION 09

Measuring Performance and Scaling

Pinterest performance measurement requires adjusting for the platform's longer purchase window and its blend of
organic and paid distribution. Standard paid social metrics apply, but the benchmarks and evaluation timelines
differ significantly from Meta.

Key metrics and 2026 benchmarks:

CTR 0.5% or higher for most categories Audit creative format and keyword relevance

CPC $0.30 to $1.50 depending on category Review bid strategy and audience targeting overlap
ROAS (Shopping 2.3x average per Pinterest Business Audit product feed quality and landing page

ads) data; higher for optimized accounts experience

CPA $0 to $2 for most ecommerce categories Review attribution window first -- may be

undercounting
Save rate 1% or higher for awareness campaigns Strong save rate signals organic distribution potential

Outbound CTR 0.3% or higher Low outbound CTR with high save rate = awareness
working, CTA weak

Scaling framework:

e Expand keyword lists before expanding budgets. Add new keyword targets in your awareness and
Shopping campaigns before increasing spend on existing targets. New keywords expand your reach without
inflating CPCs on your proven terms.

e Build organic content in parallel with paid. Organic pins that perform well signal to Pinterest's algorithm that
your content is relevant, which reduces your paid distribution costs. Publish 10 or more organic pins per week in
the categories you are targeting with paid ads.

e Scale Shopping campaigns before awareness campaigns. Shopping ads have the clearest ROAS signal
and the most direct purchase path. Scale these first when ROAS is above target, then use that revenue to fund
broader awareness expansion.

* Build seasonal campaigns 45 to 60 days in advance. Pinterest users plan ahead. Search volume for
seasonal categories peaks weeks before the actual event or holiday. Campaigns for Q4 should launch in early
October. Spring home content should run in February.
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e Measure organic lift from paid activity. Track whether paid campaign periods correlate with organic pin
saves and profile follows. When they do, your paid spend is building compounding organic authority that
persists after the paid campaign ends.
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SECTION 10

Quick-Reference Checklist

Account Setup

B Pinterest business account created and verified

B Pinterest tag installed on all website pages

B Product catalog connected (Shopify app or manual feed)
B Rich Pins enabled for real-time pricing and availability

m Attribution window set before first campaign launches -- align with your product's purchase cycle

Pinterest SEO

m Keyword research completed using Pinterest search autocomplete and keyword bubbles
B Pin titles lead with primary keyword (50 to 100 characters)

B Pin descriptions are keyword-rich in natural language (up to 500 characters)

B Board names use real search terms, not internal product category names

B Board descriptions are keyword-rich and describe board focus accurately

m Profile bio includes searchable category keywords

Creative (verified against Pinterest official ad specs)

B Standard image pins sized at 1000x1500px (2:3 ratio) -- Pinterest's official recommended ratio
B Video pins use 9:16 (1080x1920px) for vertical content or 2:3 for feed-native video

B Idea Pins use 1080x1920px (9:16)

B Carousel pins use consistent ratio across all cards (2:3 or 1:1)

B No pins taller than 2:3 ratio -- these are truncated in the feed

m Lifestyle contextual images used as primary creative, not plain product shots

B Text overlay is 1 to 5 words maximum, positioned in upper third of image

B Visual style is consistent across all pins and boards

Campaign Structure

B Three-layer structure in place: awareness, consideration, and conversion

B Shopping ads running from product catalog for consideration layer
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m  Keyword targeting used as primary method alongside interest targeting
B Retargeting campaign active for site visitors and past purchasers
B Performance+ tested against manually managed campaigns (requires 50+ conversions/week to optimize)

B Top of Search ads tested for highest-priority product categories

m Attribution window confirmed and aligned with product purchase cycle

m Campaigns evaluated at 30 days minimum, not 7 days

B Save rate tracked alongside CTR and ROAS

® ROAS benchmarked against 2.3x Shopping ads average (Pinterest Business data)
B Seasonal campaigns scheduled 45 to 60 days before peak search periods

m Organic performance monitored alongside paid to measure lift

Want Help Building a Pinterest Strategy That Converts?

Al Advantage Agency | aiadvantageagency.com | Free Resource Page 20



