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Authoritative, accessible, and specific—this guide is an invaluable resource.

—Gretchen Rubin, Author, The Happiness Project


 



 



Karen Leland has one of the best grasps on branding I’ve seen. Ultimate Guide to Pinterest for Business is more than just a book on using Pinterest for marketing, it’s a handbook for anyone who wants to understand how to approach branding and social media in today’s complex online world.

—Olivia Fox Cabane, Author,The Charisma Myth: How Anyone Can Master the Art and Science of Personal Magnetism


 



 



Karen is the behind-the-scenes secret for the success of many small business brands. Her take on Pinterest makes this a fascinating book with a roadmap on how to use this popular platform to increase community engagement, brand visibility, and sales.

—Susan Harrow, Author, Sell Yourself Without Selling Your Soul


 



 



Leland shows you exactly how to use this wildly popular tool to pull in more customers and boost our brand’s visibility and credibility.

 



—Kare Anderson, Author, Moving From Me to We, “Quotable and Connected” Columnist, Forbes and Huffington Post


 



 



If you haven’t figured out how to make Pinterest work to build your brand, business or platform, Karen Leland’s book gives you the details you need to get results without wasting your time. Pinterest is a force to be reckoned with when you know what to do and how to do it, and Karen does both.

—Mike Koenigs, CEO, Instant Customer

 



 



Can you make money using Pinterest? Absolutely! Karen Leland’s new book shows you the exact steps to master the art of relationship marketing on Pinterest. Read this well-written, comprehensive book, and you’ll be attracting and converting leads into paying customers in no time!

—Mari Smith, Social Media Thought Leader, Author, The New Relationship Marketing, Co-author, Facebook Marketing: An Hour A Day


Every small business should read this book—not only because it will show you exactly how to use Pinterest to promote your business, but for the marketing and branding lessons Karen Leland has managed to weave throughout the book. Make Pinterest work as hard as you DO! 

–Berny Dohrmann, Founder, CEO Space, Bestselling Author, Redemption the Cooperation Revolution


 



 




Ultimate Guide to Pinterest for Business provides the reader with a step-by-step approach and a clear path for maximizing communication in their business or profession. Karen’s in-depth knowledge of social media, marketing, and branding are a bonus for anyone wanting to integrate Pinterest into their marketing mix.

—Michelle Patterson, Executive Director, California Women’s Conference

 



 



Karen Leland’s Ultimate Guide to Pinterest for Business is a gem! She has provided the must-have, must-read playbook for pinning in business. I’ve learned so many ideas, details and strategies that will impact and improve the Pinterest portion of my business and life.

—Susan RoAne, Author, How To Work a Room and The Secrets of Savvy Networking


 



 



WOW. This book is AMAZING! If you’re ready to learn everything you need to know about successfully using Pinterest, then read and absorb the strategies in this brilliant book by Karen Leland!

—James Malinchak, The World›s #1 Big Money Speaker® Trainer & Coach featured on ABC›s hit TV show, “Secret Millionaire,” Founder, www.BigMoneySpeaker.com
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To my first grandson, Oscar Leland. Welcome to the world. May the
 changes brought about by technology in your lifetime enhance your
 creativity and liberate your spirit.
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 The road has not always been easy, but it’s been a journey. I would not
 be the person I am today without you. All my love.
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Preface

What Is Pinterest, and Why Should You Care?


As someone who does marketing and branding strategy and implementation, it’s my job to stay on top of the latest and greatest in the world of would-be life-altering internet bells and whistles. Ironically, however, the last thing I wanted to do was learn yet another social media tool—that promised to transform my online life.

But day after day, my husband, Jon, would flash his iPad in front of my face and tease me with all the new, cool photos he was pinning on Pinterest. Besides, I was scheduled to give a talk on social media for book promotion at an upcoming International Book Publishers Association conference in San Francisco. So I threw my hands up in surrender and let Pinterest have its way with me—and I’m glad I did.




WHAT EXACTLY IS PINTEREST?

Pinterest is a lifestyle brand that allows you to create a visual, online pinboard, organized around topics of your choice by category. For example: I’m a certified chocoholic, so I started a Pinterest board on dark chocolates I love—featuring photos of said delicacies accompanied by mouthwatering descriptions.




WHO IS USING PINTEREST, AND HOW ARE THEY USING IT?

At the time of this writing, Pinterest has more than 10 million users and is the fastest growing social media site in history. Beyond that, the various and sundry stats that are shaping Pinterest include:
■ A review of Google Display Network Ad Planner, a free tool for building online media plans, shows that 72 percent of Pinterest users are female, and 66 percent of those are age 35 or older.

■ A Pew Internet & American Life Project survey of U.S. adults found that nearly 20 percent of women using the internet are on Pinterest.

■ According to Experian, a global information services company, the average amount of time visitors spend surfing the Pinterest site is an hour.





If those statistics don’t make a small-business mind sit up and take notice, nothing will. But in a space crowded with would-be Facebooks and Twitters, how did this social media star get its start?




A BRIEF HISTORY OF PINTEREST

Ben Silbermann was on track to follow in his parents’ footsteps as a doctor when he heard the call of the online world. Silbermann left premed in his junior year of college, began regularly perusing blogs such as TechCrunch, and persuaded Google to hire him to work in design.

Inspired by the big-idea thinking at Google, Silbermann had no lack of product ideas, but did lack the engineering background to execute them. Enter his college pal Paul Sciarra, whom he teamed up with to make iPhone apps—all of which failed.

In March 2010, however, the two launched Pinterest and, for the first nine months, had only 10,000 users—5,000 of whom Silbermann had personally contacted to get the site started and keep it going.

A little over a year later (June 2011), Pinterest was garnering media attention and rapidly growing its customer base, and, by August 16, 2011, Time magazine had named it one of the 50 Best Websites of 2011.

According to Hitwise data, by December 2011, the site had become one of the top 10 largest social network services, with 11 million total visits per week, driving more referral traffic to retailers than LinkedIn, YouTube, and Google+.

In 2012, TechCrunch named it the Best New Startup of 2011, and in March 2012, it became the third-largest social network in the U.S. Co-founder Paul Sciarra left his position at Pinterest in April 2012, for a consulting job as entrepreneur in residence at Andreessen Horowitz, but Silbermann remains as CEO.

Fast-forward to today, and Pinterest has become a Silicon Valley darling because of its rapid user growth. In 2012, the company raised $100 million in a financing round that valued the startup at $1.5 billion.




WHAT THIS BOOK CAN DO FOR YOU

Things change fast on the web, and a relatively new player like Pinterest is guaranteed to go through growing pains and organic adjustments in its first few years of existence.

So while this book is not meant to be a blow-by-blow tutorial of how to take every action possible on Pinterest, it does aim to provide both beginning users and seasoned veterans with the ability to find their specific area of interest “at a glance.” This book is organized to take you through a logical and sober process of building a Pinterest account. It uses step-by-step how-tos, sidebars, examples, case studies, expert interviews, and tip sheets to show you how, from setup to strategy, you can use Pinterest for your promotional, branding, and marketing objectives.

Keep in mind that if you don’t find a tip or technique you are looking for in one place, it most likely is living in another part of the book. So I encourage you to make good use of the index at the back to find what you are looking for. To this end, the book explores:
■ The ins and outs of signing up and getting started on Pinterest

■ Building boards that get noticed, drive traffic, and convert fans into customers

■ Creating your Pinterest community through high-engagement activities, contests, social media outreach, and smart pinning strategies

■ Specific marketing applications of Pinterest to small businesses, from architecture firms to theater companies

■ Strategies for becoming a power Pinterest user and creating an enthusiastic following

■ Best practices for pins that promote, including image optimization, consistent branding, social media integration, and high-value content

■ Pinterest etiquette

■ A plan to implement all the “to-do” items you generate out of this book








THE RISE OF THE VISUAL WEB

Finally, no self-respecting preface would be complete without providing an appropriate context for the book that follows. So here it is:

Great business brands are about telling compelling, congruent stories, and Pinterest is at its core about storytelling in pictures. Where this social media big dog goes from  here is anyone’s guess, but part of Pinterest’s power is in its stronghold in the game of the visual web.

Let’s face it: People love pictures. We spend hours uploading images onto Facebook, scrolling through YouTube videos, and surfing the web for snapshots of things we want to do, be, or have.

Pinterest has tapped into this visceral love of visuals, and no small business, entrepreneur, or corporation can afford to miss the boat on bringing what they do beyond words and into images.

By following the best practices outlined in this book, becoming inspired by the case studies and stories told, and taking the marketing strategies offered to heart, you can make the most of Pinterest to expand your business and brand’s success—one pin at a time.

Thanks for reading, and happy pinning.

—Karen Leland, Sterling Marketing Group,


www.karenleland.com, Tiburon, California

 



For additional free tips, ideas, ebooks, webinars, and other goodies on Pinterest and other social media and marketing topics, please visit www.karenleland.com.





Chapter 1

On Your Mark, Get Set, Join


Every January 1st, I sit down at my dining room table, glue sticks, scissors, and stacks of magazines at the ready. For several hours I hunker down to cut and paste images and words onto an 8.5-by-11-inch piece of white card stock. The final product is a personal vision board for the year—a place where all my goals, hopes, plans, and purposes are represented on one neat, tidy piece of paper.

Pinterest is the digital version of this cutting and pasting process—but much less messy since no glue sticks enter the picture. As with any analog inspiration board, your own creativity is the driving force behind what you curate, but with Pinterest you have the added advantage of being able to put up both images and videos.

Whether you’re reading this book because you have heard that Pinterest is the hottest thing since sliced bread and you know you need to be on it or you’re already a member and looking to achieve peak performance, it’s the aim of this book to help you use Pinterest to its maximum capability.

This first chapter will provide you with all the basic technical ins and outs you need to get going on Pinterest. Consider it the crash-course primer and necessary evil of learning all the boring stuff so you can move on to actively using Pinterest as part of your marketing mix. So, as Julie  Andrews sang with such gusto in the movie musical The Sound of Music, “Let’s start at the very beginning.”




WHAT EXACTLY IS A PIN?

In its simplest terms, when you land on a Pinterest page, if you look below the menu and browsing bar, you will see a set of neatly laid-out rows and columns of images. Each one of these images is a pin. Because Pinterest adjusts the layout based on browser window size, you may see up to ten columns of pins at a time, but no fewer than three (see Figure 1–1).

As you scroll down, the columns of images will grow longer as the Pinterest feed fetches the older pins from people you follow. Images nearer to the top of your page are the newest pins from your feed.

 






FIGURE 1–1. A Sample Pin Board from Entrepreneur Magazine

(http://pinterest.com/entmagazine/)
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KNOW THY LINGO

If you moved to France, you would at least learn a few basic phrases so you could get by, oui? Taking a few minutes to familiarize yourself with them now will help you get the most out of reading this book and using Pinterest. 
■ Pin. An image added to Pinterest from a website or an image on your computer.

■ Board, aka Pinboard. A board is a set of pins created around a specific topic. You can add as many pins to a board as you desire. Boards can be public (seen by everyone) or private (viewing by invitation only). However, at the time of this writing, Pinterest has limited each account to only three private or secret boards.

■ Pinning. The act of placing content (images, video) onto a particular board.

■ Pinner. The person doing the pinning, the user.

■ Repin. Adding an image you find while browsing Pinterest to your own board. A repin maintains the source link of the image no matter how many times it’s repinned.

■ Like. Liking a pin adds the image to your profile’s Likes section; the image does not get added to one of your boards, as it does when you repin an image.

■ Following. “Following” someone means you’ll see that person’s pins shown to you in real time on Pinterest. If he/she creates a new board, you’ll automatically follow the new board as well. You can follow individual boards if you’re only interested in seeing pins being added to specific boards. You can unfollow other people or boards at any time, and they will not be notified.

■ Follower. Someone who is following your Pinterest boards or one or more of your individual boards.

■ Mention. A way to mention a fellow pinner by typing the @ symbol immediately followed by his/her name in a pin description. You can also mention a user in a comment. Mentioning a fellow pinner brings you to their attention and is one way to reach out and connect with other users. For more details, see Chapter 10, “Engage with the Pinterest Community.”

■ Hashtag. A way to tag a term using the # symbol that makes it findable by other users searching for that same word or phrase. For example, if you pin an infographic on five ways to organize an office, you might want to hashtag it as #timemanagement. This way, when a user puts the phrase “timemanagement” into Pinterest search, all the pins with that hashtag come up—including yours.











WHAT INFORMATION DOES A PIN CONTAIN?

Pins can be composed of images, videos, slideshows, or audio. But they are more than that. Although images are the driving force behind Pinterest, a pin’s visuals should be accompanied by:1. A description of the pin (500 characters or less)

2. The pinner’s name (and the original pinner, if the image has been repinned)

3. The name of the board that the pin is housed under.



Directly below the text of the pin description are a few metrics:
■ Number of likes (if any)

■ Number of repins (if any)





If people have commented on the pin, comments will be listed below the pinner’s name. We will go into more detail on pins and pinning in later chapters, but for now, this info is the bottom line you need to know before jumping in and joining.




SIGN ME UP

For the first few years of its life, Pinterest was invitation-only, and you had to either submit a request through the Pinterest website or receive an invitation from a friend who was already on Pinterest. In the summer of 2012, the party went public and anyone could sign up—no invitation required. There are two ways to join Pinterest. One is as an individual, and one is as a business or brand.

 



Join Pinterest as an Individual

To play, just go to pinterest.com and find the big, red, can’t-be-missed “Join Pinterest” button at the top of the page.

Click the link, and you are whisked away to a new page that gives you the option of creating your account via Facebook, Twitter, or your email address. Click the logo of the service you wish to connect through.

One thing to consider: If you have a Facebook account, you may want to choose this option as your initial setup, since it will enable you to view all of your Facebook friends who are on Pinterest immediately.

If you decide to go the sign-up-through-your-other-social-media route, either the Facebook or Twitter login page will pop up once you have made your selection. Enter the email address and password you would use to sign into that particular site, and then click the “Log In” or “Sign In” button. In the case of Facebook, a screen will pop up with a green “Go to App” button in the upper right-hand corner. Click through to the “Create Pinterest Account” page.

If you choose the third option of using your email to join, click the email link located below the Facebook and Twitter sign-up button. Clicking that link takes you straight to the page where you enter a Pinterest username, your email address, a password, and your first and last name. You can also upload your Pinterest profile picture on this page. Click “Create Account” to submit your information and, presto, you are a part of Pinterest.

 



Create Your Pinterest Account

Regardless of which way you choose to connect (Facebook, Twitter, or email), you will be asked to choose a username and password for your Pinterest account. A few things to keep in mind include:
■ The URL for your Pinterest profile will be based on your username, so make sure it’s consistent with your desired brand. For example, my username is karenleland; hence, my Pinterest URL is https://pinterest.com/karenleland/. It’s important to note that if you choose Facebook to set up your Pinterest account, your username gets automatically created for you. If you use Twitter, you have to choose a username at sign-up.

■ A username can only be three to 15 characters long with no spaces, symbols, or punctuation marks, so if the username you want is already taken, try adding numbers to your name or choosing an alternative that still would have you be easily found by your personal or business name.





When you’re done filling out the form, click the “Create Account” button at the bottom of the page and Pinterest will then present you with a wide array of boards—by category—and ask you to pick five to follow as a way to get started. After choosing your first five boards, hit the “Next” button at the top of the page and you will be asked to create your first board. Once you have created a board, you will be ready to rock and roll. Go to the drop-down menu under your name and click on “Settings,” then proceed to fill out your Pinterest profile. For details see Chapter 2, “Create a Pinterest Profile That Rocks.”

 



Sign Up as a Business/Brand or Convert an Existing Account

When Pinterest first began, no option existed for formally distinguishing between a business or brand and a person. Today you can sign up as a business or convert an existing personal account to a business account. Depending on what your primary goal is for Pinterest, you may want to join as a business or brand, not as an individual. Some people also choose to have two Pinterest accounts—one personal, one company. But beware: Having two Pinterest accounts means double the amount of work.

To convert your existing account or to get started for the very first time, simply go to http://business.pinterest.com/ or click on the“ForBusiness”tabunderthe“About”drop-downmenu . From there, click either the red “Convert your existing account” button or select the “Join as business” link just below it.

You will then be directed to a page where you fill out your business profile. For specifics see Chapter 2, “Create a Pinterest Profile That Rocks.”




A TOUR OF THE PINTEREST INTERFACE

Before you delve into the wide world of pinning, it’s worth your while to take some time and familiarize yourself with the Pinterest interface. A basic understanding of the site’s simple, clean layout will make navigating easy (see Figure 1–2).

 



The “Search” Box

At the top of the Pinterest homepage is the menu bar. At the far left is the “Search” box. Use this box to find pins, boards, and people within the site. Type what you are looking for into the “Search” box, and click the magnifying glass.

 



The Pinterest Logo

To the right of the “Search” box is the Pinterest name logo. This logo is a link. Any time you want to return to the Pinterest feed/homepage, just click the logo, which is always present in the top center of the screen.

 



The “Add+” Button

At the far right of the menu bar is the “Add+” button. Click it and a small screen will pop up providing you with an option to add a pin, upload a pin, or create a new board.

 



The “About” Drop-Down Menu

Next to the “Add+” button is the “About” drop-down menu, where you can find an endless amount of information about Pinterest. Hover your cursor over “About,” and you will see a list of clickable options including: 






FIGURE 1–2. Pinterest Interface
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Help

The “Help” section of the site contains information on a wide variety of Pinterest processes, including “Pinning 101,” which explains all the basic functions of Pinterest and provides profile and account setting instructions as well as guidance on pinning and repinning, commenting, managing boards, and much more. If you ever get stuck, this is the first place (other than this book) to look for answers.

 



The “Pin It” Button

Directly underneath the “Help” section is a tutorial about how to install the “Pin It” button on your web browser for easy pinning. The “Pin It” button allows you to instantly pin content when surfing the internet.

 



For Business

By adding “For Businesses” as a drop-down choice in the “About” Tab on the homepage, Pinterest has made a point of providing businesses with ideas for how to enhance their performance on the site. Clicking on this link takes you to a new page. Immediately under the “Convert Your Existing Account” and “Join As A Business” links are four categories for exploration.
■ Tell your story

■ Build a community

■ Send traffic your way

■ Learn and grow





Clicking on each of these categories leads to a page featuring ideas and examples of how businesses and brands are using Pinterest in the most effective ways.

 



See how others are doing it

Directly underneath the four categories for exploration is a section titled “See how others are doing it.” This section highlights five case studies of companies that have made significant marketing inroads with Pinterest.

 



Find useful tools and brand guidelines

Pinterest’s goal is to make it easier for businesses to integrate various Pinterest tools into their websites, and this section contains buttons and widgets to help boost your Pinterest traffic. These include:
■ The Pin It Button

■ The Follow Button

■ Add a Board Widget

■ Logos, Trademarks, and Marketing Guidelines





Careers and Team

Do you love Pinterest so much you want to work for them? The “Careers” link provides information about working for the company, and the “Team” link just below it lets you see all the people who run Pinterest.

 



Blog

The Pinterest blog contains the latest news and updates about the site, the company, and its services. The blog also features Pinteresting trends, site tips, and “Pinterviews” (interviews with fellow pinners).

 



Terms of Service

As with any social media site, Pinterest requires that you agree to certain conditions. This section shows (in great detail) exactly what you signed up for, including Pinterest’s limited liability and how you can, and can’t, use the content contained on the site.

 



Privacy Policy

How does Pinterest collect your information? What information do they collect, and how do they use it? How can you protect your privacy while using Pinterest? Answers to all of these questions are contained in this section.

 



Copyright and Trademark

These two sections contain the official Pinterest policy regarding intellectual property. If you feel that someone on Pinterest has violated your personal copyright or trademark, you can follow a link to register a complaint.

 



Your Pinterest Account

Next to “About” will be another drop-down menu marked by your name and a thumbnail of your profile picture. Hover your mouse over your name to see these clickable options:

 



Invite Friends

You can use this section to invite friends to Pinterest by entering their email addresses and typing a personal note in the box provided. Click the red “Send Invites” button when done, and you’re on your way to building your Pinterest community.

Find Friends

If you want to invite to Pinterest people whom you are already connected with via Facebook, email, Yahoo!, or Gmail, this section makes it easy by allowing you to pull up a list of your current contacts.

 



Boards

Clicking on this link brings up a screen of all your current boards. It also contains some basic metrics listed at the top of the page including:
■ Total boards you have created

■ Total pins you have pinned

■ Total pins you have “Liked”

■ Number of followers you have

■ Number of pinners you follow
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