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The power of Pinterest



The power of Pinterest



• With 15% and 16%  percent of US Adult population 

using platform respectively

• Pinterest reached exponential growth with White, 

Affluent Females in US

Pinterest catching up with Twitter 

• Women are five times more likely to use Pinterest (5 

percent vs. 25 percent) and almost twice as likely to 

be white and college-educated 



• The average user spends 89 minutes/month on Pinterest

• Pinterest profiles are low cost in terms of resources to 

maintain

– User-generated, shared information

• The site had 25 million unique monthly visitors in August 

2012

Why Use Pinterest?

2012

• Great way to connect with others in your industry and 

positioning yourself as a leader for your area of expertise

• Very easy to see what your followers and fans are 

interested in/what they like

– Can use this knowledge to engage with followers and 

fans



• Create a Pinterest For Business account 

(http://business.pinterest.com/)

• Include “Follow” and “Pin It” buttons on website

• Engage with readers of your publication

How Can a Newspaper Use Pinterest?

• Engage with readers of your publication

– Recognize the Pinterest demographic (primarily 

women ages 25-34)

– Topics popular on Pinterest: Weddings, DIY Home 

Décor, Fashion, Photography, Food



• Encourage journalists to post stories to 

newspaper’s Pinterest

– Collaborated boards

• Online Marketing Strategies

How Can a Newspaper Use Pinterest?

• Online Marketing Strategies

– Would any of your advertisers benefit from 

Pinterest?



Best Practices For Newspapers



The New York Times



The Denver Post



Atlanta Journal-Constitution



Toronto Star



Advertiser Case Study: Benchmark Maps

Profile:

• Ideal Customer: Age 18-65, 80% Male.

Mostly Western US citizens near major 

recreation areas

• Objective: Educate that Benchmark Maps 

is the best map publisher, increase 

revenuerevenue

• Products: Maps, Activity Guides, Map 

Apps

• Main Goals: Increased exposure and 

interaction, increased focus on call-to-

action items toward our products

• Struggles: Difficulty maintaining sales after 

April-September outdoor recreation cycle



Advertiser Case Study: Benchmark Maps



Instagram

•100 million

Monthly Active Users

•40 million Photos Per 

DayDay

•8500 Likes Per Second

•1000 Comments Per 

Second



Wall Street Journal on Instagram

• Reporters 

leveraging 

Instagram to 

enhance enhance 

storytelling

• Sharing scenes 

from around the 

world



Wall Street Journal On Instagram



Shannon Kinney, Dream Local

shannon@dreamlocal.com

207-593-7665

www.dreamlocal.com

Thank you! You survived!

Questions?

www.dreamlocal.com
http://pinterest.com/shannonkin/pinterest

Twitter: @shannonkin

Facebook: facebook.com/shannonkinney, 
facebook.com/dreamlocal

Foursquare: Shannonkin

LinkedIn: www.linkedin.com/in/shannonkinney

Google+ www.gplus.to/shannonkinney


