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Each year Pinterest 
releases a ‘Predicts’ 
report that outlines 
trends they expect 
to take hold across 

Pinterest and the 
web



These trends encompass 
billions of keywords and 

data points to assess 
sustained growth which 
Pinterest turns into a full 
report with imagery and 
ideas of how to use the 

trends



The trends range 
massively in theme and 

suggested usage



But each trend is given an 
overview, how it’s 

expected to be used and 
relevant trend search 

terms



Whilst brands are able to 
exclusively sponsor a theme, 

the learnings brands can 
take into their own activity is 

not limited to Pinterest, or 
even the obvious theme of 

the trend



A fashion trend doesn’t have to 
be limited to a fashion brand. 
Have your models/actors in 
relevant attire, or use colour 

schemes and patterns that the 
trends show



Here’s just a few 
examples from 

Pinterest on how 
different industries can 
use the same trend in a 

variety of ways



Once you’ve 
decided on 

which trends 
may work for 

your 
businesses, 
there are a 

variety of ways 
to use them in 

your own 
activity



Again, these ideas are 
not specific to the 

Pinterest platform, but 
can give brands new 

ideas based in data to 
use across their 

marketing activities





The Trend tool is a great 
way to see what your 

audience or key themes 
are doing on the 

platform If logged in, you’ll see 
an overview of trends 

your audience are 
engaging with and their 
search rate against the 
average Pinterest user

Here I’m using an 
example of a homeware 
brand that specialises 

in bedding



Select your country, then go 
even more specific to see what 
specific ‘Interest’ users in your 

audience are searching for

Here we can see a huge index across 
gingham bedrooms and mixed pattern 

bedding that matches well with the 
products this brand offers

We can also see interest in ‘English 
cottage bedroom’, which could inform 

creative direction for assets or products 
themselves



Looking further through the growing 
trends, ’cosy house’ and vintage homes 

also index highly – more themes we could 
take forward into our creative direction



On the lower end but still indexing high against the average 
user, we see more practical searches around home décor and 
furniture. If we sell these products we could also focus some 
creative assets or product promotions around these themes



Onto the main trend tool, we’re able to 
filter by different types of trends that take 
into account different variables, such as 

YoY growth or recent search volume The tool shows keywords/trends and their 
change over week, month and year



We can also 
again filter by 

‘Interest’ users 
to see what 

they are 
engaging with 
most in these 
different trend 

report types









Additions of keywords can help us narrow 
down even further into what users are 

engaging with, and what would be most 
insightful for us to take forward



By clicking into any of these trends, here 
I’ve selected ‘gingham bedding’, we can 

see the interest over time. This view shows 
the last year of data.



We can also look at the past 2 years of 
data, giving us an insightful view into the 
peaks for searches which we can use to 

inform the timing of our campaign pushes

Here I’ve highlighted 
where we see 

consistent peaks 
towards summer and 
new year. As such, we 

could plan a campaign 
push in July/August to 
make the most of this 

interest



This view also shows related trends which 
we can compare against our initial search. 
Where we see crossover, this could further 
inform ideas for our creative direction and 

campaign keywords



When in this view we’re also able to see 
demographic information on who is 

searching and engaging with these trends, 
again informing our targeting or even 

creative approach when picking actors or 
models



At the bottom of the page we’re able to see 
popular pins in this trend, further giving 
inspiration and also showing where we 

could stand out among the crowd





Brand

Pinterest also has an audience tool that 
can give brands further insight into who 

their audience is and what they are 
interested in

This again could 
inform creative 

direction or 
campaign targeting, 

on or off Pinterest



We’re also able to see key 
demographic information as 

well as device usage. An 
example of a way we could 

use this could be app 
download campaigns 

focused on iPhone users, or 
assets that uses iOS 

elements such as AirDrop 
within the creative



We can also compare our audience 
against the average Pinterest audience, 

allowing us to see where we over index or 
fall behind the norm



And the demographic 
data can again 

inform how we target 
or the look and feel 

of our assets, 
especially if we are 
looking to reach net 

new users or a 
desired audience 
that isn’t indexing 

highly in our current 
statistics



Feeling inspired but not sure where to start? 

Why not reach out to us and see how we could help you? 
We’ve got the expertise and experience to help drive sustainable 

growth for your business

These free tools and reports provide a wealth of data for 
businesses to use in their activities across the web, informing 

creative direction, targeting and timing

www.launchonline.co.uk
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