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Pinterest

1. Setting up Your Account
a. Go to Pinterest.com. You can sign in with your Facebook account or set up a username and password.

GJ @ https://www.pinterest.com e | ®search 0 0 & w B O 38 A % 4

®

Welcome to Pinterest

Email
Create a password

Continue

n Continue as -

Continue with Google

Terms of

Servu:er Privacy Policy

About Pinterest Blog Businesses Terms of Service Privacy Policy Help iPhone App Android App Users Collections Explore International
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b. If you choose to set up an account, enter your email address and password. You will then select, “Continue as a business.”

®

Welcome to Pinterest

licarson20@hotmail.com

Full name Age

O Male C Female O Custom

Back

Continue as a business
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c. Complete the information on the screen (email, password, business type, and website URL). For business type, select “Local
Business.” Then click the red button “Create Account.”

Grow your business

licarson20@hotmail.com
e000000

ABC

‘Business type

| Business type

Professional (e.g., photographer, blogger, designer)
| Public Figure (e.g., politician, athlete, musician, actor)
Media (e.g., magazine, newspaper, tv news)
: Brand (e.g., Coca-cola, SF 49ers, Grey Poupon)
Retailer (e.g., Anthropologie, Pottery Barn)

Online Marketplace (e.g., Etsy, Amazon)

Local Business (e.g., restaurant, boutique)
Institution/Non-profit (e.g., Smithsonian, MoMa)
Other
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d. It will prompt you to select 5 topics to follow. Select those most closely associated with your business. The ones selected
here include 1) Home Décor 2) DIY Home Décor 3) Furniture 4) Woodworking 5) Architecture

Follow 5 topics
Then we'll build a custom home feed for you

N . Y .L
/
) [ ‘ -
- 5
g R \
15 |

Home decor | : ¢ Quotes l

Follow 1 more
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e. ltwill then ask you if you'd like to “Get the Pinterest browser button.” This is a personal preference on if you want this button
on your browser. If you select “Skip” and then later decide you want it, you can add it on your browser.

Get the Pinterest browser button
Save creative ideas from around the web.
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2. Setting up Your Profile
a. Click on the hexagon icon to update your profile.

('E (7 @ hitpsy//www.pinterest.com/abc3262/ @ Psearch 0 © & v 8 ¥+ # & 4

@ Analytics Ads Search 0 o ’ 8

ABC I
Followers Following

Pins Boards Tried

L+

Create board

Secret Boards ?

Only you (and people you invite) can see these boards. Learn more

Privacy
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b. Complete the Basic Business Account information and the Profile section. Remember, the Business Name and Username
should be the same across all social media platforms for consistency purposes. Put your logo in the picture.

() Pinterest ® (@ Pinterest * I+

€ i'a https://www.pinterest.com/settings c C¥ business journal 2017 leasing guide » [

@ Analytics Ads

Profile

Profile Business Name

ABC

Picture

Change picture

Username

www pinterest. com/  abccabinet

About you
Location
Website
Showcase
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c. Notifications — This section is where you can set up how often and how you want to be notified when there is activity on your
page. You can set this up to your specifications but it's recommended you receive some type of notification, so you know
when you have comments or messages from followers.

(@) Pinterest % (@ Pinterest ® o+

€ e hitps:/fwww.pinterest.com/settings 90% ¢ @ business journal 2017 leasing guide

@ Analytics Ads

Notifications

We'll always let you know about imporiant changes, but you pick what else you want
Notifications to hear about.
When you're on Pinterest

@ Get notifications from everyone Only people you follow

By email

Get a heads-up when someone:
() Saves your Pin

() Likes your Pin

() Follows you or your boards

Send the above emails As they happen (@) Once a day

() Comments on your Pin
D Sends you a message
() You know joins Pinterest

() Invites you to join 2 group board

We'll also let you know about:

() Price changes on your Pins
(:) Stuff you might like
() Weekly inspiration

() Announcements about new features

() Pinterest tips and how-tos

() Invitations to give us feedback
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d. Home Feed and Social Networks — It's recommended to leave “Home Feeds” on, so you will receive information pertaining to
your business. You can connect your other social media platforms for your business to Pinterest if you would like to.

(D Pinterest X (@ Pinterest X+

€ Ja https://www.pinterest.com/settings 9% c @ business journal 2017 leasing guide

@ Analytics  Ads

Home feed

Picked for you
() Show "Picked for you” Pins in your home feed « Learn more
Home feed

Social Networks

Learn more
Facebook
H Mot connected to Facebook

Use your Facebook accountto log in

Twitter
u Mot connected to Twitter

Connect to Twitter

Google+
Mot connected 1o Google+

Connect to Google+

Gmail
I~ notconnected fo Gmail

Connect to Gmai

Yahoo
Mot connected fo Yahoo

Connect to Yahoo
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3. Pinning Posts

@ Pinterest b4 =+ —

€ 'HEa https:/fwww.pinterest.com/abc3262 /pins/ 90% c C8 Search

@ Analytics Ads

Upload image

Create ad

ABC Zotowers ¢

Save from site

Pins

L+

a. Click on the Red Circle with the plus sign to upload an image, create an ad, or save from site.
b. Upload Image
I. You can upload an image from your computer. Select “Upload Image” and find the file location on your computer.
Click “Open.” The Destination URL should take your user to your website. If you have a specific page on that particular
topic, then use that URL.

Save from a device

Choose a Pin image

Upload image
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ii. Type in a detailed description of the picture you are posting and what you are directing them to. In this example, this is
a modern kitchen. Give the color, type, and as many details as possible about the image. When people search for
different keywords, you want those keywords to be in the image. You will want to create different boards for each
category. Think of what your customer or prospect will be searching for.

Choose board

o Create board

This is a modern kitchen
that was completed with
cherfy finish
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4. Menus

@ Pinterest Analytics

X L+

€ (@ nhitpsy//analytics.pinterest.com c ' pinterest analytics

® Goaicl{ s

a. Analytics — Displays all your analytics for your paid posts.

—

> 00 & w8 U & A& % A i

@)

b. Ads - This menu is where all the different ads are created.

i.
.
iii.
iv.
V.
Vi,

Vii.

Vill.

iX.

Awareness — Increase your brand
Engagement — Increase engagement with the pins you are posting.
Traffic — Increase traffic to your website.

Promoted App Pins — This helps promote your app if you have one for your business.

Video — Create a video of your service to show your prospects and customers.
Audiences — Create target audiences that you can use in campaigns, so you don't
have to constantly create a new audience each time.

Bulk Editor - The bulk editor tool makes it easier to create and edit Promoted Pins,
especially if you want to promote and optimize many Pins at once.

Conversion tracking - Adding a Pinterest tag to your page tracks actions like signups
and checkouts, plus it'll help you target your audience better.

Business settings — This is where your business information is updated.

c. Red Circle with the plus sign

Upload an image — Create a pin
Create an ad

@ Pinterest

x4

e Da https://ads.pinterest.com/advertiser/5497 5¢

@ Analytics Ads

E—

Overview

Awareness

Engagement

Traffic

Promoted App Pins

Video

Audiences

Bulk editor

Conversion tracking

Business settings

Save from site — You can enter a specific URL address and it will pull all the images from that page. You can then

create a pin from that image/website.
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d. Grey circle with the think bubble
i. Notifications - You'll find updates about your Pins and boards, people you know on Pinterest, and stuff you might like.
Click into each story to learn more about the Pins and people in it. Some stories are just about other people, not your
Pins or boards, you can turn those off.
ii. Inbox — This is your messages other Pinterest users can private message you. You can also private message other
Pinterest users.

@ Pinterest Analytics P -
€& @@ https;//analytics.pinterest.com G “Ppinterest analytics > 0 0 & ¥ B + A& 0 d &

@ Anaytics Ads \Q o

Notifications

Your Pinterest profile People you reach
Jdays ago
Avg. daily Avg. daily viewers Avg. monthly viewers Avg. monthly engaged
impressions

@ We think you might like these Pins

0 0 0 0
| — | —

Wantto s

Confirm your v
what geople are
domfain—you'l
ydur content
Pinferest, not
youle saved t

Check back soon! Check back soon!
We're still processing the latest data. We're still processing the latest data.
September 8
Don't leave these pins hanging -
you've got 18 new ideas waiting for
youl
W
Top Pin impressions in the last 30 days Impressions Saves Clicks Pin type
lﬁ This is a modern kitchen that was compl... 2 0 0
Get help
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e. Logo
i. My profile — Shows your Pinterest profile with pins, boards, setting, emails, uploads, etc.

il. Settings — This has all your account information to update.

iii. Billing — Enter and update all your billing information.

iv. Ads Support - You can visit this section to get ad support and other specific questions about Pinterest ads.
v. Help —You can visit the help section at any time to answer questions about Pinterest.

vi. Logout - Logging out of your Pinterest account.

My profile

Settings

Billing

Ads support

Help

b{.;p*- Logout
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5. Create ad

a. To promote a pin, click on the red “Promote” button.
OR

b. Click on the red circle with the plus sign to create an ad.

(@ ABC (abc3262) on Pinterest X 4

€ Fa ht ps://www.pinterest.com/abc3262/pins/ 90% c C®Search

@ Analytics  Ads

ABC Fotouers ¢

Pins

0 . | [ Q‘\‘ Promote
3

1

l

,|u'n
Ll

Learn more at abccabinets.com

This is a modern
kitchen that was
completed with
chemy._..

o ABC
Kichen Cabinets
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c. Name your campaign, set your daily budget, set your campaign duration, and type in your keywords. Be as specific as
possible.

Promote your Pin

This is a modern Kitchen that was complet:

-—
*’M Campaign name
| -l e

Destination URL
http/iwww.abccabinets.com/

Currency Daily budget

This is a modem kitchen that was usp $25 :

completed with cherry finish
Campaign duration
o

ABC 30 days

D Run my campaign continuously

Keyword targeting

kitchen remodel X modem ki X

kitchen cabinets %
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d. It will then prompt you to complete your business information. Complete the information and click the red button “Next.”

@ Pinterest Ads x 4+ - X
€ @ @  nhttps:/ads.pinterest.com/advertiser/549756420081/quick_promate_setup/?campaign_id=62673861

00 & w8 U & & & 4

@ anaytics Ads (4] ABcvV | @

Enter business information

This service can only be used for business or commercial reasons.

Business name

Business address
You are representing tha
this business address is tfhe Street Address 2
primary location where yqu

are conducting business

733 Village Court
Girard

KS

hone Number
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e. Itwill then prompt you to complete the billing information.

(@ Pinterest Ads R -
€ O 8  hitpsy//ads.pinterest.com/advertiser/549756420081 /quick_promote_setup/Tcampaign_id=626738618822 c C® Search O 0 & /8 O 4 & &% 4
@ Analytics Ads o ABC VvV (2]

Enter business information

This service can only be used for business or commercial reasons

Billing Information +Required field

First Name *
Last Name *
Company Name

Address ™

City *

Country * ~
State/Province *

Zip/Postal Code *

Phone Number

Email *
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f.  Pinterest will also walk you through setting up ads and the types of ads you would like. Click on “Ads” at the top left-hand

corner of your account.

@ Pinterest R o =

€ Cma https://ads.pinterest.com/advertiser/549756420081/ c @ search 0 0 = ﬁ B + & % 4

<t Hi, M&L Supply Co!

Welcome to 10.45m
Pinterest Ads

Create traffic and

engagement campaigns to
reach your audience.
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g. There are different types of ads for Pinterest.

i. Build brand awareness - Be seen by people on the most visible parts of Pinterest. You get charged per 1,000
impressions of your Pins.

ii. Boost engagement with your Pins - Track your audience’s signals of intent. You get charged for each engagement
(closeup, re-pin, click) on your Pin.

ii. Get traffic to your website - Send a motivated audience to your content. You get charged for clicks to your website.

iv. Increase installs for your app - Drive downloads directly from Pinterest with Promoted App Pins.

v. Build brand awareness through video - Show auto-play videos to people to raise awareness of your brand. You get
charged on impression.

@ Pinterest o + —
€ Oma https://ads.pinterest.com/advertiser/549756420081/promoted_pin/create, c ¥ Search 0 @ & ﬁ B 9 ¥+ A & 4
@ Analytics Ads o ABC Vv (5]
Step 10f 5

Choose your campaign goal

Build brand awareness

Be seen by people on the most visible parts of
Pinterest. You get charged per 1,000
impressions of your Pins.

m Boost engagement with your Pins
Track your audience’s signals of intent. You get
charged for each engagement (closeup, repin,

click) on your Pin.

Get traffic to your website
Send a motivated audience to your content. You
get charged for clicks to your website.

Increase installs for your app
Drive downloads directly from Pinterest with
Promoted App Pins.

u Build brand awareness through
video

Show autoplay videos to people to raise
awareness of your brand. You get charged on

ttpsi//ads.pinterest.com/advertiser/349756420081/traffic impression.
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vi. You will more than likely use:
1. Build brand awareness
2. Boost engagement with your Pins
3. Get traffic to your website.
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vii. Build brand awareness.
1. Complete the Campaign name, daily budget, and life time budget. Then click on the red button “Add more

(@ Pinterest > (@ Creating and editing Promo’ |+

€ 9 OB & nhttps;//ads.pinterest.com/advertiser/549756420081/promoted_pin/create/ 90% c C¥ Search

@ Analytics Ads

Step1of 5

Choose your campaign goal

Build brand awareness Create a new campaign
Be seen by people on the most visible parts of
Pinterest. You get charged per 1,000

impressions of your Pins. ABC Cabinets

L OJ

Start a new awareness campaign.

10.00

Optional max daily spend for campaign. Learn more

500.00

Optional max spend for campaign. Learn more

Cancel Add more details

N

details.”
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2. Complete the fields: Ad Group Name, Start and end dates, and Ad group budget. For the Start and End Date,
it's recommended to pick specific dates for your campaign.

(@ Pinterest * (@) Creating and editing Promo: X + -
€ Oma https://ads.pinterest.com/advertiser/549756420081/promoted_pin/create/?step=setup_ad_group 90% c ¥ Search 0 ® = ﬁ’ B ¥+ # = 4!

@ Analytics Ads o ABC W (%]

Step 2 of 5

Add more details

Ad group name | eqg E 18.3E Awarensss campaign

Vomen's Fashion 18-35 | ABC Cabinets
. . . Ci Daily Spend Ci
Start and end dates Run this ad group continuously (Daily budget) sfﬂn:lﬂp’glgn aly Spend Cap

o Pick specific dates
Campaign Lifetime Spend Cap

$500.00
8/25/2017 — | End date (optiona
Ad group
Ad group budget Daily budget - Budget Ad group budget
(DAl ) Run dates Maximum bid
Learn more about how budgets work. $0.00 8/26/2017 to ongaing $0.00
Lifetime frequency cap optiona

Total times that ads from this ad group will ever appear.
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3. For Your Audiences, you can select from 4 different categories. This is optional and not required to run an ad.
a. Visitors who went to your site

I. This requires a code to be uploaded to your website, so you can track your visitors. You will have
to set up a Pinterest Tag. Click here to learn how to set up a Pinterest Tag.
b. Alist of customers that you upload — This could be an email list you acquired, a list of names you
collected at a conference or trade show, your existing customer list, etc.
c. An engagement audience that engaged with Pins from your confined domain

d. An act-like audience that behaves similarly to one you already have — These are Pinterest users who
behave like your existing followers.

(@ Creating and editing Promo | + —

t.com/advertiser/549756420081/promoted_pin/create/?step=setup_ad_group 90% c @ 5earch B 0 & #w @a + A % d

Create an audience

Target a group of people based on:
Visitors who went to your site
A list of customers that you upload

An engagement audience that engaged with Pins from your confirmed domain

An actalike audience that behaves similarly to one you already have
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https://help.pinterest.com/en/articles/website-conversion-tracking

4. Interests — You have many different categories within interests you can select.

Step2of 5

Add more details

aadlelncel Leérn more. Create an audience

Start engaging with a set of people that
is defined by you

Interests Q Search

Pick relevant topics to reach

your audience in their home

and category feeds 4 hair beauty
Learn more.

> health fitness
> history

> holidays events

18 selected (Clear all)
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5. Keywords — These are search terms your customers and prospects are looking for on Pinterest. Depending on
the type of pin you are posting, you will want to be specific. For example, if you are posting something about
kitchen cabinets, then just use keywords dealing with kitchen cabinets. The more specific keyword you can put
in this section, the more targeted you will be your audience and spend less money.

a. Some of the suggestions on keywords include:
I. Cabinets
ii. Kitchen cabinets
ii. Kitchen ideas
iv. Kitchen cabinet ideas
v. Bathroom cabinets
vi. Bathroom cabinets painted

vii. Mudroom ideas Step 2 of &

viii. Mudroom organization Add more details
ix. Entryway bench

X Entryway IdeaS Keywords [Q Search for keywords

Add keywords so your
Promoted Pin shows up in
search results. If you don't
target any interests, keywords
help us surface your Pin in
home and category feeds.
Learn more.

xi. Home office cabinets
xii. Home office ideas
xiii. Home office built ins

xiv. Stained cabinets

Search for keywords relevant to your Pin, and use the
suggested keywords to target your Pin to more relevant

audiences.

Import keywords

11 selected (Clear all)

v
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6. Locations — Pick the location/territory that you service. If you are in a rural area of your state, you may have to

type in the closest city in your state. You aren’t able to type in just a state. You will have to type in the nearest
city to your business if you are in a rural area.

Step2of 5

Add more details

Locations All U.S. locations
Choose locations for your Pick specific locations
Promated Pins to appear.
Learn more. Q
~
Select all
> Australia
» Canada

Ireland

]
T T

0 selected (Clear all)
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7. Languages — Select what languages your customers and prospects speak.
Devices — This would be the devices your customers and prospects are using for Pinterest. It's recommended
to select all devices.
Genders — Select the genders of your customers and prospects. It's recommended to select all genders.

Add more details

Languages All languages
Choose the languages you o Pick specific languages
want to reach. Learn more.
Q Search
~
Dutch

English (United Kingdom)

English (United States)

French

0 selected (Clear all)

Devices All devices
Choose the devices you want Pick specific devices
to target. Learn more.
Web Mobile Web iPhone
iPad Android Android
Mobile Tablet
Genders All genders

Pick specific genders
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8. Maximum CPM bid (CPM = Cost per thousand impressions) — This is the bid you are committing to reach your
target audience. Pinterest will tell you what the minimum should be and what the strongest bid should be. If
you don't have everything typed in that is required, it will not take you to the next page.

Maximum CPM bid $ QL Your bid should be at least $5.00.

A bid of $9.00 or higher will be the most competitive at auction
You pay for every 1000 impressions. Learn more

Maximum CPM bid 5.001

A bid of $9.00 or higher will be the most competitive at auction
You pay for every 1000 impressions. Learn more

Maximum CPM bid 9.00l

A bid of $9.00 or higher will be the most competitive at auction
You pay for every 1000 impressions. Learn more
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9. Check mark the “I agree to the Promoted Pins terms of service” to promote your pin.

Step 5of 5

Set up your billing

Enter your payment details. You only pay when people visit your website. Learn more.

Terms of service

Pinterest Advertising Services Agreement

This Pinterest Advertising Senices Agreement ("Agreement”) is entered into between Pinterest,
Inc. on behalf of itself and its affiliates ("Pinterest”) and the entity accepting this Agreement
("Signatory”), and governs Signatory’s access to and use of the Pinterest advertising service (the
"Ad Service”). When Signatory uses the Ad Service on its own behalf it is an "Advertiser”. VWhen
Signatory uses the Ad Service on behalf of a third party, Signatory is an "Agency” and that third
party is an "Advertiser”. The parties agree as follows:

1. The Ad Service.

(a) Advertiser authorizes Pinterest to place the advertisements, related technology and any
other content that Advertiser provides in connection with the Ad Service ("Ad Content”) on any
Pinterest or third party product or property made available in connection with the Ad Senice ("Ad
Service Properties”). Advertiser is solely responsible for (i) Ad Content, (i) any website,
application or other destination to which Ad Content directs users ("Destinations”), (i) serices
angd products offered on Ad Content and Destinations ("Advertiser Products”), and () its use of
ervice (e.g. bidding and targeting decisions).

| agllee to the Promoted Pins terms of service
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10. Enter all your billing information. Click the red button “Submit” to promote the pin.

Step 5of5

Set up your billing

Enter your payment details. You only pay when people visit your website. Learn more.

Billing Information * Required

First Name *
Last Name *
Company Hame

Address *

City *
Country * v
State/Province *

Zip/Postal Code *

Phone Number Payment Details 2

Email *

Card Type *
O visa| viss O @D | MasterCard

Card Number *

CVN

Expiration Date * e e
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viii. Boost Engagements with Your Pins

1. Fillin the Title for New Engagement Campaign

2. Complete Daily and Lifetime Budget
3. Click “Add more detalils.”

Step1ofs

Choose your campaign goal

m Boost engagement with your Pins
Track your audience’s signals of intent. You get
charged for each engagement (closeup, repin,
click) on your Pin.

Cancel
ticles/how-to-premote-a-pin?ga=3

Create a new campaign
Start a new engagement campaign.

ABC Cabinet Engagement

7.50

Optional max daily spend for campaign. Learn more

500.00

Optional max spend for campaign. Learn more

Add more details

Page 32
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4. Complete the fields: Ad Group Name, Start and end dates, and Ad group budget. For the Start and End Date,
it's recommended to pick specific dates for your campaign.

Step2of5

Add more details

. Engagement campaign
Ad group name Kitchen Remodel ABC Cabinet Engagement

i i i Campaign Daily Spend C:
Start and end dates Run this ad group continuously (Daily budget) s;”;gﬂ'g"' aily Spend Cap
o Pick specific dates

Campaign Lifetime Spend Cap
$500.00

3/18/2017 — | 925/2017

Ad group

Kitchen Remodel
4 September 2017 >
Ad group budget Daily budget - P

. Ad group budget
Learn more about how budgets work. (DALY) Run dates Waximum bid
$0.00 9812017 to Y25/2017 $0.00

Your audiences
Get your Pins in front of the

right people by fine-tuning your 12 18 0 M 12
audience. Learn more. Cr
24 (25 26 27 28 29 30
Start enga
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5. For Your Audiences, you can select from 4 different categories. This is optional and not required to run an ad.
a. Visitors who went to your site
I. This requires a code to be uploaded to your website, so you can track your visitors. You will have
to set up a Pinterest Tag. Click here to learn how to set up a Pinterest Tag.
b. Alist of customers that you upload — This could be an email list you acquired, a list of names you
collected at a conference or trade show, your existing customer list, etc.
c. An engagement audience that engaged with Pins from your confined domain

d. An act-like audience that behaves similarly to one you already have — These are Pinterest users who
behave like your existing followers.

Create an audience

Target a group of people based on:

Visitors who went to your site
A list of customers that you upload
An engagement audience that engaged with Pins from your confirmed domain

An actalike audience that behaves similarly to one you already have
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6. Interests — You have many different categories within interests you can select.

Step2of 5

Add more details

aadlelncel Leérn more. Create an audience

Start engaging with a set of people that
is defined by you

Interests Q Search

Pick relevant topics to reach

your audience in their home

and category feeds 4 hair beauty
Learn more.

> health fitness
> history

> holidays events

18 selected (Clear all)
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7. Keywords — These are search terms your customers and prospects are looking for on Pinterest. Depending on
the type of pin you are posting, you will want to be specific. For example, if you are posting something about
kitchen cabinets, then just use keywords dealing with kitchen cabinets. The more specific keyword you can put
in this section, the more targeted you will be your audience and spend less money.

a. Some of the suggestions on keywords include:

iv. Kitchen cabinet ideas

v. Bathroom cabinets

vi. Bathroom cabinets painted

. . Step2of5
vii. Mudroom ideas e
viii. Mudroom organization Add more details

ix. Entryway bench

X. Entryway ideas Keywords [ Q Search for keywords

. . . Add keywords so your

xi. Home office cabinets Promoted Pin shows up in

. . . search results. If you don't

XIl. Home Offlce Ideas target any interests, keywords

: e hel rf: Pin i
xiii. Home office built ins orwe and eateguny feeds.
xiv. Stained cabinets Learm more.

Search for keywords relevant to your Pin, and use the
suggested keywords to target your Pin to more relevant
audiences.
Import keywords
11 selected (Clear all)
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8. Locations — Pick the location/territory that you service. If you are in a rural area of your state, you may have to

type in the closest city in your state. You aren’t able to type in just a state. You will have to type in the nearest
city to your business if you are in a rural area.

Step2 of 5

Add more details

Locations All U.S. locations
Choose locations for your Pick specific locations
Promoted Pins to appear.
Learn more. Q Search
-~
Select all
> Australia
3 Canada

Ireland

w
Lo Tl

0 selected (Clear all)
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9. Languages - Select what languages your customers and prospects speak.
Devices — This would be the devices your customers and prospects are using for Pinterest. It's recommended
to select all devices.
Genders — Select the genders of your customers and prospects. It's recommended to select all genders.

Add more details

Languages All languages

Choose the languages you
want to reach. Learn more.

o Pick specific languages
Q Search
Dutch
English (United Kingdom)
English (United States)
French

0 selected (Clear all)

Devices

Choose the devices you want
to target. Learn more.

All devices

Pick specific devices

Web Mobile Web iPhone
iPad Android Android
Mobile Tablet
Genders All genders

Pick specific genders
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10. Enter your “Maximum CPE Bid" — (Maximum CPE means Maximum Cost Per Engagement. This bid is the
maximum you are willing to pay when a person closes-up, re-pins or clicks through on your Promoted Pin.
Note: if a Pinner closes-up, re-pins and clicks through on your Promoted Pin, you'll be charged for each unique
engagement.)

11. Click on “Pick a Pin.” Pinterest will tell you what the minimum should be and what the strongest bid should be.
If you don't have everything typed in that is required, it will not take you to the next page.

Maximum CPE bid 5.00 '|

You only pay for Pin engagements (closeups, saves and clicks). Learn more
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12. “Pick a Pin” — Select the pin you want to promote.

Step3of 5

i i Q hitps:/Awww.pinterest.com/pin/8095221017419
Pick a Pin ps/fwwnip P

Learn more about which Pins you can promote.

T T ST

This is a modern
kitchen that was
completed with
chermy...

13. Complete the “Pin Details” including the Promote Pin name and destination URL (your website).
14. Click on “Promote Pin.”

Step4 of 5

Pin details

s p ted Pi Engagement campaign
= R romoted Fin name ABC Cabinet Engagement

Campaign Daily Spend Cap
§7.50

Campaign Lifetime Spend Cap
$500.00

Make sure you have the rights to the Pin before you promote it. Learn more Bay Ad group
Kitchen Remodel
Ad group budget
(DALY Run dates Maximum bid
$5.00 9M8/2017 to Y26/2017 $1.00
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15. Check mark the “l agree to the Promoted Pins terms of service” to promote your pin.

Step5of 5

Set up your billing

Enter your payment details. You only pay when people visit your website. Learn more.

Terms of service

Pinterest Advertising Services Agreement

This Pinterest Advertising Semvices Agreement ("Agreement”) is entered into between Pinterest,
Inc. on behalf of itself and its affiliates ("Pinterest”) and the entity accepting this Agreement
("Signatory”). and governs Signatory's access to and use of the Pinterest advertising service (the
"Ad Semnice"). When Signatory uses the Ad Service on its own behalf it is an "Advertiser”. When
Signatory uses the Ad Senice on behalf of a third party, Signatory is an "Agency” and that third
party is an "Advertiser”. The parties agree as follows:

1. The Ad Service.

(a) Advertiser authorizes Pinterest to place the advertisements, related technology and any
other content that Advertiser provides in connection with the Ad Semvice ("Ad Content”) on any
Pinterest or third party product or property made available in connection with the Ad Senvice ("Ad
Service Properties"). Advertiser is solely responsible for (i) Ad Content, (i) any website,
application or other destination to which Ad Content directs users ("Destinations”), (iii) services
ang products offered on Ad Content and Destinations ("Advertiser Products”), and (iv) its use of
Service (e.g. bidding and targeting decisions).

| agfee to the Promoted Pins terms of service

Page 41
Social Media Guidebook

Created and copyrighted by nu marketing llc



16. Enter all your billing information. Click the red button “Submit” to promote the pin.

Step 5of5

Set up your billing

Enter your payment details. You only pay when people visit your website. Learn more.

Billing Information * Required

First Name *
Last Name *
Company Hame

Address *

City *
Country * v
State/Province *

Zip/Postal Code *

Phone Number Payment Details 2

Email *

Card Type *
O visa| viss O @D | MasterCard

Card Number *

CVN

Expiration Date * e e
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Get Traffic to Your Website
1. Select “Traffic” from the “Ads” menu in the upper left-hand corner of your account.
2. Choose a campaign or create a new traffic campaign.

Step1ofs

Choose your campaign goal

Choose your campaign

Pick from your existing traffic campaigns.

Q Filter campaigns
Create a new traffic campaign +

This is a modern kitchen that was co...

Get traffic to your website

Send a motivated audience to your content. You
get charged for clicks to your website.

Cancel Add more details
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a. If you are “Creating a new traffic campaign,” complete the:
i. Campaign name
ii. Dally spend cap (Optional max daily spend for campaign)
iii. Lifetime spend cap (Optional max spend for campaign)
iv. Select “Add more details.”

Step1ofs

Choose your campaign goal

Choose your campaign
Pick from your existing traffic campaigns.

Create a new traffic campaign -

Get traffic to your website
Send a motivated audience to your content. You

get charged for clicks to your website.
Optional max spend for campaign. Learn more

Cancel Add more details
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b. If you are utilizing an existing campaign, select the title of that campaign.

c. Select an “Ad group” for this campaign or “Create a new ad group.”

Step2of 5

Add more details

Ad group Choose an ad group
Q Filter ad groups

Create a new ad group

+

This is a modern kitchen that was completed ..

Page 45
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This is a modern kitchen that was completed
with cherry finish

Ad group

Ad group budget
(DAILY) Run dates Maximum bid
$0.00 9/18/2017 to ongoing $0.00
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d.

Step 2 of 5

Add more

Ad group

Your audiences

Interests
Keywords
Locations
Languages
Devices

Genders

If you select an existing ad group, you can see all the existing details.

details

Traffic campaign
This is a modern kitchen that was completed

-
This is a modern kitchen that was completed with cherry finish with cherry finish

Ad group
This is a modern kitchen that was completed
with cherry finish

Ad group budget
(DALY ) Run dates Maximum bid
525.00 B8/26/2017 to Y25/2017 §2.21

All languages
0 D ) ) T

Back
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e. If you create a new ad group, then you will need to complete all the fields: Ad Group Name, Start and
end dates, and Ad group budget. For the Start and End Date, it's recommended to pick specific dates for
your campaign.

Step2of &

Add more details

Traffic campaign
Ad group Create a new ad group M This is a modern kitchen that was pleted
with cherry finish
Ad group name Kitchen Remodel September Promation Ad aroup
Kitchen Remodel September Promotion
Run this ad ti ly (Daily budget
Start and end dates un this ad group continuously (Daily budget) Ad aroup budot
o Pick speciﬁc dates (DALY Run dates Maximum bid
$0.00 9/18/2017 to ongoing $0.00
9/M18/2017 — |E e a
4 September 2017 3
Ad group budget Daily budget v P

Learn more about how budgets work.

Your audiences

Get your Pins in front of the

right people by fine-tuning your

audience. Learn more. Cr

7 18 198 20 2 22 23

24 25 26 27 25 29 30
Start enga
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f.  For Your Audiences, you can select from 4 different categories. This is optional and not required to run
an ad.
I. Visitors who went to your site
1. This requires a code to be uploaded to your website, so you can track your visitors. You
will have to set up a Pinterest Tag. Click here to learn how to set up a Pinterest Tag.

il. A list of customers that you upload — This could be an email list you acquired, a list of names you
collected at a conference or trade show, your existing customer list, etc.

iii. An engagement audience that engaged with Pins from your confined domain

iv. An act-like audience that behaves similarly to one you already have — These are Pinterest users
who behave like your existing followers.

Create an audience

Target a group of people based on:

Visitors who went to your site
A list of customers that you upload
An engagement audience that engaged with Pins from your confirmed domain

An actalike audience that behaves similarly to one you already have

Page 48
Social Media Guidebook
Created and copyrighted by nu marketing llc


https://help.pinterest.com/en/articles/website-conversion-tracking

g. Interests — You have many different categories within interests you can select.

Step 2 of 5

Add more details

aadielncel Lee;rn more. Create an audience

Start engaging with a set of people that
is defined by you

Interests Q Search

Pick relevant topics to reach

your audience in their home

and category feeds > hair beauty
Learn more.

> health fitness
> history
> holidays events

18 selected (Clear all)
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h. Keywords — These are search terms your customers and prospects are looking for on Pinterest.
Depending on the type of pin you are posting, you will want to be specific. For example, if you are
posting something about kitchen cabinets, then just use keywords dealing with kitchen cabinets. The
more specific keyword you can put in this section, the more targeted you will be your audience and
spend less money.

I. Some of the suggestions on keywords include:
1. Cabinets

2. Kitchen cabinets

3. Kitchen ideas

4. Kitchen cabinet ideas

5. Bathroom cabinets

6. Bathroom cabinets painted

7. Mudroom ideas e 2015

g: Znut:j;\z:;boerf:;'zat'on Add more details
10. Entryway ideas

11. Home office cabinets ::{:2::?50 Jour [0‘ Seaen forkeyords
12. Home office ideas :’;ZTC??SSEES mi ﬂir:r:

13. Home office built ins g e ey

14. Stained cabinets o o

Search for keywords relevant to your Pin, and use the
suggested keywords to target your Pin to more relevant

audiences.

Import keywords

11 selected (Clear all)
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I. Locations - Pick the location/territory that you service. If you are in a rural area of your state, you may

have to type in the closest city in your state. You aren't able to type in just a state. You will have to type in
the nearest city to your business if you are in a rural area.

Step2of 5

Add more details

Locations All U.S. locations

Choose locations for your Pick specific locations
Promoted Pins to appear.
Learn more. Q Search

Select all
> Australia
> Canada

Ireland

W
[T U S

0 selected (Clear all)
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Languages — Select what languages your customers and prospects speak.
Devices — This would be the devices your customers and prospects are using for Pinterest. It's
recommended to select all devices.

Genders - Select the genders of your customers and prospects. It's recommended to select all genders.

Add more details

Languages All languages
Choose the languages you O Pick specific languages

want to reach. Learn more.
Q Search
Dutch
English (United Kingdom)
English (United States)

French

0 selected (Clear all)

Devices All devices
Choose the devices you want Pick specific devices
to target. Learn more.
Web Mobile Web iPhone
iPad Android Android
Mobile Tablet
Genders All genders

Pick specific genders
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k. Enter your Maximum CPC bid - (Promoted App Pin Campaigns (CPI or CPC): Target CPl means the
Cost Per Install that our algorithm will optimize your specific CPC bids for daily. Over time, your total

spend divided by total installs will approach your target CPI. Your actual CPI may be more or less than
your target CPl.)

l.  Select “Pick a Pin.” Pinterest will tell you what the minimum should be and what the strongest bid
should be. If you don't have everything typed in that is required, it will not take you to the next page.

Maximum CPC bid 05 |

You only pay for clicks to your website. Learn more
o6

m. “Pick a Pin” to select which pin you want in the campaign.

Step 3 of 5

PiCK a Pin Q Search by keyword or URL

Learn meore about which Pins you can promote.

All Pins 30-day most clicked 30-day most saved

This is a modern
kitchen that was
completed with
chermy...
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Complete the “Pin Details” including the Promote Pin name and destination URL (your website).

Click on “Promote Pin.”

Step 4 of 5

Pin details

"’w Promoted Pin name

Optional

Destination URL

http:/fwww.abccabinets.com

Make sure you have the rights to the Pin before you promote it. Learn more
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p. Check mark the “l agree to the Promoted Pins terms of service” to promote your pin.

Step5of5

Set up your billing

Enter your payment details. You only pay when people visit your website. Learn more.

Terms of service

Pinterest Advertising Services Agreement

This Pinterest Advertising Services Agreement ("Agreement”) is entered into between Pinterest,
Inc. on behalf of itself and its affiliates ("Pinterest”) and the entity accepting this Agreement
("Signatory”). and governs Signatory's access to and use of the Pinterest advertising senice (the
"Ad Semvice”). When Signatory uses the Ad Service on its own behalf it is an "Advertiser”. When
Signatory uses the Ad Senvice on behalf of a third party, Signatory is an "Agency” and that third
party is an "Advertiser”. The parties agree as follows:

1. The Ad Service.

(a) Advertiser authorizes Pinterest to place the advertisements, related technology and any
other content that Advertiser provides in connection with the Ad Senvice ("Ad Content”) on any
Pinterest or third party product or property made available in connection with the Ad Senice ("Ad
Service Properties”). Advertiser is solely responsible for (i) Ad Content, (i) any website,
application or other destination to which Ad Content directs users ("Destinations”), (i) services
and products offered on Ad Content and Destinations ("Advertiser Products”), and (iv) its use of
Y\Semvice (e.g. bidding and targeting decisions).

| agtee to the Promoted Pins terms of service
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g. Enter all your billing information. Click the red button “Submit” to promote the pin.

Step 5of5

Set up your billing

Enter your payment details. You only pay when people visit your website. Learn more.

Billing Information * Required

First Name *
Last Name *
Company Hame

Address *

City *
Country * v
State/Province *

Zip/Postal Code *

Phone Number Payment Details 2

Email *

Card Type *
O visa| viss O @D | MasterCard

Card Number *

CVN

Expiration Date * e e
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6. Analytics can be accessed in the menu at the top left-hand corner of the account.
a. Overview — Gives the average daily impressions and average daily viewers
b. Profile — Gives you the average monthly viewers and the average monthly engaged
c. People you reach — The number of people you have reached from your website through Pinterest
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€ Oa pintered.com c

httne /.

d. Thereis alink in the resource section of this guidebook Pinterest wrote that gives much detail about analytics. Please refer to

that link.

@ Pinterest Analytics X @ Creating and editing Promc X | =4

@ Analytics Ads

Overview

Hi there, ABC!

Profile

P I h
eopie.you reac Your Pinterest profile People you reach

Avg. daily Avg. daily viewers Avg. monthly viewers Avg. monthly engaged
impressions

0 0 0

Check back soon! Check back soon!
We're still processing the latest data We're still processing the latest data
Top Pin impressions in the last 30 days Impressions
pa—
im This is a modern kitchen that was compl... 2
/anah#ire ninteract ram Get el
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Want to see more?

Confirm your website to see
what people are saving from your
domain—you'll know how all
your content is doing on
Pinterest, not just the Pins
you've saved to your profile

Confirm website

Saves Clicks Pin type
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Photo Size Cheat Sheet PINTEREST ?

PROFILE

Profile

Product Title: 100 Characters

Description: 200 Characters

BOARDS

Board Title Board Pins

Pins on Main Page Enlarged Pin

Preview
192 x Scaled Height

Pin
500 x Infinite px
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pinterest posting

Create long, rectangular

Pin a pictures to post. .

Sl 6 5 be detailed

times a week. Make sure when naming your photographs.
titles and

descriptions
are specific
and thorough.

dontover
promote/

Join and pin to groups
to maximize your exposure.
Join multiple groups.

Create a different board for each topic/ = 11 | Be original

o Don’t utilize the same
idea. Showcase your best boards at the et Tllfele G

top of your profile. S Sl o~ vour account.

activate

Utilize a call
to action on
Pinterest.

be helpful
conhect
and Share architects, engineers,
o contractors, subcontractors,
educatlonal vendors, suppliers, and

designers’ pins.

\\‘

9]

link

your post back to your
website.
Make sure to allow your
pictures/projects on your Post at different times of the day,
company website to be pinned. Va ry so you reach all of your followers.
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