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9. Create a visual media kit by creating a board for logos, press releases, white papers and 
more with links to download. 
 

10. Use Pinterest to show off your achievements.  Create a board to post your awards, honors 
and recognitions. 
 

11. Post images of your company’s products organized by Pinboard and link them to your 

website. 

 
12. Pin images, infographics, video and other content from your own blog to get users reading  

Getting Started 

The best way to determine if Pinterest is right for you is to create a free account and take it for a 
test drive. Start by following some interesting pinboards and users who post images that intrigue 
you.  Spend some time pinning other people’s content and commenting, liking or repinning other 
users’ content in order to attract a few 
followers.  You’re now ready to map out a plan 
and create a new board or boards for your 
products and services.  Add descriptions and 
make sure images and videos link back to 
your website. 

Once you’ve started the content ball rolling, 
think about launching a Pinterest-based 
contest and start tracking www.pinterest.com 
as a referral source in your website analytics. 
Be sure to add a Pit It Button to your website 
as well. Monitor referral traffic from your 
Pinterest content and revise your content 
roadmap if necessary. 

 
Other tips to keep in mind when launching 
your Pinterest strategy: 

 Pinboard Names. Develop creative 
names for your pinboards to drive SEO from Pinterest (board names become the title of the 
page and the first word of the board name becomes the meta description).  

 Pin Keywords. Make sure to include keywords for your business within image and pinboard 
descriptions.  

 Pinboard Headlines. Be creative when writing headlines for your pinboard; using targeted 
keywords within headlines can help drive traffic. 

 Pinboard Hashtags. Just like Twitter, Pinterest encourages the use of hashtags to make 
content more search-friendly.  Be sure to include relevant hashtags with images and video 
you pin. 

A Few Caveats 

As with any emerging technology, Pinterest is in its early stages and offers not only 
opportunities but some legal issues for brands to be aware of. While still relatively new, 
Pinterest has yet to work out all the kinks related to copyright and intellectual property issues. 

B2B Brands on Pinterest 

Who’s on Pinterest?  Socialfresh.com 
recently aggregated a list of top brands that 
have a presence on the popular platform.  
Here are a few B2B brands that top the list. 

 AMD 

 Constant Contact 

 Conduit 

 General Electric 

 HubSpot 

 Intel 

http://www.pinterest.com
http://socialfresh.com/brands-on-pinterest/
http://pinterest.com/amdunprocessed
http://pinterest.com/constantcontact
http://pinterest.com/conduit
http://pinterest.com/generalelectric
http://pinterest.com/hubspot
http://pinterest.com/intel
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A panelist on the recent discussion, The Basics of Marketing on Pinterest, sponsored by 
Focus.com, Jamie Wallace, Content Strategist and Writer with Suddenly Marketing suggested 
that it is unclear where liability will rest.  “Some are suggesting that if you upload something, you 
are liable as the person who uploaded it or originally pinned it,” she said.  “So, if you pinned a 
photographer’s image and they decide they don’t want it to be pinned, you can potentially be 
sued, not Pinterest.” 

Wallace added, “It’s better to err on the side of caution while these issues get sorted out.  Make 
sure you link from original sources, that the URL is appended and that you provide attribution in 
the comment whenever possible.  Just do whatever you can to make sure you’re giving credit 
where credit is due.” 

Olivier Blanchard, Principal of BrandBuilder Marketing  also suggested that marketers would be 
wise to keep an eye on future incarnations of SOPA (Stop Online Piracy Act) “because if 
something like that were to pass based on the language so far, we would all be going to federal 
prison for using Pinterest.” 

He added, “I’m just waiting for a war between a Pepsi and a Coca-Cola or a Ford and GM or an 
Apple and Samsung to try and shut the other one down because of each other’s use of each 
other’s product images on Pinterest. It’s just a matter of time before somebody tries that.” 

Wallace suggested there will likely be options for creators of content to keep their content off of 
Pinterest.  “There is now a way for site owners to say they don’t want anything on their site 
pinned.  In the future, there might be a way for content owners to be alerted that somebody 
would like to pin something.  It might need to evolve to that level so that we avoid that red tape 
that will make it all very ugly very quickly.” 

Despite the legal issues, Pinterest is a platform that is likely to continue to offer unique 
opportunities for B2B organizations to showcase their work, products, portfolio and client base. 
 “If you’re a company that makes lights for office buildings, you can use Pinterest to show how 
your lights are being used across the U.S.,” Blanchard suggested.  

“It’s just a matter of how you can communicate the value of what you do, how you can bridge 
the gap between the service that you offer and their ultimate outcome in the real world and how 
relevant they might be to your general audience or community,” Blanchard said.  “It’s about 
positioning yourself in a different light.” 

Wallace agreed, noting that brands should think of using Pinterest to humanize their brand.  
“There are a lot of networks from Facebook to blogs to LinkedIn where brands can promote their 
products and services in a much more direct way,” she explained.  “B2B brands need to get 
really creative about how they visualize their brand and how they convey the non-physical 
aspects of their brand including their philosophy, beliefs, sense of humor and personality 
because those are the things that can really gain traction on Pinterest.” 

Nancy Pekala is the AMA’s Senior Director of Online Content and Editor of B2B Marketing.  Continue the 
conversation about Pinterest and its uses for B2B organizations in the Interactive Marketing and B2B 
Marketing groups in AMAConnect, the AMA’s online community exclusively for marketers.  Follow us on 
Twitter @marketing_power.  

 

http://www.focus.com/roundtables/how-use-pinterest-your-business-q-session/
http://www.focus.com
http://www.focus.com/profiles/olivier-blanchard/public/
http://thebrandbuildermarketing.com/index.html
mailto:npekala@ama.org
http://www.marketingpower.com/ResourceLibrary/Pages/newsletters/archive/b2b_marketing.aspx
http://www.marketingpower.com/Community/Pages/default.aspx
http://www.twitter.com/marketing_power

