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Imagine your ideal clients.

Now think about what kind of  pictures or visual images they would enjoy.

If  you can create (or curate) visually compelling content, then
Pinterest  could be a great social plat form for you.

When used the right  way, Pinterest  can drive massive t raf f ic to your
website, build loyal communit ies around your brand and convert  fans into
buyers.

Beyond the Pin

In February 2012, Pinterest  bypassed Twit ter in terms of  referral t raf f ic. But that ’s not all.

A survey from PriceGrabber indicated that 21% of Pinterest  users purchased something they saw
on a pinboard! Suddenly the sound of  ringing cash registers could be heard by marketers around
the world.

Unlike Facebook where images of  products are annoying or intrusive, Pinterest  offers a
beautiful and excit ing new interface (much like a mall) where users actually expect and look
forward to shopping!

In her new book, Pinfluence: The Complete Guide to Marketing Your Business with Pinterest, Beth
Hayden gives business owners a lesson in visual market ing techniques that are bound to attract
new customers and generate more revenue for their brands.

Here’s what you should know about the book.

Author’s Purpose

For Beth Hayden and many others, Pinterest  has proven to be
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Beth Hayden, author, Pinf luence:

The Complete Guide to Marketing

Your Business with Pinterest.

For Beth Hayden and many others, Pinterest  has proven to be
an incredibly powerful and addict ive space.

Beth has seen f irsthand the golden opportunity that  this social
plat form offers businesses—an opportunity to connect with
customers, make more money and build loyal online
communit ies.

Her book Pinfluence shows business owners, marketers, PR
professionals and bloggers how to take advantage of  these
opportunit ies by using the most visually compelling tact ics to
market themselves online.

What to Expect

Pinfluence is a fun and easy read with great t ips and
surprisingly smart  business ideas. At 178 pages,
Pinfluence tells you everything you need to know to:

Set up your Pinterest  prof ile

Develop a Pinterest  strategy

Know what to pin (and even mobile pinning)

Convert  followers into buyers

Pinterest  for B2B and non-prof its

The ethics of  Pinterest

And so much more!

Finally businesses of  all types (B2C, B2B and non-prof it ) can use Pinterest  to increase visibility,
develop revenue-producing ideas and stay ahead of  their compet itors.

Book Highlights

One of the smartest  things that Beth says in her book is this:

“If  your Pinterest  ef forts are not helping you bring people to your business door, then you need to
change the way you’re using the site.”

For any business using Pinterest , the goal is simple—drive traff ic back to your site, add people
to your mailing list  and convert  those visitors into buyers.

Here are some of the ways you can do that.
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Understand the mindset of  your ideal

client and develop a matching prof ile that

f its his or her needs. Image source:

iStockPhoto.

#1: Create Your Ideal Client Profile

The best way to create a detailed and useful buyer persona prof ile on Pinterest  is to connect
direct ly with the source. If  you have access to some of your favorite clients, why not interview
them and f ind out what problems keep them up at  night?

Oreck, a maker of  vacuum cleaners, air purif iers and other small appliances, focuses on women as
their ideal clients. They created a prof ile called ‘Suzy Homemaker’ and f illed it  in with details about
where Suzy lives, whether she has kids or pets and what her hobbies are.

This exercise may seem silly, but  don’t  underest imate it .
The more you know about the customers you’re
trying to reach on Pinterest , the more successful
you’ll be at  connect ing with them using images that will
interest  them.

#2: Name Your Boards (There’s a right
and wrong way to do this!)

It ’s likely that  your inst inct  when you f irst  get  started
with Pinterest  (like so many other beginners) will be to
create broadly themed boards that allow you to pin lots
of  images under a single topic; e.g., “Cruises.”

However, you must resist  the urge to do this. You want
your boards to be very specif ic yet  memorable, so
opt for a name such as “Fun Family Caribbean Cruises.”

The dif ference may seem subt le, but as many
marketers in that category know, it ’s a crit ical one. Also
be sure that  your board names are short , snappy
and to the point .

#3: Add Compelling Descriptions

It ’s easy to pin interest ing pictures on your pinboards,
but descript ions are just  as important. Even though
Pinterest  gives you 500 characters to use in your
descript ion f ield, use only what you need to properly describe your image and give your
followers some context .

Also remember to use keyword-
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Use keyword-rich descriptions to help customers f ind the content

they're looking f or. Image source: iStockPhoto.

Also remember to use keyword-
rich descript ions so that people
can easily f ind the images they’re
looking for when they search. For
example, instead of  saying, “Our
lovely spring bouquet,” use
specif ic words such as “Our
lovely spring bouquet of  white
hydrangea and pink roses.”

#4: Get More Pinterest
Followers

The quality of  your Pinterest
audience matters a great deal
more than the quant ity. However,
you have to start  somewhere and
the way to build your list  of
followers is to:

Follow other pinners

Pin consistent ly

Actively seek out (and pin) new and interest ing content

Link your Pinterest  prof ile with your other social networks (Facebook and Twit ter)

Run contests

Another very unique idea that Beth introduces in the book is to host a pin chat . Career coach
Sean Cook hosted a unique online event that  merged his Pinterest  and Twit ter worlds; he called it
a “pin chat.” It  was part  of  a regular Twit ter chat for his higher-educat ion job seekers.

Part icipants tweeted links and pins that features quotes, videos and other inspirat ional material for
people seeking posit ions in higher ed (using a preassigned hashtag).

Sean then repinned those items to one of  his Pinterest  boards. The pin chat drew attent ion to the
cool stuf f  he was doing to inspire his clients using Pinterest  and provided a unique avenue for
community-building that got people talking about him!

#5: Use Pinterest as Part of Your Sales Cycle

Business coach Tommi Wolfe, president of  The Startup Expert , recommends that you keep a list
of  current  professional contacts as well as potent ial clients with whom you would like to
connect. Why not keep this list  on Pinterest?
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Mashable's Tech & Gadgets board curates original and other users'

images of  cool devices.

You could call it  “People I’d love to know” and have those pins link to either that  person’s Pinterest
account or to his or her main website.

Another idea is to pin pictures of  your clients and then paste their test imonials in the pin’s
descript ion. People love seeing faces with test imonials because it  seems more credible and
friendly. This is also an ef fect ive technique for sharing social proof about how awesome your
brand is.

#6: For Non-Visual Brands

If  you’re a B2B brand or in the service industry, Pinterest  st ill holds enormous potent ial for you
because you’re not limited to showcasing product pictures only.

Consider Mashable, a leading source of  news, informat ion and resources for the connected
generat ion.

Current ly they have 35 boards on Pinterest , 1,077 pins and almost 419,000 followers. Their most
popular boards include:

Tech and Gadgets—obviously these are not Mashable products. They are cleverly
curated images of  interest ing gadgets that are used in the tech industry (e.g., washable
keyboards, tablets and typewriters, interest ing apps and even imaginary futurist ic gadgets).

Mashable photo
challenge
—each week they
ask their readers to
submit  photos
based on a
part icular prompt
and these are then
pinned on Pinterest .
This is an easy idea
that you too could
piggyback of f  of .

Remember that all
companies (whether B2C
or B2B) are based on the
same idea: people selling
to other people.

So even if  you’re selling to
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other companies, you can
st ill have a successful presence on Pinterest  as long as you’re creat ive and are able to of fer a
visually interest ing experience.

Personal Impression

Pinfluence is an excellent  book that covers a lot  of  ground and of fers the kind of  advice that you
would pay good money for.

One of  the most powerful ideas in the book is that  Pinterest  can (and should) be used by all
types of  brands, regardless of  whether they’re tradit ionally regarded as visual brands.

Beth also has the advantage of  writ ing the f irst  book ever on Pinterest  market ing, which means
that many of  her ideas are original and insightful.

All brands, whether they have lit t le or much experience on Pinterest , will f ind Pinfluence to be very
educat ional and enlightening.

The one minor weakness that I found in the book is the impression it  creates that Pinterest
market ing is tedious and f illed with numerous tasks. I fear that  someone who has never used
Pinterest  might read this book and think, “Forget it , this is too much work!”

Having said that, Beth has done a fantast ic job in giving business owners both the strategic and
tact ical details of  Pinterest  market ing.

Social Media Examiner gives this book a 4-star rat ing.

What do you think?  Leave your quest ions and comments in the box below.
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