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http://www.youtube.com/watch?v=qr8bNBuptpU


infinite choice
We live in a world of



35,000
People are making

decisions every single day

Source: Sahakian & LaBuzetta, "Bad Moves: How Decision Making Goes Wrong, and the Ethics of Smart Drugs" (Oxford University Press, 2013)



Sources: 1. Talk Shoppe, US, Core shopping survey commissioned by Pinterest, April 2025; 2. 
Baymard Institute, “49 Cart Abandonment Rate Statistics 2025”, 2025

This isnʼt just a problem for consumers. 
It impacts businesses, too.

of consumers 
have abandoned a purchase 

because they couldnʼt decide 1

of consumersʼ carts 
are abandoned 

before checkout 2

51%

70%



And when we use search 
to support decisions, we 

already need to know 
what we are looking for



When you want a
vibe or personalization, 

modern text-based
search falls short



Discover
In this more leisurely search behavior, people 

search broadly to discover new ideas, 
encounter broad topics, and explore within 

wide categories of inspiration.

Pinterest in a Nutshell.

Blending Visual Search and Discovery
The beauty of Pinterest is that it blends the best of browse and search.

Search
In this more efficient search behavior, people 
seek answers to their problems, find needed 
information or advice, or get perspective on 

topics they care about.



Pinterest 2026

Search Home feed Boards
Shoppable 

formats

Visual Search & Discovery in Action



Pinterest 20261. Pinterest Internal Data, US, as of June 2026 | Calculated as % of the top 1,000 most popular searches.

Understand 
unique 
behavior 
and how to 
activate on it

vegan leather

of text-based searches 
on our platform 
are unbranded1

 

badminton outfits

tennis core

playful paddles
>96%

vivid tones

green pants



The Pinterest mission: To bring everyone the inspiration to create a life they love

People come to Pinterest to

   

Find 
inspiration

Curate
ideas

Decide
what to buy

Colourful decor
123 Pins · 4 sections



Sources: 1. Pinterest internal data, Global, Q4 2025. 2. US NCSolutions Sales Lift, now a Circana solution, Dashboard Overall Tab with Total and 2023, 2024, & 2025 Filters, benchmarks provided by NCSolutions, now a Circana
company. New Buyer statistic includes only 2023 & 2024 data. New Buyers = Did not purchase in the most recent 52 weeks leading up to the campaign start. 3. The Decision Lab, Empowered Decisions Power Performance 

(commissioned by Pinterest), Global, May 2025. Randomized controlled trial with assignment to Pinterest condition in experiment.

Unbranded 
discovery 

High intent 
audiences

Lasting value 
and brand loyalty

More than

~80+
Mrd.
monthly searches.1

~50%
+
commercial intent.2

61%
users are 61% more likely 
to recommend a product 
they discovered on Pinterest.3

Discoverability, visibility and value. Here, brands have the 
competitive edge with unique and powerful capabilities.

to discover whatʼs next               and do things in real 
life.

People come 
to

with intent 



Pinterest 2026Sources: 1. Pinterest internal data, Global, Q2ʼ2026, 2. Global Web Index, Core Survey, Austria, Q2 2026.
Based on third party data which may not correspond to actual Pinterest data.

+50%  of

Thatʼs your answer to 
continued growth

Pinterestʼs
640 Mio. users
Are Gen Z Pinterest reaches

55% 
of Austrians age 

18-24.

Pinterest reaches 

28% 
of the online population 

in Austria .

2

2

1



How much slower 
do you think users scroll 

on Pinterest vs. other 
Social Media platforms?

(EMEA Data, Lumen Study 2022 - 2024)

Simply raise your hand.
The first person who gets it right / is close,

gets a Pinterest Merchandise Package!



Pinterest 20261. Lumen x Pinterest Attention Studies, EMEA, 2022–2024.

People on 
Pinterest 
scroll
3x slower  
than on 
similar 
platforms 1



67%

67%

Source: Pinterest internal data, DE, May 2024 - April 2025, Based on total volume of searches by category.

Health & Beauty

Fashion

DIY & Crafts

What are the
top topics that 
bring people to 
Pinterest?

Simply raise your hand.
The first two persons who get 1 and 2 right,
get each a Pinterest Merchandise Package!



67%

67%

Source: Pinterest internal data, DE, May 2024 - April 2025, Based on total volume of searches by category.

Health & Beauty

DIY & Crafts

Home Decor

Food, Beverages & EventsTop 5
searched 
categories 
on 
Pinterest 

Fashion



AYE YAI YAI
Button up shirt
$55

Bluxome
Classic white shirt
$79

Klowthing
Cotton poplin shirt
$120

On roadmap for Austria

Search on Pinterest  is visual
— and powered by AI



Search and shop  
everything you see
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Visual Search 
Technology
to identify relevant 
users and Pin 
recommendations

Pinterestʼs world class 
visual search 
technology 
understands the 
content of each Pin

Ensure Pin title and 
Pin description have 
rich descriptions Pin URL attributes offer 

further signals 

Descriptive keywords in 
Board title and Board 
description inform our 
algorithms 

Harry Williams

Unisex Boots
123 Pins · 4 sections

Comfy Boots Unisex - Sz. 9 
Carbon Gray Metallic
Unisex chelsea style boots, smooth leather, 
contemporary - Size 9 

Creative (Image, Video)

Title Description

Board attributes URL

Details in the Product or Creative Feed

*For illustrative purposes only.



Thatʼs  AI tuned  
to personal taste
Not whatʼs popular. 
Whatʼs unique to individual taste.
Itʼs your personal space. 
People come with intent to Pinterest.

The  taste graph  is 
all the intent data 
on the platform

Matt Madrigal, 
Chief Technology Officer

plum beauty
Shop

outdoor gear



The advantage of Pinterestʼs Taste Graph

Click on Pins

saves on Pins

Names of boards

searches

…

Steady flow of user intent signals

Feeding the algorithm with information

Constant update of user data

Pinterest 2026
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How you can leverage these rich data in
marketing for planning with foresight

Reactive model
• Chase viral hypes and 

attention spikes

• React to trends after they peak

• Spend against impressions, 
not intent 

Proactive model
• Use behavior-based signals 

prior trends peak

• Distinguish hypes from durable trends

• Align with future-focused planning 
moments

• Buy into high-intent demand curves



Pinterest 2026



Moments & Trends

The 
planning 
advantage
Predicts tells you what to 
build. Moments tells you 
when to activate.

Pinterest Moments 
Maps those trends to Calendar 
(seasonal), and Life (milestone) 
planning windows

Informs: Media timing, campaign 
architecture, moment-specific 
creative

Pinterest Predicts™
Provides the behavioral 
trends and cultural drivers 
for the year ahead

Informs: Product roadmap, 
creative platforms, portfolio 
strategy

Pinterest 2026



Sources: 

Cool Blue Wilderkind

FunHaus Laced Up

Neo Deco

Mystic 
Outlands

Glamoratti Poetcore

Opera 
Aesthetic

Pen PalsVamp 
Romantic

Brooched Afrohemian 
Decor

Scent 
Stacking

Throwback 
Kid

Glitchy 
Glam DarecationsExtra 

Celestial
Gimme 
Gummy

Khaki 
Coded

Cabbage
Crush

Big Predicts Trends 
of the Year

Colors of the Year

Festive Gifting 
Trends 2026



What percentage of the Pinterest 
Predict Trends 

came true over the last 6 years?

Simply raise your hand.
The first people who gets it right / is closest, 

gets a Pinterest Merchandise Package!





Think bigger  for your audience

Add the badge to 
your campaigns

Produce or reconcept 
content for a trend

Plan omnichannel 
activation

Produce products 
based on trends



     

Success Story

https://business.pinterest.com/success-stories/marriott-bonvoy-awareness-predicts/


YSL Beauty
Campaign objective 
Multi-objective: full funnel
Sector 
CPG: Beauty

Ad formats 
Standard, image, video, collages, 
premiere spotlight

Product features
Direct links,
Pinterest Performance+, Creative 
Connect

"Pinterest is the ideal platform for 
reaching and inspiring luxury 
shoppers. After several successful 
campaigns, the impact studies 
exceeded our expectations and 
showed a significant increase in all 
brand and sales metrics across the 
entire funnel. We are absolutely thrilled 
with these results."

Jehona Redzepi
LʼOréal Austria, Germany, Switzerland, 
Senior Media Manager 

Success Story

YSL Beauty achieves 
flawless sales lift 
with Pinterest
In the highly competitive luxury makeup segment, it is 
particularly important for beauty brands to be top of mind 
with their target audience—and Pinterest is the perfect 
platform for this. The “luxury” category has grown by 42% in 
Germany compared to the previous year and is particularly 
popular with Gen Z and millennials.1  
YSL Beauty's first makeup campaign achieved strong results 
across the entire funnel: a 2.1 percentage point increase in 
action intent among the main audience of people aged 
25-34 and a 5.3 percentage point increase in ad recall 
through Premiere Spotlight prove that the campaign was 
appealing and left a lasting impression.2

+5.3pp
Increase in ad recall through 
Premiere Spotlight2

+2.1pp
Increase in action intent among the 
main audience (aged 25-34)2

1 Pinterest, internal data, DE, November 1, 2023 - October 31, 2024 vs. 12 months prior
2 Pinterest 6Q Brand Lift Study for YSL Beauty, DE, Q2 2025

https://business.pinterest.com/de/success-stories/ysl-predicts/?show_preview=true&change_language=true


Volkswagen

Volkswagen T‑Roc 
rocks Pinterest with a 
first-of-its-kind total 
takeover
Volkswagen wanted to put the new T‑Roc front and center with a bold, 
digital‑first launch that combined high‑impact visibility and efficient reach 
with measurable impact on brand awareness and action intent among 
PInterest users.

This first‑of‑its‑kind mix of Spotlight, editorial, keyword and video 
formats created a true “Total Takeoverˮ for the T‑Roc on Pinterest.

VW ran a multi‑format takeover that owned both discovery and inspiration 
around the launch with elements like Premiere Spotlight Takeover, editorial 
placements sponsoring a board to deepen storytelling, keyword takeover 
owning of high‑intent, culturally relevant “color & musicˮ searches and 
breakthrough video creatives bringing in the final touch maximising 
awareness and engagement with our user.

“This campaign set a new benchmark. Together with Volkswagen and 
Pinterest, we translated the initial brief into a fully integrated launch 
strategy that was seamlessly executed at go-live. The TRoc ‘total 
takeoverʼ was not only first in its kind on Pinterest, it also showed how 
innovative formats can systematically drive awareness and action.ˮ
Jean Guerrieri, Director PHD Germany

1 Pinterest, internal Data, Germany, November to December 2025

Campaign type
Awareness
Consideration

241%
More impressions 
and 413% higher 
open rate for the 
editorial 
sponsorship 
compared to the 
editorial 
benchmarks

1.5%p
Action Intent uplift 
with the Spotlight 
takeover

2.1%p
Uplift in Action 
Intent and 1.6%p 
TOM Awareness 
with Color and 
Rock keyword 
takeover. Ad types

Spotlight
Video, static ad,
Breakthrough video

Product features
Editorial 
Sponsorship
Keyword Takeover

Success Story

https://business.pinterest.com/de/success-stories/volkswagen-pinterest-performance-plus/


Personalisierte, hochwertige 
Broschen. Ob auf der Kleidung, 
Taschen oder Schuhe: On Trend.  
Als Geschenk oder für sich selbst.

Energie auftanken zwischendurch in 
der Pinterest Gimme Gummy 
Snackbar. Für alle was dabei:
süß, salzig, verspielt. 

Personalisierte, hochwertige vegane 
Lederanhänger prägen oder 
bemalen (z.B. mit Initialien). Für 
Koffer oder Taschen.
Als Geschenk oder für sich selbst.Poetcore

Brooched

Gimme 
Gummy

Experience  2026 Trends in real life

Because the best thing you can find 
online is a reason to go offline. 

Pinterest 2026



Thank you!
vegan leather

green pants

vivid tones

Dorothea 
Meyer
dmeyer@pinterest.com

Connect on LinkedIn


