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Abstract: Social media networks have attracted a large number of users
over the year which has increased its potential as a marketing channel. It is
important for marketers to investigate characteristics and differentiators in
these social media platforms so unique marketing strategies can be used. The
Pinterest social media network is a much smaller platform as compared to other
larger social media sites such as Facebook, Snapchat, WhatsApp, Instagram,
YouTube, and Twitter. Pinterest has a comparatively smaller user base that has
been underutilised as a marketing channel. However, Pinterest offers
tremendous potential for marketers because of niche appeal in a strong visual
medium. Using antecedents of usability, design, user-platform fit, and media
content of the Pinterest platform, this study investigated user affinity toward
Pinterest. Pinterest affinity, in this study, refers to composite constructs
of value, loyalty, and trust experienced by Pinterest users. The results of the
study showed that user-platform fit, technical characteristics, design, and
purchase intention constructs were important determinants of users’ affinity
toward Pinterest. Based on these findings, managerial implications and
recommendations to marketers on Pinterest are discussed.
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1 Introduction

Social media networks have transformed how users communicate, share, create, and
consume content from companies as well as from other users. Media rich content has
provided an opportunity for ubiquitous media consumption using a variety of
internet-connected devices such as smartphones and tablets. Social media has influenced
the marketing efforts of companies as they recognise the changing role and scale of
consumers and the way in which marketing communication is shared and evaluated
(Patino et al., 2012). The Web 2.0 phenomenon that provides platforms for collaboration
and communication has been leveraged by social media platforms such as Facebook and
YouTube to engage users with content, other users, and businesses. Thackeray et al.
(2008) had observed that social media can provide an opportunity to connect with
customers using richer media with a greater reach.

Despite concerns about privacy and security, users are eager to reveal and share
information on social networks. Marketing communication continues to shift toward a
user-centric model and away from the conventional media model that was characterised
as being publisher-centric (Daugherty et al., 2008). Companies such as Facebook,
Google, LinkedIn and Twitter have built specialised social networking sites that provide
unique value propositions based on user needs and expectations. For example, Facebook
was initially used for communication between family and friends, but later included
features to ‘Follow’ and ‘Like’ businesses. LinkedIn is a network for professionals to
access knowledge, insights, and job opportunities in business and industry. YouTube is a
social network that hosts user-generated content and encourages comments and idea
sharing that is related to video content.

Companies have realised the value of building social capital and have engaged
customers in marketing activities by using social media platforms (Fogel, 2010; Diffley
et al., 2011). There is increased interest in leveraging social media platforms from not
only online businesses, but also traditional brick-and-mortar businesses seeking to use the
power of social media to acquire new customers as well as retain existing customers.
Tsimonis and Dimitriadis (2014) state that organisations using social media can forge
relationships with customers, and form communities that interactively collaborate to
identify problems and develop solutions. While Facebook has proven to be a powerful
advertising platform to generate sales (Tucker, 2014), companies such as Honda, Sony,
Whole Foods, Kraft Foods, Lowe’s, Nordstrom, Zappos, and The Container Store have
also started using smaller social media networks such as Pinterest as a marketing channel.
There is a need to investigate Pinterest’s potential fit in a business’s marketing plan in
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order to attract and retain customers based on constructs such as loyalty, value, and
purchase intention.

Despite Pinterest’s growing number of users and a niche platform that offers
marketing opportunities from a visual perspective to an audience of 70 million users, few
academic works have investigated the dynamics of Pinterest marketing. Hill and Moran
(2011) have called for a better understanding of how consumers use the different social
media platforms and recommended investigations into how these platforms affects
consumer behaviour in a distinct way. The purpose of this study was to investigate user
affinity toward Pinterest using criteria such as usability, user-platform fit, technology and
design, purchase intention, and browsing behaviour. These Pinterest-related constructs
should be of interest to marketing researchers and practitioners because higher loyalty,
perceived value, and trust with a social media platform may lead to increased awareness,
or sales, of products displayed on a social media platform. Further, since Pinterest uses a
different social networking model that focuses more on content sharing than on user
communication, research is needed to investigate users’ preferences for (or aversions to),
the Pinterest platform. Marketers can then acquire a better understanding of differentiated
marketing opportunities in smaller social media platforms such as Pinterest.

2 Review of literature

The popularity of social media networks has convinced many marketing managers to
include social networks in their marketing strategies to engage and influence their
audiences (Hoffman and Novak, 2012). Research has also shown that marketers should
encourage users to interact with brands by creating content that makes consumers feel
attracted to the brand and, as a result, increase consumers’ interactions with the brand
(Rauschnabel et al., 2012). Because most social media marketing efforts are focused on
larger platforms such as Facebook, smaller social media networks that may provide niche
opportunities have received less attention. The Pinterest social media network was first
launched in 2010. In comparison to Pinterest which has 150 million users, Facebook has
1.7 billion users, Instagram has 600 million users, LinkedIn has 467 million users,
Twitter has 313 million users, and Google Plus has 300 million users (Comscore, 2015;
Statistica, 2016; Chaykowski, 2016). Since Pinterest is a smaller social media network as
compared to Facebook, not much attention has been given to Pinterest as a marketing
channel. There is more literature on Pinterest in the domains of human computer
interface, psychology, and information science (Hall and Zarro, 2012; Hansen et al.,
2012; Ottoni et al., 2013; Gilbert et al., 2013; Linder et al., 2014; Mull and Lee, 2014) as
compared to business and marketing studies, thus research to date has not adequately
examined Pinterest from a marketing perspective. We draw from other domains to shape
our study in order to add new knowledge to the marketing discipline.

Although Pinterest is ranked the third most popular social media site for generating
traffic, it has not been able to acquire a large user base. The primary purpose of Pinterest
is to help users curate information in order to discover new products and ideas, which can
then be saved for later use. By using pins, users collect, organise, and share content with
other users. Objects such as images, blogs, videos, and other websites can be pinned;
Pinterest allows users to organise these pins into categories called boards. The boards
allow users to easily retrieve and share categories of pins. Examples of boards include
categories of products, services, brands, quotes, ideas, or tips. Users can create
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customised board labels, or use the standard category which is more useful if the user is
interested in being re-pinned. When businesses use Pinterest to showcase products, the
discernable objective is to influence a sale, but it can also serve as a preview to a new
product launch or advertising campaign, as well as direct traffic to a company’s website.
Instead of relying on direct user-to-user communication, by using the process of social
curation, Pinterest users interact with content by sharing pins, re-pinning, and using
Like/Comment features that bring together users who have common interests. In a focus
group interview of Pinterest users, Linder et al. (2014) found that social curation results
in ideation, which is fulfilled by pinning objects to help serve as creative resources that
shape users’ lives.

To differentiate Pinterest from other social networks, it is important to note that,
unlike other social networks such as Facebook or Twitter, 98% of pins on Pinterest have
no user comments. Hall and Zarro (2012) reported that Pinterest users were primarily
females with the most frequently observed categories being Food and Drink, Home and
Garden Décor and Design and Apparel and Accessories. They further found that user
comments on pins related to sharing opinion and judgment, engaging in dialog, sharing a
personal history with the image, or providing additional narrative details. Interaction and
comments about content is the primary purpose of communication among Pinterest users,
which provides social capital to other users’ content by way of pins and re-pins. The
demographic make-up of Pinterest users can shed light on segmentation strategies to be
used for marketing purposes (Lipsman, 2015). For example, marketers targeting a female
demographic audience in the age range of 18-49 may find Pinterest most relevant among
all social media platforms given that 70% of Pinterest users are females. Han et al. (2015)
noted that the top ten most popular categories in Pinterest are: DIY and crafts, food and
drink, education, animals, health and fitness, design, architecture, products, art and home
decor. The nature of content (e.g., static, interactive, video, audio, images, etc.) and
affinity of Pinterest users to such content needs further investigation. Only recently has
Pinterest started using its platform as an e-commerce website. Recently, in an effort to
increase direct sales from its site, Pinterest announced in-platform purchase integration
by introducing buyable pins. These special pins are linked to regular e-commerce sites of
the company from which the product can be purchased; the transfer from browsing
behaviour on Pinterest to purchase completion on the company’s website is seamless to
the user. Pieters et al. (2010) recommend further study of how design features relate to
satisfaction with content and advertisements on social media platforms due to the fact
that websites provide contexts that make design features very critical.

3 Theoretical framework

The framework used in this study is adapted from the media richness theory (MRT)
which was initially proposed by Daft and Lengel (1986), and extended by Dennis and
Kinney (1998) in the context of ‘new’ media that included audio and video
communications. The MRT framework identifies media richness and investigates the
degree of effectiveness (trust and loyalty) of a platform due to richness of communication
allowed within that platform. According to Rauniar et al. (2014), diverse, rich media and
availability of a user interface that promotes high levels of interactivity in social media
sites (such as Pinterest) would provide support to the MRT of Daft and Lengel (1986). In
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media-rich platforms (such as Pinterest), users communicate using images or videos.
Researchers have studied the use of multimedia platforms and its predictors using
variables such as age, gender, and personality traits (Dunaetz et al., 2015). Using the four
measures of media richness (delay, cues, personalisation and choice), Pinterest provides a
high degree of richness because of immediate access to related pins, comments from
other users, and the ability to create personalised boards using different categories of
interest. While the MRT identifies face-to-face interaction as having the highest social
cue, the Pinterest platform may provide a bridge between face-to-face interaction
and computer-mediated communication. Webster and Trevino (1995) observed that
internet-based platforms have the potential to build relationships as effectively as
face-to-face communication. There is therefore a need to investigate constructs that help
build affinity toward a social media platform such as Pinterest.

Since MRT does not completely explain the affinity and loyalty concepts used in our
study, other theories that support social media and communication protocols were also
considered when developing the conceptual framework for this study. Another theory
found relevant to our study involves social presence, which takes into account the type of
media used for interaction between two or more communication partners (in our case,
other Pinterest users). The social presence theory, which was proposed by Short et al.
(1976) considers social processes of self-presentation and self-disclosure. Kaplan and
Haenlein (2010) noted that for elements of self-presentation and self-disclosure, users on
social media sites such as Pinterest share personal information related to categories of
interest involving arts, crafts, apparel, or home decor. By posting images, ideas, or
creative thoughts, users establish high social presence by influencing other users who are
curating information in similar categories. Based on rich media, social presence, and
self-presentation, we propose and investigate a construct called Pinferest affinity, which
includes items related to value, loyalty, and trust among users of social media networks
such as Pinterest. Antecedents of the Pinterest affinity may include constructs such as
usability, user-platform fit, and relevant media content. Each construct is explained below
to develop a conceptual framework for the study.

4 Technical and design characteristics of websites

Businesses are using social media sites to promote and market products, engage
customers, and create brand loyalty (Neti, 2011). Social media design (organisation,
layout) and technology (tools, modules and applications) are important because
advertising revenue and sales are tied to audience engagement in the social media site.
Pfeiffer and Zinnbauer (2010) noted that the design of a website and interaction
opportunities with other users can be significant in driving traffic to the website. New
social media networks threaten existing networks by offering differentiated features. For
example, by offering unique elements such as encryption, social media platforms
WeChat, Weibo, and WhatsApp, which are popular in China, are attracting younger
demographics in the West. Singh et al. (2013) suggest using a quantitative framework to
help with prediction of a brand's user interactions. Because of competition from other
social network platforms, design and technology embedded within social media networks
are key ingredients in providing a competitive advantage, or in some cases, survival of
the platform. By implementing effective design principles on social network sites,
businesses have the opportunity to encourage relationships with consumers from dialog
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to trialogue, in which consumers engage in meaningful relationships with content, other
users, or firms (Mangold and Faulds, 2009; Lipsman et al., 2012).

Since the earliest days of the Web, researchers have observed that websites that
respond to user needs are critical in determining the success of the website (Price, 1997).
Businesses depend on websites for brand recognition and lead generation, and to promote
services, provide information, invite user-generated content, encourage social sharing,
and (in some cases) to nurture sales by using e-commerce. Nielsen (2000) identified
important website design principles to include effective navigation, response time,
credibility, content, ease of use, frequent updating, relevance to users, quick download
times, and high quality content. Palmer (2002) added additional elements to effective web
design criteria by suggesting interactivity, responsiveness and media richness. The
elements, collectively, would result in high user trust, increased likelihood to return, and
higher frequency of use. Data for constructs related to design and technology were
collected for the purpose of this Pinterest study.

From a social media network design perspective, user aspects such as type of
equipment, quality of internet, compatibility of applications, and display size must be
considered when creating and developing social media network platforms to facilitate
user interactions. Some social media networks (such as Pinterest) are more effective
when content is viewed on larger displays because of intricate details within the rich
media content, as well as ease of transferring the rich media content between
applications. Vaughan-Nichols (2010) observed that massively multiuser systems like a
social network tend to grow quickly, so the technology behind such systems should be
able to scale from thousands of users and dozens of servers to millions of users and
thousands of servers. Another factor that necessitates a robust technology infrastructure is
the requirement that the network should support millions of simultaneous users running
different operating systems and form factors (e.g., desktop computers, smartphones,
smart watches). User trust can be achieved if technical and design characteristics of the
social media network facilitates ease of use and enjoyment while using the system, which
may in turn cause higher affinity in terms of value, trust, and purchase intention. In this
study, technical characteristics referred to security, privacy, and risk elements. Design
characteristics referred to navigation, information retrieval, and features of the website.
As aresult of the above literature review, we propose the following hypotheses:

Hla Design characteristics of the Pinterest platform will be positively associated with
users’ affinity toward Pinterest.

Hlb Technical characteristics of the Pinterest platform will be positively associated
with users’ affinity toward Pinterest.

5 Browsing, sharing and purchase intention

According to Woodall et al. (2007), social media’s impact on consumer behaviour is a
result of elements such as consumers being able to satisfy an impulse quickly, share
interests and experiences, and seek advice prior to purchase decisions. Pinterest users pin
photos of products, which creates interest and drives traffic to other websites. An
additional dimension, forming online communities of pinned categories (common among
Pinterest users), may also facilitate information sharing and attitudes toward purchase
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intentions. Use of social media marketing involves getting a user to interact with the
brand (browsing behaviour) and its message by sharing content related to the brand. As
an example, on Pinterest, this content may be in the form of images and videos that are
pinned and repinned. As a result of the brand content being shared, it becomes
self-propagating which can result in more exposure to the business (Trusov et al., 2009)
as well as purchases of the product. Sashittal and Jassawalla (2015) observed that
Pinterest use guides consumers’ purchase behaviour because the availability of curated
lists from other users can help narrow choices for a user when making purchase
decisions. Since users on Pinterest have a strong tendency to share content of interest to
them, the type of content that is either browsed, shared (pinned/re-pinned), or purchased
the most needs further investigation.

Online consumers’ attitudes and intentions can be greatly influenced by cognitive,
psychological, and demographic characteristics (Fang et al., 2013). Purchase intention
can be further influenced by moderating variables such as design, usability, and media
type. When using the Pinterest social media platform, Han et al. (2015) posited that
investigating ‘which’ users post/share ‘what’ content, and ‘with whom’ that content is
shared, can provide valuable information for online retailers to enhance their marketing
strategies. For example, Pinterest marketers would be interested to know which types of
images would be most pinned and repinned. Ellison et al. (2007) studied the use of social
network sites and found a strong association between use of social media and different
types of social capital. The idea of people browsing and connecting with others based on
common interests has also been studied in sociology literature and has been referenced as
interest homophily (McPherson et al., 2001). This type of homophily was found in early
days of the internet, where communities (such as Usenet) were centred on common topics
which gave way to personal connected social networks (such as Facebook and LinkedIn).
Pinterest goes back to the premise of interest homophily as it centres on building
communities around shared interests.

Trust and loyalty toward social media sites can provide additional benefits. For
example, Lipsman (2015) reported that Pinterest users are actively engaged in shared
interactions with other users on the site and pay attention to products that are pinned in
large numbers. The online buying power index of Pinterest users is 211, which indicates
that users spend more than twice as much money online as the average US internet user.
Lipsman further noted that when social mentions of brands occur on large-scale social
media platforms, they tend to activate consumers at the top of the purchase funnel by
driving awareness and interest for something they were not otherwise actively
considering. At the opposite extreme of the funnel, consumers may find themselves
actively in the market for a specific purchase, so they consult socially-driven reviews on
sites like Amazon that integrate user-generated content (Hazari et al., 2016). In between
the two types of networks is Pinterest, which has consumers who are receptive to
purchase if it matches an idea or inspiration that has been pinned. Phillips et al. (2014)
researched the use of indirect strategies of persuasion as a marketing approach on
Pinterest. They rationalise the use of this indirect approach due to high degrees of
engagement and intimacy that Pinterest users have, which causes their defenses against
persuasive advertising to be more relaxed. Providing information about a product that
matches the user’s idea can help marketers guide the consumer down the funnel toward
conversion. Although users on Pinterest may not directly identify the source, availability,
or price of a product or idea, by pinning a visual image, the brand or product gets more
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opportunity to be re-pinned, thereby promoting it further and providing more visibility to
the brand. In this study, browsing is related to behaviour in which consumers explore,
discover, and browse through websites to find items of interest. Sharing is related to
behaviour that would encourage forwarding, pinning, or bookmarking items of interest on
Pinterest.

As a result of the above literature review, we propose the following hypotheses:

H2a Browsing behaviour on the Pinterest platform will be positively associated with
users’ affinity toward Pinterest.

H2b Sharing behaviour on the Pinterest platform will be positively associated with
users’ affinity toward Pinterest.

H2c¢ Purchase intention on the Pinterest platform will be positively associated with
users’ affinity toward Pinterest.

6 Usability and user-platform fit

The technology acceptance model (TAM) proposed by Davis (1989) has been widely
cited as being the primary theory that models and predicts use and interaction
(user-platform fit) of technology systems. The reason why social media networks have
been successful in widespread adoption can also be attributed to personal intentions and
motives which were initially proposed in the psychology domain by Fishbein and Ajzen
(1975). Usability is a general area that explores the concept of how humans interact with
technology. Software, displays, websites, and social media platforms should be designed
with usability principles that use technology and design principles by making it easier for
a user to interact with a system. It has been known since the earliest days of usability
studies that user interface is an important determinant of user satisfaction (Doll and
Torkzadeh, 1988). The usability of a system plays an important part in whether the
system will be accepted by the user and its continued use over competing systems that
offer similar services. This creates an optimum user-platform fit. Childers et al. (2001)
found that the level of interactivity on a website is a strong factor in supporting the
user-platform fit. This is because more engaged website users will find enjoyment in an
interactive environment. To remain competitive, web designers incorporate technical
capabilities, user preferences and options, as well as design considerations in user
platforms to facilitate browsing (using visual images in Pinterest), sharing (using pins), or
making a purchase (buyable pins). Rauniar et al. (2014, p.8) found that, “‘users’ buy-in of
social media technologies internalise usage behaviour that is embedded in individual
users’ attitudes”. By utilising site design and technology that provides and promotes a
user-platform fit, social networking sites such as Pinterest should facilitate and encourage
users to create and share new content because the success of social media networks
depends on user involvement, engagement, participation, and sharing. In this study,
user-platform fit related to a match between user interests and the ability of the Pinterest
platform to help users be inspired and feel connected with other users’ content.
As aresult of the above literature review, we propose the following hypotheses:

H3 Level of user-platform fit for Pinterest users is positively associated with users’
affinity toward Pinterest.
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H4 The higher the level of user-platform fit, the stronger will be the positive
association between usability and content and users’ affinity toward Pinterest.

Given the literature review presented above, which is related to users’ Pinterest
experience, usability and content, user-platform fit, and proposed users’ affinity toward
Pinterest, the hypotheses stated above lead to the following conceptual framework which
will be investigated in this study.

Figure 1 Conceptual framework
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Quantitative data were gathered through a questionnaire-based survey of
357 undergraduate business students enrolled at a university in the Southeast United
States; 139 (42.6%) of these identified themselves as female and 187 (57.4%) as male.
Respondents were provided information on the purpose of the study. The survey was
developed by the authors with construct measures using the review of literature, and was
delivered electronically using online surveys. Following the introduction section in the
survey, which included the informed consent, the survey asked for information related to
general social media use and specific Pinterest use, along with other information such as
frequency of using social media, devices on which social media is accessed, and different
social media platforms used. After the general information items, the participants were
asked to enter their familiarity level with the Pinterest social media platform. For
non-users of Pinterest, the survey then branched to other sections where a reason for not
using Pinterest was asked. All participants were presented randomised Likert scale items
related to the constructs in the study. These statements included information related to
loyalty, value, trust, purchase intention, user-platform fit, design aspects, technical
features and browsing/sharing/purchase intention. The five-point Likert response scale
ranged from ‘strongly disagree’ to ‘strongly agree’. An additional column, ‘cannot
answer,” was also provided to differentiate from responses that respondents may have
otherwise selected as ‘undecided’. Survey items captured participant preferences related
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to the items under investigation in this study. The survey then asked for demographic
information such as age, gender, and employment status. Sin and Tse (2002) showed
demographic variables such as education, gender, age, and internet use impact online
purchase intention, so including demographic information was relevant to study in the
context of user-generated content. IRB approval was obtained from the university
committee to administer the survey to students.

Prior to administration of the survey, it was pilot tested with a group of respondents
that included faculty and students (not counted in the actual sample). Feedback from the
group was incorporated in the final version of the survey that was given to respondents
included in this study. Content validity of survey items was established by two faculty
members in the marketing department in the college of business. The scales used in this
study included usability (subscales design and technical characteristics), content
(subscales browsing, sharing, and purchase behaviour), and user-platform fit which used
indicator items within each subscale to contribute to the independent variables. The
dependent variable was the construct of Pinterest affinity that included indicator items
measuring subscales of value, loyalty, and trust (see Figure 1). Since these were new
constructs specific to the Pinterest platform and developed to test the hypotheses
developed for the study, we relied on the review of literature to identify related scales in
previous studies that measured similar constructs. Straub (1989) recommended pilot
testing previously validated instruments and conducting reliability analysis to ground
central constructs. The selected items from the review of literature were modified to
conform to the context of the Pinterest study. All items used in the questionnaire were
pilot tested and subsequently subjected to reliability analysis.

8 Scale measures

For the usability scale, items were modified from research conducted by Brooke (1996),
Bangor et al. (2008), Gerlich et al. (2010) and Shipps (2013). Items included in this scale
were related to design, navigation, Pinterest categories, information architecture of the
Pinterest platform, features, security, privacy and risk. For the user-platform fit, items
were modified from research conducted by Venkatesh and Davis (1996) and Gerlich et al.
(2010). Items within the subscale related to the Pinterest platform and user interests,
lifestyle, connections, community, and comparative platform preference were included in
the scale. For the content scale, which included subscales of browsing, sharing, and
purchase intention, items were modified from research conducted by Daft and Lengel
(1986), Nielsen (2000), Salisbury et al. (2001), Palmer (2002), Voorhees et al. (2006),
Ellison et al. (2007) and Knezek et al. (2012). Items in this scale were related to browsing
and accessing rich media (images, video and blogs), pages, boards, and pins, as well as
influences on purchase behaviour. For the Pinterest affinity construct that consisted of
value, loyalty, and trust subscales, items were modified from Bloemer and De Ruyter
(1998), Chaudhuri and Holbrook (2001), Anderson and Srinivasan (2003), Brakus et al.
(2009), Mills and Knezek (2012) and Laroche et al. (2013). Items in this scale were
related to productivity, quality of information, benefits, differentiation, preference,
competition, and user trust with the Pinterest platform.

Reliability analysis of scales and subscales was conducted and it was found that each
construct exceeded the recommended Cronbach alpha reliability coefficient (o)



240 S. Hazari et al.

value of 0.7 (Nunnally and Bernstein, 1995). Scale items and o value of constructs are
shown in Table 1.

Table 1 Reliability coefficient of scale measures

Measure Number of items a

Design 5 914
Technical 4 .819
User-platform fit 5 .848
Browse 3 .860
Share 3 .899
Purchase intention 3 762
Value 4 .847
Loyalty 4 .840
Trust 4 712

9 Data analysis and results

Table 2 shows demographic characteristics of respondents which included profiles related
to gender, age, social media expertise, device preferences, and session time. Participants
were also asked about their familiarity and experience with Pinterest.

Table 2 Demographic information
Measure Items n %
Gender Male 139 42.6
Female 187 574
Age 18-25 299 92.3
26-50 23 7.1
Over 51 2 0.6
Social media expertise Beginner 13 4.0
(self-perceived) Intermediate 148 45.0
Expert 168 51.1
Devices used for accessing Smartphone 308 93.6
Social media Tablet 3 0.9
Laptop 14 43
Desktop 4 1.2
Average social media < 30 minutes 215 65.5
Session time 30-60 minutes 91 277
> 60 minutes 22 6.7
Pinterest familiarity Not familiar at all 86 26.3
Somewhat familiar 123 37.2

Very familiar 121 36.6
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To test hypotheses Hla and b, and H2a, b, and c, several regressions were performed.
The results are shown in Table 3.

Table 3 Test of models for value, loyalty and trust

Value Loyalty Trust

Adj. R? 0.745 0.487 0.604
F 207.907 101.764 161.922
Sig F 0.000 0.000 0.000

PBvalue Sig. PBvalue Sig. PBvalue Sig.
Design
Technical 0.253 .000 0.265 .002 0.545 .000
Browse
Share
Purchase intention 0.117 .031 0.293 .000
User-platform fit 0.554 .000 0.470 .000

Note: Blank cells denote non-significant results.

Hla stated that design characteristics of the Pinterest platform will be positively
associated with users’ affinity toward Pinterest. Using information shown in Table 3, it
was found that H1a is not supported.

Hl1b stated that technical characteristics of the Pinterest platform will be positively
associated with users’ affinity toward Pinterest. It was found that H1b is supported.
Significant and positive effects were found for technical characteristics in the explanation
of value (0. 253, p <.001), loyalty (0. 265, p <.05), and trust (0. 545, p <.001).

H2a stated that browsing behaviour on the Pinterest platform will be positively
associated with users’ affinity toward Pinterest. H2b stated that sharing behaviour on the
Pinterest platform will be positively associated with users’ affinity toward Pinterest.
Neither H2a nor H2b are supported.

H2c stated that purchase intention on the Pinterest platform will be positively
associated with users’ affinity toward Pinterest. It was found that H2c is largely
supported. Significant and positive effects were found for purchase intention in the
explanation of value (0. 117, p <.05) and trust (0. 293, p <.001), though not with loyalty.

H3 stated that the level of user-platform fit for Pinterest users is positively associated
with users’ affinity toward Pinterest. It was found that H3 is supported. In the regression
analysis shown in Table 3 largely supports H3. Significant and positive effects were
found for purchase intention in the explanation of value (0. 554, p < .001) and loyalty
(0. 470, p <.001), though not with trust.

H4 stated that the higher the level of user-platform fit, the stronger will be the
positive association between usability and content and users’ affinity toward Pinterest. To
test H4, user-platform fit was split into two levels: low (< 3.0) and high (> 3.0), and
coded as a dichotomous — low (1) / high (2) — variable. Regressions were run with each of
the three dependent sub-constructs of Pinterest affinity (value, loyalty, and trust) as the
dependent variable, with the independent variables being the dichotomous user-platform
fit variable, the usability constructs (design and technical characteristics), and the content
constructs (browsing, sharing, and purchase intention). The results are shown in Table 4.
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While Table 4 looks similar to Table 3, it is to be noted that that Table 4 uses a
dichotomous user-platform fit variable, specifically created to test H4.

Table 4 Test of models for value, loyalty, and trust, with user-platform fit coded as a
dichotomous (low/high) variable

Dependent variable: Value Loyalty Trust

Adj. R? 0.719 0.530 0.626

F 115.630 67.814 148.932

Sig F 0.000 0.000 0.000
PBvalue Sig. Pvalue Sig. Pvalue Sig.

Design

Technical 0.367 .000 0.312 .000 0.542 .000

Browse 0.248 .000 0.263 .003

Share

Purchase intention 0.165 012 0.231 .005 0.311 .000

User-platform fit 0.186 .001

As shown in Table 4, user-platform fit shows a significant and positive effect on value,
but not for either of the other two dependent variables, loyalty and trust. H4 was therefore
only partially supported.

9.1 Composite model of Pinterest affinity

The preceding analysis had been done separately for the three constructs that define
Pinterest affinity: value, loyalty, and trust. Further analysis was done with the objective
of treating Pinterest affinity as one comprehensive construct that includes the
sub-constructs of value, loyalty, and trust. As a first step in this process, when creating a
scale from the three sub-constructs of value, loyalty, and trust, reliability analysis showed
a good value for Cronbach’s alpha (0.829). Given that each of the three sub-constructs
(value, loyalty, and trust) themselves consist of four indicator items from the
questionnaire, a separate reliability analysis was done with all 12 items taken together.
That analysis yielded an acceptable Cronbach’s alpha of 0.895. The values of Cronbach’s
alpha allowed us to create the construct of Pinterest affinity which consists of all 12
original items.

The result of a test of this model is shown in Table 5, using the composite measure of
Pinterest affinity as the dependent variable, and the usability constructs (design and
technical characteristics) and the content constructs (browsing, sharing, and purchase
intention) as the independent variables.

We note that the adjusted R? for this model (0.810) is higher than those for tests done
separately for the sub-constructs of value (0.745), loyalty (0.487) and trust (0.604), which
were shown in Table 4. Looking back at the set of hypotheses, using the composite
measure of Pinterest affinity, rather than the sub-constructs of value, loyalty, and trust
individually, we get an additional perspective on the results of the hypotheses tests.
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Table 5 Test of composite model of Pinterest affinity

Pinterest affinity
Adj. R? 0.810
F 300.146
SigF 0.000

Pvalue Sig.

Design

Technical 0.356 .000
Browse

Share

Purchase intention 0.186 .000
User-platform fit 0.434 .000

e Hla stated that design characteristics of the Pinterest platform will be positively
associated with users’ affinity toward Pinterest. H1a is not supported.

e HI1b states that technical characteristics of the Pinterest platform will be positively
associated with users’ affinity toward Pinterest. H1b is supported by virtue of the
positive and significant coefficient in Table 5 ( = 0.356, p <.001).

e H2a stated that browsing behaviour on the Pinterest platform will be positively
associated with users’ affinity toward Pinterest. H2b stated that sharing behaviour on
the Pinterest platform will be positively associated with users’ affinity toward
Pinterest. H2c stated that purchase intention on the Pinterest platform will be
positively associated with users’ affinity toward Pinterest. H2a and H2b are not
supported, but H2c is supported by virtue of the significant coefficient in Table 5
(B=0.186,p <.001).

e  H3 stated that the level of user-platform fit for Pinterest users is positively associated
with users’ affinity toward Pinterest. H3 is supported. User-platform fit showed a
significant and positive effect on the composite measure of Pinterest affinity
(B=0.434,p <.001).

To test H4, user-platform fit was split into two levels: low (< 3.0) and high (> 3.0), and
coded as a dichotomous — Low (1) / High (2) — variable. Regressions were run with the
composite measure of Pinterest affinity as the dependent variable, and the independent
variables were the usability constructs (design and technical), the content constructs
(browsing, sharing, and purchase intention), and the dichotomous user-platform fit
variable. The results are shown in Table 6. While Table 6 looks similar to Table 5, it is to
be noted that that Table 6 uses a dichotomous user-platform fit variable, specifically
created to test H4. H4 stated that the higher the level of user-platform fit, the stronger will
be the positive association between usability and content and users’ affinity toward
Pinterest. Table 6 shows that the user-platform fit variable has a significant positive effect
on Pinterest affinity. H4 is therefore supported.
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Table 6 Test of composite model of Pinterest affinity, with user-platform fit coded as a
dichotomous (low/high) variable

Dependent variable: Pinterest affinity
Adj. R 0.813
F 191.171
Sig F 0.000

Pvalue Sig.
Design 0.210 .001
Technical 0.406 .000
Browse
Share
Purchase intention 0.294 .000
User-platform fit 0.100 .035

10 Discussion and implications

There are several social media platforms used by consumers, with each social network
providing unique features and catering to a different audience based on the needs of
users. The MRT provides support for Pinterest because users are motivated to use the
platform (technical and design characteristics), and Pinterest also provides social
presence (user-platform fit) which is another factor that influences cognitive choice of a
platform by users. Marketing on social media networks requires a better understanding of
demographics and the target audience. This is consistent with research by Ottoni et al.
(2013) who stated that it is important to understand differences in online social networks,
so one can design services and applications that leverage human social interactions and
provide more targeted and relevant user experiences. In addition to the hypotheses stated
earlier, we wanted to determine for our sample the popularity of different social media
platforms. The highest numbers of users were for Snapchat followed by Instagram,
Facebook, YouTube and Twitter. Pinterest, which was the main focus of this study,
ranked seventh in the list of social media platforms identified by respondents. This shows
that although the Pinterest platform has potential to inspire and influence purchase
intentions, marketers need to leverage features such as design and user-platform fit
(Rauniar et al., 2014) that we identified in the conceptual framework of this study. Since
Pinterest was the focus of this study, and was not found to be one of the leading uses of
social media, we explored the reasons why respondents did not use Pinterest. The results
showed that respondents felt other social media sites were a better fit (user-platform fit
construct of this study), and most of the people on users’ social networks were using
other platforms. Another reason given by respondents was that Pinterest is perceived to
be a platform for a female audience. Additionally, many respondents mentioned that the
reason they do not use Pinterest is that the purpose of Pinterest is not clear. This finding
again identifies user-platform fit as an important construct for affinity toward a social
media platform.

As social media networks have become ubiquitous, marketers are challenged to come
up with new strategies to differentiate their brands in this increasingly competitive space.
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One way in which this can be done is to use smaller social media networks, such as
Pinterest, that provide a unique set of opportunities to promote a brand. It would be
helpful for marketers to understand the nature of Pinterest and how it is different from
other, larger social media platforms that have more users. Pinterest relies on visual
images to content (e.g., food and gardening), and visuals and graphics will receive much
more attention than other content. Since Pinterest is a new medium for e-commerce, a
company considering Pinterest should be aware of what its competitors are doing in this
platform so that Pinterest-specific features (such as promoted Pins) are being used for
differentiation purposes. Meyer (2016) emphasises that, although the perception of a
brand cannot be strictly controlled, it can certainly be influenced as a result of visual
design, content design, and interaction design. The underlying message of Pinterest is
about self-improvement (Sevitt and Samuel, 2013) so any content that relates to
emotional aspects within a user should provide more value, loyalty, and satisfaction
which were studied in this research.

The conceptual framework presented in Figure 1 postulates that usability (which
consists of design and technical characteristics) and content (which consists of browsing,
sharing, and purchase intention) are determinants of Pinterest affinity. From Table 3, we
note that technical characteristics, purchase intention, and user-platform fit have a
positive, significant, and consistent impact on at least one of the sub-constructs of
Pinterest affinity (value, loyalty, or trust). So, the implications are that these
characteristics determine Pinterest affinity, and consequently, marketers on Pinterest
would be well advised to focus on enhancing the technical characteristics of the site by
encouraging pinning, re-pinning, and sharing on their site that potentially leads to
purchases. Han et al. (2015) similarly observed, from the perspective of a consumer, that
content posting and sharing behaviours could be interpreted as behaviours that reflect
latent factors. Examples of such latent factors are needs, interests, and desires. Marketers
who are able to tap into these latent factors can shed light on users’ interests beyond their
words, which in turn can be used to better satisfy them using the brand’s message.

It may be appropriate at this stage to examine the items that went into the creation of
these constructs, so as to offer specific guidance to marketers on Pinterest. Technical
characteristics include the following items: Pinterest keeps my information secure,
Pinterest cares about my privacy, If I find an item on the Pinterest website I would
consider making a purchase knowing my information would be stored securely, and using
Pinterest is no more risky than using other social media sites. One enhancement that
Pinterest could make would be to send users communication on social media reminding
them about new items related to pins that have been marked as favourite by other
Pinterest users. The goal of communicating brand messages is to create purchase
intention which we investigated using the following items: Browsing through items on
Pinterest can influence my purchase decision, After I use Pinterest I feel like making a
purchase, and I feel good about buying an item I saw on Pinterest. Marketers on Pinterest
could use an approach similar to strategies used by e-commerce sites such as
http://www.amazon.com and http://www.walmart.com by displaying for users other items
they might be interested in when they are in the process of potentially making a purchase
via a Pinterest pin. These pins could be shown in the same brand theme or style as regular
pins, thus giving users ideas which may spark interest and ideation (Linder et al., 2014).

Brand building by forging relationships directly with customers and has become the
new digital norm for social media marketing. Various social media platforms are being
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used to launch marketing content that appeals to users as they follow celebrities and
influencers on different social media sites. Companies are increasingly using social media
platforms to share stories and inviting connections from users by making the social media
platform a hub for a community of consumers (Holt, 2016). The use of social media
platforms to consume content is creating an affinity toward these platforms by generating
a viral effect in which other related content is shown and consumed based on user
profiles. In this study, when Pinterest affinity was considered as one composite construct
(as shown in Table 5), rather than the sub-constructs of value, loyalty, and trust, similar
conclusions were found. Therefore, marketers on Pinterest should continue an emphasis
on user interface web design, ensuring that navigation is intuitive for the user. Strategies
related to design and interactivity (Childers et al., 2001), including ideas such as user
submission of favourite pins, voting in online contests, and generating new hashtags, can
encourage user-generated content that creates brand awareness. The findings of this study
are similar to previous research that showed user-generated social media communication
has a positive influence on both brand equity and brand attitude (Schivinski and
Dabrowski, 2016).

Social media provides an effective platform for developing relationships between
consumers and brands (Gao and Feng, 2016). In this study, user-platform fit emerged as
being a significant determinant in all of our analyses. User-platform fit consisted of the
following items: Pinterest is a good fit for my interests, Pinterest gives me good ideas to
enhance my lifestyle, Pinterest allows me to stay connected with people with similar
interests, other Pinterest users and their pins help me get a sense of community, and
Compared to other social media sites, I would rank Pinterest to be one of the best
platforms for the value it offers. These results are also consistent with findings of Clark
et al. (2017) who found that a personally relevant platform would make consumers more
active in a brand community. In the same study it was also found that engaging in a brand
community leads to satisfaction with a social media brand.

There is a link between social media marketing efforts, brand equity, and its
consequences, including preference, loyalty, and price premium (Manthiou et al., 2016).
Based on our research, we find that marketers should be clear about what their brand
stands for and what value is being created for the user by using the platform
(user-platform fit subscale in this study), and use Pinterest as a channel to promote that
value proposition. In terms of ensuring that features are easy to find, marketers on
Pinterest could add to their list of general categories a pin board category, inspired from
other users, that takes users to a list of particular things that they can do and browse
within the site. This might also help those who feel that the purpose of Pinterest is not
clear to gain an understanding of all that can be achieved.

Our research can be useful to marketers who are planning to use social media sites,
especially Pinterest, to grow their business and attract customers to the brand. A better
understanding of social media platform characteristics and user base demographics can
help a company align its marketing efforts with users who matter the most in terms of
brand affinity and brand loyalty. Gelley and John (2015) differentiated other platforms
such as Facebook and Twitter in comparison with Pinterest; they found that following
other users is a ‘second-class mechanism’ for content discovery on Pinterest. They also
stated that Pinterest is not time-bound and content is relevant long after it has been
posted. Since the Pinterest platform is more focused around content than users, marketers
should not seek to increase the number of followers to their brand but instead focus on
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getting their products pinned and repinned over a period of time so it can propagate
across many boards. Singh et al. (2013) also proposed that marketers on Pinterest should
identify users who like a brand and have boards which are aligned semantically with the
brand’s pin. These users can be considered high-quality brand prospects and a marketing
strategy can include the social media managers of the business proactively pinning and
repinning the users’ pins. This will draw more attention to the brand.

11 Limitations

This study explored constructs and antecedents related to Pinterest affinity that included
value, loyalty, and trust. The sample participants were college students who shared their
experience with different social media sites. It would be interesting to research whether
users outside the age group of the majority of our sample participants (millennials) would
yield the same results. Although the selection of items used in our subscales were
identified using a review of literature and modified for the context of the study, as well as
subjected to reliability analysis (which shows all subscales were reliable), the scales
asked about purchase intention. It is possible that purchase intention may affect purchase
behaviour in the future based on other criteria not included in the study. To improve the
construct validity of items, there is a need in future research to further refine and research
the Pinterest affinity scale using this study as a foundation. The participants self-reported
on items such as hours spent on each social media platform, years of experience, and
familiarity with Pinterest. We assume that participants reported these items accurately.
Our research focused on antecedents related to usability, user-platform fit, and user
interaction within the content of the Pinterest website. Future studies could explore
whether other antecedents also influence affinity toward Pinterest use. In conclusion,
Dennis and Kinney (1998) caution that it is difficult to isolate factors that can reliably
predict performance when using different media in different situations. Using the
conceptual framework developed for this study, future research can replicate the research
design used in this study and investigate affinity constructs of other social media
networks.
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