It’s diﬀerent here
Amidst an ongoing global pandemic and conversations around
social media toxicity, positive context matters—
to your customers and to your brand’s bottom line.
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2020:
The year that
‘doom-scrolling’
entered our
cultural vocabulary

60%
of adults surveyed agree that some parts
of the internet feel dark and scary these
days, particularly where people are
ﬁghting or arguing over their beliefs—
and they’re scared it’s going to intensify.

Source: Edelman Trust Study 2020.

2021:
Negativity online
has moved from
personal concern to
public health issue
Sources: Forbes, “Scrolling is the new smoking,” Jun 25, 2020; The Atlantic, “Social media is attention
alcohol,” Sep 17, 2021; The New York Times, “Teenage girls say Instagram’s mental health impacts are no
surprise,” Oct 5, 2021; Time, “ How Facebook forced a reckoning by shutting down the team that put
people ahead of proﬁts,” Oct 5, 2021.
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Positive context
matters more
than ever for
brands

adults agree it’s a brand’s responsibility
to advertise in safe, positive places and
avoid negative content.1

“When I see brands in negative and unsafe places,
I start to lose my conﬁdence and trust in them that
they come from a good place. As a result, I would
be less likely to purchase from them.”2
– Female, 20’s
Source:1. Morning Consult and Pinterest, US Adults, July 2020;
2. Usertesting.com, US adults and self-reported weekly social media users, July 2020.

6 in 10
Remember
brands they encounter online
when they feel positive.

Feel positive
toward brands they encounter
in positive environments.

Trust
brands that they see
in a positive space.

Purchase
a brand when they see it
in a positive space.

Source: Morning Consult and Pinterest, US Adults, July 2020. Exact percentages are as follows: Remember: 57%, Feel positive: 60%, Trust: 59%, Purchase: 56%

Conversion

Positivity drives
impact at every
stage of the
purchase funnel

Awareness

adults agree that they’re more likely to:

The majority of more than 2,000
participants surveyed said:
Implied
endorsement

Negative
perception

Less
trustworthy

If a brand or ad appears alongside harmful
content, they assume the brand endorsed it
or are aware they’re adjacent to it.

If a brand shows up alongside
negative content, it negatively
impacts their perception of the brand.

If a brand appears next to
misinformation (e.g. health or election
content), it appears less trustworthy.

Source: Morning Consult and Pinterest, US Adults, July 2020.

In a climate where people are craving
a more positive space online…
How can brands stop paying
the negativity tax?

On
Pinterest

8 in 10
On Pinterest,
people feel
positive

Pinners go to Pinterest
to feel positive.

vs

3 in 10
say that about social
media competitors.

Source: TalkShoppe, US, Emotions, Attitudes & Usage Study, September 2018 76% of
people go to Pinterest to feel positive. 31% say that about social media competitors.

Pinterest is
the antidote to
toxic online
spaces

On Pinterest,
people trust
brands

9 in 10
Pinterest shoppers agree that they trust
the content on Pinterest. That's 70%
higher than social media competitors.
Source: Reach3, US, The Retail & CPG Path to Purchase among weekly Pinterest users who
save Retail and CPG content vs people on other social platforms, Aug 2021.

7 in 10

On Pinterest,
advertisers
feel safer

Advertisers who use Pinterest say
that it “embraces transparency.”

#1 in trust
attributes such as brand safety, quality
content standards, transparency and
reputation vs. seven competitors,
based on ratings by advertisers.

Source: Advertiser Perceptions,US, Trust in Advertising Report,1H 2020

Positivity starts with policy
You can’t have a positive platform without proactive content policies. We’ve always had a
zero tolerance policy when it comes to harmful content and go the extra mile to ensure it has
no home on our platform. Here’s a look back at some of our key content policy decisions.

2017
Launched a health
misinformation policy
that blocks antivaccination content

2018
Banned political
campaign ads and
began removing QAnon
conspiracy content

2019

2020

Rolled out
compassionate search
for people seeking
mental health support

Directed people
with election-related
inquiries to vote.org

Rolled out inclusive
beauty searches

Launched authoritative
search results for
COVID-19

2021
Launched
ﬁrst-of-its-kind hair
pattern search for
inclusive beauty results.
Updated policy to
prohibit weight loss ads
Launched Creator Code and
new comment moderation
tools to keep content
positive, safe and inspiring

"The company's content-moderation choices stood out
as an example of a social network with a moral compass.”
The 2019 NYT Tech for Good Award went to Pinterest
for 'taking a stand against social media toxicity’

When everything online is designed
to be divisive, show up on a platform
where people come to feel inspired,
positive and safe –

On Pinterest

“I think the lesson that everyone's learned over the last
few years is that if you want positive things to come out
of internet technology, they have to be deliberately
engineered that way.”
Pinterest CEO, Ben Silbermann at NRF 2020, Jan 20

“From a platform responsibility point of view, they are the
absolute leader in being a responsible platform, both in
terms of protecting users of the platform and the public at
large and the interest of advertisers. And they absolutely
don’t get enough credit for that.”
Joshua Lowcock, EVP Chief Digital & Innovation
Oﬃcer at UM Worldwide Forbes, May 2020

"As the harmful practices of Facebook and Instagram
make headlines (and marketers wrestle with how to react),
Pinterest seizes the opportunity to promote its focus on
positivity and inclusion."
Ad Age, “Amid criticism of social media sites,
Pinterest invests in mental health,” Oct 13, 2021

More positive.
More eﬀective.
More purchases.
Higher purchase intent.
Increased brand awareness.

Thank you.
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