
Analysis of Social Curation on Pinterest: �
Content, Diversity, and Gender 

Loren Terveen 
terveen@cs.umn.edu, @lorenterveen 

GroupLens Research 
Dept. of Computer Science & Engineering 

The University of Minnesota 
 

With Steven Chang, Vikas Kumar 
Eric Gilbert, Saeideh Bakhshi 







“[Pinterest’s] goal is to connect everyone in the 
world through the ‘things’ they find interesting. We 
think that a favorite book, toy, or recipe can reveal 
a common link between two people.”

�

— Pinterest on Pinterest






Why study Pinterest? 

» Fastest social network to reach 10M users, 
growing 4000% in 2011 alone 

» Powerful driver for e-commerce


» Social curation, not social networking


» Demographics




WE ASKED: 
What’s Pinterest like? 
What attracts attention? 



WHAT  
FACTORS  
MIGHT BE  
IMPORTANT? 

 
 

Similarity of interests 
Specialization 
Gender 

Prior work suggests: 



SPECIFIC DATA 
WE LOOKED AT… 



text 

repinning 

co-occurrence 



following 

categories 



gender 



gender 

text 



SUMMARY OF 
DATA: 

Text 
Repinning 
Followers/Following 
Categories 
Co-occurrence 
Profile:Gender 



HOW WE GOT 
THIS INFO: 



API? 



SO WE WROTE CRAWLERS 



THE REST  
OF THE  
TALK: 

1. Pinterest vs. Twitter 
2. Topics on Pinterest 
3. Topical Diversity 
4. Similarity of Interests 
5. So what / what next? 



How does behavior on 
Pinterest compare to other 

social network sites? Do 
Pinterest and Twitter users 

systematically differ in 
what they talk about? 
1. PINTEREST  

VS. TWITTER 



DATA 

2.6K pinners who tweet 
Text from 217K pins 
Text from 737K tweets 



vs 



STATISTICAL technique


We apply an elastic net-based penalized logistic 
regression (PLR) implemented in R’s glmnet package�
(Friedman, et al. 2010)


PLR handles sparsity and collinearity well, both 

common in natural language contexts




distinctively


diy (β = 3.003)




distinctively


♥  (β = 2.776)




distinctively


recipe

(β = 2.776)




distinctively


old (β = 0.671)




distinctively


new (β = –0.96)




distinctively


see (β = –0.989)




distinctively


now (β = –0.717)




distinctively


tonight

(β = –2.403)




Three verbs stand out on Pinterest.




distinctively


use (β = 0.969)




distinctively


want (β = 0.173)




distinctively


need (β = 0.0916)








A statistical content analysis shows that 
consumption-oriented words distinguish 

Pinterest from Twitter.




2. TOPICS ON  
PINTEREST 

What is the structure of 
topics on Pinterest? What 

topics are most popular? 
How are topics related? 

Do men and women differ 
in the topics of their pins?




DATA 

Users 46.4K 
   Female 30.0K 
   Male 2.2K 
   Unknown gender 14.2K 
   > 90% following sampled 42.4K 
Pins 3.14M 



DERIVING  
TOPICS… 



Board 

Repin1 

Board3 

C1:Food 

Repin3 

Board5 

C1:Food 

PINS & 
BOARDS 

OP 

Board1 

C1:Food 

Current 

Board2 

C13:Holiday 

Repin2 

Board4 

C1:Food 

Pin p1 

p1 = <0.8, 0, … 0, 0.2, 0, … 0>  

Boards 
Categories 



USERS 

Aggregate and 
normalize topic vectors 
for all the user’s pins 

(Community-based defn) 



TOPIC 
POPULARITY 



TOPIC 
RELATION- 
SHIPS 



MALE / 
FEMALE 
CONTENT 



3. TOPICAL  
DIVERSITY 

To what extent do users 
specialize in particular topics? 

Do women and men differ in 
their degree of specialization? 

What factors, e.g. degree of 
specialization, attract more 

followers?


(Prior work disagrees re: effect of diversity)




MEASURE DIVERSITY  
USING ENTROPY 



GROUP  
USERS 
BY #PINS 

More pinning à more diversity




MALE / 
FEMALE 
DIVERSITY 

# of pins Group Avg Male Female 

   0 -   37 0.77 0.73 0.78 

  37 -   93  1.35 1.27 1.39 

  93 -  174 1.69 1.51 1.71 

 174 -  290 1.89 1.74 1.97 

 290 -  458 2.04 1.85 2.06 

 458 -  707 2.15 1.95 2.24 

 707 - 1107 2.20 2.02 2.21 

1107 - 1843 2.25 2.12 2.26 

1843 - 3801 2.28 2.20 2.31 

3801 -  2.26 2.24 2.27 

Women pin more diverse content than men




Getting followers correlates with:


Following others

Being an active pinner

Posting popular topics

Being diverse … enough


PREDICTING 
FOLLOWERS 



DIVERSE  
ENOUGH? 



Are users more similar to 
users whom they follow 

than to random users? Are 
users more likely to repin 

from users who are similar 
to them than from random 

users? 

4. SIMILARITY  
OF INTERESTS 



USED COSINE SIMILARITY TO 
MEASURE SIMILARITY 
 DID SOME SIMPLIFICATIONS FOR 
COMPUTATIONAL FEASIBILITY 



RESULTS 

Users repinned from  
similar users 
Users tended to follow  
similar users 



5. SO WHAT? / 
WHAT NEXT? 



WHAT NEXT? 
GENDER 
DIFFERENCES 

More study needed 
For example, why 
aren’t men all that 
interested in 
“stereotypically male” 
topics? 











…. a brand identity that the company has both 
coyly cultivated and gently refuted. In its mission 
statement, Pinterest says its raison d’être is “to 
connect everyone in the world through the ‘things’ 
they find interesting.” But when you’re enticing 
“people all over the world” to “Redecorate your 
home!,” “Plan a wedding!,” “Find your style!” and 
“Save your recipes!,” you might as well announce, 
“Guys, it’s like when she takes you towel shopping 
at Bed Bath and Beyond.” 



Tech guru Deanna Zandt pointed out to me that Pinterest 
first attracted housewives and crafters, and while it’s 
becoming more diverse and feminist all the time, its image as 
a “women’s site” stuck. She credits the label as a factor in 
keeping the space safe, saying, “There's also a glaring lack 
of misogynist content, which signals to other women 
exploring the space that it's cool for them to be there.” 
Even the site design subtly signals that men who bring a lot 
of baggage about sex and gender should stay away. “The 
banner is curly and pink-ish, and I think that just reads as 
‘girly’ to a lot of people,” said Jill Filipovic of Feministe. 
“Hence men not using it as heavily.” 
The pink and girly exterior of Pinterest works as a jerk force 
field, keeping the most piggish men away, leaving pinners to 
indulge their interests in peace.  



    



OR IS IT JUST…?  





WHAT NEXT? 
PERCEPTIONS  
OF PINTEREST 

Pinterest vs. other sites 
Who uses Pinterest? 
You v. other pinners 
Initial impressions 
Friend import / 
social influence 



WHAT NEXT? 
MORE DETAILED 
TOPICAL 
ANALYSIS 

Not just “DIY & Crafts”: 
“Woodworking” 
“Scrapbooking” 
“DIY Jewelry” 
 etc. 



SO WHAT? 
BETTER  
PERSONALIZATION 

Collaborative filtering, 
not friend feed 

Right amt. of diversity 
Emphasize 
categories, esp. finer-
grained categories 

Quick personalization 

‘ME-TERESTING    
 Not 
‘MANTERESTING’ 



SUMMARY 

Men & women differ in 
the type and diversity 
of content they pin 

Pinning diverse content 
means more followers… 
up to a point 

Interest similarity is a 
powerful driver of 
repinning (and following) 



THANKS! QUESTIONS? 
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ASIDE: GENDER DIFFERENCES 
CONSIDERED (NOT) HARMFUL? 
WHEN, WHERE, WHY? 



Wikimedia Foundation – Vision 

“Imagine a world in which every single 
human being can freely share in the 
sum of all knowledge.  That’s our 
commitment.”	





NY Times 



H1a: Gap-Exists 



Movie Gender – Article Length 

Male Audience Female Audience 

 © 1982 Orion 
Pictures 

 © 2001 Lionsgate 

 © 1995 Warner 
Bros. 

Female-interest topics = Lower quality articles 



DO THE GENDER INEQUALITIES 
ON WIKIPEDIA MATTER MORE 
THAN (OR LESS THAN OR JUST 
AS MUCH AS) THOSE ON 
PINTEREST? 
















