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The Objective:
Position DICK’S as a destination for fashionable back-to-school looks.

After a year of remote learning, anticipation to return to school --

and perhaps more importantly, what teens would be wearing on their 
first day back -- was top of mind for students across the country.

With the Back-to-School season being one of DICK’S Sporting 

Goods’ most important cultural pillars of the year, the 2021 season 
was crucial to build greater awareness and boost consideration among 

this demographic.

Not only does DICK’S offer teen mainstay brands like Nike, Adidas and 
Vans, but in recent years, the retailer added trending lifestyle brands 

like Dr. Martens, Free People, Crocs, Birkenstock, Carhartt and Levi’s 
to their assortment, making it more important than ever 

for DICK’S to showcase their ability to be a one-stop shop for teen 
fashion in 2021.

With TikTok continuing to gain momentum, we knew it would be the 
best place to showcase the style of what DICK’S would provide the 
teen audience this back-to-school season.



Teens have a huge influence on where their parents shop and are very 

vocal about what they want to wear (93% of parents say their kids have 

an impact on their purchases). And it’s not only parents who are 

purchasing clothing -- It’s estimated that Gen-Z's 

purchasing power alone totals $143 billion dollars.

With TikTok surpassing Instagram as one of teens’ most used 

social platforms, reaching them online is more important than ever. 

Couple that with the fact that athletic brands are becoming the top 

fashion preference among Gen Z, and it became obvious 
that DICK’S had a unique opportunity to make this one of their 

biggest back-to-school seasons ever.

In seasons past, brands might have relied on TV and print to get 

the word out about their selection, however with teens 
spending increasing amounts of time on their cell phones on social 

apps like TikTok, DICK’S opted to invest in moving significant budget 

to meet teens where they are – on one of their favorite 

social channels. According to YPulse, as of April 2021, 58% of Gen-Z

(13 to 19-year-olds) are on TikTok and 46% use the app daily.

The Research:
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Activating on TikTok, 

the platform with the 

biggest teen audience 

and the most 

purchase power.

https://www.forbes.com/sites/jefffromm/2018/01/10/what-you-need-to-know-about-the-financial-impact-of-gen-z-influence/?sh=28683c8c56fc
https://www.forbes.com/sites/jefffromm/2018/01/10/what-you-need-to-know-about-the-financial-impact-of-gen-z-influence/?sh=28683c8c56fc
https://www.fastcompany.com/90627938/nike-and-chick-fil-a-are-winning-the-hearts-of-american-teens-instagram-is-losing-them
https://www.businesswire.com/news/home/20210407005707/en/Piper-Sandler-Completes-41st-Semi-Annual-Generation-Z-Survey-of-7000-U.S.-Teens
https://www.ypulse.com/article/2021/06/14/yes-gen-z-is-much-more-likely-than-millennials-to-be-on-tiktok/
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We didn’t rely on statistics alone! The 

brand also enlisted a group of influencer 

partners to participate in a “steering 

committee” earlier in the year, during 

which influencers were asked questions 
about what they personally found 

interesting, engaging and cool in 

fashion, social media and culture.

Insights including influencer preferences 

on music, creative and copywriting from 

this steering committee were used 

throughout the campaign.

The Strategy:
Utilizing creator insights to shape the campaign.
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The Campaign Development:
Securing young TikTok influencers with followings in our target demographic.

DICK’S partnered with 19 stylish, trend-

setting teenage social media influencers to participate in 

each component of the campaign. Partners chosen were all 

teens and had dedicated TikTok and Instagram followings 

of fans who relied on them to share the latest in fashion, 
culture and lifestyle.

Influencers ranged from 15-year-old actress 
and dancer @nicolelaeno, to TikTok star @nickbencivengo to 

fashion and lifestyle influencer @katttrod.

In addition to enlisting their collective 51 million+ in 

followers to join in, DICK’S boosted the 

posts and Challenge with paid media, ensuring 

the Challenge would be seen by a targeted group of 

stylish teens.

https://www.google.com/search?q=nicole+laeno&oq=nicole+lae&aqs=chrome.0.0i355i433i512j46i433i512j0i433i512j69i57j0i512l6.1998j0j7&sourceid=chrome&ie=UTF-8
https://www.tiktok.com/@nickbencivengo?lang=en
https://www.tiktok.com/@katttrod?lang=en


DICK’S positioned itself as the destination for fashionable back-to-school looks through 

these activations:
• Influencers were center stage in all the brand’s marketing and advertising for Back to 

School. They joined the brand for two photo and video shoots that produced their Back to 

School TV spot and assets for web, social, email and more. 
• The TikTokChallenge encouraged teens to showcase their own creativity, style, and self-

expression through an AR effect which prompted users to take three different photos of their 
Back-to-School look, striking different poses, and then laid them out in a yearbook-style 
spread. This was accompanied by a custom remix of the popular 1970s theme song Welcome 

Back by John Sebastian remixed by TikTok creator and beatmaker Ricky Desktop that 
encouraged users to move and dance while filming their own videos. The Challenge was 

intentionally designed with the idea of showcasing full, head-to-toe looks for Back-to-School. 
By focusing on more than just the clothing, footwear or the individual pieces they carry, the 
Brand aimed to prove to teen consumers they’re more than a sporting goods superstore –

they are truly a destination for fashion.
• At the overnight Lock In event, DICK’S gave influencers free reign of a store to get creative 

and collaborate together on content specifically forTikTok. Influencers documented the all-
nighter by sharing content like try-on hauls, picking outfits for their friends, dance parties and 
challenges like a holla hoop contest, how many hoodies you can put on at once and so much 

more. Influencers even sourced video suggestions from their audience adding an additional 
level of engagement.

• As part of their other social deliverables, influencers developed content native to TikToklike 
dance videos, try-on hauls, tutorials on how to style pieces and more.

The Execution:
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DICK’S SPORTING GOODS + 160/90
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KYNDALL HARRIS, 18
15.5K TikTok Followers

281K Instagram Followers

JEAN-VICTOR MACKIE, 18
7.4M TikTok Followers

563K Instagram Followers

NICOLE LEANO, 15
3.5M TikTok Followers

1.4M Instagram Followers

VALLYK PENA, 18
2M TikTok Followers

627K Instagram Followers

HALLE PITMAN, 14
120.7K TikTok Followers

50.3K Instagram Followers

MYA ANGELISE, 18
159.6K TikTok Followers

15.1K Instagram Followers

SICILY ROSE, 15
521.3K TikTok Followers

546K Instagram Followers

LUCA LOMBARDO, 17
1.5M TikTok Followers

159K Instagram Followers

BAILEY DEDRICK, 16
81.5K TikTok Followers

152K Instagram Followers

BLAKE MANNING, 16
2.1M TikTok Followers

306K Instagram Followers

NICK BENCVENGO, 18
3.9M TikTok Followers

463K Instagram Followers

DELIJAH MCALPIN, 14
49.4K TikTok Followers

61.1K Instagram Followers 

CAROLINE MANNING, 17
462.7K TikTok Followers

242K Instagram Followers

KAT RODRIGUEZ, 14
1.5M TikTok Followers

360K Instagram Followers

IAN HAUETER, 16
1.4M TikTok Followers

183K Instagram Followers

KESLEY LEROY, 17
1.4M TikTok Followers

537K Instagram Followers

COHEN MUSE, 13
1.2M TikTok Followers

140K Instagram Followers

CALEB COFFEE, 16
8.8M TikTok Followers

1.3M Instagram Followers

ZACK LUGO, 19 
8.4M TikTok Followers

1M Instagram Followers

Influencer Roster

https://www.tiktok.com/@kyndallharrisofficial?lang=en
https://www.instagram.com/kyndallharris/?hl=en
https://www.tiktok.com/@jeanvictorm?lang=en
https://www.instagram.com/jeanvictormackie/?hl=en
https://www.tiktok.com/@nicolelaeno?lang=en
https://www.instagram.com/nicolelaeno/?hl=en
https://www.tiktok.com/@vallykpena?lang=en
https://www.instagram.com/vallyk/?hl=en
https://www.tiktok.com/@halle.pitman?lang=en
https://www.tiktok.com/@mirandawilking1?
https://www.instagram.com/halle.pitman/?hl=en
https://www.tiktok.com/@myaangelise?lang=en
https://www.google.com/url?q=https://www.instagram.com/myaangelise/?hl%3Den&sa=D&source=editors&ust=1632414222589000&usg=AOvVaw2a-U08gXRT3N1SLQm_-QG6
https://www.tiktok.com/@sicily.rose?lang=en&is_copy_url=1&is_from_webapp=v3
https://www.instagram.com/sicily.rose/?hl=en
https://www.tiktok.com/@lucalombardo?lang=en
https://www.instagram.com/luca1ombardo/
https://www.tiktok.com/@baileydedrickk?lang=en
https://www.instagram.com/baileydedrick/
https://www.tiktok.com/@blakethegoatt?lang=en
https://www.instagram.com/blakexmanning/?hl=en
https://www.tiktok.com/@nickbencivengo?lang=en&is_copy_url=1&is_from_webapp=v1
https://www.instagram.com/nickbencivengo/?hl=en
https://www.tiktok.com/@delijah_mcalpin?lang=en&is_copy_url=1&is_from_webapp=v1
https://www.instagram.com/officialdelijahmcalpin/?hl=en
https://www.tiktok.com/@officialcarolinemanning?lang=en
https://www.instagram.com/carolinemanning/
https://www.tiktok.com/@katttrod?lang=en
https://www.instagram.com/katttrod_/
https://www.tiktok.com/@ian_haueter?lang=en
https://www.instagram.com/ianhaueter/?hl=en
https://www.tiktok.com/@kesley.leroy?lang=en
https://www.instagram.com/kesley_leroy/?hl=en
https://www.tiktok.com/@cohenmuseee?
https://www.instagram.com/cohenmusey/?hl=en
https://www.tiktok.com/@calebcoffee?lang=en
https://www.instagram.com/caleb_coffee/
https://www.tiktok.com/@zacklugo?lang=en
https://www.instagram.com/zacklugo_/


Content Snapshot



Audience Reaction
Our partners’ followers actively engaged with the creators commenting on their outfits and individual pieces. Many also expressed purchase intent 

and some noted that they loved the Welcome Back remix and TikTok Challenge filter.



Influencers were recognized in the commercial and their followers took to social to congratulate them and share their excitement. Note: this is only a 

sampling of comments – there was an overwhelming amount, demonstrating our partners were extremely recognizable among our audience.

Influencers Starring in TV Spot: Reactions
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The Results:
Measurable results both on TikTok and for DICK’S sales.

But those are just the social media metrics. DICK’S has had one of the retailer’s best years ever – and 
Back-to-School was a big part of that.

None of this could have happened without our influencer partners, who clearly struck a chord with 
the TikTok generation, and showcased more than ever the influence TikTok can have when it comes to 
promoting fashion and consumer goods during an important shopping season.

89.3M
VIDEO VIEWS

280
POSTS

22.7%
ORGANIC 

ENGAGEMENT

RATE 

(INSTAGRAM)

11.3M
ENGAGEMENTS

12%
ENGAGEMENT 

RATE

(TIKTOK)

151M
IMPRESSIONS

76
BONUS POSTS

(UNCONTRACTED)

The campaign resonated extremely well with the teen consumer as evidenced 
by the overwhelming positive audience reaction and the below metrics: 


