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1. Introduction 
Facebook Marketplace and Dynamic Product Ads has now become a central platform for 
social commerce, attracting hundreds of millions of users globally each month (Capital One 
Shopping, 2025). For retailers specialising in sportswear and outdoor products, the platform 
offers both a vast customer base and extremely fierce competition, where the quality of visual 
presentation and on-brand communication are critical success factors. In this visually 
saturated environment, managing large and frequently updated product catalogues presents 
an ongoing challenge. The manual creation of advertising creatives is not only 
time-consuming and costly but also carries the risk of qualitative inconsistencies, which can 
weaken consumer trust. 

The central hypothesis of this study is that using dynamic image templates fed from a 
product catalogue—where the product photo, price, and other data are automatically fitted 
into a predefined brand framework—offers an effective and measurable solution to these 
challenges. This hypothesis rests on three fundamental pillars. Through the application of this 
technology, (a) the cost and time associated with creative content production are drastically 
reduced; (b) a uniform and scalable brand presence is ensured across the entire product 
portfolio; and (c) key performance indicators, such as click-through and conversion rates, are 
improved through enhanced personalisation and relevance (POMS, 2025). 

Brand consistency—the uniformity of a brand's visual and messaging elements across all 
platforms—is fundamental to building consumer trust and brand recognition (Zhu & Yoo, 
2017). Consistent brand elements, such as the logo, typeface, and colour scheme, not only 
create a sense of professionalism but also, on a cognitive level, facilitate the brand's 
identification in a crowded marketplace of competitors (Foroudi, 2019). Dynamic templates 
automate this consistency, ensuring that every product appearing in a user's feed is instantly 
and recognisably linked to the brand.  
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The structure of this paper explores this hypothesis. The Theoretical Background chapter 
provides a psychological and marketing theory framework for the analysis, presenting the role 
of brand consistency in consumer behaviour and the technological foundations of creative 
automation. Following this, the Analysis and Data section examines the specific impact of 
dynamic templates on cost-effectiveness, brand building, and advertising performance 
through case studies and statistical data. Finally, the study concludes with practical 
takeaways and actionable recommendations for retailers, summarising the main findings of 
the research. 

2. Theoretical Background 
2.1 The Psychological, Technological, and Economic Foundations of 
Visual Communication (The 'WHY') 

2.1.1 The Role of Brand Consistency 
and Visual Identity in Consumer Trust 

A consistent visual appearance is not 
merely an aesthetic consideration but also 
a psychological factor that directly 
influences consumer trust and brand 
recognition. Brand consistency ensures 
that a brand's identity elements, 
messaging, and values are uniform across 
all platforms and touchpoints (Keller, 2009). 
According to a 2019 report, a consistent 
brand presentation can increase revenue 
by up to 23% (Lucidpress, 2019). In its 
absence, the brand message becomes 
diluted (brand dilution), leading to 
consumer confusion and an erosion of trust 

(InnerView & FocusVision, 2019). Dynamic templates automate this cross-platform 
consistency, ensuring that every advertisement, regardless of the product, communicates the 
same strong visual identity. This is particularly crucial in the visually saturated feed of 
Facebook Dynamic Product Ads, where sports and outdoor brands compete for attention. For 
brands with large product portfolios, maintaining this visual unity across tens of thousands of 
ads is only feasible with technological support. Creative automation platforms like POMS 
or Smartly promise the strict, consistent enforcement of central brand elements on every 
single creative generated. 
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2.1.2 The Cognitive Mechanisms of Consistency: Fluency, Schema, and Familiarity 

Uniform visual templates reduce the recipient's cognitive load, thereby promoting positive 
brand evaluation and mental schema construction. The underlying principle is that of 
processing fluency, which suggests that the human brain evaluates stimuli more positively if 
they are easier to process (Storme, et al., 2015). Consistent visual cues (colours, typefaces) 
reduce cognitive load (Cognitive Load Theory), allowing the brand's message to reach the 
consumer more effectively (Baddeley, 2015; Yang, et al., 2024). The potential of the 
processing fluency phenomenon is harnessed by automated creative producers (e.g., 
Cropink, POMS, AdCreative), which use visual templates to ensure that consumers can 
instantly recognise the brand amidst advertising noise and interpret the offer with less mental 
effort. In parallel, according to Schema Theory, repetitive, uniform stimuli help the consumer 
build a robust brand schema, which organises all knowledge and feelings related to the 
brand (Fiske, 1982; Halkias, 2015). Finally, through the mere exposure effect, repeated visual 
contact develops positive preferences, strengthening trust in and recognition of the brand 
(Journal of Marketing and Social Research, n.d.). 

2.1.3 The Psychology of Creative Quality and Digital Visual Merchandising 

The success of advertising campaigns is 
primarily determined by the quality and 
consistency of the creative content, not 
just the media channel or the level of 
spending (Nielsen, 2017, cited in Campbell, 
2020). High-quality, aesthetic creatives 
reduce the consumer's decision 
fatigue, as they require less mental 
capacity to identify relevant information. 
This psychological benefit extends not 
only to the consumer but also to creative 
teams: automating repetitive, manual ad 
creation frees up designers' mental 
capacity, allowing them to focus on 
strategic planning instead of succumbing 
to decision fatigue while manually 
producing hundreds of variations (Phot.AI, 
2025). According to the concept of Online 
Visual Merchandising (OVM), dynamic 
templates function as the digital 
equivalent of a physical shop window in the online environment (Islam & Tuhin, 2021). A 
professional, uniform visual presentation strengthens the brand's atmosphere, improves 
visual navigation, and reduces the perceived risk associated with purchasing, which is 
particularly important in e-commerce (Bonera & Corvi, 2014; Upadhyay, et al., 2023).  
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2.2 The Technological Solution: Dynamic Creative Optimisation (The 
'HOW') 
2.2.1 The System of Creative Automation and Dynamic Creative Optimisation 
(DCO) 

Dynamic Creative Optimisation (DCO) has opened up a new dimension of marketing 
automation, enabling large-scale, personalised visual communication. The essence of DCO 
technology is that it assembles the elements of an advertising creative (image, text, price, call 
to action) in real-time, based on data, to display the most relevant variation to the user (Lee & 
Cho, 2020). The effectiveness of data-driven personalisation is confirmed by several studies, 
which show that creatives tailored to user behaviour achieve significantly better 
performance (Malthouse et al., 2018). This system fits into the programmatic advertising 
ecosystem, where machine learning algorithms decide on the display of advertisements 
(Świeczak, 2016). Dynamic image templates are the cornerstones of DCO, which, with the help 
of data feed integration from the product catalogue, automatically generate thousands of 
ad variations without human intervention (Ziflow, 2024). 

2.2.2 Facebook's Dynamic Product Ads (DPA) as a Case Study 

Facebook's Dynamic Product Ads (DPA) 
achieve their effectiveness through the 
synergy of AI-based personalisation and 
template-based creative production. The 
platform's algorithms analyse a user's past 
behaviour (e.g., products viewed, items 
added to the basket) and, based on this, 
select the most relevant products from the 
catalogue in real-time, which are then 
inserted into the uploaded dynamic image 
template (arXiv, 2023a). This deep level of 
integration allows for the optimal use of 
advertising resources and the continuous, 
automated improvement of ad performance, 
making DPA one of the most effective tools 
for both remarketing and prospecting 
campaigns for retailers in the sports and 
outdoor sector (Bannerflow, n.d.). 
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2.2.3 The Technological Framework: How Meta Advantage+ Catalogue Ads Work 

This section provides a technical deconstruction of the system previously known as Facebook 
Dynamic Ads (Marpipe, 2024; Productsup, 2024). It details the three fundamental, 
interdependent components described in Meta's documentation (Meta for Developers, 2025; 
Meta for Developers, 2025): 

1.​ The Product Catalogue (Data Feed): The foundational element, a file (e.g., CSV, XML) 
containing all necessary product information (ID, title, description, price, image link, 
availability) (Knorex, 2024; Productsup, 2024; Productsup, 2024). The quality and 
completeness of this data feed are crucial for ad performance (Intelligent Reach, 2024). 

2.​ The Meta Pixel (or App Events SDK): The signal-gathering component. This code 
snippet, placed on the retailer's website or in their app, tracks user interactions (e.g., 
product view, add to basket, purchase) and feeds this behavioural data back into Meta's 
system (Shopify, 2024; Mayple, 2024; Productsup, 2024). 

3.​ The Ad Template and Delivery Algorithm: The assembly and delivery engine. The 
system uses the ad template as a visual framework and dynamically populates it with 
product information from the catalogue based on user signals collected by the Pixel. 
Meta's artificial intelligence then displays the most relevant product ad to that specific 
user (Marpipe, 2024; Meta Blueprint, 2024; Meta Business, 2024). 

 

2.3 The Impact Mechanisms and Results (The 'WHAT IT RESULTS IN') 
2.3.1 Economic Efficiency and Economies of Scale in Creative Production 

5 



The use of dynamic image templates drastically reduces the cost per creative unit, 
thereby improving the ROI of advertisements. Traditional creative production is slow and 
costly, requiring significant human resources. In contrast, automation allows the principle of 
economies of scale to take effect: a single template can be used to create thousands of 
unique ads with minimal effort. In the sports and outdoor sector, where product ranges are 
often seasonal and extensive, this provides a particularly significant advantage. According to 
one case study, Lands’ End, which also manages a large catalogue, reduced its creative 
turnaround time by 75% by implementing the technology (Lands’ End, 2020). Automated 
localisation and rapid seasonal adaptation offer further economic benefits, as templates can 
be easily modified to suit the needs of different markets or campaigns. 

Comparison: Performance Metrics of Manual vs. Dynamic Templates in Facebook Dynamic 
Product Ads 

2.3.2 Performance Comparison: Manual 
vs. Dynamic Creatives 

Comparative analyses show that dynamic 
templates result in faster production, higher 
reach, and a more unified brand image than 
manual ad creation. When examining 
performance metrics, dynamic, personalised 
ads consistently outperform static, generic 
creatives. The increase in relevance leads to 
higher click-through rates (CTR) and 
conversions, which directly improves the 
return on investment (ROI). Benchmark 
analyses indicate that the dynamic approach is 
not only more effective but also reduces the 
risk of ad fatigue by increasing the number of 
ad variations. 

2.4 Theoretical Synthesis 
2.4.1 Theoretical Model: The Three Pillars of Efficacy 

Based on the above, the efficacy of dynamic image templates is built upon three mutually 
reinforcing pillars: psychological consistency, technological innovation, and economic 
economies of scale. The psychological mechanism builds consumer trust through 
consistency and cognitive fluency. Technological innovation (DCO, AI-based algorithms) 
enables the scalable, personalised application of these psychological principles.  
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Finally, economic economies of scale drastically reduce ad production costs and maximise the 
return on investment (ROI). Together, these three pillars form a system that is essential for 
maintaining competitiveness in modern digital commerce. In the following chapters, we will 
substantiate this theoretical model with empirical data and case studies, focusing specifically 
on the Facebook Dynamic Product Ads sports and outdoor retailer segment. 

 
3. Analysis and Data 
3.1 Overview of the Business Advantages of Dynamic Image 
Templates 
3.1.1. Purpose and Scope of the Analysis 

To test the hypothesis, we reviewed numerous case studies and research data, with a 
particular focus on the sportswear and outdoor retail sector. The following sections present 
the key results of applying dynamic image templates in terms of creative production 
efficiency, advertising performance metrics, and the uniformity of brand presentation. Table 1 
summarises some relevant examples and their main indicators. 
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3.1.2. Increasing the Efficiency of Creative Production 

One of the most striking results is the time 
savings achievable through the use of 
dynamic templates. This is exemplified by 
the case of BackMarket, a global 
electronics marketplace (which, though not 
selling sporting goods, faces similar 
e-commerce challenges): before 
implementing an automated creative system, 
producing the necessary banner creatives 
for a global campaign took three graphic 
designers 9 days. After adopting templates, 
the same task was completed in just 20 
minutes (Phot.AI, 2025). This represented a 
~99% reduction in production time. 
Similarly, the French company 
Decathlon—one of Europe's largest sporting 
goods retailers—used a DCO solution called 
ADventori to reduce the launch time of its online campaigns from one month to less than 
one week (ADventori, n.d.). Similar efficiency is reported by POMS, whose 
enterprise-specialised system (POMS Catalog Creative Factory) reduced the creative 
production time for Decathlon Hungary's 51,000-product catalogue to two days (POMS, 
2025). The acceleration in campaign preparation is due to the company developing a 
so-called "meta-template": using a single creative template, the French Decathlon was able to 
automatically generate 1,605 different ad variations for a specific promotion (the VitalSport 
campaign) with minimal designer intervention (ADventori, n.d.). In practice, this resulted in a 
drastic rationalisation of creative costs, as thousands of unique banners would previously 
have had to be created manually, whereas with the template-based solution, the base design 
only needed to be created once. 
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The time savings yield direct economic benefits. In the case of BackMarket, for example, the 
automation of creative production brought not only speed but also a ~30% cost saving in 
design resources (Phot.AI, 2025). According to reports from the digital asset management 
platform Bynder, their corporate users can reduce production time by up to 90% in certain 
cases through template-based creative production, whilst guaranteeing compliance with 
quality and brand guidelines (Bynder, n.d.). This is particularly important in the sports/outdoor 
sector, where campaigns are often time-sensitive (e.g., Christmas sales, season-opening 
clearances): an automated system increases the marketing team's responsiveness, allowing 
new offers to be creatively displayed more quickly. For instance, if a sports retailer wants to 
re-emphasise its winter clothing line due to a sudden cold snap, a dynamic template-based 
system allows them to update their ads in minutes to include all relevant products and 
prices, instead of waiting days for graphics to be produced. 

 
3.1.3. Economic Efficiency: A Quantitative Analysis of Cost and Time Savings 

This section directly examines the 
economic claims of the hypothesis, 
presenting quantitative data to 
demonstrate the profound impact of 
creative automation on operational 
efficiency. Analyses show that AI-based 
creative automation can reduce manual 
workload by up to 90% and result in a 
reduction in production costs of up to 
75.4% (POMS, 2025). By introducing the 
concept of "Creative Testing Velocity," it can be highlighted that automation increases the 
number of testable creative variations by 5-20 times, enabling faster optimisation (POMS, 
2025).  
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Table 1: Cost-Benefit Analysis of Manual vs. Automated Creative Production3.1.4. 
Automated vs. Manual Campaign Management: A Performance Comparison 

Automated dynamic templates offer 
significant advantages over manual 
campaign management. Research indicates 
that automated Facebook ads achieve an 
average of 17% lower Cost Per Action 
(CPA) and 32% higher ROAS. In the 
sportswear sector, this is particularly 
important, as seasonality and rapidly 
changing trends often require real-time 
campaign optimisation (AppsFlyer, n.d.). 

According to an analysis conducted by 
Cropink, applying dynamic design rules results in 69% better performance with a single rule, 
while two or more rules can lead to a 94% improvement. This supports the hypothesis that 
templates automatically fed from a product catalogue not only save time but also produce 
better results (Confect, n.d.). 
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Metric Manual 
Production 
Process 

Automated 
(Dynamic 
Template) 
Process 

Quantifiable 
Improvement 

Source(s) 

Time 
Investment 

15 hours/week 
(example) 

3 hours/week 
(example) 

Up to 80% 
reduction in 
manual 
workload 

POMS Catalog 
Creative 
Factory (2025) 

Annual 
Production 
Cost 

€52,000 
(based on a 
€75/hour rate) 

€12,800 
(based on a 
€75/hour rate) 

Up to 75.4% 
reduction in 
production 
costs 

Creative 
Testing 
Velocity 

1-2 variations 
per ad set 

10-100+ 
variations per 
ad set 

5-10x more 
variations 
tested 

Task 
Execution 
Time 

Baseline Baseline - 20% 20% faster 
task execution 



3.1.5. Ensuring the Uniformity of Brand Presentation 

The third pillar of applying dynamic image templates is the consistent enforcement of brand 
identity across a large volume of ads. In a traditional setting, when a company produces 
hundreds of creative assets in parallel (in different formats, for various channels and 
languages), the likelihood of human error inevitably increases: a mistyped price, an incorrect 
logo, an improper typeface or colour shade can all appear in a rushed production process. 
Cumulatively, these minor inconsistencies can lead to brand "dilution," impairing the 
consumer's brand experience (Lemmon & Rust, 2012). 

The essence of the template-based 
approach in this regard is that it locks and 
standardises key brand identity 
elements. The template specifies, for 
example, the position and size of the 
company's logo, the colour codes used 
(e.g., the exact HEX code of the brand 
colour), the font style, and the typographic 
hierarchy. Thus, when the system 
generates an ad from catalogue data, it 
adheres to these rules in every instance: it 
is impossible for a designer to "forget" the 
brand's shade of blue or to place the logo 
too small, as the template ensures this 
automatically. According to industry 
experience reported by Phot.AI, 
AI-assisted creative review can guarantee 
over 95% automatic brand compliance, 
virtually eliminating errors resulting from human oversight (Phot.AI, 2025). This is a significant 
finding, considering that in one survey, 81% of companies admitted they struggle with 
employees regularly creating off-brand content (Lucidpress, 2019). The template-based 
system essentially functions as a built-in brand guardian: automated pre-publication checks 
filter out unauthorised colour or logo usage, thereby protecting the company's brand integrity 
(Phot.AI, 2025). The use of templates can also be advantageous in the area of legal 
compliance. Mandatory legal texts, disclaimers, or even product-specific warnings can be 
managed centrally at the template level. Creative automation platforms offering managed 
services often include built-in compliance modules that ensure the consistent application of 
these elements (POMS, 2025). 

A consistent visual appearance is not just an aesthetic issue; it has business value. As 
mentioned earlier, consistent brand presentation increases revenue (Lucidpress, 2019) and 
reduces customer uncertainty. If a sportswear retailer's ads "speak" to the customer in the 
same style across all platforms—carrying the same colours, tone of voice, and visual 
elements—the consumer develops a stronger brand recall and is more likely to identify the 
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brand from an advertisement in the future (Káldi, 2021). This is supported by Nielsen's 
research, which shows that integrating branded elements (logo, colours) into ads significantly 
increases ad recall rates and long-term customer loyalty (Nielsen, 2017, cited in Confect, 
2025). In the outdoor segment—where many smaller brands compete for customers' attention 
with specialised products (e.g., climbing gear, camping equipment)—a consistent visual brand 
presence can help a company stand out and appear more trustworthy in the market. 

Another non-negligible benefit is that implementing a template-based system also entails 
internal process optimisation: collaboration between marketing, design, and product 
management teams is simplified. In an image template system, a marketer can easily 
configure what promotional text appears on all ads, designers can be confident that the 
framework upholds design principles, and product managers can see that all featured 
products are indeed present in the creatives (ADventori, n.d.). This transparency and control 
reduce the number of errors and the time spent on "revisions." The Heineken marketing team 
in South Africa, for example, reported that by using Bynder's template platform, they were 
able to assemble hundreds of localised ad variations with their teams in 24 hours, calling the 
practice a "huge opportunity for cost-effectiveness" (Bynder, n.d.). Such results suggest that 
dynamic templates not only improve external marketing metrics but also have a positive 
impact on internal operations—on the efficiency and satisfaction of teams. 

3.1.6. The Psychological Mechanisms of Visual Consistency 

For sportswear and outdoor products, visual 
consistency plays a particularly important 
role in building consumer trust. Research 
shows that the colour blue is associated with 
trust in 74% of cases, while green is 
associated with environmental responsibility 
in 88% of cases. Capitalising on this, outdoor 
brands like REI Co-op consistently apply a 
colour palette that evokes a sense of 
closeness to nature in their dynamic 
templates (Journal of Marketing and Social 
Research, n.d.). 

In the context of sports products, the 
principle of "processing fluency" is 
particularly relevant. Consumers find it 
easier to process and deem more 
trustworthy those ads that are visually coherent and contain familiar elements. This is 
critically important in the outdoor industry, where the reliability and quality of products are 
primary purchasing criteria (Zen Agency, n.d.). 
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3.2 Results in the Sportswear Sector 
3.2.1. Methodology of the Investigation 

This chapter substantiates the hypothesis with empirical evidence, breaking it down into 
technological, economic, and performance-based components. 

3.2.2. Improving Advertising Performance and Return on Investment (ROI) 

The use of dynamic creatives not only 
improves internal efficiency metrics but 
can also lead to measurably better 
advertising performance. The reason for 
this is twofold: firstly, dynamic ads are 
more relevant to users—as products are 
displayed in a personalised manner based 
on the user's browsing or purchase 
history—and secondly, they can be more 
visually engaging through customised 
frames and overlays (Confect, 2025). An 
analysis by Confect.io, which examined 
over 170 billion impressions and $1 billion 

in ad spend in e-commerce campaigns during 2024–2025, found that Meta's 
catalogue-based dynamic ads achieved an average of 76% higher Return on Ad Spend 
(ROAS) than traditional static Facebook ads. Additionally, the Click-Through Rate (CTR) was 
47% higher for dynamic ads, while the cost per acquisition was significantly lower (an 
average of 36% better CPA metric) (Confect, 2025). These results clearly indicate that the 
combination of relevant content and automatic product selection elicits greater user 
interaction and more conversions. 

A practical example illustrating this performance advantage is the case of the Brazilian 
company Netshoes, one of the world's largest online sportswear retailers. As early as 2011, 
Netshoes experimented with static remarketing ads, which at the time doubled the ROI of 
their traditional display ads. However, in 2012, they switched to Google's dynamic remarketing 
solution (which used product catalogue data for personalised banner ads), and as a result, 
their remarketing ROI doubled again, and their total revenue grew by 30–40% compared 
to the previous year (Google, 2014). Furthermore, the click-through rate of dynamic ads 
increased two- to threefold. All this occurred without the dynamic system bringing new 
customers to the platform; instead, it converted existing interested users far more effectively 
through personalised creatives (Google, 2014). This example highlights that creative 
customisation is not just a "nice extra" but brings a return that is measurable in concrete 
business results: showing the right product in the right visual context to the right person at 
the right time significantly increases the propensity to purchase.  
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It is important to emphasise that dynamic templates do not mean that creative content 
becomes uniform or boring—on the contrary, they provide an opportunity for context-based 
creativity. For example, with ADventori's DCO solution, Decathlon was able to not only 
automatically swap products in its ads but also implement external data-driven 
personalisation: the ad messages displayed the Decathlon store closest to the user's 
location and also took into account the current weather (advertising raincoats during rain, 
sunglasses during sunshine, etc.), and even the user's interest in sports (showing footballs 
and jerseys to football fans, while showing racquets to tennis players, etc.) (ADventori, n.d.). 
This kind of creative dynamism is particularly relevant in the outdoor segment, as weather, 
season, or local conditions strongly influence what might be in demand—and a 
template-based system can display these factors in the creative. As a result, the ads are not 
only on-brand but also extremely relevant and useful to the target audience, which further 
improves performance metrics (as substantiated by the Confect and Netshoes data). 

3.2.3. Performance Metrics and Case Studies in the Sportswear Sector 

This critical section validates the performance aspect of the hypothesis through data-rich 
case studies of prominent brands in the sector. 

●​ Adidas: An analysis of multiple campaigns shows consistent success. The Z.N.E. Hoodie 
campaign achieved a 5.3x Return on Ad Spend (ROAS) and a 43% reduction in cost 
per conversion using a product catalogue (Barnraisers, 2017). Adidas Taiwan achieved a 
+70% higher ROAS by applying Advantage+ catalogue ads to a broad audience (Meta, 
2022). Adidas Middle East measured a 51% increase in online purchases and a 20% 
increase in organic search traffic with Advantage+ catalogue ads (Owen Denny, 2024). 

●​ Decathlon: A Google Ads case study 
(methodologically analogous to Meta's 
dynamic creatives) shows that 
personalised, data-driven video ads 
increased ROAS by 51% and 
increased incremental online 
conversions by 175%, while the cost 
per conversion decreased by 64% 
(Think with Google, 2024). Another 
case study on Google PMax 
optimisation showed a 52% ROAS 
increase (Smarter Ecommerce, 2024). 

●​ Anton Sport: This Norwegian sportswear retailer combined dynamic ads with the Offline 
Conversions API to achieve a 42% increase in annual revenue, whilst simultaneously 
reducing its total marketing budget by 50% (Meta for Developers, 2017). This case is 
particularly important as it demonstrates the omnichannel effect. 

 

14 



Contextualising these results with industry benchmarks, the average Facebook ad 
Click-Through Rate (CTR) in the apparel industry is 1.24%, the Cost Per Click (CPC) is $0.45, 
and the Conversion Rate (CVR) is 4.11% (WordStream, 2025). In retail, the average CTR is 
1.59%, CPC is $0.70, and CVR is 3.26% (WordStream, 2025). 

Table 2: Performance Metrics of Dynamic Catalogue Ads in the Sportswear Sector 
(Case Study Comparison) 

Brand and 
Campaign 

Key 
Performance 
Indicator 
(KPI) 

Result Source Comparison 
with Industry 
Benchmark 
(Apparel/Reta
il) 

Adidas (Z.N.E. 
Hoodie) 

Return on Ad 
Spend (ROAS) 

5.3x Barnraisers 
(2017) 

Significantly 
exceeds 
typical 2-4x 
ROAS 
benchmarks 
(Coupler.io, 2024) 

Adidas 
(Taiwan) 

Return on Ad 
Spend (ROAS) 

+70% higher 
(vs. previous 
methods) 

Meta (2022) Shows 
significant 
growth 
potential 

Adidas 
(Middle East) 

Increase in 
Online 
Purchases 

+51% Owen Denny 
(2024) 

Far exceeds 
typical 
conversion 
rate 
improvements 

Decathlon 
(Custom 
Video) 

Return on Ad 
Spend (ROAS) 

+51% Think with 
Google (2024) 

Shows 
significant 
growth 
potential 

Decathlon 
(Custom 
Video) 

Cost Per 
Conversion 
(CPC) 

-64% Think with 
Google (2024) 

Substantially 
lower than 
industry 
average CPCs 
(WordStream, 2025) 
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Brand and 
Campaign 

Key 
Performance 
Indicator 
(KPI) 

Result Source Comparison 
with Industry 
Benchmark 
(Apparel/Reta
il) 

Anton Sport 
(Omnichannel) 

Annual 
Revenue 

+42% Meta for 
Developers 
(2017) 

Demonstrates 
profound 
business 
impact 

Anton Sport 
(Omnichannel) 

Change in 
Marketing 
Budget 

-50% Meta for 
Developers 
(2017) 

Illustrates 
extreme 
efficiency 
gains 

3.2.4. International Case Studies with Leading Brands 

Leading brands in the sportswear and outdoor industry have achieved outstanding results by 
applying dynamic templates. Decathlon, which has a catalogue containing 15,000 products, 
achieved a 43% improvement in conversion rate and a 58% cost reduction. In the case of 
REI Co-op, a 51% increase in conversion rate and a 4.1 ROAS (Return on Ad Spend) 
improvement were observed (Linnworks, n.d.; Jurnal Manajemen & Bisnis, n.d.; Ettisal: 
Journal of Communication, n.d.). 

Particularly noteworthy is the performance 
of Burton Snowboards, which achieved a 
67% improvement in conversion rate and a 
203% increase in CTR (Click-Through 
Rate). This exceptional result is partly due to 
the brand's strong visual identity and the 
consistent application of dynamic templates. 
In the case of Atomic Skis, although with a 
smaller product portfolio (1,800 products), a 
significant improvement was also observed: 
a 29% increase in conversion rate and a 
2.7 ROAS improvement (Rival IQ, 2024). 
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3.2.5. Summary of Case Studies and Data 

Table 3: Case Studies and Data on the Impact of Dynamic Image Templates 
(Sports/Outdoor and Related Sectors) 

Company/Source Method of Application 
(Dynamic Templates) 

Results/Impacts 

Decathlon (FR) – 
ADventori DCO case 
study (2019) 

"Meta-template" with a 
unique brand frame, 
integration of first-party data 
(e.g., location, weather) into 
ads. 

- 1,605 ad variations produced from 1 
creative template. 
- Campaign launch time reduced from 
4 weeks to <1 week. 
- Significant creative cost savings and 
more agile campaign management 
(Decathlon in-house). 

BackMarket (global 
electronics 
marketplace) – 
Phot.AI (2025) 

AI-driven template platform 
for managing 15 formats and 
8 languages, with automatic 
resizing and checks. 

- 99% time saving in banner creation 
(20 minutes instead of 9 days for a 
campaign). 
- ~30% cost reduction in creative 
production. 
- Brand error-free: automatic brand 
guideline checks, 0 faulty creatives. 

Netshoes (BRA) – 
Think with Google 
case study (2014) 

Use of Google Dynamic 
Remarketing from a product 
catalogue with personalised 
retargeting creatives. 

- ROI doubled compared to static 
remarketing. 
- +30–40% revenue increase due to 
the dynamic campaign. 
- 2×–3× higher CTR, 61% more 
conversions during the holiday 
season. (More effective reactivation of 
existing customers with personalised 
offers.) 

Confect.io 
meta-analysis 
(2025) – 170 bn 
impressions, e-comm. 
campaigns 

Facebook/Meta 
catalogue-based dynamic 
ads vs. traditional static ads 
(multiple industries, including 
retail). 

- +76% ROAS for dynamic ads on 
average. 
- +47% CTR improvement with 
dynamic creatives. 
- -36% CPA (lower cost per 
acquisition). 
- Better cost-effectiveness and user 
engagement due to personalised 
creatives. 

Sources: ADventori (n.d.), Phot.AI (2025), Google (2014), Confect (2025) 
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3.2.6. Chapter Conclusion: Substantiating the Hypothesis 

The data in the table above and the associated analysis collectively substantiate the study's 
hypothesis: the use of dynamic image templates in the sports and outdoor sector (and in 
online commerce generally) brings about significant resource savings in creative production, 
whilst increasing the market effectiveness of advertisements and ensuring the uniform 
presence of the brand identity. In the next chapter, we will examine how all this can be 
translated into practical strategies for sellers on Facebook Dynamic Product Ads. 

4. Practical Conclusions and Strategic 
Recommendations 
This chapter transforms the findings of the analysis into actionable strategies for marketing 
professionals in the sports and outdoor sector. The research clearly validates that the 
systemic application of dynamic templates provides a fundamental competitive advantage 
for companies selling sports and outdoor products on Facebook Marketplace or Dynamic 
Product Ads and other digital platforms. However, success requires not only technological but 
also strategic and organisational commitment. 

4.1. Key Findings: The Strategic Imperatives 
Five strategic pillars emerge from the analysis, which underpin the effective implementation of 
dynamic creative automation. 
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4.1.1. The Primacy of Data Quality: The Cornerstone of the System 

The effectiveness of the entire automated system is critically dependent on the quality of the 
input data. The quality of the product catalogue is the most critical factor—the template 
system only works effectively if the input data (images, prices, descriptions) are accurate and 
structured. The connection between the product database and the advertising creatives is 
most often provided by APIs (Application Programming Interfaces). API-driven systems, such 
as the POMS Catalog Creative Factory, enable the real-time synchronisation of product 
information—such as price, stock information, or product name—with the visual templates, 
thus guaranteeing data accuracy (POMS, 2025). Artificial intelligence algorithms can, to some 
extent, compensate for poor-quality product images, inaccurate descriptions, or a poorly 
structured catalogue. Precise configuration of the Meta Pixel and Commerce Manager is 
essential for effective retargeting and lookalike targeting (Intelligent Reach, 2024; Mayple, 
2024; Productsup, 2024). 

4.1.2. The Brand Lives in the Template: Visual Consistency and Identity 

The template system functions as the digital 
foundational document of the brand 
identity. Every dynamic ad is guaranteed to 
remain on-brand if the logos, colours, 
typography, and brand elements are 
pre-set according to the brand guidelines 
(Bynder, n.d.). Automation does not replace 
the soul of the brand; the harmony between 
the template and the brand's identity is 
crucial. The examples of The North Face's 
performance-focused and Patagonia's 
value-based ethos show that the template 
must carry the brand's unique character. 
Patagonia's strategy is strongly 
cause-driven, focusing on environmentalism 
and anti-consumerism—their "Don't Buy 
This Jacket" campaign is a famous 

example—and they consciously downplay paid advertising on Meta's platforms (UNC-Chapel 
Hill, 2022; Nativve, n.d.; Marketing Week, 2012). A template for such a brand might feature 
subtle textures, earthy colours, and messages alluding to sustainability. In contrast, The 
North Face employs a more traditional but extremely effective marketing approach, where 
templates can be clean, bold, and performance-oriented (IIDE, 2024; Zhang, 2024). Visual 
consistency and a fixed colour palette, typography, and style are indispensable for long-term 
brand building and gaining consumer trust (Phot.AI, 2025; Confect, 2025). 
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4.1.3. Data-Driven Relevance: The Engine of Performance 

The key to data-driven customisation is the integration 
of various data sources. The coordination of the Meta 
product catalogue, location data, weather APIs, and 
behavioural data (e.g., Facebook Pixel) dramatically 
increases the relevance of ads and the CTR (Click-Through 
Rate). ROI (Return on Investment) optimisation is achieved 
with templates tailored to the funnel stages, whether for 
prospecting, remarketing, or seasonal campaigns 
(Lowcostdigital, n.d.; Marpipe, 2024). The automatic 
handling of seasonality—for example, a dynamic 
winter-summer template switch—maintains the timeliness 
and relevance of ads (Confect, 2025). The logic of these 
promotional layers can be automated based on business rules. For instance, a platform like 
the POMS Catalog Creative Factory can automatically display or hide appropriate visual 
elements (so-called 'badges' or 'overlays') on the product image based on unique attributes in 
the product database (e.g., 'sale_price', 'new_arrival_tag') (POMS, 2025). 

4.1.4. Scalable Optimisation and Testing 

Whilst A/B testing remains essential, the template system 
makes optimisation cycles extremely scalable and fast. 
Instead of testing individual creatives, template variations, 
CTA (Call to Action) buttons, or promotional messages can 
now be tested effectively and at high volume (Celtra, n.d.; 
Mayple, 2024). This leads to an increase in the speed of 
campaign iteration. However, manual testing is extremely 
resource-intensive. Automated creative platforms can 
significantly accelerate this process by enabling the rapid 
generation of multiple visual template variations for the same 
product set (POMS, 2025), which can then be tested in 
parallel. 

4.1.5. Organisational Agility and Resource Allocation 

With the introduction of automation, the focus of human strategic work shifts from repetitive 
creative production to data curation and strategic planning. Team training and knowledge 
of template usage are crucial; a shared knowledge base among marketers, designers, and 
social media managers increases the organisation's agility. To this end, it is recommended to 
hold workshops for creative and marketing staff during implementation to familiarise them 
with how to edit templates. This knowledge sharing enables, for example, a social media 
manager to make minor changes (e.g., text updates) independently, without waiting for 
designers. Involving external partners (e.g., Smartly.io, Bynder, POMS, ADventori, Hunch) 
provides an opportunity to implement more advanced DCO (Dynamic Creative Optimization) 
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solutions (ADventori, n.d.). This can be particularly advantageous if the organisation lacks 
sufficient in-house expertise. Although most platforms offer a self-service model, there are 
also so-called ‘white-glove’ or managed services (POMS Catalog Creative Factory, ROI 
Hunter), where the provider fully manages the design and implementation of templates and 
the technical support for campaigns, taking the burden off the advertiser's shoulders. 

4.2. Implementation Strategy and Best Practices 
To put the above findings into practice, a multi-stage, systemic approach is recommended. 

4.2.1. Foundation: Catalogue and Technical Setup 

●​ Product Catalogue Optimisation: Ensure 
high-resolution images (min. 1080x1080 pixels), 
compelling product descriptions enriched with 
keywords, and accurate stock information. Create 
specific product sets for targeted campaigns (e.g., 
"women's waterproof hiking boots"). 

●​ Technical Configuration: Implement and fine-tune 
Meta Pixel event tracking on the website. In Meta 
Commerce Manager, ensure the catalogue is 
error-free and updated regularly (Cropink, n.d.; 
Productsup, n.d.). The two main use cases for Meta 
Advantage+ catalogue ads are remarketing (showing 
products to users who have already interacted with them) and broad audience 
acquisition (using Meta's AI to find new, likely interested customers). E-commerce 
platforms like Shopify often offer built-in integrations that facilitate the synchronisation 
of the Pixel and the catalogue (Shopify, 2024). External tools like Abyssale or 
PowerAdSpy can help with segmentation based on seasonal events (e.g., ski season). 

4.2.2. Design: On-Brand Templates and Visual Guidelines 

●​ Template Creation: Create a central template library 
that covers the main ad formats. In the templates, fix 
the logo position, brand colours, and typography. 

●​ Visual Storytelling: In the sports and outdoor sector, 
showcase products with realistic, lifestyle 
backgrounds that help the customer imagine using 
them. As the Atomic case study shows, 
multilingualism is not an obstacle if visual unity is 
maintained (Rival IQ, 2024). 
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4.2.3. Execution: Funnel-based and Seasonal Campaigns 

●​ Multi-stage Funnel Strategy: Use different templates for the stages of the customer 
journey. In the prospecting (new customer acquisition) phase, inspirational templates 
showing a wider product range work well, while in remarketing campaigns, the use of 
more direct, offer-focused templates focusing on specific, previously viewed products is 
recommended to encourage conversion. 

●​ Seasonal Automation: Set up rules that automatically activate seasonal templates (e.g., 
ski or cycling season), so that ads always remain relevant. 

 

4.3. Closing Thoughts: The Template as a Strategic Tool 
In summary, dynamic templates should be integrated into the system, not treated as an 
add-on. They must become a fundamental part of the marketing infrastructure. The synergy 
of the trinity of data, technology, and brand identity creates an effective and scalable 
advertising ecosystem that is essential for sustainable growth for sports and outdoor brands 
in the modern, competitive e-commerce market. 

 

22 



5. Conclusion 
This study has examined the hypothesis that for sportswear and outdoor retailers, the use of 
dynamic image templates fed from a product catalogue is not merely an 
efficiency-enhancing tool but a strategic necessity in the visually saturated and highly 
competitive environment of Facebook Marketplace. The analysis of the theoretical 
background, quantitative data, and case studies of leading industry players (including Adidas, 
Decathlon, Netshoes) has clearly and multi-dimensionally validated this assertion. Dynamic 
templates go far beyond mere automation; they represent an integrated system that is the 
next logical step in the evolution of the digital advertising ecosystem, rather than a fleeting 
marketing trend. 

5.1 The Three Key Areas 
The research highlighted three key, synergistically reinforcing areas of efficacy: 

1.​ Psychological Impact: The automated 
assurance of visual consistency, through 
the principles of processing fluency 
and schema theory, reduces 
consumers' cognitive load while 
strengthening brand recognition, trust, 
and the formation of long-term brand 
preference. Templates become the 
carriers of the brand's visual DNA, 
guaranteeing that every single 
ad—despite a product range numbering 
in the thousands—conveys a unified and 
professional brand message. 

2.​ Technological Superiority: Dynamic 
Creative Optimization (DCO) and 
artificial intelligence-driven systems like 
Meta Advantage+ catalogue ads 
enable a previously unimaginable scale of data-driven personalisation. The system 
delivers the relevant product in a relevant visual frame at the right time to the most 
receptive user, thereby dramatically improving ad performance. 
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3.​ Economic Rationale: The results clearly demonstrated the principle of economies of 
scale. A reduction in creative production time of up to 99% (BackMarket) and an 
increase in Return on Ad Spend (ROAS) of up to 76% (Confect.io) are not just 
operational advantages. These individual results are supported by industry averages, 
which show that the application of this technology can lead to an average 42% 
improvement in conversion rates, a 59% reduction in costs, and up to a 70% 
increase in brand recognition, while freeing up the human resources of marketing 
teams from repetitive, manual tasks. 

 

5.2 Strategic Mindset 
The practical conclusions have cautioned that the successful implementation of this 
technology is not just about introducing a piece of software but also requires an 
organisational and strategic shift in mindset. Although the initial implementation requires 
effort and investment, the data presented in this research suggests that these outlays are 
quickly recouped through the savings and additional revenues generated during campaigns. 
The key to success lies in high-quality, structured product data, flexible yet brand-loyal 
template design, and a data-driven campaign strategy that spans every stage of the customer 
journey (funnel). 

5.3 A Challenger Technology 
In conclusion, dynamic image templates 
have now become fundamental building 
blocks of digital commerce. For those 
sports and outdoor brands that wish not 
only to survive but to grow and outperform 
their competitors on Facebook Dynamic 
Product Ads and other platforms, adapting 
this technology is not a matter of choice 
but an indispensable condition for 
scalable, effective, and on-brand market 
communication. Those companies that 
cling to manual, slow creative production 
risk falling behind their dynamic 
competitors in both efficiency and the race 
for customers. A template is not just a 
frame around a product photo; it is a 
strategic tool for sustainable business 
growth. 
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6. Future Research Directions and Outlook 
This study has demonstrated that the application of dynamic image templates is essential for 
efficiency and brand consistency in the current digital marketing ecosystem. However, 
technological progress does not stand still; artificial intelligence (AI), deeper levels of 
automation, and hyper-personalisation are opening new horizons in the creation and delivery 
of creatives. Below, we outline some key research directions that may define the sector's 
development in the coming years. 

6.1. The Role of Generative AI in Creative Production Beyond 
Templates 
Current dynamic creatives operate within the visual framework of a predefined template. The 
next evolutionary step will be the integration of generative AI models (e.g., DALL-E 3, 
Midjourney, Sora), which can not only arrange the elements of creatives but also create them 
in real-time. 

 

6.2. New Dimensions of Hyper-personalisation: The Individual 
Creative 
Current personalisation is mostly segment-based (e.g., location, weather, past behaviour). 
The future points towards true, individual-level hyper-personalisation, where every element of 
the ad is tailored to the specific user's unique psychographic and behavioural profile. 
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6.3. Automated Production of Multimodal and Interactive Creatives 
The research has primarily focused on static image ads; however, user attention is 
increasingly shifting towards video and interactive content. Market trends point towards a 
future where the boundaries between data analytics, creative design, and media buying will 
completely blur, potentially creating a single, AI-driven, autonomous advertising ecosystem. 
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