
Boosting Performance Can Happen at Any Stage 
of a Paid Media Campaign

Refining your Aim 
takes Time
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OneSpan is a cybersecurity technology company that 

offers a cloud-based and open architected anti-fraud 

platform to its customers. They’re historically known for 

their multi-factor authentication and electronic signature 

software. OneSpan helps its customers leverage identity, 

security, and compliance DNA as a core platform 

differentiator that empowers enterprises to deliver the 

optimal level of security across all digital interactions.

Company Bio
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Prior to partnering with Directive, OneSpan was in need of extra support to help scale 

their paid campaigns. Although they had their own internal team for paid media, with 

such a large international scope, maintaining focus on each individual region was 

difficult. Directive helped shoulder the load with OneSpan’s team, eventually taking it 

over entirely, with a specific focus on US, UK, CA, and ANZ regions.

Challenges

The Objective:


Directive was hired to supplement OneSpan's internal paid media team by taking 

over management and coverage for four geographic regions (US, CA, UK, ANZ). 

OneSpan wanted to tap into Directive’s expertise in the B2B SaaS space to scale 

their brand awareness and pipeline in each region. The UK and ANZ regions needed 

specific attention as SQLs were historically few and far between. Directive was 

tasked with both boosting performance and developing a strategy to help move the 

account forward.



Directive proposed a more granular and targeted approach to 

make better use of OneSpan’s segmented international 

campaigns. For true segmentation, Directive knew that the 

account had to go deeper than simply changing the geo-targeting 

of the ads so the team built on OneSpan’s existing account 

structure by diving deeper into each region to focus not only the 

targeting, but the goals, strategy, and content as well.

Strategy
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Region Specific Strategies


For each region, Directive set individual north star 

metric (NSM) goals, unique strategies, and optimized 

campaigns directed towards each specific audience. 

OneSpan’s campaigns were also run through a 

performance audit to see where leads were coming 

from in regards to these four regions to see which 

needed prioritized optimization.


This allowed Directive to attribute each optimization 

towards a focus for each region. With this data in 

hand, it drove the confidence required to move 

forward with more sophisticated ad strategies that 

rely on truly segmented marketing touchpoints.

Ads Expansion + Remarketing


After seeing initial success from these focused 

campaigns, Directive was able to expand OneSpan’s 

ads from consisting primarily of basic Google text ads 

to incorporating more sophisticated ad formats. This 

includes leveraging remarketing to further improve 

lead generation. 
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Overall we saw a 69% increase in SQLs QoQ across all target markets. This included a 66% increase in the US region, a 

33% increase in the UK, but most significantly a massive 300% in Canada. Averaged and totalled, this was reported as 

OneSpan’s best Quarter in the past year. In an agency-client relationship that has had to navigate some tumultuous 

waters, seeing results like these certainly makes sticking together through it all worthwhile.

increase in 
US SQLs

increase in 
UK SQLs


increase in 
CA SQLs

Results

66.7% 33.4% 300%
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“All great partnerships are built on trust, and trust 

between a client and its agency is built from day one. 

However, results do not often come as quickly. A core 

part of the client-agency partnership is in trusting the 

process.”

- Meredith Eddy | Paid Media Strategist @Directive
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Things aren’t always as pretty as they appear upon 

presentation when they’re first getting started. In fact 

they rarely are. Yet the expectation of immediate turn 

around often falls onto the agency but consider the 

above stats and whether you’d think of them as a solid 

ROI. When considering the somewhat rocky start to the 

relationship, these results are even more compelling. 

Both Directive and client had to navigate some serious 

adjustments to the relationship, strategy, and workflow 

as partners. This pivot included ABM marketing, 

implemented a full rebrand, and internal resource 

changes. This isn’t to speak to the difficult mountain 

agencies often have to climb - but to a deeper point: the 

power of what can be achieved when you work to solve 

business challenges together.
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Thank you! 
Directive's performance marketing goes beyond 

what’s expected—so that you can too.


Book Intro Call
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https://directiveconsulting.com/discovery-call/

