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1.0 Introduction

This document gives an overview of the different types of sales and marketing collateral 
available to support SAS® products and solutions. You will find a description of each 
collateral type available, including the target audience, subject matter, content elements, 
source content requirements and a visual example. If you have questions about any of 
the information contained in this document, please contact Jeff Alford  
in Marketing Editorial: Jeff.Alford@sas.com.

mailto:Jeff.Alford%40sas.com?subject=
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1.0 Introduction

Collateral types
SAS produces the following types of collateral to support its 
brand, products and solutions:

• Annual report/corporate overview. Combined annual 
brochure that includes an introduction to the SAS brand 
and a recap of the prior year’s highlights.

• E-book. Covers a topic to some degree of depth. 
Typically used early in the sales cycle. Takes a unique 
style, tone or approach to presenting a story.

• Solution/industry overview. Covers a family/suite of 
solutions (e.g., SAS Customer Intelligence 360) or a family 
of solutions for a specific industry (e.g., defense and 
security). Typically aimed at business decision makers.

• Solution brief. Focuses on a specific customer issue 
– often from an industry perspective – and how SAS 
approaches that issue. Aimed primarily at business users 
or decision makers. 

• Service brief. Describes a business service provided 
by SAS. Aimed at decision makers looking for a vendor 
to help them solve a business problem, implement a 
methodology or set up a process for resolving technical 
issues.

• White paper. Covers a topic to some degree of depth, 
offering education, thought leadership and/or best 
practices. Aimed at an executive or business user 
audience, depending on the topic. 

• Briefs. A relatively short piece that is used when other 
collateral formats do not fit our needs. Use sparingly, as 
briefs may not fit the same purposes as other types of 
collateral and may not receive the same level of ongoing 
promotion.

• Customer success story. Describes how a specific 
customer has solved a business issue using SAS software.
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1.0 Introduction

Accessibility
At SAS, we strive to produce digital content (including 
marketing collateral) that is accessible for people with 
disabilities. There are three reasons why this is important:
• Customers expect it. Equal access for people with 

disabilities has gained momentum globally – and failure 
to meet customer expectations causes friction in the 
sales process.

• Our peers and competitors in the tech sector are doing 
it – including leading companies like Microsoft, Adobe, 
IBM and others.

• The concepts behind diversity and inclusion (D&I) are a 
cornerstone of the SAS brand. Accessibility is one of the 
places where the rubber meets the road for D&I. 

Learn more about accessibility and how we practice and 
enforce best practices to ensure we meet the needs of our 
customers – and even legal requirements – to make sure our 
content is accessible.

Content agility
This chart provides an at-a-glance view of publication time 
frames (i.e., level of agility) for various types of marketing 
collateral. Carefully consider these time frames when 
planning and requesting content.

https://brand.sas.com/en/home/brand-assets/asset-overview/accessibility.html
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1.0 Introduction

Production process
To request marketing collateral, you must enter a Global 
Marketing System (GMS) request for the type of collateral 
you need. GMS is where we maintain workflows and 
schedules. Be specific and detailed when you enter  
the description of what you need. If you’re new to the  
process, or if you’re unsure which type of collateral is  
most appropriate, contact Marketing Editorial to help  
you get started. 

To streamline production, review cycles are limited to two, 
except under extenuating circumstances. Please note that 
team collaboration on messaging and content should be 
completed before submitting materials for production.  
The two rounds of review include: 
1. A first draft (may be either a Word document or PDF). 

The first draft is for polishing the way the content is 
conveyed.

2. A final review, which is typically a PDF of the final, 
designed collateral. This final review is for identifying 
technical inaccuracies or last-minute, minor changes. 

You should provide high-resolution graphics during the 
first draft review, if not before. If a team of reviewers is 
involved, their collaboration and review should be limited 
to the first draft. The primary contact (often a Go-To-Market 
[GTM] lead, or product or industry marketing manager) is 
responsible for routing drafts to all relevant reviewers and 
then consolidating feedback. The final review is when the 
primary contact should check for mistakes and approve 
publishing and distribution of the collateral.

Production time frames
Standard time frames for the primary types of collateral 
we produce are applicable only AFTER complete content 
(background/source material, draft, etc.) is submitted and 
accepted. Schedules include time for writing, copy editing, 
review, design, critical back-end processes, promotion 
to internal channels (such as the GMS asset library) and 
sometimes printing. Please use the recommended time 
frames when assigning a goal date in GMS. Keep in mind 
that we cannot control the amount of time required for 
review cycles, so we cannot control resulting delays in 
production.
 
Collateral can be produced according to these timelines 
only if all steps are completed and review cycles are 
timely. If your request is tied to a time-sensitive activity or 
commitment, please indicate that in your request when you 
set the goal date. 

Refer to the content agility chart for a  
quick overview of production time frames.

http://sww.sas.com/gms/index.cfm?fuseaction=integratedMarketing.displayCMRDeliverables
http://sww.sas.com/gms/index.cfm?fuseaction=integratedMarketing.displayCMRDeliverables
mailto:Jeff.Alford%40sas.com?subject=
http://sww.sas.com/gms/index.cfm?fuseaction=research.showAssets
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2.0 Collateral types 

Annual report/corporate overview
 Subject matter
• A high-level overview of SAS and introduction to the  

SAS brand, focusing on both who we are and what we 
do. An online version of the annual report is available.

• A summary of the previous year (including financial 
results, company stats, awards and accolades,  
important events, etc.). 

• Consult our annual report before you request new 
content. It’s a great resource that can be shared to provide 
an overview of our company, culture, customer case studies 
and more.

Target audience
Audiences include executives; the media; existing and 
prospective customers (sales teams use in customer meetings 
and RFPs); and job candidates (HR uses in recruitment efforts).

Source content requirements/elements
Source content varies for the annual report. For more 
information, contact Shannon Heath in Corporate 
Communications: Shannon.Heath@sas.com. 

2021-22 annual report and company overview cover.

https://www.sas.com/en_us/company-information/annual-report.html
mailto:Shannon.Heath%40sas.com?subject=


BRILLIANT  
DECISION?
Automate decision making to  
improve customer experience 
and drive profitability in a  
rapidly changing world

REAL-TIME 
DECISIONS 
IN RETAIL
Enjoy certainty. 
SAS® Intelligent Decisioning.
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2.0 Collateral types 

E-books Average production: 8-12 weeks

Subject matter and design
E-books are similar to white papers in that they cover a 
broad range of topics. But they are less formal, more visually 
interesting and not sales- or product-driven. 

E-books are: 
Visual, not text heavy. Maximum word count per page should 
be 200-300 words (less is recommended). 
A creative presentation of facts, figures and key points (fewer 
words, more facts and visuals). 
Educational, not sales- or product-driven. Should tell a 
compelling story, taking a unique tone, style and approach. 
 
E-book topics can include: 
• Thought leadership. Example: Resilience: The best way 

to beat the coronavirus.
• Emerging technologies or trends. Example: What’s next 

for life sciences?
• Trends in an industry or technology. Example: Brilliant 

decision.
• Research results. Example: Experience 2030.
• Key business issues. Example: High velocity decisions. 

Trusted outcomes.

When to request
E-books should be requested as a cornerstone asset (limited 
exceptions will be made on a case-by-case basis). A strong and 
ongoing promotion plan, including social media, must be in 
place. This is extremely important since e-books require intense 
time and effort from writing and design resources. 

What to provide the editorial team: 
• Your desired timeline (when you need it).  

Production time frames for three types of e-books  
are below.
1. Existing, approved content from SAS channels –  

4 to 6 pieces pulled from insights articles, customer 
success stories, blog posts, etc. 6-8 weeks. 

2. Combination of new and existing content.  
10-12 weeks. 

3. All new content – this means you must provide all 
source material; content then has to be written, 
reviewed and approved. 12-16 weeks.

• The overall call to action (which is usually an ungated 
solution page).

Sample e-book cover.

https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/ebooks/en/resilience-111721.pdf
https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/ebooks/en/resilience-111721.pdf
https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/ebooks/en/whats-next-for-life-sciences-111843.pdf
https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/ebooks/en/whats-next-for-life-sciences-111843.pdf
https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/sas-whitepapers/en/real-time-decisions-in-retail-111842.pdf
https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/sas-whitepapers/en/real-time-decisions-in-retail-111842.pdf
https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/ebooks/en/customer-experience-2030-111008.pdf
https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/ebooks/en/high-velocity-decisions-111924.pdf
https://www.sas.com/content/dam/SAS/documents/marketing-whitepapers-ebooks/ebooks/en/high-velocity-decisions-111924.pdf
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2.0 Collateral types 

Solution/industry overview Average production: 5-6 weeks

Subject matter
Solution overviews cover a portfolio/family of SAS solutions 
(e.g., SAS Customer Intelligence solutions, SAS Data 
Management, etc.). Industry overviews cover a portfolio of  
SAS solutions/products related to a specific industry (e.g.,  
SAS solutions for retail, SAS solutions for manufacturing, etc.).

When to request
Solution and industry overviews are not mandatory pieces of 
collateral. They are created only when there is a legitimate need 
to cover an entire portfolio of solutions, or show the breadth 
of our coverage for a particular industry in a single piece of 
collateral. Requests for these collateral types will be considered 
on a case-by-case basis.

Target audience
Solution and industry overviews are targeted at a business 
audience, director level and above.

Source content requirements
• A rough text draft, completed category or industry 

positioning document, or equivalent.
• High-resolution graphics (e.g., screenshots) if needed. 

Content elements
The content elements vary depending on the available 
content, marketing objectives, etc. Specific content elements 
are included at the writer’s discretion. These pieces are 
typically four pages in length. Layout treatment dictates space 
requirements. Word-count limit is approximately 175 for sidebar 
copy. Content placed in regular body copy ranges from around 
100 to 500 words per section. Examples of possible content 
elements include some or all of the following:

 Title/Kicker
The title should include any identified SEO (search engine 
optimization) keyword and/or the name of the portfolio/suite  
of products along with the industry (if relevant). The kicker 
should contain the SEO keyword if it is not included in the  
title. It should also provide a short description of what the 
portfolio does. 

� Overview
An overview of the portfolio, including customer pains/issues 
and a high-level mention of the products/capabilities that 
comprise the portfolio. This section should not extend beyond 
the first page. Word count is approximately 125 to 175. 

� Business benefits
The business benefits of the solution/industry portfolio (use 
three to five bullets if placed in a sidebar). Word count varies, 
depending on layout treatment. 

� How SAS can help  (not shown here) 
An optional section that describes what SAS brings to the table 
for the customer. May include overarching or differentiating 
capabilities unique to this solution/industry portfolio and SAS. 
Word count varies.

� Key capabilities 
Includes subheads that describe what the customer 
can accomplish. Paragraphs underneath tell how those 
accomplishments are achieved. Word count varies. 

� Challenges
Three to five bullets that describe the challenges a customer/
prospect may be facing that the SAS solution/industry portfolio 
addresses. Word count is approximately 150 to 200. 

� Differentiators
Subhead for this section is typically in this format: “The SAS® 
Viya® Difference.” Bullets tell what sets SAS apart, our unique 
value and/or why customers should pick SAS over other 
vendors. Word count varies.

� Components 
In addition to a Capabilities section, a solution/industry 
overview may also include a listing and description of the 
individual products/solutions that make up the portfolio.  
Word count varies.

(See examples on next page.)



SAS® Customer Intelligence

SOLUTION OVERVIEW

SAS® Customer Intelligence 360
The multichannel marketing hub for the way business is done today

Overview
Today’s consumers are flooded with more information and offers than ever before. Standing 
out from the crowd and getting your customers’ attention often means the difference between 
success and failure. Can you deliver? What if every time customers interacted with you, they 
got exactly what they needed or wanted, with minimal effort? What if your marketing 
campaigns became more targeted and yielded better response rates based on analytically 
based segmentation capabilities?

SAS Customer Intelligence 360 is designed to do all that and more. Whether it’s reaching out 
via digital channels or directly to your customers, SAS offers a multichannel marketing hub for 
the modern marketing organization.

Benefits
SAS Customer Intelligence 360 helps you get the attention of your customers and take the 
most effective actions. Marketers can use everything they know about a customer to enable 
more relevant, targeted and individualized communications on all marketing channels.

Ability to Perform True Predictive Marketing
Unlike traditional “marketing cloud” solutions, SAS Customer Intelligence 360 uses dynamic 
data collection technology that avoids channel-based web analytics tagging. You can take that 
data, which belongs to your brand, and turn it into insight to make more accurate decisions 
about customers during real-time interactions. By doing this, brand marketers can meet  
each customer’s needs at the right time and place and in the right context – all down to the 
individual level.

That’s why “360” is in the name. It provides a complete view of everything needed to optimize 
the individual customer journey. That’s the confidence that marketers need as they create and 
deliver a consistent customer experience over both direct and digital channels – aiding their 
brands in adopting a true hybrid marketing approach.

A Complete and Unified Customer Profile
The data captured by SAS Customer Intelligence 360 isn’t about 
pages and clicks; it’s about people – everything they see and do,  
and everywhere they go. SAS Customer Intelligence 360 captures 
the complete online behavior of customers at a detailed level  
and can associate it with existing offline customer data sources –  
e.g., promotional, demographic and purchase-based information  
– to provide a complete picture of the customer. By combining these 
typically disparate data sources into a unified view of the customer, 
you’ll gain valuable insight into a customer’s needs.

Provide a Personalized, Multichannel  
Customer Experience 
Capturing the wealth of information that customers leave on your 
website – their buying plans, significant life changes, etc. – and 
effectively integrating it with a library of personalized offers and 
content that is ready for presentation at the right moment will lead  
to a much improved customer experience while also satisfying 
customers’ privacy preferences and concerns. In addition, multiple 
decision-making methods – from business rules to predictive models 
to multivariate tests (via custom predictive models) – help ensure that 
the customer gets the most relevant and personalized offers.

Transform Better Insights Into Better  
Marketing Performance 
Most marketing organizations don’t have the in-house expertise  
to develop the latest forecasting techniques for their marketing 
initiatives. SAS Customer Intelligence 360 includes analytics that can 
give you a forward-looking view of your customers’ journeys, helping 
you understand the most significant business drivers, forecast how 
drivers and business measures will perform in the future, and run 
goal-seeking routines to determine optimal levels – even if you don’t  
have a statistician on staff.

Spend Marketing Dollars More Effectively 
While most online analytics vendors require form- and field-level 
tagging, SAS embeds a single line of HTML code in each webpage 
to enable dynamic data collection – without expensive tagging costs. 
Page design changes are accounted for automatically during data 
capture, eliminating the need to continually retag the page. Having 
integrated digital asset management to assist in delivering those 
assets means easier integration with other tools and quicker time  
to market. 

Start Small and Add On as Needed 
The modular nature of SAS Customer Intelligence 360 allows you  
to start small and add on over time, following a natural growth path. 
For example, you can start with dynamic data collection and analysis. 
Next, add capabilities to push offers, messaging and content into 
mobile, web and email channels – while testing, tracking and 
measuring performance along the way. In addition, as your 
organization embraces the online capabilities SAS has to offer,  
you can adopt additional components of the SAS Customer 
Intelligence suite.

Challenges
• Insufficient understanding of online customer interactions. 

If you don’t know exactly what happens when a customer 
interacts with your company through online channels, 
you’ll be unable to implement an effective customer-
focused strategy. 

• Lack of individualization capabilities. Traditional solutions  
are unable to perform cross-channel customer targeting via  
the web, which can lead to abandonment, acquisition and  
churn problems. 

• Inaccessible customer insight. The reporting capabilities of 
traditional web analytics solutions are complex, technology 
focused and targeted primarily at IT users and web analysts, 

making it difficult or impossible to get customer insight into the 
hands of marketers who need it most. 

• No unified view of the customer. Difficulty accessing and 
combining customer information across channels and business 
units results in an incomplete view of the customer and an 
inability to fully understand – and predict – customer behavior. 

• Inability to customize direct marketing campaigns. Each 
organization has unique practices that are important for tactical 
efficiencies and competitive advantage. Organizations must be 
able to create reusable custom procedures for direct campaigns 
based on their unique business requirements.

Capabilities
Guided Analytics 
You don’t need to be a data scientist. Built-in, easy-to-use analytical 
processes allow you to use SAS analytics and data management 
capabilities. Integrated analytics guides (such as automatically 
derived segmentation and applied optimization) empower true 
predictive marketing. These capabilities augment the intelligence 
that business or marketing analysts already have about their customer 
base, making them smarter and more efficient marketers for both 
direct campaigns and digital channels.

Activity Maps 
As customer experiences evolve and customers expect service and 
contextual engagement across various channels, devices and points 
in time, you need to be able to account for how customers move 
across inbound and outbound channels. Being able to stitch  
digital and traditional data together to create a complete customer 
profile allows you to perform the cross-channel digital engagement 
and attribution that provides clarity in today’s complex and 
fragmented environment.

Open Data Model 
SAS houses all your data in an open, customer-centric model that 
promotes further data exploration and analysis for downstream 
marketing efforts. This open data model can access data where it 
resides, unlike other “marketing clouds” that require data duplication 
since data must be moved into their cloud platform. 

Post-Data-Collection Contextualization 
You can use SAS to convert gathered data into information for 
customer analysis and reporting – so website administrators won’t 
have to apply new tags every time the page design changes. In 
addition, prebuilt data models enable immediate data analysis  
and reporting, eliminating the burden on IT to design a complex  
data loading and reporting infrastructure.

Predictive Models, Forecasting and  
Goal-Seeking Routines 
Marketers can use predictive analytics to project specific business 
goal completion based on the performance drivers and metrics  
of a current campaign. You can also identify the most significant 
underlying drivers of a particular business metric and present them  
in an easy-to-use business report.

Anonymous Behavior Capture 
The activities of everyone who visits your website – whether identifiable 
or not – are recorded in a private, secure manner over time. Once a 
visitor is identified, any previously anonymous behavior is assigned to 
that person automatically, resulting in a much richer profile than would 
otherwise be possible.

Streamlined Marketing Planning
SAS optimizes your marketing operations from end to end with  
capabilities for planning and financial management, creative 
production management, reporting and analytics, integrated 
calendars, and digital asset management.

Analytics-Based Digital Advertising
Serving dynamic ad creative in real time has never been easier.  
You can create targeted customer advertising segments and 
communications while adhering to consumer preferences and 
privacy requirements. And make ad calls with a flexible template-
based system for multiple display ads – or an entire broadcast  
ad break. 

SAS Customer Intelligence 360 Difference
• A true multichannel marketing hub. Combines both direct 

campaign management and digital into one solution. By 
combining detailed online customer behavior data with 
customer data from other offline channels, you get a complete 
view of the customer and a better understanding of customer 
behavior, which translates into more successful offers  
and campaigns.

• Streamlined marketing operations. Integrate and manage  
all marketing processes across your business for greater 
consistency, efficiency and effectiveness – from marketing 
strategy development and planning to content creation, 
campaign execution and post-campaign analysis.

• Real-time marketing that’s actually real time. Only SAS 
combines the customer insight derived from real-time data 
collection with advanced analytics and business logic to ensure 
that the best offer is made to the customer at the right time –  
in real time.

• Meaningful customer insight – not just page hits. SAS Customer 
Intelligence 360 links all website activity to a customer entity 
and combines it with existing offline data for a complete picture 
of the customer that goes well beyond page hits. 

• An evolutionary growth path. With SAS Customer Intelligence 
360, you can start small and add on at your own pace, following 
a natural growth path.

Components
SAS® 360 Discover
Gain a more complete view of your customers by using SAS 360 
Discover to dynamically capture interactions, transform those individual 
interactions into customer-centric knowledge and then integrate this 
knowledge with customer insight from other channel views.

SAS® 360 Engage 
Effectively target and deliver offers to customers who have interacted 
with your organization over various channels, including email, mobile 
apps or the web. Take insights from SAS 360 Discover, as well as 
other analytical information, and interact with customers across all 
their various channels.

SAS® 360 Engage: Direct 

Create segments and run campaigns in a workflow style format. 
Apply analytics throughout the campaign process to make more 
intelligent business decisions. Engage with customers over 
direct channels to boost acquisition, retention and loyalty efforts.

SAS® 360 Engage: Digital 

Extract analytical insights from online data and orchestrate 
meaningful customer interactions across digital channels (web, 
mobile, social, etc.). Merge digital customer behavior insights  
for more confident marketing attribution. Tie digital intelligence 
to traditional data sources and test creative along the way to 
determine ideal interaction methods. 

SAS® 360 Engage: Email

Create, manage, test and personalize emails to prospects and 
customers. Preview email content across devices and platforms 
while understanding deliverability rates and iteratively improving 
your email efforts.

SAS® 360 Engage: Optimize 

Perform analytics-based marketing and campaign optimization  
that finds the sweet spot between volume and margin. Alter 
what-if scenario constraints to determine the best business 
tradeoffs. This can be done in a hybrid manner, keeping PII  
data safe.

SAS® 360 Plan
Helps marketing departments operate more efficiently and 
demonstrate greater accountability. SAS 360 Plan optimizes 
marketing operations from end to end, including strategic planning 
and budgeting, resource and marketing content management, 
global marketing execution and analysis, and more.

SAS® 360 Match 
Manage the monetization of your advertising efforts with flexibility 
and transparency with SAS 360 Match. This solution allows retailers, 
banks, publishers and broadcasters to adapt quickly to market 
changes and customers’ needs through advertising agility and 
experimentation. The solution allows stories to be derived from 
advertising data – reducing friction and ensuring success via narrow 
and accurate ad forecasting.

SAS Customer Intelligence 360 solves marketer’s toughest challenges, such as attribution, through the use of integrated analytics.
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2.0 Collateral types 

Solution/industry overview  (continued)

Sample solution overview front and 
inside pages with content elements.

 Title/Kicker

� Overview

� Business benefits

� Key capabilities

� Challenges

� Differentiators

� Components
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2.0 Collateral types  

Solution brief Average production: 5-6 weeks

Subject matter
Solution briefs focus on a specific customer issue – often 
from an industry perspective – and how SAS addresses it. 
This collateral is ideal for starting sales conversations. Specific 
products or solutions are rarely mentioned by name; rather,  
the focus is on the “SAS best answer” for solving the issue. 

When to request
Request a solution brief when there is a need for collateral 
that focuses on how SAS solves a specific customer issue, 
particularly when there’s no single solution that solves  
the problem. 

Target audience
Solution briefs usually target a business audience.

Source content requirements
A rough text draft, completed customer issue positioning,  
or equivalent.

Content elements
 Title/Kicker 
Main title is a very brief description of the topic our solution 
addresses. Kicker should be in a statement format starting with 
an action verb, summarizing the key benefit of our solution, or 
highlighting how we solve the problem. 

� The issue 
This is typically a two-paragraph narrative that sums up the 
issue from an industry or customer perspective. Word count: 
175 words. 

� The challenge
A bulleted list that describes barriers to solving the issue. One 
sentence for the challenge and another sentence for how SAS 
addresses the challenge. Word count: 150.

� Page 1 left column graphic
Very brief statements that confirm our understanding of 
the issue and/or our domain expertise. Often highlights key 
approaches or “how” we address the problem.

� Our approach 
This section is the SAS best answer. It starts with an intro 
paragraph summing up the problem and the SAS solution that 
addresses it. That is followed by a lead-in sentence such as: 
“We approach the problem by providing software and services 
to help you … ” or “We can help by … ” or “SAS enables you to 
... ”. This is followed by a bulleted list of benefits and capabilities 
that answer what we do and how we do it. An optional 
conclusion sentence sums it up. Word count: 160.

� The SAS difference
This section describes what sets SAS apart. Format is an 
opening narrative paragraph, followed by a bulleted list  
and conclusion paragraph. Word count: 160.

� Infographic or screenshot 
Informative chart or screenshot. 

(See examples on next page.)



SOLUTION BRIEF

Predictive utility equipment maintenance
Using sensor data, AI and advanced analytics to predict and mitigate 
equipment failures before service interruptions occur

Mobile sensors continuously 
capture condition-based data of 

distribution assets over time.

Apply AI and analytics  
to pinpoint and predict 

asset failures.

Prioritize maintenance to 
maximize uptime and 

employee safety. 

The Issue 
Equipment failures cost utilities millions annually – and each year, they are the root cause  
of nearly one-third of customer interruptions. These outages not only leave utility customers 
without electricity, but also represent significant repair costs and risks to the employees 
performing these repairs. 

Until now, utilities have had limited ways of anticipating and mitigating these equipment-
related issues, leaving electric utilities with few alternatives other than to wait for equipment  
to degrade to the point of failure. Even existing asset performance management (APM) 
approaches do not always predict equipment failures or help utilities best direct their 
resources because they only focus on voltage and sensor data.  

To address these issues, what’s needed is state-of-the-art sensing technology that can pinpoint 
and predict equipment failures before they cause service interruptions – all without altering the 
grid in any physical way. Imagine no need to send linemen out, no service disruptions, no 
safety issues, and no additional equipment needed.  

The Challenge 
High cost. Unplanned repairs cost utilities millions of dollars in equipment, overtime and other 
expenses annually, as well as revenue penalties in areas with performance-based regulations. 
SAS® vastly reduces these costs by shifting from unplanned to planned maintenance.

Blind spots in distribution equipment health. Current inspection technologies can’t detect 
equipment prefailure radio frequency signatures at scale, and costly remote monitors and line 
post sensors can’t detect partial discharges indicating degraded components. SAS eliminates 
these blind spots with automated, continuous condition-based assessment.

Delayed discovery. Current techniques often miss issues until significant degradation or 
failures occur, resulting in high overtime costs, safety risks and longer power outages. SAS 
provides predictive insights to prevent failures.

Difficulty prioritizing. Once degraded equipment is identified, utilities struggle to determine 
which equipment to prioritize for repair. SAS Analytics prioritizes issue corrections for 
maximum impact. 

Analytical limitations. With limited access to data science expertise and sparse partial 
discharge data, utilities have few insights into infrastructure integrity. SAS puts timely insights  
at users’ fingertips.

Our Approach
SAS and its partner, Exacter, enable you to achieve next-level 
reliability and service levels by complementing your existing APM 
approach with edge-computing sensing technology and advanced 
analytics focused on RF emissions from equipment. Analyzing these 
emissions using AI and machine learning enables you to better 
understand the types of equipment failures most likely to occur and 
how to prioritize maintenance plans for safety, reliability and uptime. 

We approach the problem by providing software and services  
that enable:  

• Accurate, reliable detection of degraded equipment without 
utilities having to install new sensors. 

• Data management and data quality tools to prepare data 
needed to generate insights.  

• Insights that enable repair and maintenance that can preempt 
unplanned loss of service, collateral damage to equipment  
and added safety risk to workers.  

• Optional integration with existing work order systems to 
minimize disruption to existing processes. 

The results include shorter and less frequent customer interruptions, 
reduced restoration costs, safer work environments and improved 
customer satisfaction.

The SAS® Difference 
SAS leverages existing utility infrastructure, novel sensing 
technologies and enhanced analytical capabilities to accurately 
anticipate equipment failures well in advance. Our software and 
services help utilities:

• Reduce operations and maintenance expenditures – by 
reducing interruptions and allowing utilities to act faster and 
earlier to infrastructure issues. SAS automatically associates 
collected data with relevant assets while sensors are on the 
move, increasing throughput and saving time and money.

• Improve reliability metrics and resource allocations – by 
understanding where power delivery system weaknesses  
are and directing capital expenditures where they will have  
the biggest impact. This helps prevent outages; improve  
SAIFI, SAIDI and CAIDI values; and reduce risks of reportable 
OSHA events.

• Reduce interruptions and improve customer satisfaction – using 
advanced analytics that helps utilities anticipate degradation 
and make repairs before service interruptions occur.

• Eliminate equipment and systems for utilities to manage – 
because Exacter handles data collection by installing its sensors 
on fleet vehicles traversing the target geography. Utilities don’t 
need to install additional equipment to enable automated, 
efficient monitoring of component degradation. 

D I R E C T  B E N E F I T S

38%
Reduction in hazard 
rate for injuries and 

fatalities.

33%
Reduction in crew cost 

for overtime.

18%
Reduction in crew time 

restoring outages.

Learn more about SAS’s data-driven grid reliability capabilities.

SAS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA and other countries. ® indicates USA registration.  
Other brand and product names are trademarks of their respective companies. Copyright © 2021, SAS Institute Inc. All rights reserved. 112501_G190715.1121
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Solution brief  (continued)

Sample solution brief front and back 
pages with content elements.

 Title/Kicker

� The issue
� The challenge
� Page 1 left column graphic
� Our approach
� The SAS difference
� Infographic or screenshot
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2.0 Collateral types 

Service brief Average production: 5-6 weeks

 Subject matter
A service brief describes the value and components of a 
service that SAS consultants provide based on their business 
or technical expertise. Service briefs explain how a particular 
SAS service can help customers solve a problem, implement a 
methodology, design a road map or establish a process for a 
business or technical issue. 

When to request
A service brief is created when there is strong business 
justification to develop a brochure for customers seeking a 
vendor for a certain type of service. A service brief can be 
targeted to a specific industry, line of business or technology 
area. Requests for service briefs will be reviewed on a case-by-
case basis.

Target audience
IT and business audience, director level and above, or public 
sector equivalent.

Source content requirements
• A detailed outline or rough text draft, completed 

product positioning document, or equivalent.
• Detailed list of the service offering, including (as 

applicable) what’s provided to the customer at the 
completion of the service engagement, expectations 
from both SAS and the customer, etc. 

Content elements 
The content elements listed below are the basic elements in 
service briefs. However, there can be variation. You may have 
additional or different sections than those listed below. This is  
not a rigid template; some variability is expected and necessary.

 Title/Kicker
The title should be the name of the service. Kickers are optional; 
they can be used to provide a short description of what the 
service is.

� Overview/Introduction
This section is a high-level overview of the service, describing 
what it is and why it’s important. It includes a brief mention of 
customer pains/issues that are relevant to the service. This section 
should not extend beyond the first column of text. Word count is 
approximately 100 to 225.

� Key benefits
The three to four key business benefits of the service, described 
briefly under subheads, each starting with an action verb. Should 
not extend beyond the first page. Word count is approximately 75 
to 200.

� Solution description
This section begins with the subhead: How Does It Work? Its 
goal is to show customers exactly what services they should 
expect to receive from SAS. The section provides a somewhat 
detailed description of how the service is structured, the steps 
involved, and the outcomes or deliverables customers will 
receive. Word count is approximately 175 to 250.

� Commitment 
This one-paragraph section begins with a subhead: What Is  
the Commitment? Its goal is to give the customer an idea of the 
duration of the service, the locations involved (on- or off-site), 
and what is included in the cost. Word count is approximately 
25 to 50.

� Call to action
This section tells the reader how to get more information. It 
begins with a subhead. Example: Find Out More About the 
[service name goes here]. Word count is approximately  
10 to 25.

(See examples on next page.)



SERVICE BRIEF

SAS® Data Governance Master Plan Service

Overview 
The SAS Data Governance Master Plan is a comprehensive consulting engagement to 
develop, launch and scale data governance that will serve as a strong foundation for your  
data management, reporting and analytics needs.

More than ever, data is the lifeblood of the business, so taking control of your data and 
managing it as a valuable corporate asset is vital to your success. This requires proper data 
governance based on a framework that defines a comprehensive data strategy, objectives 
and policies. However, organizations often struggle to answer key questions, such as why, 
how, who, what, and where to begin. This leads to ineffective programs that fragment how 
data is managed. 

Are you ready to take control of your data? To get started, your organization needs a road 
map for success – one that’s tailored for your business. The SAS Data Governance Master  
Plan service helps you establish this road map while taking into consideration your existing 
practices and technologies, staff skill sets, organizational structures and company culture.  
SAS experts work closely with you to establish a sustainable data governance program  
and share expert knowledge on how to develop and use your people, processes and 
technologies to transform disparate data into a valuable corporate asset. 

Key benefits 
With the insights, recommendations and guidance SAS experts provide through this service, 
you can develop a sustainable data governance execution strategy and business-driven road 
map that enable you to:

• Gain a robust, extensible data governance framework – that includes objectives, guiding 
principles, decision-making bodies and decision rights. 

• Align data governance activities – to support business strategies and key initiatives by 
creating a comprehensive program. 

• Establish a sustainable data governance program – that addresses data management 
issues and transforms disparate data into a key asset. 

• Enable more effective data management – by establishing clear business definitions, 
business rules and policies for corporate data.

Solution
The SAS Data Governance Master Plan service engagement is organized into four key phases:

• Business discovery. SAS consultants conduct structured stakeholder interviews to identify business 
capabilities to be supported by data governance. Discovery allows the SAS team to understand  
the current perception of data governance, determine the key drivers for data governance, review 
incumbent skill sets, assess the existence of key roles and weigh the cultural impact of a new data 
governance rollout. Outputs are used to help frame messaging for different audience groups  
during launch. 

• Program operations. During this phase, SAS uses input from business discovery insights, along with  
our expert knowledge of what works in practice, to develop a customized data governance strategy  
and organizational framework. You receive an organizational design and road map, complete with 
customized tactics to initiate and sustain a robust data governance program. 

• Program launch. SAS supports the establishment and initial execution of your data governance  
program as defined by the program road map. 

• Program support. SAS will provide ongoing program support to ensure the sustainability of your  
data governance program. The scope and timing of this step are determined over the course of  
the engagement and may include items such as policy development, meeting facilitation, additional 
training, participant onboarding and updating program collateral. SAS may provide this support 
remotely or on-site.

Commitment 
The duration of the SAS Data Governance Master Plan is determined by project scope, the number of 
people to be interviewed and customer-specific requirements. A typical engagement is eight weeks and 
engages decision makers, business units, key stakeholders, IT data management, data stewards, domain 
SMEs and data support personnel. See below for a tentative engagement timeline.

Week Number 0 1 2 3 4 5 6 7 8 9+

Preparation

Discovery

Program Operations

Program Launch

Program Support

About the SAS® Management and Advisory Consulting Practice 
The SAS Management and Advisory Consulting (MAC) practice helps organizations of all sizes achieve  
their business objectives. Clients accomplish breakthroughs via our holistic services approach of people, 
processes, systems and data, all of which are integral to success. Engagements can range from intensive 
two-day, on-site advisory sessions to comprehensive eight-week master plan services in business analytics, 
data strategy and data governance. Each of these services helps your organization improve alignment to key 
organizational priorities, goals and objectives.

Industry and Value Domains
The SAS Data Governance Master Plan is applicable to all industries, including banking, communications, 
education, government, health care, insurance, life sciences, manufacturing, retail and CPG, telecom, media, 
technology and utilities.

For more information about this service, contact SAS directly at MAC@sas.com.

SAS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA and other countries. ® indicates USA registration.  
Other brand and product names are trademarks of their respective companies. Copyright © 2022, SAS Institute Inc. All rights reserved. 111860_G126941.0522
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2.0 Collateral types 

Service brief  (continued)

Sample service brief pages with 
content elements.

 Title/Kicker

� Overview/Introduction
� Key benefits
� Solution description
� Commitment
� Call to action
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2.0 Collateral types 

White paper Average production: 6-10 weeks

Subject matter
White papers are our most sought-after type of collateral and 
are often gated (requiring registration) on sas.com. Overall 
word count for white papers typically ranges between 2,000 
and 4,000. White papers can cover a broad range of topics, 
including but not limited to:  

• Key business issues.
• Emerging technologies.
• Product features/functions.
• Persona-based challenges.
• Compliance issues.

Topics are covered to some degree of depth. White papers 
offer education, thought leadership and/or best practices,  
and they keep the sales pitch to a minimum.  
Note: We do not use bylines on SAS-authored white papers. 

When to request
White papers are created on an as-needed basis to fill a 
marketing need, serve as fulfillment for a campaign or event, 
or when there is a compelling subject that needs the deeper 
exploration white papers can provide. Requesters should 
contact Marketing Editorial to discuss their plans for a white 
paper before entering the GMS request. 

Target audience
The target audience for a white paper is usually a business 
audience, but can also include users, IT or any relevant persona 
(CIO, data scientist, etc.). 

Source content requirements
Sometimes a draft of a white paper already exists prior to a 
request being submitted. If that’s the case, and if the need 
for and validity of the white paper are verified, then papers 
typically only require review by a writer and copy editor prior  
to production. In situations when a white paper is not yet 
written, the following is required before production begins:

• Approval by Marketing Editorial.
• Completion of a white paper briefing document.
• Suggested outline.
• Kickoff meeting (as needed).
• Source materials (varies, depending on topic). Should 

include all relevant background information and 
diagrams, screenshots or other graphical elements 
needed for the paper.

Content elements
Content elements for white papers vary depending on topic. 
Commonly used elements include: 

 Title/Kicker
A descriptive title and a kicker (when needed). Include SEO 
keywords when relevant. Title/kicker should be compelling 
enough to entice someone to read the entire paper.

� Executive summary or introduction
A brief overview of what the paper is about, what information 
will be presented, etc. Alternatively, the introduction could be a 
scenario that sets up the white paper’s “story.” Ideally, should not 
exceed one page.

� Body of paper
The body of a white paper can vary greatly depending on the 
topic, content, etc. Here are several key elements that are usually 
included in the body of a paper:

• Identification of the issue(s), including background 
information, challenges, possibilities, etc.

• Approach to solving the issue (best practices of lead 
organizations using analytics).

• How SAS can help.
• Case studies, if available.
• Conclusion.

� Call to action
Always offer a call to action or a way for the reader to get  
more information. 

(See examples on next page.)

http://sww.sas.com/cosmos/viewAsset?id=112029 


WHITE PAPER

Digital audit and investigation:  
Keys to success for government oversight

Times have changed. Are your investigation and 
audit capabilities keeping pace?
Governments around the world share common missions and mandates, from keeping 
people safe and providing economic stability to protecting natural resources. Vast 
agencies and departments develop and run large government programs and initiatives 
and partner with diverse commercial interests to realize these goals. 

But success always involves proper oversight and auditing of these programs  
and interests for waste, fraud and abuse, as well as consistent enforcement of laws, 
regulations and policies. These activities are essential to maintaining the integrity of 
programs and ensuring trust in the governmental bodies running them. They detect 
noncompliance so it can be dealt with. But they also have a deterrent effect on potential 
bad actors, preventing financial, physical or reputational harm from happening in the 
first place.

The problem is that governments created most of their audit and oversight programs 
decades ago, relying on manual, paper-based data and processes. Times have 
changed drastically, with most of the “world” that auditors and inspectors need to 
monitor now operating in the digital realm. Digitalization has fundamentally changed 
what needs to be monitored and how to monitor it. The speed and reach of digital 
interactions mean that the threat of harm or loss has increased exponentially – both 
from organized fraud and unintentional errors proliferated by process automation. 

The demands of digitalization are real and growing
The impact and effectiveness of government oversight will continue to decline if 
auditors and regulators can’t keep pace with the demands created by increasing 
digitalization. Let’s take a closer look at some of the most challenging demands that 
require modern tools and ways of working.

Data volume and complexity  
Digital interactions create vast amounts of data far beyond basic transaction details – 
including unstructured data, images, tables, documents, and audio and video 
recordings – containing thousands and even millions of unique data points. Data 
sources can also be scattered across different systems and even agencies  
and departments. 

The challenge for auditors and regulators is to aggregate, analyze and interpret all this 
data, both individually and holistically. Without the right skills and digital tools, there’s  
no easy way to unify and link relevant information to uncover issues and gain a 
complete picture of risk, fraud, waste and abuse.

Lack of effective case prioritization  
Given the vastness of what audit and investigation functions need to do and their 
limited resources, it’s vital that they focus on the most important cases – the ones  
that make the most sense to investigate –  to provide the largest return or reduce the 
greatest risks. This means carefully selecting cases, individuals or entities for review and 
prioritizing them across multiple dimensions. 

1

Modernization is imperative
As noted by the OECD in its 2021 Regulatory Policy Outlook, “… governments need to 
develop and implement risk-based, professional and flexible regulatory delivery across 
regulatory spheres and sectors, harnessing, in particular, the opportunities provided by 
digital technologies and improved availability and use of data.” Implementing modern 
digital solutions is the only way to keep pace with the increasing requirements for effective 
oversight and transparency from citizens and political leaders, government regulators and 
internal oversight programs. 

The good news is that with a comprehensive data and technology strategy, programs can 
make this move with speed and ease so they can go from reactive investigations after an 
incident occurs to continuous, proactive risk monitoring and management. With the right 
digital tools, even a small number of highly skilled auditors and investigators can vastly 
increase their time spent actively working cases – and virtually eliminate time spent on 
low-value activities, such as data manipulation and cleansing. 

Learn more
To learn more about how SAS solutions can empower your government or agency to 
automate and improve oversight activities to more effectively detect risks and prevent 
harm, please visit SAS Detection & Investigations Management to learn more. 

For more information, please visit SAS® Detection and Investigation for Government.

SAS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA and other countries. ® indicates USA registration.  
Other brand and product names are trademarks of their respective companies. Copyright © 2022, SAS Institute Inc. All rights reserved. 112570_G193096.0122
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White paper  (continued)

Sample white paper pages with 
content elements.

 Title/Kicker
� Executive summary or introduction
� Body of paper
� Call to action
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2.0 Collateral types 

Briefs Average production: 5-6 weeks

Subject matter
Briefs are short pieces that can cover a broad range of topics. 
For example, they may tackle narrowly focused industry- or 
technology-specific topics. They are sometimes used as 
partner collateral when there is no other format that suits the 
need. They sometimes express a specific point of view and 
are considered thought leadership. At other times, briefs are 
primarily journalistic in nature. 

When to request
You may request a brief when you have a compelling topic to 
write about but no other collateral format is appropriate for 
your purpose or audience. In some cases, briefs can be an 
alternative to a white paper if the material isn’t lengthy or in-
depth enough for an eight- to 10-page paper. When you have 
article-length content (500 to 1,000 words), it may be preferable 
to create an Insights article for sas.com rather than creating a 
brief.

Target audience
The target audience varies widely, depending on topic, usage, 
purpose, etc.  A brief could be aimed at a business audience, or 
at users, IT or any relevant persona (CMO, CRO, etc.). 

Source content requirements
Source content for a brief can be anything from a prewritten, 
original draft to an outline. Work with your Marketing Editorial 
contact to determine exactly what is needed. Content 
requirements may include:
• Approval by Marketing Editorial.
• Completion of a white paper briefing document if 

deemed necessary by Marketing Editorial.
• Suggested outline.
• Kickoff meeting (as needed).
• Source materials (varies, depending on topic).

Content elements
Content elements for briefs vary, but they do include certain 
elements, described below:

 Title/Kicker
A compelling title and kicker makes the brief more attractive 
to readers. Kickers aren’t mandatory, but they often entice a 
reader to read the entire article.

� Subheads
There’s no limit or restriction on subheads. The only guideline 
is to use them wisely. Subheads help break up briefs into 
digestible chunks that are easy to follow. They also provide the 
reader with more information on the general topics that are 
covered, while serving as a navigational tool.

� Graphics
Images – whether in the form of charts, screenshots, 
infographics, artwork, photography, etc. – add visual interest  
to a brief while imparting information.

� Body of paper
The body of a brief can vary depending on need, but it can 
include the following elements:
• Introduction of the business issue/challenge/trend/

regulation and explanation of why it’s a pressing issue  
for the reader.

• SAS’ perspective on it and/or solution to the issue. Focus 
on the positive, and set up what’s possible with the right 
mindset/approach/technology.

• A list of recommendations, steps or best practices that 
savvy business leaders can apply to move forward in a 
positive direction (or take advantage of the opportunity 
defined upfront). 

• Conclusion.

� Call to action
Always offer a call to action or a way for the reader to get more 
information. 

(See examples on next page.)



POINT OF VIEW BRIEF

Ten ways analytics can improve refinery operations

Work in oil and gas refineries can be 
intense, “always on,” and hazardous.   
As refinery managers adapt practices  
to accommodate variations in feedstock  
to meet changing customer demands, it’s 
more important than ever to establish an 
agile operating environment, which can 
prevent unplanned downtime and 
maximize margins.  

To achieve these goals, refineries are 
investing in new technologies and 
modernizing processes on refinery  
floors. For example, technologies such  
as intelligent sensors can provide vast 
amounts of granular data about equipment 
performance and status in near-real time. 
Harnessing insights from this data is the 
first step in applying advanced predictive 
analytics to optimize refinery operations.

But where are the best opportunities  
for improving efficiencies?  Where can 
management make the most impact on 
performance and throughput?  And how  
can the Internet of Things improve the 
bottom line?

Exploring the Value: 
Real-World Use Cases
To better understand how analytics is being 
used to solve problems in today’s complex 
oil and gas refineries, we have outlined 10 
real-world examples from over three 
decades of our experience. They illustrate 
the huge range of opportunities for your 
refinery business − and the kinds of value 
you can expect to realize. 

Fuel Blending
Manufacturing gasoline is a complicated 
process, requiring the blending of multiple  
products to meet strict quality and financial 
objectives. But managing octane and 
ethanol content requires more than just 
optimizing the blending process. It requires 
a keen understanding of economics and 
market dynamics and a systems approach  
to blending, from raw materials to  
finished product. 

SAS® Analytics can help refiners reduce 
ethanol and octane giveaway, boost 
reformed blends and optimize the entire 
blending process. Our customers realize 
higher operational efficiency in the  
reforming process, and they are able to 
find the optimal spread between supply 
feedstocks and demand requirements.  

Market Analytics and Trading
To set appropriate hedging strategies and 
forecast future cash flows, refiners need 
access to current trade and pricing data  
− and the right tools to analyze it, gain  
insights and make informed decisions. 

SAS analyzes the cash flows associated 
with operational plans and contracts, and 
insights gained to determine 1) the 
physical contracts to secure for operations 
and 2) the financial hedges to reduce risk. 
SAS also provides credit risk analysis 
software to better understand the risk 
associated with customers, suppliers and 
trading counterparties. 

Fluid Catalytic Cracker 
Optimization 
It’s estimated that one-third of the crude  
oil refined for the global market passes  
through a fluid catalytic cracker (FCC). This 
is one of the most important conversion 
processes used in petroleum refineries  
− and one of the most profitable. So 
keeping the FCC running is critical to 
margin protection for refineries  
worldwide. In addition, disposal of catalyst-
contaminated effluent is expensive and a 
significant environmental concern.  

One refiner prevented catalyst loss during 
the fluid catalytic cracking process by using 
SAS to analyze the optimal range of 
controllable parameter values to achieve  
the best operational results.  This reduces  
the expense of replacing catalyst, which  
has increased thirtyfold in recent years.  
SAS analytics enabled one refinery to  
save US$175,000 per day.

Air Blower Performance 
Improvement
Many refinery assets require a constant 
flow of air into and across production units 
to ensure consistency in product quality 
and proper function of the units 
themselves. Predictable and consistent  
operation of these blowers is critical to the 
success of the refinery.

SAS helps customers detect and correct 
issues that contribute to improper air 
blower functions by predicting impending 
failures and modeling optimal operating 
parameters. The benefits can be significant. 

For example, for one refinery customer, 
fluctuations in air flow were causing 
production quality issues and high wear  
and tear on the blower, resulting in costly 
maintenance and asset replacement. SAS 
analyzed high-volume sensor data from the 
actuators, digital governors, compressors 
and advance process controls to determine 
the causes behind the anomalous behavior. 
Using the insights gained, the refinery was 
able to identify issues with the digital 
governor and address them. As a result,  
the company  reduced its rework and 
maintenance costs.

Hydrocracker Downtime Prevention 
The hydrocracker is designed for certain 
crude qualities and diesel yields, but the 
present feedstocks are of heavier and more 
sour crudes than per design, and the current 
market and economic plans require higher 
diesel yields. The consequence of operating 
with these plans is debutanizer instability, 
frequent deviation from the planned diesel 
yields, and hydrogen sulfide (H²S) slippage 
at the bottom of the debutanizer. The effect 
of the high H²S slippage is high corrosion in 
the  
piping system that links the debutanizer 
bottom with the fractionator. This, in turn, 
leads to leaks and production shutdowns.

SAS improves uptime of hydrocracker units 
by reducing H²S slippage through dynamic 
modeling of the hydrocracker process.  
For one customer, this approach resulted  
in $6.4 million savings per year and  
enabled the company to avoid a one-week, 
unplanned shutdown that typically occurred 
every five years. Each shutdown avoided 
saves the company $7 million. 

Sulfur Recovery Unit Optimization
Sour crude refining involves removing sulfur 
compounds by liberating them as H²S gas. 
This reduced form of sulfur is carcinogenic, 
so once the H²S gas is separated from the 
oil, it must be captured and re-processed in 
order to comply with environmental, health 
and safety regulations. When running 
smoothly, sulfur recovery units are typically 
95 percent to 99 percent effective in 
removing sulfur compounds.

SAS has helped several refineries that 
experience routine trips in steam turbine 
and combustion air blowers leading to the 
sulfur recovery unit. With advanced analytics, 
operators can now predict an impending 
trip and select a different mode of operation 
to prevent the sulfur recovery process from 
going offline. For one customer, SAS 
provides four days’ notice of unstable 
conditions.

Pump Performance Improvement
Pumps are critical to many functions within 
refineries. Their performance is directly 
correlated to the efficiency of the entire 
refining operation, from energy  
consumption to product throughput.  
So maximizing uptime is a top priority  
for refineries. 

SAS can detect and predict future events 
that affect availability of pumps.  For one 
customer, a vacuum distillation unit column 
bottom pump had 14 failures in one year. 
These included problems with mechanical 
seals, thrust bearings, impellers and case 
wear rings. After a root cause analysis, SAS 
identified leading indicators of the 
associated equipment failures, significantly 
reducing maintenance costs and downtime. 
The refinery has now implemented 
advanced monitoring capabilities to 
establish early warning indicators that 
enable preventative actions.

Product Quality
Refinery operations often run processing 
units at more energy-intensive settings to 
provide a cushion for variability in the inputs 
(also referred to as “feedstocks”). These 
operations are costly and often result in 
suboptimal product yield.  With profit 
margins under constant scrutiny, refiners 
need to determine the optimum operating 
parameters that achieve the desired product 
specifications even in the presence of 
process variability.  

For example, one refiner is using SAS to 
optimize the refining process for chemical-
grade propylene.  By optimizing each unit 
within the process, they are able to add 

millions of dollars of incremental revenue  
for the company by reducing operating cost 
and the amount of off-spec product that has 
to be sold at a lower price.

Flaring
Gas flaring is a required, but tightly 
controlled, refinery process. Inefficiently 
managed flaring can result in significant 
financial implications, including higher 
operating expense and even  
regulatory fines. 

For one customer, managing this process for 
a Naphtha Splitter facility was proving to be 
a challenge. Intermittent flaring from 
process columns was being caused by 
column pressurization. SAS analyzed 
multiple sensors throughout this complex 
process to discover the root causes of the 
column upsets. SAS software was then used 
to create a dynamic model that manages 
controllable set points that respond to 
changes in the process caused by  
changing feedstocks.

Conclusion 
Refineries are rapidly embracing the power 
of analytics to optimize processes, reduce 
costs, improve safety, maximize uptime and 
more. And SAS is leading the way with 
innovative refinery solutions that deliver 
expected results. With SAS, everyone from 
the process engineer to the plant manager 
has more reliable data and self-service 
business analytics, which they can use to 
make better decisions, uncover root causes 
and drive better outcomes, regardless of the 
data source or complexity of the problem. 
Simply put, SAS enables refineries to  
harness their data to improve the bottom 
line, product quality and safety.

To learn more, visit sas.com/oilgas.

SAS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA and other countries. ® indicates USA registration.  
Other brand and product names are trademarks of their respective companies. Copyright © 2022, SAS Institute Inc. All rights reserved. 1108247.0322
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Briefs  (continued)

Sample brief pages with  
content elements.

 Title/Kicker
� Subheads
� Graphics
� Body of paper
� Call to action
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Customer success story Average production: varies

 Please note: Customer success stories are typically published 
only on sas.com. PDFs are created only in special cases where 
business justification is provided.

Subject matter
Customer success stories are engaging, feature-type stories 
that focus on how an organization uses SAS solutions to achieve 
noteworthy benefits. These narratives are from the customer’s 
perspective, documenting its journey and achievements.  
More details, and special writing guidelines for customer 
stories, are available online.

When to request
You may request a customer success story if your story idea 
meets the following criteria:
• Is relevant to SAS’ core initiatives; aligns with GTM 

strategies; covers topics, industries or solutions listed  
as high priority by GTM teams; focuses on gaps in 
coverage areas. 

• Is clear to the average sas.com reader. Plainly states the 
customer‘s challenge, its impact, why SAS was the right 
solution and what the results were; is not overly technical; 
talks to the customer‘s industry AND to the broader sas.
com audience.

• Is focused on business results and the impact of SAS. 
Reflects a mature deployment with tangible results 
that are specific and detailed (such as quantifiable ROI, 
time reduction, percentage of increases/decreases and 
increased profitability/revenue); includes examples of 
what the customer is doing and achieving.

Target audience
Typically a business audience or the public sector equivalent. 

Source content requirements
Before a customer success story is created you must have:
• Approval by the reference manager. Guidelines for 

gaining approval are on the Sales Central Portal.
• A quotable customer who can speak publicly on his  

or her company’s behalf.
• A prep call with relevant SAS stakeholders (e.g., 

PMM, AE, reference manager, Marketing Editorial 
representative).

• An interview with the customer.

Content elements
 Logo
The customer’s logo, if we have approval to use it. 

� Customer quote
Highlight of a compelling quote from the story.

� Solution 
The name of the SAS product/solution the customer is using.

� Headline/Subhead
The headline should be brief and catchy to entice readers – it 
should not mention the customer’s name or SAS. The subhead 
should include the customer’s name and something appealing 
that pertains to the results or benefits the customer achieved 
with SAS. It can mention technologies (e.g., data visualization – 
but does not have to include product names) and/or SAS.

� Story
The story delves into the customer’s business environment and 
key challenges and shows how SAS solutions are used. It also 
provides a summary of the results/benefits.

� Graphics
The image could be a photo that pertains to the customer’s 
industry, products, customers or solution. For online customer 
stories, you may include an executive photo if available (i.e., 
headshot of the featured executive).

� SAS statement 
A brief sentence describing the main benefit in terms of how 
SAS contributed. 

� Primary benefit statement
A short phrase summarizing the overall benefit.

(See examples on next page.)

https://sasoffice365.sharepoint.com/sites/DigitalExperience/SitePages/Web-Guidelines-Standards/Customer-Success-Story-Style-Guide.aspx
https://sasoffice365.sharepoint.com/sites/DigitalExperience/SitePages/Web-Guidelines-Standards/Customer-Success-Story-Style-Guide.aspx
https://sas.highspot.com/spots/61b4a42d1a092fe0f37de7bc
https://sas.highspot.com/spots/61b4a42d1a092fe0f37de7bc


AI will help us save lives ... 
I’m absolutely sure about 
that.

Dr. Geert Kazemier
Professor of Surgery and Director  
of Surgical Oncology
Amsterdam UMC

CUSTOMER STORY

Cancer treatment enters a new era with
artificial intelligence

Amsterdam UMC uses the SAS® Platform and AI 
solutions to increase speed and accuracy of tumor 
evaluations
The application of artificial intelligence (AI) is gaining traction in oncologic care, and 
Amsterdam UMC is leading the way by using computer vision and predictive analytics 
to better identify cancer patients who are candidates for lifesaving surgery.

With one of Europe’s largest academic oncology centers, Amsterdam UMC strives for every 
patient to contribute to the care of the next patient. This is done by collecting enormous 
amounts of data on each patient, including biomarkers, DNA and genomic data.

“Our opportunity is to use AI to help us with our ever-growing data volumes,” says Dr. Geert 
Kazemier, Professor of Surgery and Director of Surgical Oncology at Amsterdam UMC.

His search for a robust analytics platform led Kazemier to SAS, kicking off a partnership 
that has furthered the science of using AI to evaluate liver tumors pre- and post-systemic 
therapy. Additionally, the SAS Platform gives thousands of cancer researchers at Amster-
dam UMC access to cutting-edge analytics to improve research and collaboration.

Human limitations in tumor assessments
Colorectal cancer is the third-most common cancer worldwide, and it spreads to the 
liver in about half the patients. Kazemier, who specializes in liver surgery, says the best 
way to treat this type of cancer is to remove it. But some tumors are too large to be 
removed, and these patients must undergo systemic therapy, such as chemotherapy to 
shrink the tumors.

After a period of treatment, tumors are manually evaluated using computerized 
tomography (CT) scans. At that time, medical professionals can see if a tumor shrunk or 
changed in appearance. How a tumor reacts to systemic therapy determines whether 
lifesaving surgery is possible or if a different chemotherapy regimen is necessary.

This manual approach presents many challenges.

Evaluating tumors is a time-consuming process for radiologists. And for each CT scan, 
typically only the two largest tumors are measured – possibly leaving vital clues hidden 
in the remaining tumors, if a patient has more than two. Furthermore, the manual 

AI-enhanced tumor assessments 
bring lifesaving precision.

Solution
SAS® Visual Data Mining and 
Machine Learning

SAS® Visual Analytics

SAS® Visual Statistics

SAS® Viya®

Improved treatment strategies

To contact your local SAS office, please visit: sas.com/offices

SAS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA and other countries. ® indicates USA registration. 
Other brand and product names are trademarks of their respective companies. Copyright © 2019, SAS Institute Inc. All rights reserved. 110898_1987976.1119

The results illustrated in this article are specific to the particular situations, business models, data input and computing environments described herein. Each SAS customer’s 
experience is unique, based on business and technical variables, and all statements must be considered nontypical. Actual savings, results and performance characteristics will 
vary depending on individual customer configurations and conditions. SAS does not guarantee or represent that every customer will achieve similar results. The only warranties 
for SAS products and services are those that are set forth in the express warranty statements in the written agreement for such products and services. Nothing herein should be 
construed as constituting an additional warranty. Customers have shared their successes with SAS as part of an agreed-upon contractual exchange or project success  
summarization following a successful implementation of SAS software.

assessment is prone to subjectivity, which 
results in variation of response evaluation 
among radiologists.

3D evaluation is also lacking, according to 
Kazemier. “A tumor might shrink but not 
symmetrically. This is difficult to quantify 
with the human eye,” he explains. In other 
instances, tumors might change appear-
ance, indicating there is less blood running 
through the metastasis – a positive sign of 
systemic therapy effectiveness, which is 
also hard for humans to detect.

Then there is human error. Unfortunately, 
due to human limitations, radiologic errors 
happen, and a misdiagnosis can subject a 
patient to life-threatening risks, such as 
unnecessary surgery or chemotherapy.

AI detects tumors faster 
and more accurately than 
humans
Together with SAS, Amsterdam UMC is 
transforming tumor evaluations with AI. It 
uses computer vision technology and deep 
learning models in SAS Visual Data Mining 
and Machine Learning to increase the 
speed and accuracy of chemotherapy 
response assessments. Data scientists also 
take advantage of the SAS Deep Learning 
With Python (DLPy) API to create deep learn-
ing models. Capabilities like automatic 
segmentation help doctors quickly identify 
changes in the shape and size of tumors 
and note their color.

“We’re now capable of fully automating the 
response evaluation, and that’s really big 
news,” Kazemier says. “The process is not 
only faster but more accurate than when it’s 
conducted by humans.”

The project started by training a deep 
learning model with data from 52 cancer 
patients. Every pixel of 1,380 metastases was 

analyzed and segmented. This taught the 
system how to instantly identify tumor 
characteristics and share vital information 
with doctors.

Prior evaluation methods limited what 
doctors could see, but the AI models provide 
total tumor volume and a 3D representation 
of each tumor, allowing doctors to more 
accurately determine whether lifesaving 
surgery is viable or a different treatment 
strategy should be chosen.

“AI will help us save lives ... I’m absolutely sure 
about that,” Kazemier says.

Advanced analytics for 
cancer researchers
Outside the clinic, the SAS Platform is also 
available to more than 1,100 Amsterdam 
UMC cancer researchers to enhance their 
research efforts. SAS Visual Analytics allows 
them to quickly spot hidden trends, while 
SAS Visual Statistics provides a powerful 
tool to perform advanced analytics and 
predictive modeling.

Additionally, SAS Viya supports the automatic 
translation of raw images to objective metrics 
in a clinical setting. Such automation will save 
radiologists a lot of time, while reducing the 
number of dangerous false negatives and 
false positives.

By running these solutions on SAS Viya, 
Amsterdam UMC gives researchers an open 
analytics platform to collaborate and obtain 
innovative results faster. Now, biologists, 
doctors, medical students and even business 
analysts working to improve the patient 
journey can benefit from analytics regardless 
of their data skills or coding language 
preference.

“There are a lot of people working with the 
SAS Platform who do not have analytic or 
data science training,” Kazemier says. “This is 

the next phase of analytics for us, and I see 
tremendous opportunities ahead.”

Explainable AI
For Kazemier, AI technology must be 
transparent and open if it’s going to revolu-
tionize healthcare. “If you create algorithms 
to help doctors make decisions, it should be 
explainable what that algorithm is actually 
doing,” he says. “Imagine if an algorithm 
came up with something bad for the patient 
and the doctor follows it. What’s the effect of 
that? To err is not only human.”

A critical factor in the ongoing deployment of 
analytics within clinical settings is to establish 
an end-to-end auditable and transparent 
process for decision management in health 
care. The SAS Platform provides a summary 
of how each analysis is performed, making it 
easier for doctors to track their models and 
algorithms. This improved collaboration 
between human and machine builds more 
trust in AI. This level of transparency attracted 
Kazemier to SAS.

“We needed an explainable model while still 
maintaining a high level of learning 
performance,” he says. “SAS was the most 
trustworthy solution we found.”

Looking forward, Kazemier sees a bigger role 
for AI at Amsterdam UMC.

“In the future, we may be able to predict the 
outcome of surgery and overall patient 
survival,” he says. “While we are currently 
using AI technology with colorectal liver 
cancer patients, AI has the potential to be 
used in assessing many solid tumor types, 
including breast and lung cancer. We have 
only touched the tip of the iceberg.”
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Customer success story  (continued)

Sample customer success story 
pages with content elements.

 Logo
� Customer quote 
� Solution
� Headline/Subhead
� Story
� Graphics
� SAS statement
� Primary benefit statement
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Collateral FAQ This FAQ covers questions that collateral writers are frequently asked. If you have a question that isn’t covered, email Jeff.Alford@sas.com.

Q:   How do I decide what type of collateral I need?  
Is there a core set of collateral produced for every  
SAS solution?

A:   A variety of factors determine what type of collateral 
gets produced. The following items serve as a  
general guideline:

For products – In the past, SAS produced “fact sheets“  
or “product briefs” for every major new product and major 
update. We no longer create PDF versions of these. Instead, 
we build new product web pages or update existing 
product pages as needed. 

When there’s a need for product or customer issue-level 
content to start a sales conversation, check with your 
product team about developing an “impact brief.” This  
is a special type of sales enablement collateral. Check  
here for more details. 

For customer/prospect issues – Most collateral production 
is driven by our desire to help customers understand how 
SAS can help them solve a problem or achieve better 
results. The type of collateral needed varies according to 
the goals and intended audiences. Review the various types 
of collateral described in this primer, then contact Marketing 
Editorial to discuss options if you have any questions. 

For lead-generation events – Marketing collateral generally 
should not be tied to a deadline for an event. But some 

collateral is used at – or as follow-up to – major events and 
trade shows, webcasts, etc. Such requests are determined  
on a case-by-case basis.

Q:   Can I always expect these turnaround times to apply 
when I request collateral?

A:   The time frames described in this collateral primer  
are general guidelines. They vary based on length and 
complexity of the content, quality and completeness  
of the source material, availability of our resources,  
and promptness of reviews. 

Q:   How do I begin the process of having  
collateral created?

A:   You must first submit a GMS request. Contact  
Marketing Editorial if you have any questions about  
how to get started.

Q:   Does SAS have other types of content and formats to 
cover more technical information?

A:   Yes, our Documentation division produces technical 
papers and technical documentation. Read more  
details below.

For technical papers – Certain tasks that are useful, apply to 
a subset of users or reflect best practices (with specific use 
cases and examples) may be covered in technical papers. 
You can download the technical paper template here. 
Before you start writing, we strongly suggest you open  
a technical paper request. 

For official technical documentation – Tasks that most 
customers need to understand, and steps that are officially 
supported, are covered by technical documentation. For 
examples, see our Help Center, our Learn and Support 
pages and our videos. Enter a request for technical 
documentation here. 

Q:  My collateral request is with (or for) a SAS Partner. 
Is there a different set of templates for SAS Partner 
collateral?

A:  SAS Partner Marketing has a creative guide for collateral 
that is created with a SAS Partner. Often these pieces are 
funded with market development funds and co-created 
with members of the SAS Partner Program. Please see 
the SAS brand site for more templates and guidelines 
on this type of collateral and the Power of the Partner 
campaign. 

Note that this does not include the Microsoft strategic 
partnership, which has its own look and feel, found here.

Q:   I’m told the quality of the screenshots I have  
provided isn’t sufficient. Are there any guidelines  
for capturing screenshots?

A:   Use the screenshot guidelines on the next page to 
ensure the best quality. 

mailto:Jeff.Alford%40sas.com?subject=
https://sas.highspot.com/items/5fd7c3e9998ae474ce765434
https://sas.highspot.com/items/5fd7c3e9998ae474ce765434
http://sww.sas.com/gms/index.cfm?fuseaction=integratedMarketing.displayCMRDeliverables
https://brand.sas.com/content/dam/SAS/sasbrand/Documents/external-technical-paper.pdf
https://sas.service-now.com/sp?id=sc_cat_item_guide&sys_id=c048d35e1b2790d08fc9fee3cc4bcb03
https://go.documentation.sas.com/
https://support.sas.com/en/software/all-products-support.html
https://support.sas.com/en/software/all-products-support.html
https://video.sas.com/
https://sasoffice365.sharepoint.com/sites/DocDiv/Lists/FAQtestcategories/DispForm.aspx?ID=1&Source=http%3a//pubswss.na.sas.com/DD/Lists/FAQtestcategories/AllItems.aspx&ContentTypeId=0x0100FB0F176C9961924483EA9268F6620DF0
https://sasoffice365.sharepoint.com/sites/DocDiv/Lists/FAQtestcategories/DispForm.aspx?ID=1&Source=http%3a//pubswss.na.sas.com/DD/Lists/FAQtestcategories/AllItems.aspx&ContentTypeId=0x0100FB0F176C9961924483EA9268F6620DF0
https://brand.sas.com/en/home/brand-assets/asset-overview/sas-partner-program.html
https://brand.sas.com/en/home/brand-assets/asset-overview/sas-partner-program.html
https://brand.sas.com/en/home/brand-assets/asset-overview/sas-and-microsoft.html
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Screenshot information
Screenshot library
Product Management and Marketing are loading 
screenshots into the new SAS product screenshot 
repository as they become available. This repository  
is now the official source for all SAS product screenshots 
that are approved for sales and marketing purposes.  
The repository ensures that software snapshots shared  
with customers are correct, high quality and up to date.

The SAS product screenshot repository is open to all 
employees; both the username and password are “guest.” 
The repository’s easy-to-use interface is similar to other 
stock photography websites. But if you need help, there’s 
online documentation.

The repository may be searched by product or industry, 
plus filtered by version. Each screenshot also has metadata 
that can be viewed before download. If you don’t see what 
you need for a particular product, ask the product manager 
or product marketing manager when the screenshots will 
be available.

http://cumulus.na.sas.com/productscreenshots/index.jsp
http://cumulus.na.sas.com/productscreenshots/index.jsp
https://sasoffice365.sharepoint.com/sites/BrandMarketingandCreative/Shared%20Documents/Forms/AllItems.aspx?id=%2Fsites%2FBrandMarketingandCreative%2FShared%20Documents%2FProduct%20Screenshot%20Repository%20Documentation%2D202204%2D18%2Epdf&parent=%2Fsites%2FBrandMarketingandCreative%2FShared%20Documents


  25SALES AND MARKETING COLLATERAL PRIMER ^ BACK TO CONTENTS

3.0 Reference

Design and layout
Templates
Templates for all types of collateral are provided on the 
SAS brand site. Templates ensure a standard look and feel, 
contributing to the integrity of our visual brand. 

Although design and production of most collateral is managed 
at our headquarters in Cary, NC, there are times when countries 
or third parties need to create pieces that adhere to corporate 
design standards. In such cases, you should enter a Global 
Marketing System (GMS) request so that independently 
created collateral is properly identified and loaded into our 
asset sharing systems. 

Essential elements
The visual style of SAS collateral reflects the corporate design 
standards outlined in our Brand Creative Guide, available on 
our brand site. This guide provides detailed information about 
color choices, typography, image style and more. 

Style sheets and color palettes
Templates include paragraph and character styles for most 
typographical components. Also embedded are the color 
palettes described in the Brand Creative Guide. 

There are standard characteristics/elements required for  
all collateral: 

 Trim size
All collateral types are the same size.

� Label 
Identifies collateral type; appears in the upper left-hand corner 
of the cover.

� Title
Color is Black. Type is Avenir Next W1G Medium.

� Cover art
Most collateral features realistic color photography on the 
cover, following the style outlined in the Brand Creative Guide. 
Solution briefs may feature an isometric graphic related to the 
brief’s topic.

� SAS logo on front cover
The SAS logo must appear on the covers of all collateral. It is 
Midnight Blue and located on the upper right-hand corner.

� SAS logo on back page
The SAS logo must appear on the back pages of all collateral. 
 It matches the logo on the front cover. 

� Call to action
This sentence includes a link to provide more information. Type 
is Avenir Next Demi. Vanity URLs are a plus here.

� Legal statement
The full legal statement should appear on all collateral. Type is 
set in Avenir Next Regular. The statement should read:

SAS and all other SAS Institute Inc. product or service names 
are registered trademarks or trademarks of SAS Institute Inc. in 
the USA and other countries. ®indicates USA registration. Other 
brand and product names are trademarks of their respective 
companies. Copyright © 2022, SAS Institute Inc. All rights 
reserved. 1XXXXX_G1XXXXX.0022

Tracking numbers follow the legal statement. (Cosmos_GMS.
MonthYear)

 Diagrams (not shown)
Collateral diagrams help explain complicated concepts or 
processes. Use Avenir Next for text descriptions. Use colors  
that complement the overall color scheme in the piece.  
Choose colors from our standard palette, which is included  
in all collateral templates.

https://brand.sas.com/en/home/brand-assets/asset-overview/marketing-sales-collateral.html
https://brand.sas.com/en/home.html
http://sww.sas.com/gms/index.cfm?fuseaction=integratedMarketing.displayCMRDeliverables
http://sww.sas.com/gms/index.cfm?fuseaction=integratedMarketing.displayCMRDeliverables
https://brand.sas.com/en/home/brand-assets/asset-overview/brand-creative-guide.html


WHITE PAPER

Digital audit and investigation:  
Keys to success for government oversight

Modernization is imperative
As noted by the OECD in its 2021 Regulatory Policy Outlook, “… governments need to 
develop and implement risk-based, professional and flexible regulatory delivery across 
regulatory spheres and sectors, harnessing, in particular, the opportunities provided by 
digital technologies and improved availability and use of data.” Implementing modern 
digital solutions is the only way to keep pace with the increasing requirements for effective 
oversight and transparency from citizens and political leaders, government regulators and 
internal oversight programs. 

The good news is that with a comprehensive data and technology strategy, programs can 
make this move with speed and ease so they can go from reactive investigations after an 
incident occurs to continuous, proactive risk monitoring and management. With the right 
digital tools, even a small number of highly skilled auditors and investigators can vastly 
increase their time spent actively working cases – and virtually eliminate time spent on 
low-value activities, such as data manipulation and cleansing. 

Learn more
To learn more about how SAS solutions can empower your government or agency to 
automate and improve oversight activities to more effectively detect risks and prevent 
harm, please visit SAS Detection & Investigations Management to learn more. 

For more information, please visit SAS® Detection and Investigation for Government.

SAS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA and other countries. ® indicates USA registration.  
Other brand and product names are trademarks of their respective companies. Copyright © 2022, SAS Institute Inc. All rights reserved. 112570_G193096.0122
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Design and layout  (continued)

Sample design and layout imagery 
with required content elements.

 Trim size
� Label
� Title 
� Cover art
� SAS logo on front cover
� SAS logo on back page
� Call to action 
� Legal statement

8.5 x 11 in (215.9 x 279.4 mm)
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Appendix
Follow the links below for complete 
and full versions of the examples 
used in this primer.

Annual report
E-book
Solution/industry overview
Solution brief 
Service brief
White paper
Brief 
Customer success story
 
Follow the links below to various 
marketing resources referenced  
in this guide:

COSMOS (sales collateral database)
SAS brand site
Global Marketing System (GMS) 
SAS product screenshot repository

http://sww.sas.com/cosmos/viewAsset?id=106254
http://sww.sas.com/cosmos/viewAsset?id=111842
http://sww.sas.com/cosmos/viewAsset?id=108181
http://sww.sas.com/cosmos/viewAsset?id=112501
http://sww.sas.com/cosmos/viewAsset?id=111860
http://sww.sas.com/cosmos/viewAsset?id=112570
http://sww.sas.com/cosmos/viewAsset?id=108247
http://sww.sas.com/cosmos/viewAsset?id=110898
http://sww.sas.com/cosmos/searchCosmos
https://brand.sas.com/en/home.html
http://sww.sas.com/gms/index.cfm?fuseaction=integratedMarketing.displayCMRDeliverables
http://cumulus.na.sas.com/productscreenshots/index.jsp
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