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Questions? 
Visit sww.sas.com/sasbrand. Contact sas.brand@sas.com.
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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.

Collateral types
SAS produces the following types of collateral to support its 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.

• Product brief. Gives a high-level overview of a single SAS product/offering. Generally 

aimed at a business audience.

• 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. 

• Brief. 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.

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.

mailto:Jeff.Alford%40sas.com?subject=
https://smteam.sas.com/online/aem/Pages/Accessible%20PDFs.aspx
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1 week
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Average Time To Completion (in weeks)

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.

Timing for standard projects

Timing for more complex projects
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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 technical collaboration on messaging and content should 

be completed before submitting materials for production. The results of that collaboration 

should be conveyed through relevant positioning documents and other source materials. 

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 (positioning document, 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
mailto:Jeff.Alford%40sas.com?subject=
mailto:Jeff.Alford%40sas.com?subject=
http://smteam.sas.com/pme/gsse/gmm/me/Msg/messaging/Forms/AllItems.aspx?RootFolder=%2Fpme%2Fgsse%2Fgmm%2Fme%2FMsg%2Fmessaging%2FProduct%20Positioning&FolderCTID=0x01200040076F6260744445BB7D239E903DC005&View=%7B01062035-FF2F-4EF0-84BB-2CAF68D5A282%7D&InitialTabId=Ribbon%2EDocument&VisibilityContext=WSSTabPersistence
http://sww.sas.com/gms/index.cfm?fuseaction=research.showAssets
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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 use cases  

and more.

Target audience
Executives are the primary audience for the annual report/corporate overview.

Source content requirements/elements
Source content varies for the annual report. For more information, contact Shannon Heath 

in Public Relations: Shannon.Heath@sas.com. 

Strength in numbers

2019 
2020

corporate 
overview 

2019-20 annual report and company overview cover.

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

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/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. 

Resilience:  
The best way to beat coronavirus
Here’s how you ensure operational and financial stability–no matter the circumstances

Sample e-book cover.

Average production: 8-12 weeks

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).

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/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
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Solution/industry overview

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
• Completed product 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 

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.

SAS® Customer Intelligence

�

�

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 effec-
tively 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 multi-
variate 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 initia-
tives. 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 organiza-
tion embraces the online capabilities SAS has to offer, you can adopt 
additional components of the SAS Customer Intelligence suite.

• 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.

Challenges�

Sample solution overview 
front and inside pages with 
key features example.

�

Average production: 5-6 weeks
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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 

The 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 consis-
tency, 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.

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 under-
lying 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 produc-
tion 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. 

Sample solution overview 
inside pages.

�

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. 

�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. 

�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. 

�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.

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 deter-
mine 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 trad-
eoffs. This can be done in a hybrid manner, keeping PII data safe.

SAS® 360 Plan
Helps marketing departments operate more efficiently and demon-
strate 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.

�
�



10  |  TOOLKIT COLLATERAL PRIMER  BACK TO CONTENTS

PRODUCT BRIEF

Key Benefits
SAS Health: Episode Builder enables you to:

• Flexibly define episodes of care. Construct and analyze claims as episodes of care using 
transparent clinical definitions of your choice and automatically detect associations for  
a holistic patient view. 

• Measure care value. Services, and their care costs, are categorized as being value-added 
or potentially avoidable.  Expected and risk-adjusted costs are automatically calculated 
and can then be used as quality/efficiency measures or payment metrics.  Other quality 
metrics, such as length of stay and readmissions, are also captured.

• Create physician accountability for patient care. Assign episodes to providers based  
on user-selected rules. Apply risk-based calculations to compare provider performance 
based on relative patient severity or to set reimbursement targets.

Overview 
As health care incentives spotlight value, providers and payers are struggling to define care 
delivery as it relates to value. Several factors contribute to patient care complexity: better 
patient outcomes, new reimbursement models, increased focus on risk management and 
accountability, and a more accurate understanding of costs. But the complexity can be better 
understood in the context of episodes of care when you know what services are provided at  
a patient level and in aggregation. SAS Health: Episode Builder enables you to: 

• Analyze and optimize care pathways in terms of cost and quality. 

• Know what to modify to reduce unwarranted admissions and readmissions. 

• Decrease length of stays. 

• Improve cost-effective prescribing. 

• Reduce variation in care and treat patients holistically. 

Going far beyond traditional claims grouping, SAS enables you to flexibly construct clinical 
episodes, identify variations and opportunities for improvement, and assess your financial risk 
in value-based reimbursement agreements. All while understanding your patients in more 
detail from multiple data sources.

SAS® Health: Episode Builder 

Product brief

Subject matter
A product brief focuses on a single solution/product (e.g., SAS Enterprise BI Server,  

SAS Risk Management for Banking).  

When to request
It is appropriate to request a product brief only if there is no product page on sas.com 

that can be used to provide product-level details (features/functions). For most products, 

there is a product web page on sas.com. For new products, a new product web page can 

be requested. Because web-based product information is much faster and easier to create 

and update than a PDF, this digital approach aligns with the company goal of continuous 

delivery.

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

Source content requirements
• Completed product positioning document or equivalent.

• High-resolution screenshots or other graphics if needed.

Content elements 
The content elements listed below are the basic elements in product 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 product. The kicker should contain the identified SEO 

keyword and provide a short description of what the product does. 

�

�

�

Sample product brief cover.

Average production: 5-6 weeks



11  |  TOOLKIT COLLATERAL PRIMER  BACK TO CONTENTS

The Solution
By analyzing health care claims data, SAS Health: Episode Builder allows health care 
organizations to construct and analyze claims as episodes of care. Clinical rules define which 
services are related to an episode (for instance, a knee replacement) and what care is unrelated 
(such as a service performed for another episode occurring in the same time period). Services 
are categorized based on their value to the patient care experience. Quality metrics – such as 
readmissions, rule-based provider attribution and patient severity adjustment – extend the 
value SAS Health: Episode Builder brings to an organization.

Based on clinical definitions best suited for your organization, SAS Health: Episode Builder 
allows you to gain more accurate insights for effective decision making about quality and  
cost of care.

Capabilities
Automatically define episodes of care 
The size of claims data sets makes it impractical to manually identify patients with conditions 
and the cost and quality of their care. Building in-house solutions for episode definitions is time 
consuming (on average, more than three person-months to code, test and deploy one publicly 
available episode definition).  

SAS Health: Episode Builder allows users to import hundreds of episode definitions at a time. 
Once imported, the user interface retains these definitions and enables modifications without 
the need to understand programming. Creating a new episode definition is also possible 
without programming. An episode definition consists of:

• General info, including the duration of the episode.

• Signaling rules are any rules about signaling, including location and code types required.

• Signal codes are a list of codes (such as procedure codes) that can signal an episode.

• Typical codes are included in expected care, including additional designations for codes 
that are considered essential (such as preventive care) or low value (based on the 
Choosing Wisely concepts).

• Complication codes are codes that reflect the treatment of complications.

• Exclusion codes are codes that should not be a part of the episode.

Why SAS®?
Do you need deeper insights into patient data? SAS Health: Episode Builder helps you know more about patients and improves 
their care by providing: 

• Transparent, editable episode definitions. Only SAS provides fully transparent access to episode definitions for both you  
and your partners. Subject-matter experts can directly edit these definitions with no need for programming changes.

• Measurable care value. Know the effect a service has on a patient’s episode of care. Was the care valuable preventive care,  
or was it in response to an acute exacerbation? 

• Quantifiable care variation. Given a condition, such as diabetes, quantify the impact of comorbidities and care pathway 
variations. Use this to optimize care pathways and predict expected costs for patients, given their health histories.

• Combined data for better analysis. Use the power of SAS to combine data from different sources to get a full picture of the 
patient experience.

• Guidance for assessing value-based payments. Use a combination of provider attribution, expected costs and transparent 
definitions to establish trust for value-based payment contract negotiations.

�Key benefits

The business benefits of the solution in at least three bullets, each starting with an action 

verb. Word count is approximately 50 to 150.

�Overview/Introduction

A high-level overview of the product, including a brief mention of customer pains/issues 

that are relevant to that product. This section is in narrative form and should not extend 

beyond the first page. Word count is approximately 125 to 250.

�Why SAS? 

Three to five bullets that describe how a SAS capability sets SAS apart from competitors, 

or – in other words – why customers should choose the SAS solution over another vendor’s 

solution. Word count is approximately 150 if in a sidebar.

– or –

�Challenges (not shown here)

Three to five bullets that describe the challenges a customer may be facing.  

Note: This section is not used very often. The preference is to focus on “Why SAS” instead. 

Word count is approximately 150 if in a sidebar.

�Solution description

An opening paragraph with a high-level description of the solution, followed by three  

to five bullets on the solution’s capabilities. Word count is approximately 125 to 175.

�Capabilities

What the customer can accomplish. Subheads often start with a verb. Paragraphs 

underneath describe how the product portfolio helps achieve those accomplishments. 

Word count varies.

�Differentiators (not shown here)

An introductory paragraph on what sets SAS apart, followed by bullets that detail why 

customers should choose the SAS solution over another vendor’s solution. Word count  

is approximately 150. 

Sample product brief inside page.

�

� 

�
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Solution brief

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
Completed customer issue positioning document, or equivalent.

Content elements
�Title 

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.

SOLUTION BRIEF.

End-to-end supply chain scenario planning
Identify the best supply chain response to satisfy demand shifts  
and minimize operational costs

Consistent and  
synchronized  

business plans 

Data-driven  
scenario planning

Balanced revenue  
recovery and  

operational costs

The Issue.
COVID-19 has significantly changed consumer shopping behaviors. From stocking pantries  
with household products and nonperishable foods to increasing our online shopping, demand 
has shifted across product categories and channels. This has generated disruptions to the 
end-to-end supply chain for retailers and consumer packaged goods (CPG) companies. 
Suppliers are facing limited capacities, production lines are at risk of shutdowns and delays, 
distribution centers have reduced labor, transport capacity is strained, and demand patterns 
continue to be volatile and uncertain. 

To better deal with this instability, retail and CPG companies need a comprehensive approach 
for developing consistent and data-driven supply chain planning across the enterprise. 
Accurately estimating the impacts on revenue and operational costs across multiple demand 
scenarios enables organizations to identify the best responses across the supply chain and be 
better positioned for recovery and future growth. 

Challenges.
Meet shifts in demand while minimizing costs and lost sales. With significant 
changes in demand patterns and constant market disruptions, retailers and CPG 
companies are struggling to stabilize supply chains. SAS® helps provide the best 
supply-chain response to maximize profitability and satisfy as much demand  
as possible.

Manage disruptions in the supply chain. Organizations are facing reduced capacity 
and sta�ng and increased/decreased demand due to the pandemic. Using SAS, 
retailers and CPG companies can better account for these disruptions across  
the enterprise.

Plan for multiple recovery scenarios. The situation is changing daily, so it is  
imperative to understand the e�ects of di�erent demand recovery patterns. SAS 
quickly identifies the best course of action with flexible what-if capabilities across 
multiple demand, capacity and cost scenarios.

�

�

�

�

Sample solution brief cover.

Average production: 5-6 weeks
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Our Approach.
SAS o�ers strategic end-to-end supply chain planning to help 
organizations holistically respond to disruptive events such as 
COVID-19. Using analytical optimization, SAS determines how   
you can change production and supply chain strategies to  
account for changes in demand. We can help by: 

• Providing the best response across the end-to-end supply  
chain using an optimization model.  Using robust optimization 
techniques, SAS balances supply chain costs and constraints 
with meeting sales goals.  

• Creating a set of consistent and synchronized plans for 
purchasing, inventory, transportation, sales and manufacturing.  
Incorporating any expected or potential changes to the supply 
chain capacity, SAS captures major disruptions to end-to-end 
operations. 

• Capturing inventory, demand, capacity and cost data across  
the entire supply chain from suppliers to manufacturing plants  
to distribution centers to stores.  

• Running multiple scenarios for demand forecasts derived from 
di�erent recovery expectations or potential markdown and 
promotion strategies. 

• Showing how demand a�ects the entire product portfolio, 
including regular, perishable and seasonal goods.

The SAS® Di�erence.
Combining leading analytics and deep industry knowledge, SAS 
enables organizations to develop a rapid response to disruptions  
of any type ans prepare for success. Our end-to-end supply chain 
scenario planning o�ers:

• Powerful, intuitive optimization modeling. SAS provides  
a streamlined mathematical optimization model tuned for 
performance and designed to tackle complex supply chain 
problems and help you resolve them quickly.

• Data-driven, flexible approach. SAS integrates data from 
internal and external sources and applies proven data-prepara-
tion techniques. Our data-driven approach provides a flexible 
framework for running di�erent recovery scenarios rapidly.  

• Quick, accurate decisions. SAS quickly identifies the best 
supply chain response to the pandemic.  Our agile, iterative 
process from data to analytical insights is crucial for making 
prompt and accurate decisions in times of uncertainty.

End-to-End Supply Chain Planning
Holistically plan and optimize

Suppliers
Choose best supply locations and amounts 
from potentially limited choices.

Plants*
Scale plant production up or down as labor 
availability and product demand changes .

Distribution Centers 
Send inventory to best locations to meet demand 
while creating transport cost savings .

Demand
Meet sales goals under a variety of 
potential demand recovery forecasts . 

*Manufacturing planning is optional for retailers

Learn more at the SAS COVID-19 Resource Hub

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 © 2020, SAS Institute Inc. All rights reserved. 111345_G128947.0420

Sample solution brief back page.

�

�  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, informative chart or screenshot. 

� �



14  |  TOOLKIT COLLATERAL PRIMER  BACK TO CONTENTS

Service brief

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
• 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
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.

SAS® Data Governance Master Plan Service

SERVICE BRIEF

�

�

�

Sample service brief front page.

Average production: 5-6 weeks
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�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:  

How Do I Find Out More About the [service name goes here] XYZ? Word count is 

approximately 10 to 25.

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.

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.

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 © 2020, SAS Institute Inc.  
All rights reserved. 111860_G126941.1120

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.

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

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

Preparation

Discovery

Program Operations

Program Launch

Program Support

Sample service brief back page.
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Title

WHITE PAPER

The Artificial Intelligence of Things
From smart connected devices to artificially intelligent things, services and experiences

�

Sample white paper cover.

White paper

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 source content is required before production begins:

Average production: 6-10 weeks
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Some technologies are inevitably bound together. Artificial intelligence (AI) and the 
Internet of Things (IoT) are a perfect example of two technologies that complement  
one another and should be tightly connected.

In the fast-growing world of IoT, which connects and shares data across a vast network 
of devices or “things,” organizations win with analytics. For its ability to make rapid deci-
sions and uncover deep insights as it “learns” from massive volumes of IoT data, AI is an 
essential form of analytics for any organization that wants to expand the value of IoT.

In this paper, we’ll explore how AI and IoT analytics (that is, the Artificial Intelligence  
of Things, or AIoT) work together to create new value for organizations across a broad 
spectrum of industries – from manufacturers and retailers to energy, smart cities, health 
care and beyond.

The Meteoric Rise of Connected Things
In 1982, a modified Coke machine at Carnegie Mellon University became the first 
connected smart appliance, able to report its inventory and whether newly stocked 
drinks were cold. Fast forward a few decades, and we are living in a world where there 
are more connected things than humans. Some projections show that the number of 
IoT devices will grow from 7.6 billion to 24.1 billion between 2019 and 2030.1

The rapidly expanding Internet of Things extends connectivity and data exchange 
across a vast network of portable devices, home appliances, vehicles, manufacturing 
equipment and other things embedded with electronics, software, sensors, actuators 
and connectivity. From consumer wearable devices to industrial machines and heavy 
machineries, these connected things can signal their environment, be remotely moni-
tored and controlled – and increasingly, make decisions and take actions on their own.

IoT is everywhere. It’s a home automation system that detects changing conditions and 
adjusts the thermostat or lighting. It’s production equipment that alerts maintenance 
technicians to an impending failure. Or an in-vehicle navigation system that detects 
your location and gives you context-aware directions. Digital personal assistants that 
use speech recognition to interpret commands. Commercial fleets equipped with 
dozens of sensors to communicate their status. And much more.

This ecosystem of connected devices, people and environments generates a torrent  
of complex data. For instance, today’s cars and trucks are like data centers on wheels, equipped 
with sensors that can monitor everything from tire pressure to engine performance, 
component health, radio volume, driver actions – even the presence of obstacles or  
rain on the windshield. Autonomous cars could require data transfer offload ranging 
from 383GB an hour to 5.17TB an hour. 2 

However, being connected and exchanging masses of data is only the start to the IoT story.

1

“ If analytics is a require-

ment for success in IoT, is 

analytics in the form of AI 

a necessity for IoT to fulfill 

its potential? Is the 

Artificial Intelligence  

of Things – AIoT– the 

ultimate success story of 

the Internet of Things?”

–  Oliver Schabenberger, 
Executive Vice President, 
Chief Operating Officer and 
Chief Technology Officer, 
SAS

Gartner predicts the 
business value created 
by AI will reach $3.9 
trillion in 2022.3 

According to Transforma 
Insights, between 2019  
and 2030 the number of  
IoT connected devices will 
grow from 7.6 billion to 24.1 
billion, with revenue more 
than tripling from $465 
billion to over $1.5 trillion.

1   The IoT in 2030: 24 Billion Connected Things Generating $1.5 Trillion.  
Matt Hatton, Transforma Insights. Posted by IoT Business News. May 20, 2020.

2    Rolling Zettabytes: Quantifying the Data Impact of Connected Cars.  
Rich Miller. Data Center Frontier. Jan. 21, 2020. 

3   Roundup of Machine Learning Forecasts and Market Estimates for 2019.  
Louis Columbus, contributor. Forbes.

Sample white paper inside pages.
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SAS Is Leading in IoT With Embedded AI
Recognized as the analytics leader by industry analysts and influencers, SAS reinvests  
a high percentage of revenue annually to develop and continuously improve analytics 
techniques – we invest an average of 25% of revenue back into R&D. Our software is 
installed at more than 83,000 business, government and university sites, and 92 of the 
top 100 companies on the 2018 Fortune Global 1000 list are SAS customers. With 
industry-leading data management capabilities tuned for high-velocity, streaming  
data, SAS can take IoT data generated anywhere and make it analytics-ready.

We continue to innovate in contemporary AI areas such as:

• Machine learning and deep learning find insights hidden in IoT data without  
explicitly being told where to look or what to conclude, resulting in better, faster 
discoveries and action.

• Natural language processing (NLP) enables machines to intelligently interact with 
humans, such as via chatbots, and discover insights in large amounts of digitized 
spoken content.

• Computer vision analyzes and interprets what’s in a picture or video through image 
processing, image recognition and object detection. This is the technology behind 
the WildTrack success, for example.

• Forecasting and optimization help AI systems predict future outcomes based on IoT 
data and deliver the best results under given resource constraints.

AI and IoT Redefine the Possible
High-performance IoT devices and environments with thousands of connection points 
are proliferating across the network. It’s the perfect storm. Declining hardware costs 
make it feasible to embed sensors and connectivity in just about anything. Advances  
in computing, light-speed communications and analytics make it possible to create 
AI-driven intelligence wherever it is needed, even at the fringes of the network.

Together, these technologies are ushering in a new era where the Internet of Things  
is just the state of things, and the term becomes superfluous, just as we no longer have 
to state “World Wide Web” or “internet-connected.” 

SAS has been at the forefront of this evolution for nearly 40 years. We can help you be 
there too.

Learn More
Learn how SAS is helping industries across the globe achieve the full promise of AIoT. 
Learn more about the Artificial Intelligence of Things at sas.com/aiot. 

�

• 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. 

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

�
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Sample brief cover.

Briefs

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).

Average production: 5-6 weeks
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Ten Ways Analytics 
Can Improve Refinery 
Operations

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. 

Furnace and Heater Analytics
Malfunctioning furnaces and fired  
heaters are dangerous, and if they fail 
catastrophically, they can be fatal.  
Without the benefits of analytical insight, 
asset performance can appear normal,  
but actually be in the process of failing. 

SAS enables early detection of impending 
furnace and heater events by using machine 
learning algorithms and analytics on data 
from Internet of Things analytics to analyze 
pressure, temperature, time stamp, device  
ID, CO², NOX, SOX, and other data elements 
from furnace and heater assets. The software 
detects abnormal variations in the data, 
quickly identifies any significant deviations 
and generates alerts so that the right people 
take quick, preventative action.  

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.

To learn more, please 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 © 2016, SAS Institute Inc.  
All rights reserved. 108247_S152512.0516

�

Sample brief back page.

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. 
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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 & Marketing 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.

Customer success story

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.

Average production: varies

http://smportal.sas.com/customers/references/Pages/using-references.aspx
https://smteam.sas.com/mp/ssbp/_layouts/15/start.aspx#/Shared%20Documents/Forms/AllItems.aspx
https://smteam.sas.com/mp/ssbp/_layouts/15/start.aspx#/Shared%20Documents/Forms/AllItems.aspx
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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 (see next page)

A short phrase summarizing the overall benefit.

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®

Sample customer story page.

�

�

�

�

�

�

�
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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.”

Sample customer story back page.

�
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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“ for every major new product and 

major update. We no longer create PDF versions of fact sheets. Instead, we build new 

product web pages or update existing product pages as needed. In cases where we do 

not have an external product page on sas.com for a particular product, we may be able 

to produce a product brief (PDF). 

For customer/prospect issues – Most other 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-base 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 pages and our videos. Enter a request for technical 

documentation 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 following screenshot guidelines to ensure the best quality. 

mailto:Jeff.Alford%40sas.com?subject=
http://sww.sas.com/gms/
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/support-home.html
https://video.sas.com
https://pubswss.na.sas.com/DD/Lists/FAQtestcategories/DispForm.aspx?ID=1&Source=http%3a//pubswss.na.sas.com/DD/Lists/FAQtestcategories/AllItems.aspx&ContentTypeId=0x0100FB0F176C9961924483EA9268F6620DF0 
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Screenshot capture instructions 

Overview
Product screenshots are important for marketing collateral, sales presentations and  

sas.com in that they visually represent and support what we describe in the text and help 

to accurately show our software. All product screenshots are stored in the SAS Product 

Screenshot Repository. To learn more, read the instructions for how to use this self-service 

repository. For additional information, or if you have problems, you may contact  

Jae.Cody@sas.com. Illegible, blurry screenshots are detrimental to the SAS brand and 

marketing messages. 

Although a screenshot may look clear at 72 dpi on a monitor, after it is modified for print or 

the web, the quality will degrade to the point where it is not possible to regain the clarity. 

The following instructions explain how to capture clear screenshots and store them in the 

Product Screenshot Repository where they will be available to creative teams and other 

users.

To capture screenshots, use the Windows Snipping Tool on a PC or the Screenshot App 

on a Mac. Also, before submitting a new screenshot, please search the repository to see if 

your image is already there.

Setup
Windows 10 display settings

1.   Set your Windows Display settings to ensure a high-resolution screenshot is captured. 

To set the screen resolution, go to Settings and select System  Display  Advanced 

display settings. Choose the highest-resolution setting in the list.  It must be set to a 

minimum of 1920x1080. If your monitor does not support 1920x1080 resolution, please 

find a computer with one that does or submit an iNeed request to get a new monitor.

2.    ClearType text must be turned off. To do so, go to Settings and select System  Display 

 Advanced display settings. Under Related settings, select ClearType text. Make sure 

the box “Turn on Clear Type” is unchecked. If it is checked, uncheck it and follow the 

steps for turning it off.

3.   To set your Windows Theme, in Settings, select Personalization (Or right-click on your 

Windows Desktop and select Personalize to open the Display Properties window.)   

  Themes   Theme Settings. On the Theme window that displays, select the Themes 

that are titled Windows Default and select Windows. The colors of the theme will show 

up well in a printed or electronic graphic and is the default most customers have as 

their setting. The changes will automatically occur.

Browser settings

If you are capturing a screen displayed in a browser window (e.g., Internet Explorer), set  

the browser zoom level to 100% and maximize the browser window size to full-screen.

Screenshot library
Product Marketing and Product Management are responsible for uploading screenshots 

to the official SAS Screenshot Library, the repository for screenshots that have been 

approved for use in marketing and sales materials.  

http://sww.sas.com/productscreenshots
http://sww.sas.com/productscreenshots
http://sww.sas.com/productscreenshots/spsrhelp.html
mailto:Jae.Cody%40sas.com?subject=
https://sas.service-now.com/sp?id=kb_article&sys_id=45b04080db6ff3040c5b502bdc96198b 
https://support.apple.com/guide/mac-help/take-a-screenshot-or-screen-recording-mh26782/mac
http://ineed.na.sas.com/FormCustomer.aspx?ItemNum=40
http://sww.sas.com/productscreenshots
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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 right-hand corner of the cover.

�Title bar

Color is Midnight Blue. Type is Avenir Next Thin reversed to white.

�Energy line

Vibrant color rule complements Midnight Blue title bar and matches color block behind 

SAS logo. 

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 © 2016, SAS Institute Inc.  
All rights reserved. 108XXX_G1XXXXX.0516

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

Title

WHITE PAPER

The Internet of Things:  
Marketing’s Opportunities and Challenges

Front cover (white paper).

Back page.

Logo and color block  
SAS logo reversed to white out of a  vibrant 
color block that complements the cover 
photo or other imagery. Chips below show 
color options. 

Address bar
Midnight blue color,  

Avenir Next Medium text. 
Legal statement  
Avenir Next Regular 
text.

Logo
Repeat from front 
cover; height of color 
block may vary; color 
must match that on 
front cover.

8.5 x 11 in (215.9 x 279.4 mm)�

Collateral type  
Avenir Next Regular text,
all-caps.

�

Title bar  
Midnight blue color fill;  
Avenir Next Light text;
title case.

�

"Energy line" on white papers and  
conclusion papers 
Colored rule flush to bottom of title bar;  
color matches color block behind SAS logo.

�

Cover art  
Photography or screenshot.

�

�

�

�

�

https://brand.sas.com/en/home/brand-assets/asset-overview/sales-collateral.html
https://brand.sas.com/
http://sww.sas.com/gms
http://sww.sas.com/gms
https://brand.sas.com/content/dam/SAS/sasbrand/Documents/sas-brand-creative-guide.pdf
https://brand.sas.com/en/home/our-identity/templates-guidelines.html
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�Cover art

Most collateral features realistic color photography on the cover, following the style 

outlined in the Brand Creative Guide. Fact sheets and product briefs feature a partial  

view of a screenshot that appears inside the brochure.

�SAS logo on front cover

The SAS logo must appear on the covers of all collateral. It is reversed to white on a vibrant 

color block. The color in the block behind the SAS logo determines the colors of other 

standard elements within the same piece, as indicated in the template style sheets.

�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. Use the same color block on the covers and back pages; do not mix colors on 

the same piece. 

�Address bar

The color of the address bar is Midnight Blue, matching the color bar on the front page. 

Type is Avenir Next Medium. Generally, we include only our web address; however, for legal 

reasons, some countries are mandated to included the physical address of their SAS office.

�Legal statement

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

The statement should read:
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The significant event that has been identified by SAS Event Stream Processing can be 
sent to SAS Real-Time Decision Manager to trigger a real-time customer decision. SAS 
Real-Time Decision Manager can make customer decisions that are a combination of 
analytics and business rules. Although rules enable organizations to capture factors that 
are fundamental to making a decision, analytics can provide deeper insights for even 
better decisions. SAS Real-Time Decision Manager combines decision logic with 
analytics driven by the SAS®9 platform to develop a contextual understanding of the 
customer.

Combining these solutions provides the capability for event identification that triggers 
real-time customer decisions. SAS Real-Time Decision Manager can make a wide range 
of decisions. Financial institutions can configure the solutions to make financial deci-
sions such as loan approvals based on customers’ account activity and credit ratings. 

Telecommunications firms can use SAS Real-Time Decision Manager to select a best 
action to take with a customer given her current context. 

And retailers can configure the solution to determine the best offer to present to the 
customer as a cross-sell or up-sell opportunity. All these decisions can be sent to the 
appropriate channel (web, mobile or call center) that can also be selected via SAS Real-
Time Decision Manager as part of the customer decision. 

Customer
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Figure 1

Using Event Streaming and Real-Time Decision Manager Together
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Using event-based marketing with IoT
So how can marketers use IoT to enhance customer experience? One way is by borrowing 
the event processing approaches from manufacturing processes.

Event processing analyzes streams of data from devices to identify key events and 
determines an action to address those events. For example, event processing is often 
applied to city traffic. Traffic cameras and monitoring data is continuously used to 
assess traffic, and look for significant slowdowns. These slowdowns are events that 
trigger actions to help alleviate traffic by changing traffic signal times or by providing 
rerouting traffic around tie-ups.

Event processing can also be applied to marketing. This type of marketing, called event-based 
marketing, can provide a framework to address the challenges of IoT driven marketing. 

Event-based marketing identifies events in the customer life cycle that provide significant 
opportunities to interact with customers. Because the events often provide insight into 
a customer’s current situation, it can offer opportunities for targeted and personalized 
marketing. Some events also indicate a customer willingness to consider new products 
and services, so the response rates are often higher than other forms of marketing.

Event-based marketing consists of two main steps. The first is to use data about the 
customer to identify significant events. The second step is to match the significant event 
and the customer’s profile to determine an interaction that is the most relevant to the 
customer for that event.

This analytics approach for event-based marketing can be used to address the chal-
lenges of IoT-driven marketing. Instead of responding to every event, responding only to 
significant events reduces the burden on the organization. By only making decisions 
regarding customers with significant events, event-based marketing also provides a 
framework to use IoT data in real time.

Event-based marketing solutions
SAS provides a two-part solution to unlock the benefits of event-based marketing.

The first is SAS® Event Stream Processing to help you analyze streaming data to make 
instant, accurate decisions. It continuously analyzes streaming data from various sources 
and can analyze millions of events per second. 

SAS Event Stream Processing can be used to access IoT data streams to identify signifi-
cant events. The solution can be configured to identify a single event from among the 
millions of events occurring each second. It can also be configured to identify patterns 
or more complex events that can be based on a series of events. The events can 
occur either simultaneously or over days or weeks. 

The second is SAS® Real-Time Decision Manager, a decision-support solution designed 
to deliver the best real-time decisions. This solution combines predictive analytics with 
rules for the best decisions for a particular customer. Predictive analytics provides 
insight into customers’ behavior, while a rules engine addresses business factors such 
as marketing considerations, eligibility rules and contact policy. 

Event processing  
analyzes streams of data 
from devices to identify 
key events and deter-
mines an action to 
address those events.
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Appendix/references 
Follow the links below for complete and full versions of the examples used in this primer.
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Solution brief 

Service brief

White paper

Brief 

Customer success story
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http://sww.sas.com/cosmos/a/cosmos-images/111469_0620.pdf 
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http://misapps.unx.sas.com/apps/cosmos/ShowDetail.do?itemId=108247
http://sww.sas.com/cosmos/viewAsset?id=110898
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