SAS Institute’s Success: A Result of Managing Organizational Behavior 
SAS Institute of Cary, North Carolina is an organization that fosters innovation, employee loyalty, and customer satisfaction. Over the past three decades, SAS Institute became the largest private software developer and enjoys a history of continued growth in every year of its existence. The success of SAS Institute is a result of its primary resource—its creative capital—which is entrenched in the company through its culture, Human Resource practices, communication, and employee motivation. 
SAS Institute is a privately held company that was founded in 1976. The company was founded by Dr. James Goodnight and John Sall, two academics from North Carolina State University. They had created a statistical software package that they used and shared with the faculty at the university. In addition, their software package became popular at other universities across the South. Eventually the popularity for the software package grew too large to be run out of the offices at the university and thus warranted the birth of SAS Institute. 
Today, based on the company’s Web site at http://www.sas.com, “SAS is the world’s largest privately held software company with 10,000 employees in more than 400 offices spanning the globe.” Their customers include 96 of the top 100 companies on the 2005 Fortune 500 List and 90 of the top 100 companies on the 2005 Fortune Global 500 List. In each of its 30 years of existence the company reported revenue increases over the previous year culminating in $1.68 billion in 2005. SAS Institute currently has customers in 110 different countries with its software installed at 40,000 business, government, and university sites. 
This growth and stability of SAS Institute, especially during the dot-com bust, is no accident. The main source of this success is the ability of SAS Institute to foster it most valuable resource, its creative capital. This creative capital comes through several forms including the organization’s culture, its Human Resource practices, communication, and employee motivation. While anyone of these forms can be used individually to gain positive results, the combination of all four provides solid growth and stability. 
SAS Institute’s culture is a driving force behind its creative capital. One of the main aspects of SAS Institute’s culture is trust between all of the employees. SAS Institute places a high value on egalitarianism and the CEO, James Goodnight, is the largest supporter of this belief. The egalitarian nature of SAS Institute is not only evident in “the fact that the CEO still writes code . . . but all of SAS’s managers do hands-on work” (Flroida & Goodnight, 2005, p. 128). “The willingness—even eagerness—of managers to roll up their sleeves and delve into the ‘real’ work of the organization sends an important message: We are all on the same team, striving toward the same goal of providing a superior product” (Florida & Goodnight, 2005, p. 129). This strong belief in the equality of all employees for the benefit of the customer has successfully brought SAS Institute through three decades of positive financial performance and growth. 
Another aspect of SAS Institute’s culture is the lack of overtime. On the contrary, the company is known for its 35 hour work weeks. In fact, the gates to the headquarters facilities are closed and locked at six o’clock every evening. One of the reasons for this policy is that the CEO, James Goodnight, “likes to have dinner at home with his family” (Cole, 1999, p. 6). This not only limits the amount of work people can perform, but effectively instill a sense of caring for the employees. Furthermore, one of the company proverbs is “after eight hours, you’re probably just adding bugs” (Florida & Goodnight, 2005, p. 128) which further reinforces the company’s stand on working excessive hours. 
The Human Resources practices at SAS Institute put a large emphasis on employee satisfaction and loyalty. While downturns in the economy moves “many companies to reduce—or entirely eliminate—nontraditional perks established in recent years to attract and retain workers” (Schu, 2001, p. 21), yet this is not that case SAS Institute’s Human Resources group. The management at the company looks at these perks as an investment, not as an unnecessary expense. A quote by the CEO of SAS Institute, James Goodnight, captured by Jennifer Schu sums up the view SAS Institute has in regards to these perks: “Knowledge-based companies need knowledge workers . . . Looking at services that keep employees motivated, loyal, and doing their best work as merely an expense and not an investment is . . . a little short sighted” (2001, p. 29). 
The first evidence of the emphasis SAS Institute places on the value of its employees and it subsequent Human Resource practices occurred in 1981 when the company was in its sixth year when some of its employees became pregnant. According to Fishman (2000), “the group of pregnant women included some talented coders, as well as a particularly valuable senior manager” (p. 38). To the CEO, James Goodnight, and the Human Resource’s manger at the time, David Russo, the possibility of these women going on permanent maternity leave was not an option: 
Goodnight told Russo, “We can’t lose those people; we’re too small a company.” At a time when the mere notion of a day-care center at work seemed silly, and when many huge companies would have considered the idea frivolous at best, Jim Goodnight decided that his tiny company was too small not to have a day care. If the way to keep talent was to have day care, it wasn’t even a difficult decision (Fishman, 200, p. 38). 
That decision gave birth to the company’s first day-care center for about five children. 
In the spring of 2000, the company’s pre-school age capacity in its subsidized child-care centers reached 700 between four child-care centers. 
In addition to the firm’s child-care facilities, other programs initiated by the Human Resources group include break stations stocked with free refreshments, “an on-site health-care facility with a staff of 38, and a 55,000-square-foot fitness center with an indoor pool . . . on-site car detailing, massage, dry-cleaning pickup and delivery, and a hair salon” (Schu, 2001, p.21). As a result of these practices, SAS Institute enjoys the benefit of having the lowest turnover in the industry by a significant amount. SAS Institute’s voluntary turnover is consistently under five percent whereas the rest of the industry is consistently around twenty percent. 
Communication is another strong aspect of SAS Institute that helps it maintain its success. This communication is not only between the employees and their managers, but also involves communication between the employees and SAS Institute’s customers. The culture at SAS Institute not only views customer communication as an opportunity to fix issues, “they collaborate with users to invent new solutions” (Florida & Goodnight, 2005, p. 131). SAS Institute supports collaboration between customers and its development team by publishing the names of its development team in its product manuals which gives customers the ability to contact the developers directly for technical support. This also enables the developers to have a better understanding of the customer’s needs and desires. This culture runs through every aspect of business at SAS, from its developers to it technical support staff. For example, “salespeople don’t just sell software; they build long-term relationships and, in the process, learn surprising things about their client’s needs” (Florida & Goodnight, 2005, p. 131). This open communication between all aspects of the business helps SAS Institute maintain customer satisfaction and strong financial performance. 
Lastly, but possibly most important, is SAS Institute’s ability to motivate its employees. While the culture drives employee satisfaction and loyalty, the Human Resource programs help balance the work life requirements of its employees, and communication through all aspect of the company fosters customer satisfaction, employee motivation is paramount to SAS Institute’s success. The way motivates the creativity of its employees is by giving them an even greater challenge. “Creative people work for the love of a challenge. They crave the feeling of accomplishment that comes from cracking a riddle, be it technological, artistic, social, or logistical” (Florida & Goodnight, 2005, p. 126). 
When founded in 1976, SAS Institute did not have the culture, Human Resource practices, open communication, or employee motivation techniques in place. However, as the company grew it developed these aspects in a way that drove it to successfully become one of the largest software developers in the world. These aspects all foster the creative capital within the company that continues to drive success for SAS Institute.

