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     POLICY 
Policy Title: External Marketing and Communications Policy Version: 1 

Policy No: 8000 Revision Date: May 2025 

Original Submission Date: May 2025 Approval Date: June 24, 2025 

Approval Body: Governing Council Effective Date: June 24, 2025 

  Next Review Date: June 2028 

Policy Statement 
Acsenda School of Management (ASM) is committed to ensuring that all external marketing and communications materials accurately 
represent our brand, values, and messaging while adhering to regulatory requirements and institutional priorities. 

Purpose 
The purpose of this policy is to: 

• Establish a clear, consistent, and transparent review and approval process for the development and dissemination of 
marketing collateral, including but not limited to, digital and print advertisements, website content, social media campaigns, 
email communications, and promotional materials. 

• Enhance institutional reputation through creative and compelling external marketing and communications. 

• Maintain brand integrity and messaging consistency across all external marketing and communications efforts. 

• Ensure compliance with relevant regulatory and legal requirements. 

• Foster accountability among all stakeholders. 

• Reduce errors, miscommunication, and reputational risks associated with external messaging.   

Scope 
This policy applies to all marketing and communications materials developed for external audiences, including prospective students, 
alumni, industry partners, government agencies, recruitment partners (including agencies), pathway institutions, and the general 
public. It applies to all ASM departments, faculty, staff, and affiliated entities engaged in marketing, recruitment, and communications 
activities. This policy does not apply to internal marketing and communications sent to current students at ASM. 

Policy 
1. Legal and Regulatory Framework 

ASM’s external marketing and communications policy will comply with:  

• British Columbia’s Education Quality Assurance (EQA) Act and relevant provincial laws, including the “Policy and Procedures” 
and EQA International Education Code of Practice. 

• The ICEF Code of Conduct for the Ethical Recruitment of International Students 

2. Frequency of Audits 

External Marketing and Communications collateral and email campaigns are available at all times for the purpose of internal review 
and audits. On a quarterly basis, a review of all collateral (stored in the ASM SharePoint > Marketing folder) and website content will 
be completed by the Director, Quality and Risk and the Marketing and Communications Manager, with support and collaboration from 
the VP, Recruitment and the Director, Recruitment. Updates about the quarterly audits will be provided to the SMT meetings to keep 
department leadership informed about necessary updates and priorities.  

3. Policy Review 

This policy will be reviewed by the Governing Council every three years or when significant regulatory or operational changes occur, 
whichever comes first. 

https://www2.gov.bc.ca/gov/content/education-training/post-secondary-education/institution-resources-administration/education-quality-assurance
https://www2.gov.bc.ca/assets/gov/education/post-secondary-education/institution-resources-administration/eqa/eqa_code_of_practice.pdf
https://www.icef.com/wp-content/uploads/2024/04/ICEF-Code-of-Conduct-Education-Agencies.pdf
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Definitions 
These definitions apply to terms as they are used in this policy. 

Word/Term Definition 

Affiliated Entities Employees of BPP North America, partner agency staff, pathway college staff, and vendors engaged in 

marketing, external communications and recruitment of prospective students. 

Brand Guidelines: The institution’s official standards governing logo usage, typography, tone, and design elements. 

Campaigns: Emails, press releases, newsletters, and other written materials directed at external stakeholders. 

Digital communications for external audiences, including emails from Mailchimp, social media posts, 

and messaging for distribution via WhatsApp and similar messaging apps. 

Internal Stakeholders: Institutional leadership, faculty, staff, and relevant departments responsible for reviewing and 

approving marketing materials. This includes Admissions, Registrar, Student Services, and 

Risk/Compliance departments. 

Collateral: Any digital or print material used to promote the university, including brochures, flyers, landing pages, 
advertisements, and other website content. 

Responsibilities 
Marketing and Communications Department and Recruitment Department 

• Oversee the creation, development, and initial review of Marketing and Communications materials and email/social media 
campaigns. 

• Ensure materials align with ASM and broader organizational brand guidelines and institutional priorities. 

• Collaborate with relevant departments for content accuracy. 
 

Internal Stakeholders 

• Provide subject matter expertise and feedback on content. 

• Ensure accuracy and compliance with university policies and regulations. 

• Review materials within the designated timeframe to avoid delays. 
 

President or designate 

• Provides final approval for high-profile or sensitive communications. 

• Ensures strategic alignment with the institution’s brand, mission, and goals.  
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Procedures 
Development Phase 

• Marketing collaborates with Recruitment and other relevant department(s) to draft initial content and design concepts. 
o To ensure efficient collaboration and review, all communications and draft collateral should be developed in 

Microsoft Word or PowerPoint online (in the Acsenda SharePoint environment) rather than email threads. 

• Materials must adhere to brand guidelines and compliance requirements. 
 
Internal Review Process: 
The draft collateral or campaign will be routed for feedback and approval in the following sequential order. Each reviewer will have 
the following options: 

• “Approved (no changes needed)” - this indicates that the piece is approved to proceed to the next reviewer and no 
changes are needed. 

o The approving party will not have another chance to request changes. 

• “Approved with revisions” - the piece is approved to proceed to the next reviewer with minor changes to be incorporated 
prior to dissemination to the public.  

o The approving party will not have another chance to request changes. 

• “Revision needed” - the piece is not approved and requested changes need to be incorporated before approval to proceed 
to the next reviewer can be granted. 

o The approving party will receive a revised draft with the opportunity to review again before the piece routes to the 
next approver. 

 
Sequence of Reviewers: 

1. First Review (Director of Recruitment): 
o Ensures adherence to strategy and content (text and visual) will have desired impact with the target audience(s). 

2. Second Review (Marketing and Communications Manager): 
o Ensures adherence to brand standards and institutional messaging.  

3. [Optional] Third Review (Relevant Department Leadership) - Typically Program Director and Admissions/Registrar Office: 
o Relevant departments review content for factual accuracy and provide feedback. 

4. Fourth Review (Director, Quality and Risk): 
o Ensures accuracy of content and compliance with regulatory standards. 

5. Final Review (Executive Approval by VP Recruitment, if applicable): 
o Required for major campaigns, high-profile press releases, and strategic messaging. 

 
Examples of Sequence of Reviewers for common projects: 

• Email campaign to prospective students: 
a. “Approved” or “Approved with Revisions” needed from Director of Recruitment. 
b. “Approved” or “Approved with Revisions” needed from Marketing and Communications Manager. 

c. “Approved” or “Approved with Revisions” needed from Director, Quality and Risk. 
d. “Approved” or “Approved with Revisions” needed from VP Recruitment (if campaign is new and significantly 

different from past campaigns). 

• PowerPoint (PPT) presentation deck to prospective students: 
a. “Approved” or “Approved with Revisions” needed from Director of Recruitment. 
b. “Approved” or “Approved with Revisions” needed from Marketing and Communications Manager. 
c. “Approved” or “Approved with Revisions” needed from Director, Quality and Risk. 
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d. “Approved” or “Approved with Revisions” needed from VP Recruitment (if PPT is new and significantly different 
from past PPT presentation decks). 

• 1-page program flyer to distribute to agents and prospective students: 
a. “Approved” or “Approved with Revisions” needed from Director of Recruitment. 
b. “Approved” or “Approved with Revisions” needed from Marketing and Communications Manager. 
c. “Approved” or “Approved with Revisions” needed from Academic Program Director. 
d. “Approved” or “Approved with Revisions” needed from Director, Quality and Risk. 
e. “Approved” or “Approved with Revisions” needed from VP Recruitment. 

 
Approval and Distribution 

• Once approved by the “Reviewers,” draft returns to the Marketing and Communications department for incorporation of 
requested changes. 

• Collateral / Campaign is then distributed through appropriate channels (email, social media, print, etc.). 

• Archived copies are maintained for record-keeping and compliance purposes. 
 

Continuous Improvement 

• The Marketing and Communications department will periodically review this policy and procedure to identify areas for 
improvement in quality and efficiency. 

• Stakeholder feedback will be collected to enhance effectiveness twice per year. 

 


