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Legal Caveat

EAB Global, Inc. (“EAB”) has made efforts to 
verify the accuracy of the information it provides 
to partners. This report relies on data obtained 
from many sources, however, and EAB cannot 
guarantee the accuracy of the information 
provided or any analysis based thereon. In 
addition, neither EAB nor any of its affiliates 
(each, an “EAB Organization”) is in the business 
of giving legal, accounting, or other professional 
advice, and its reports should not be construed as 
professional advice. In particular, partners should 
not rely on any legal commentary in this report as 
a basis for action, or assume that any tactics 
described herein would be permitted by applicable 
law or appropriate for a given partner’s situation. 
Partners are advised to consult with appropriate 
professionals concerning legal, tax, or accounting 
issues, before implementing any of these tactics. 
No EAB Organization or any of its respective 
officers, directors, employees, or agents shall be 
liable for any claims, liabilities, or expenses 
relating to (a) any errors or omissions in this 
report, whether caused by any EAB Organization, 
or any of their respective employees or agents, or 
sources or other third parties, (b) any 
recommendation by any EAB Organization, or (c) 
failure of partner and its employees and agents to 
abide by the terms set forth herein.

EAB is a registered trademark of EAB Global, Inc. 
in the United States and other countries. Partners 
are not permitted to use these trademarks, or 
any other trademark, product name, service 
name, trade name, and logo of any EAB 
Organization without prior written consent of EAB. 
Other trademarks, product names, service 
names, trade names, and logos used within these 
pages are the property of their respective 
holders. Use of other company trademarks, 
product names, service names, trade names, and 
logos or images of the same does not necessarily 
constitute (a) an endorsement by such company 
of an EAB Organization and its products and 
services, or (b) an endorsement of the company 
or its products or services by an EAB 
Organization. No EAB Organization is affiliated 
with any such company.

IMPORTANT: Please read the following.

EAB has prepared this report for the exclusive use 
of its partners. Each partner acknowledges and 
agrees that this report and the information 
contained herein (collectively, the “Report”) are 
confidential and proprietary to EAB. By accepting 
delivery of this Report, each partner agrees to 
abide by the terms as stated herein, including the 
following:

1. All right, title, and interest in and to this 
Report is owned by an EAB Organization. 
Except as stated herein, no right, license, 
permission, or interest of any kind in this 
Report is intended to be given, transferred to, 
or acquired by a partner. Each partner is 
authorized to use this Report only to the 
extent expressly authorized herein.

2. Each partner shall not sell, license, republish, 
distribute, or post online or otherwise this 
Report, in part or in whole. Each partner shall 
not disseminate or permit the use of, and shall 
take reasonable precautions to prevent such 
dissemination or use of, this Report by (a) any 
of its employees and agents (except as stated 
below), or (b) any third party.

3. Each partner may make this Report available 
solely to those of its employees and agents 
who (a) are registered for the workshop or 
program of which this Report is a part, (b) 
require access to this Report in order to learn 
from the information described herein, and (c) 
agree not to disclose this Report to other 
employees or agents or any third party. Each 
partner shall use, and shall ensure that its 
employees and agents use, this Report for its 
internal use only. Each partner may make a 
limited number of copies, solely as adequate 
for use by its employees and agents in 
accordance with the terms herein.

4. Each partner shall not remove from this 
Report any confidential markings, copyright 
notices, and/or other similar indicia herein.

5. Each partner is responsible for any breach of 
its obligations as stated herein by any of its 
employees or agents.

6. If a partner is unwilling to abide by any of the 
foregoing obligations, then such partner shall 
promptly return this Report and all copies 
thereof to EAB. 
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Formatting Your Table
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To format your TOC correctly and have 

the page numbers perfectly align to the 
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3) Type in the correct page number

4) Nudge your cursor to the left with

the arrow key until it is directly before 

the number
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“space” until it builds back to the TOC 
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Executive Overview

EAB analysis and AI-enabled research support. AI-assisted 
content reviewed and finalised by EAB researchers.

Research Approach

EAB conducted a thematic 

analysis of institution-specific AI 

use in marketing and 

communications policies to 

identify common practices, 

approval processes, disclosure 

standards and ethical 

considerations related to AI-

generated content (text, 

images, audio and multimedia) 

as available.

See the Research Methodology 

section for further details.

A review of Australian universities and government guidance 

indicates that most Australian universities have not yet 

developed marketing-and-communications-specific AI 

policies. Instead, governance is typically addressed through whole-

of-university AI policies, data governance frameworks, privacy 

guidance and brand standards. Policies governing the use of AI in 

institutional marketing and communications are still evolving but are 

beginning to take shape across universities in the United States. A 

small but growing number of American institutions have 

introduced marketing- or communications-specific guidance 

that outlines use for AI-generated content, approval 

processes, disclosure expectations and ethical considerations 

related to brand integrity. 

Overall, institutions’ marketing and communication policies continue 

to vary by institution but note that AI is a powerful tool that can 

enhance insights and improve efficiency. Further, consistent themes 

emerged in AI-specific marketing and communications policies. 

Below are the identified themes and their common meaning across 

institutions for Australia’s more general policies and the United 

States’ more specific policies:

Overall, emerging best practice indicates that effective AI 

governance in marketing and communications requires clear 

operational guardrails and human oversight that enable 

innovation while safeguarding institutional credibility, legal 

compliance and brand integrity.

Theme Definition

Human Oversight 
and Accountability

AI must support and enhance human 
work rather than replace human 
judgment, with clear human 
responsibility for reviewing, fact-
checking, approving and taking 
ownership of AI-generated works.

Ethical Use 

AI-generated content must be accurate, 
truthful and not misleading, with 
particular caution applied to visual and 
audio outputs.

Transparency 
Appropriate disclosure of AI use is 
encouraged, though formal labelling 
requirements vary across institutions.

Brand Integrity 
AI use must align with institutional 
values, voice and messaging standards. 
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What’s a Break Type?

Break types can be anything 

that you want to consider the 

section following the divider as:

• Section

• Chapter

• Essay

• Appendix

• Etc.

If not needed, you may delete 

the break type box.

Research Findings

• Analysis of Institutional AI Policies in Australia

• Major Themes in AI Marketing and Communications 
Policies

– Human Oversight and Accountability

– Ethical Use

– Transparency  

– Brand Integrity 
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Analysis of Institutional AI Policies in Australia

Australian Institutional Landscape 

General AI Governance Policies Applicable but Not Specific to Marketing 

and Communications

Several Australian universities, including Western Sydney University, Swinburne University of 

Technology and Federation University Australia, have adopted institution-wide AI policies covering 

teaching, research and administrative functions.

These policies emphasise responsible use, legal compliance, privacy and ethical oversight, 

positioning AI as a tool to be used in alignment with institutional values. However, they typically do 

not provide detailed guidance specific to marketing and communications, such as standards for 

imagery, branding or public disclosure.

For partner institutions, this suggests that marketing AI governance in Australia is currently 

embedded within broader institutional AI frameworks rather than established as standalone 

policies.

EAB analysis and AI-enabled research support. AI-assisted content reviewed and finalised by EAB researchers.

Theme Western Sydney University
Swinburne University of 
Technology 

Federation University 
Australia

Human 
Oversight and 
Accountability

Commits to maintaining 
‘excellence and integrity’ as AI 
applications evolve.

Requires AI use to comply with 
policies, legislation and risk 
controls.

Explicit mention of human 
oversight and risk mitigation.

Ethical Use 
Strong focus on responsible 
and ethical application across 
all departments. 

Establishes ‘guardrails for 
responsible adoption of AI 
tools’ aligned with ethical 
principles and legal 
requirements.

Incorporated via risk/ethical 
principles in guidelines and 
values. 

Transparency 

Emphasises responsible and 
ethical use; transparency not 
articulated as a standalone 
principle.

Embedded within governance 
and compliance expectations; 
not articulated as a standalone 
principle.

Explicitly stated as a policy 
purpose for responsible 
disclosure. 

Brand 
Integrity 

AI use is aligned with academic 
integrity expectations.

Support via broader integrity 
policies. 

Explicit linkage to academic 
integrity procedures and AI-
related misconduct.

Ensure Alignment with Existing Institutional and Legal Frameworks

Many institutions explicitly state that AI use must align with existing institutional policies, including 

copyright, intellectual property, data governance, privacy and academic integrity policies. AI 

marketing and communications guidance should clearly reference and integrate with existing 

copyright and privacy policies.

Establish Shared Definitions of AI and Generative AI

Some institutions, including Western Sydney University, incorporate clear definitions of ‘Artificial 

Intelligence’, ‘Generative AI’ and ‘Algorithms’ within their policies. These definitions distinguish 

between traditional automated systems and generative tools that create new content such as text, 

images or audio.

In a rapidly evolving landscape, defining key terms establishes a shared institutional language and 

reduces ambiguity about what tools fall within policy scope. This is particularly relevant in 

marketing and communications contexts, where a wide range of content-generation tools may be 

used across teams. For partner institutions, this suggests that including clear definitions at the 

outset of an AI policy may improve consistency in interpretation and implementation.

https://policies.westernsydney.edu.au/document/view.current.php?id=386#:~:text=Top%20of%20Page-,SECTION%202%20%2D%20DEFINITIONS,automate%20decision%2Dmaking.%20Algorithms%20may%20use%20AI%20to%20produce%20improved%20outcomes.,-Top%20of%20Page
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Institution Examples

Harvard Business School

• ‘Responsible use includes sufficient human oversight of any AI generated 
content or analysis to ensure accuracy and quality’.

• ‘Human oversight is the best way to mitigate the risks of using AI in our 
marketing activities’.

• ‘Creating drafts of written content for articles, social media, emails, and 
ads if they are carefully proofread for accuracy and quality by humans’.

• ‘Generating transcripts for audio and video content if reviewed for 
accuracy and quality’.

Iowa State University 

• ‘AI should never replace human creativity and judgment’.

• ‘Marketing and communications materials cannot be created solely by 
generative AI’.

• ‘To ensure the authenticity of all Iowa State University communication 
and marketing content, AI tools should only be used to assist with 
content generation and editing’.

• ‘Human review is required for all content produced with AI assistance’.

• ‘Communication and marketing professionals are responsible for the 
content they create, including content generated using AI, and should 
review all content, prior to publishing, to determine if it meets the 
intended needs and aligns with Iowa State guidance.’

• ‘Did AI assist rather than create?’

• ‘Did a human review for accuracy, bias?’

Southern Illinois 
University 

• ‘All AI-generated content must be rigorously reviewed and fact-checked 
by a human to ensure accuracy and avoid the dissemination of 
misinformation’.

• ‘All AI-generated text must be thoroughly reviewed, edited, and fact-
checked by a human before publication’.

• ‘AI-generated ideas should serve as a starting point for human creativity 
and strategic thinking’.

Major Themes in AI Marketing and Communications 
Policies

Human Oversight and Accountability

Policies Establish Human Responsibility for Final Product, with AI for 

Supporting and Enhancing 

For partner institutions, a strong human oversight clause should be treated as foundational, clearly 

defining who holds responsibility for final approval of AI-assisted published work. Across all 

institutions examined, human oversight emerges as the most consistent and clearly articulated 

requirement. Every policy reviewed states that AI must support rather than replace human work. 

Institutions uniformly prohibit the publication of unreviewed AI-generated content and require staff 

to review, edit and fact-check content before release. Several institutions go further by explicitly 

assigning responsibility to the individual communicator and clarifying that accountability cannot be 

delegated. In some cases, policies include defined approval pathways for higher-risk uses or outline 

consequences for non-compliance.

EAB analysis and AI-enabled research support. AI-assisted 
content reviewed and finalised by EAB researchers.
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Human Oversight and Accountability (cont.)

Institution Examples

Stanford University 

• ‘AI should be used to augment, not replace, human work’.

• ‘Humans must take responsibility for the AI tools and systems they use at 
Stanford’.

• ‘You are responsible for oversight of any content you produce using AI to 
ensure that content is accurate, in alignment with institutional values, and 
in compliance with the policies set forth in this document’.

• ‘You are personally responsible for conforming to this requirement and 
this responsibility may not be delegated to another employee’.

• ‘The author(s), and not the AI, are responsible for reviewing and ensuring 
the accuracy of any images, content, or research in which an AI was 
utilized’.

Texas State University 

• ‘AI is a tool to augment human creativity, not replace it’.

• ‘We are accountable for all work created with AI assistance, and we will 
ensure it meets brand standards and is free from misinformation and 
bias’.

• ‘All content created with AI assistance must be thoroughly reviewed for 
accuracy’.

• ‘Do not publish AI-generated content without human review and revision’.

• ‘Final edits should always be performed by a human to ensure accuracy 
and alignment with the university's brand guidelines and voice’.

The University of 
Alabama 

• ‘Do not publish unedited AI-generated material as a standalone finished 
deliverable’.

• ‘Do not rely exclusively on AI-generated accessibility features without 
human review’.

• ‘Always review AI-generated alt-text, captions, and transcriptions to 
ensure accuracy and appropriateness for all users’.

• ‘While AI can assist in creating accessible content, human oversight 
remains necessary’.

The University of 
Minnesota 

• ‘At the University of Minnesota, it is not a replacement for our marketing 
and communications staff but augments the work we do’.

• ‘Review, verify, and modify all Generative AI-produced content’.

• ‘AI output should never be your final product’.

• ‘You are responsible for published content that includes AI-generated 
material’.

• ‘AI should be used along with human expertise to ensure code reliability, 
security, and maintainability’.
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Institution Examples

Harvard Business School

• ‘Modifying images and video in ways that preserve the original intent of 
the image. For example, it’s okay to remove a wine glass from someone’s 
hand, but not to change the setting in which the photo was taken’.

• ‘Generating original images such as illustrations, animations, or data 
visualizations. However, generating photos of composite people to appear 
as students or participants is never appropriate’.

Iowa State University 

• ‘Does the final product respect copyright?’

• ‘Does it uphold privacy laws, maintain confidentiality?’

• ‘Confidential data should not be entered into generative AI tools’.

Southern Illinois 
University 

• ‘We are committed to using generative AI in a manner that respects 
intellectual property, avoids plagiarism, and upholds ethical standards’.

• ‘Student Privacy and Consent: We will not use generative AI to create or 
manipulate images or representations of students without explicit and 
informed consent’.

• ‘Generating False or Misleading Information:

- Creating AI-generated content that is factually inaccurate or 
misleading.

- Using AI to generate fake testimonials or endorsements.

- Modifying images and video in ways that alter the original intent of 
the image’.

• ‘Using AI to generate content that infringes on existing copyrights or 
intellectual property’.

• ‘Generating content that is racist, sexist, or otherwise discriminatory’.

Ethical Use 

AI-Generated Content Required to Be Accurate, Truthful and Not 

Misleading; Policies Apply Particular Caution to Visual and Audio Outputs

Institutions consistently address copyright, intellectual property, privacy and misinformation risks. 

Most explicitly prohibit uploading confidential or sensitive institutional data into generative AI tools. 

Many include language restricting deceptive practices, such as fabricating testimonials, generating 

fictional students or altering imagery in misleading ways. Several institutions also address bias, 

discrimination and political neutrality. The majority of institutions provide clear guidelines, while 

Iowa State University provides questions for staff members to ask themselves to ensure alignment 

with the policy. Ethical use trends suggest that ethical guidance should move beyond general 

statements and include explicit prohibited examples, particularly regarding images, likeness and 

confidential data.

EAB analysis and AI-enabled research support. AI-assisted 
content reviewed and finalised by EAB researchers.
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Ethical Use (cont.)

Institution Examples

Stanford University 

• ‘Ensure that your usage of AI complies with intellectual property rights 
and laws such as copyright, trademark, and trade secrecy protections’.

• ‘You may not provide any confidential or legally privileged information of 
Stanford or a third party to generative AI tools’.

• ‘You may not use an AI to advocate on behalf of Stanford for any political 
position or political party’.

• ‘Use of third-party copyrighted or trademarked material or use of a 
person’s likeness without permission in interacting with an AI model may 
be illegal and could expose Stanford to significant financial liability’.

• ‘All data used to create new AI applications with university resources 
should be collected in legal and ethical ways and you should document 
the provenance of any data you use with these tools’.

Texas State University 

• ‘Do not use AI to edit images, video, or audio in a way that could deceive 
audiences or misrepresent reality’.

• ‘Ensure content created with the assistance of AI does not violate 
copyright laws’.

• ‘Never enter confidential, sensitive, or proprietary data into AI tools’.

• ‘AI-generated content can include inaccurate, misleading, or fabricated 
information. All content created with AI tools should be vigorously fact-
checked using reliable sources’.

The University of 
Alabama 

• ‘As a public research institution, it is essential that the communications 
and media we produce be authentic, truthful, and serve the public 
interest’.

• ‘AI tools should never be used to add, remove, or reposition elements in 
photographs or videos in ways that distort their factual or historical 
accuracy’.

• ‘Never use generative AI tools to create misleading, biased, harmful, or 
discriminatory content’.

• ‘Do not input confidential, protected, or sensitive UA information into 
generative AI tools’.

The University of 
Minnesota 

• ‘Ensure use of AI complies with University data privacy and information 
security policies’.

• ‘No University data should be inputted into a Generative AI engine’.

• ‘Maintain ethical use of AI across your department or team’.

• ‘Be mindful of bias in image creation with Generative AI’.

• ‘AI tools can reflect biases present in discriminatory training data’.
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Institution Examples

Harvard Business School

• ‘Original images (e.g. illustrations, data visualizations) generated with AI 
must be identified as such by placing the following tag in the lower right 
corner of the image: Created using AI’.

• ‘Images that are modified, edited, or enhanced (e.g. sharpened, color-
corrected) do not require a tag’.

• ‘Since drafts of articles, social posts, transcripts, and other written 
content will be edited and fact-checked by people, they also do not 
require a tag’.

Iowa State University 

• ‘Does the piece attribute original creators, including AI where relevant?’

• ‘Some social media platforms require a label or transparency statement. 
For META platforms, check the box “Label as Made with AI” before 
posting. For other platforms, the following statement may be used: “A 
portion of this work was supported by AI technology tools, with content 
vetting and refinement from subject-matter experts or editors.”’.

Southern Illinois 
University 

• ‘When generative AI is used, it should be done in a way that is clear and 
transparent to the audience’.

• ‘A written disclaimer identifying the work as generative AI is required 
where applicable’.

• ‘Original images (e.g., illustrations, data visualizations) generated with AI 
must be identified as such by placing the following tag in the lower right 
corner of the image: “Created using AI.”’.

Stanford University 

• ‘You should credit/indicate the model that created the image in any photo 
credit line’.

• Final drafts may not necessarily need to note AI use, however:

- ‘You are responsible for…disclosing the presence of an AI in the 
drafting and/or research process to the relevant editor’.

- ‘The author must disclose the use of an AI to the receiving editors in 
University Communications’.

Texas State University • ‘We will be open with co-workers about how and when we use AI tools’.

Transparency 

EAB analysis and AI-enabled research support. AI-assisted 
content reviewed and finalised by EAB researchers.

Appropriate AI Use Disclosure Is Encouraged Internally; Published Work 

Disclosure Requirements Vary

All institutions’ policies reference transparency, but implementation of disclosure of AI use in final 

publications varies. Some require public disclosure when AI-generated images or substantial AI 

assistance is used. Others require disclosure only to editors, supervisors or internal teams. A few 

policies provide standard disclaimer language for external publication. Many institutions distinguish 

between AI-assisted drafting and fully AI-generated content when determining disclosure 

expectations. There is no uniform standard across institutions, indicating that transparency remains 

an evolving area. However, a consistent expectation exists that AI use should not be concealed in 

contexts where audiences could reasonably assume content is fully human-created. Overall, this 

suggests the need to clearly define when disclosure is required, to whom it applies and whether 

requirements differ by medium or level of AI involvement.
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Transparency (cont.)

Institution Examples

The University of 
Alabama 

• ‘Clearly disclose the use of AI-generated content when published. 
Transparency is required when using AI-generated materials. Any 
published content generated or substantially influenced by AI should 
include an explicit disclosure, clearly visible to the audience’.

• ‘Example Disclaimer:

- Disclaimer: Generative AI tools were used to create this image’.

The University of 
Minnesota 

• ‘Be transparent in your use of AI’.

• ‘Before using a program that requires recording voices or faces for a 
meeting or presentation, disclose your intended use to participants so 
they can make an informed choice about their likeness becoming part of 
AI data’.

• ‘Because of the nature of AI, the work must be cited’
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Brand Integrity 

AI Use Must Align with Institutional Values, Voice and Messaging 

Standards

AI policies for marketing should explicitly reference brand governance and include clear restrictions 

on logo re-creation, landmark depiction and institutional identifiers, as brand protection is a 

dominant concern in marketing-specific AI policies. Institutions consistently require that AI-assisted 

content align with institutional voice, values and messaging standards. Many explicitly prohibit re-

creating logos, mascots or official marks using AI tools. Several institutions also prohibit generating 

fictional campus imagery, altering landmarks or misrepresenting institutional spaces. 

Institution Examples

Harvard Business School

• ‘These guidelines are intended to set boundaries on the sanctioned uses of AI in 
our marketing activities’.

• ‘To ensure the authenticity of the content we produce, it is important to be 
transparent about the use of AI’.

Iowa State University 

• ‘Does it align with brand values, ethos and ethical standards?’

• ‘Use of generative AI must align with the university’s mission, vision and values 
and comply with all state and federal laws and institutional regulations and 
requirements’.

• ‘As Iowa State marketing and communication professionals, we must use these 
tools responsibly and in compliance with existing university policy and brand 
marketing guidelines to maintain the trust of our students, faculty, staff, alumni 
and other stakeholders’.

• ‘Use of generative AI tools must comply with existing Iowa State policies’.

Southern Illinois University 

• ‘All marketing materials should accurately reflect the institution's values, culture, 
and student experience’.

• ‘We prioritize genuine content created by or featuring real members of our 
community’.

• ‘The final content must align with the institution's brand voice and messaging’.

Stanford University 
• ‘AI systems should be built and/or procured to support Stanford’s mission and 

values’.

Texas State University 

• ‘Ensure all content created with AI assistance reflects TXST’s voice’.

• ‘Do not use AI tools to re-create or modify university logos or marks’.

• ‘AI should never be used to violate existing university policies’.

The University of Alabama 

• ‘Use of AI technologies should enhance brand storytelling and visual identity, not 
alter it’.

• ‘No AI-generated material should be published as representative of a real UA place, 
person, or thing’.

• ‘Never use AI-generated content in contexts that imply it is an accurate or 
authoritative representation of specific individuals, buildings, campus landmarks, 
historical moments, or university-endorsed activities’.

• ‘Never use AI tools to reproduce, alter, or mimic official University logos, 
wordmarks, identifiers, or mascots’.

The University of Minnesota 

• ‘Remember to review the output and edit content to align with the University’s 
editorial style’.

• ‘Generative AI should not be used to produce or modify any University trademarks, 
mascots, or otherwise without explicit permission from University Marketing 
Communications’.

• ‘At this time, we advise AI should not be used in the creation of institution-specific 
content (e.g. leadership messaging)’.

EAB analysis and AI-enabled research support. AI-assisted 
content reviewed and finalised by EAB researchers.
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Research Methodology

Research Overview

EAB completed a responsive research report to inform the development of a 

policy for the use of AI in institutional marketing and communications.

This research reviewed AI-specific and broader marketing and communications 

policies across institutions in Australia and the United States to identify common 

governance approaches, guidelines, approval processes, disclosure practices and 

ethical considerations.

Findings were synthesised to surface key themes and policy considerations.

Project Sources

Researchers consulted the following sources for this report:

• Federation University Australia. Artificial Intelligence Guidelines. 

https://policy.federation.edu.au/corporate_governance/procedures/artificialinte

llegence/. 

• Harvard Business School. Marketing AI Guidelines. 

https://www.hbs.edu/about/campus-and-culture/policies/marketing-ai-

guidelines.

• Iowa State University. AI Guidance for Communications and Marketing 

Professionals. https://marcom.iastate.edu/ai-guidance-communications-and-

marketing-professionals.

• Southern Illinois University. AI Policy. https://ucomm.siu.edu/marketing-

support/ai-policy.php.

• Stanford University. AI Guidelines for Marketing and Communications. 

https://ucomm.stanford.edu/policies-and-guidance/ai-guidelines-marketing-

and-communications.

• Swinburne University of Technology. Artificial Intelligence Guidelines. 

https://www.swinburne.edu.au/about/policies-regulations/artificial-

intelligence-guidelines/.  

• Texas State University. AI Guidelines. https://brand.txst.edu/resources/ai-

guidelines.

• University of Alabama, The. AI Guidelines. https://stratcomm.ua.edu/ai-

guidelines.

• University of Minnesota, The. Guidance on the Use of Generative Artificial 

Intelligence (AI). https://umarcomm.umn.edu/resources/guidance-use-

generative-artificial-intelligence-ai.

• Western Sydney University. Use of Artificial Intelligence Policy. 

https://policies.westernsydney.edu.au/document/view.current.php?id=386.  

AI-assisted content reviewed and finalised by EAB researchers.
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Policy Examples

Iowa State University 
AI Guidance for Communications and Marketing Professionals

https://marcom.iastate.edu/ai-guidance-communications-and-marketing-professionals
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Iowa State University (continued)
AI Guidance for Communications and Marketing Professionals

https://marcom.iastate.edu/ai-guidance-communications-and-marketing-professionals
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Iowa State University (continued)
AI Guidance for Communications and Marketing Professionals

https://marcom.iastate.edu/ai-guidance-communications-and-marketing-professionals
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Iowa State University (continued)
AI Guidance for Communications and Marketing Professionals

https://marcom.iastate.edu/ai-guidance-communications-and-marketing-professionals
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Western Sydney University 
Use of Artificial Intelligence Policy 

https://policies.westernsydney.edu.au/document/view.current.php?id=386&utm_source=chatgpt.com
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Western Sydney University (continued)  
Use of Artificial Intelligence Policy 

https://policies.westernsydney.edu.au/document/view.current.php?id=386&utm_source=chatgpt.com


Education’s Trusted Partner to 

Help Schools and Students Thrive

Insight-Powered Solutions for Your Top 
Priorities and Toughest Challenges

Institutional 
Strategy

Future-proof your 
institution by addressing 

immediate and long-term 
opportunities and threats 

Undergraduate
Marketing and 

Enrollment 

Reach, engage, and 
enroll future classes in 
a dynamic market with 
demographic headwinds 

Graduate 
Marketing

 and 
Enrollment 

Secure 
enrollments 
and revenue 
in an evolving 
graduate, 
online, and adult 
learner market 

Student 
Success

Support, retain, and 
empower students in 
college and beyond 

Data and 
Analytics 

Improve decision-making 
and accelerate innovation 

with a modern data and 
analytics infrastructure 

Advancement 

Meet aspirational 
giving goals in an 
era of competing 

fundraising priorities 
and shifting 

donor interest

We partner with 2,800+ institutions 

to accelerate progress, deliver 

results, and enable lasting change.

95%+ of our partners return to 

us year after year because of 

results we achieve, together.

eab.comK12 • Community Colleges • Four-Year Colleges and Universities • Graduate, Professional, and Adult Programs • Employers
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ABOUT EAB

At EAB, our mission is to make education smarter and our communities stronger. 

We work with more than 2,800 institutions to drive transformative change 

through data-driven insights and best-in-class capabilities. From kindergarten 

to college to career, EAB partners with leaders and practitioners to accelerate 

progress and drive results across enrollment, student success, institutional 

strategy, data analytics, and advancement. We work with each partner 

differently, tailoring our portfolio of research, technology, and marketing and 

enrollment solutions to meet the unique needs of every leadership team, as 

well as the students and employees they serve. Learn more at eab.com.

202-747-1000 | eab.com

@eab @WeAreEAB@eab-

EAB Contact Info
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