'M’ University Policies

The following are policies that directly affect all members of the campus community. It is
important that all individuals involved in campus activities are familiar with these policies in
order for Marshall University and MCTC to function most efficiently as institutions of higher
education.

While every attempt has been made to include the most current edition of each policy, the
revision process is ongoing, and changes may have occurred since the publishing of this
Handbook. Questions regarding these policies should be directed to the Student Legal Aid
Center, 2W23 Memorial Student Center, (304) 696-2285.

ACTS OF INTOLERANCE

Marshall University and MCTC provides more than an intellectual experience. It also provides
the opportunity to further the social growth of students by maintaining an environment
conducive to learning how to get along with peers and how to handle differences such as race,
ethnicity, and gender. Respect for other individuals and the ability to treat others in a civil
manner is a basic tenet on which our society is built. Accordingly, the University and MCTC have
an obligation to address behaviors within our environment that are unacceptable. Incidents
based, for example, on racial or sexual prejudice are inconsistent with our educational mission
and will not be tolerated.

It is a goal of Marshall University and MCTC to provide an environment which is free from acts
of harassment based on intolerance directed against individuals or groups. Harassment is a
violation of University and MCTC policy and will be subject to disciplinary sanctions, including
dismissal from the University when appropriate.

ALCOHOL/BEER MARKETING

Alcohol/beer beverage marketing programs specifically targeted for students and/or held on
campus should conform to the Student Code of Conduct of Marshall University and MCTC, and
should avoid demeaning sexual or discriminatory portrayal of individuals.

Promotion of beverage alcohol/beer should not encourage any form of alcohol abuse, nor
should it place emphasis on quantity and frequency of use.

Beverage alcohol or beer (such as kegs or cases of beer) should not be provided as free prizes to
individual students or campus organizations.

No uncontrolled sampling as part of campus marketing programs should be permitted, and no
sampling or other promotional activities should include “drinking contests.”

Where controlled sampling is allowed by law and the institutional policy, it should be limited as
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