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Letter from the Chief
Communications Officer
The Office of Communications and Media Relations serves L.A. Unified through an
experienced and collaborative team who believes that, by working together, we can
achieve great results. We understand the importance of open communication and of
building on positive relationships as we support the District’s mission to prepare all
graduates for college and careers.

We are the go-to source for complete, timely and accurate information about
L.A. Unified. This updated Communications Plan outlines four key strategies designed
to raise awareness of the District’s objectives and achievements. The plan also provides
context for initiatives we began in 2015-16, and the expansion of the traditional
functions in media relations, crisis management and overall communications support.
This plan also elaborates on marketing efforts to help showcase the full range of
educational choices available to L.A. Unified families.

I want to thank my team for working tirelessly on behalf of our students, schools and
employees. The achievements and key strategies described within this plan could not
have been realized without their innovation, hard work and dedication.

If you haven’t already, I would like to invite you to subscribe to lausddaily.net; like us on
Facebook.com/LosAngelesSchools
and follow us on
www.twitter.com/LASchools.

Thank you and happy new school year!

Shannon Haber
Chief Communications Officer
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About the Office of Communications
and Media Relations
The Office of Communications and Media Relations builds relationships with all stakeholders as a
credible, consistent and transparent source of information for L.A. Unified. We tell the District’s story
and support its primary mission to prepare all graduates for college and careers. Our experienced
team is committed to providing open, accurate and effective information to staff, students, parents/
guardians, community groups and the public. We understand that maintaining strong relationships
with our stakeholders provides the foundation for a strong school district that is truly unified.

Primary Objectives
By adhering to the following objectives, our team will achieve long-term success:
• Utilize the skills and expertise of the seasoned Communications staff to promote the District
and to support the administration in achieving its strategic goals.
• Foster strong relationships with the media, providing timely and accurate information and
serving as a liaison between reporters and the Superintendent, school Board members and
all employees.
• Create key messages that establish “one voice” across all communications channels.
• Foster strong relationships with District staff, parents, community partners and decision-makers.
• Provide guidance and direction for messages and initiatives in support of District goals.
• Strengthen internal communications and improve employee engagement.
• Establish strong, positive connections among local districts, schools and communities.
• Coordinate internal and external communications regarding safety issues and during crisis
situations.
• Provide excellent customer service, increased efficiency and high-quality talking points and
promotional materials.
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Key Responsibilities and Highlights
Media Relations
The Communications team is the “go-to” source for print, broadcast and online journalists to
get complete, accurate and timely information about L.A. Unified. In 2015, we placed a greater
emphasis on pitching positive stories to the media. As a result, we received national coverage about
Cedrick Argueta, the calculus whiz from Lincoln High School, and the unprecedented relocation of two
schools due to the Aliso Canyon natural-gas leak.
Our responsibilities include:
• Responding to media inquiries			
• Scheduling and supporting media events		

•
•

Issuing press releases and media advisories
Announcing high-level appointments

Crisis Communications
A highly effective communications team is never more vital than during an emergency or sensitive
situation. The team must work under rapidly changing conditions to provide internal and external
stakeholders with accurate and updated information while ensuring that the safety of students and
schools is not compromised. Our response during the District shutdown in December 2015, and during
more frequent school lockdowns, highlights the importance of this work.
During a crisis, the Communications team typically works in collaboration with School Police,
Operations and Student Health and Human Services, although other District offices and outside
agencies may be involved. We work to:
• Provide support to Local District and school-site administrators.
• Provide up-to-date information to parents and guardians via social media and Connect Ed
messages. Relay timely and accurate information to the news media for dissemination to the
public at large.

Marketing Support
We are excited to launch a new website that features tools and
resources to help schools and offices promote their unique
programs, innovative initiatives and outstanding achievements.

17,400

Social Media
Leading the District’s social media outreach, the Communications
team supports the official Facebook (@LosAngelesSchools),
Twitter (@LASchools) and the Superintendent’s Twitter
(@MichelleKingLA) sites.

12,000
“likes”

followers
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Oversight of Key District Websites
With the goal of reaching a wide and varied audience, the
Communications team manages the home page of the District’s
website, lausd.net, which garnered nearly 52 million views
during the 2015-16 school year. The team expanded its
outreach over social media by livestreaming and tweeting
Board of Education meetings and other key events on the
District’s home page. The Communications team also manages
the parents, students and employees’ portals; the Office of
Communications website; and the Superintendent’s website.

LAUSD Daily
Launched last year as part of a long-term strategy for promoting the success of our students,
employees and schools, LAUSD Daily currently reaches more than 81,000 subscribers. LAUSD Daily
features compelling stories that keep the community informed while serving as a resource for the news
media. In addition to content produced by the Communications staff, the Daily features stories, photos
and video submitted by employees, parents and students.

A Presentation of District Highlights for Board Meetings
The Communications team launched a new feature in the spring that highlights achievements by
students, faculty and employees. Images of these successes are included in a slideshow that is
presented prior to regular Board of Education meetings and other key events. The presentation is
livestreamed on lausd.net and broadcast on KLCS-TV, the District-owned PBS station.

News Clippings
Current news articles related to L.A. Unified or education in general are assembled daily and
distributed to key District officials.

Internal Communications and Staff Support
With decades of experience, the Communications team is well-equipped to support the
Superintendent, the Board of Education and other high-level officials in the following areas:
• Preparation and guidance during media interviews
• Creating strategies to promote District programs and initiatives
• Organizing town halls and other leadership forums
• Media training

Communications Resources
The team has created a Style Guide that includes tips and
guidelines for writing clear and concise communications.
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Staffing and Assignments
Office of Communications and Media Relations

Shannon Haber
Chief Communications Officer

Susie Solano
Administrative
Secretary

Gayle Pollard-Terry
Deputy Chief
Communications
Officer

Catarino Arias
Director
Translations Unit

Monica Carazo
Public Information
Officer II
(Bilingual)

Translations Staff

Lourdes Valentine
Marketing Director

Ellen Morgan
Public Information
Officer II
Daryl Strickland
Public Information
Officer II
Elvia Cano
Provisional
Public Information
Officer II

(Bilingual)
Barbara Jones
Provisional
Public Information
Officer II
Samuel Gilstrap
Provisional
Public Information
Officer II
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Staff Assignments
Staff

Staff Assignments

Shannon Haber

Chief Communications Officer. Main point of contact for
Superintendent, the Board of Education and Senior Leadership.
Lead on Budget, General Counsel and Government Affairs.

Gayle Pollard-Terry

Deputy Chief Communications Officer. Lead on Crisis Communications,
Foster Care and Special Education. Manages office budget, payroll,
personnel and schedule.

Lourdes Valentine

Marketing Director. Lead on Marketing and Communication strategies
and implementation.

Elvia Cano

Facilities, Office of Environmental Health and Safety, and Procurement.

Monica Carazo
Local Districts Central
and East

Academic Decathlon, Arts, Attendance, Dropouts and Student Recovery,
Early Childhood Education, Homeless and Displaced Students, Honor
Band, Multilingual and MultiCultural Education, Parent and Community
Involvement, and School Police.

Samuel Gilstrap
Local District Northeast

Information Technology Division, Instructional Technology Initiative,
Special Projects.

Barbara Jones
Local District Northwest

Achievement Gap, Adult and Career Education, Data and
Accountability, Government Affairs, Human Resources and Personnel,
Inspector General, Instruction, Library and Textbook, Magnet/Gifted,
Open Enrollment and Testing. Editor of LAUSD Daily.

Ellen Morgan
Local District West

Bullying, Drugs, Charters, Donations/Partnerships, Emergency Operation
Center, Film LA, Food Services, LGBT, Health/Nursing Services,
Sexting, Transportation Services and Teacher of the Year.

Daryl Strickland
Local District South

Athletics, Copy Editing and Stylebook, Discipline and Expulsion,
Fingertip Facts, Labor, Norm Day, School Operations, Pilots, School
Choice, Reconstitution, Website home page/key portals maintenance.

Everyone is responsible for: Crisis Communications, Honors and Recognition, Social Media and
LAUSD Daily.

7

Primary Audiences

We reach a variety of audiences, including the following:
Internal Audiences
• Students
• Parents and guardians
• School principals, faculty and staff
• Board of Education
• District leadership
• Certificated staff
• Classified staff

External
• Parent-Teacher organizations
• Taxpayers
• News media
• Community groups
• Civic leaders

Communication Channels

Here are examples of the current communication channels we use to connect with various audiences:

E-Mail

(List-serve)

Blackboard
Connect

Traditional Print
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External

(Telephone tree to
school sites and mass
distribution)
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Internal

(Flyers, Brochures,
Posters)

Social Media

(Facebook, Twitter,
Instagram)

Internal

Interna
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The
Message
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External
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Intern

Publications

(District Partners,
Community-Based
Organizations, Parent
Community Student
Services Branch)

l
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News Media

(Press Releases,
Media Advisories,
Story Pitches)

al

na

Inte

E
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ter
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xte

Digital

(LAUSD Daily, LAUSD
website, LAUSD Brief,
school websites)

Television

(KLCS-TV original
programming, news
content, public
service
announcments)

Organization
Meetings

(Local District,
Administrator,
Organizations,
Student Meetings)
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Executive Summary
This plan provides a roadmap for the Office of Communications and Media Relations,
based on analyses and evaluation of services provided the previous school year. Analyses
include quantitative, qualitative, trend and research of best practices throughout the public and
private sectors.
As a result of the findings, the Office of Communications will focus on four new strategies for the
2016-17 school year:
1.
2.
3.
4.

Raise awareness of District objectives
Broaden and facilitate internal and external communications
Continue to build public confidence in L.A. Unified
Continue to develop and implement marketing support

We will raise awareness of District objectives by sharing the strategic plan and telling stories that relate
to the goals. We will also promote the new slogan, “Believe. Achieve. L.A. Unified.”
We will broaden and facilitate internal and external communications by enhancing key District web
pages, including the home page, the Superintendent’s website, student, employee and community
portals. Our goal is to increase the audience of the LAUSD Daily, the District’s online publication, as
well as strengthen the utilization of communication channels, like Facebook and Twitter.
We will continue to build public confidence in L.A. Unified by increasing our communications channels
and expanding collaborative efforts with District offices to promote programs and new initiatives. The
Communications team will continue to provide a rapid response to internal and external audiences
during times of crisis. We will continue to provide media trainings to district and school administrators.
We will continue to develop and implement marketing support by providing templates to help schools
promote themselves. Training and a toolkit will also be launched this school year.
This plan is designed to align the Office of Communications and Media Relations with the work of
District schools and offices. It is reviewed annually by the Superintendent of Schools and the Board of
Education.
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Key Strategies

Key Strategy #1:
Raise awareness of
District objectives
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The Communications team will promote the District’s
work in educating and serving students and advance
the District’s position as a leader in 21st century
teaching and learning strategies.

“

Telling stories related to the District’s goals.

The Office of Communications is so much
more than the PR branch of our district.
They are the storytellers who communicate
the narrative of student success in our
schools that otherwise would go untold or
ignored.

“

The District’s goals include 100 percent graduation;
proficiency for all; 100 percent attendance; parent,
– Principal Ari Bennett,
community and student engagement; and school
Francis Polytechnic Senior High School
safety. The Communications team will seek and
share stories of student achievement, best practices
and collaboration, as well as parent/guardian and community engagement. This includes highlighting
teachers who implement a well-designed and comprehensive curriculum; innovative academic
programs; and positive school climates told through the lens of students, administrators, teachers,
parents/guardians and the community. Ongoing.

Promoting the new District slogan, “Believe.
Achieve. L.A. Unified.”
The Communications team has developed and will
promote the new District slogan: “Believe. Achieve.
L.A. Unified.” Through avenues like LAUSD Daily and
social media, the team will continue to build on the
great stories about students and schools. In addition,
we will share this slogan via hashtags on social media
posts, i.e., #believeLAUnified, #achieveLAUnified,
#believeachieveLAUnified.
Launched August 2016.

“

Day in and out, each team member is
committed to publishing the best and most
reliable information about the L.A. Unified
District...Teamwork and perseverance were
the greatest things that I learned.
– Victoria Catarroja, student,
School of Business and Tourism
at Miguel Contreras Learning Complex
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“

Key Strategy #2:
Broaden and facilitate
internal and external
communications
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Enhancement of the District Web Pages
The Communications team is in the midst of enhancing
the home page and key sites on lausd.net to better
reflect student and school voices, engage our audiences
and provide a more user-friendly and story-focused
experience.
The District website attracted nearly 52 million views
during the 2015-16 school year. The home page was
the most-visited site, with 37.6 million unique visitors.
Other popular web pages include the Employee page,
School-Based Quick Links & Tech Apps and Career
Opportunities.

“

The Office of Communications
and Media Relations has been my
true partner as I work to celebrate
the great work of our schools and
communities in Local District
Northwest.
– Vivian Ekchian, Superintendent,
Local District Northwest

“

For 2016-17, the home page will add a link to news clippings and a video archive. We will streamline
and modernize the look of the home page, and update the student, employee and community portals.
Long-term modifications will include other functions, such as inquiry-based solutions, to meet
stakeholders’ needs. Launch September 2016.
The Communications team also manages the Superintendent’s website which features strategic
plan development; the Superintendent’s twitter feed (@michellekingla); and information about the
Local Control and Accountability Plan and the ongoing Listen and Learn Tour. For 2016-17, the
Superintendent’s website will include a quarterly column, featuring highlights from school visits and
updates on key initiatives. Launch September 2016.
The Office of Communications website contains helpful resources including photo release forms and
Fingertip Facts. In 2016-17, we will add a tab with templates of promotional materials – such as
brochures and newsletters – to help schools market themselves as a high-quality choice for students
and families. See Page 20 for more information.
Launch August through September 2016.
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Increase audience of the LAUSD Daily
Our goal is for LAUSD Daily to become the “go to”
publication for our L.A. Unified family and beyond. More
than 340 stories have been published since LAUSD Daily
launched in September 2015. We are proud that some of
the positive stories that originated in LAUSD Daily received
local, national and international coverage. The story about
Lincoln High School senior Cedrick Argueta, who earned
a perfect score on the AP Calculus exam, and his math
teacher, Anthony Yom, received print, broadcast and online
attention and won the pair a trip to the White House and a
meeting with President Barack Obama.
To date, LAUSD Daily has more than 81,000 subscribers.
For the 2016-17 school year, LAUSD Daily will feature a
new “look” that aligns with the new slogan of “Believe.
Achieve. L.A. Unified.”
To increase parent/guardian engagement in
the 2016-17 school year, LAUSD Daily will
be featured in parent-centric activities. This
will eventually include an LAUSD Daily link on
the new parent portal (PASSport). In addition,
information about LAUSD Daily will be featured
in parent committee meetings and in parent
trainings. Launch September 2016.

“

Strengthen utilization of communications
channels
The Communications team relays critical
information through the District’s home page,
Superintendent’s website, LAUSD Daily and
social media. Other channels include KLCS-TV
and the monthly LAUSD Brief for employees. We
are reviewing these communications
channels to determine the most effective and efficient
share information with all stakeholders.

Online resources like LAUSD Daily, in
addition to a variety of events aimed at
building parent and student understanding
of what often seems to be an overwhelming
system, are making a difference in the way
families access critical information, share
their thoughts and concerns, and make
their voices heard. As a parent, I greatly
appreciate this effort from the team and
enthusiastically look forward to the next
steps.
– Evelyn G. Aleman, Grover Cleveland
Charter High School Humanities Magnet
and Ernest Lawrence Middle School Gifted/
Highly Gifted/High Ability Magnet Parent

“

practices and techniques to

14

Increase social media audience
In an effort to increase our social media presence, we will
continue to integrate the schools’ social media channels
with the District’s Facebook and Twitter pages. We will
incorporate popular social media trends, i.e., Throwback
Thursday, as well as fun facts and questions.
Launched August 2016.
Increase effective use of digital and online media
The Communications team will provide best practices,
training sessions and tips for staff to improve access
and use of digital media. We will focus on linking our
communications channels to maximize our reach and level
of awareness. Integrating LAUSD Daily posts with our
Facebook and Twitter posts will provided thousands of new
impressions and potential subscribers.
Launched August 2016.

Automate distribution of news clippings
and relevant information
Beginning this school year, the news clippings will be
automated featuring information that is District- and
education-related. Launch October 2016.

Establish “one voice and message” across
communications channels

“

Dear Wonderful Office of
Communications Staff…Thank
you for everything you have done
to help me…I applaud your
excellence!

The Communications team will continue to offer media
– Marcia Sidney-Reed, California
and crisis communications training to L.A. Unified
National Distinguished Principal,
186th Street Elementary School
administrators, including Local District teams and new
principals, School Board members and senior leadership,
to ensure that staff responses are cohesive. We will also provide immediate central and school-site
communications support to principals and key staff during emergencies and crises. Ongoing.
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“

Key Strategy #3:
Continue to build
public confidence in
L.A. Unified
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Raise awareness of Achievements
within the District
At the end of the day, it’s about the kids.
We will recognize our students and staff for
their amazing accomplishments through a
new television production. “L.A. Unified
On The Move - The Week in a Minute” is
in development with KLCS-TV which will
highlight the District’s activities in 60-second
segments. This production will be shared
through KLCS-TV and online. Ongoing.

Media Outreach by Superintendent King
The Superintendent will expand outreach and
collaboration with the community through a
focused media relations effort. This includes
coverage of activities such as school visits
and a moderated panel of leading educators.
KLCS-TV is planning a series of “minisodes”
featuring the Superintendent’s interactions
with students, families and employees. We will
also continue to facilitate interviews with news
reporters.
Launched August 2016.

Continued Collaboration with District Offices

“

The team has actively supported many District offices
and initiatives, including town halls, public forums and
educational festivals. In addition, we have supported the
Parent Community Student Support Branch with the timeline
for PASSport; and Data and Accountability in communication
on student assessments. Other collaborations include a school
information campaign with Board Office 6 and recruitment
efforts for certificated and classified staff with Human Resources
Ongoing.
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Thank you for holding my hand.
You are great!
– Eugene L. Hernandez,
Administrator of Operations,
Local District Central

“

Division and Personnel Commission.

Crisis Communications
Communications provides a rapid response to
internal and external audiences during crises. We
collaborate with School Police, School Operations,
Student Health and Human Services and other
offices to provide immediate support to schools and
employees and to keep the news media updated
with accurate information.

“

I truly appreciate your rapid
response!
– Principal Sean E. Leyva,
Alta Loma Elementary School

“

As an example, when a credible threat prompted the closure of all schools on December 15, 2015,
the team provided vital information to parents/guardians and the community through statements,
Blackboard Connect messages, social media streams and messages on the District’s website. We also
provided a hotline number which we activated and monitored, as well as hourly updates to the news
media.
LAUSD @LASchools

Tweets on Dec. 15 and 16 generated 1.3
LAUSD schools are closed today due to credible threat.
Updates will be provided via http://lausd.net & 213-241-2064.
million impressions (the number of people
who read the post) and more than 51,000
engagements (those who interacted with the related posts) compared with 221,000 impressions and
2,000 engagements on an average day.

Among the lessons learned from this event included the need to update emergency numbers for
parents/guardians and staff.

“

I can’t express my appreciation enough
to the Office of Communications. They
have been there for our school 24/7.
– Principal Oryla Wiedoeft,
Venice Senior High School

“
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Below is an illustration of the duties of the Communications team during times of crisis. Ongoing.
CRISIS COMMUNICATIONS
LAUSD OFFICE OF COMMUNICATION ORGANIZATIONS AND DUTIES

SUPERVISE

• Coordinates with
Superintendent,
Board Members, LD
Superintendents
• Confirms vital
information (arrests,
deaths, removal of
teachers, etc.)

• Assigns PIO to cover
external events
• Works with social media

MANAGE

Shannon Haber

Chief Communications Officer

Gayle Pollard-Terry

Deputy Chief Communications
Officer

• Reviews 72 hour Letter
• Communicates with School Police Chief
• Communicates with Associate Superintendent,
School Operations
• Conducts Media Interviews
----Select Designee if Desired

• Alerts team re: initial calls (personally, via
e-mail, etc.)
• Sends info to reporters (letters, scripts, etc.)
• Writes any necessary statements

Public Information Officer
(PIO)

Office PIO
Duties

Monica Carazo
Samuel Gilstrap
Barbara Jones
Ellen Morgan
Elvia Perez-Cano
Daryl Strickland

Coordinates with Watch Commander
Sends info and updates to team

RESPOND

PIO answers media
questions and e-mails

Provides content for LAUSD Daily

On-Site
PIO Duties

Arrives at Crisis or School site
or Command Post

Administrator of Operations (AO)
• Coordinates Blackboard Connects
letters, staff memos, scripts
• Work with Translation team as required
• Copy communications when Blackboard
Connect message is delivered

Monitors social media and
shares with Communications
team

Checks-in with AO, Principal/Director,
Local District Superintendent and
School Police

Reports back to Deputy Chief
Communications Officer

Continues to
monitor on-site
media

Receives questions
and responds to media
inquiries

Provides updates and news
statements

TEAM DEBRIEF

Media Relations Training
The Communications team will continue these sessions this year with Local District teams, new
principals, School Board members/staffs and senior leadership. The focus will be on effective
techniques, best practices and using social media. Ongoing.

19

Key Strategy #4:
Implement marketing
support
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District initiatives and resolution calling for marketing support
The District’s 2015 board resolution, “Provide Dedicated District Communications
Staff to Support Schools’ Marketing Efforts,” calls for creating and disseminating
marketing materials such as brochures, flyers and short videos.
The Office of Communications now provides an
advisory role in marketing, communications and
branding services and other resources to the school
community.

Marketing update
The 2015-16 Communications Plan included the
development of a three-phase marketing strategy:
market evaluation; pilot to determine support and
materials needed; and the implementation of a
District-wide campaign. These three phases are
addressed:

“

Thanks to the great work and support of
the office of communications personnel,
Lincoln High School has had an
opportunity to reach out to communities
through local and international media,
and share the great accomplishments
that are taking place here.
– Principal Jose Torres,
Abraham Lincoln Senior High School

Phase 1 Update: Market Evaluation
During the Superintendent’s Listen and Learn Tour, the Communications team surveyed participants
on topics including communications, community support and customer service. Responses were
received from parents, students, teachers, principals and employees across the District.
First Impressions
When asked “Which of the following shaped
your first impression of your school?”
respondents said meeting students or staff
had the highest impact. This was followed
by the school’s reputation and a welcoming
environment. Twenty percent said that a
school information packet provided the
first impression. Of note, 13 percent of the
respondents said that the school newsletter
formed their first impression and 9 percent
indicated that a school flyer or poster gave
the first impression of the school.
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“

Modes of Communications
When asked the best way to communicate a school’s achievement, 47 percent favored a phone call.
The second preferred mode of communication would be flyers, posters and/or brochures.
Phase 2 Update: Pilot Program
Approximately 100 schools that participated in
the Summer Institute for Principals workshop
volunteered to pilot the repository of school
materials. This pilot program provided insight
on the ease of use, and whether they meet the
needs of the schools. This feedback will serve to
improve the materials described.

“

LOVE the templates you sent!
I really like it and have already put
together the postcard and the flyer.
It’s quite easy for me to add the
copy and insert the pictures.
Great idea!!
– Principal Karen Sulahian,
Glenfeliz Avenue Elementary School

“
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School Promotion Materials
To support our schools in promoting themselves,
the Communications team has created professional,
eye-catching templates for print and electronic
media. Each template can be edited so that schools
can personalize their message to appeal to their
community. A variety of designs for brochures, posters,
flyers, postcards, banners and newsletters beginning
in August 2016 through the Communications
website via a single sign-on password. The Office of
Communications will also be available to provide an
advisory role and review of the completed materials.
Launched August 2016.

School Promotion Website and Toolkit
Beginning in August 2016, a school promotion website
will be available with single-sign on access. This website
will include templates as well as a toolkit that includes
practical tips and tools for school promotion, key messages,
inspirational stories and much more to help schools promote
themselves to their community. Areas such as website and
social media tips will also be included. Launch August to
September 2016.

School Promotion Training
During the Summer Institute for Principals in June 2016,
the Communications team presented a workshop on media
training and school promotion. The team is available yearround to present similar training sessions, including an
introduction to downloadable promotional materials, and
handling media inquiries. Ongoing.

Social Media and Online Database
During the sessions, we will take the opportunity to capture attending schools’ social media channels.
In addition, the Communications team will develop a database of social media channels and
websites to widen the communications.
Launch September 2016.

23

Phase 3 Update: Districtwide Informational Campaign
In 2016-17, the team will continue to build the great stories told by students and
their families. For example, the community will be invited to post vignettes about their
favorite educator during Teacher Appreciation Week. We will also feature a graduate every
day beginning mid-May on social media. The Districtwide informational campaign will center on
the new slogan, “Believe. Achieve. L.A. Unified.” Each social media post will include the hashtags,
#believeLAUnified, #achieveLAUnified, #believeachieveLAUnified. Launch September 2016.

Communications Timeline

August
2016
September
• Enhance the District
Home Page
• Enhance LAUSD Daily
• Enhance social media
outreach
• Develop
Superintendent’s
media outreach
• Launch school
promotion materials
and website

October

2016
• Launch the quarterly
Superintendent’s
Column
• Broaden engagement
of the LAUSD Daily
• Develop of social
media database
• Automation of news
clippings

Ongoing
• Media and crisis
communications
training
• School Promotion
presentation
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Tell a Story.
Contact Us
LAUSD Office of Communications
333 S. Beaudry Ave., 24th Floor
Los Angeles, CA 90017
EMAIL: communications@lausd.net
PHONE: 213-241-6766

Follow Us
www.LAUSDDaily.net
www.Facebook.com/LosAngelesSchools
www.twitter.com/LASchools

