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SYNOPSIS 
Lincoln Public Schools re-evaluated its focus programs after the 
former superintendent identified them as a strategic priority in his 
transition plan during the fall of 2022. Focus programs are the school 
district’s experiential learning offerings available for high school 
students. Currently, LPS has nine focus programs. 

2022-23 Superintendent Transition Plan identified three ways to 
improve the messaging about LPS Focus Programs:

	› Developing a pilot district-wide communications plan with 
recruiting events for all focus programs that target students and 
families. 

	› Creating a similar communications strategy to increase awareness 
about the choice offerings for LPS staff and educators. 

	› Providing students and parents with tools and processes to 
understand the programs and learn about them earlier in the 
student’s academic career. 

The LPS Communications team used this plan to collaborate with LPS 
secondary education leaders and the school counseling supervisor to 
develop a communications strategy to increase overall awareness and 
program enrollment. The enrollment funnel shaped the plan aimed 
to simplify messaging, clarify the programs’ value, maximize existing 
LPS communications channels, and reduce organizational silos to 
streamline admissions processes.  

These efforts lead to three major outcomes:
	› An estimated 35% increase in overall enrollment across LPS focus 

programs between the 2022-23 and 2025-26 school years. 
	› About a 57% boost in inquiries between the 2023-24 and 2024-

25 school years. 
	› A growth of 11% in applications from the 2023-24 to 2024-25 

school years. 

LPS FOCUS PROGRAMS VALUE PROPOSITION 

LPS Focus Programs: a customized high school experience 
rooted in connection and opportunities.

ONE CITY   
ONE PUBLIC SCHOOL DISTRICT 

LPS is the ONLY public school 
district in Lincoln

We’re the SECOND-LARGEST public 
school in Nebraska 

We serve 41,940 students in more 
than 60 buildings

40 elementary schools 

12 middle schools

8 high schools 

8 special sites
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http://bit.ly/LPSFocusPrograms


RESEARCH
The LPS Communications team wanted to better identify 
the problem before devising a communications plan for LPS 
Focus Programs. The team conducted primary and secondary 
research to determine the campaign’s audience, key messages, 
best communication methods, and processes for the strategic 
enrollment communications plan. Team members then refined 
the strategy for the 2024-25 school year. Below is a summary 
of the information collected and how the team utilized it. 

Primary Research 

	› 2022-23 Superintendent Transition Report community 
feedback: From listening sessions with LPS staff, families, 
and community partners, the former superintendent 
found a general lack of knowledge about LPS Focus 
Programs. Participants in the listening session shared 
that people needed clarification and greater awareness 
of the programs, their variety, their purpose, and the 
admissions process. 

	› Spring 2023 Focus Groups: The team later conducted 
a situational analysis regarding the current LPS Focus 
Programs’ messaging with two focus groups. The groups 
included community members, such as parents and local 
workforce development professionals, as well as LPS 
leaders and staff. The focus programs expressed similar 
thoughts as the 2022-23 Superintendent Transition 
Plan, including a lack of clear messaging, overall 
awareness, and no defined brand. They also identified 
opportunities, such as better collaboration among LPS 
staff and community partners, developing a prospective 
student pipeline with middle school students earlier, and 
maximizing the school district’s existing communication 
tools, such as its mass email and social media platforms. 

	› Informal Survey: The LPS Communications team 
distributed an informal survey to executive team 
members and school administrators throughout the 
school district. The goal was to learn more about the 
staff’s understanding of focus programs, their purpose, 
and their value. 

Below are some key themes that emerged from that 
informal internal survey:
	- Focus programs are customized, in-depth learning 

experiences separate from the standard LPS 
curriculum.

	- They offer opportunities for high school students to 
explore their passions and possible career paths.

	- They allow students to build community and 
connections with like-minded peers and educators. 

	- They help foster greater academic engagement 
through their exploration component. 

	- These programs align with the district’s mission of 
increasing graduation rates and preparing students for 
post-graduation life with career and college readiness. 

	› 2023-24 Enrollment Communications Plan Benchmark 
Data: The 2023-24 LPS Focus Programs Enrollment 
Communications Plan mainly served as a pilot to help 
revise messaging strategies and tactics for 2024-25. The 
data revealed that mass emails to our target audience 
(students and families in grades 7-11) were among 
the most effective communication vehicles, and strong 
attendance at the all-focus programs informational 
nights was a tactic to continue.

Secondary Research

	› U.S. social media trends: The team concentrated its social 
media efforts on two main platforms, Instagram and 
Facebook, based on the target audience’s (high school 
seniors and their caregivers) media consumption habits. 
Pew Research Center reported that 59% of teens (ages 
13-17) and about half of adults use Instagram, and close 
to 70% of adults use Facebook. 

	› U.S. attitudes toward K-12 public education: For almost 
a decade, several lawmakers, both nationally and locally, 
have debated the value of public education versus private 
or homeschooling. One of the dominant narratives in this 
discussion is that families and their children have choices 
in their education. 

Research Takeaways
Problem Statement: LPS Focus Programs lack awareness, clear value, and easy-to-understand enrollment processes. 

AUDIENCE KEY MESSAGES COMMUNICATION METHODS

Primary: LPS students and 
families in grades 7-11.

Secondary: LPS middle and 
high school administrators, 
staff, and counselors.  

Key Message #1: Choose your passion — explore LPS Focus Programs.

Key Message #2: Choose your community — join LPS Focus Programs 
to connect with like-minded learners and educators.

Key Message #3: Choose your future — customize your high school 
experience by a focus program that aligns with your future goals, 
grows your network, and opens opportunities.

Email 
	› Direct
	› E-Newsletters

Website 
	› LPS Website 
	› Revamped LPS Focus Programs 
homepage 
	› Counselors Google sites 

Social Media
	› District accounts
	› Middle and high school accounts 
	› Individual focus programs accounts

Print 
	› Printed flyers 

News Media

Word of Mouth (Referrals)
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https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
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https://www.pewresearch.org/internet/2024/01/31/americans-social-media-use/
https://www.edweek.org/policy-politics/what-a-national-school-choice-program-under-president-trump-might-look-like/2024/11
https://nebraskaexaminer.com/2023/06/16/opportunity-scholarship-supporters-to-fight-petition-drive-opposing-the-tax-credits/


LPS Communications used the information from its research 
to develop the LPS Focus Programs Strategic Enrollment 
Marketing Campaign.

LPS Communications used its research to begin collaborating 
with LPS secondary education,  focus programs, and school 
counseling leaders to craft the LPS Focus Programs Strategic En-
rollment Marketing Plan at the start of the 2023-24 school year. 

LPS Communications partnered with these leaders for sev-
eral months to develop the campaign’s strategy. Their work 
includes the communications plan, message map, and pilot 
brand to help align messaging, timelines, and processes about 
LPS Focus Programs. 

Budget 

There was no specific budget for this project. The expectation 
was to utilize the school district’s existing resources, such 
as the LPS Graphics Department, and to operate within the 
funding already allocated to the Communications Depart-
ment, secondary schools, and individual focus programs in the 
approved LPS annual budgets.

LPS Focus Programs Strategic Enrollment 
Marketing Campaign Overview 

GOAL

Boost awareness and enrollment for LPS Focus Programs with 
simplified, streamlined messaging and processes. 

MEASURABLE OBJECTIVES

	› 10% percent of staff, students, and families know about 
LPS Focus Programs. 

	› 15% increase in applicants and inquiries. 
	› 2,500 people attending focus programs recruitment 

events.

Strategies and Tactics

STRATEGIES

	› Highlight LPS Focus Programs for internal and external 
audiences. 

	› Model college admissions and create a communications 
strategy and cadence from August to May related to the 
Enrollment Funnel stages (Prospects, Inquiries, Applicants, 
Deposits, and Enrolls).
	- Fall’s primary objective: Gather prospects to convert 

them into inquiries and applicants for the next school 
year.  

	- Spring’s primary objective: Continuing to convert 
inquiries to applicants and rebuild the top of the 
enrollment funnel (e.g., develop prospects and 
inquiries) for the next recruitment cycle.

The Enrollment Funnel

Prospects

Inquiries

Application

Admissions

Deposits

Enrolled

	› Developing an admissions window aligned with the 
enrollment funnel to have stronger calls to action (CTAs) 
to clarify processes.

	› Build opportunities for the target audience to directly 
connect with focus programs with various info sessions 
throughout the school year.

	› Develop systems to better capture students’ and families’ 
interest (e.g., an interest form and event check-ins) to 
curate drip campaigns. 

	› Unifying and branding messaging for consistency with a 
communications plan. 

	› Creating more touchpoints between programs and 
prospective students and their families with direct emails.   

TACTICS 

	› Craft a message map, pilot brand, and communications 
plan for recruitment.

	› Amplify the focus program student experience by 
regularly featuring students on the LPS homepage, social 
media accounts, and the monthly e-newsletter.

	› Leverage local media partnerships to share news about 
individual focus programs.

	› Revamp the LPS Focus Programs website to make it more 
user-friendly and reinforce its value and brand. 

	› Create a unified interest form to use for mass 
communications to help generate leads for individual 
programs. 

	› Develop an LPS Focus Programs common application 
to simplify processes and messaging, reducing potential 
entry barriers for prospects. 

	› Utilizing existing school district-wide communications 
channels to grow awareness (e.g, School Messenger 
emails, website, and social media).

	› Build a recruitment plan and calendar with individual 
focus programs to improve strategic alignment (e.g., 

PLANNING
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https://docs.google.com/document/d/1yEcRtIRP9NxIDdZ7pf_3KlPJJO-z_n-g0kgMyW-hSuk/edit?usp=sharing
https://docs.google.com/document/d/1Mv9W6NxktZWI_PEArEBN322gK9Q0LhKXXBNoA-ciT28/edit?usp=sharing
https://docs.google.com/document/d/1Mv9W6NxktZWI_PEArEBN322gK9Q0LhKXXBNoA-ciT28/edit?usp=sharing


informational nights, an official application opening date, 
and a priority application deadline).

	› Implement more targeted, segmented email messages 
to better reach the audience, generate leads, and drive 
conversions through the enrollment funnel.

	› Enhance departmental partnerships to increase 
awareness by sharing resources and using existing 
internal communication channels.

	› Drive applications with a clear CTA to apply by the 
priority deadline, using an application push campaign 
between December and January.

Roles and Responsibilities

LPS FOCUS PROGRAMS STRATEGIC COMMUNICATIONS 
COMMITTEE

	› LPS Communications
	- Serve as the campaign’s project lead. 
	- Collaborate with LPS secondary education 

administrators, school counseling supervisor, LPS Focus 
Program leaders, and school counselors for the strategy 
and key messages.

	- Create and distribute mass messages and 
communication toolkits (e.g., direct emails, graphics, 
and sample social media posts). 

	- Manage the school district’s main communications 
platforms (e.g., LPS website and social media accounts).

	› LPS Secondary Education Department  
	- Acts as a strategy consultant for the school district’s 

overall vision for LPS Focus Programs.
	- Assists with data gathering and analysis. 
	- Works as the campaign’s liaison between LPS 

Communications, LPS leadership, individual focus 
programs, and other internal school district partners. 

	› LPS School Counseling Supervisor
	- Serves as a strategy consultant for the school 

counseling department to improve enrollment 
processes and grow collaboration with secondary 
school counselors.   

	- Acts as the campaign’s liaison between LPS 
Communications, LPS leadership, and the middle and 
high school counseling team leads.

	› The Career Academy Director
	- Informs communications and recruitment strategy as a 

focus program administrator. 

OTHER LPS COLLABORATORS  

	› Middle and high school administrators and counselors 
	- Distributes messages and communication tools 

developed by LPS Communications to their students 
and families in grades 7-11 within their schools as 
campaign partners.

	› LPS Focus Programs leaders
	- Acts as the primary contact for their respective focus 

programs for interested students and their families. 
	- Distributes messages and communication tools 

developed by LPS Communications about their 
programs with prospective students and their families 
as campaign partners.

	› Computing Services Department 
	- Informs and builds technology tools for recruitment 

(e.g., the unified application and interest form). 
	› Assessment and Evaluation Department 

	- Assists with data collection and analysis 
	- Uses input for LPS Communications and individual 

focus programs to build segmented audience lists 
based on student data.

PLANNING CONTINUED...
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IMPLEMENTATION 
SUMMER/FALL (JULY - DECEMBER 2023)

Timeline Tactic Target Audience
Key Messages/ 
Considerations Responsible Party

Jul. - Sept. 
2023

	› 2023-24 LPS Focus Program Strategic Enrollment 
Communications plan, message map, pilot brand, and 
recruitment calendar  development
	› LPS Focus Programs homepage redesign/launch  
	› LPS Focus Programs  interest form creation/launch 
	› LPS Focus Programs’ common application design (delayed 
until spring 2025) 

	› Students and families in grades 
7-11 
	› Staff and administrators

	› Align LPS Focus Programs messages to have a 
similar tone and brand identity
	› Organize communication, lead-generation 
tools, and recruitment events along the 
enrollment funnel to drive conversions 
	› Simplify processes for the target audience to 
connect to programs and stay informed

	› Focus Programs Strategic Commu-
nications Committee 
	› Focus Programs
	› Computing Services

Mid-Sept. 
- Early Oct. 
2023

	› Fall 2023 LPS Focus Programs Info Night marketing 
campaign/ promotional toolkit distribution 
	› All-LPS Focus Programs fall informational event (Oct. 3)

	› Students and families in grades 
8-11

	› Explore LPS Focus Programs 
	› Inquire to connect with a specific focus 
program

	› Communications 
	› Secondary School Counselors and 
Leaders
	› Focus Programs

Sept. - Dec. 
2023

	› Fall 2023 Individual Focus Program Student Q&A 
features on website, e-newsletter, and social media
	› Event and application milestone reminders in e-newslet-
ters and other internal digital communications platforms 
	› Individual focus program recruitment events 

	› Students and families in grades 
8-11

	› Explore LPS Focus Programs 
	› Inquire to connect with a specific focus 
program 
	› Apply

	› Communications 
	› Secondary School Counselors and 
Leaders
	› Focus Programs

SPRING (JANUARY - MAY 2024)

Timeline Tactic Target Audience
Key Messages/ 
Considerations Responsible Party

Jan. 2024 	› Interest form revision 	› Students and families in grades 
7-11 

	› Identify the best communications channels to 
improve marketing efforts

	› Focus Programs Strategic Commu-
nications Committee 
	› Computing Services 

Late Jan.- 
Early Feb. 
2024

	› 2024 Apply Campaign marketing/ promotional toolkit 
distribution

	› Students and families in grades 
8-11

	› Apply by the  priority application deadline 
(Feb. 9)

	› Communications 
	› Secondary School Counselors and 
Leaders
	› Focus Programs

Feb. 2024 	› Spring 2024 LPS Focus Programs Info Night marketing 
campaign/ promotional toolkit distribution 
	› All-LPS Focus Programs spring informational event 
(Feb. 20) 

	› Students and families in grades 
7-11

	› Explore LPS Focus Programs 
	› Inquire to connect with a specific focus 
program 

	› Communications 
	› Secondary School Counselors and 
Leaders
	› Focus Programs 

Jan. - May 
2024

	› Spring 2024 Individual Focus Program Student Q&A 
features on website, e-newsletter, and social media
	› Event and application milestone reminders in e-newslet-
ters and other internal digital communications platforms 
	› Individual focus program recruitment events

	› Students and families in grades 
7-11

	› Explore LPS Focus Programs 
	› Inquire to connect with a specific focus 
program 
	› Attend an event

	› Communications 
	› Secondary School Counselors and 
Leaders
	› Focus Programs

FALL (AUGUST - DECEMBER 2024)

Timeline Tactic Target Audience
Key Messages/ 
Considerations

Responsible 
Party

Jul. - Aug. 
2024

	› LPS Focus Programs Strategic Communication Plan revision 
	› 2024-25 admissions timeline and recruitment calendar updated

	› Students and families in grades 7-11 	› Adapt the 2024-25 marketing 
strategy based on the 2023-24 
school year’s plan and try new 
tactics

	› Focus Programs Strategic 
Communications Committee 
	› Focus Programs
	› Computing Services

2024-25 School Year

2023-24 School Year (Baseline Year)

⌄
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Timeline Tactic Target Audience
Key Messages/ 
Considerations

Responsible 
Party

Mid-Sept. 
- Early 
Oct. 2024

	› Fall 2024 LPS Focus Programs Info Night marketing campaign/ 
promotional toolkit distribution 
	› All-LPS Focus Programs fall informational event (Oct. 1)

	› Students and families in grades 8-11 	› Explore LPS Focus Programs 
	› Inquire to connect with a specific 
focus program

	› Communications 
	› Secondary School Counselors 
and Leaders
	› Focus Programs

Sept.- Dec. 
2024

	› Fall 2024 Individual Focus Program Student Q&A features on 
website, e-newsletter, and social media
	› News media pitches and LPS web stories about focus program-re-
lated curriculum
	› Event and application milestone reminders in e-newsletters and 
other internal digital communications platforms 
	› 2025-26 School Year application open official date announcement
	› Individual focus program recruitment events  (Oct. 1)
	› Targeted emails (drip campaigns) to interested students 

	› Students and families in grades 8-11 	› Explore LPS Focus Programs 
	› Inquire to connect with a specific 
focus program 
	› Attend an event
	› Apply

	› Communications 
	› Secondary School Counselors 
and Leaders 
	› Focus Programs

Oct. - Dec. 
2024

	› Science Focus Program (SFP) and The Career Academy (TCA) segmen-
tation pilot messages #1 and #2

	› Eighth grade students in honors and differ-
entiated classes and their families (SFP) 
	› Sophomores and juniors enrolled in 
advanced culinary or skilled and technical 
sciences classes (TCA)

	› Explore SFP or TCA 
	› Inquire
	› Apply 

	› Communications 
	› SFP and TCA leaders
	› Assessment and Evaluation

Dec. 9- 31, 
2024

	› 2024-25 Apply Campaign part 1/ promotional toolkit distribution 	› Students and families in grades 8-11 	› Apply by the priority application 
deadline (Jan. 29)

	› Communications
	› Secondary School Counselors 
and Leaders 
	› Focus Programs

SPRING (JANUARY - MAY 2025)

Timeline Tactic Target Audience
Key Messages/ 
Considerations

Responsible 
Party

Jan. 2025 	› Science Focus Program (SFP) and The Career Academy (TCA) segmen-
tation pilot final messages

	› Eighth grade students in honors and differ-
entiated classes and their families (SFP) 
	› Sophomores and juniors enrolled in ad-
vanced culinary or skilled and technical 
sciences classes (TCA) 

	› Apply to SFP or TCA by the priority 
application deadline (Jan. 29) 

	› Communications 
	› SFP and TCA leaders
	› Assessment and Evaluation 

Jan. 9-29, 
2025 

	› Spring 2025 LPS Focus Programs Info Night marketing campaign/ 
promotional toolkit distribution 
	› All-LPS Focus Programs spring  informational event (Jan. 29)

	› Students and families in grades 7-11 	› Explore LPS Focus Programs 
	› Inquire to connect with a specific 
focus program 

	› Communications 
	› Secondary School Counselors 
and Leaders
	›  Focus Programs 

Jan. 13-29, 
2025

	› 2024-25 Apply Campaign part 2 	› Students and families in grades 8-11 	› Apply by the priority application 
deadline (Jan. 29)

	› Communications 
	› Focus Programs

Jan. - May 
2025

	› Spring 2025 Individual Focus Program Student Q&A features on 
website, e-newsletter, and social media
	› News media pitches and LPS web stories about focus program-re-
lated curriculum
	› Event and application milestone reminders in e-newsletters and 
other internal digital communications platforms 
	› Individual focus program recruitment events 
	› Targeted emails (drip campaigns) to interested students

	› Students and families in grades 7-11 	› Explore LPS Focus Programs 
	› Inquire to connect with a specific 
focus program 
	› Attend an event

	› Communications 
	› Middle and high school 
counselors and admin-
istrators 
	›  Focus Programs 
	› Assessment and Evaluation

Mar. - Jul. 
2025

	› LPS Focus Programs’ common application discussion/development 
resumes for fall 2025 launch

	› Students and families in grades 8-11 	› Simplify and reduce potential 
barriers for prospective applicants 

	› Secondary Education leaders
	› Secondary School 
Counselors and Leaders 
	› Computing Services

FALL (AUGUST - DECEMBER 2024) CONTINUED... 2024-25 School Year
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The 2024-25 LPS Focus Programs Strategic Enrollment Mar-
keting Plan appeared to perform well and meet the goal of 
boosting awareness and enrollment, as evidenced by the fol-
lowing metrics from the 2023-24 and 2024-25 school years.

Awareness

APPLICATIONS AND INQUIRIES 

	› Inquiries among parents and students about focus 
programs increased by 57% between the 2023-24 and 
2024-25 school years. While we don’t have a good way to 
measure staff awareness, this shows growth toward the 
plan’s goal of 10% of staff, students, and families knowing 
about the LPS Focus Programs. 

	› There was an 11% bump in applicants between the two 
years.

	› Overall, the combined number of applications and 
inquiries increased by 33% since the 2023-24 school year. 
This exceeds the goal’s plan metric of a 15% increase. 

EVENT ATTENDANCE

	› Overall event attendance (in-person and virtual info 
sessions) was better in the 2023-24 school year, with 
more than 1,370 estimated attendees.

	› The 2024-25 school year event attendance data tracking 
wasn’t as strong as the previous year, with a total of 838 
estimated attendees. 

SOCIAL MEDIA

	› Facebook and Instagram metrics show that awareness 
and engagement grew, indicating we are reaching our 
target audience effectively. 

	› Between the two platforms, we doubled our reach and 
post interactions and had a 42% increase in link clicks.  
 

	- 2024-25: 89 total social media posts (Facebook and 
Instagram) 
	· Combined reach: 264,451
	· Combined post interactions: 3,568
	· Combined link clicks: 1,154
	· Instagram average engagement: 3%

	- Current overall average engagement across all 
industries: 3%

	· Facebook average engagement: 1%
	- Current overall average engagement across all 

industries: 0.8%
	- 2023-24 posts: 74 total social media posts (Facebook 

and Instagram) 
	· Combined reach: 129,797
	· Combined post interactions: 1,741
	· Combined link clicks: 810

Enrollment 

Enrollment numbers reported in fall 2025 also help indicate that 
the plan’s efforts are succeeding. There was an estimated 35% 
increase in overall enrollment across the programs between the 
2022-23 and 2025-26 school years. Also, several individual pro-
grams have grown significantly since the new marketing efforts 
began in 2023, including The Career Academy by 51% and Air 
Force Junior Reserve Officer Training Corps (AFJROTC) by 53%.

Reflection

For the 2025-26 recruitment cycle, we continued with a similar 
plan with a few modifications in tactics. Based on audience 
feedback, the team refined its direct email strategy to better 
target the audience and reduce potential message fatigue. For 
example, we changed the monthly e-newsletter to once per 
semester, and we continued implementing segmentation for se-
lect focus programs. We returned to a similar model for informa-
tional nights in the 2023-24 school year, offering both in-person 
and virtual options to learn about individual programs. We 
launched the common application for all focus programs, as 
initially discussed in 2023, to further simplify processes for 
students and families. The common application has yielded pos-
itive results so far, with a 57% increase in fall 2025 compared 
to fall 2024. The team aimed to improve its data-gathering and 
tracking methods to achieve greater accuracy and consistency.

2023-24
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LPS Focus Programs Interest and Application Growth
2023-24 school year vs 2024-25 school year

Total number of inquiries Total number of applications

1,069

1,683

1,182

1,315
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LPS Focus Programs estimated total enrollment numbers since 2022

1,1132022-23

1,4192024-25

1,3392023-24

1,5022025-26

EVALUATION 
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CAMPAIGN EXAMPLES

Current LPS Focus Programs Homepage 
See the revamped homepage.

Previous LPS Focus Programs Homepage 

Science Focus Program Science Olympiad Feature
Read this story on our website.  

Website

⌄
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https://home.lps.org/focus
https://www.lps.org/post/detail.cfm?id=15466


CAMPAIGN EXAMPLES
Social Media 

Print

Student Feature (Facebook) 
See it on Facebook.

Student Feature (Instagram Grid)
See it on Instagram.

Apply Campaign (Instagram Story)  

DO HIGH SCHOOL 
DIFFERENTLY!

Hop in the driver’s seat and learn more at 
The Career Academy’s Open House.

Some of the career pathways TCA o� ers 
�           Business
�           Information Technology 

(Programming/Networking)
�           Culinary 
�           Health Sciences 
�           Education 
�           Construction 

(HVAC, Residential, Electrical)

For more 
information, visit 
home.lps.org/tca

DO HIGH SCHOOL 
DIFFERENTLY!

Hop in the driver’s seat and learn more at 
The Career Academy’s Open House.

Some of the career pathways TCA o� ers 
�           Business
�           Information Technology 

(Programming/Networking)
�           Culinary 
�           Health Sciences 
�           Education 
�           Construction 

(HVAC, Residential, Electrical)

For more 
information, visit 
home.lps.org/tca

The Career Academy 

OPEN HOUSE  
Sunday, March 24, 2024 
1:00-3:00 p.m. 
TCA Building  |  8800 O St. 
Open to all 8th-11th grade 
students and families.

TEST DRIVE YOUR 

Get college and career ready with The Career Academy

Prepare for your future now while earning 
high school and college credits in one of 
our 18 career pathways.

The Career Academy 

OPEN HOUSE  
Sunday, March 24, 2024 
1:00-3:00 p.m. 
TCA Building  |  8800 O St. 
Open to all 8th-11th grade 
students and families.

TEST DRIVE YOUR 

Get college and career ready with The Career Academy

Prepare for your future now while earning 
high school and college credits in one of 
our 18 career pathways.

Fall 2024 All Focus programs 
Info Night Flyer 

Fall 2024 TCA Open House 
Front Back
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https://www.facebook.com/lincolnpublicschools/posts/pfbid02nUPGpiG8gGQ9ZcgXpfeFeZ7fXkDaXoPonEDdtUw46ebLMuYv1TnAjiXJ9AUorGnhl#
https://www.instagram.com/p/DB2B2lYSwxM/


CAMPAIGN EXAMPLES
Email

In-Person Recruitment Events

News Media

Monthly e-Newsletter 

Bay High Targeted Email 

Print – Lincoln Journal Star

Broadcast – 10/11 News
See broadcast clip.

Spring 2025 All-Focus Programs Info Night  Fall 2024 IB Academy Day 
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https://www.1011now.com/2024/12/04/students-bryan-health-sciences-program-dive-into-cutting-edge-science-with-3d-anatomy-table/

