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Origins of “The Destination District” Tagline

• When Chancellor Byron D. Clift Breland joined NOCCCD in 2022, 
he wanted to focus on the unique value proposition that the 
District holds in Orange County and CA. 

• He coined the phrase “The Destination District” to encompass the 
three pillars of our brand purpose—students, community, and 
employees.

• We are a place for learning, belonging, excellence, and innovation. 
We are “The Destination District.”



Employee Focus: Employee Outreach & Recruitment

• State Chancellor’s Grant Opportunity
• “Equal Employment Opportunity: Innovative Best Practices Grant (2023-

25) ”
• 14 CC Districts throughout the State were awarded this grant

Re-Branding Committee Composition
• Human Resources 

• Culture, Inclusion & Engagement
• Public Information Office 

• Educational Svcs & Institutional Effectiveness 
• Fiscal Services

• Purchasing Dept



Employee Focus: Employee Outreach & Recruitment
EEO-IBP Grant Title: 

Boosting Recruitment & Applicants with NOCCCD’s DEIAA (BRAND) Intervention
The intervention includes strategies that support an equitable and inclusive environment that 

helps to attract and retain candidates from minoritized and marginalized groups such as 
Black/African American, Hispanic/Latin@X, Native American/Indigenous American, Asian-

American, Pacific Islanders, and the LGBTQIA+ community.

Grant Goals:
1) Identify branding and marketing firm

2) Create marketing and branding materials
3. Produce Digital Media Advertising campaign

4) Host Campus Recruitment Events



• Vendors explored: Pacific Sky, 25th Hour, Substance Media, Graduate Communications
• Selected Vendor: 25th Hour Communication
• Campaign - “Find Your Career. Find Your Community. Find Your Destination.”
• Transit Shelter Bulletin; Poster Billboards
• Social Media Outlets: Google, Meta, YouTube, LinkedIn
• Other Strategies: Geofencing, OTT (Over the Top) – Live, SMART Mailer, Print, Radio
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25th Hour Campaign 
“Find Your Career. Find Your Community. Find Your Destination.”
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25th Hour Campaign 
“Find Your Career. Find Your Community. Find Your 

Destination.” 
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• Modernize Our Careers Website
• Clean, intuitive, and modern design
• Mobile Responsive
• Launched Job Alerts
• Launched Google Analytics
• New Email: Careers@nocccd.edu

• Strengthen Employer Branding
• Increased Participation in Career 

Fairs
• FY25/26 participated in 9 fairs

• Procured Brand New Swag
• Designed Creative Visual Assets for 

Social Media
• Recruitment Spotlight  Ad
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NOCCCD Recruitment
EEO-IBP Grant Project Impact

Fiscal Year 2025–2026



Overall Performance — Year-over-Year
Ads and applicant engagement, measured against our own FY 2024–2025 baseline.

CLICKS PER AD RATIO (JobElephant)

20.4
FY 2024–25

30.1
FY 2025–26

+48%
YoY Growth

APPLICANT ENGAGEMENT

45.1
FY 2024–25 

Applicants / Recruitment

58.0
FY 2025–26 

Applicants / Recruitment

+29%
YoY Growth

Takeaway

Average clicks-per-ad grew 47.7% year-over-year, from 20.4 in 
FY 2024–25 to 30.1 in FY 2025–26  driven largely by standout 

gains at a few key publications. LinkedIn, Indeed, Edjoin, and 
HigherEd Jobs drive the gain.

Applicant engagement also improved year-over-year: 
applicants per full-time recruitment rose 28.7%, from an 
average of 45.1 in FY 2024–25 to 58.0 in FY 2025–26. Even as 
the number of full-time recruitments ran lower in FY 2025-26, 
total applicant engagement held steady and grew — meaning 
each individual posting is now attracting a notably deeper 
pool of candidates.

NOCCCD Recruitment Advertising  |  FY 2025–2026 YoY Performance Review 2



New Feature: Job Alerts
Launched August 2025 to keep candidates engaged with NOCCCD past their first visit.

700+
Active Job Alert Subscribers

and growing since launch

Launched August 2025

Rolled out as a direct extension of the rebrand, giving candidates a reason to return beyond a 
single ad click.

Automated, saved-search matching

Subscribers are notified automatically as new roles matching their interests are posted.

A new engagement channel

700+ subscribers in the first year is an early signal that the refreshed brand and site 
experience are building lasting candidate relationships, not just one-time clicks.



Website Engagement: Google Analytics
GA tracking went live Summer 2025 alongside the rebrand, giving a first baseline read on Applicant Portal engagement.

Page Views Active Users Views / Active User Avg. Engagement Time

Total (all pages) 1,577,970
100% of total

215,997
100% of total 7.31 3m 34s

Applicant Portal | Search Jobs 250,117
15.85% of total

56,068
25.96% of total 4.46 1m 20s

Applicant Portal | Home 214,661
13.6% of total

60,277
27.91% of total 3.56 22s

What stands out:  Search Jobs and Home together account for under 30% of total views but over 50% of active users. These two pages are the primary engagement hubs 
on the portal. Search Jobs also holds the deepest engagement, with the most views per active user (4.46) and the longest average session (1m 20s), while Home functions 
as a fast landing point (22s) before candidates move on to browse roles.
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Video 1 – 29K Views

Video 2 – 61K Views

Video 3 – 68K Views



Questions?

Flavio Medina-Martin: fmedina@nocccd.edu
Mylene Daniels: mdaniels@nocccd.edu

mailto:fmartin@nocccd.edu
mailto:mdaniels@nocccd.edu
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