
1 
 

School Board Personal Support Worker Program Promotion Toolkit 

Social Media Marketing & Advertising 

Last updated: May 2016 
 

 

Contents 

 

Introduction to advertising on social media………………………….….2 

 

Part 1: Advertising on Facebook…………………………………………..…..3 

What is Facebook advertising?.......................................................3 

How to set up and manage a Facebook Business account.............3 

Getting started...............................................................................4 

Step 1: Choosing a Campaign Objective.........................................5 

Step 2: Selecting your Target Audience.........................................6 

Step 3: Setting your budget...........................................................9 

Step 4: Creating your ad ...............................................................10 

Step 5: Review and place order.....................................................16 

A/B Testing....................................................................................18 

Step 6: Analyze your results! ........................................................19 

Billing.............................................................................................20 

Resources.......................................................................................21 

 

Part 2: Advertising on Twitter…………………………………………….…….22 

How to set up and manage a Twitter Business account……………….22 

Getting started 22 

Step 1: Choose your objective ........................................................22 

Step 2: Set up your campaign .........................................................23 

Step 3: Select your audience...........................................................24 

Step 4: Set your budget...................................................................26 

Step 5: Choose your creatives.........................................................27 

Step 6: Analyze your results! .........................................................28 

Billing………………………………………………………………………………………… 28 

Resources.......................................................................................28 

 

Suggested Ad Creatives for PSW program promotion…………..….29 

Photos……………………………………………………………………………………..31 

 

 

 

 



2 
 

Introduction to advertising on social media 

Using social media platforms such as Facebook and Twitter is an easy and effective way to reach your 

target audience without spending a lot of time or money. With billions of users accessing social 

networking sites on a daily basis, it’s no wonder that advertising on social media has surpassed 

newspaper advertising and other more traditional forms of marketing. That being said, promoting your 

programs through social media should only complement your current promotional methods, such as 

print ads and community partnerships, not replace them entirely. The best approach to advertising is a 

holistic one – digital, print, and word of mouth.  

This guide outlines step-by-step how to create paid advertisements on Facebook and Twitter. The 

screenshots will help you understand what each step of the advertising process looks like, and there is 

suggested ad copy and creatives at the end to make it easy for you. Note that both Facebook and 

Twitter change their advertising formats and features fairly frequently, so some elements may change 

from the time you read this until the time you’re ready to create your first ad. But the more you become 

familiar with social media advertising, the easier it is to navigate these changes.  

As with all forms of marketing and promotion, online advertising can be hit or miss, trial and error. You 

may find that one of your ads gets a lot of clicks and generates more interest than others. This is why it’s 

a good idea to test multiple ads at the same time (see more on A/B Testing, p. 18). You’ll discover over 

time what works and what doesn’t for your target audience. Whether you are selling clothes or 

promoting a program, the same strategy applies: know your audience and create ads that “speak” to 

them! 

If you have any questions or require any assistance with setting up your advertising campaign, please 

contact Brittany Howlett, Communications & Social Marketing Coordinator at CESBA, at 

bhowlett@cesba.com or 416.597.1904 ext. 4.  
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Part 1: Advertising on Facebook 
 

What is Facebook advertising? 

 

Advertising on Facebook is an effective method of reaching your target audience to promote programs 

and recruit potential future students. As one of the most popular social media platforms with over 1 

billion users, Facebook has made it easy for advertisers, including non-profit organizations, to reach 

their target audiences through ads that appear in the News Feed, Right Column and on mobile devices.   

 

How to set up and manage a Facebook Business account 

In order to advertise on Facebook, you must have a Facebook Business account that is linked to your 

school board, learning centre/school or program Facebook page – NOT your individual Facebook page. 

In order to do this, you must first be a page administrator for your school board/learning 

centre/program page.  

 

If your school board/learning centre/program does not have a Facebook account and you are permitted 

to create one, simply follow Facebook’s step-by-step instructions on how to set up a Facebook page at 

https://www.facebook.com/business/learn/set-up-facebook-page 

 

Once your page has been created, you’ll need to set up a Business Account for the page so that you can 

add payment information and start creating ads. If this has already been done by someone else but you 

want to access the page as an administrator, you’ll have to get that person to add you as a page admin. 

Facebook has easy to follow steps on setting up a Business Manager account: 

https://www.facebook.com/business/learn/how-to-setup-business-manager 

 

Being a page administrator allows you to edit and modify the page, as well as create and schedule posts, 

ads, view analytics, and much more.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.facebook.com/business/learn/set-up-facebook-page
https://www.facebook.com/business/learn/how-to-setup-business-manager
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Getting started 

Once you’re ready to start creating ads, you’ll want to go to the Ads Manager. You can get there from 

clicking the “Promote” button at the top right of your page and then clicking “Go to ads manager”, or 

you can get there from your Business Page and clicking on Ads Manager in the left hand task bar. You 

can also go to www.facebook.com/ads/create.  

 

 

 
 

 

 
 

http://www.facebook.com/ads/create
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Step 1: Choosing a Campaign Objective 
 

Facebook gives you 11 pre-determined objectives for your ad: 

 

 
 

The ones you’ll most likely use are: 

 

Send people to your website 

When people click on your ad, it will send them to your website. This is a great choice if you want them 

to get more information about your program or to sign up/register.  

 

Boost your posts 

If you’ve created a post on your Facebook page and want to reach a wider audience with it, you can use 

this to get more engagement outside of your regular audience, or to simply have your post appear to 

more of your followers.  

 

Raise attendance at your event 

If you’re hosting an event such as a job fair or program information session, this is an easy way to 

promote the event to a targeted audience in your area.  

 

Once you’ve selected a campaign objective, simply create a Campaign Name and click Continue. 
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Step 2: Selecting your Target Audience 
Facebook will show your ad to people who fit specific criteria that you select. It is important to fully 

understand who your target audience is before creating your campaign.  

 

There are a number of targeting parameters that Facebook provides so that you can narrow down who 

will see your ad. Once you start setting parameters, you’ll see the arrow on the right side of the screen 

start to move between Specific, Defined and Broad reach. Facebook will also give you a potential reach 

number for your ad (an estimate of how many people will see your ad).  

 

 
 

The options for audience targeting are:  

 

Location 

You can narrow down your audience by City, Province and Postal Code. You can also change the radius 

for targeting around a particular locale. You can add as many geographical areas as you wish! The map 

will show you pins of the areas you selected and the radius of the targeted area.  

 

Age  

Choose the age range that applies to your target audience. 

 

Gender 

You can choose to select all genders, or target Men or Women specifically. 
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Languages 

Unless the audience you are targeting uses a language that is not common to the location you’ve 

selected, it’s best to leave this blank.  

 

Detailed Targeting 

 

In this drop down menu, you can select various criteria that apply to your target audience, such as level 

of education or field of study, interests, occupation, career, and more. The more specific you are, the 

narrower your Audience Definition becomes. Facebook will give you suggestions based on criteria that 

you start entering. Try to keep it broad enough so that you’ll hit a good number of people. 
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Connections 

If you want to reach people who already have a connection to your Facebook page, such as if they like 

your page already or if they’ve attended one of your events in the past, you can select this feature. This 

will narrow your audience to include only people with that specific connection who also meet the other 

targeting categories you’ve selected. 

 

 
 

 

 

Each time you select different criteria for audience targeting, you can see the Audience Definition scale 

move and the Estimated Daily Reach and Potential Reach change. Try to keep your Audience Definition 

in the green range (the middle).  
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Step 3: Setting your budget 
Finding the right balance between cost and reach is key to getting the most out of your advertising 

dollars. Fortunately, you don’t have to spend a lot of money to get a wide reach. Start at the bottom end 

of your budget to see how many people you can target, and slowly increase the amount from there if 

you need a bigger reach. Your estimated daily reach will be displayed on the right hand side of the page 

so you know roughly how many people will view your ads. 

 

 
 

Budget 

You can set your budget based on daily spend or a lifetime amount. It’s best to select a Lifetime Budget 

so that you can control exactly how much you’re going to spend for the entirety of the campaign. 

 

Schedule 

Ads can run continuously or have a start and end date. The date range is important for time-sensitive 

items and to control how much will be spent in that time frame. You can choose to run an ad for a week, 

or for a month, or longer. It’s entirely up to you to decide how long you want your ad campaign to run 

for. 

 

Optimization, Bidding, CPC, Delivery Type 

Facebook provides additional options to help advertisers optimize their ads. It’s best to leave everything 

at the default selections, since ad optimization and bidding can become quite complex.  
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Step 4: Creating your ad  
This is the fun part and the last step in creating your ad campaign!  

 

 
 

Format 

You can choose to use either images or a video in your ad. For the purposes of advertising PSW 

programs, it’s best to select the first option, “A single image or video in your ads”. (Multiple images are 

good for companies that want to show a bunch of products). 

 

Media 

You can choose to use up to 6 images, a Slideshow format, or a video for each campaign. The more 

photos you use, the more you can test how your audience responds to each image.  

 

You can choose from the photos provided in this package, or your own, provided that they are high-

resolution and are the right dimensions. You can customize your photos with text or your school board 

or centre logo (provided it follows the 20% rule – see below!) You can also choose to select images from 

Facebook’s stock images, at no cost. Try typing in “healthcare” or “personal support worker” to get a 

range of images if you’d like to use stock photos. 

 

 

 



11 
 

 
 

Design recommendations 

Facebook has design recommendations for photos and video to make sure that they show up clearly in 

your ads. Here are the recommended image sizes for photos:  

Recommended image size: 1,200 x 628 pixels 

Image ratio: 1.9:1 

 

NOTE: Follow the 20% rule! Facebook does not allow images that include text that comprises more than 

20% of the image. This includes logos. If you want to check if your photo has too much text, you can use 

the Grid Tool: https://www.facebook.com/ads/tools/text_overlay 

 

For videos, it’s a bit more complicated: 

Aspect Ratio: 16:9 

Video: H.264 video compression, high profile preferred, square pixels, fixed frame rate, progressive scan 

Format: .mp4 container ideally with leading moov atom, no edit lists 

Audio: Stereo AAC audio compression, 128kbps + preferred 

Caption length text: Text only, max 2,200 characters 

Recommended Aspect Ratio: 1.33:1 / 4:3 / SDTV, 1.375:1 / film, 1.77:1 / 16:9 / HDTV, 1.85:1 / Film, 

2:39:1 or 2:40:1 / Widescreen / 9:16, no pillar boxing or letter boxing 

Length: 120 minutes max 

Thumbnail image ratio: Should match the aspect ratio of your video.  

Minimum resolution: 600 x 315 pixels (1.9:1 landscape) / 600 x 600 pixels (square) 

File Size: Up to 4GB max 

Frames: 30fps max 

 

https://www.facebook.com/ads/tools/text_overlay
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Once you’ve selected the images you want to use, you can crop or edit them by clicking on the crop 

button in the bottom right corner of the thumbnail. Make sure you do this if your image does not quite 

fit Facebook’s Design Recommendations, or your photo may not show up the way you want it to in your 

ad. Once you’ve edited your photo, click “Done”.  

 

NOTE: If you’ve edited your photos but then decide to add or remove one, all of your images will (rather 

annoyingly) go back to their default format, and you’ll have to re-edit each one.  
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Text 

Here you can add in your ad text, links and modify ad placement. You also get to see what your ads will 

look like in various areas of Facebook and on different devices.  

 

 
 

 

Connect Facebook page 

Choosing to connect a page allows you to represent your organization in the News Feed. Your ads will 

still link to your website, but they will be shown as coming from your Facebook Page. This part will 

automatically default to your Business Page.  

 

Website URL 

Make sure the website you want to direct people to is correct (if your Campaign Objective was to send 

people to your website).  

 

Headline  

Currently Facebook allows 40 characters for your headline, so you’ll want to be clear and direct (see 

suggested Headlines on page 29). The headline will appear on all ad placements (Newsfeed, Mobile, 

Right Column). 
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Text  

There is a 90-character limit for the text above your ad, so is important to write compelling text that lets 

people know what you are promoting and what to expect when they click your ad (see suggested text 

on page 29). The text will appear on all ad placements (Newsfeed, Mobile, Right Column).  

 

Call-to-action button 

This optional button can be placed in your ad. It is a good idea to use this button to help people 

understand what action you want them to take. There are several options, but good ones to use are 

“Learn More”, “Sign Up” “Apply Now” and “Contact Us”.  

 

 

 
 

Advanced Options 

 

News Feed Link Description 

The link description is additional text used to emphasize why someone might want to visit your website. 

This only appears in the user’s News Feed, and you can enter up to 200 characters to supply extra 

information about your program.  
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Display Link 

If your Campaign Objective is to send people to your website, the URL will be displayed below the ad. If 

your website is very long, you can edit how it will appear in the ad. For example, if the URL to your PSW 

program is 

http://www.dpcdsb.org/CEC/Programs/Adult+Education/Personal+Support+Worker+Program.htm, you 

can edit this field so that it displays as www.dpcdsb.org. People will still be taken to the longer URL 

when they click on the ad.  

 

Ad preview and placements 

On the right hand side is a preview of how your ads will show up on Facebook in different settings. You 

can see what each of your photos will look like in the ad by clicking on the grey arrows beside Ad 

Preview. It’s best to review all different previews of your ad placements so you can ensure your images 

and text work well for the News Feed, Right Column and Mobile feed. 

 

Desktop News Feed and Mobile News Feed ads will show up in the main news feed of the user’s 

homepage. These are the best placements for ads because they are large and show more information. 

They show up alongside the posts of a user’s friends and pages they like, thereby increasing the chances 

your ad will be noticed and clicked on. Right Column ads will show up in the right hand column of the 

news feed and other areas within Facebook.  

 

The Audience Network placement is a collection of mobile apps where Facebook advertisers can serve 

ads using the same targeting and measurement tools that they use on Facebook. You can choose to 

select or deselect this feature.  

 

Instagram ads will show up in Instagram if your profile is linked to it. If you do not have an Instagram 

account, you can deselect this option. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.dpcdsb.org/CEC/Programs/Adult+Education/Personal+Support+Worker+Program.htm
http://www.dpcdsb.org/
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Step 5: Review and place order 
 

Now that you’ve created your new ad campaign, you can review everything to make sure that you’ve set 

up your ad the way you want. Simply click the Review Order button at the bottom of the page and 

review the pop-up.  

 

 

 
 

 

 

 

 

 

 

If there are changes to be made, simply click the 

Edit Order button to go back to the ad creator.  
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If there are any issues with your ad, Facebook will notify you with an error message at the bottom of the 

screen and will tell you what needs to be fixed (such as missing text or a photo that is low resolution). It 

will also notify you in the review order screen. If this happens, simply click Fix Errors. Facebook will not 

allow you to place an order before errors are fixed.  

 

 
 

Once you have reviewed your ads, click Place Order. Your ads will be placed under ‘in review’. Facebook 

will send you a notification when your ads are approved (usually fairly quickly, unless there is an issue). 

You are able to edit your ads at any time, however keep in mind that each time you do so, Facebook will 

need to re-approve them. 

 

What happens if my ad isn’t approved? 

Facebook has fairly strict Advertising Policies. As long as you’re abiding by their rules around profanity, 

hate speech, adult content etc., you shouldn’t have any issues. It’s a good idea to read through their 

Policies (https://www.facebook.com/policies/ads/) to get an idea of what’s allowed and what’s not.  

 

If for some reason your ad is not approved, Facebook will notify you and will give you a reason. Ads are 

reviewed and filtered digitally (i.e. not by a human), so errors do happen. If you’re not sure why your ad 

wasn’t approved and Facebook’s rationale does not make sense, you can contact them directly by 

responding to the email you’ll receive about your ad. They are normally fairly quick to respond and will 

usually approved your ad once their error has been reviewed. You can also submit an ad appeal form 

here: https://www.facebook.com/help/contact/1582364792025146.  

 

 

 

 

https://www.facebook.com/policies/ads/
https://www.facebook.com/help/contact/1582364792025146


18 
 

Don’t forget to engage your Facebook fans! 

You can continue to take advantage of your ongoing organic reach (i.e. people who already like your 

page) and supplement it with well thought-out paid campaigns. This will help you get the most out of 

your Facebook page when your followers like, comment and share your posts and ads. The more you 

engage with your followers, the more reach you’ll get! You’ll get notifications about people that are 

liking, commenting on and sharing your ad. Note that Facebook ads do not show up on your Facebook 

page – the only way to “find” them is through the ads manager.  

 

 

A/B Testing 
There is no tried-and-true method to Facebook advertising. Facebook is constantly changing its 

algorithms, so it’s difficult to find out how to best optimize advertising reach. That being said, the best 

way to test your ad’s effectiveness is to perform split testing, or A/B testing. This means running two or 

more different ad campaigns at the same time to test which one performs better and how people 

respond to them. This is a great time to try different messaging (headlines and text) to see what people 

react to more. That way you can ensure that your advertising dollars are being used in the most 

effective way possible. Once you know which images/videos and text perform the best, you can re-use 

them or come up with similar messaging and photos for future ad campaigns. Simply create two or more 

ad campaigns simultaneously and use the same photos but different text, or different photos and the 

same text. You can also try adding a logo or text to a photo compared to a photo with no text or logo.   
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Step 6: Analyze your results! 

 
One of the fun parts of Facebook advertising is watching your ad’s performance in real time.  

 

 
 

 

When you’re in the Ad Manager (which you can find in the left-hand column of your Business Page), 

you’ll see a summary of your ad’s performance. Select the ad that you created to see it’s performance 

over time as well as a summary of how many people have engaged with your ad (clicks, likes, comments, 

shares).  
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You can select Performance, Demographics and Ad Placement at the top right to see a summary of each.  

 

 
 

You can also analyze your audience by age, gender, locale, and other criteria. If you’re not sure what one 

of the performance measurement numbers means, simply hover your mouse next to the grey ‘i’ circle to 

get a definition.    

 

The more you understand about your ad’s performance and how people respond to it, the more 

successful your future campaigns will be since you can target more effectively. It’s a good idea to keep 

an eye on the Cost-Per-Click ratio (CPC) to see how much you are actually spending per page click. If this 

number is very high (ie. not many people are clicking on your ads for what you’ve spent), then it might 

be a good idea to review and revise your ads.  

 

Don’t forget conversion tracking! 

When someone clicks on your ad and then performs the behaviour that you’re seeking (for example, 

buying a product or signing up for an event), this behaviour is called a ‘conversion’. In the case of PSW 

programs, the ultimate goal is to get students to enroll in your programs. The only way to keep track of 

this is to capture as much information as you can about students who are enrolling in your programs. 

This should be done on an intake form and recorded, so that you will know how many students came to 

you or heard about you through social media.  

 

Billing 

Facebook will email you regular invoices during their billing cycles. These are available for viewing and 

printing in the Ads Manager under the “Billing” tab at the top.  
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Resources 
 

Facebook Ads Guide  

https://www.facebook.com/business/ads-guide 

 

Design recommendations (for Clicks to Website ads) 

https://www.facebook.com/business/ads-guide/clicks-to-website/links/?toggle0=Photo  

 

Grid Tool (to check 20% rule) 

https://www.facebook.com/ads/tools/text_overlay  

 

Facebook Advertising Policies 

https://www.facebook.com/policies/ads/  

 

Appeal a Disapproved Ad 

https://www.facebook.com/help/contact/1582364792025146  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.facebook.com/business/ads-guide?tab0=Mobile%20News%20Feed
https://www.facebook.com/business/ads-guide/clicks-to-website/links/?toggle0=Photo
https://www.facebook.com/ads/tools/text_overlay
https://www.facebook.com/policies/ads/
https://www.facebook.com/help/contact/1582364792025146
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Part 2: Advertising on Twitter 

Twitter Ads aren’t quite as in-depth as Facebook ads and don’t have as many options for targeting, like 

Facebook, they are an easy and cost-effective way to promote your program to a larger audience 

beyond your regular followers. 

How to set up and manage a Twitter Business account 

If you already have a Twitter profile, simply click on your profile thumbnail in the top right of the Twitter 

masthead and select Twitter ads. From there you’ll be able to enter payment and account information. 

Getting started 

Once you’re ready to start creating ads, click on Twitter ads under your profile drop-down. You can also 

go to https://ads.twitter.com.  

 

Step 1: Choose your objective  

Much like Facebook ads, you’ll want to choose a campaign objective. Start by clicking on the Create new 

campaign button on the top right of the Twitter Ads platform. A good one to start with is Website Clicks 

or Conversions, since you can lead people to your website for more information about your program. 

 

 

 

 

 

 

 

https://ads.twitter.com/
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Step 2: Set up your campaign 

Twitter takes you through four steps to create your campaign. 

 

 

In this step, you’ll want to give your ad campaign a name and select when you want your ads to start 

and end (you can have them run continuously, but for maximum control and budgeting, it’s best to 

select a timeframe).  

Enter the URL for your website where it says “Enter the domain name of the website used for this 

campaign”. 

You’ll also have to select a category for your website. You can start typing one in to see the pre-

determined categories, or select Browse. You’ll most likely need to select IAB5 – Education and then 

IAB5-2 - Adult Education. Remember that these categories describe your website, not the nature of 

your ad, and does not affect your ad in any way.  
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Step 3: Select your audience 

There are a bunch of variables in this section, but it’s best to keep things fairly simple. Select your 

audience location by city, province or postal code. You can further narrow down your audience by 

gender and languages.  

 

Additional Audience Features 

To help narrow down your audience and target your ads more effectively, you can add optional 

keywords to find users who tweet particular words. Targeting by keywords allows you to reach people 

that search, tweet about, or engage with specific keywords. The benefit of this type of targeting is that it 

helps you define a more qualified audience, since these people are actively looking for or engaging with 

those specific keywords that are relevant to your program. Twitter will tell you how many people per 

day tweet those particular words (as you can see in the example below, Personal Support Worker and 

PSW are not often tweeted).  

You can also add followers to reach twitter users with interests similar to the accounts you add, if 

applicable.  
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Likely the most useful part of the additional targeting features is interests. Twitter has pre-determined 

categories, like Facebook, but a lot less options. You can select criteria such as “Health” and “Senior 

living”, but you can add others depending on your target audience. It’s helpful to understand your target 

audiences and consider how they might be using Twitter.  

 

 

 

The other features under this category aren’t as useful or necessary, but it’s good to take a look at them 

to learn about the various options available for advertising.  

You can choose where Twitter ads will show up for users. Twitter pre-selects Users’ timelines and 

Profiles & Tweet Detail Pages. It’s best to leave both of these checked off.  

 

 

 

 

 



26 
 

Step 4: Set your budget 

This is where you’ll enter how much money you want to spend throughout your campaign. If you 

selected a campaign timeframe of 7 days, you will have to enter how much you want to spend per day, 

as well as the maximum you want to spend (optional, but recommended). The Reach Summary on the 

right will show you what the estimated daily reach of your ad will be and what this means for number of 

website clicks. The more money you spend, the more engagement you’ll get. Start at the low end of 

your budget to see how effective it will be, and you can work your way up from there.  
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Step 5: Choose your creatives 

You can choose to either use a tweet that you’ve already created and tweeted before, or one that plan 

on tweeting (Scheduled Tweets or Organic Tweets). Or, you can choose to create a tweet that will only 

be seen to the audience you’ve created above (i.e. it will not appear on your Twitter page, only as a 

Twitter ad).  

 

 

If you want people to click on your website, Twitter asks you to create a website card. This consists of 

your website URL, a 70-character Headline, a photo, and your 140-character tweet. You can view a 

preview of your ad on the right hand side across different platforms (such as mobile and desktop). 

Unlike Facebook ads, your photo can include more than 20% text.  
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Step 6: Analyze your results! 

Just like with Facebook Ads, Twitter will keep track of all your statistics and demographics of people that 

are seeing and clicking on your ad.  

 

 

You can analyze your audience by location, demographics, interests, and how they are interacting with 

your ad. Don’t forget to track conversions, i.e. how many people are seeking information about your 

program and enrolling in your program (either through phone, email, or intake forms). This is the only 

real way to know if your ad’s performance was successful! 

Billing 

Twitter will email your invoices for your ad. You can also access account and billing information, as well 

as your invoices, in the Ad Campaigns section. Click on your handle name in the top right on the 

masthead and select “Billing History”.   

 

Resources 

Editorial guidelines for advertising  

https://support.twitter.com/articles/20170421  

How Twitter Ads work 

https://business.twitter.com/en/help/troubleshooting/how-twitter-ads-work.html  

 

 

 

https://support.twitter.com/articles/20170421
https://business.twitter.com/en/help/troubleshooting/how-twitter-ads-work.html
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Suggested Ad Creatives for PSW program promotion 

The suggested text below was developed with the help of CESBA’s PSW Committee in order to make 

advertising PSW programs easy, effective and to ensure consistent messaging. The text can of course be 

modified based on your program and the angle you want to focus on. Feel free to add in info such as 

your school board name or acronym, program dates, or information about part-time options, length of 

program and cost. Note that these can be “mixed and matched” depending on preference, and that 

many can be used for both Facebook and Twitter ads.    

 

HEADLINE 

Facebook character limit: 40  

Twitter character limit: 70 

1. Become a Personal Support Worker! (33) 

2. Personal Support Worker Certificate (35) 

DESCRIPTIVE TEXT  

Facebook character limit: 90  

Twitter character limit: 140 

Accreditation/standards-focused 

Our affordable and accredited PSW program meets ministry & industry standards (81) 

Cost-focused 

Looking for affordable PSW training? Earn your certificate with our accredited program (87) 

OSSD-focused  

1. Get your PSW Certificate and earn credits towards your OSSD with our accredited 

program (87)  

2. Get your PSW Certificate and earn credits towards your high school diploma (77) 

Career-focused 

1. Qualified PSWs are in high demand across Ontario – get started on your career today! 

(87) 

2. Gain skills employers value. Earn a PSW Certificate at [school board name or acronym – 

33 characters max]. (57) 
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NEWS FEED LINK DESCRIPTION (Facebook only) 

Facebook character limit: 200 

1. Enjoy a rewarding career in the healthcare field! Gain real-world work experience 

through clinical and community co-op placements with our accredited program. Apply 

today! (174) 

 

2. Make your 2016 about learning and 2017 about earning! Our accredited PSW program 

will give you the skills you need to succeed in this growing healthcare field. (159) 

 

3. If you’re looking for a sustainable career in the healthcare field, join our accredited 

program and earn your government-recognized PSW Certificate. (148) (option: employer-

recognized) 

 

4. Our accredited program features affordable handson training that will get you ready for 

a career as a Personal Support Worker. (131)  

Modifiable keywords/text: 

 Start date/registration information (e.g. Sign up for Sept 1 start!) 

 Number of weeks/months of program (e.g. Join our 40-week program!) 

 Part-time option 

 Cost-effective, free tuition (instead of “affordable”) 

 

 

 

 

 

 

 

 

 

 

 

 

 



31 
 

Photos 

 

 

 


