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1. Short introduction to the Project
1.1 Main themes
The main themes and planned results of the AGEFACTOR project which will strongly
influence the project and all of its activities:
1) The project is aiming at increasing the competences of educators and professionals in the field of
adult education to promote personal and professional branding.
2) It will target, in particular, adult learners of the 50+ age group providing digital and transversal
skills which will enhance social reputation, professional credibility as well as the ability to increase
opportunities for lifelong employability. The project will also provide physical venues and methods to
learn new skills (“job club” techniques) by kick starting innovative methods of education and guidance
activities in informal and peer-to-peer settings.
3) To create (adult education priority) an EU platform for adult educators, trainers and career
guidance to make social media – and its potential value for employability, professional and personal
branding and reputation – available to mature workers;
1.2 Project partners
1. CARDET, Centre For Advancement Of Research And Development In Educational Technology
Ltd-CARDET (Cyprus, Lefkosia)
2. FCI, Fédération des Centres d'Insertion (France, Lille)
3. Forcoop (Italy, Veneto)
4. Institute for Women, IPZ (Czech Republic, Moravskoslez
5. ský)
6. NMDDC, Newry, Mourne and Down District Council (UK, Northern Ireland)
7. PRISMA Foundation (Slovenia, Podravska)
8. Tandem Plus (France, Lille)
9. The Development Agency of Santa Cruz de Tenerife (Spain, Santa Cruz de Tenerife)
10.
University of Latvia (Latvia, Riga).
11. VENETO LAVORO (Italy, Veneto)
1.3 The Project`s research methodological framework
Research target groups:
1. Adult education providers – direct “addressees/recipients” of the project outputs
2. Social media experts – the AGEFACTOR “ambassadors” who will provide technical support to
the development of the AGEFACTOR package
3. Adult learners 50+ – direct beneficiaries of the project activities
4. Companies – direct beneficiaries of the project activities
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Methodological framework addressing target groups for the research
Target group /
research method
Desk and field
analyses

Adult education
providers

Social media
expert/-s

Companies

Partners` survey (questionnaires)

Online surveys

80 questionnaires

20 questionnaires

Target number of focus group participants – 35

Focus group
In-depth interview

Adult learners 50+

Suggested, but not
required

1 interview

Suggested, but not
required

Case study

Suggested, but not
required
1 case study

Research`s technical information:
Period: April 1st – June 22nd 2017
Online surveys: Adults – 744, Companies – 167 questionnaires.
Focus groups: 89 participants (9 focus groups)
Expert interviews: 12 experts
Case studies: 8

2. About the Consolidated Transnational Report
The Consolidated Transnational Report is the final Deliverable of Activity 3 followed by the Activity 1
(A1-Methodological Framework preparation) and Activity 2 (A2-Data Collection and Country Reports)
of Output 1 (O1-Baseline analysis and comparative state of play), the aims of which are the following:
1) Highlight the current state of play;
2) Identify the capacity of enterprises;
3) Assess the interest, inclination, needs and attitudes of the target groups;
4) Highlight positive experiences.
The structure of the Consolidated Transnational Report follows the structure according to the
methodological framework of Output 1. For more insight into project`s research methodology please see
The Joint Research Methodology Guidelines.

3. Executive summary
The Consolidated Transnational Report based on AGEFACTOR Partners` Surveys and National Reports
provides a comparative overview of the national and EU state of play with respect to adult career
management and their digital social inclusion; it consolidates recommendations, specific advice and
feedback which will inform and enhance the further development of the AGEFACTOR media package.
The consolidated transnational report compares and conceptualizes the main results, providing specific
suggestions, recommendations, and guidelines for the development of what will be a marketable, userfriendly, flexible and broadly available AGEFACTOR package.
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Primary statistical overview based on empirical data presents adults perceptions of the necessity of being
proficient, along with being able to apply various general and specific digital skills which can enhance
inclusion and employability using social media. The results are then compared to the needs of companies
recruiting in labour market. The report is supplemented by qualitative data from expert interviews, focus
groups and case-studies. The cross-sectoral analyses allows for grounded conclusions and
recommendations which will address further AGEFACTOR activities in a structured three-fold way
which will be interconnected using digital skills and social media. Results of the research will foster
awareness of the importance of digital skills, offering specific advice and tools for adult education
providers to facilitate the socially and economically balanced development of digital skills among both
main target groups of the project – adult learners 50+ and companies.
Although many similarities among project`s partner countries are evident in relation to adult career
management and their digital social inclusion, reflecting European values and trends, several differences
are notable, e.g. in Northern Ireland and Cyprus, more so than in other countries, the traditional methods
and perceptions of adult career management are clearly present. This may signal slower uptake of digital
social media development in comparison to e.g. Italy, where usage and as well as a culture of virtual
social environment seems to be more advanced, but at the same time Northern Ireland and Cyprus have
more people-centred socio-economic programmes. Italy already seems to be concerned about the overuse
of digital instruments. France, Slovenia, Latvia, Spain, and Czech Republic show a more common,
gradual and balanced development of adult career management and with that, their digital inclusion.
The report also presents a collection of best practice examples in partner countries which demonstrate the
inclusion and employability of elderly workers as well as the usage of social media.

4. Introduction
The EU is confronted with a growing, but ageing population, driven by low fertility rates and a
continuous rise in life expectancy. This ageing, already apparent in many member states, will lead to a
higher share of older people and a lower share of people aged 20 to 64 in the total population in the
coming decades.1 Between 2002 and 2016 the number of older people aged 65 and above increased by
25%. The working age population aged 20 to 64 years grew only slightly, by 3 % over the same period.
By 2020 the number of older people aged 65 or over will grow by about 9 million, meaning that in 2020
every fifth person in the EU will be 65 or above. The population aged 20 to 64 is expected to shrink
further, and those aged 65 or over are expected to make up almost a quarter of the total population in
2030.2 These trends underline the importance of making the most of the EU’s labour potential by raising
the employment rate for men and women over the coming years. To meet labour market needs in a
sustainable way, efforts are needed to help people stay in work for longer. Particular attention needs to be
given to women, older workers and young people. While a large numbers of young and well-educated
people will also be available, achieving the Europe 2020 employment target will require greater use of the
potential labour force, which includes older people.

1

European Commission Demography report 2015. http://ec.europa.eu/eurostat/en/web/products-statistical-books/-/KE-BM-15-003.
Eurostat, June 2017. http://ec.europa.eu/eurostat/statistics-explained/index.php/Europe_2020_indicators_-_employment
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The balance between working experience and 21st century digital competences and transversal skills is as
fragile as it has ever been. Paradoxically, while one of the main challenges for youth unemployment is
lack of experience, which is demanded by most of the employers in the labour market, the older workers
who have most of the experience elements required are lacking competency in what are fast developing
digital platforms. While European Union Directives3 prohibit discrimination on grounds of age in
employment, occupation and vocational training4, employers are genuinely suffering along with both
young and older job seekers. With the ageing population along with an expected labour force supply
shortage, the labour market will have no choice other than to pay more and more attention to older job
seekers who may not have the requisite digital competences at the desired level.
Education and training, in different formal, informal and non-formal formats, needs to meet the needs “to
upgrade skills for employability of a shrinking workforce due to demographic ageing and fast-rising
youth unemployment.”4 Whereas labour market operators, companies and recruiting agencies have started
to use the social media to market, select and manage a number of human resources processes, the offer for
social media education and especially career guidance remains scattered, hardly reaching older job
seekers. Adult education providers, especially those working in career support management and guidance,
need to possess the competences to support what will be epochal changes in the labour market.
Integrating older people and migrants into the labour market might be challenging because a large portion
tend to have low levels of education attainment. Set against future projections of increased demand for
high-skilled labour, these groups are therefore more likely to join the less skilled part of the labour force.
In this respect, it is imperative that Member States design and put in place active labour market policies
combined with targeted policy measures for lifelong learning and comprehensive integration. Enabling
new foreign nationals to better capitalise on their formal qualifications would also enhance their
employability and improve growth prospects.5

5. Comparative overview of the national/regional state of play
In all partner countries the national employment policies generally coincide with the overall aims of adult
education and thus there are no specific policies targeting adult learners in the 50+ age group.
 Czech Republic. The current labor market is still affected by an excess of workforce supply over
demand. People in the 50+ age group belong to one of the most vulnerable groups in the labor market.
In general negative trends in the Czech Republic are exacerbated by a structural mismatch in the labor
market, a lack of adaptability among the workforce, the mismatch between labor market qualification
requirements and the qualifications found among the workforce, demographic trends, the state of
employment services and a lack of co-operation in the labor market. Older people form a specific
group which suffer from an accumulation of excaserbating factors - especially lower educational
attainment, disabilities and lack of adaptability to changing conditions (both as a result of economic
development, or profession, as well as a lack of adaptability with respect to ammending their skillsets).
3

Council Directives 2000/43/EC of 29 June 2000 implementing the principle of equal treatment between persons irrespective of racial or
ethnic origin (OJ L 180, 19.7.2000, p. 22), 2000/78/EC of 27 November 2000 establishing a general framework for equal treatment in
employment and occupation (OJ L 303, 2.12.2000, p. 16) and 2004/113/EC of 13 December 2004 implementing the principle of equal
treatment between men and women in the access to and supply of goods and services (OJ L 373, 21.12.2004, p. 37).
4
European Commission, 2012. Rethinking education: Investing in skills for better socio-economic outcomes. COM(2012) 669 final.
5
European Commission, 2014. Taking stock of theEurope 2020 strategyfor smart, sustainable and inclusive growth. Brussels, 19.3.2014.
COM(2014) 130 final/2. http://ec.europa.eu/europe2020/pdf/europe2020stocktaking_en.pdf
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Prejudices exist among employers which contributes to their inability to adequately harness the
potential of older persons. Active labor market policy dealing with the unemployed people aged over
50 years is ineffective. Career guidance is mainly provided by public labor offices, however the labor
offices rarely find jobs and applicants who are actively interested in searching for a job have a better
chances when using private agencies. These agencies tend to provide their services using on-line tools
and are very widely accepted the Czech society. However, these tools are used mainly by the younger
generation; there is still a big gap between older people and the young population who have more
chances and opportunities. Digital literacy is developed unevenly among segments of the population
and there are big variations. "Digital illiteracy" is highest in the group of people aged 45 years and
above.
 Cyprus. National policy coincides with the aims of the Adult Education Centre. There are no specific
policies targeting the 50+age group. The Adult Education Centres is a significant programme which
provides adult education in Cyprus within the framework of providing lifelong learning opportunities.
The main objective of the Adult Education Centres is the general development of each adult’s
personality as well as the social, financial and cultural development of citizens and society in general.
Their aims coincide with the state’s developmental policy and the wider aims of the Ministry of
Education and Culture regarding the provision of "Lifelong Learning" opportunities for all the citizens
of the Republic of Cyprus and the combating of educational inequalities so that citizens may be
successfully integrated and be enabled to act efficiently in a united Europe. Recruiting agencies and
career guiding organisations are becoming increasingly popular in Cyprus. Employment services use
online recruiting. These agencies are used mainly by young people who both know how to use their
services (websites) and can easily access their applications. The older generation is less aware of these
services and generally use them less frequently. They tend to rely on more traditional ways of finding
jobs (i.e. newspaper adverts). The Adult Education Centre aims to enhance digital skills by offering
computer classes to adult learners. There are no specific programmes designed for disadvantaged
groups or for the 50+ age group.
 France. Training for people aged 50+ is coordinated by the new regional Hauts-de-France which is
delivering actions such as the "elderly plan" and “supervision of vocational training”, the most
important function of which is to ensure the best use of vocational training funds as well as the
European Social Fund (ESF). In relation to good practice the most interesting example is "FACE”
(Fondation Agir Contre l’Esclusion), the leading French network of socially committed companies.
This organisation has created many "job clubs", which are tools for matching employers and
jobseekers. This foundation has also developed an innovative digital platform (called Face à l'Emploi)
where unemployed people can search for job offers as well as that employers can share their vacancies,
private guidance agencies can also offer their services.
 Italy. In the last few years, in order to keep workers aged 50+ in the labour market or to reengage
them, some measures have been introduced, which will affect both workers and employerss. Incentives
for employers have been introduced, these consist of a 50% reduction of duties incurred during the
recruitment process (“Garanzia Adulti”). For prospective employees there has been an increase of
educational interventions, aimed at tutoring, counseling and supporting people when they are looking
for work and in the updating of their skillsets. The main recruiting agencies are public. Both public and
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private agencies match supply to demand via on-line tools, whereby both candidates and companies
can fill in their CVs and requests. However the perception the workers have of the agencies is quite
negative, because they rarely find work, and the work they do find tend to be short term. More often
than not they find work by word of mouth and using personal contacts and relationships. Employers,
are generally more favourable to recruiting when it is economically justified. With respect to the
accessibility of information, researchers noticed that it is comparatively simple to find information
and courses relating to the development of digital skills for young people, adults and for elderly, it is
not so easy to find the same information aimed at mature workers, especially for those aged over 50. A
good experience example is The Job Clubs Method which has proved to be very successful. In 2014,
19 Job Clubs in the districts of Vicenza and Padova, were monitored. 80% of those using the service
found a job within a year of beginning the programme.
 Latvia. In 2015 the Latvian Ministry of Welfare developed a set of activities aimed at integrating the
long-term unemployed into the labour market as well as society in general. Those who engage have the
opportunity to receive individual and group consultations, including career counselling and
motivational programmes to aid the job search process. The long-term unemployment for aged 50+
group in Latvia is slightly below EU average and also below most of the other project partner
countries. This statistic can be explained by Latvian labour market structure where a large proportion
of workplaces need lower or middle qualifications; other socio-economic differences contribute to this
trend. The increase in unemployment between 2007 and 2013 was much higher for lower‐educated
workers than for better qualified workers in all age groups, suggesting the potential for an emerging
skills mismatch in which lower‐educated adults have much greater difficulty finding jobs than their
better‐educated peers.6
 Slovenia. In 2013, Slovenia adopted reforms to its labour market which attempted to ensure greater
employability and competitiveness for older workers. Changes have been made in the field of
employment protection of workers prior to their retirement. The objective is to concentrate on older
job seekers by offering incentives, support and measures for adapting workplaces for older people,
thus promoting health and active aging. Three programs were designed catering exclusively for elderly
unemployed persons: 1) subsidised employment in 2008/2009, 2) 50PLUS program in 2013 and 3)
working inclusion of older people in 2014. Employment through AEP measures represent 56.6 % of
total employment amongst older people. However, since 2011 the observed trend has been one of
significant decline in lifelong learning. Low employment rates of older workers in Slovenia can be
attributed among other things to low educational attainment and the lack of modern skillsets. Career
guidance is not very popular and therefore little used in Slovenia. There are no uniform standards and
courses which could facilitate the acquisition of the necessary skills needed by career counselors. In
2009 the Slovenian Society for Career Guidance was founded, striving for the implementation of
modern scientific concepts and guidelines in the field of career guidance.
 Spain. Canary Islands. Unemployed people aged between 45-64 years are a specific disadvantaged
group in the policy of the Canary Islands government. However most programs focus on formal
education and re-qualification, while some of them include transversal skills, this is not a priority. The
6

World Bank, 2015. The Active Aging Challenge For Longer Working Lives In Latvia.
http://www.lm.gov.lv/upload/aktualitates2/wb_lv_active_aging_report_0110151.pdf
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perception of the people with respect to recruiting agencies and career guidence organisations is
generally positive, however, entities offering a more personalised service are more valued. The Public
Employment Service doesn’t provide online recruitment tools, it focuses on other types of
management using new technologies. As for private placement agencies, local development agencies,
NGOs, etc. are increasingly using online methods to facilitate recruitment. “Employment Launches”
(Lanzaderas de Empleo) could be considered as an example of good practice of a peer-to-peer
approach, similar to that used by the AGEFACTOR project. An “employment launch” is a
heterogeneous group of unemployed volunteers who are highly motivated and committed, they are
guided by a mentor who will oversee the process of increasing their personal and professional skills, as
well as improving their collective knowledge. This approach will make the participants visible to
companies and society with the same goal, that of finding employment. During the last few years,
several “employment launches” have been development on the island. The Telefónica Foundation has
financed many projects of this type, mainly aimed at young people aged under 30 years. We could
support them to organise an “Employment Lauche” with people aged over 50.
 United Kingdom (Northern Ireland). Older people do not stop contributing to their communities on
retirement. Many continue to provide unpaid and voluntary work for their families and communities.
In some areas, economic circumstances force older people to take paid work long after they should
have retired. An age-friendly community provides options for older people to continue to contribute to
their communities, through paid employment or voluntary work. Recruitment agencies are popular and
are used by both public and private sector companies. Some of them use online recruiting. AgeNI is
the leading charity for older people in Northern Ireland. Age NI has helped build an infrastructure of
11 Networks bringing together older people’s groups across NI to strengthen the regional voice of
older people and support them to influence important decisions on local policy and services.
OFMDFM involved older people and their representative groups in the development and
implementation of the Active Ageing Strategy and Action Plan. The Northern Ireland Pensioners
Parliament was launched in 2011 and allows older people from across Northern Ireland to have their
say on the issues that matter to them. The parliament reaches out to give older people a chance to make
their voice heard on issues that affect them and also provides a vehicle to make older people more
aware of key information and practical advice on support services in their own areas. There are not
many examples of public institutions in Northern Ireland using social media, with the exception of
some campaigns, e.g. benefit entitlement or health promotion. While NMDDC is more and more active
on social media, it is still some way behind other European countries in this regard.

6. Baseline research results
The Consolidated Transnational Report presents the project`s research results following the structure of
the Joint Research Methodology Guidelines. Research results and analysis are primarily based on
empirical data collected through surveys, backed-up and supplemented by qualitative data from focus
groups, in-depth expert interviews and case studies by partners, to which respective foot-note references
are in place. More detailed results by countries can be found in Country Reports.
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6.1. General computer and digital skills
Adult learners 50+
In order to assess the general digital proficiency level within the main target group of the project (age
group 50+), data about their self-assessed general computer and digital skills were collected. The data
shows very different levels of digital proficiency – from none/poor, to advanced with variation apparent
between and within countries/regions. Proficiency within what could be described as the same sub-set
showed marked variation with e.g., basic computer skills and internet usage scoring higher than digital
security and mobile applications (see Table 6.1 below).
Table 6.1. Adults 50+ self-assessment of their general computer and digital skills.
1. General computer and
Tenerife NMDDC
CZ
Cyprus SL
FR
LV
IT
digital skills
1.1. Computers skills in
Good
Advanced Advanced None Average Advanced Aver/Good Poor/Adv.
general (e.g. MS Office)
1.2. General internet
Good
Good
Advanced Good Average Advanced Aver/Good Poor/Adv.
using skills
1.3. Social media usage
Good DontKnow Advanced None Poor Average Poor/Aver Poor/Adv.
skills
1.4. Mobile applications
Average DontKnow
Good
Good Average Average Poor/Aver Poor/Adv.
usage skills
1.5. Digital security and
Average DontKnow Average
None Poor
Poor
None/Poor None/Poor
safety skills

This diversity of digital proficiency within the group of 50+ clearly suggests that the AGEFACTOR
package should address either one of these groups (1.No digital proficiency; 2.Average or better digital
proficiency) or offer two different packages.
Companies
Analysing the necessity of general IT skills from the companies` perspective in relation to the recruitment
process, one can conclude that there are commonalities seen between the necessity of general IT skills
demanded by companies and the proficiency levels of these skills by adult learners 50+. Also, in relation
to social media and mobile application skills as well as digital security skills a trend can be seen in as
much as adult learners aged 50+ generally do not possess these skills, however, the majority of the
companies surveyed do not require good or advanced proficiency in these skills. Companies do, however,
view the possession of these skills as beneficial, thus conferring an advantage to adults aged 50+ with
those skills in the recruitment process. Please see Table 2 below.
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Table 6.2. Companies` perspective - skills necessary during the recruitment process.
5., 6. Skills necessary during the recruitment
process.
5.1. Computers skills in general (e.g. MS Office)
5.2. General internet using skills

Tenerife NMDDC
Must
Must

Must
Must

5.3. Social media usage skills

Adv.

Must

5.4. Mobile applications usage skills

Adv.

5.5. Digital security and safety skills

Adv.

CZ

Cyprus

Must
Must

Must
Must

SL

FR

Must Must
Needed Must
No
Adv. No need Needed
need
No
No need Adv.
need
No
Adv. No need Adv.
need

LV

IT

Must Must
Must Must
Adv. Must
Must
Must

6.2. Usage of social media and information networks
Adult learners aged 50+
Analysing the ownership of social media profiles and the usage frequency of them, it is evident that
those people who possess average or higher digital skills have at least a basic proficiency level and are
using Facebook and E-mail. It is noticeable, however, that other commonly used professional information
and communication tools which are often used by employers and companies e.g. LinkedIn and Twitter,
are rarely, if ever, used by job seekers in the 50+ age group. This can be partly explained by the fact that
many adults use social networks as if it were a traditional way of searching for a job. Besides, there are no
digital tools for employment specifically designed and aimed at people aged 50+.7 This, in turn, can be
partly explained by rapid development of new technologies and information exchange patterns as well as
a lack of research on the abilities of the 50+ age group which themselves are also changing, in these fastmoving times. Therefore there is a lack of knowledge with respect to current patterns or targeted ways of
using of social media, therefore training which takes account of this is required. It is not only the modern
way of life which forces people aged 50+ into the use of digital tools, it is rather a cultural and societal
trend, which tends to leave this age group feeling pressured that they need to also apply these tools in
their own lives.8 At the same time there are high levels of self-motivation, because people are aware that
it is to their benefit. One of the proofs for the above statement is that the older people mostly obtain eskills through self-education and informal assistance from others (colleagues, friends, relatives). 9 Most of
the people 50+ started using social networks by observing the people around them or at work and at first
they were not aware of the impact of social networks in the real world.10
Table below shows the share of adults aged 50+, who are using information networks on a comparatively
regular basis (F = %Daily +%Weekly + 1/2*%FewTimes).

7

Xiomara Méndez García, author of "enbuscade.org". Research`s Expert interview in Santa Cruz de Tenerife by AGEFACTOR project
partner Santa Cruz de Tenerife Development Agency, Spain.
8
Research`s Expert interview in Cyprus by AGEFACTOR project partner CARDET, Cyprus.
9
Research`s Expert interview in Slovenia by AGEFACTOR project partner PRIZMA Foundation, Slovenia.
10
Research`s Expert interview in France by AGEFACTOR project partner Fédération des Centres d’Insertion, France
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Table 6.3. Share of adults 50+, who are using information networks on a comparatively regular basis.
2., 3. Usage of information networks. Tenerife NMDDC
2.1. Facebook
80%
58%
2.2. Instagram
40%
14%
2.3. Twitter
40%
14%
2.4. LinkedIn
45%
2%
2.5. Google+
75%
12%
2.6. YouTube
65%
25%
2.7. Email (any)
95%
45%
2.8. Skype
40%
20%
2.9. WhatsApp
95%
40%
2.10. Viber
20%
10%

CZ Cyprus
65%
60%
25%
10%
2%
8%
5%
8%
12%
26%
40%
22%
68%
58%
25%
54%
40%
46%
19%
24%

SL
45%
5%
3%
6%
40%
45%
67%
33%
10%
30%

FR
65%
7%
8%

70%

LV
35%
5%
15%
20%
35%
48%
59%
34%
21%
15%

IT
Average
48%
57%
14%
15%
10%
13%
15%
14%
42%
35%
40%
41%
72%
67%
29%
34%
70%
46%
9%
18%

The above table also continues to show the diversity of digital proficiency within age group 50+ as well
as within and among countries/regions as well as among the different elements found in the digital
environment. However, more common trends can be observed, e.g. Facebook and E-mail is used
comparatively more frequently in all partner countries than other means of information and
communication exchange. Also, Google, YouTube and WhatsApp, although used less, is still frequently
used for obtaining information in all partner countries. WhatsApp shows slight, but still higher usage
frequency within some countries (ES, CY, LV, IT) than other virtual information networks.
Companies
The table below shows which networks companies use during the recruitment process. Comparing both
tables it is safe to conclude that both groups, companies and job seekers aged 50+ mostly use Facebook
and E-mail, which is a positive trend which goes some way to ensuring communication between the two
groups. However, comparing the trends seen in other information networks it is also clear that common
professional and work tools e.g. LinkedIn, which is often used by employers and companies, are rarely
used by job seekers aged 50+. Companies in general use social networks such as Facebook, Twitter and
LinkedIn to promote their job vacancies more so than job seekers aged 50+ seem to be using them.
However, it is interesting to note that other virtual information exchange channels such as Google,
YouTube, Skype, WhatsApp are more frequently used by the adults as opposed to the companies. This
can be explained by the nature of social networks – the first ones mentioned above are more professional,
while the latter are more personal. Older people mostly use internet and social media to stay in contact
with their relatives (i.e. Skype, Messenger…) and for informational and educational purposes (news,
recipes, health tips, mind exercises…).11, 12 The table above also indicates a very large share of adults
aged 50+, have never used professional social networks. An Italian social media expert partly justifies it:
digital natives mainly deal with the technicalities and procedures; they don’t know for example how to
protect their public image. The adults, on the other hand, have the life experience that allows them to be
more careful and to protect themselves from the overuse of the digital instrument.13

11

Research`s Expert interview in Slovenia by AGEFACTOR project partner PRIZMA Foundation, Slovenia.
Research`s Focus group in Newry, Mourne & Down District Council by AGEFACTOR project partner Newry, Mourne & Down District
Council, Northern Ireland, UK.
13
Francesca Parviero, Digital HR & Personal Branding Strategist, Official LinkedIn Talent Solutions Partner. Research`s Expert interview in
Italy by AGEFACTOR project partner Veneto Lavoro, Italy.
12
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Table 6.4. Networks companies` use during recruitement process.
2. Which networks you use
Tenerife NMDDC
CZ
Cyprus SL
FR
LV
IT
for recruitment?
2.1.1.
Facebook
40%
70%
100%
78%
35%
69%
79%
45%
2.1.2.
Instagram
0%
0%
22%
20%
2.1.3.
Twitter
15%
25%
0%
17%
56%
30%
2.1.4.
LinkedIn
35%
35%
22%
56%
10%
63%
65%
55%
2.1.5.
Google+
10%
5%
11%
6%
10%
2.1.6.
YouTube
0%
5%
11%
14%
15%
2.1.7.
Email (any)
40%
53%
33%
72%
50%
75%
64%
40%
2.1.8.
Skype
0%
5%
11%
17%
35%
15%
2.1.9.
WhatsApp
10%
15%
0%
6%
16%
3%
2.1.10. Viber
0%
5%
0%
6%
9%
0%

Av.
65%
11%
24%
43%
8%
9%
53%
14%
8%
3%

Overall, companies are using social networks such as Facebook, Twitter and LinkedIn to promote
their job vacancies more frequently than job seekers aged 50+, and very large share of adults aged
50+ have never used professional social networks.

6.3. Means of finding and advertising job offers
Adult learners 50+
The first strongly transnational common trends appear in the research in relation to job search patterns
and the perception of the necessity of digital skills and their impact on competitiveness in the labour
market and employability. Among the most frequent options used to find a job offer (with slight
differences in priorities among countries) job seekers aged 50+ in most of the partner countries use (in
order of highest frequency among countries): 1) Activation of private networks (with the exception of
NMDDC and ES), 2) National Employment Agencies, 3) Internet, Job search websites. Cyprus, where
the overwhelming majority of respondents use newspapers advertisements stands out in comparison to
other project partner countries. The least frequent option used by job seekers aged 50+ in all partner
countries is social peer-to-peer gatherings or so called Job Clubs (see table below). This could be seen as
an impedance to the AGEFACTOR project, however, it also justifies the project`s aims to develop new
tools, which have not yet been explored in the labour market in Europe except in the case of some good
practice examples (see for e.g. Spain`s Tenerife and Italy`s Padova, Veneto).
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Table 6.5. Means and frequency of their usage for employment search by adults 50+.
4.Which of the options you`d use to find a job:
1.1. National, regional or local employment agency
1.2. Advertisements in newspapers
1.3. Private recruiting companies
1.4. Private connections (family, friends, colleagues)
1.5. Internet, Social media platforms
1.6. Internet, Job search websites
1.7. Internet, Enterprise`s website
1.8. Social peer-to-peer gatherings, Job Clubs

Tenerife NMDDC
16%
48%
2%
19%
12%
18%
11%
25%
17%
10%
15%
25%
17%
10%
10%
10%

CZ Cyprus
39%
18%
35%
62%
15%
24%
85%
62%
66%
40%
89%
26%
68%
4%
10%

SL
26%
19%
8%
26%
19%
26%

FR
50%
14%
50%
55%
50%
46%
9%

LV
70%
21%
62%
39%
48%
34%

IT
79%
42%
39%
74%
33%
45%
31%
8%

Av.
43%
27%
24%
50%
32%
41%
34%
9%

Companies
Analysing the same data among companies – options used to advertise the job vacancy – several
mismatches, and also some commonalities can be clearly identified among the most frequent options used
to advertise the job vacancy companies in most of the partner countries. In order of highest frequency
among countries: 1) Internet, Social media platforms (which is not among the top 3 options used by job
seekers aged 50+ to look for a job), 2) Private connections (which is the most popular option used by job
seekers aged 50+, however research considerations demand that we assume that these would be two
separate private networks, thus creating a mismatch between both groups), and 3) Internet, Job search
websites (which is also a top 3 option among jobs seekers aged 50+). Similarly as with job seekers,
companies have rated social peer-to-peer gatherings or so called Job Clubs as the least efficient among
the options to advertise a job vacancy (see table below).
Table 6.6. Means and frequency of their usage for vacancies` advertisements by companies.
1.Which of the following you`d use to advertise vacancy?
1.1. National, regional or local employment agency
1.2. Advertisements in newspapers
1.3. Private recruiting companies
1.4. Private connections (family, friends, colleagues)
1.5. Internet, Social media platforms
1.6. Internet, Job search websites
1.7. Internet, Your enterprise`s website
1.8. Social peer-to-peer gatherings, Job Clubs

Tenerife NMDDC
12%
50%
6%
92%
12%
31%
18%
87%
12%
89%
24%
50%
13%
80%
3%
50%

CZ Cyprus
27%
25%
7%
25%
13%
60%
67%
25%
60%
45%
60%
45%
33%
0%
0%
25%

SL
60%
10%
35%
45%
40%
35%
45%
0%

FR
50%
14%
55%
50%
46%
9%

LV
27%
9%
34%
37%
49%
34%
39%
0%

IT
25%
6%
38%
44%
44%
25%
25%
13%

Av.
35%
21%
32%
47%
48%
40%
35%
13%

6.4. Specific digital skills
Another common feature among all partner countries is the perception of the necessity of digital skills for
increased competitiveness in the labour market, ultimately leading to higher employability prospects. The
majority of respondents (aged 50+) in all countries agreed or strongly agreed to the statement that digital
skills can increase employability. The same conclusion is also evident in the companies survey, however,
with a stronger emphasis on the necessity of digital skills, i.e. the majority of companies in all partner
countries strongly agree that digital skills can increase employability. Overall, both groups – adults aged
50+ and companies agree, that digital skills can increase employability.
When analysing specific digital skills which are needed to increase competitiveness in the labour market
several commonalities and mismatches can be identified between the two groups – adults aged 50+ and
companies.
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Adult learners 50+
The table below shows, that the main digital skills that adults aged 50+ believe are necessary are 1) Sendreceive emails, 2) Use job search engines, 3) Obtaining information from companies’ and government
websites, 4) Use information search engines and 5) Find information online about goods and services. See
table below. No significant differences between partner countries are apparent.
Table 6.7. Share % of adults 50+, who find the following digital skills necessary, important.
7. Which skills are necessary?
7.6. Send/receive emails
7.3. Use job search engines
7.1. Obtain information from websites
7.2. Use information search engines
7.4. Find information online
7.7. Create AND sustain personal profile
7.9. Use online learning resources
7.5. Telephone/video calls over the internet
7.14. Creatively using digital technologies
7.10. Use internet banking
7.8. Use file-sharing services online
7.11. Protect digital devices
7.13. Protect personal data and privacy online
7.12. Solve technological problems via settings

Tenerife NMDDC
70%
7%
61%
3%
50%
5%
60%
5%
41%
51%
1%
47%
2%
35%
1%
41%
46%
1%
36%
0%
38%
42%
3%
36%
1%

CZ
88%
68%
72%
83%
39%
48%
45%
36%
50%
40%
32%
21%
27%
22%

Cyprus
88%
72%
60%
80%
56%
58%
28%
62%
18%
28%
42%
24%
22%
18%

SL
22%
20%
23%
14%
10%
14%
15%
13%
14%
12%
12%
13%
12%
12%

FR
67%
72%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%
40%

LV
94%
72%
62%
84%
58%
52%
42%
42%
17%
51%
35%
29%
29%
21%

IT
55%
64%
57%
49%
27%
27%
28%
18%
29%
18%
9%
15%
30%
18%

Av.
61%
54%
54%
52%
39%
36%
31%
31%
30%
29%
26%
26%
26%
21%

At the same time, next table below shows adults aged 50+ self-assessment of their general computer and
digital skills – it is evident that on average respondents have developed the specific digital skills they find
important to an average or good level. Attention should be, however, paid to skills such as Using of job
search engines and Sustaining personal profiles on social media. Although most respondents on average
show average or good estimation of their skills in this area, it is evident from earlier results (see 2.
Usage of social media and information networks) that respondents could have evaluated their
skills using other social networks, which may not be actively used by companies.
A common feature among most partner countries, which should be taken into account for the
AGEFACTOR package, is the diversity of digital skills within the 50+ age group. E.g. in Italy and Latvia
there is a comparatively equal share of job seekers aged 50+ who have either none and good digital
skills.
More detailed results by country can be found in the national reports, which will also show that a
considerable share of adults aged 50+ are lacking in the most basic and necessary digital skills e.g. in the
Spanish survey, the group of respondents who filled in the survey offline most frequently marked the “I
don’t know” option (around 40%), which tends to indicate a lack of awareness of many basic digital tools.
It is also a common pattern in all countries that only a few of the most commonly practiced and basic
skills are recognised as important and correspondingly assessed at average or good proficiency, while less
common (but no less important) skills such as virtual privacy, more comprehensive use of internet (filesharing, online learning and banking) are also considered less important with levels of proficiency of
these skills marked as none or very poor. See Table 6.7 and Table 6.8 respectively.
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Table 6.8. Adults 50+ self-assessment of their general computer and digital skills.
7. Which skills are necessary?
7.6. Send/receive emails
7.4. Find information online
7.2. Use information search engines
7.1. Obtain information from websites
7.3. Use job search engines
7.9. Use online learning resources
7.7. Create AND sustain personal profile
7.13. Protect personal data and privacy online
7.5. Telephone/video calls over the internet
7.10. Use internet banking
7.11. Protect digital devices
7.8. Use file-sharing services online
7.14. Creatively using digital technologies
7.12. Solve technological problems via settings

Tenerife NMDDC
3
3
2
3
3
2
2
3
3
2
2
2
2
2
2
2
2
2
2
2
2
2
1
2
2
1

CZ
4
3
3
3
3
3
3
3
3
3
2
3
2
2

Cyprus
3
3
3
3
1
1
1
1
1
1
1
1
1
1

SL
3
3
2
2
2
2
1
2
1
1
1
1
1
1

FR
4

LV
3
3
3
3
2
2
2
2
2
2
2
1
1
1

1
1

IT
3
3
3
3
3
2
3
2
3
2
1
1
1
1

Av.
3
3
3
3
2
2
2
2
2
2
2
1
1
1

(1: none/very poor, 2: average, 3: good, 4: advanced)

Companies
Table 6.9 below shows a correlative linkage between which digital skills companies need from job
seekers during the application and recruitment process, and which sills adults aged 50+ find important
and are trying to develop. These are – 1) Obtaining information from companies’ and government
websites, 2) Use information search engines, 3) Use job search engines, 4) Send-receive emails and 5)
Find information online about goods and services. See table below.
Table 6.9. Skills needed during the application process. Companies` answers.
7.Skills needed during the application process
(1: not needed, 2: advantageous, 3: partly needed, 4: very needed)

7.6. Send/receive emails
7.2. Use information search engines
7.1. Obtain information from websites
7.3. Use job search engines
7.8. Use file-sharing services online
7.4. Find information about goods or services online
7.7. Create AND sustain personal profile
7.5. Telephone/video calls over the internet
7.13. Protect personal data and privacy online
7.11. Protect digital devices
7.14. Creatively using digital technologies
7.9. Use online learning resources
7.12. Solve technological problems via settings
7.10. Use internet banking

Tenerife NMDDC
4
4
2
2
4
4
2
4
4
4
2
2
2
2

CZ

4
3
3
2
2

4
4
4
4

3
2
2
2

1

2
2
2

1
1
1
1
1

Cyprus
4
4
4
4
4
2
4
2
1
1
1
2
1
1

SL
4
3
3
3
3
2
2
2
2
2
2
2
2
2

FR

LV

4
4
4
3
3
3
3
3
3
3
3
1
3
1

4
3
3
4
2
3
4
2
3
2
2
2
1
2

IT
4
4
3
3
2
3
3
2
3
2
2
2
2
2

Av.
4
4
3
3
3
3
3
2
2
2
2
2
2
2

(1:

not needed, 2: advantageous, 3: partly needed, 4: very needed/must)

Few mismatches can be identified within separate partner countries e.g. in NMDDC companies expect
more skills and at a higher level than adults aged 50+ marked as important. Few transnational mismatches
can be identified in relation to less common digital skills, which are more valued by companies than they
seem to be by adults aged 50+.
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6.5. Cross-sectoral analysis between adults 50+ and companies
Overall, the AGEFACTOR activities towards digital skills can be addressed within 3 main groups (see
table below):
1st group: Digital skills which 1) have high demand from labour market; 2) are
recognised as important by adults aged 50+ and 3) are self-assessed as average/good by adults aged
50+. This group of skills shall be one of the core groups, where basic technical training is needed. It
would be highly beneficial if these skills could be developed alongside the development of social media
usage skills promoting personal identity, personal brand, good use of social networks, job search through
the internet, etc.14 See above 6.2.Usage of social media and information networks).
2nd group: Digital skills which 1) have average demand from labour market; 2) are not recognised as
important by adults aged 50+; 3) are scored very low when self-assessed by adults aged 50+. To
develop this group`s skills before technical training, awareness of the importance of these skills shall be
increased.
3rd group: Digital skills which 1) are advantageous in the labour market; 2) are
not recognised as important by adults aged 50+; 3) score very low when self-assessed by adults 50+.
To develop this group`s skills, before technical training, awareness of the importance of these skills shall
increased both among the job seekers and companies15. It should be taken into account that this set of
digital skills are in line with European Parliament Recommendations16 on key competences for lifelong
learning as well as the Europass Framework on Digital competences17.
These core skills and competences shall be addressed by AGEFACTOR activities in two ways: a) by
increasing the awareness of the importance of these skills and b) by offering tools and facilitating the
development of these skills among adults aged 50+ and companies.

14

Research`s Focus group in Santa Cruz de Tenerife by AGEFACTOR project partner Santa Cruz de Tenerife Development Agency, Spain.
This is also a conclusion by Research`s Focus group in Newry, Mourne & Down District Council by AGEFACTOR project partner
Newry, Mourne & Down District Council, Northern Ireland, UK.
16
Recommendation 2006/962/EC of the European Parliament and of the Council of 18 December 2006 on key competences for lifelong
learning (OJ L 394, 30.12.2006, pp. 10-18), http://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:32006H0962&from=EN
17
Europass Framework on Digital competences, https://europass.cedefop.europa.eu/resources/digital-competences.
15

AGEFACTOR. Consolidated Transnational Report.

O1-A3.

Page 17 of 25

AGEFACTOR
Boosting adult career management and key competences for inclusion and employability
through social media
Table 6.10. Comparison of adults 50+ perceptions, self-assessments and companies` needs.
Specific digital skills
7.1.
7.2.
7.3.
7.6.

Obtain information from websites
Use information search engines
Use job search engines
Send/receive emails

7.8. Use file-sharing services online
7.4. Find information about goods or services online
7.7. Create AND sustain personal profile
7.5. Telephone/video calls over the internet
7.13. Protect personal data and privacy online
7.11. Protect digital devices
7.9. Use online learning resources
7.10. Use internet banking
7.12. Solve technological problems via settings
7.14. Creatively using digital technologies

Perception of
the necessity
by adults 50+

Selfassessment,
Adults 50+

Companies`
needs*

57%
51%
53%
60%

2,69
2,80
2,30
3,13

3,19
3,63
3,13
4,00

24%
38%
34%
30%
23%
24%

1,43
2,92
1,98
1,93
1,97
1,65

2,86
2,83
2,75
2,43
2,38
2,29

29%
27%
19%
28%
Share % of
adults 50+,
who find these
digital skills
necessary

2,04
1,91
1,29
1,38
(1: none/very
poor,
2: average,
3: good,
4: advanced)

1) High demand from labour market
2) Recognized as important by adults 50+
3) Self-assessed as average/good by adults 50+

1) Average demand from labour market
2) Not recognized as important by adults 50+
3) Very low self-assessed by adults 50+

1,75
1) Advantageous in labour market
1,63
2) Not recognized as important by adults 50+
1,75
3) Very low self-assessed by adults 50+
1,86
(1: not needed,
2: advantageous,
3: partly needed,
4: very
needed/must)

6.6. General characteristics by companies with 50+ employees
Companies have many diverse opinions from their experience and perceptions about employees and job
seekers of age 50+. Similarly, as with any sociodemographic group, there are both positive and less
positive features as well as peculiarities associated with employees. These opinions are dependent e.g. on
the company, the individuals involved as well as many different aspects including the work location, the
size of the team, age, years of experience etc. Below are some of the characteristics mentioned most often
by companies with reference to employees and job seekers aged 50+ (the sequence is ranked according to
the frequency of mentions of the characteristic).
Advantages:
1. Experience
10. Communication
19. Value the work
2. Know-how
11. Dedication
20. Endurance
3. Expertise
12. Wisdom
21. Experience transfer to
4. Trust
13. Ethics
youngsters
5. Loyalty
14. Behaviour
22. Diversity of team
6. Life & Social skills
15. Commitment
23. Maturity
7. Soft skills
16. Responsibility
24. More reliable
8. Resilience
17. Stability
25. Patience
9. Critical mind-set
18. Theoretical&Practical skills
 Greater capacity for team work, which includes good interpersonal attitudes and respect for coworkers.
 Good working habits, different attitudes towards work and the desire for learning and upgrading
of their knowledge.
Experience transfer opportunity is a little recognised quality of experienced elderly workers, who
may not have sufficient new technologies and digital skills, but have other needed qualities. The
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labour market does not need just technology operators. The paradox discussed earlier in this Report –
labour market needs both: experience and energetic creativity; youth unemployment is because of the
lack of experience, which the older workers have to large extent (traditional skills, soft skills), while
older people are lacking in the fast developing and changing digital competences – tandem
recruitment of young people and people aged 50+, reverse mentoring,
intergenerational
18
cooperation would be very beneficial for the transfer of knowledge and experience in both
directions.19, 20 The issue of digital reputation regards also other younger cohorts, and some forms of
reverse mentoring on “social” skills could benefit all workers, both online and offline. 21 Another
comment in favour of workers aged 50+ – an elderly person with some basic digital knowledge is
able to obtain further digital skills much quicker and easier than a younger person is able to obtain
“wisdom”22.
While some of the companies marked, that there are No disadvantages with respect to employees
above age 50, others, however, mentioned the following (sequence ranked according to the frequency
of the mentions of the characteristic):
1. Resistance to adaptation
6. Rigidness
2. Inflexibility
7. Fear of new
3. Slow learning
8. Less productive
4. Low IT & Social media skills
9. Less energetic
5. Health
Some companies mentioned that digital skills sometimes remove the professionalism. Although they
are helpful, it is more important is to have an employee who knows how to use his or her mind. If
they lack in this skill, then digital competences won`t take you forward. They believe that sometimes
digital skills take people away from the essence of what the labour market needs which is true and
serious professionalism.23, 24
The AGEFACTOR project within its activities should promote the well-recognised qualities and soft
skills of elderly workers among companies in the labour market to facilitate the development of skills
which are lacking as well as facilitating the breaking of stereotypes, the overcoming of subjective
fears and unpragmatic rejections, biased perceptions and attitudes. People aged 50+ see using digital
tools as useful and important for employability, but as non-personal. They believe that digital skills
are more useful for younger generations that are more active on labour market. 25 AGEFACTOR
partners suggest e.g. awareness campaigns to change the perception of people aged over 50 on new
18

Research`s Expert interview in Czech Republic by AGEFACTOR project partner Institute for Women, Czech Republic.
Xiomara Méndez García, author of "enbuscade.org". Research`s Expert interview in Santa Cruz de Tenerife by AGEFACTOR
project partner Santa Cruz de Tenerife Development Agency, Spain.
20
Research`s Focus group in Newry, Mourne & Down District Council by AGEFACTOR project partner Newry, Mourne & Down
District Council, Northern Ireland, UK.
21
Research`s Focus group in Italy by AGEFACTOR project partner Veneto Lavoro, Italy.
22
Research`s Expert interview in Slovenia by AGEFACTOR project partner PRIZMA Foundation, Slovenia.
23
Research`s Focus group in Cyprus by AGEFACTOR project partner CARDET, Cyprus.
24
Research`s Focus group in Newry, Mourne & Down District Council by AGEFACTOR project partner Newry, Mourne & Down
District Council, Northern Ireland, UK.
25
Research`s Expert interview in Slovenia by AGEFACTOR project partner PRIZMA Foundation, Slovenia.
19
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technologies; public administration should promote awareness actions, and through modular
training and content adapted to the labour market in relation to new technologies. 26 Currently
government addresses people aged 50+ by offering informal education without even offering formal
certificates, thus they are also contributors to the gaps between training and guidance services. 27

6.7. Case studies










Spain, Santa Cruz de Tenerife – a growing company, Centro de Formación AFS, S.L.,
which introduced HR system with Social Media included in the procedures. In 2014 an
Equality Plan was established which ensured equal HR procedures for all staff as well as
competence-based recruiting.
Slovenia, PRIZMA Foundation – a company named MIKRO+POLO. Their business policy
is based on sustainable development and operations both in relation to customers, business
partners and employees, as well as the environment. Following their vision of an
environmentally responsible company, having started in 2011, Micro+Polo was among the
first companies to operate a paperless office. MIKRO+POLO use innovative online tools and
methods to attract customers and as well as employees.
Newry, Mourne & Down District Council, Northern Ireland, UK.
o DIY retailer B&Q sees that an age-diverse workforce brings a wealth of skills and
experience. In 2007 B&Q launched its pioneering age diversity project by staffing its
Macclesfield store entirely with people aged over 50. Today 28% of its workforce is
over the age of 50, it has many employees who are semiretired. Older workers relate
better to customers. Profits increase by 18%, along with greater customer satisfaction.
o McDonald’s has 1200 restaurants across the UK and employs 85,000 employees (over
1,000 employees are over 60). Its Family and Friends Contract is a UK first, groundbreaking scheme, which allows family working in the same restaurant to share and
cover each other’s shifts. Many of McDonald’s’ older workers work alongside up to
three generations of their family members. According to research conducted by
Lancaster University Management School levels of customer satisfaction were on
average 20 per cent higher in restaurants that employ staff aged 60 and over as part of
a mixed age workforce.
Italy, Veneto Lavoro – Moviri (formerly Neptuny). As soon as the company started to grow
Moviri restructured its HR systems and hired new middle managers and senior people focused
on becoming industry leaders. They use social media as part of their sales strategy as well as
for staff recruitment.
Latvia, University of Latvia. Large size women`s clothing shop, based in Jurmala. This
company utilises social media for recruiting, they are planning to open online shop with a
vision to operate using women over the age of 50.

26

Research`s Focus group in Santa Cruz de Tenerife by AGEFACTOR project partner Santa Cruz de Tenerife Development Agency,
Spain.
27
Research`s Focus group in Cyprus by AGEFACTOR project partner CARDET, Cyprus.
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France, Fédération des Centres d’Insertion. O2 – Care services. O2 is a care services
business, offering house cleaning, childcare, elderly care, special needs care and gardening.
They follow good practice regarding the employment of senior adults. “Senior” section on
their website, explaining specific and concrete elements, such as what steps must be taken in
order to work while retired. Special senior training sessions have been added to O2`s training
curricula. Flexible working timetable - work locations which are close to their homes.
Czech Republic, Institute for Women. Fosfa university. Fosfa is a company working in the
field of phosphate. They offer tailor-made courses and mentoring for employees aged 50+.
Older workers are supported and trained by younger mentors. Fosfa University studies have
already trained over 130 employees. The oldest student is 62 years old.
Cyprus, CARDET (Center for the Advancement of Research & Development in
Educational Technology). CARDET is an independent, non-profit, non-governmental,
research and development organisation based in Cyprus with partners around the world. In the
past CARDET used traditional methods to conduct the recruitment process. Today “as we
employ a person over 50 we try to use their experience in administration and co-ordination.
We take advantage of their main quality which is their experience. They may not necessarily
be full-time, they could be part-time Consultants or Co-ordinators deployed to work on
various tasks”. CARDET uses innovative online tools and methods to attract customers and
potential employees. It also uses online software tools which enable its current employees to
engage in effective project management (i.e. Teamwork, Dropbox).

6.8. Good case practices
While there are many examples of good governance seen in all partner countries with respect to adult
career management and the related use of technology and social media, there are several outstanding
examples which deserve to be mentioned:
 The paperless office utilised by MARKO+POLO (Slovenia) an example of sustainable
development and environmentally responsible policy facilitated by the use of innovative
online tools and methods.
 The knowledge capsules developed by the Development Society in Santa Cruz de Tenerife
(Spain) – basic skills, use of e-mail, Internet job search, etc.).
 Family and Friends Contract of the McDonald’s - a UK first, ground-breaking scheme,
which allows family working in the same restaurant to share and cover each other’s shifts.
Older workers work alongside up to three generations of their family members.
 “Senior” section on the website of O2 – Care services (France) guidence for adults seeking
to work while retired, as well as the special senior training sessions.
 Fosfa university`s (Czech Republic) tailor-made courses and mentoring for employees aged
50+, where older students (the oldest is 62) are supported and trained by younger mentors.
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7. Main conclusions
7.1. There is a belief that IT skills enhance employment prospects within the current labour market
(including people aged of 50+). Prospective employees feel that they need a certain degree of
IT skills, despite the fact that they may not be required for the specific job they are interested in
– the recruitment process itself can take place online for what would be an offline job. Both,
companies and employees, and job seekers, strongly agree that digital skills increase job
seeker's competitiveness in the labour market and help to find a job or change to a better job.
7.2. There are differences between how older people use the internet and social media compared to
younger people.
7.3. Older people can be less flexible on the labour market, their knowledge is often closely linked
to the work they have done, so they may not be aware of the need for upskilling. Modern living
tends to force people aged 50+ into the use of IT. There is strong evidence of self-motivation
in as much as that people are aware that it is to their benefit. Proof of this can be seen by the
fact that older people tend to obtain IT skills via the self-taught route as well as informal
assistance from others (colleagues, friends, relatives). Generally people are conscious of the
importance of the IT skills for employment, however, they can be resistant, exhibiting
uncertainties, barriers and ambiguities.
7.4. Digital technology offers tremendous opportunities for older people; from practical help (e.g.
online shopping, promotion of their services) through to improving the ability to stay connected
(e.g. using social media and Skype). – ALL PARTNER COUNTRIES.
7.5. With respect to the relevance of having digital and computer skills, both people aged over 50
and company representatives agreed that this would increase the potential employee’s chances
of obtaining a job. However, the importance of specific skills is different.
7.6. Most of the commonly used professional and work tools, (e.g. Skype, LinkedIn, Facebook),
which are often used by employers and companies, are generally not used by job seekers aged
50+.
7.7. Young people tend to be more aware of their lack of work experience than people aged 50+ are
of the importance of social networks.
7.8. Many adults use social networks as they were a traditional way of searching for jobs. There are
no specific digital tools aimed at people aged 50+ which help with seeking employment. This,
in turn can be partly explained by the rapid development of new technologies and information
exchange patterns as well as by a lack of research on the abilities and performance of people
aged 50+, who themselves are changing and adapting to these fast-moving times. In many cases
they do not know the current trends for using social media, thus specialised training is required.
7.9. Digital security skills are comparatively low in terms of their recognition both by adult learners
and companies.
7.10. Technology in the workplace can cause distractions at work. Some companies have decided to
block access to specific websites such as Facebook, Twitter and YouTube, because of the
potential for distraction.
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7.11. Some of the main factors indicating e-inclusion amongst the elderly include: Educational
attainment; Previous working experience; Having had contact with a computer and the Internet;
Access to ICT and use of other technologies, incl. mobile.
7.12. Companies can tend to have a stereotypical view of workers aged 50+, they are appreciated for
their experience and soft skills, patience and ability to work with stronger sense of duty and
discipline, but – according to companies – they lack the flexibility to learn, adapt and improve
their skills.
7.13. Companies themselves could benefit from learning how to recruit online and as well as being
more specific with respect to job requirements. They could also benefit from strategies which
help to overcome stereotypes about older workers, who can in turn foster intergeneration
exchanges at work.

8. Recommendations
8.1. General features to keep in mind
8.1.1. AGEFACTOR package should address either one of these groups (1.No digital
proficiency; 2.Average or better digital proficiency) or produce two different packages.
8.1.2. Persons aged over 50 are aware of the role of the “digital domain” in today’s world: this
is something which can be exploited both by companies and training centres.
8.1.3. It should be taken into account that there are a number of non-IT skills related reasons
why fewer older people are online, including health and financial barriers, security issues
and anxiety with respect to the internet.
8.1.4. Older people should be supported and encouraged to get online, but those who cannot or
justifiably do not want to do so should continue to be able to access services and support
in a way which suits them.
8.2. AGEFACTOR packages
8.2.1. It would be useful to emphasise the well-recognised qualities and soft skills of elderly
workers and job seekers to address the improvement of those skills, which employers can
see as a disadvantage.
8.2.2. AGEFACTOR should also work towards helping to break down stereotypes, overcoming
subjective fears and needless rejections, biased perceptions and attitudes by all – the 50+
and other demographic and socioeconomic groups.
8.2.3. Awareness campaigns to help to change the perceptions of people aged over 50 on new
technologies shall be put in place.
8.2.4. Part of the AGEFACTOR Output packages could be a benefits check-list which would
promote the programme as well as measuring the improvement of the participant’s digital
competences at a later stage.
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8.2.5. It could be of use to explore some case-studies from existing courses, training materials
and social networks aimed at older people (e.g. by banks, gov.inst., NGOs) to collect
some practical do`s & don’ts, tips & tricks.
8.2.6. Age-friendly design should help to increase take-up of digital technology.
8.3. Trainings and courses
8.3.1. The digital skills required in the workplace would be easier to develop through those
skills already acquired by older workers such as e.g. Facebook, E-mail, Google, and
WhatsApp.
8.3.2. Focus on developing skills in the use of the most common professional and work tools
(E-mail, LinkedIn, Facebook, Skype), which are often used by employers and companies.
8.3.3. The main digital skills needed for people aged 50+ is the ability to 1) create AND sustain
their own profile on LinkedIn and Facebook, 2) to create the content (e.g. CV), 3) to
recognise and emphasise their soft skills as well as a readiness to learn.
8.3.4. The training actions of digital skills should be designed taking consideration of personal
identity, personal brand, social reputation, good use of social networks, i.e. through
simple, practical and personal needs-based considerations.
8.3.5. These considerations shall be both, 1) prospective or proactive – to achieve e.g. new
skills, find a job etc., and 2) reactive or retrospective – to deal with e.g. fear, uncertainty
and doubts.
8.3.6. The AGEFACTOR materials should be short, simple courses on basic computer skills
including the use of e-mail, internet, job searching, with attention to online security and
reputation.
8.3.7. The content should cover thematic issues which will remain relevant over time.
8.3.8. Courses should encompass self-learning elements and be available on mobile devices.
8.3.9. The learning activities should use diverse methods taken from non-formal approaches and
media: videos, simulations, games, the use of humour, especially for groups who do not
feel comfortable with new technologies and tools.
8.3.10. A certificate should be issued upon the completion of the training.
8.3.11. Certification would also have a positive impact on self-esteem, which in terms of digital
inclusion has been recognised as low.
8.4. Further recommendations
8.4.1. Recruitment of both young people and people aged 50+ could be beneficial for the
transfer of knowledge and experience in both directions both online and offline.
8.4.2. A position of digital tutor can be considered as an option in some cases (be it a separate
person or responsibility). Similarly soft skills tutors can be considered.
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8.4.3. A permanent public training offering addressing digital skills, including hard and soft
digital skills can be mainstreamed in active labour market policy and interventions.
8.4.4. Courses should be offered for free or at a very low cost so that they can be accessible to
disadvantaged groups, such as long-term unemployed and workers aged over 50.
8.4.5. Public administrations should promote awareness actions in relation to new technologies
through modular training and content which has been adapted to the labour market.
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