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Introduction
Coherently with the application form, this output intends to:
1- Highlight current state of play of the provision of adult training/guidance in the areas of socialmedia ICT tools, career management, digital and transversal skills in Italy and in particular in the
Veneto Region
2- Identify the capacity of enterprises, in particular SMEs, to adopt diversity/age management
processes and to integrate ICT and social media tools with more traditional methods to attract and
retain workers, especially seniors.
3- Assess the interest, inclination, needs and attitudes of the target groups (mature groups, > 50, and
secondarily companies) in Italy and in particular in the Veneto region.
4- Highlight positive experiences of integration between traditional and innovative age/diversity
management experiences carried out by enterprises (esp. SMEs) and easily exportable or
transferable to other business realities.
To provide meaningful inputs for the development of the AGEFACTOR tools, the report is broken down into
6 parts. In the first Section, the general state of play of the Veneto demographics, labour market, it actors
and policy regarding mature workers is shortly described, with indications on possible synergies and target
groups to involve in the project.
The second Section displays and analyzes the results of the two questionnaires administered respectively to
>50 workers and companies following the common template. The third Section follows on the results of the
questionnaires with additional qualitative information emerged from the focus group held with public
employment services.
The main messages of interview with a social media expert and a study case of a company – Sections 4 and
5- add perspective to the general picture of the situation in Italy.
Each Section contributes to the overall profile and highlights needs and/or trends of the economy and
dynamics of the available workforce in the 50+ cohort.
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Section 1: State of play of the Veneto labour market
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1. National / regional statistics about following indicators:
Indicator
1.1. general population
1.2. general employment level, %
1.3. general unemployment level, %
1.4. Share of population in age group 15-50, 15-64%
1.5. Unemployment level in age group 15-50, 15- onwards %
1.6. Share of population in age group 50+, over 65%
1.7. Unemployment level in age group 50+, %
1.8. Internet users (share, %) in general population
1.9. Internet users (share, %) in age group 50+

Veneto Region
4.915.123
63,3
7,1
64,4
7,2
21,7
48,2
64,5
27,8

Venice Province
855.946
56,4
7,1
64
7,1
22,7
Not available
Not available
Not available

2. Regional active labour market policy measures targeted at 50+ age group, lifelong learning, adult
education, re-qualification.
In the last years, in order to keep over 50 workers in the labour market or to reinsert them, some
measures have been introduced, both from the side of the workers and from the side of the enterprises.
Regarding the enterprises, the L.D. 92/2012 has introduced incentives, consisting in a reduction of 50% of
duties in case of hiring and the most recent “Garanzia Adulti” Dgr.681/2016, which introduces an
incentive in case of hiring, up to 6.000 Euro. Regarding the workers there’s been an increase of
educational policies, aimed at tutoring, counseling and supporting the workers in looking for work and in
the re-qualification of their competences.
In particular, in our region, we point out the following measures:
• Dgr. 681/2016 Garanzia Adulti for Unemployed >12 months and over 50. This measure provides
two paths, the first is aimed to help people finding a new job or improve their job position; the
second one provides to support and guide the workers in a startup project.
• Dgr. 840/2015 to facilitate the occupability of people over 29, with a priority for adults over 50,
through training and stages.
• Dgr. 1048/2016 to realize educational paths for adults, in order to obtain a professional
qualification.
• Dgr.316/2016 (Aict) to support the job placement or re-placement of disadvantage or disable
people, in particular 50+.
• Work Experience 1353/2015 for unemployed people over 30. The realization of work experience
projects wants to allow the adults to experiment through stages the new labour market realities.
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3. Enterprises and NGOs offering adult education or performing in Veneto
No.
1.
2.
3.
4.
5.

Enterprises offering adult education
Eda Veneto
http://www.edaveneto.it/
Adatta srl
http://www.adattaformazione.it/
Csv Venezia
http://www.csvvenezia.it/
Eduforma
www.eduforma.it/
Istituto Veneto Lavoro
www.istitutovenetolavoro.it/

NGOs performing in this area
Enaip Veneto
http://www.enaip.veneto.it/
Forcoop Cora Venezia sc.
www.forcoop.eu/
Insieme si può
http://www.insiemesipuo.eu/
Co.Ge.S.
http;//www.cogescoop.it/
Ente Bilaterale Regione Veneto
http://www.ebveneto.it/

4. National / regional employment (recruiting) agency: www.cliclavoroveneto.it
No.
1.

Private recruiting agencies
Manpower https://www.manpower.it/

2.

Umana spa
http://www.umana.it/
Maw Man at work spa
https://www.maw.it/
Obiettivo Lavoro
http://www.obiettivolavoro.it/
Crea Lavoro http://www.crealavoro.eu/

3.
4.
5.

NGOs offering recruiting services
Centri per l’impiego (public sector)
http://cittametropolitana.ve.it/
Forcoop Cora Venezia sc.
www.forcoop.eu/
Co.Ge.S.
http;//www.cogescoop.it/
Isfid Prisma
http://www.isfidprisma.it/

5. Recruiting agencies and career guiding organizations, use of online recruiting, popularity and
perception
In our region, the main recruiting agencies are public. Both public and private agencies match the supply
and demand also via on-line, where both candidates and companies can fill in their cv 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 is short-term. More often than not they find work by word of mouth and
by contacts and relationships. The companies, from the other side, are more favorable to hiring in case of
an economic incentive.
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6. Reports, researches available about digital and transversal skills and their gaps as well as learning
needs among mature and disadvantaged groups.
Veneto Region has one of the highest rate regarding the use of new technologies among citizens,
companies and local organizations. Regarding the reports and researches, in Italy we have an important
agency, the AgID, which has the task to reach the target of the European agenda for the digital
competences. (http://www.agid.gov.it/) Here you can find the projects, for each region, regarding the
development of digital skills, both for young and for adult groups. Other agencies are offering training
courses, both off and on-line, for example the University for elderly people, private social associations
like Acli and Cliclavoro Veneto the online portal for job matching, run by Veneto Lavoro. Regarding the
accessibility, we noticed that if it’s quite simple to find information and courses about the development
of digital skills either for young, adults or for elderly, it’s not so easy to find the same information
addressed to mature workers, especially for over 50.
7. Communication channels to attract adult learners (50+) to participate in the survey later?
We could directly involve the participants in our projects, during the counseling activities or during the
first interviews. A second channel could be the Help Desk for workers. A third one could be to interview
both the welfare workers and our project partners. Finally, we can ask to those subjects who are involved
in the projects of “Garanzia Adulti”, asking them a collaboration in order to attract adult learners.

8. Additional information
The Job Clubs method has proved to be very successful, in fact when followed correctly, 80% find a job
within a year of beginning the programme. In particular in 2014, 19 Job Clubs in the districts of Vicenza
and Padova, were monitored. The results after six months, showed that, apart from a small 8% abandon
rate, of the 201 participants that correctly concluded the programme, 60% were hired with permanent
contracts, 29% with fixed-term contracts, 6% were in training, 3% were in internships. There are also
social networks groups, for example “cerco-offro lavoro” (looking for or offering work), which are specific
of different areas in the district of Venice.
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Section 2: Results of the questionnaires
Method
In order to collect the information, the common template of the questionnaires provided by the
coordinating partner has been used. Forcoop CORA and Veneto Lavoro’s researchers have translated,
created the online questionnaires as Google form and administered the questionnaires as follows:
The workers’ questionnaires have been circulated among the main provincial public employment services
(PES) office situated in all the 7 districts of the Veneto Region (Venezia, Padova, Treviso, Belluno, Rovigo,
Vicenza and Verona). Most of the questionnaires were collected in hard copy and data input on the Google
has been done by personnel of Veneto Lavoro.
The company questionnaires have been circulated mostly in the Venice and Padova provinces and have
been compiled directly by the companies online.

Sample and General Information on the Respondents
Workers
The workers’ questionnaire has been collected between the end of May 2017 and mid-June 2017.
Respondents are clients of the PES offices that have been asked to compile the printed form. Table 1
describes the breakdown per provincial area.
Provinces
Verona

11

Venezia

27

Belluno

12

Padova

14

Treviso

9

Vicenza

19

Rovigo

4

TOTAL

96

TABLE 1: NUMBER OF QUESTIONNAIRES PER PROVINCE
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The age of respondents ranges from 45 (1 respondent) to 65 (1 respondent), therefore they are all in
working age. The overwhelming majority (77 respondents) in the 50-59 cohort. The gender breakdown is
balanced (Chart 1) and the occupation status as shown in Chart 2 is preponderantly unemployed.

Male

49%

Female

49%

N.d.

2%

CHART 1: WORKERS - GENDER BREAKDOWN OF RESPONDENTS

Job seeking

No
10%

Yes
90%

CHART 2: WORKERS - OCCUPATIONAL STATUS AND ACTIVE JOB SEEKING

About 60% of respondents have over 20 years of working experience and half of them over 30 years of
working experience (Chart 3).
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Working experience (in years)
up to 10 years

4%

11-20 years

21%

21-30 years

31%

31-40 years

29%

over 40 years

9%

n.d.

5%

CHART 3: WORKERS – YEARS OF WORKING EXPERIENCE

Despite the unemployment situation, only 25% of respondents has participated or is participating in
training course over the last year (Chart 4, Table 2). Courses range from administration to general
transversal competences, language and cooking.

Participation in training courses (last 12 months)

No
75%

Yes
25%

CHART 4: WORKERS – PARTICIPATION IN TRAINING COURSES

Administration area

4

Transversal competences

1

Language

2

Computer

2

Other
Cooking

10
4
TABLE 2: WORKERS – PARTICIPATION IN TRAINING
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Companies
The companies’ questionnaire has been collected between the end of May 2017 and mid-June 2017. The
method of collection is snowball, among companies that have participated in previous active labor market
measures. Twenty companies have responded to the questionnaire. Most of the companies are situated in
the Venice and Padua areas.
Companies operate mainly in the manufacturing and services sectors. All sizes are represented in the
sample. 17 companies are in SME category (up to 250 employees), 3 companies are large companies. The
largest company has 2000 employees (Chart 5).

NUMBER OF EMPLOYEES
1 a 10 empl.

11 to 50 empl.

over 50 empl.

over 250 empl.

15%

10%

40%

35%

CHART 5: COMPANIES – NUMBER OF EMPLOYEES OF RESPONDENT COMPANIES

Half of the companies are “young”. About one-third of the companies don’t have over 50 workers at their
employ. The other half of the respondent instead have a good share of such workers. (Chart 6).

Rate of employees over 50
over 50%

0%

between 31 to 50%

25%

between 11and 30%

25%

up to 10%
none

15%
35%

CHART 6: COMPANIES – RATE OF EMPLOYEES OVER 50 AS A PERCENTAGE OF ALL EMPLOYEES
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Importantly, three-quarters of the companies offer training for their employees (Chart 7).

Companies providing training for employees

no
25%

yes
75%

CHART 7: COMPANIES THAT PROVIDE TRAINING TO EMPLOYEES

This high percentage however include mandatory training (work safety, etc.), and – considering the sample
of the companies (many of them are currently or have been involved in ESF/ERDF projects) - the sample
cannot be representative of the training offer, especially for micro and SMEs.
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Digital and social media use of workers over 50 and companies
This section offers and overview of the situation of respondents regarding their acquaintance with ICT and
social media tools, that is their answer to Q2: “Do you have your personal profile / account on the following
social media, email and communication networks?”. This question will be analyzed in comparison with the
use of such tools by companies for their employment selection practices.
According to the answers, the majority (about 70%) of both male and female respondents have an email
account and use Whatsapp. Women appear to use Whatsapp more than email, while the opposite happens
for men (Chart 8 and 9).

Active personal profile / account - Male
Email

68%

WhatsApp

55%

Facebook

38%

Google+

36%

Skype

30%

YouTube

19%

LinkedIn

19%

Instagram

15%

Viber

13%

Twitter
altro

11%
4%

CHART 8: PERSONAL PROFILES /ACCOUNTS - MALES

Active personal profile / account Female
WhatsApp
Email
Facebook
Google+
Skype
YouTube
Instagram
LinkedIn
Viber
Twitter
other

79%
70%
57%
40%
36%
21%
17%
15%
13%
13%
4%

CHART 9: PERSONAL PROFILES /ACCOUNTS – FEMALES
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Facebook is the most popular and common social network, although the gender difference is higher: 57% of
women have an account compared to only 38% of men. While Twitter seems to be the least used social
network (a little over 10% for both males and females), only 15% of women and less than 20% of men have
a professional account on LinkedIn.
Concerning the use and frequency of each ICT and social network in the last 12 months (Q 3, charts 10-11),
only email and Whatsapp are used by more than 50% of those with an account. Facebook has been used
only by 48% of respondents, while Skype (never used by 70%) and LinkedIn (never used by 85%) show that
common professional and work tools are not commonly used by the sample.
Email

28%

Email

72%

WhatsApp

30%

WhatsApp

70%

Facebook

52%

Google+

Facebook

58%

Skype

Google+

42%

Skype

71%

YouTube

48%

29%

YouTube

60%

40%

LinkedIn

85%

LinkedIn

15%

Instagram

86%

Instagram

14%

Viber

91%

Viber

Twitter

90%

Twitter

other
100%

60%

40%

10%

Other 4%

96%
80%

9%

20%

0%

0%

20%

40%

60%

80%

Never

CHART 10: USE OF PROFILES/ACCOUNTS IN THE LAST 12 MONTHS

In terms of frequency, almost half of respondents who use email, do it on a daily basis, even a higher rate
(67%) use Whatsapp daily and over 35% use Facebook every day.
If emails can be certainly used for job-related purposes, the use of Whatsapp and Facebook indicate that
most interactions are likely to be done for personal and leisure reasons. In this regard, the companies’
behavior is quite different and it is useful to look at what the companies do when they use ICT and social
network to look for candidates or to select prospective workers.

15

10%

15%

3%

4%

63%
6%

5%

36%
6%

16%

6%

14%

4%

6%

3%

3%

3%0%

20%
9%
9%

20%

3%

47%

10%

4%

7%

6%

2% 5%

0% 4%
0%

0%

20%
Few times

40%
Weekly

60%

80%

Daily

CHART 11: FREQUENCY OF USE IN THE LAST 12 MONTHS

Most of respondent companies answer positively to the use of social media, email and other social and
communication networks in the application / recruitment process (Q 2 – Chart 12), and indicate LinkedIn as
the primary social network for personnel recruitment processes (55%), followed by Facebook and Email
(Chart 13). Interestingly, companies also use Twitter and Whatsapp for selections purposes.

Use of social media ICT tools in recruitment
practices

No
30%

Yes
70%

CHART 12: COMPANIES USING SOCIAL NETWORKS, EMAIL AND ICT TOOLS FOR RECRUITMENT
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Tools used in recruitment practices
2.1.4. LinkedIn

55%

2.1.1. Facebook

45%

2.1.7. Email (any)

40%

2.1.9. WhatsApp

30%

2.1.3. Twitter

30%

2.1.2. Instagram

20%

2.1.8. Skype

15%

2.1.6. YouTube

15%

2.1.11. other

10%

2.1.5. Google+

10%

2.1.10. Viber

0%

0%

20%

40%

60%

CHART 13: WHAT COMPANIES USE DURING RECRUITMENT PROCESSES

If LinkedIn can be considered a social network where most posts refer to medium-high profiles, it is likely
that Facebook, given its popularity, is a social network where companies look upon or check prospective
workers for all profiles. The feedback given by the focus group seems to confirm this situation.
The analysis of the means and places for advertising a job vacancy (companies) and availability to work
(job-seekers) also yields significant results (Charts 14-15).
Private connections (family, friends and colleagues) and word of mouth remain one of the most popular
option for both jobseekers (over 70%) and companies (44%). Also, job-matching services from private
employment agencies are equally considered an option for both job-seekers and companies (38% and 39%
respectively). Job search dedicated websites are also considered a likely option by the demand and the
supply side. When looking at advertisements on companies’ websites, about one fourth of the companies
use their corporate website to advertise job vacancies, and only 30% of jobseekers look at companies’
websites when looking of a job. Social and peer-to-peer gatherings do not represent a popular way to
advertise or look for a job for neither companies or job seekers.
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4.1. National, regional or local employment
agency
4.4. Private connections (family, friends,
colleagues)

79%
74%

4.6. Internet, Job search websites

45%

4.2. Advertisements in newspapers

42%

4.3. Private recruiting companies

39%

4.5. Internet, Social media platforms

33%

4.7. Internet, Companies` websites

31%
8%

4.8. Social peer-to-peer gatherings, Job Clubs
0%

20%

40%

60%

80%

. CHART 14: WHICH OF THE FOLLOWING OPTIONS YOU LIKELY USE TO FIND A JOB – JOBSEEKERS

1.5. Internet, Social media platforms

44%

1.4. Private connections (family, friends,
colleagues)

44%

1.3. Private recruiting companies

38%

1.7. Internet, Your enterprise`s website

25%

1.6. Internet, Job search websites

25%

1.1. National, regional or local employment
agency

25%

1.8. Social peer-to-peer gatherings, Job Clubs
1.2. Advertisements in newspapers

13%
6%
0%

20%

40%

60%

. CHART 15: WHICH OF THE FOLLOWING OPTIONS YOU LIKELY USE TO ADVERTISE A JOB VACANCY AT YOUR ENTERPRISE
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100%

The most significant difference however, remains in the use of social networks for work-related purposes.
While companies rate the internet and social networks as a primary option (44%, same percentage of the
other most likely option “personal connections), only 30% of these jobseekers considers this option likely,
preferring Public Employment Services as primary option to find a job. This preference should not surprise
and depends on the sample, which is made of PES clients. It is important however to point out that
statistics confirm that this cohort and job profiles (medium-low profiles, the target of AGEFACTOR
activities) are in general inclined to use PES (also because it is the place to contact where workers go to
receive unemployment allowances), as their reference place for job-seeking.
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Digital and social media competences according to job-seekers and companies
In first instance, the questionnaire identified some general and specific digital and social media skills, and
workers were asked to give a self-assessment of their level of digital skills (Chart 16-17). Consistently with
the previous section, workers show the digital divide of competences. On a general level, about half of the
respondents have no or little competency in many areas of digital skills.

7%

Obtain information from public authorities/services' websites

7%

Use information search engines

Use file-sharing services online

17%
13%
16%

42%
26%

42%

46%

33%
36%

49%
11%

13%

38%

46%

51%

15%

68%
47%

52%

Protect personal data and privacy online
Creatively using digital technologies

40%
24%

11%
22%

Use internet banking

Solve technological problems by exploring the settings and…

32%

8%

Use online learning resources

Protect digital devices

53%

48%

Send/receive emails
Create AND sustain personal profile on social networks,…

59%

32%

15%
13%

Telephone/video calls over the internet

67%

26%

8%

Use job search engines
Find information about goods or services online

58%

34%

44%

45%

33%

54%

80% 70% 60% 50% 40% 30% 20% 10%0%0%10% 20% 30% 40% 50% 60% 70% 80%
Average, good advanced
None /Very poor I don't know
CHART 16: SELF ASSESSMENT OF WORKERS’ DIGITAL SKILLS

32%
19%
7%
Obtain information from public…
32%
22%
13%
Use information search engines
29%
20%
10%
Use job search engines
22%
24%
7%
Find information about goods or services online
18%
10%
11%
Telephone/video calls over the internet
25%
19%
24%
Send/receive emails
20%
20%
7%
Create AND sustain personal profile on social…
13%
9% 4%
Use file-sharing services online
17%
15%
6%
Use online learning resources
11%
17%
14%
Use internet banking
17%
10% 6%
Protect digital devices
23%
8% 5%
Solve technological problems by exploring the…
22%
16%
6%
Protect personal data and privacy online
13%
13%
8%
Creatively using digital technologies

0%
20%
Average
Good

40%
60%
Advanced

. CHART 17: SELF ASSESSMENT OF WORKERS’ DIGITAL SKILLS
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80%

As to those who have such competences, the declared level is in the range of “Average” and, excluding
“sending and receiving emails” – where 24% declares an advanced knowledge – less than 10% of
respondents- on an average – possess advanced skills in any of the other proposed digital skills.
Workers and companies have been asked (Q 6 workers, Q3 companies) if increased digital skills can
increase competitiveness in labor market and help to find a job or change to a better job. The response of
workers is much less positive than the one of companies, and it is possibly influenced by difficulties related
to finding a job at a later age, as comments to this question highlight.
Over 20% of respondents disagree with digital skills as a competitiveness factor in finding or improving a
job position, while about one third has no opinion on the issue and another third agrees that digital skills
are indeed a competitive factor (Chart 18).

Strongly disagree
Disagree
14%

35%

8%

14%

29%

Neither agree nor disagree
Agree
Strongly agree

0%

20%

40%

60%

80%

100%

. CHART 18: INCREASED DIGITAL SKILLS CAN INCREASE YOUR COMPETITIVENESS IN LABOUR MARKET AND HELP TO FIND A JOB OR CHANGE TO A
BETTER JOB- WORKERS’ ANSWERS

As to companies (Chart 19), a much higher awareness on the need for digital skills is shown. To the same
question, no respondent is in disagreement, while over 50% is in strong agreement with the statement that
digital skills are a competitive factor in the labor market.

Neither agree nor
disagree
15%

0%

10%

Agree
35%

20%

30%

Strongly agree
55%

40%

50%

60%

70%

80%

90%

100%

. CHART 19: INCREASED DIGITAL SKILLS CAN INCREASE YOUR COMPETITIVENESS IN LABOUR MARKET AND HELP TO FIND A JOB OR CHANGE TO A
BETTER JOB- COMPANIES’ ANSWERS
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Finally, competence needs during the job-matching phase have been asked to both workers and
companies. All companies (Chart 20) deem general computer and digital skills (use of main software and
the internet) as fundamental skills (63% consider them very needed and 25% advantageous), only 6% of the
companies think that social media skills (13% for mobile applications skills) are not required in the phase of
recruitment.

Other

50%

13%

19%

Digital security and safety
skills

13%

31%

Mobile applications usage
skills

13%

31%

19%
13%

44%

19%

38%

Social media usage skills

6%

General internet using skills

0%

13%

25%

63%

Computers skills in general
(e.g. MS Office)

0%

13%

25%

63%

25%

60% 50% 40% 30% 20% 10% 0%0%

38%

31%

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Not needed

Partly needed

Advantageous

Very needed

CHART 20: GENERAL COMPUTER AND DIGITAL SKILLS NEEDED DURING THE APPLICATION PROCESS - COMPANIES’ ANSWERS

As to specific competence needs, workers and companies have similar opinions (Charts 21- 22- 23), with
general higher expectations on the side of the companies. Companies more than workers, express their
competence needs on a higher number of digital skills proposed.
Use job search engines

64%

Obtain information from public authorities/services' websites

57%

Send/receive emails

55%

Use information search engines

49%

Protect personal data and privacy online

30%

Creatively using digital technologies

29%

Use online learning resources

28%

Create and sustain personal profile on social networks, participating in online…

27%

Find information about goods or services online

27%

Solve technological problems by exploring the settings and options of…

18%

Use internet banking

18%

Telephone/video calls over the internet

18%

Protect digital devices

15%
9%

Use file-sharing services online
0%

20%

40%

60%

CHART 21: SPECIFIC COMPUTER AND DIGITAL SKILLS NEEDED DURING THE APPLICATION PROCESS - WORKERS’ ANSWERS
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80%

Companies and workers agree on the need to master electronic mail and retrieve information online, both
from public sources (57% of workers and 94% of companies). Similarly, troubleshooting and banking
services are not considered important, while companies (88%) are more aware of the importance of digital
safety and security than workers (30 and 15% respectively).

Send/receive emails

100%
100%
94%
94%
94%
94%
88%
88%
88%
88%
81%
81%
81%
75%

0%
0%
6%
6%
6%
6%
13%
13%
13%
13%
19%
19%
19%
25%

Use information search engines
Obtain information from public authorities/services'…
Create AND sustain personal profile on social…
Find information about goods or services online
Use online learning resources
Protect personal data and privacy online
Protect digital devices
Use file-sharing services online
Creatively using digital technologies
Use job search engines
Telephone/video calls over the internet
Solve technological problems by exploring the settings…
Use internet banking

38%

63%

Other
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60%
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Send/receive emails
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Use job search engines
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Other
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31%
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31%
19%

38%
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Use internet banking

19%
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Telephone/video calls over the internet
Solve technological problems by exploring the settings and options of…

13%
25%

13%

20%
40%
60%
Partly needed Advantageous

80%
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Very needed

CHART 22-23 : SPECIFIC COMPUTER AND DIGITAL SKILLS NEEDED DURING THE APPLICATION PROCESS – COMPANIES’ ANSWERS

23

100%
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90%

25%

44%
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Use file-sharing services online

80%

31%
31%

31%
13%

Protect digital devices

70%

38%
38%

38%

Find information about goods or services online

60%

44%

50%

Use online learning resources

50%

81%

25%

Create AND sustain personal profile on social networks, participating in…

Protect personal data and privacy online

40%

38%

6%

Obtain information from public authorities/services' websites

30%

Needed

19%

Use information search engines

20%

The same rate of companies (88%) consider social media skills, namely keeping professional profile
updated, advantageous and very needed, while only 27% of workers think it is advantageous. This large
difference is telling of the low awareness that job seekers have not only about the potential of social
networks, but also of the fact that – if they have a social account – companies are likely to check them
online as part of the selection process.
Online reputation and social media behavior are therefore important aspects to keep in mind during the
job-matching phase (and beyond). Learning and creatively use of digital tools are also considered an
advantage for about 30% of workers and about 90% of the companies.
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General opinion on digital skills, workers over 50 and employability
In the final questions of the questionnaires, workers and companies were asked to provide their opinion on
the main topics of the AGEFACTOR project. Companies, by answering to Q 9-10 of the questionnaire, which
asked about advantages and disadvantages of mature workers, have identified some important features of
over 50, which mostly refer to experience and the transversal and soft skills (including “physical” social
skills) while they lament low flexibility and adaptability (also cognitive) as weaknesses of mature workers.
The main recurrent words are described in the tag clouds below.

Finally, both categories of respondents were asked to provide, also through open questions, their overall
opinion on the necessity of digital competences for employability in current labour market circumstances
(Q 11 companies, Q13 for workers).
As to workers ( Chart 24) computer and digital skills in general, including internet browsing are
advantageous and necessary , but only 34% of workers consider social media skills as an advantage to find a
job.

13.3. Digital competence is an advantage to do / find the job

73%

13.1. Computer skills are necessary to do / find the job

67%

13.5. Knowledge of internet usage is necessary to do / find the job

53%

13.7. Knowledge of social media usage is an advantage to do / find the job

34%

13.8. Knowledge of social media usage is not an advantage to do / find the job

25%

13.2. Computer skills are not necessary to do / find the job

19%

13.6. Knowledge of internet usage is not necessary to do / find the job

13%

13.4. Digital competence is not an advantage to do / find the job

11%
0%

20%

40%

CHART 24 : COMPUTER AND DIGITAL SKILLS IN THE WORKERS’ EXPERIENCE AND WORK
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60%

80%

In the last part, we have tried to conceptualize the open answers and comments into 6 general categories
for workers and companies. The sample of workers (Chart 25) recognize the importance and utility of digital
skills, almost half of the respondents considers such skills useful and about 10% has a posive attidute
towards them. However, about a quarter of respondents either do not have an opinion or have a negative
attitude or confidence that digital skills may help in finding and keeping a job.

Useful/very useful

37%

Useful, important, but….

25%

Not useful or effective

19%

Positive opinion

10%

Don't know - no opinion

8%

Other 2%
0%

10%

20%

30%

40%

CHART 25 : OVERALL OPINION ON USING DIGITAL TOOLS FOR EMPLOYABILITY (OPEN QUESTION)- WORKERS

About half of the companies (Chart 26) think that in general digital skills are either indispensable or
necessary, about 25% thinks that they are useful but they need to be contextualized in the type of jobs that
workers perform, and only 10% think they are not necessary to increase employment prospects.

Indispensable

30%

Important

10%

Necessary

20%

Useful, but not…

10%

it depends..

15%

Not necessary

10%

N.a.

5%

0%

10%

20%

30%

40%

CHART 26 : OVERALL OPINION ON USING DIGITAL TOOLS FOR EMPLOYABILITY (OPEN QUESTION)- COMPANIES

In general, there remains the idea that digital skills are not necessary for all jobs, however, as highlighted in
the next sections, during the focus group this initial idea has slowly turned into awareness that even the
simplest jobs today require some degree of digital competence.
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Section 3 – Focus group
The focus group was held at Veneto Lavoro on June 22nd from 2 pm to 3 pm, with the participation of 6
operators and a facilitator.
Participants are public employment service (CPI) providers - coming from offices in the provinces of Venice,
Verona and Vicenza. Five of the six operators work in direct contact with workers and businesses and on
active employment policies and job-matching. A Veneto Lavoro expert who works as technical assistance to
PES for the implementation of labor policies also participated.
Participants were presented the first data elaboration of questionnaires collected from workers (96
questionnaires collected in various provinces of Veneto by CPIs), and the results of the three survey areas.
In particular, the facilitator shared with participants the self-assessment of the possessed digital skills, the
digital skills and modalities used in the job search phase, and the evaluation of the usefulness of digital
skills both for job seeking and for the performance of the job tasks. The results of questionnaires for
companies were not presented as they were not yet available.
It should be noted that, on average, PES users are jobseekers and unemployed - including young people
looking for first job – who do not possess highly specialized profiles and/or have working experiences that
can be considered relevant to the target group of the AGEFACTOR project.
Following the presentation, feedback was asked about the main questions addressed by the questionnaire.

The digital skills of CPI users
In general, the results of the questionnaire reflect, according to the participants, the profile of the
employment office users who have a moderately low digital skills level, not only for the > 50 cohort, but is a
feature of PES job seekers in general, irrespective of their age.
"Paradoxically even those who own a latest generation smartphone and do
a lot of unnecessary things when they come looking for a job and you name
"LinkedIn”, they do not know it " – Participant FG
Compared to the results of the questionnaire, however, it is recognized that > 50 workers are those with
highest difficulties in this regard.
Very often, even in the use of email and search engines, job seekers are not very advanced.
For example, users do not have an e-mail, so operators also help them open an e-mail account, providing
them with basic knowledge of using e-mail and password etc.
Operators point out some incongruent results in the questionnaire, in particular questions 5. (To what level
you agree that increased digital skills can increase your competitiveness in labour market and help to find a
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job or change to a better job?) to which about 60% respondents respond negatively or neutrally to the
question, and question 13 (whether digital skills are necessary and / or beneficial), to which 73% of
respondents say that having digital skills is beneficial.
An interpretation of these results is that the compilation of the questionnaire developed a process of
reflection on digital skills and respondents who, in the first phase, responded neutrally to the initial
question but when they had to choose between necessary / advantageous and unnecessary/not
advantageous, they opted for the first option.
Companies and the demand for digital skills
According to the participants, companies in staffing processes often ask for very general profiles, but at the
time of selection, they require many specific skills that were never specified in the profiles.
"They almost assume that everyone is in possession of these skills." – Participant FG
Clearly, the degree of knowledge and digital skills vary depending on the job, but often they are not clearly
defined by the companies.
Although there are jobs (especially seasonal jobs) that do not require advanced digital skills and especially
social network skills, digital skills to be able to use working tools (eg handhelds for couriers, waiters, etc.)
have become a basic component of all jobs, even the less skilled ones.
"If you do not know about applications and software today, you cannot
even run the cashier at the supermarket" – Participant FG
In fact, participants are aware that basic digital skills will be increasingly needed for any job, and workers >
50 find it particularly hard to develop such knowledge and skills, and that there is a general increase in
digital skills requirements to find and hold a job, competences for which workers are not ready.
Operators also confirm that companies, when they receive CVs, increasingly look for the "social" profile of
the workers by typing the name on the search engines. "Social" profiles are checked by any type of
company, regardless of the type of (digital) skills required by the worker.
"Nowadays, there are no more personal referrals, a company that calls
another company and asks" how is this worker? "Today there is
Google."- Participant FG
The existence of active employment practices that include AGEFACTOR’s themes
Operators are asked whether, directly or through local networks, they are aware of specific activities during
active job-search activities that focus on digital and social skills development and use.
During the provision of support for job search, CPIs counselors indicate - for those who use technology specialized websites where to look for job opportunities. In this activity, however, social media are not
considered, except for LinkedIn. However, this social network is not particularly suitable for the average
profile of users, as LinkedIn is interesting for higher professional profiles.
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In addressing the use of thematic sites, operators also face security-related and fraud issues, making users
aware of fraudulent job ads that they can find online, which use sophisticated techniques.
Another theme dealt with in guidance paths, is netiquette, that is, elements of good behavior also with
regard to online communication.
"When we help them open an e-mail account, we tell them to use names
or extensions that do not create confusion, which reflect seriousness,
which are not "JohnnyJack"or "Drunkendude. " Very often we have them
open a new account because maybe they already have one, but the
name is not professional. " – Participant FG
Another aspect that operators make users aware of is their visibility on social networks and, in general ,of
any kind of personal information available on the internet, and thus the focus on what is public on the net
and the impact it might have on the possibility of find a job. Operators share some of their first-hand
experiences when online reputation has turned out to be very negative for the job seekers.
Analysis of training and guidance needs for employability
Workers and companies are increasingly asking if there are basic training and digital literacy courses. This
applies first and foremost to the use of basic computer functions and applications/software. Knowledge of
social tools is quite widespread, so much so that "using the computer" is often limited to the use of social
or gaming platforms or e-mail.
In addition, regarding social networks, where most users seem to be familiar with, the requirement does
not refer to their use, but rather to content, security, and reputation.
In recent years, for crisis-related issues, European Social Funds have been diverted to other emergencies.
However, the use of ESF for basic computer courses as retraining of job-seekers, at a very low-cost, or
training offer during active job search pathways, would respond to a real need.
"This kind of digital and computer literacy courses, which in job seeking
becomes fundamental, would be welcomed by users." – participant FG
This type of training is not seen as a competence related to a specific job, but as a transversal competence
useful for any kind of job. Lastly, it is also important to train operators on these areas, Oftentimes,
counselor also lack such skills and cannot train or transfer them to their customers
Proposals for AGEFACTOR
The last question concerns possible guidance and training areas for the job seekers. As already mentioned,
practitioners in active job seeking support and help users in some key aspects of using online tools, but do
not do it in a structured way or with specific tools.
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The development of simple and short courses would therefore be useful, and would correspond to a clearly
identified need. They should focus on basic computer skills, with the use of e-mail, internet, job search,
with attention to security aspects and online reputation.
This could also be integrated with training on search by keyword for job seeking, helping workers on using
right keyword and the importance of such skills
According to the participants it is also possible to have online tools or self-learning tools, because, even for
those who do not have a computer, terminals are now available in many public places. In addition, with the
new generation of smartphones, it is also possible to envisage mobile training.
Regarding the "digital reputation" issue, operators agree on the importance of introducing modules on the
subject, as the "private social" is not private but visible online.
In the structuring of the project's training / orientation tools, they should be both "physical" and "virtual",
with some specific moments to share and compare among workers and / or operators.
On the feasibility of structured methods such as Job Clubs participants highlight positive aspects, that is
group work, but also potential dangers. To avoid the low quality of such meetings, it is important that:
1.
2.
3.
4.

Groups are not too large or numerous
Activities are active, engaging and non-passive
Participants' choice is crucial, they must be compatible with each other or share similar situations
Groups should always be guided by a facilitator.

Even if one can find similar things online, it might be useful if AGEFACTOR created videos with short
explanations (15 minutes max). For each subject, job-seekers are given tasks, that may be discussed with
others online and/or face-to-face to learn how to deal with specific issues. It could become a series of 5-6
videos, or a series of mini-videos on a topic seen from different perspectives and experts.
One approach might be to show situations, sketches, where people are shown to behave correctly or else
on a subject, even using the sense of humor to attract attention (comics, movies etc.).
It is important that the project's products do not cover issues or tools that can be quickly become obsolete
(e.g., a specific software/social network), but rather thematic issues that remain relevant over time, such as
those highlighted before.
People who answered the questionnaire are not people who have recently attended training courses, so
the offer of a "classic" training course, even if of high quality, would not yield the expected result. The
proposal should be flexible, for example online. However, it should foresee a blended mode linked to small
group activities because this is highly appreciated by the users.
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Section 4: Summary of in-depth interview
Besides being a Digital HR & Personal Branding Strategist, Francesca Parviero is also an Official LinkedIn
Talent Solutions Partner. She has been interviewed by Forcoop Cora Venezia by Patrizia Loiola, project
manager and Simona Paglioni, counsellor and labour market operator.
The questions were the following:
1. What’s your general opinion about digital abilities of adults 50+
2. In your opinion are the 50+ under pressure from society that ask the use of social media or it’s a
need that comes from the person himself?
3. Which digital competences give a credibility to the over 50 on line and which are competitive for
the labour market.
4. On one side adults have the work experience which young people don’t have. On the other side
young people have the digital skills which adults are lacking. Is it possible for adults to become
digital friendly?
5. According to your experience are there successful initiatives that could be proposed for the
mature people?
6. The HR recruiting managers what are they looking for in an over-50 profile?
Answers:
1. From one side, there’s a spontaneous attempt to use the social media in order to share activities,
to give information about one’s own person, but from the other side there is a sort of fear of
sharing too much and in a wrong way. The people over 50 don’t have that confidence yet, which
could allow them to put forth their knowledge and capabilities, which are their added value.
2. There is a real pressure that comes from society, in particular the over 50 are acting out different
roles (workers, parents, grand-parents, sons etc.) so they need to manage different requests, and if
they are, from one side internet users, from the other side they still remain superficial.
3. The reality is, Francesca Parviero said, that the majority of digital competences are acquired in nondigital contexts. So, it’s a question of deepening the form in order to give consistency to the
contents.
4. According to her experience, Francesca underlines the fact that whilst the native digitals 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. Anyway, an approach
of reverse mentoring would be really useful for both of them.
5. The basis for a good approach and knowledge is motivation, so it is important to find a good
motivation in order to achieve their own objectives.
6. Basically, the HR managers are looking for the social reputation, the values shared, the experiences
done, in order to find those transversal skills which are underneath the personal path.
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Section 5: Study case
Moviri (formerly Neptuny) is founded in 2000 by academic researchers and consultants specialized on IT
Performance Optimization. Between 2000 and 2006 thanks to the initial sponsorship from the Politecnico di
Milano, one of Europe’s top technology universities, and Bain & Co., a strategic consulting firm, Moviri
assembles a team of talented IT performance engineers.
The company starts growing at an impressive rate, by gaining important enterprise customers in the
Telecommunications and Financial Services sectors and expanding its service portfolio.
In 2006, Moviri, leveraging its expertise and technology, releases ContentWise, an innovative content
recommendation and discovery engine for IPTV and Digital Media operators. ContentWise is adopted by a
major European triple-player Telco and shortlisted at the IPTV World Series Awards at the IPTV World
Forum.
In 2007 Moviri wins the first edition of the Start Up of the Year Award, promoted by PNICube for its
innovative business and potential growth. Moviri partners with major enterprise software vendors and
service providers as HP, BMC, IBM, Oracle, VMware and Splunk.
In 2008 Moviri is been named HP BTO Partner of the year. Moviri expands worldwide, by gaining key
customer accounts in the US such as Citrix Online and Expedia.
In 2009 Moviri opens its Moviri, Inc., its US subsidiary.
In October 2010 Moviri completes the sale of Caplan, its flagship Capacity Planning and Management
software tool to BMC Software. The engineering and marketing teams behind Caplan join BMC to work on
the development of BMC Capacity Optimization – BCO (now TrueSight Capacity Optimization).
Today Moviri continues to expand internationally by adding customers in Asia, US and Europe and
expanding its portfolio of services, solutions and partnerships.
As soon as Moviri reached the minimum size of people (around 70 full time equivalent) to cover the cost
needed they structured the Human Resources function (after a transition period in which it was asked to
the marketing function to act also as HR professional). The HR function needed to develop the whole
function (from payroll administration to people development and rewarding matrix) with a focus on the
recruiting process and the company was growing very fast.
The HR function hired for many years recent graduated students directly from the Politecnico University,
but as soon as the company grow they started to hire new middle managers and senior people focused on
leading industries and products from other companies.
They are using social media for social selling strategies, marketing and digital HR issues such as employer
branding online, social recruiting and personal branding. As per the social recruiting path it is not only to
hire active candidates but they use it actively to reach who they need to.
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They have a company page on each social network (twitter, Facebook, LinkedIn and more) and are using
also personal profiles to share company issues for a business perspective.
As per the percentage of Italian IT and Telco engineers’ percentage they are mainly male consultant and
employees but with their HR processes blende online and offline they try to reach more female employees
to balance this.
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Section 6: conclusions and recommendations for further work
In this section, we summarize the main characteristics of the situation as emerged, recurrent or deductible
by the analysis of the different components (baseline situation, questionnaires, focus group, interview and
study case). Finally, some recommendations for the development of the AGEFACTOR Booster and
Campaigns are offered.
CONCLUSIONS
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▪

The Veneto Region is one of the Italian regions with highest rates of employment (also among > 50)
and use of technology and ICT, however, with respect to digital skills for mature workers, no clear
strategy or tailored services exist.

▪

The sample of workers shows that over-50 in the region can rely on a good public/ private system
of the active labour market measures, including offer of training. Training on computer and digital
skills however, are limited and often only provided for a fee

▪

About two-thirds of the companies have a good share of mature workers, and offer training,
however it is extremely rare to find specific HR policy for ageing companies and upskilling for
mature workers in the field of digital skills

▪

For most workers of the target group, digital skills are limited in quality and array. They are often
circumscribed to (basic level – according to job counsellors) email, phone app (Whatsapp) and
Facebook, which are used quite frequently and mostly in the personal sphere

▪

Specialist social networks (LinkedIn) are use sparsely by less than 20% of the workers. On the other
hand, companies increasingly use different social media for many corporate uses such as
marketing, market analysis, sales and customer relations as the study case show, and increasingly
for recruitment purposes.

▪

Conversely, the targeted workers still rely on more traditional channels for job seeking, namely
personal connections and public employment services, and feel more comfortable with this kind of
job-seeking methods.

▪

Self-assessment of digital skills by workers points out that about half of this target group has
insufficient skills, except for the most basic ones. Workers seem to show an ambivalent attitude
toward digital skills, they do not consider them the decisive factor to find and keep a job

▪

Perception and awareness about the need of digital skills is not well developed among over-50 who
also show a diffident attitude towards their value for employment, while such skills are clearly
identified as an important set of skills by companies, which consider them extremely important in
the phase of selection and in the daily work of workers. This need however is not always an explicit
factor during recruitment processes, counsellors point out and companies should be more explicit
about the need of digital skills and not take them for granted

▪

Online reputation increasingly represents a “reference” for companies that use social media to
verify skills, values and attitudes of prospective workers during selection processes. Workers

instead have a more complex relation with social media, they tend to lack confidence to use them
for professional profiling, they tend to use them only for personal leisure, and are not aware that
“social” and “public” are the same online, so often, some of the most relevant transversal skills that
companies appreciate in over 50 do not emerge in social profiles.
▪

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

▪

Companies have a stereotypical view of over 50 workers, 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 mental flexibility to learn, adapt and improve their skills.

RECOMMENDATIONS

1. Create a permanent public training offer on digital skills, hard and soft digital skills that
can be mainstreamed in active labour market policy and measures and offered for free or
very small fees so that they can be accessible to disadvantaged groups, such as long-term
unemployed and workers over 50
2. The training on digital skills should include skills to use computer and social media, but
focus more on the content, form, security and reputation issues rather than simply
instructions for use
3. Counsellors could benefit from such training themselves, as well as HR responsible from
companies, courses or resources should also be targeting job brokers
4. Companies themselves could benefit from learning how to recruit online and to become
more specific on the job requirements
5. Companies could benefit from evidence that helps them overcome stereotypes about
older workers, which currently remain strong and foster intergeneration exchanges at
work
6. The AGEFACTOR should be simple and short courses on basic computer skills, with the use
of e-mail, internet, job search, with attention to security aspects and online reputation
7. Courses should foresee self-learning elements and be available also on mobile devices
8. The training should be blended, include also group work and peer learning and exchange
9. The learning activities should use diverse methods taken from non-formal approaches
and media: videos, simulations, games, and use of humour, especially for groups who do
not feel comfortable with new technologies and tools
10. The content should cover issues that are nor quickly obsolete, but rather thematic issues
that remain relevant over time
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