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1. BRAND ME INTRODUCTION

The Brand Me (BAM) Erasmus+ project aims to support and strengthen youth employability
and professional development through the enhancement of personal branding skills to
facilitate their access and quality integration into the current labour market, reduce the
employment mismatch and inspire youth to continue developing their careers in order to
promote the civic participation of European youth and increase their level of professionalism,
recognition and competitiveness.

To this end, the Brand Me project partnership, consisting of the organisations Associacao VR
de Marketing (Portugal), Innovation Education Lab (Romania), Efektas Group (Lithuania),
garagErasmus Foundation (Italy), VAEV (Austria), and INDEPCIE (Spain), has joined efforts to
train youth workers and NEETs (Not in Employment, Education or Training) in the field of
personal branding through materials, resources and educational tools created based on the
needs identified by the project.

With a view to develop these materials according to the needs of young people in line with
the current labour market, as well as to train the NEET group through them, the partnership
has the objective to identify and define the 12 personal branding, digital, and entrepreneurial
skills to support youth workers to train NEETs on the topic of personal branding. For this
purpose, partners have carried out national investigations in their countries, whose findings
will be presented in the following sections of this report.

The specific Brand Me results to be developed include the following:

1. BAM Project Report: research and subsequent report defining the 12 relevant skills
to be developed to successfully match career path and promote personal skills,
knowledge, and competences.

2. BAM Online Course for Branding Skills: online course covering foundations of
knowledge, competences, and skills in the context of personal branding.

3. Youth Worker’s Manual: a collection of non-formal education (NFE) activities, tips and
recommendations on the topic of branding and career development.

All these results are addressed to train through their development and application to young
Europeans, therefore, the project is also going to carry out a physical mobility of 24 youth
workers to be trained about career guidance and personal branding topics.

Additionally, besides the youth workers, there are many beneficiaries of Brand Me, as
trainers, facilitators, coaches, and stakeholders active in youth education and NEET fields also
represent a target group of this project, since they will be the ones in charge of training and
educating the group of young NEETSs.
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2. EUROPEAN AND NATIONAL BACKGROUNDS

In order to achieve the objectives of the project and address the target group's needs, it is
first necessary to carry out an analysis of the situation in which these young people find
themselves at European and national level.

Therefore, the following table compares the percentages of Not in Employment and NEET

young people (aged 15-29) of the total percentage of the national population in 2022 in the
6 member countries of the Brand Me partnership:

COUNTRY Not in Employment NEET
Portugal 6,8% 8,4%
Spain 11,2% 12,7%
Italy 7,4% 19,0%
Austria 5,2% 9,1%
Romania 6,0% 19,8%
Lithuania 4,5% 10,7%

These figures are very worrying both in Spain, which leads the EU in youth unemployment,
and in Romania and Italy, which are ranked first and second in the EU in the NEET group.

Additionally, in the last four months of 2022, these percentages have shown an upward trend,
which makes it very difficult to achieve the target level of the NEET group established by the
European Union for 2030, set below 9%.

For a better overall picture, the individual situation of each country should be analysed:

® SPAIN: It ranks first in Europe in terms of youth unemployment, surpassing Greece in
2022. There are several factors that lead Spain to have more than 843,000
unemployed young people, including the low educational levels of young Spaniards,
the impact of economic crises, job insecurity, high levels of temporary employment,
the ineffectiveness of active employment policies, etc.

o |TALY: A mismatch between education and labour market needs (where soft skills, e-
skills and green skills stand out), as well as a lack of interest in finding a job among the
younger generations, leads Italy to a representation of 19.0% of the national NEET
population, the second highest in Europe after Romania.
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® PORTUGAL: It is the only country in the partnership that has managed to fall below
the EU target level for 2030, recording the lowest unemployment rate since 2011 in
2022, although the last quarter recorded the highest increase since 2020, so these
percentages should not be overlooked.

e ROMANIA: leads the EU in the NEET category, being the country with the highest
percentage point difference between youth Not in Employment and NEETSs, reaching
up to 13.8 percentage points, i.e., higher drop-out rates from education and training.

e LITHUANIA: ranks 15th in the European Union and scores a difference of 6.2 points
between the two profiles presented in the table above.

e AUSTRIA: due to the strong emphasis on vocational training within its active labour
market policies, as well as "youth safety net" initiatives, the Austrian country has
historically achieved some of the lowest NEET rates and is getting progressively closer
to reaching the 2030 target percentage.

Notwithstanding good dynamics such as in Austria and Portugal, from which good practices
can be drawn, critical conditions prevail in most other countries, especially in Spain, Romania,
and ltaly. In these cases, the increase in the rates of unemployed young people and NEETS
translates into an overall picture of youth unemployment that entails important
consequences and risks at both social and occupational level, such as loss of skills, lack of
motivation, dropout from training, job instability, increased vulnerability, poverty, or psycho-
social problems.

This is precisely the background against which the Brand Me project is set up, with the aim of
supporting young people in their appropriate and effective integration (or re-integration) into
the current labour market. Within this context, the presence of programmes focused on the
reintegration of NEETs is essential, as well as the promotion of their professional and
employment development, enabling them to learn how to capitalise on the possible
opportunities offered by the labour market.

To this end, these young people must obtain and develop their personal branding skills to
learn how to market their professional profile as if it were a product, so that they can apply
for better jobs, face the competition in the job sector concerned, identify their unique value
proposition, gain greater recognition and achieve the desired professional development,
which in turn, will contribute to the progress of the current national and European social and
labour landscape.
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3. BAM REPORT OBJECTIVES AND METHODOLOGY

The BAM Report is the first result of the Brand Me Project, and therefore its main objective is
to define and identify the 12 training needs of the target group in terms of employment,
personal branding, professionalism, development, and labour market for the subsequent
development of educational materials and resources.

Furthermore, it also aims to offer to youth field stakeholders real time and objective insights
of NEETs regarding learners’ formal education and career guidance, as well as to understand
the concepts of personal branding and career development in Portugal, Spain, Italy, Austria,
Romania, and Lithuania.

For this purpose, an accurate design and implementation of a national research questionnaire
(available here in its English version) was carried out in the above-mentioned countries. These
guestionnaires, addressed to HR staff, educational institutions, career guidance and
employment organisations, and youth field employers and stakeholders in contact with the
NEET group, have collected a sample of at least 40 responses per country.

The research parameters and criteria set out in this report focused on determining the 12
training skills that the respondents considered to be of greatest relevance for young NEETSs,
as they are primarily responsible for their recruitment and integration into the labour market.

Therefore, the survey was divided into four distinct sections: business background,
recruitment background, skills selection, and open questions.

The first two sections were used to analyse the profile of the respondents, the dynamics of
recruitment, their involvement with the target group, the importance of their educational
level, as well as their relationship with personal and professional development skills.

The third section was entirely dedicated to the determination of the project's 12 training skills
and was divided into 3 key competences: personal branding skills, digital skills, and
entrepreneurial skills. Regarding the first one, a list of 16 Personal Branding skills selected on
the basis of the partners' expertise in this field was offered, from which the questionnaire
participants had to select the 6 they considered most relevant. As for Digital skills, a list of 20
digital skills from DigComp 2.2, was presented, from which 3 were to be selected. Lastly, in
terms of Entrepreneurial skills, the 15 skills listed were drawn from the EntreComp, from
which respondents were required to select their 3 most valuable skills.

To close the questionnaire, a section of open questions was presented to collect open and
written feedback from participants, as well as possible recommendations, experiences or
comments that they might provide to the research.
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4. BAM REPORT IMPLEMENTATION

Once the survey had been effectively designed, it was translated into the national languages
of the partner organisations, i.e. this questionnaire is available in Portuguese, Spanish, ltalian,

German, Romanian, Lithuanian.

Each partner has been responsible for the national implementation of the research, creating
a National Report available on the partners' websites. These reports collect the national
contexts of each country, the analyses of the surveys along with the 12 skills selected by their
citizens, as well as reflections and recommendations from the perspective of the partner
organisations to increase the awareness of NEET groups towards the ideas of active career
development and personal brand creation.

In order to produce the present document, a compilation of the 6 national reports has been
carried out and a transnational report has been created, gathering the summarised and cross-
checked results of a total of 247 participants among the six national surveys, thus identifying
the 12 shared training skills of the Brand Me project.

5. NATIONAL SURVEY FINDINGS ANALYSIS

Throughout this section of the BAM Summary Report the findings discovered by the partners
at national level will be summarised for further examination and cross-checking. Thereafter,
the four distinct sections of the questionnaire will be analysed individually, whose collective
findings will be reported on in the “Main Common Findings & Conclusions” section.

The results have been collected according to the responses of nationals from all countries,
i.e., 247 responses. This set of responses can be observed graphically through the graphs and
charts included in the present section. Therefore, in the following, the different sections of
the survey will be presented with their respective questions extracted directly from the
guestionnaire, as well as the set of responses obtained across all countries. For the
elaboration of these statistics, all national responses have been considered, and the
calculations have been carried out at European level, thus obtaining a Summary European
Report.

The data analysis and collection for each country is available in an exhaustive and
comprehensive form for further consultation in the "Annexes" section.
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5.1. BUSINESS BACKGROUND

The questionnaire opens with the "Business Background" section, through which the
respondents' profiles are identified to ensure the feasibility of the study. As we can see in the
following graph, almost 70% of participants are part of the HR team of their companies, or
they participate in the selection process, so they are aware of the qualifications required to
join their company, representing the gateway to the labour market for NEETs and young
workers. Thus, supporting the reliability of the study sample selected for this research.

QUESTION 1: As a business, are you part of the human resources team and/or are you involved
in the employee selection process?

M Yes
69%

Next, the questionnaire continues with the aim of identifying the hiring frequency rate of
NEETs and, therefore, the career opportunities that the labour market foresees for them.
Through the responses obtained, it can be seen that only 13% of employers do not take this
profile into account when hiring employees, demonstrating that, with the proper training in
personal branding and career development skills, these young people have the potential to
access 87% of job offers.

QUESTION 2: To what extent does your organisation usually recruit staff not in Employment,
Education or Training?

H Never H Very often
13% 10%

il Often
27%

H  Rarely \

24%

i Sometimes
26%

HVery often i Often & Sometimes HRarely HNever
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With the knowledge that companies are indeed recruiting NEETs, the survey aimed to identify
the minimum level of education sought by these companies, since, given that the
beneficiaries of the project are Not in Employment, Education or Training, it is worth linking
the extent of their studies with the academic prerequisites of the companies.

From the following chart it is shown that, out of the 247 responses, 78 of them, i.e., 32.1% of
employers require a Bachelor's degree to be part of their staff.

By contrast, the last three options in the graph represent the option of not requiring a specific
level of studies, leaving a range of possibilities open to these profiles. These three options,
ranging from specific qualification, interest, and the possibility of being trained directly by
companies, reach a total of 88 responses (35.6%), which exceeds the demand for a Bachelor's
degree to be included in the labour market, thereby boosting the opportunities for Brand Me
beneficiary profiles.

QUESTION 3: What level of education do you look for when hiring staff?

Primary /Secondary education i H 14
Technical/Vocational training _ M 36
pachelors deeree — .
Master’s degree/Ph. D. or higher ﬁ H 28
| do not mind the educational level, as long as they are
e . H 39
qualified for the job

| do not mind the educational level, as long as they show
interest in learning

It is not a relevant factor, as the company is responsible b1
for the training

u 33

o
=
o
N
o
w
o
IS
o

50 60 70 80 90
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Continuing with the research, the fourth question is closely linked to the previous one, as it
seeks to examine, on a scale of 1 to 5, with 5 being the highest option, what is the level of
relevance of formal education related to the job, as opposed to formal studies in other fields
or non-formal education.

In this case, most employers, i.e., 35.6% (88 persons), gave a neutral relevance to the
presence of formal education related to the job under consideration. Besides that, among
options 1, 2 and 3, which imply a lower degree of importance to the position-related studies,
a total of 137 responses (55.5%) were found, representing that for half of the employers,
formal studies related to the specific role are not crucial, thus offering a gateway to their
companies in the absence of such education.

QUESTION 4: On a scale of 1 to 5, how important do you consider it for employees to have
formal education related to the job?

100
90
80 m 73
70
60
50
40
30

20
M3
10

A —

41
m 37

5.2.  RECRUITMENT BACKGROUND

Within this second section of the questionnaire, a series of statements were presented to
participants for which they had to provide their level of agreement through the options

"totally disagree", "disagree", "agree" or "totally agree".

All of them were intended to raise awareness and demonstrate the importance of personal
branding skills, professional image, and soft, interpersonal and social skills as opposed to the
acquisition of technical skills gained during their training. As can be seen in the following
graphs, similar dynamics can be appreciated in all of them, with the most voted option being
"agree", accounting for approximately 50% of the votes, thus justifying the need for projects
such as Brand Me to create information, resources, and personal branding tools to meet these
training needs.
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In job interviews, interviewees often do not
know how to sell themselves professionally
for the relevant position.

There is still not enough information,
resources or tools for personal branding to
promote one's professional image.

m Totally H Totally )
- i Disagree;
disagre ’ .26
50; 20% agree; 36;

e; 3; 1% /— 15%

B Totally ® Totally
disagree;
26; 10%

agree;
40; 16%

il Disagree;
- 65;26%

il Agree;
i Agree; 120;
154; 63% 49%

I consider it more important that the employee
has soft skills and knows how to adapt to
different environments and situations than

Personal branding skills are one of the key
points for the professional development of

employees.
that he/she has the training related to the job.
E Totally B Totally H Totally
B Totally disagree; i Disagree; agree; disagree; i Disagree;
agree; 6: 3% 45: 18% . ! 6, 2% 56, 23%
75; 30% A 66; 27% v

e Agree;
Wl Agree; o
121, 119; 48%
49%

5.3, SKILLS SELECTION

This third section is devoted to the main objective of the first result of the project, i.e., the
identification of the 12 training skills required to develop a successful career and grow a
personal brand.

For this purpose, the different job skills have been detected and classified in terms of need
and relevance within 3 areas related to the professional development required by the current
labour market: personal branding skills, digital skills, and entrepreneurial skills. From these
categories, the Brand Me project has selected 6 skills linked to personal branding, 3 skills
related to the digital environment and 3 skills attributed to the business scope.

Consequently, these 12 training skills are listed in the following, based on the feedback
gathered from all countries, and ranked by a national selection system represented through
stars (the star rating refers to the number of times it has been selected, the maximum being
6 stars, i.e., 6 countries):

Funded by the European Union. Views and opinions expressed are however those of the
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BRAND ME |
12 TRAINING SKILLS l srAND :

PERSONAL BRANDING

() Collaboration and relationship management ~ « « « « «
() Analytical thinking « « « « « «

() Communication and writing skills ~

() Networking -« «

() Brand management and positioning

() Competitive analysis

DIGITAL SKILLS

() Browsing, searching, and filtering data, information, and
digital content =~
() Managing data, information, and digital content - -

() Evaluating data, information, and digital content - -

ENTREPRENEURIAL S

(O Creativity &k x &
Q Vision ki

() Motivation and perseverance

Asso,:‘:ln;’l(o VR innovation \', i
M EDUCATION “ﬁ'gm
tas INDEPCIE S
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5.4. OPEN QUESTION

The Brand Me partnership did not want to conclude the study questionnaire before giving
participants the opportunity to express their personal opinions, recommendations,
experiences, or comments in an open-ended approach, ensuring that no skill is overlooked,
and no detail is lost during the analysis.

The most relevant comments from the transnational participants emphasise the fundamental
importance of possessing personal branding and career development skills for this target
group, which often does not know how to sell itself or does not have the skills to do so. Along
these lines, they stress the importance of properly preparing for the selection process,
conducting market research beforehand, and offering a professional self-image.

It also highlights the balance that must be struck between technical skills and knowledge, in
contrast to personal assets, which are responsible for an applicant's value proposition and
therefore for differentiation from other applicants and from the competition in the particular
business sector.

Alongside the notoriety of soft and personal skills, which are completely linked to personal
branding, other skills that employers also consider as being equally valuable are also
mentioned. Many of them were already included in the questionnaire, or alternatively they
are covered within the same skill set, yet by highlighting their suitability, it is noteworthy that
they should be accounted for in this research.

This range of skills and aptitudes includes the following: leadership, proactivity, initiative-
taking, dedication, commitment, multi-tasking, self-esteem & self-awareness, adaptability,
creativity, eloquence, critical thinking, motivation, can-do attitude, marketing, sales,
emotional intelligence, social media, presentation, and communication skills.

All these aspects are essential for the partnership to acquire a closer and more detailed
understanding of how to approach the content creation for these 12 skills. Through the
feedback obtained, a better vision for the materials design is established, taking into
consideration the comments and views of the employers, who are primarily responsible for
the recruitment of the Brand Me project beneficiaries, who will acquire these skills through
the highest quality materials.
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6. MAIN COMMON FINDINGS & CONCLUSIONS

The BAM Report has successfully fulfilled all its objectives, as it has effectively provided youth
field stakeholders with real time and objective insights of NEETs regarding aspects such as
career guidance and development, formal education, and personal branding concepts.
Furthermore, it has also gathered information on the potential needs of the target group in
terms of employment, branding, professionalism, career development and labour market.

This has been achieved by meeting the 6 specific objectives of this first project result:

v An appropriate and relevant survey form has been designed for the study.
A total of more than 240 responses have been collected in a comprehensive report.

The 12 most relevant training topics for the target group have been defined.

ENERNEEN

The views of the different organisations in the partnership have been provided in the
national reports.

N

The resulting report has been uploaded and disseminated.

<

The awareness level of active career development and personal brand creation in
young NEET groups and formal education participants has been raised.

Considering the high reliability level of the sample selected for this study, the conclusions are
firm and reliable, so it can be established that there is a significant recruitment frequency of
NEETs, as 87% of potential access to the labour market is reported. This is reinforced by the
employers' support towards the target group, since they place greater importance on aspects
such as personal branding skills and professional development, when compared to high levels
of technical education.

Hence, the existence of a gateway to the labour market for these profiles is confirmed through
training in the 12 most in-demand skills based on the findings of this study: 1. Collaboration
and relationship management, 2. Analytical thinking, 3. Communication and writing skills, 4.
Networking, 5. Brand management and positioning, 6. Competitive analysis, 7. Browsing,
searching and filtering data, information and digital content, 8. Managing data, information
and digital content, 9. Evaluating data, information and digital content, 10. Creativity, 11.
Vision, 12. Motivation and perseverance.

Now that they have been identified, the Brand Me project is committed to design and
implement relevant information, resources, and tools to train NEETs, young workers,
educators, leaders, social workers, and youth organisations in such approaches, encouraging
the decrease of NEET rates in the labour market and thus supporting the goals set by the
European Union for 2030.
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7. ANNEXES
BUSINESS BACKGROUND

QUESTION 1: As a business, are you part of the human resources team and/or are you involved

in the employee selection process?

COUNTRY Total responses Yes No
Portugal 40 40 (100%) 0 (0%)
Spain 41 31 (75,6%) 10 (24,4%)
Italy 40 18 (45%) 22 (55%)
Austria 42 14 (33,3%) 28 (66,7%)
Romania 44 36 (81,8%) 8(18,2%)
Lithuania 40 31 (77,5%) 9(22,5%)
Total 247 170 (68,8%) 77 (31,2%)

QUESTION 2: To what extent does your organisation usually recruit staff not in Employment,

Education or Training?

Total

COUNTRY Very often Often Sometimes Rarely Never
responses
Portugal 40 9 (22,5%) 17 (42,5%) 0 (0%) 12 (30%) 2 (5%)
Spain 41 5(12,2%) 18 (43,9%) 14 (34,1%) 4 (9,8%) 0 (0%)
Italy 40 1(2,5%) 9 (22,5%) 13(32,5%) | 9(22,5%) 8 (20%)
Austria 42 3(7,1%) 9(21,4%) 15(35,7%) | 10(23,8%) | 5(11,9%)
Romania 44 2 (4,5%) 6 (13,6%) 13 (29,6%) | 13(29,6%) | 10(22,7%)
Lithuania 40 5(12,5%) 7 (17,5%) 10 (25%) 12 (30%) 6 (15%)
Total 247 25 (10,2%) 66 (27%) 65 (26,2%) | 60 (24,2%) | 31 (12,4%)
QUESTION 3: What level of education do you look for when hiring staff?
I do not I do not Itis nota
mind the mind the relevant
educationa educationa factor, as
I level, as | level, as the
Primary Master’s long as long as company is
Total /Seconda Technical/ degree/ they are they show responsible
respon ry Vocational Bachelor’s Ph. D. or qualified interest in for the
COUNTRY ses education training degree higher for the job learning training
Portugal 40 2 (5%) 13 (32,5%) 5(12,5%) 7 (17,5%) 6 (15%) 5(12,5%) 2 (5%)
Spain 41 0 (0%) 3(7,4%) 12 (29,2%) 3(7,4%) 4(9,7%) 8 (19,5%) 11 (26,8%)
Italy 40 10 (25%) 6 (15%) 14 (35%) 7 (17,5%) 2 (5%) 1(2,5%) 0 (0%)
Austria 42 1(2,4%) 13 (31%) 9(21,4%) 5(11,9%) 10 (23,8%) 3(7,1%) 1(2,4%)
Romania 42 1(2,4%) 1(2,4%) 17 (40,5%) 5(11,9%) 10 (23,8%) 7 (16,6%) 1(2,4%)
Lithuania 39 0 (0%) 0 (0%) 21(53,9%) 1(2,5%) 7 (18%) 9(23,1%) 1(2,5%)
Total 244 14 (5,8%) | 36(14,7%) | 78 (32,1%) | 28(11,5%) | 39(15,9%) | 33(13,5%) | 16 (6,5%)
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QUESTION 4: On a scale of 1 to 5, how important do you consider it for employees to have
formal education related to the job?

COUNTRY Total 1 2 3 4 5
responses
Portugal 40 4 (10%) 12 (30%) 12 (30%) 9 (22,5%) 3(7,5%)
Spain 41 1(2,4%) 6 (14,6%) 17 (41,5%) | 13(31,7%) | 4(9,8%)
Italy 40 3(7,5%) 8 (20%) 14 (35%) 11 (27,5%) 4 (10%)
Austria 42 0 (0%) 5(11,9%) 16 (38,1%) | 16(38,1%) | 5(11,9%)
Romania 44 0 (0 %) 4(9,1%) 16 (36,3%) | 12(27,3%) | 12 (27,3%)
Lithuania 40 0 (0%) 6 (15%) 13 (32,5%) 12 (30%) 9 (22,5%)
Total 247 8(3,3%) 41 (16,8%) | 88(35,6%) | 73 (29,5%) | 37 (14,8%)

QUESTION 5: Please rate your level of agreement with the following statements:

RECRUITMENT BACKGROUND

5.1. In job interviews, interviewees often do not know how to sell themselves professionally
for the relevant position.

COUNTRY Total Totally Disagree Agree Totally
responses disagree agree
Portugal 40 0 (0%) 2 (5%) 23 (57,5%) 15 (37,5%)
Spain 41 0 (0%) 4(9,7%) 26 (63,4%) 11 (26,8%)
Italy 40 1(2,5%) 9 (22,5%) 29(72,5%) 1(2,5%)
Austria 42 1(2,3%) 13 (30,9%) 23 (54,7%) 5(11,9%)
Romania 44 0 (0%) 14 (31,8%) 25 (56,8%) 5(11,3%)
Lithuania 40 1(2,5%) 8 (20,0%) 28 (70,0%) 3(7,5%)
Total 247 3(1,2%) 50 (20,3%) 154 (62,3%) 40 (16,2%)

5.2. There is still not enough information, resources or tools for personal branding to
promote one's professional image.

COUNTRY Total Totally Disagree Agree Totally
responses disagree agree

Portugal 40 10 (25,0%) 8 (20,0%) 21 (52,5%) 1(2,5%)
Spain 41 1(2,4%) 3(7,3%) 23 (56,1%) 14 (34,1%)

Italy 40 2 (5,0%) 22 (55,0%) 14 (35,0%) 2 (5,0%)
Austria 42 3(7,1%) 12 (28,5%) 21 (50,0%) 6 (14,2%)
Romania 44 5(11,3%) 9 (20,4%) 22 (50,0%) 8 (18,1%)
Lithuania 40 5(12,5%) 11 (27,5%) 19 (47,5%) 5(12,5%)
Total 247 26 (10,5%) 65 (26,3%) 120 (48,6%) 36 (14,6%)

Co-funded by
the European Union
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5.3. I consider it more important that the employee has soft skills and knows how to adapt to
different environments and situations than that he/she has the training related to the job.

COUNTRY Total Totally Disagree Agree Totally
responses disagree agree

Portugal 40 1(2,5%) 9 (22,5%) 17 (42,5%) 13 (32,5%)
Spain 41 0 (0%) 1(2,4%) 16 (39,0%) 24 (58,3%)

Italy 40 1(2,5%) 8 (20,0%) 28 (70,0%) 3 (7,5%)
Austria 42 3(7,1%) 12 (28,5%) 16 (38,0%) 11 (26,1%)
Romania 44 0 (0%) 10 (22,7%) 23 (52,2%) 11 (25,0%)
Lithuania 40 1(2,5%) 5(12,5%) 21 (52,5%) 13 (32,5%)
Total 247 6 (2,4%) 45 (18,2%) 121 (49,0%) 75 (30,4%)

5.4. Personal branding skills are one of the key points for the professional development of
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. Interacting through digital
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. Digital content development
. Browsing,
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filtering data, information, and
digital content

. Browsing,

employees.
COUNTRY Total Totally Disagree Agree Totally
responses disagree agree

Portugal 40 0 (0%) 0 (0%) 22 (55,0%) 18 (45,0%)
Spain 41 0 (0%) 3(7,3%) 18 (43,9%) 20 (48,7%)

Italy 40 1(2,5%) 18 (45,0%) 18 (45,0%) 3 (7,5%)

Austria 42 2 (4,7%) 16 (38,1%) 21 (50,0%) 3(7,1%)
Romania 44 0 (0%) 8 (18,1%) 21 (47,7%9 15 (34,0%)
Lithuania 40 3(7,5%) 11 (27,5%) 19 (47,5%) 7 (17,5%)
Total 247 6 (2,4%) 56 (22,7%) 119 (48,2%) 66 (26,7%)

SELECTED SKILLS PER COUNTRY
PORTUGAL SPAIN ITALY
. Branding/Marketing strategies | 1. Networking . Networking

. Communication and writing

skills

. Technical skills
. Analytic thinking
. Collaboration and relationship

management

. Competitive analysis
. Developing digital content
. Protecting personal data and

privacy

searching, and
filtering data, information, and
digital content

10. Creativity

10. Creativity

10. Working with others
11. Learning through experience

11. Spotting opportunities 12. Motivation and perseverance

12. Motivation and perseverance

11. Planning & Management
12.Vision

Funded by the European Union. Views and opinions expressed are however those of the
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Education and Culture Executive Agency (EACEA). Neither the European Union nor EACEA
can be held responsible for them therein.
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AUSTRIA

1. Collaboration and relationship

management

Analytical thinking

Technical Skills

Communication & writing skills

Networking

Creative

execution

7. Evaluating data, information,
and digital content

8. Browsing, searching, and
filtering data, information, and
digital content

9. Solving technical problems

10. Spotting opportunities

11. Motivation and perseverance

12.Vision

oukwN

storytelling &

ROMANIA

1. Collaboration and relationship

management

Networking

Analytical thinking

Communication & writing skills

Planning career and personal

branding

6. Creative
execution

7. Browsing, searching, and
filtering data, information, and
digital content

8. Managing data, information,
and digital content

9. Evaluating data, information,
and digital content

10. Creativity

11.Vision

12. Planning and management

uhwN

storytelling &

9. Browsing,

LITHUANIA

1. Analytical thinking

2. Communication and writing
skills

3. Collaboration and relationship
management

4. Competitive analysis

5. Technical skills

6. Brand management and
positioning

7. Creatively using digital
technology

8. Managing data, information,

and digital content

searching, and
filtering data, information, and
digital content

10. Motivation and perseverance

11. Creativity

12.Vision

*To find the set of OPEN QUESTIONS at national level, please refer to country-specific

National Reports:

- Portugal: http://vrmarketing.pt/resultados-bam/

- Spain: https://indepcie.com/2023/06/07/conclusiones-iniciales-del-proyecto-bam-a-

nivel-nacional/

- Iltaly: https://garagerasmus.org/es/project/brand-me/

- Austria: https://vaev.at/?p=1527&preview=true

- Romania: https://innoedulab.eu/en/brand-me-project/

- Lithuania: https://efektasgroup.com/efektas-project/bam/
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