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INTRODUCTION

APPROACH

The main goal of the Employer Branding project is to develop a tool to
supply background data and support the decision-making process
within the recruitment process of Privates for the Portuguese Army. In
2016, only 53% of the vacancies opened in the category of Privates
were fulfilled, leaving 1888 opened vacant positions (Human
Resources Management, 2017). This trend has occurred in recent
years and it may jeopardize the regular functioning of the Army.

With the purpose to identify different variables that affect the
attractiveness of the military service, an empirical study was
conducted using an online survey with a sample of 1182 subjects
joining the Army in the category of Privates.

RESULTS
This survey was completed by the recruits during first day of Basic
Training. The main results showed that the most frequent reason for
joining the Army is to "Serve and defend the country", and the main
sources of information for the application are “Friends, Family or
Military personnel” referrals. Regarding the incentives offered by the
army, "Vocational Training" and "Special Vacancies for higher
education" were considered by the new recruits as the most
important reasons for their enrolment decision.

Gender of the Privates enquired
Were employed before joined?

18%

82%

31%

69%

yes
no

Sources of Information
Reasons for joining the Army

Most unknown Incentives

Unemployment benefits (30 months after termination
of contract)

21%

36%
43%

Most relevant incentives for decisionmaking in the application process

Support to the creation of companies in the Defense
Program Empreende

Vocational Training

Abatement to the chronological age (up to 2 years to
join the Public Administration and Security Forces)

Special vacancies for
Higher Education
Special vacancies for
Police and Security Forces

FUTURE PERSPECTIVES
With the results obtained, we hope to understand our candidates
better, as well as the vision they have of our organization. With this
preliminary data we believe this indicators wich have been obtained
can help us in the development new recruitment strategies and
specific marketing campaigns in order to attract the target audience
and contribute to the improvement of the Employer Branding concept
in the Portuguese Army.
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