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ABSTRACT

The main objective of this study was to examine the perception of public employee in each generation
about Effective leadership roles of their middle managers. The research questions are: (1) What is effective
leadership role in the expectations of each generation of public employee? (2) Are there any different between
generations? Quantitative study was employed by using questionnaires to measure the level of effective lead-
ership role based on Quinn’s Competing Values Framework (CVF) approach. The sample was randomly drawn
from government organizations, a total of 227 respondents.

The findings revealed that:

The viewpoints of effective leadership roles are similar among generations of employees. The 1st and
2nd score levels that were expected for both Gen X and Gen Y were Director and Producer role. Also, 3rd-5th
scores levels; the Facilitator, Coordinator, and Innovator role are the same in each generation, but in Generation
X, innovators are ranked 5th, in Generation Y, innovators move up to 3rd, and the last group in 6th-8th that are
the Mentor, Monitor, and Brokers, also be the same. Meanwhile, both generations had the same expectations of
Brokers as the last. The results of this research can be used to help create strategies for enhancing organizational

effectiveness and in planning for the training course of middle-level executives in the organization.

Keywords: Leadership; Effective Leadership; Generations
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yugu “vusy’ Wisuimilounsiinsouves “Anafunuies (sense of self)” fuandsiululuudaztisnan wu
svhaduinidnlinumanisaiddyesls vielasionzegnsbeuszaunisalluiianaddyiiuenanuduioiuiue
i lviey FasSenderaniyindu “uﬂaﬂmwmauﬁauﬁwéu (peer personality)”

tindrmsidluefinuardagtiunanevindldlfaumnesi “sugu” Vmatu wu Karl Mannheim (1952) nanai
“gugu” mnofanguauiifionglndifesiu fusy Renansluistiniuandlutinanientu uaswilouiu w3 Johnson
& Johnson, (2010) nanyin sugudunsnunguiuveanguetgvesnuvie nguauiiiAnlunailaBoriu wulauasiTiney
TuthssziRmansifoaiu Somnnanlaesmudienvaslliin “susy” mngdanguauiteglnalaeey nlunailaise
Audulauasitineglurisss Simansiondioerade iy laemlulffimsudsuensuiu munafiinluanimanis lag
ﬂa"l’ﬁwui;uﬁgmdﬁ%ﬁgmaﬂu{]ﬁ]ﬁ;ﬁﬂ 111 Greatest Generation, Silent Generation, Baby Boom Generation, Generation
X, Generation Y wag Generation Z tJudu (Strauss and Howe, 1991).

msustasnat ileduunaudusugusing 4 luiitasduniswanain Strauss and Howe, (1991) Aunnss
7l 1 shuans Feasiuldd fiforgeglutisiumvmsussmalnglutaananfiiiutoyaasfususu Generation X (Gen
X) wag Generation Y/ Millennial Generation (Gen Y) faileng 40-60 U wa 18-39 U sehlunmsinuiasinisine

YUTUDY 2 YUTUAB Gen X Wag Gen Y

A15197 1

MITTIUUATUTURNIUTEY1Ia 170N 75170 (ANUUAI9IA Strauss & Howe, 1991)

Fovosusu %Udin (A.a) Y3UAn (n.a)
Lost Generation 1883-1900 2426-2443
Greatest Generation 1901-1924 2444-2467
Silent Generation (Traditionalists) 1925-1942 2468-2485
Baby Boom Generation 1943-1960 2486-2503
Generation X 1961-1981 2504-2524
Generation Y/ Millennial Generation 1982-2003 2525-2546
Generation Z 2003-UaqUu 2547-Uaqlu
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Baby Boomers (Q’ﬁlﬁmzwj’mﬂ 2486-2503) Baby Boomers Lujugn Gl Generation Tutaavine iu Silent Gen-
eration HUadwunnd Luﬁuuuma% Hutasauiimsuedlaniuudfoshann mszamnsalanadsiiaendivas samns
fthufiugety waensiauvudostifisdunn #efidniuresioud Smstanmeiunsumduasinemans
ity Bufinisiaugauiuin NsGewduiy waedaiusuiifnsimidusuusn (Strauss and Howe, 1991) Auguil
avopnanthuliviuiaenazuliiedesgeseunts fgagvhaumiin fnainreutiosuardnedon Tiaruddyi
nsfinw eussganudosmsfigsdulumedudn alinsudetugs (Lancaster and Stillman, 2002) wifiyssesasll
winfnfiressdns uifliveuiagdhenuies q§ wmsgndrinvgdmadesodunisenn fadeuawiiufduiusiuh
sof wdgnihiu wazvouldnmsuseynduisnisdeans

Generation X (;:iﬁl,ﬁmwdwﬂ 2504-2524) Generation X (Gen X) a&ﬂuv%wmﬁmuﬁL.Lmﬂﬁi'maeiwéul,%qﬁu
suiou 7 Tutiilanddszauliyiasugiananosognsguuss MsliTin Gen X eagluauennau Frsnanil Gen X
Aouaziiulndurisiifeasnsudeauy 011 uasfimy Hudiivssmdlnegninasedassgunamdanismms daud
WA 2516-2524 ﬁqLﬂusdaqﬁﬁmmju’n&memil,ﬁmqﬁ %29 Generation X F8nsn1aiAnanas Smsnisugriiaiuiy
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o1 NIIIaENTERmeiiuty Snsndeulidnuavsass uasindadrgrainussauanniuy Generation X

Generation X {luAusuusn fiduifayszaumsaivesnismendiefiunniu unseuniagnuauiidudou niu Howe
LA Strauss (1993) Generation X léfazuuudini Boomers Tufurinugmadnnnis uwigeninlunisiasa fimssuives
maduduslan waznslinevvesdlug Tududfion mufesns uazANLTaUTes Generation X Aufuiiligniiosas
Foensmnusiuasanisiu uasioleldgnuauvesmuies ewsaziauurumdaluiinuesgn (Klein, 2004)

n&u Gen X fNaguau adudutiuaumaiia (Ritchie, 1995, p. 146) Gen X L‘f’luﬁuLLiﬂﬁImmﬁUﬂauﬁ’JLmaﬁ
sadsadladoaetuuuliuasgialusrersnnnninguudyuises Gen X fosmsidumsadndidangu aunsoqua
AsauaTalalunsouiu (Lancaster and Stillman, p. 55) Aulu Gen X wnayldassndnfiseunsdaiissnuiion wagiiu
mMsdsunuduesdniuiarliiviou aulanseunth Tnumuazuntosnaritsesmuies (Smith, 2008)

Generation Y (§finsznined 2525-2546) Wuvususionnan Gen X 1ingu Gen Y GuidsulseiRderiieltlu
msaifasdou insedeinaindoululsadeuiiaian uarlinnshAnssuuenndngns SuwieududumTinedodusing
dideuludulieudu Gen Y iusuiignnasunassrauanudiie Wuwnfvhouduiu desulusiies uazuodlanly
ud (Howe and Strauss, 2000, p. 8) AU Gen Y iiulatuidoufuneufiunes nadnhdumesidauldau Tnsdw
fiofie uazgunsalnnmdu iujuiiegiumeluladesanysal (Van dyk, 2008)

AugU Gen Y funliifasjatiudunsendn uazmaviannluauiniuassiausslonifinnds aanis

[

Magldsunmaufoiduiimuarldiuanaldla Johnson, 2006) sujuiiiingnuesinlailinilalussénis wiuaruddey
10IN33eUsRanTin uaztenseuasTIndunyuadAgresn gy Srnudesnisuszauanudnsa warinanudusa
nmslivihauifianumane (Fauziah, W., Yusoff, W. & Kian, T., 2013)

ALY Gen Y fiazdusuesdmsiiduindaushensia (mission driven) fadsfussgdlalunsiemdoddu Usuuss
Aanden (Strauss and Howe, 2007) szdauaulalunisGeuiedsreidouarmsuszauaudidalunaondin

(Lancaster and Stillman, 2002)
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madufrififiussaniua Anmded FdanimINRIAY Quinn (1988)
1) fadnuinngsy 1,10, 22, 25 0.912 0.900
2) wewnih 3,13,18, 27 0.819 0.850
3) §emaems 7,12,19, 26 0.907 0.790
4) {udn 5,15, 23, 30 0.901 0.720
5) HUszaIMIY 2,9,21, 28 0.870 0.770
6) H§RT19AT 4, 14,17, 32 0.920 0.730
7) fEwnsANNEzAIn 6, 11, 24, 31 0.902 0.890
8) glviAnUime 8, 16,20, 29 0.879 0.870

Aeurhmsiinseideya {Iduldnsnaeudranuideiie lngldnsAnumaidainvesaseudadnasanis
eAdaninaunnninunii 0.7 (Hair, J., Black, W., Babin, B., Anderson, R. and Tatham, R., 2006) ¥NNGUUNUIMNAIY

Wudihniuseansua lnafia1sanifas 0.819 59 0.920 Faieiwuvdsua1uiidinnuidadalalunisiiwuuasuay

U

Y84 Quinn (1988) 1ldw1 nszliAdanivesasoulniigeneaualsiloWiuiun1snagouLRuves Quinn (1988) i
A18aNIEMINe 0.720 3 0.900 wansliiiudn wuvasuauililunisdnwaislll auaudRlunisingadnine) (Psy-
chometric Propoties) iuwela asnanslilun1siei 2
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AUTEAIU (6) Hn933951 (7) H81wiemNazaln uag (8) HlviAUinw lasduiiegisannyaainsluesinisninsy
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6. NAN1TAVY

Mnmsleneiteyaduyanatesnguiogsiinouuuasuaty duandlilunmsed 3 aunsnagUldddie
ffnounuvasumuithu s gvineau 227 au unase 89 au Andu 39.2% Wumends 138 au Anidu 60.8%
o1glngindsegil 39.50 U fandesuuiade 8.91 U 01ggsgn 59 T frgn 23 T dnilngiiumisnudulszanivinms
166 A Aoty 73.13% \Juusziamiild 61 au Aaldu 26.87% winfinnsanainassil 5 axdiulédn ergvesngy
fhetiineuuuuasuiiengieusd 23 T 1 59 U dafurasiioglusuu Generation X (Gen X) ua Generation Y (Gen

Y) yiedu Matszussagieglulesusanisussmelnglugnanaiiudeyaszidusugu Gen X uaz Gen Y dodlong
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40-60 U war 18-39 U satulunsfnwilaziivuiuey 2 yujufe Gen X uag Gen Y Tnedidl Gen X 106 au Andu
46.7% wag Gen Y 121 au Aoy 53.3%

A15799 3

UaANYRYAT INYAAAYBIENO ULUUAOUDIN

doyadiuynna Fuauden 1 (AY) Souns
WA kigld] 89 39.2
WEY 138 60.8
Eetl 227 100.0
AN FIn15 166 73.1
vhly 61 26.9
3 227 100.0
U Baby Boomers 0 0.0
Generation X 106 46.7
Generation Y 121 533
3 2271 100.0
Min. #7gm Max. gugn Mean Auaiy  SD Avndesuy
oy @) 23 59 39.5 8.910
NINAFBUHNNRAFIU
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a Yo aa a

setulunuideiadunmegevauufgiuiionaaidn seauanudufihffivssavsuanuiinianiavessuguy

Tu Gen X fiu Gen Y lalunnsinefiu Inefauufgiulun1sidedsl

Yo aa a a

Hy: 13U Gen X fiu Gen Y fianueavissaszaumnudufiniivszdninalaiuansiaiu

H,: 413U Gen X AU Gen Y ﬁmmmw’fmaizﬁummﬂuéﬁﬂﬁﬁﬂszﬁw%maLLmGiNﬁ'u

lummegeuauufgIu §33u9in1snaaeuslgatia One Way ANOVA Tngazvhnisiiasziidesiuin e
wsUsvestoyausaznguivinfuvidolsl Tagldafia Levene Statistic mnAAnuwUsUsIuviY flaznadeudadsves
uiaznguiEaiA ANOVA usmneuuUsusliviiufesnageudiadelnglimaia Welch waglduansdnans

neaaulilunsnein 3
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HANISNATOUAIIUUANG NN TNANRALA AN TR 1T IdU s an5wa

ﬂ']’lm‘flu@ﬁ']ﬁﬁﬂixﬁw%wa Sum of Squares df Mean Square F P-Value
Between Groups 2.149 1 2.149 2.897 0.090
Within Groups 162.425 219 0.742
Total 164.574 220

Levene Statistic = 1.952,

P-Value = 0.164

Gen X iU Gen Y wWu31 f1 Levene Statistic = 1.952 wagA1 P-Value = 0.164 wansd1 AMULUTUTIVYDIUBYAVINEDS
nauvusulduandeiu 35l6ada ANOVA Tunisnaaeu lafn F-test = 2.897, P-Value = 0.090 &adlAmnninted1Agnie

adfn 0.05 Fswousu HO a3Uledn wugu Gen X AU Gen Y fianueavissennudufihniivsedn

a ' a ' o & Yo aa a a ] o i ]
ﬁﬂﬂmaﬂqiwmﬁ@Uiumrﬁ’NW 3 ﬂ']ﬁ’l']llﬂ(ﬂLﬂuiﬁﬂiqmmﬂﬁgmuﬂqulLﬂuﬁqleur]wwﬂﬁgamﬁmawﬂr]fﬂvnﬂigvnr]ﬂ %uﬁ]u

SEAUAUTDLIU 95%
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vAvYaIAIIUAIAN Sean T TSy Ansaave s U ulng sauazuenm 1L TUTY

dvaumaas
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unumaanugiiis Generation X Generation Y Tagsaunnvugu
UszAvisua anady | Aamdouvy | awedy | Avudeauy Anady | AIW
(Mean) | wadler (SD) (Mean) | 1ade (D) | (Mean) | iy
w@dle (SD)
gasuinnysu 5.97 (5) 0.79 5.82 (3) 0.93 5.89 0.87
Wi 5.86 (8) 091 5.59 (8) 1.03 5.71 098
ORT 6.05 (2) 0.83 5.83(2) 1.00 5.93 093
geuIn1s 6.09 (1) 0.81 5.89 (1) 0.99 5.98 0.92
fUsvau 5.98 (@) 0.81 5.75 (5) 1.01 5.86 093
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