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Abstract

Objectives - This study aims to (1) examine leadership styles that affect government agencies'
development into learning organizations and (2) determine leadership guidelines that influence
government agencies' transformation into learning organizations, focusing on six dimensions of
leadership components: directive leadership, supportive leadership, participative leadership,
achievement-oriented leadership, inspirational motivation, and intellectual stimulation.
Design/Methodology/Approach - Using survey research methodology, the sample consisted of
400 military civil servants from the Ministry of Defense across 5 main agencies, selected through
quota sampling from each agency. Data were collected using questionnaires that passed
reliability testing (Cronbach's Alpha = 0.957) and analyzed through Multiple Regression Analysis
using the Enter method.

Findings - The results showed that the model could significantly predict learning organization
development (F = 56.707, p < 0.001, R? = 0.464). Intellectual stimulation had the highest
positive influence on learning organization development (B = 0.309), followed by inspirational
motivation (B = 0.207), directive leadership (B = 0.153), and achievement-oriented leadership
(B = 0.145). Meanwhile, supportive leadership and participative leadership showed no significant
influence on government agencies' learning organization development.

Research Limitations - This study was limited to military civil servants under the Ministry of
Defense. Future studies may compare with other government agencies or state enterprises
with different work characteristics.

Managerial Implications - these research findings can be applied to develop leadership in
government agencies by emphasizing intellectual stimulation, inspirational motivation, clear
guidance provision, and challenging goal setting to enhance organizational effectiveness in
developing into learning organizations.

Originality / Value - This research contributes to expanding knowledge in public administration
across multiple dimensions by proposing a multiple regression model that demonstrates the
influence of four significant leadership components on learning organization development
within the context of Thai government agencies. Additionally, it establishes four main practical
leadership development guidelines that can be implemented concretely, finding that intellectual
stimulation and inspirational motivation have the highest influence on learning organization

development in the VUCA and BANI World era.

Keywords: Leadership, Learning Organization, Government Agencies, Intellectual Stimulation,

Inspirational Motivation, Directive Leadership, Achievement-Oriented Leadership
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U 261 65.25
Y1319 26 6.50
wuniuegy 0 0.00
33U 400 100.00
SLAUNISANY
mNIURes 116 29.00
YTy w3 visoLieuLnn 189 47.25
USeyayln viseLiiguin 88 22.00
U3y en 7 1.75
34 400 100.00
918911
1oani1 5 U 36 9.00
5-100 63 15.75
11-15% 54 13.50
110N 15 U 247 61.75
334 400 100.0
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M13197 1 KARIANND AL T DAL VBIANTUAINAIUYARAVBING UG08 1WTITIVNTVRINUIENIUNIASY
(n=400) (si®)

#01UNNEIUYAAR UUAE19 (AL) Anludosas
selaroifou

#n31 10,000 U 2 0.50

10,001 - 20,000 un 95 23.75

20,001 - 30,000 v 76 19.00

30,001 - 40,000 um 77 19.25

40,001 - 50,000 um 61 15.25

faust 50,001 v Bl 89 22.25

334 400 100.00

NN 1 HansieTgidnualsEnnsmanivesnguiieg winwmahsnunass
973U 400 AW WU Jrouwuuasuaudiulngilumnane (Sevay 75.00) Hogszwing 41-50 U
($ovaz 33.25) danunwausa (Fosaz 65.25) aunsAnwszauligenivssiisuii (Sevay 47.25)
fiongn1svineunnndt 15 U (Fewar 61.75) wazdisielavaifousyluyis 10,001-20,000 um
(Yoway 23.75) Anwarsdananasvioufanguinsumsiiiuszaumsalinmavhanugauasegluievhouid
weflesnm damngaudmiumsinuniosnnedihuazmadussdnsuisnafoudlumenunass

M157991 2 HANITIATIEVNTTRRENYAMLUUUNA (Enter Multiple Regression Analysis) lagldsia

Y o dd

LLU?WﬂW’Ji'J@JﬂUW?ﬂﬂiﬂJﬂW'J ﬂ’ﬂllL‘LI‘LJNU’WmE]‘Vlﬁ‘WﬁGlE]ﬂ'l'iL‘LJuE]\TﬂﬂiLL‘MQﬂ’liLiﬂui YDINUIBIU

e

A3y
ASLLUU
fauds ATLUUAY UINTFU t Sig. VIF
B S.E B

(Constant) 1.124 175 6.433 .000*
nsvAunsttlayay 300 .065 309 4.592 000% 33229
WUUEINIS 118 034 153 3.511 .000* 1.3845
nsasaisetunala 194 .070 207 2.747 .006* 4.1718
LLUULﬂ‘uﬂ’J’mﬁ’]Léf\] 146 .066 .145 2.215 .027* 3.1385
wuvatuayu 048 067 049 719 472 3.4350
WUUTEIUT -074 .065 -078 -1.146 253 3.4229

R = 0.681, R? = 0.464, Adjusted R” = 0.456, S.E. = 0.452, F =56.707, p value = 0.000

v o w

* ffudndynsadfisedu .05
mﬂmiww 3 Nami’aLﬂiﬁ”‘wmiaﬂﬂ’eJEJW‘MﬂmLLUU‘Uﬂm (Enter Multiple Regression Ana yS|s)

LWEJV]'TLJ’]‘EJﬂ'TJ ﬂ’ﬂllL‘U‘UNU?W&I@VIﬁWﬁG\@ﬂ']’iLﬂuaﬂﬂﬂﬂmﬂﬂ’]’iL’iEJ‘IA’iSUEJ\‘WU'JEJ\‘ﬂuﬂWﬂ‘Jﬁ NUN LZLIEJ
uWMULLﬂiﬂWQuQUWNLUUQuWVIQ 6 FuUs oA LL‘U'Uﬁflﬂ"li LLwauuaw wuuldusIn wuutuanudse
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s
=
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fufiuey uonani Tuanunsaifidoansarumaduazauuugilunsufinu msUinemede
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mhenunasy msatiuayunngihiedudsinamisnnflunsufianu inninaduteden
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umala Feoreramiendnuumsaduayudilusmeud

115957988 UAN VIF (Variance Inflation Factor) wuin fauusdulvgjfidnsening 3-4 &
wiedsoglunasifisousuld (hnih 5) uidhenafinrudiiussenisiuysdassluss iyl
na ImmawwvmsaswLmuumaiwum VIF g5g (4.1718) Tsnadsnasionnadiosuesnisuszanc
mauﬂiuamﬂuimwm Namiﬂﬂmuaamaaaﬂwqwgmmq U House et al. (1974)
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