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Abstract

Shabatura T., Zamlynska O., Osyk S., Seleznova H. Digital aspects of strategic management as a tool for
increasing the economic efficiency of the company's activities.

The article is devoted to the influence of digital technologies on the strategic management of the enterprise in the
conditions of informational economic development of society, which require management to acquire modern competencies
to develop high-quality work and implement effective strategic measures. It is noted that digital tools and resources are
becoming increasingly important for effective and transparent governance. Strategic development management is relevant
and expedient, considering the complex macroeconomic conditions and the need to adapt business entities to the state of
war. The components of enterprise development management strategies are determined. It is noted that an effective devel-
opment strategy lays down prospects for economic growth and determines its positioning in the market. Several measures
that can be used as advantages in martial law conditions are systematized, strategic management methods in warlike law
conditions, and possible company strategies are studied. The characteristics of strategic management models are summa-
rized. Digital technologies have innovative potential to strengthen the transformation strategy and improve management
efficiency. Attention is focused on such aspects as e-government, open data, artificial intelligence and data analytics, infor-
mation and communication technologies, electronic identification, IoT, and blockchain. In the conditions of a growing array
of continuous digitization of business processes, collection, storage, and processing of personal data of partners, customers,
competitors, and government bodies, effective mechanisms are needed to ensure this data's speed, quality privacy, and
security.
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ment tools, process optimization, efficiency, transparency, data protection.
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FORMATION OF LEADERSHIP STYLE OF GENERATION Z

Zehetner-Hirtenlehner D. Formation of leadership style of Generation Z.

The struggle to find and keep good employees in European companies is in full swing, and it poses a big problem on
the desks of HR departments and leaders at all levels. Aside from a general shortage due to demographic developments, a
new generation of future employees (Generation Z or 'Gen Z') is growing and will join the labor markets soon. A new
generation, Gen Z, is entering the workforce, and companies must provide their future employees with a fitting employer
value proposition. This study attempts to shed light on the features of leadership style for Gen Z. European companies have
already started engaging in research to understand generational differences regarding company expectations better. The
motivation of this study is to identify and categorize criteria that help to distinguish a 'perfect from an average leader' in
the eyes of a Gen Z candidate. The central question of this empirical study was: 'What does Generation Z expect from its
future leaders, and which leadership style fits best to these requirements to unfold the full potential of this generation?' The
results show that Gen Z representatives are motivated and willing to perform. However, social and convenience factors play
an essential role. The study comprises 550 pupils and students from Austrian education institutions entering the labor
market in a few years. The study's findings show a shift from 'doing to being' and from 'managing to understanding'. Gen
Z emphasizes social aspects like team spirit, working environment, work-life balance, and job security. Density, variety,
and flexibility in the job are essential to Gen Z. Gen Z is accustomed to fast changes, which also determines their media-
dominated private lives. Cross-functional jobs include job rotation, interdisciplinary tasks, tasks in groups with changing
team members, etc., are exciting for Gen Z.

Keywords: Generation Z, leadership style, transformational leadership, coaching leadership, servant leadership,
employer marketing.

Introduction and statement of the prob- | tocompanies is their human capital [1]. Individu-
lem. Effective employees lead to effective produc- | als undergo a generational change. Every genera-
tivity. Thus, the most excellent resource available tion has its unique story, be it Generation X,
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Generation Y, or Generation Z. ‘No generation is
amonolith, but there are growing trends of expec-
tations and preferences that change as culture and
worker demands change’ [2, p. 288]. Generally,
the term ‘generation’ can be defined as a group of
people born simultaneously and consequently
presumed to have similar aging experiences and
life trajectories, with belonging group members
showing identifiable characteristics [3]. Genera-
tions are a dynamic social foundation as their
transition from one generation to the next is a con-
tinuous process with constant interaction with
previous generations. There is no consensus
about clear thresholds for when one generation
ends, and another starts. Based on recent
sources [4-6], in this contribution, Gen Z consists
of members of the society born in 1996 and on-
wards. This means that Gen Z is currently making
its way into the workforce. While most research
continues to shed light on Generation Y, neverthe-
less, HR managers and leaders already have the
tirst Gen Z’ers in their teams.

Analysis and research of publications.
Generation Z, sometimes called the “iGenera-
tion,” presents unique challenges and opportu-
nities that irretrievably change the way of work-
ing [2]. Gen Z differs in characteristics, mindsets,
and expectations from previous generations. Al-
ready in the early stages of their development,
Gen Z is encouraged to participate in discussions
and debates, which provides them with oppor-
tunities to present their opinions. They continue
to do so when entering the corporate world,
thereby questioning other perspectives, and ar-
guing for their way of accomplishing tasks. Fur-
ther, this generation is very ambitious in achiev-
ing their set goals and believes that education is
the key to reaching them. Gen Z is a cohort that
can multitask and prefers to work on more than
a single task. Hence, their supervisor must iden-
tify their strengths, follow them closely, and
keep them motivated and energized at work [7].
They are adapted to team spirit and greatly value
the social environment of an organization, which
forms the company culture for the community.

Additionally, they expect job security, high
independence, and an aversion to authority [2].
Gen Z prefers to be loyal to their profession ra-
ther than an organization. They are quick, effi-
cient, and can quickly adapt to various assign-
ments. Growing up with continuous
technological advancements, they expect work-
life to be fast and instant [7].

As Gen Z enters the workforce, companies
need to be ready to address new issues and ex-
pectations that could arise. Managers need to re-
design their strategies and policies to sustain and
be competitive in the upcoming war for

talent [7]. It is becoming increasingly important
for companies to acknowledge the impact of gen-
erational demographics on the way an organiza-
tion is managed. A successful company must es-
tablish an employee value proposition that offers
a concrete answer to why talented people want
to work for their company. Therefore, the pro-
spects and their drivers of what makes a great
company, jobs, compensation, and lifestyle must
be fully understood [8]. Older generations have
created existing HR policies and practices that
may need to reflect contemporary requirements.
The result can be a need for more skilled work-
ers. Therefore, employers must find the right
combination of HR tools and strategies to simul-
taneously attract young talents and retain the
older workforce [9]. Growing wup with
smartphones in Gen Z’s hands, technology has
merged seamlessly into their lives.

Consequently, companies face increasing
complexity of engaging with the target audience
through numerous media channels. Meret et
al. [10] summarize seven traits that characterize
Gen Z members: “Regardless of any considera-
tion on the fundamental impact of digitization
on this generation, [...] identify seven personal-
ity traits, [...]: (a) they feel special, firmly believ-
ing in their ability to address the future trends
and becoming builders of their destinies; (b) they
are protected, not only by their families but also
by their superiors; (c) they are confident and op-
timistic about the future; (d) they are quite con-
ventional; (e) they are team-oriented, because of
their increased possibility of connection with
others, primarily related to the level of techno-
logical sophistication they bring. This might im-
ply a greater propensity to cooperation; (f) they
aim to feel blessed and achieve greater personal
fulfillment in the future, relying on a higher level
of education; and (g) they feel under pressure
and believe that success in the future is based on
choices made today” [10, p. 246-247].

The purpose of the article. The purpose of
the study is to determine the features and char-
acteristic features of the leadership style of gen-
eration Z.

Presenting main material. This empirical
study tests a set of characteristics concerning the
leadership expectations of Gen Z. Methodologi-
cally, a “mixed-methods approach has been se-
lected. As Johnson et al. state [11], “‘Mixed meth-
ods research [...] is becoming increasingly
articulated, attached to research practice, and
recognized as the third major research approach
or research paradigm, along with qualitative re-
search and quantitative research’ [11, p. 112]. Ac-
cording to Denscombe [12], a rigorous mixed-
method approach requires quantitative and
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qualitative methods within the same project.
This design specifies the sequence and priority of
qualitative and quantitative methods, infor-
mation about how the methods relate to each
other, and pragmatism as the philosophical
foundation of the research.

The selected approach comprised a (quali-
tative) pre-study and a quantitative main study.
Within the pre-study, a thorough literature re-
view, the application of existing frameworks,
qualitative findings from student interviews, and
the contents of the national job platform were an-
alyzed to identify Gen Z members’ expectations
of their future employment, including leadership-
related matters. In the main study, these criteria
were subjected to many respondents to rank them
according to their importance for different groups
of Gen Z members. Finally, the findings were con-
trasted to existing leadership styles.

An exploratory study was conducted
among university graduates who have recently
entered the labor market. Thirteen participants
were contacted through social media and asked
about the most critical factors they expected from
their company and its leadership. The aim was to
include experiences and insights of recently hired
people into the criteria development. In total, 75
criteria were collected, analyzed, and discussed.
The most frequently mentioned factors were used
in the final list of criteria.

Pupils from commercial schools and stu-
dents from Austrian Universities focusing on
sales and/or marketing formed the population
of this study. In total, 555 pupils and students
participated in the survey, 62% female and 38%
male. 23% were younger than 18 years, 62% were

aged between 18 and 22 years, and 15% were be-
tween 23 and 27 years old. 72% of the sample
were attending commercial secondary schools,
and 28% were university students.

To ensure a high response rate, researchers
visited classrooms, preceded by a participation
request email explaining the purpose of the
study. A process description was prepared to
brief the teaching staff. The questionnaires were
printed and contained 36 characteristics labeled
‘How important are the following criteria for
your future job decision’. Criteria were ranked
on a ten-point Likert scale ranging from ‘not im-
portant’ to “very important’. Demographic ques-
tions (gender, age, educational institution) com-
pleted the questionnaire. Pupils and students
completed the questionnaire in class (paper and
pencil). The average time needed to answer the
survey was between 10 and 15 minutes. The
study was conducted from October to December
2019.

A significant challenge for European com-
panies will be to provide their future employees
with a fitting employer value proposition: ‘Gen-
eration Z looks for meaningful and exciting work
but also seeks meaning and excitement in private
lives. They demand a clear separation of their
private lives from their job. All this stands in con-
trast to the ambitions of the industrial sector in
Germany promoting a more Generation Y-type
environment with flexibility, agility, and work-
life blending.” [13, p. 169].

In the table, the author attempts to deduct
consequences from the findings for leadership
and appropriate leadership styles, which are dis-
cussed in detail below.

Table 1

Study findings’ consequences for leadership

Criterion

Implications for Leadership

Leader-mem-
ber exchange

Good team spirit, a pleasant working atmosphere, and flat hierarchy working conditions are expected.

Secured work-life balance, job security, and good team spirit, but extrinsic motivation (salary) are the
drivers. Extrinsic (salary, career) is more important for males. Job security and team spirit are more

Motivation important for younger Gen Z’ers. They also are less interested in higher degrees of responsibility and
contribution to the company’s future.
Interaction . .. . . . .
. Expected direct and fast communication and flat hierarchies call for leader-member interaction on an
and communi- .. .
cation even leveled communication through advanced technologies.

Reward sys-

Males more frequently expect salary and career. An excellent working atmosphere, teamwork, flexi-
tems bility, and job security complement them. Career opportunities are of medium importance.

Work-life rela-
tionship

Social life is also happening at work. A pleasant atmosphere or “family-like” teams are appreciated.

Gender roles

Aspects of traditional role models were found, but social aspects like team spirit, pleasant working
atmosphere, and stability are essential for both genders.

The data gives arguments for the relation-
ship between Gen Z'ers and their leaders. Good
team spirit or a pleasant working atmosphere in-
dicates that Gen Z'ers feel well in flat hierarchy
working conditions. These can be best provided
by transformational, servant, or coaching

leadership styles, where caring, coaching, sup-
porting, motivating, and nurturing are the main
elements. Other elements of servant leadership,
such as a 'parent style' emotional support and
care, might be seen positively by Gen Z. This
aligns with Anderson's [14] discussion of
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generational changes in the leader-member ex-
change.

Gen Z members' motivation systems are
extrinsic and more social and security-related.
This holds more for females than for male indi-
viduals. Work and life are separated, and room
for 'living' at work provides motivation. Con-
cerning leadership styles, supportive and coach-
ing leadership are appropriate. Gen Z members
are motivated if individual and practical support
is provided, but at the same time, individual
space for acting is guaranteed. Also, presenting
the leader as a role model, as is seen in transfor-
mational leadership styles, could help Gen Z
members to unfold intrinsic motivation. Gen Z
grew up using direct communication tools, re-
sponding fast, including social (not only task-re-
lated) messages. For leaders, communicating on
even levels and using advanced technology al-
lows easy interaction with Gen Z individuals.
However, the results show that Gen Z highly ap-
preciates security and stability.

Consequently, elements of transactional
leadership, such as clear and fast communica-
tion, clarified expectations, and transparent
rules, help Gen Z to feel safe. Female Gen Z
members respond less to extrinsic motivation
like salary and career. Providing security, stabil-
ity, a good team, and a pleasant atmosphere is
more important. Salary and career, however, are
hygiene factors that play even more roles for
male Gen Z'ers. A transformational leadership
style fits very well with the expectations of Gen
Z with intrinsic rewards such as showing appre-
ciation, potential for growth, job safety, etc.
However, elements of transactional leadership,
such as payment for performance, might play a
role, depending on situational variables.

Gen Z sees social life also happening at
work, and the atmosphere is essential. Charac-
teristics of servant leadership, such as caring for
good working conditions and encouraging per-
sonal growth, would help Gen Z'ers to balance
work and life accordingly and show more en-
gagement, vigor, and dedication [15].

Also, a coaching leadership style could be
appropriate because of the flexibility and indi-
viduality granted to employees. Especially for

female Gen Z'ers, job-family compatibility ranks
high in importance, and leading by coaching can
take care of those individual needs.

Conclusions. In the study, aspects of so-
cial life are at least equally important to task and
career-related aspects. The 'How is it there?'
questions are more important than the 'What do
they offer here?' With Gen Z, a paradigm shift
might occur: In most current job descriptions,
'what' statements prevail: 'What will be your
tasks?' 'what are your career paths?", or more
generally, 'what is expected from you?' [16].

Gen Z'ers are more interested in 'How does
it feel to work here? 'How does my team look
like?', 'Thow will my working day in this company
look?' or 'How varied and exciting is my job?"'.
This paradigm shift has consequences for leader-
ship styles as well. As Seemiller and Grace [17]
state, the motivation of Gen Z lies in keeping up
with others and sharing personal information
and expertise or opinion. Gen Z representatives
want to dive deep into the environment they will
be part of after their job decision. They are used
to sharing and forwarding "stories" rather than
facts and may expect the same from the commu-
nication with their employers. Also, convenience
is important in Gen Z's decision-making,.

According to [17], 88% of Gen Z feel they
have tight bonds with their parents and see them
as sources of emotional support. A 'family-like
leadership' and familiarity with the employment
surroundings also play a role in maintaining the
comfort zone of job applications. Of the leader-
ship styles discussed, the servant and the coach-
ing most likely meet the needs of Gen Z'ers in
this dimension. Also, according to the data, di-
versity, variety, and flexibility in the job are es-
sential to Gen Z. Gen Z is accustomed to fast
changes because that also determines their me-
dia-dominated private lives. Cross-functional
jobs, including job rotation, interdisciplinary
tasks, tasks in groups with changing team mem-
bers, etc. are exciting for Gen Z. Flexibility in
leadership procedures will be positively
acknowledged by Gen Z'ers, rather than a style
that is very much oriented on structures and pro-
cesses.
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Abstract.

Luxemnep-Xipmenainep [I. @opmyBanna cmuaro ridepcmbBa nokosinna Z.

Bopomuwbda 3a nowyx i ympumanusa xopouux cnibpodimuuxié 6 eBponeticokux koMnauiax y posnaii i ye cmboproe
Beauxy npobaemy 013 HR-6i00i4i6 i kepibruxib ycix pibuib. Kpim 3aearvroeo degpiyyumy kadpib uepe3 demoepagpiuni sminu,
HOBe noKoAiHHA MAUOYMHIX npayibuuki6 (nokoinHa Z) spocmae i He3adapom npueoHaembcs do punxy npayi. HoBe noxo-
ATHHS, NOKOATHHA Z, npuxo0ums Ha purok pobouoi cuu i Komnanii mawoms 3anpononyéamu c6oim maudymHim npayi6-
Huxam 6iono6iony nponosuyiwo. Ipobedere docaidxkenHs Hamazaensca npoiumu cimao Ha ocodaubocmi cmuio Aidepc-
méa nokoinna Z. €Gponericoki KoMnanii 6xe nouaiu bpamu yuacmo iy 00CAI0KeHHAX, W00 Kpauje 3po3ymimu GiOMiHHOCH
M NOKOATHHAMU 144000 ouiKYyBanb Komnanii. Mema docaiOxenHs nossieae y BusHauenni ma kaacupixayii kpumepiib, axi
donomaearoms Bi0pisHumu «ideasbHoeo Aidepa 6i0 cepedrvoeo» 6 ouax kanoudama nokoAinua Z. Llenmpasvhum numantam
HaykoBoeo nowyky o6yao0: «YHoeo nokosinna Z ouixye 6i0 cBoix maudymmuix Aidepi6 i axuil cmuib Aidepcmba Haikpauje
Gionobioae yum Bumoeam, w00 NOBHICIIO PO3KPUTHL NOMEHYIAA Yb020 NOKOATHHA?» Pesyivmamu nokasyoms, wo npeo-
cmaBHuxu noxosinua Z momubobani ma eomobi npayrobamu. O0Hak coyiavhi hakmopu ma gakmopu 3pyunocmi Gidie-
patoms cymmeBy poav. Jocaioxenns oxonuao 550 yunib i crmydenmi6 abempiiicokux HaGuasbHux 3axaadib, axi uxodams
HA pUHOK npayi 3a Kisvka pokib. Pesyivmamu docaioxenHs nokasyioms nepexio 6i0 «Buxonanua» 00 «bymmsa» ma 6io
«xepyBanHa» 00 «po3ymintsa». [IokoAiHHA Z HALOAOUWLYE HA MAKUX COYIAALHUX ACNEKMAX, AK KOMAHOHUL 0yx, poboue ce-
pedoBuuye, basarc pobomu i ocobucmoeo xummsa ma Oesnexka podomu. Llisvnicmy, pisHoManimuicms i enyuxicms y po-
bomi € 6axaubumu 045 noxoainua Z. Iloxkosinna Z 36ukio 00 wbuOkux 3Mmin, axi maxox BusHauaoms ixue npubamne
skummas, y axomy dominyoms SMI. baeamogpyrkyionasvni pobomu Gxatonaoms pomayiio 1ocad, MKOUCYUNATHAPHI 3a-
B0annsa, 3a60anns 6 epynax 3i SMIHOI0 UAeHIB KOMAHOU MOW40, WO 3AX0NAI0E NOKOATHHA Z.

Katouo8i caoba: noxosinna Z, cmuav aidepcmba, mparncgpopmayiine aidepcmbo, xoyuuneoBe aidepcmbo, cayx-
006e aidepcmBo, mapkemune pobomodabys.

Cratra Haginwia no pegakiii 02.06.2023 p.
bibniorpadiunmii onwc craTri:
Zehetner-Hirtenlehner D. Formation of leadership style of Generation Z. Actual problems of innovative economy
and law. 2023. No. 3, pp. 79-84.

Huxemnep-Xipmenainep L. Popmybanus cmuato aidepcmba nokosinna Z. Axkmyasvni npobaemu inHoBayinnoi
exoHomixy ma npaba. 2023. Ne 3. C. 79-84.

S~ =

«AKTYAJIbHI ITPOBJIEMY IHHOBAIIIMHOI EKOHOMIKW TA IIPABA» No 3 /2023
BceykpaiHcbKMi1 HayKOBUI XKy pHaJsI

~ 84 ~



