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Abstract 

In the current era of ongoing dynamic business developments and advancements, any company 
that wishes to succeed needs to sustain an innovative culture in order to keep its position in the 
front line of competition. However, being creative and innovative in a production and manufac-
turing environment is challenging due to the organizational characteristics derive from a hierar-
chical structure in which systematic procedures are strictly followed. In this paper, we present a 
model for creating a sustainable culture of creativity and innovation in a manufacturing organiza-
tion and we demonstrate the use of this model in a leading production company in the defense in-
dustry. The model explains the initiation phase that motivates employees to explore new oppor-
tunities and the maintenance phase that forms a sustainable infrastructure, which are integrated 
into a coherent foundation for continuous improvement and excellence. The case study describes 
how the model was implemented in the production company and reviews the major barriers the 
management faced in the process of implementing a culture of innovation. We discuss the actions 
taken to create a supportable infrastructure to promote innovative behavior by employees and 
managers and analyze different aspects of innovation strategy. We conclude with reporting the 
results of implementing this model in the case company and with recommendations for other 
manufacturing and production companies aspire to be innovative. 
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1. Introduction 
Industrial organizations usually employ a significant part of the overall processes in operation, production and 
manufacturing. Those organizations are characterized by solid and hierarchical organizational structure com-
bined with systematic procedures that ensure the production of quality products. Therefore, creativity, innova-
tion and entrepreneurship are rarely applied in this type of organizations although it is obvious that if they would 
have been applied the organization could have achieved a better competitive position in the business arena. This 
challenge is even more evident when we are dealing with traditional industrial organizations that have embraced 
established methodologies such as TQM (Total Quality Management), TOC (Theory of Constraints), six-sigma 
or lean manufacturing. Those methods are mainly aimed to achieve better quality but do not concern creativity, 
innovation and entrepreneurship in their wide understanding. Even though managers today realize that there is a 
positive relationship between innovation and business success, there is no established method to increase crea-
tivity and innovation which can be applied rapidly and sustain for many years.  

In this paper we present an easy way to use technique that provides a comprehensive response to the organi-
zational and cross-organizational processes aim to support innovation. It is based on a model that integrates lea-
dership and management actions to create a continuous development of original ideas and making them valuable 
to the organization thorough an organized system of procedures and information. The rational that motivates the 
development of innovation is that each and every one of the employees is a valued contributor and that the out-
comes that can be achieved by the “organizational crowd” are superior to the one that can be achieved by a 
group of experts. A specific case study is described in order to demonstrate how the technique can be easily ap-
plied and result in effective and efficient operation. 

The following of the paper is structured as follows. The next section starts with a review of literature on crea-
tivity and innovation, their role in business success and especially in the industrial context, and it continues with 
a presentation of an integrative framework for creativity and innovation. The third section describes in details 
the case of the “innovation club”. It introduces the organization that applies this technique, tells the story of es-
tablishing the club, and discusses the barriers to success and how they were resolved. We then analyze the case 
and discuss the implications of implementing similar methods in other industrial organizations. We summarize 
the paper with concluding remarks, comments on research limitations and suggestions for future studies.   

2. Background 
The effect of creativity and innovation on business success was studied in several contexts, leading to the con-
clusion that among all the impacting factors, cultural aspects and supporting organizational processes have a 
dominant weight [1]-[4]. Although creativity and innovation are both found to be vital for success and are inter-
connected in their implementation, they differ in purpose and performance. Creativity is a process that involves 
the discovery of new ideas or concepts. It deals with the development of novel, original, and unusual ideas that 
can be manifested in various ways. Creative developments are usually expressed by something tangible that can 
be seen, heard, felt, smelled, touched or tasted. Innovation, on the other hand, is about introducing change to an 
existing system in a way that will make the new idea viable and valuable. Innovation is a process in which we 
develop new way of doing something. It may refer to incremental or radical changes related to the products, ser-
vices, or processes.  

Within the business context, creativity is the production of original and novel ideas while innovation is the 
result of selecting the appropriate ideas and implementing them in a way that creates value to the organization. 
Hence, the integration of creativity and innovation is needed in order to generate a continuing platform for suc-
cess. Theodore Levitt summarizes it by saying that “what is often lacking is not creativity in the idea-creating 
sense but innovation in the action-producing sense, i.e. putting ideas to work” ([5], p. 139). In the next two sec-
tions, we will discuss the concepts and characteristics of creativity and innovation and then we will present a 
model that represents the managerial perspective of integrating the two into a coherent practice.  

2.1. Creativity 
Creativity is related to four different facets: the person, the process, the product, and the situation [6]. In this 
context, we focus on the process of creativity that enables the generation of new ideas by exploiting opportuni-
ties. Stein [7] [8] defined creativity as “a process that results in a novel work that is accepted as useful, tenable 
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or satisfying by significant group of people at some point in time” ([8], p. xi). Although the literature offers sev-
eral perspectives and interpretations, this standard definition suggests that a creative work should be useful to a 
group of people, thus adds a societal aspect to the actual efforts involved in creating something new and by that 
integrates the requirements for originality and effectiveness [9]. Similar perception was presented later by other 
researchers (ex. [10]) [11] that provided interpretations and explanations to this process. It can be summed up by 
the definition of creativity by Sternberg who argued that “creativity is the ability to produce work that is both 
novel (i.e., original, unexpected) and appropriate (i.e., useful, adaptive concerning task constraints)” ([12], p. 3). 

The ability to be creative is sometimes perceived as a trait that some people are born with while others miss. 
However, contemporary approach to creativity assumes that everybody has basic capacities to produce creative 
work in their domain and that environment can improve the level and frequency of creative behavior. Amabile 
identified three variables related to individual or small-group creativity: intrinsic motivation to do the task, skills 
in the task domain, and skills in creative thinking [13]. The model presented there includes the elements of 
management practices, resources, and organizational motivation in the work environment, as well as the ele-
ments of expertise, task motivation and creativity skills in the individual and team creativity domain. The rela-
tionship between the organizational work environment and the creativity of individuals and teams was further 
studied [14]-[17] to identify factors such as leadership, teamwork, and organizational climate as affecting fac-
tors. 

The development of creativity in the workplace is important because creativity is a mandatory stage that 
proceeds innovation; creative ideas are used for innovation. Von Stamm (2008) described it in the following 
words: “If implementation is putting an idea into practice, creativity is coming up with the idea in the first place. 
Creativity is an essential part of innovation, is the point of departure” ([18], p. 2]. Thus, innovation should start 
with creativity and it is further developed with respects to the product, the business model, the organizational 
processes, the applied technology, or the market. 

2.2. Innovation 
The study of innovation started many years ago [19]-[21] and developed throughout the years in various direc-
tions. Traditionally, innovation strategy has been studied on four, interrelated, different dimensions: exploration 
vs exploitation of capabilities; market pull vs technology push; internal vs external sourcing of capabilities; and 
product vs process innovation. 

Exploitation vs. exploration: exploitation strategy is focused on current organizational resources and capabili-
ties, aiming to improve, to upgrade, or to enhance efficiency, while exploration strategy is focused on new 
products or capabilities, aiming to offer a new developed product, process, or capability [10] [22] [23].  

Market pull vs Technology push: market pull is a process that starts with an identification of a need or a re-
quirement for a new product or a solution to a problem, which comes from the market place, continues with re-
search market or focus groups to test potential solutions, development production, and sales. Technology push is 
a process that starts with research & development, continues with production and then introduces the new prod-
uct to the customers. It is usually initiated when a company has new technology or capability, which is applied 
to a new product that is then marketed to the public, with no preliminary research market [24] [25].    

Internal vs external capabilities: internal capabilities and internal strategic decisions are related to changes 
that a firm makes by using its existing resources in new combinations or by developing new resources by its 
own. The internal environment can be improved by examination the organizational value chain and identify ac-
tivities that can improve the value of the product or service for the market. External capabilities and external 
strategic decisions are related to changes that a firm makes by trading strategic capabilities. Those changes can 
be achieved either by purchasing a resource or a service from another firm, by collaborating with another firm 
that transfer resources, skills or procedures, or by acquisition of an entire firm that owns the resources, skills or 
procedures [18] [26]-[28]. 

Product vs Process innovation: Product innovation consists of changes in the product or service attributes that 
a firm offers. These changes make the new product or service better than the existing ones that the firm offers to 
its customers; it better stratifies the customers' needs and preferences. Process innovation consists of changes in 
the way the product or service is produced and delivered. These changes are manifested in the production or op-
eration processes rather than in the product or service itself [6] [29]. 

Other approaches are focused on the following decisions: 1) degree of innovation: incremental/radical; 2) 
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stimulus for innovation: first mover/late mover; and (3) originality of the innovation: imitative/inventive [30]- 
[32]. 

These various aspects of innovation should all take into consideration when a company selects its innovation 
strategy. However, once selecting the appropriate strategy, the company needs to establish an infrastructure that 
will support the innovative processes. Therefore, as Peter Drucker put it: “The entrepreneurial requires different 
management from the existing. But like the existing it requires systematic, organized, purposeful management” 
([33], p. 141). The following section presents an overview of a managerial perspective for leadership of creativ-
ity and management of innovation.  

2.3. An Integrative Framework for Creativity and Innovation  
Creativity and innovation are both required for a successful company aims to excel for a long term. Successful 
innovative companies are engaged with activities in the following domains: innovation, networks, internationa-
lization, organizational learning, top management teams and governance, and growth [34]. A comprehensive 
framework suggests that creativity is supported by leadership while innovation is supported by management and 
while each one of them can achieve good immediate results, only the combination of the two enables an ongoing 
successful implementation that is manifested by entrepreneurial behavior, effective and efficient processes, 
quality products, and excellent business results. Although leadership and management are obviously related, we 
argue that fostering creativity requires strong leadership that encourages employees to identify opportunities and 
generate new ideas. These ideas will become valuable to the company if they will be managed systematically to 
select the ideas for implementation, to actually implement the selected ideas, to measure effectiveness and effi-
ciency and to support employees to further identify additional opportunities. 

The following Figure 1 presents the integrative framework for creativity and innovation, where leadership 
and management are represented by tangentially diagonal lines (leadership in green lines and management in 
blue lines) that cover parts of the circle, but together have full coverage of the process. 

Starting with opportunity identification, organizational leaders create an environment that is characterized 
with trust, curiosity and tolerance of diversity [14] [16] [35]. In this type of environment, the employee con-
stantly looks for better ways to do things and to improve the process, the product or the working environment. 
Leadership, defined as “a process of social influence in which a person can enlist the aid and support of others in 
the accomplishment of a common task” ([36], p. 5), provides the employee the confidence, lack of fear, willing-
ness to make a change, and to take risks when generating new ideas. Transformational leadership style, in which 
the leader is engaged with the followers, creates a common vision to guide the change through inspiration, raises 
consciousness about the significance of expected outcomes and new ways to achieve those outcomes, 

 

 
Figure 1. Integrated framework for creativity and innovation.                    
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and executes the changes with the committed members of the group [37] [38]. The following phase of selecting 
the ideas for implementation requires organized, transparent and systematic procedures that enable each one of 
the employees to have equal opportunity to have his/her idea selected. The structured managerial practice is cru-
cial for the involvement of all employees in this process. An additional important aspect that empowers em-
ployees to be creative in the workplace is the confident that they will be valued for their contribution by rewards 
and recognition and by efficiently implementing the selected ideas. In this stage, efficient and controlled meas-
ures are needed for the execution of the creative ideas. The final step in the ongoing cycle of creativity and in-
novation in the workplace refers to the continuous aspect of development and improvement, which can be 
achieved by top management support for ongoing, continuous, processes of improvement. Top managers are 
leaders that act as facilitators [39] and communicate effectively on both strategic and operational levels [40].  

This framework, which represents leadership for creativity and management of innovation, creates a conti-
nuous process that drives an organization to excellence, quality and entrepreneurial spirit. Although the frame-
work can be applied in any type of organization, it is especially challenging in an industrial organization. In the 
high-tech industry and in R & D establishments we are used to see innovative programs that are generated by 
enthusiastic researchers and risk-seeking managers. However, the working environment in an industrial, produc-
tion and manufacturing companies is characterized by a solid hierarchical structure in which systemic proce-
dures are strictly followed in order to ensure the precise production of the specified product, adhering to quality, 
functionality, schedule, and cost. Thus, implementing the integrated framework of creativity and innovation in 
this type of environment is much more demanding, but at the same time, it is usually much more rewarding. 

3. The Case of the “Innovation Club” 
3.1. Research Method 
The “Innovation Club” is an implementation of the integrated framework of creativity and innovation, applied in 
an operation, production and manufacturing company. We use this case following the guidelines for case study 
research to explore the field and describe the events and outcomes [41] [42]. Between March 2014 and Septem-
ber 2015, we conducted the field research by contacting the persons who are best informed about the processes 
implemented in the company. We used the triangulation principle of data collection by using the combination of 
interviews, direct observations, and content analysis of documents. We interviewed 24 managers and employees 
in the company, including the CEO, VPs, team managers, professional experts, and line workers, to understand 
the different perspectives and interpretations of the process. The semi-structured interviews were based on a de-
signed protocol, with a set of well-prepared set of closed and open questions and a room to develop the inter-
view freely based on the interviewee’s preferences. The interviews were carefully coded for analysis. We also 
visited the production and manufacturing plants in different occasions to have a direct and objective observation 
of the events. These observations were documented for further analysis. Finally, we received a digital copy of all 
the data related to the “innovation club” activity, including applications by managers and employees, as well as 
all the reviewers’ reports. All the data collected was documented and coded for a cross-analysis by the research-
ers.  

3.2. The Organization 
Elbit Systems-ISTAR (Intelligence Surveillance Target Acquisition and Reconnaissance) is a leading company 
in the field of electro-optical and unmanned vehicle in air and marine products and systems, conducting research, 
development, production, and sales as well as offering support. Based in Israel, the company is a major supplier 
of high quality, high technology defense, scientific, and commercial electro-optical products and systems both 
locally and globally. 

The company is one of the largest manufactures of electro-optics outside the US Since its establishment, al-
most 80 years ago, it has gained unique experience and special competencies, mainly thanks to close coopera-
tion with its customers throughout the years. The company’s customers include many security organizations and 
armies around the world. The company abilities include development and production of subassemblies and sen-
sors as well as integration of multidisciplinary products and after sales service. The line of products includes la-
ser systems, thermal imaging systems, head-up displays, observation systems, and optoelectronics warfare. The 
company operates manufacturing facilities in all technological areas required for the production of its sophisti-
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cated electro-optic equipment. This includes mainly operation in thermal imaging systems, land and airborne 
electro-optics and laser systems. The high level of integration between these different aspects of operation en-
sures thorough control over the overall production process, reliable products, and schedule compliance. The 
company emphasizes quality and is certified to several international quality standards. 

The production and manufacturing division is responsible for the overall operations, managing the logistics 
chain of the company, from the acquisition of material and components through production of components and 
system assembling. The manufacturing plants include mechanical production plant, an optical plant, an elec-
tronic assembly plant, and administration of system assembly lines. The organization’s accomplishments are 
achieved through the efforts of its diverse workforce, including line managers, quality engineers, technicians, 
inspectors, line workers, and integrators, to name but a few. All of them are involved in the activities of the “in-
novation club”.  

3.3. Establishing a Creative and Innovative Organization 
Aspiring to enhance business, the organization management encourages and motivates employees to create 
products of higher quality by improving, optimizing, and innovating operational and managerial processes, 
which would also lead to a better working environment. 

The preliminary actions taken by the management were aimed at changing the organizational culture to one 
that accepts and fosters innovative ideas. Since existing organizational values were based on efficiency and ac-
curacy, this change required a transformation in employees’ perception of their workplace and expected beha-
vior. The turning point was the establishment of the “Innovation Club”, which was open to all employees, but 
only those who took an active role in improving the workplace, processes, services or products, were admitted 
as members. Employees wishing to join the club were required to submit a proposal that presents a new perspec-
tive on how things may be better executed in the organization. Submitted proposals awarded their originators 
with "credit points", which were part of the reward system. Points were earned on a scale of one to ten for any 
new idea, while the main criteria was based on originality and not on the derived value that the organization may 
profit if and when the proposal will be implemented. The points were given for making an effort and daring ra-
ther than evaluating the expected result of the suggested new idea. Proposals were evaluated for their level of 
creativity, entrepreneurship, and out-of-the-box thinking. The rewarding method enabled each and every one of 
the employees to be a member in the “Innovation Club”. 

In order to institute a solid and continuous process of idea generation, the following stage of selecting the 
ideas for implementation was officially formed as a transparent and equitable procedure. The Innovation Club 
Forum, comprising representatives from all the units in the organization and from different hierarchical levels, 
was established. The forum meets every few weeks to discuss and evaluate proposals and to decide how many 
credit points each proposal should earn. The decisions of the forum are open to all employees and published in 
the organization media channels. An organized procedure ensures the execution of chosen ideas for implementa-
tion by a multi-disciplinary team that also explores ways by which suggestions pertaining to a single, specific 
unit may be adapted cross-organizationally. The innovation cycle continues with a periodical monitoring process. 
The implementation control involves tracking of execution by representatives of the innovation forum and pro-
fessional assessment by subject matter experts. Post-implementation efficacy is evaluated by the quality team 
quarterly for lessons learned and continuous improvement process. 

3.3.1. Barriers to Implementation 
Creating a culture of creativity and innovation in an industrial company is not an easy task. The transformation 
requires managers and employees to get out of their comfort zone. A summary of the major barriers that the 
company faced in the process of creating this “new” culture” of creativity and innovation is presented here. 

Under allocation of resources. Although the initiation of new ideas usually does not require any special re-
sources as employees generate those ideas from the daily work processes and environment, the evaluation of 
each proposal does necessitate investments. In addition, some of the accepted proposals require for a significant 
funds for implementation even though the beneficial results might be evident only in the far future. Thus, it is 
difficult to present the direct and immediate connection between the investment and the revenue of innovative 
ideas. Due to the low marginal revenue of industrial companies, the organizational priorities aimed to increase 
short term ROI (return on investment) and funds needed to promote creative and innovative ideas are not availa-
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ble. 
Lack of confidence by employees. Many employees, particularly those who are inexperienced and posi-

tioned in the lower hierarchical levels are concerned that their offers are not “really” new or are not good enough. 
Thus, they lack the confidence to propose something new to their managers without prior confirmation. Young, 
immature, and non-professional employees are especially afraid to fail, and their fear grows worse if they al-
ready tried once and failed. 

Distrust in the “system” and especially in the rewarding mechanism. Many employees had participated in 
the past in different organizational initiatives aimed to improve quality, yet frequently they felt that their efforts 
were not adequately assessed and appreciated. Some of the employees are afraid that their successful idea will 
be later assigned to their managers and they will not be credited. In addition, based on previous experience, em-
ployees doubt that their contribution to the organization will be awarded and that they will be fairly rewarded, 
either by a tangible, financial compensation or otherwise. 

Resistance to cooperate by middle managers. Middle managers in the organization are the direct managers 
of professional teams in a variety of fields. They are afraid from the organizational change that not only revolu-
tionize the known priorities but also create a new environment in which junior workers can directly contact top 
managers by presenting proposals for new initiatives. In addition, new initiatives by employees can be inter-
preted unfavorably by top management because not only the employee was aware of the difficulties and chal-
lenges, but had also found a solution where the manager failed to do so. Hence, the entrepreneurial spirit in the 
organization might undermine the solid organizational order. 

These managerial, organizational, and personal barriers set a high bar for leaders at the company who wished 
to transform the traditional, production-oriented workplace into an innovative environment. The organization 
faced challenges that require a different organizational behavior of workers, middle managers and top managers, 
and a new organizational culture that employs creative and innovative thinking along with defined evaluation 
procedures 

3.3.2. Rising above the Barriers: Leadership and Management 
The challenge was to overcome these barriers, constraints, and limitations and to foster employees’ motivation 
for innovation while facilitating a sustainable change from the organizational perspective as a whole. Through a 
combination of formal and informal approaches to the encouragement and management of the innovation 
process, both employees and managers in the organization embraced proactive behavior and became engaged in 
the long-term ongoing process of cultural change in the organization. Among the strategies to produce these re-
sults, top management of the organization adopted several endeavors that are aligned with the transformational 
leadership style. Through a combination of formal and informal approaches, including individualized attention 
to each and every employee involved in the process and personal encouraging attitude by top managers, both 
employees and managers in the organization embraced proactive behavior and became engaged in the long-term 
ongoing process of cultural change in the organization. 

A few champions, including social leaders and professional mentors, were the driving force to organizational 
change. A few champions, including social leaders and professional mentors, were the driving force to organiza-
tional change. Champions were defined as persons at any level of the organization who were leaders and who 
had a group of followers comprising employees, managers, or both. These champions were identified in differ-
ent organizational contexts, such as subject matter experts, union leaders, or coordinators of social groups. The 
champions were motivated to initiate changes and offer new ideas related to their fields of interest. They were 
empowered as visionary leaders who can make things happen and they later facilitated the process by network-
ing with their respective groups and helping other members by advising them in the proposal submission 
process. 

In order to keep the spirit of creativity and entrepreneurship the employees are stimulated by competitions. 
Building on the very intuitive and natural desire of people to win and to be recognized as winners, the Innova-
tion Club announced two tracks of competition: individual and plant-based. Open to all and offering an equal 
opportunity to both managers and employees to win, the individual competition became a key motivating factor 
for innovation in the organization. The plant competition aimed to stimulate middle managers to take responsi-
bility for creating a creative and innovative working environment. The competitive playground that was created 
is fair, open to all and equal to all, endorsing the approach “let the best entrepreneur win”. Those successful en-
trepreneurs are recognized as such in celebrations at special events. Individual winners, representatives of the 
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winning plant, and leading participants of the Innovation Club (as per their accumulated credit points) are in-
vited as honorary guests to an event that is led by the organization's top management. 

The social-cultural change in the organization was not easy to accomplish but thanks to massive management 
support and the exercise of a variety of tools and techniques, this change was generally accepted in the organiza-
tion.  

In addition, it was decided that in order to achieve systematic innovative activities, where new initiatives are 
examined by a well-defined mechanism and documented to become part of the organizational body of know-
ledge, a dedicated information system will be developed and installed. The information system was aimed to 
provide a systematic platform that will facilitate the proposal submission process and make it transparent to all 
members of the organization. All employees have full access to the system, allowing then not only to submit 
proposals but also to review proposals submitted by others. In addition, the management team has access to 
summary reports related to submissions by individuals, plants, topics, and other categories of interest. 

3.4. Organizational Results  
The Innovation Club exists already seven years. During this period, it has instigated the submission of 5,140 
proposals by 348 employees and managers. On average, every quarter 183 new proposals are submitted from 
which 93% are approved for implementation and only 7% are rejected. Among the approved proposals, 74% are 
implemented immediately or within a very short period. The remaining 26% involve a longer process of imple-
mentation, mainly due to their long-term implications or misalignment with current organizational goals. This 
group of proposals is nevertheless considered organizational assets that may be utilized at a later stage and is 
exploited according to the organization’s annual work plan.  

The overall improvement in quality and efficiency, which are the direct result of the Innovation Club’s activi-
ties since its inception, is especially manifested in the organization’s profitability. While specific profitability 
data is confidential and cannot be presented here, the trend of growth is evident. The organization has been 
showing consistent ongoing improvement in efficiency in nearly all aspects of production and supply chain, in-
cluding: financial results, meeting and shortening schedules, flow of production material, utilization of produc-
tion resources, and growing customer satisfaction due to improved products of higher quality delivered in short-
er periods and at lower costs. 

4. Analysis & Discussion 
The establishment of the Innovation Club and the development of a sustainable creative and innovative working 
environment in a production and manufacturing organization presents an interesting example to analyze key 
enablers for similar circumstances. The organization is characterized as a leading manufacturer of high-quality 
high technology defense and scientific electro-optical products and systems, which is obliged to follow definite 
procedures in order to provide the exact product that was ordered. In these conditions, the integration of leader-
ship and management is crucial. The first is vital for the inspiration of creativity and motivation to explore new 
directions and opportunities in a confident and supportive environment. The second is essential for the estab-
lishment of a sustainable system that works according to organized methods and procedures and can ensure the 
long-term maintenance of the efforts. 

Among the most important success factors, we can identify the following.  
The relationship between transformational leadership style, which is characterized by the four I’s: Idealized 

Influence, Inspirational Motivation, Individualized Consideration, and Intellectual Stimulation, and innovation 
was already investigated in several studies and found positive [38] [43]. However, in the current paper we add to 
the published statistical evidence, a confirmation based on a detailed description of leadership behavior that fos-
ters creativity and innovation in an industrial organization. 

Top management support for innovation was investigated by Elenkov and Manev [44] based on 468 busi-
nesses in Europe. Consistently with finding of previous studies on innovation and leadership, they found a posi-
tive and significant effect of leadership on top management impact on product/market and organizational inno-
vations. The role of the top manager was described by Cooper as a facilitator “to set the stage–and not be an ac-
tor front and center” ([39], p. 143). To this, we will add that the top manager is also expected to define, formu-
late and communicate the strategy for creativity, innovation, excellence and quality hand in hand with providing 
the required resources and empowering the innovative employees. Effective Communication should be managed 
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at both strategic and operational levels. In order to succeed with implementing innovative ideas, an effective 
communication—clear messages, including verbal and nonverbal signs, listening, feedbacks, etc.—must be 
maintained within the team, broadly in the organization, and with key stakeholders outside the organization [40]. 

The managerial activities related to rewarding and establishing a recognition system to incentive employees 
based on their contribution and to motivate them on an individual and/or group level is of great importance. 
Several studies report on the value of monetary (tangible) rewarding and non-monetary (intangible) rewarding 
as motivation factors for contribution [45]. Although the studies were conducted in different scenes such as open 
innovation communities [46], healthcare [47] or product development [48], they all recognize the impact of 
compensation on motivation to initiate weather financially or psychologically. We reaffirm this understanding 
with evidence of effective innovation process in a production and manufacturing environment where the inno-
vators are compensated with intangible rewards and are still motivated to continue contribute to the organization 
due to recognition and personal supporting attitude by top management.  

The role of communication in business success is well-known (ex. [49]) and its vital function in the process of 
promoting innovation is evident [50] [51]. In this paper, we extend the role of communication as a facilitator to 
creativity and innovation by emphasizing the effect of open and honest communication on creativity on one 
hand and the effect of systematic supporting information system on innovation on the other hand. The combina-
tion of these to complementary aspects of information and communication provides a practical environment for 
development of new ideas and implementation of valuable initiatives. The supporting information system not 
only ensures a systematic process, but also enables documentation, archiving, and retrieval of all relevant infor-
mation throughout the process and it creates an efficient method to transform creative ideas into organizational 
assets. 

The industry of manufacturing and production raises a special challenge for creativity, innovation and entre-
preneurship. Therefore, literature on implementing an innovation in industrial companies is limited. Available 
studies report on research regarding the interpretation given by top managers to different aspects of innovation 
in this type of organizations [45] [52], origin of innovation [53] or examination of the innovation process which 
is generated by top management or by the customer [54]. This study provides an in-depth examination of im-
plementing a culture of creativity, innovation, entrepreneurship, quality and excellence in an industrial company. 
It suggests that applying a “partnership innovation” method within an organization can lead to extremely suc-
cessful results. In this method, all employees are perceived as partners of the organization. The successful orga-
nizational change occurred not only due to the acceptance of new values, but also thanks to the comprehensive 
process, that everybody can and is taking part in. The concept of “crowd-wisdom” is practiced within the realm 
of the organization and is used by involving all employees and managers in the challenge of making better 
product, process, or working place. Instead of having a group of experts, opinions and ideas are collected from 
all employees, thus generating fruitful collective thinking environment that generates more and better achieve-
ments. 

5. Conclusions 
The relationship between innovation and business success is of special importance in the present-day dynamic 
arena. This understanding is common now-days and many organizations are trying to develop originality, crea-
tiveness and inventiveness. However, the implementation of these concepts in an industrial company is raising 
several challenges derived from the characteristics of this type of organizations. The current paper presents an 
extraordinary successful case study of implementing a culture of creativity and innovation in a production and 
manufacturing organization. It describes how leadership and management are both utilized to advance an orga-
nizational change that can sustain for the long-run and continue producing value to the organization. 

We recommend managers in industrial organizations to develop and “Innovation Club” in their organizations. 
The implementation should follow exactly the same process as described in this paper, but the significant ele-
ments are highly recommended. It is important to brand the Innovation Club as prestigious unit either by using 
organizational champions as informal leaders or by any other technique. It is important to create a supportive 
working environment that cherish employees and managers for their innovativeness and does not punish them 
for failing. It is also important to establish a systematic and transparent infrastructure that will continue to sup-
port these initiatives and transform it from a one-time successful endeavor to an ongoing sustainable frame. 

The current study is not free of limitations. We base our conclusions on a specific case that describes one in-
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dustrial company. As all other case studies and in general qualitative research, generalization for broad infe-
rences is controversial and susceptible to misleads. In this specific case, the company is a large manufacture of 
electro-optics, operating mainly in the defense-industry, which might imply that the quality standards applied in 
this company are relatively high. Thus, it might not consider representative case. Nevertheless, this study is 
based on a comprehensive examination of the situation using three different research methods and it reports on a 
mature operation that exists for several years now.  

Future research that will compare different implementations of applying innovation culture in industrial or-
ganizations might enrich the conclusions. Comparisons of additional methods and techniques can yield addi-
tional insights on the important factors influencing creativity and innovation in production and manufacturing 
companies. Another direction for further research can be the investigation of relationships between creativity, 
innovation, entrepreneurship and quality in industrial organizations.  
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