
                                     -  - 2018 -  
-  " " -  

 

149 
 

   
 -  " "  -  

    

 ""  ) 3( 
:  

    
   .

   .      
  

  

.  
       

  
  :      

Abstract:                                                                                                     

        Creativity is one of excellence secrets in areas of life in general, and in the business of the 

enterprise in particular. Besides, working methods’ innovation and development are the fruit of 

creativity, which aim to eliminate redundancies that would create work recession and failure. 

Accordingly, modern institutions must not only undertake their business properly and honestly, 

but should raise their ambitions and promote their objectives to achieve excellence and success 

consistent with this millennium needs and challenges. This is by moving from a classical 

institution to a creative institution in which innovation is a feature of its services, products and 

performance. The aim is to gain the customer's satisfaction and loyalty, whose needs and 

expectations have evolved in form and in substance, as he/she aspires to achieve happiness and 

obtain more than his/her wants and hopes.  

        Thus, innovation has become a strategic factor in assessing the enterprise’s success and 

continuity,  or  in  criticizing  its  failure  and  demise,  under  intense  competition  and  the  new  and  

complex constraints of the modern business environment.  
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Source: D. Glaymann, "Entreprise et Mondialisation", Institue National du Travail et de la 

Formation Professionnelle, Paris 2011, p1. 
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