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Abstract: This study aimed to: identify the role of creative leadership in enhancing the competitiveness of money exchange networks in Yemen. It
also sought to determine whether there were statistically significant differences in the participants’ responses regarding the extent of competitiveness
and the level of creative leadership practices, based on demographic variables. The study population consisted of seven money exchange networks,
totalling 363 individuals. A random sample of 169 individuals was selected. Data were collected using a questionnaire specifically developed for this
study and analyzed using: the Statistical Package for the Social Sciences (SPSS). The study yielded several key findings. The level of creative
leadership practiced within the Yemeni exchange networks was high, reaching 79.7% across all its dimensions. Similarly, the competitive capabilities
of these networks were also high, with a mean score of 5.84 and a corresponding percentage of 83.4%, which is verbally rated as "high." The results
indicate that: each network has competitive capabilities that distinguish it from others and give it a unique character. There is a statistically significant
role for creative leadership in achieving competitive capabilities in Yemeni exchange networks. The study presents several important
recommendations: It suggests that owners of exchange networks should choose and attract creative leaders who are able to instil a spirit of creativity
in employees. Leadership of exchange networks should pay greater attention to technology and leveraging it in developing both its leadership and
human resources. Exchange network leadership should allow more time for employees, consider their opinions and suggestions and act upon them.
In addition, exchange network leadership should pay more attention to providing courses for managers and employees, and focus on evaluating
customer satisfaction because of its role in developing and improving the services provided.
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Introduction

Competitiveness and its development is the
catalyst that drives everyone towards
productivity, creativity, and achievements that
help outperform competitors, reaching the
highest rate of profits or revenues.
Competitiveness plays a significant role in
improving performance; it has become crucial
in achieving high levels of organizational
performance across various aspects of an
organization’s financial performance and
operations, including industrial, commercial,
and service activities, which naturally affects
customer satisfaction (Al-Dawi, 2008).

Contemporary cognitive, technological and
informational ~developments, along with
international trends towards globalization, have
posed many challenges to the work of varietis
institutions around the world. These factors
have intensified competition amefig such
institutions and pushed them towards making
necessary decisions and measures toymaintain
their survival and progress of their “vafious
activities against other similar organizations.
Such factors also dreve them towards adopting
modern  administrative  “methods and
approaches that| can improve ™ performance
levels and ensure the,quality of the services or
products they provide. This [has been
accompanied by, the “emergence of new
administrative approaches that meet the level of
development these institutions seek and aspire
to reach, and commensurate with the changes

and the intensity of eompetition. (lutf<2018).

Interest in creative leadership has recently
begun to emerge in the Arab world. Example of
such recent interest the organization of the
Conference on Creative Leadership and
Renewal in Light of Integrity and Transparency
in 2002 in Cairo, and the Arab Organization for
Administrative Development’s conference
entitled
Development and Growth of Institutions in the

Creative  Leadership for the
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Arab World in 2003. Perhaps the evidence
confirms that the application of creative
leadership theories has benefited from the clear

emergence and growth of some institutions in
the Arab world (AL-Agha, 2003).

The importance of creative leadership lies in
working to uncover the different creative
thinking abilities of individuals, which will
contribute to investing in their intellectual and
human potential, benefiting institutions, and
saving many expenses. Creative leadership also
involves focusing on “am institution’s
capabilities or competitive adwvantages and
progfessively working te improve and monitor
the services it provides byapplying total quality
management. So, overcoming the challenges
assoeiated withyimplendenting total quality
management is crueial; gtven its significant role
in controlling and enhancing institutional
services, which ultimately leads to achieving
organizational goals.

Statement of the Problem

Absence of exchange network creative
leadership that has the ability to progress, grow,
and push the network forward, confront and
solve problems, develop the services provided
to match the needs and desires of customers,
and provide a service unavailable in competing
networks, make the network lose its ability to
respond to customers’ desires, losing its
competitive capabilities with similar networks.

Based on the aforementioned, the problem
of the study is formulated with the following
main question:

What is the role of creative leadership in
improving the competitiveness of exchange
networks in the Republic of Yemen? Out of the
main questions, several sub-questions have
arisen as follows:

— What is the role of problem solving and

decision-making in  improving  the
competitiveness of exchange networks in
the Republic of Yemen?
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— What is the role of initiative and risk-taking
in improving the competitiveness of
exchange networks in the Republic of
Yemen?

— What is the role of authenticity in improving
the competitiveness of exchange networks
in the Republic of Yemen?

— What is the role of effective communication
in improving the competitiveness of
exchange networks in the Republic of
Yemen?

Objectives of the Study

This study aims to achieve the following
main objectives:

— To identify the role of creative leadership in
improving competitiveness from the point of
view of workers in exchange networks in the
Republic of Yemen.

— To determine the availability ofgereative
leadership practices in exchangemetworks in
the Republic of Yemen.

— To uncover statistical differences, if an¥y, m
the answers of the study members according
to the variablesof the study (gender,
educational qualification, experience, job
title).

Significance of the Study

Scientifi¢ Significance

- The study's results may assistmanagers and

leaders “of exchange networks Dby
highlighting ¢ weaknesses in  creative
leadership and) competitiveness, and by

offering ways to'address and improve them.

- This study, to the best of the researcher's
knowledge after searching the internet and
the National Information Center, is one of
the first local studies that link the two
variables,

creative  leadership, and

competitiveness in exchange networks.
Practical Significance

From a practical perspective, the importance
lies in studying and analysing the level of
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creative leadership practices in exchange
networks, as well as the availability of
competitive capacity, while identifying the
correlation between these variables. It also aims
to provide insights and recommendations based
on the findings, for the senior leadership of
these institutions to benefit from by
implementing these recommendations to
creative

improve  competitiveness  and

leadership practices.
Study Hypotheses
First Main Hypothesis (HOT)

Thete 1s no statistically significant role for
creativey, leadership “with its  dimensions
(problem-solviig® and * ) decision-making,
mitiating and,, risk-taking, “originality and
renewal, and ‘effectivé communication) in
improving competitive capabilities with all
combined dimensions (cost-reduction
leadership, foeus on creativity and innovation,
providing  distinctive  services, on-time
delivery) in exchange networks in the Republic

of Yemen.

Four sub-hypotheses emerged from the first
main hypothesis as follows:

The first sub-hypothesis (H01-1): There is
no statistically significant role for the problem-
solving and decision-making dimension in
improving the competitiveness of exchange
networks in the Republic of Yemen.

The second sub-hypothesis (H01-2): There
is no statistically significant role for initiative
and  risk-taking in  improving  the
competitiveness of exchange networks in the

Republic of Yemen.

The third sub-hypothesis (H01-3): There is
no statistically significant role for the
dimension of originality and innovation in
improving competitiveness with all its
dimensions in exchange networks in the
Republic of Yemen.

The fourth sub-hypothesis (H01-4): There

is no statistically significant role for the
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dimension of effective communication in
improving competitiveness with all its
dimensions in exchange networks in the
Republic of Yemen.

Limitations of the Study

Time Limitations: Means the time for
preparing the study, 2023-2024

Spatial Limitations

The spatial limitations are represented by the
geographical scope of the headquarters of the
exchange networks under study and are
represented in the Secretariat of the Capital
Sana 'a.

Objective Limitations

Objective limitations are the study of the
theoretical framework of what has been
addressed by scholars and authors in two axes:
creative leadership, and competitiveness.

Human Limitations: A samplehof the
employees from the main centers/of exchange
networks operating in the CapitaliSecretariat
(Sana’a), represented by (167) employees to
whom the questionnaire was distributed.

Keywords
Creative leadership

Sternberg& Pretz, (2003) definedycreative
leadership, as a proeess that requires multiple
dimensions implementedyprocedurally through
diversity and variety, of ideas pfoduced, which
itself is the \definitiony of creativity. This
creativity should 'be demenstrated through
understanding marketing mechanisms and
business management strategies in different
organizations. This calls for reflection on what
makes innovation and creativity work in
various organizations. The key factor in
achieving this may be the procedural and
creative executive leaders, who are encouraged
or allowed by their organizations to innovate
and create.

For the purposes of this study, creative
leadership is defined as the ability of the
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exchange network leadership to influence
subordinates, discover their capabilities,
motivate them to discover and innovate new
ways of performing or developing work,
encourage them to work within the team, and
exchange ideas with them to achieve the goals
and interests of exchange networks.

Competitiveness: It is the distinguished
skill, technology, or resource that allows the
organization to produce value and benefits for
customers those offered, by competitors
(Abdelbaki, 2001).

Money Exchange Networks: These are
joint-stock companies-licensed by the Central
Bank to“coenduct money transfers inside and
outside the Republic of Yemen, and buy and
sell wcurrencies, » and £opening aggregated
accounts,for legal persons*.

They have a special system named in their
name and theiriown remittance number. They
have the right to send or receive remittances
outside and inside the Republic of Yemen, and
to'buy and sell currencies. They grant their
system to all agents (i.e. banking institutions,
banking companies, individual exchange
establishments, or banks). Through this system,
the agent (money changer) can send or receive
remittances in any currency according to
predetermined controls from the Central Bank
of Yemen (Central Bank of Yemen Circular on
Regulating Exchange Business, 2021).

Previous Studies

1. Al-Barbari's  Study  (2022)
Leadership as an Approach to Achieving

Creative

Organizational Agility in Three-Year
Industrial Secondary Schools in Al-
Sharqiyah Governorate: A Field Study. The
study aimed to identify the role of creative
leadership in implementing the dimensions
and mechanisms of organizational agility in
industrial technical secondary schools in Al-
Sharqiyah Governorate. The most important
results were a positive relationship between
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the two research variables. The higher the
rate of creative leadership style practices, the
lower the degree of organizational agility
with its elements, mechanisms, and
dimensions. The study recommended
promoting a school culture that encourages
innovation and creativity in developing
work methods and procedures, and school
leadership support for innovative ideas in
developing industrial school services.

. Nafi's study (2021) The Role of Creative
Leadership in Raising the Efficiency of
Employee Performance at the Nile
Petroleum Company: An Applied Study.
The study aimed to identify the impact of
creative leadership on the performance of
workers in the Nile Petroleum Company, to
identify shortcomings in the creative
leadership cycle in employee performance,
and to recommend addressing thefh, in the
Nile Petroleum Company. The study yielded
many findings, including “a, strong
correlation between initidtive'and employee
performance in the Nile Petroleum
Company, a strong correlation between
creativity and @mployee performance, and a
correlation between creative leadership and
employee performance in the ™ Nile
Petroleum Company. The most,important
recommendations were, to call on Nile
Company management to activate the role of
creative leadership as‘a window that enables
the company's management to develop its
human capital,‘and to provide financial and
moral rewards and incentives to employees
with superior performance by adopting
outstanding performance.

. Al-Hamdi's study (2020) The Impact of
Strategic ~ Leadership on  Achieving
Competitiveness in  Al-Nabil  Food
Industries. The study aimed to measure the
impact of strategic leadership on achieving
competitiveness in Al-Nabil Food Industries
in Jordan. The study reached a number of
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results, the most important of which is the
impact of strategic leadership in achieving
competitiveness in Al-Nabil Food Industries
Company in  Jordan. The  study
recommended that industrial business
organizations in Jordan review this thesis
and its findings to benefit from them in
improving and developing their strategic
leadership capabilities and competitiveness.

. Al-Matari's study,(2020) The Impact of

Creative _d.eadership » on Competitive
Advantage:"An Applied Study on a Sample
of Private Schools in the Capital Secretariat
(Al-Rasheed Modern, Schools as a Model).
The ‘study aimed to “identify the level of
creative *_ leadership and  competitive
advantage inthe privat@schools under study.
The most important findings demonstrated
that thete is a positive relationship between
creative  leadership and competitive
advantage in the private schools in question.
The study recommended that greater effort
should be made for the continuous
development of creative leaders. It also
suggested that school leaders should
stimulate creative initiatives and cadres, and
establish administrative units for creativity.

. Boudjenane&  chibi's  study (2017)

Investigating the Role of Innovation and
Creativity in  Creating  Competitive
Advantage: A Case Study of the Hospitality
Sector in Algeria. The study aimed to
analyze and explore the effects of innovation
and creativity on achieving competitive
advantage within business organizations and
clarify the impact of adopting a creative
culture in enhancing competitive advantage
in hotels. The most important findings of the
study were that innovation has a positive
impact on the dimensions of competitive
advantage.

. Arabiyat's study (2018) The Impact of

Intellectual ~ Capital in  Achieving
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Competitive Advantages within

Commercial Banks in Jordan

The study aimed to measure the impact of
intellectual capital on the competitive
advantage of Jordanian commercial banks. The
most important results stipulated that Jordanian
commercial banks significantly implement the
variables of intellectual capital and competitive
advantage and that there is a strong relationship
between the variables of intellectual capital and
competitive advantage. The study
recommended paying attention to the quality of
the services provided and to encouraging and

developing innovative services.

Similarities between the Current Study and
Previous Studies

This study is similar to Al-Matari (2020) in
its examination of creative leadership .and
competitive advantage dimensions. It is similar
to the study of (Nafi, 2021) and the study of
(Al-Hamidi,2020) in its inveStigation of
creative leadership, and to the study,of (Als
Hamidi,2020) in its exploration of competitive
capabilities.

The current stady,. to “the best of the
researcher's knowledge and afterisearching the
internet, is distinguished from “allyprevious
studies for two reasoms. First, it is on¢ of the
rare and few, studies ithat deals with the
variables  of ““€reative " leadership and
competitiveness  within, one framework.
Second, the cutrént study 1s different from all
previous studies iyits application environment
and study populationirepresented by (exchange
networks).

The current study has benefited from

previous studies in many aspects, including

1. The theoretical and scientific rooting of the
study problem, theoretical relationship
between the variables of the study, and the
enrichment of theoretical framework.

2. The theoretical rooting for the dimensions of
the current study variables, where a matrix
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was created for each wvariable and
appropriate dimensions that correspond to
this study were selected.

3. Achieving the scientific ability to design and
formulate the questionnaire items, and their
adjustment.

Conceptual framework
Concept of Leadership
Leadership

(Ibn Manzurg2003)in Lisan al-Arab defines
it as a way tofind the best for those being led.
(Al Hammadi, 2020) defines leadership as the
abilitgy to influence” others and move them
towards achieving goals:

The concept of creativity

The idea of ereativitydhas fascinated people
for thousands of yeats. In modern era, much of
what people, believe about creativity has been
rooted in mythology and magical thinking.
Researchers try to demystify the process of
ereativity, defining it as the production of
original ideas, solutions, or products of value to
the ~ situation. Creativity includes finding
mnovative ways to solve problems, making
correlations between existing ideas, and
producing original contributions to music, art,
literature, or other disciplines. John Young sees
creativity as referring to the Latin term
“creare,” meaning "to make," and the Greek
word "kreinien," meaning "to accomplish or
achieve." In Arabic language, Ibn Manzur
emphasizes that the meaning of the word
"creativity" refers to creation without
precedent, in the sense of achieving something
that has the quality of novelty and value.(Jarvis,
2015) considers Khayyatina to be the first to
introduce creativity into the dictionary and
psychological heritage.

Creativity is the process that results in
something new, whether it is an idea, a topic, a
new form, or a transition from old elements to
new ones (Al-Otaibi, 2011).
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The researcher defines creativity as the
production of something new, whether a
product, service, idea, or method to facilitate or
improve performance, or a new way to reduce
expenses, that no one has ever addressed or
practiced, and presenting these products or
services to others. Creativity may be a product
of training, education, motivation, or a gift
given by God to some worshipers who have
great ability to discover, analyse, and predict
new things and then crystallize these
expectations into tangible things that benefit
society in general.

The Concept of Creative Leadership

Creative leadership is a philosophy and a
conduct that embraces change as a core
principle and seeks to exploit opportunities
everywhere. A creative leader seeks to develop
new and innovative ideas, envisions a desirable
future and encourages workers to innovate and
collaborate. It is also concerned gvith creating
an environment that encourages “‘ihnovative
thought and entrepreneurghip by stimulating
common ambition (Menno, 2017).

It has also beensdéfined as a management
style that focuses'on change, where the creative
leader is an essential source of creative thinking
and conduct, whether he is a “creative
institutional entrepreneur or not (Abdul Baqi &
Codeed, 2021).

Based on the definitions above, it can be said
that creative leadership i1s“the ability of the
leader to influence and motivate others to
innovate, create, and possess qualities and traits
that enable him to solve problems in
unconventional ways, so that the organization
excellence,

can  achieve competition,

sustainability and success.
Creative Leadership

Jarvis  (2015) indicates that creative
leadership is the ability to guide a group of
workers towards a new, innovative goal. A
creative leader has a profoundly positive
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impact on individuals and the environment in
which they collaborate.

(Al-Zahrani, 2020, citing Al-Hussein ,2018)
indicates that creative leadership plays a
significant and vital role in the process of
continuously improving and developing
performance in order to satisfy customers and
beneficiaries. To achieve this, an environment
that helps individuals work as a team and
motivates them to use.their creativity to achieve
organizationalé€Xxcellence is,essential.

The importance of creative leadership lies in

achieviig~ successy, sustaining  creative
processes within an orgamization, and fostering
a creative (climate. * Creative leaders
continuously seek to devise ‘the best ways to
enhance the awareness of leadership, followers

and the entire organization (Qandil, 2010).
Creative Leadership

Many writers and researchers have agreed
that there are multiple dimensions to creative
leadership, including:

1. Problem solving and decision-making:
Feeling the problem and seeing many
problems at the same time make a clear
vision of them, defining them accurately and
understanding their size, aspects,

dimensions and effects (Issa, 2020).

2. Initiation and risk-taking: They are two
attributes of creativity and a basic
management principle. They refer to the
ability to innovate, think insightfully, and
act quickly in all situations. This requires a
work  environment that  encourages

employees to take initiative and innovate.

The proactive leader is the one who leads,

identifies available opportunities, and takes

necessary actions. His critical role lies in
making bold decisions to achieve significant

transformations (Imamé& et al, 2021).

3. Originality and innovation: One of the
most important aspects and features of

creative leadership is the ability to produce
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new, rare and useful ideas with a unique
character, reflecting its mental originality
(Jarwan, 2013).
4. Ability to
communicate: Effective communication

communicate and

and interaction are two interactive processes
between the parties involved, where the
leader relies on others to achieve his goals.
The communication process is a mutual
interaction between the sender and receiver,
whether the leader, his subordinates, or
others. Communication must be effective
through clarity, accuracy, ease, and timing.
In addition, communication is central to
leadership success and contributes to
effective decision-making and
implementation (Bani Khalid, 2020).

5. Fluency: Fluency means the ability 4to
produce many alternatives quickly “and
easily, and to provide appropriatedselutions
for a specific situation, which i§ the process
of recalling information and ‘eXperiences
(Al-Bashasha, 2008).

Creative Leadership

There are many obstacles,and our mouth
varies what is related to the 'same person,
including what T1s related to the _work
environment, whether internal or external. We
will address them as follows:

First: Personalhebstacles: These include
personality types 4and  traits that affect the
ability to think ereatively and independently,
such as imitation, bias, and adherence to pre-
established frameworks. Among the most
prominent of these personal obstacles is tension
in the relationships between leaders and
employees within the organization, along with
other personal problems that hinder the
implementation of creative leadership.

Second: Administrative Obstacles in the
Application of Creative Leadership:
Administrative obstacles are those related to
management system in institutions. The most
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prominent administrative obstacles that limit
creativity, as mentioned by (Al-Duwaihi (2020)
quoting Al-Ghunaimi (2015). are as follows:

— High centralization 1in management,
inability to correctly perceive aspects of the
problem.

— Leadership’s haste to solve the problem
leads to its superficial presentation.

— Fears of not succeeding pose a major
challenge to administrative creativity.

— Low self-éonfidence and lack of skills and
abilitigS:

— Imimersion in “established, \ideas and
excessive obedience to, laws, regulations,
standards'and traditions.

—“Dack of leader’s inteenal motivation for
creativity and imnevation, and weak moral
incentives and support.

— Lack of“ elarity in the organization's
objectives, use of a centralized and
autocratic leadership style, lack of objective
eriteria for performance, and lack of
mcentives.

Competitiveness

Competitiveness is the advantages that
enable an organization to excel in the market
and achieve profits, by outperforming its
competitors in the fields of production, price
and cost, and excellence in resources
management and their value, while maintaining
the distinctive characteristics of the facility (Al-
Sakarna, 2010).

The researcher defines Competitiveness as
the institution’s ability to utilize its resources
for the purpose of providing a product or
service at a lower cost than its competitors with
the same quality, and to pay attention to after-
sales service for the purpose of achieving
growth and increasing the institution’s market
share for the purpose of continuity, survival,
growth and achieving profits and the objectives
of the institution.
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Importance of Competitiveness

It is clear that competitiveness is very
necessary in companies, as it helps create value
that meets customer desires and needs and
ensures their loyalty, and contributes to
enhancing the company's reputation and
improving its image in the eyes of customers.
By adopting the concept of competitiveness,
companies can achieve strategic differentiation
from their competitors in the field of products
and services, and excel In resources,
competencies and strategies in a highly
competitive environment (Brem&
Wimschneider, 2016).

Competitiveness Requirements

There are general requirements for high
competitiveness. The most prominent of these
requirements are:

1. Adherence to International Limited
Specifications.

2. Technological improvement “to, increase
production and reduce costs.

3. Enhancing the efficiency of workers and
increasing  their _ productivity through
training and métivation.

4. Interest in research and development.

5. Developing management and organization
in institutions (Al-Nisour, 2009).
Competitiveness Dimensions

There are séveral, dimensions of
competitiveness t0 consider when providing
services and meeting market demands in order
to enhance overall competitiveness. The
following is an overview of these dimensions:

1. Quality of service provided: Different
individuals evaluate the services provided
by banks based on their expectations, as the
services must be reliable and effective to
meet customers’ needs.

2. Cost reduction: Organizations in general and
banks or exchange companies in particular
seek to focus on reducing costs by providing
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their products and services to their
customers at a lower cost than their
competitors provide. This is achieved by
taking advantage of the latest technology,
using human resources efficiently, and
improving marketing processes and efficient
service delivery.

. Rapid response: Delivery is one of key

factors in competition between
organizations. .. becomes effective by
reducing thé time andspeed of designing
new services, and delivering them to
custefmers. This :imeans redueing the time
required to receiveycustomer orders and

provide finaléservices toithem.

5 Creativity: It is not only Iimited to physical

preducts, butalso eXtends to intellectual
products. Although creativity is often used
to create, new products and open new
markets, 1t also involves reducing the time
needed to develop products (Zhou&et al,
2002).

.‘Resilience: With increasing pressures on

organizations and increasing challenges that
cannot be addressed in traditional ways, the
need for quality has become important.
Fluctuating demands, changing customer
tastes, short lifecycles of services and
products, and rapid advances in technology
force organizations to accelerate their
response to face enormous challenges in
innovative ways that distinguish them from
their competitors (Krajewski, 2013).

. On-time delivery: Competitive priority due

to the increased customer focus on meeting
their needs and desires by delivering the
right quantity at the right time. Thi is the
function required to ensure that the right
product (meeting quality, reliability and
maintenance requirements) is delivered in
the right quantity, at the right time, in the
right place, and at the right price (Bragman,
1996).
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7. After innovation: This means producing
useful ideas and being able to adopt and
apply them. Innovation is one of the most
important factors of competitiveness as it
helps the organization to stay in the market,
maintain its current customers and attract
more of them (Ling & Wang, 2016).

Obstacles to Competitiveness
1. Weak organizational structures.

2. Decline in staff quality and delay in
administrative communication.

3. Lack of databases and management
information systems.

4. Absence of freedom for managers and
employees.

5. Absence of team spirit and quality episodes.

6. Escalation of problems in behavioural
regulation and effective organizational
climate.

7. Inability to assess opportunities and
recognize  environmental  threats s

considered a failure (Ayyar,2005).
Methodology

This study aipis to»examine the role of
creative  leadership in emhancing the
competitiveness of \exchange netwotks. indthe
Republieyof Yemen. It employs a descriptive-
analytical method to present data related to the
variables ofthe study, and infeféntial analysis
for testing hypotheses.

The Population of Study

The study population means “all units
(individuals, events; things, etc.) from which
the sample is actually selected and drawn” (Al-
Ariqi, 2014).

The current study population is represented
by a sample of exchange networks in the
Republic of Yemen. According to an interview
with the Director of the Banking Supervision
Unit, the number of exchange networks
operating in the Republic of Yemen is (16)

ANUJR-B. Vol. xx (x), xxxx

licensed networks by the Central Bank of
Yemen (Al-Hafi, 2023).

A total of (7) exchange networks were
selected to represent the study population,
which allowed the distribution of the
questionnaire. The number of employees in the
main centres in the Capital Secretariat, Sana'a
was (363) employees.

Sample of Study

The study samiple“refers to a part of the
community that contains some of the elements
chosen frem 1it"y (Sikaran, “2010). For the
purpos€ of data “cellection, \(7) exchange
networks were_ selected in | the Capital
Secretariat,ywhich allowed the distribution of
the questionnaire. Data were collected from
employees of exchangemetworks through field
visit. The,current study was limited to a simple
random sampling method. The study sample
consisted of (167) employees from whom the
questionnaires were retrieved.

Study Tools and Sources of Data Acquisition

Secondary data: The secondary data were as
follows

— Previous studies, periodicals, and articles
published in refereed scientific journals that
dealt with topics related to the current study.

— Books, scientific conferences, and reliable
websites related to the variables of the study.

— Reports, publications, and regulations issued
by the Central Bank of Yemen.

— Professional publications, laws, and
decisions related to the variables of the
study.

Primary data, 79

The study relied on questionnaire as a data
collection tool, as it is an effective means of
collecting field study data from the target
sample. The questionnaire was distributed
personally to respondents, as this method helps
to collect the answers in a short period.
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Personal interviews were also adopted for the
purpose of obtaining information.

Validity and reliability of the study

The questionnaire was developed after
reference to previous studies, and both validity
and reliability were evaluated in the case of
modifications to the study tool, to ensure the
quality of the study instrument.

Content

The questionnaire items were collected from
previous studies, and then the questionnaire
was arbitrated by a group of arbitrators
consisting of (13) academic arbitrators working
in a number of public and private universities.
To ensure that the questionnaire includes a
sufficient number of questions and their
suitability for the variables to be measured, the
arbitrators’ suggestions and observations were
considered.

Validity of the Internal Consistency of the
Study Variables

Construct validity indicators were extracted,

with  Pearson's  correlation  coefficients
calculated between the scores of each of the
questionnaire vafiables and' the total score.
Furthermore, the correlation coefficient was
determined between each dimenstonof the
questiofinaire and ‘the total score of the

respective dimension, as'well as the correlation

coefficient between each item of the
questionnaire and the total score of its
corresponding dimension. This was done to
assess the extent to which the dimensions are

related to the total score of the questionnaire.

Presentation and Discussion of the Study
Results

Research variables

The researcher used a heptagonal card scale
to gather the respondeits' opinions on the study
variables. The ~variables ywere distributed
accordingsto the'mean averages,by calculating
the difference between the highest and the
lowest walues and dividing the number of
categories yby' the highests value in the
heptagonal Likert scale (LCikert, 1979) as
followss:

To caleulate the verbal estimate of the study
variables, the,range is extracted by calculating
the difference’between the highest and the
lowest values as follows:

Range=7-1=6

The class length is determined by dividing
the range by the number of values as follows:

Category Length =7/6 = 0.86

Thus, the categories of the scale are
determined as shown in Table (1)

Table (1): Shows how: torcalculatethe verbal estimation of the research hypothesis questions.

If the average is Verbal appreciation

Practice Level If the ratio is

Less than 1.86 Strongly disagree

Too low Less than 26.6%

From 1.86 and Below 2.71 disagree Low From 26.6% and Below 38.9%
From 2.71 and Below 3.57 Somewhat Disagree Little lower. From 38.9% and Below 51.0%
From 3.57 and Below'4.43 Neutral Moderate From 51.0% and Below 63.3%

From 4.43 and Below 5.29 Somewhat Agree

Does tolerable. From 63.3% and Below 75.6%

From 5.29 and Below 6.14 Agree

High than 75.6% and less than 87.7%

6.14t0 7 Strongly agree

Too high. 87.7% to 100%

Descriptive analysis of the independent
variable: Creative leadership

To assess the level of creative leadership

practice in Yemeni exchange networks,

descriptive statistics were used. The level of

ANUJR-B. Vol. xx (x), xxxx

creative leadership practice in Yemeni
exchange networks was determined in terms of
the degree of practice, which is assessed by the
mean and the level of practice. Table (2) shows

this:
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Table (2): Averages and deviations of creative leadership dimension.

. . Adjusted Standard Practice
# Dimensions mean o L. Percentage Rank
Deviation Level
average
1 Problem Solving and Decision Making 5.49 1.095 78-94-4 High 3
2 Initiation and risk-taking 5.55 1.014 79(3) High 2
3 Originality and innovation 5.38 1.043 76.9% High 4
4 Effective Communication 5.89 975 84.1 High 1
Creative Leadership 5.58 904 79.7% High

Table (2) shows that the level of practice of

creative leadership in Yemeni exchange
networks under study was high, with a mean
average of (5.58) and a standard deviation of
(0.904) at a rate of (79.7%). This means that the
sample members highly agree that there is
creative leadership in the Yemeni exchange
networks under study, and this result is
consistent with the result of both Al-Matari, (
2020) where the level of creative leadership as
a whole reached the mean average of (5.66).
and a standard deviation of (.909). This finding
differs from the study by Salah et_al. (2024),
where the effect value of the administrative
creativity variable on institutional perfermance

was (0.079) which is a low=impact value,

These results inform owners and decision-
makers about thedimportance, of focusing on
supporting and encouraging creative leadership
practices in the exchange networksunder study.
Furthermore, adopting these findings as a basis
for developmg,mandatory, training policies that
support creative  Nleadershipmptactices may
motivate employees toinnovate and present
new ideas.

It is also clear, from Table (2) that the
dimension of effective communication and
interaction ranked first in terms of practice,
with a high level of performance, as its mean
score reached (5.89) with a standard deviation
of (0.904), representing (84.1%). This result
shows that these networks are owned by a

ANUJR-B. Vol. xx (x), xxxx

single person or a family. This makes the

try to
employees to findsoutswhat is happening within

owners communicate with most
the company 4Following this, the dimension of
initiative jand “tisk-taking ramked second in
terms of practice, alse with a high level, as its
mean'_score was (5.55) with a standard
deviation of (1£014), accounting for (79.3%).
The
decision-making came 4in» third in terms of

dimension of problem-solving and
practicepwith a high' level, as its mean score
was (5.49) with a standard deviation of (1.095),
representing < (78.4%). The dimension of
problem-solving and decision-making came in
third in terms of practice, with a high level, as
its 'mean score was (5.49) with a standard
deviation of (1.095). representing (78.4%).
Meanwhile, the dimension of originality and
renewal ranked last in terms of practice, still
with a high level, as its mean score was (5.38)
of (1.043).

with a standard deviation

accounting for (76.9%).
Effective Communication

To identify the level of practicing effective
Communication and interaction in the Yemeni
exchange networks, descriptive statistics were
used. The
Communication and interaction in the Yemeni

level of practicing effective
exchange networks was determined based on
the degree of practice, which is determined
through the mean and the level of practice.
Table (3) illustrates this:
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Table (3): Averages and deviations of effective Communication and interaction.

# Items Adjusted Stal}dz}rd Percentage Practice Rank
mean average | Deviation Level
The company has direct means of
14 | communication between superiors and 5.96 1.103. 85.1% High 1
subordinates.
The language of communication
16 | between superiors and subordinates is 5.89 1. 103. 84.1 High 2
easy.
The company has an effective
15 communication system between all 5.87 1.138 83.9% High 3
management levels.
The company's communication system
17 | allows for large and clear information to 5.82 1.099 83.1% High 4
be obtained by the leadership.
Average of effe.ctive Co.mmunication and 5.89 975 84.1 High
interaction

Table No. (3) shows that the level of
practicing effective communication and
interaction in the Yemeni exchange networks
under study was high, as the mean reached
(5.89) with a standard deviation of (0.975) at@
rate of (84.1%). This means that the sample
members agree highly that there areeffective
communication and interaction indhe Yemeni
exchange networks under study.

It is also clear from Table (3) that [tem{(14)
ranked first in terms of practice with a high
level, having meangef (5.96) and a standard
deviation of (1.103) and (85:1%). This means
that the sample agrees highly thatthe company
has direct means ‘of, communication“between
superiors and subordinates, whilenltem (17)
ranked lastyin terms of praetice, with mean of
(5.82) and a standard deviation of (1.099) and

(83.1%). This means that the sample agrees
highly “that they company's c¢ommunication
system allows for obtaining large and clear
information from the leadership.

The results of thisstudy are consistent with
the study ef Nafi, (2021). the study of Al-
Matari, (2020),and the study of Al- Barbari,
(2022). as the level of creative leadership as a
whole reached a verbal appreciation (high).

Descriptive analysis of the dependent
variable: Competitiveness

Descriptive statistics were employed to
assess the competitiveness of Yemeni exchange
networks. The assessment was based on the
degree of practice, measured using the
arithmetic mean and corresponding practice
levels. The results are presented in Table (4):

Table (4): Averages and deviations of the dimensions of competitiveness.

. . Adjusted Standard Practice
# Dimensions mean N Percentage Rank
Deviation Level
average
1 Leading in reducing costs 5.94 1.101 84.9% High 1
2 Focus on creativity and innovation 5.74. 1.254 82% High 4
3 Providing outstanding services 5.82 1.200 83.1% High 3
4 On-Time Delivery 5.88 1. 103. 84% High 2
Average Competitiveness 5.84 1.071 83.4% High

Table (4) shows that the level of
competitiveness in the Yemeni exchange
networks under study was high, with mean of
(5.84) and a standard deviation of (1.071) and
(83.4%). This means that the sample members

ANUJR-B. Vol. xx (x), xxxx

agree that there are competitive capabilities in
the Yemeni exchange networks, as shown in
Table (4). The dimension of leadership in cost
reduction ranked first in terms of practice with
a high level, having a mean score of (5.94). a
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standard deviation of (1.101). and a percentage
of (84.9%). This result explains that the
leadership pays special attention to the
dimension of reducing costs due to its great role
in achieving profit goals, while maintaining the
quality of service. Following this, the
dimension of timely delivery ranked second in
terms of practice, with a high level, with a mean
score of (5.88). a standard deviation of (1.103).
and a percentage of (84.0%). In third place was
the dimension of providing distinguished
services, with a mean score of (5.82). a standard
deviation of (1.200). and a percentage of
(83.1%). Finally, the dimension of focus on
creativity and innovation ranked last in terms of
practice, with a high level, having a mean score
of (5.74). a standard deviation of (1.254). and a
percentage of (82.0%). The results of this study:
differ from the study of Firas alnasr, et al (2025)
There is a weak correlation between managing
multiple  functions and benefits. The
relationship between the manufacturer and
technology Innovation withh competitive
advantage is weak and positive.

The results above indicate that the exchange
networks  possgss high  eompetitiveness
highlighting the importance of levesaging these
capabilities to improve competitive advantage.
It 1s essential to strengthen competitiveness by
making further efforts toimprove the quality of
services provided to eustomers, increase their
satisfaction, and develop new services.

Results

This study ‘concluded with several
significant findings, outlined as follows:

1. The level of practice of creative leadership
in the Yemeni exchange networks under
study was high at (79.7%) across all its
elements. This means that there is a great
interest in creative leadership, which enables
these networks to compete and continue in
the work environment.

ANUJR-B. Vol. xx (x), xxxx

2. It was found that the result of effective
communication and interaction in the
creative leadership variable ranked first in
terms of practice with a high level of (84%).
This is attributed to the fact that the
ownership of networks is mostly personal
and familial. Therefore, the owners place
great importance to the process of
communication and interaction to know
everything happening within the network.

3. The level of competitiveness in the Yemeni
exchange networks under study was high,
withdhe mean average of (5:84), at a rate of
(83.4%) and witha verbal rating of (high).
The results andicate that each network has
competitive capabilities that distinguish it
from others'and give it'a special character.

4. The esults showed that leadership in
reducingicosts, as related to the variable of
competitiveness, ranked first in terms of
practice with a high level, having a mean
average of (5.94), and a rate of (84.9%). This
means that exchange networks strive to
reduce costs while maintaining quality, as
this dimension is of great importance in
reducing unnecessary expenses, and this in
turn saves a lot, and increases profits.

5. There is a statistically significant role for
creative leadership in achieving competitive
capabilities in Yemeni exchange networks.
A one-degree increase in the practice of
creative leadership leads to achieving
competitive  capabilities in exchange
networks. This means rejecting the first
main hypothesis of nihilism and accepting
the alternative hypothesis. Such hypothesis
states, "There is a statistically significant
role for creative leadership with its
dimensions (problem solving and decision-

initiative  and

making, risk-taking,

originality = and  renewal,  effective

communication and interaction) in
improving competitive capabilities in their
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combined dimensions (leadership in cost

reduction, focus on creativity and

innovation, provision of distinguished

services, and timely delivery).

Recommendations

1.

Owners of exchange networks must select
and attract creative leaders who are able to
instil a spirit of creativity in employees,
because they are the key element in the
creativity and excellence of the network.

. The leadership of exchange networks should

apply modern methods to discover creators
and develop their skills.

. The leadership of the exchange networks

shall provide the appropriate environment to
prepare the employees in order to give them
the opportunity to provide creative ideas and
distinguished services.

. The leadership of exchange networks must

pay greater attention to techmology and
utilize it in the developmentiof both its
leadership and human resouirces.

. The leadership of exchange networks must

pay additional attention'te encouraging the
ideas of subordinates, as they are the source
of creativity and excellence.

. The leadership of exchange networks should

providemmore coutses for managers in
modern problem-solvingtechniques.

. The leadership of exehange networks should

allow more time for ‘employees, consider
their opinions.and suggestions, and act upon
with them.

The leadership of exchange networks should

pay attention to evaluating customer
satisfaction because of its role in developing

and improving the services provided.

. The leadership of exchange networks should

attend international conferences related to
creative leadership for the purpose of
developing and refining their skills, and
knowledge, as well as to explore modern

ANUJR-B. Vol. xx (x), xxxx

methods related to creative leadership.

10. The owners of exchange networks should
evaluate the leaders' practice of creative
leadership in exchange networks and work
on its development, whether through

training courses or through conferences,

workshops and seminars.
Disclosure Statement

— Availability of data and materials: Agreed
with that.

Adnan H. Y.
Abashar confitms that he'prepared and is

— Author ‘Contributions:

fully responsible for the entire research.
Nabil, Muhammad Al=Alafi contributed by
supervising the research,

~Note: This of the
requirements_for 4obtaining a PhD in

research 1s part

Business Administration from the Business
Administration Center, Sana’a University

— Conflict of‘interest: nothing.

— Funding: nothing.

— »Acknowledgments: I would like to thank
all the staff of An-Najah University
Magazine for their
response to inquiries.

cooperation and

Open Access

This article 1s licensed under a Creative
Attribution 4.0
which  permits use,

Commons International

License, sharing,
adaptation, distribution and reproduction in any
medium or format, as long as you give
appropriate credit to the original author(s) and
the source, provide a link to the Creative
Commons licence, and indicate if changes were
made. The images or other third-party material
in this article are included in the article's
Creative Commons licence, unless indicated
otherwise in a credit line to the material. If
material is not included in the article's Creative
Commons licence and your intended use is not
permitted by statutory regulation or exceeds the

permitted use, you will need to obtain

15
Published: An-Najah National University, Nablus, Palestine



permission directly from the copyright holder.

To view a copy of this license, visit

https://creativecommons.org/licenses/by-

nc/4.0/

References

Abdul Baqi, H., & Kodaid, S. (2021). The
impact of creative leadership on building
and enhancing intellectual capital: A case
study of Shi Ali Complex. University Center
Ain Temouchent, Institute of Law and
Political Science, MJ, 10(1), 487-505.

Al-Agha, W. H. (2003). The role of
administrative leaders in administrative
development and development. Paper
presented at the Fourth Annual General
Conference on Creative Leadership for the

Development of Institutions in the Arab
World, Damascus, 246-285.

Al-Barbari, M. A. A. (2022). Creative
leadership as an entry point tofachieving
organizational agility in industfial secondary
schools: A case study. Educational Journal,
Faculty of Education/ Sohag University,
2(94), 830-927.

Al-Bashasha, AL T-'F» (2008). The degree to
which women leaders practice creative
skills in their work. Dar Al-Hamed:

Al-Dawi, H. (2008)., Strategic management

and ‘administrative” Jexcellence. Paper
presentediat The First Arab Conference on
Sustaining Excellence and Competitiveness
in Public and Private Sector Institutions.
Arab Organization for Administrative

Development.

Al-Duwaihi, A. K. (2020). Obstacles to
applying creative leadership among primary
school leaders: A descriptive study. Faculty
of Education, Tanta University, 9(3), 239—
258.

Al-Hafi, M. (2023). Personal interview,
Director of the Banking Supervision Unit,
Central Bank of Yemen, Sana’a.

ANUJR-B. Vol. xx (x), xxxx

Al-Hamdi, M. M. A. (2020). The impact of

strategic  leadership  on  achieving
competitiveness in Al-Nabil Food Industries
(Master’s thesis, Amman Arab University,

Jordan).

Al-Hammadi. (2020). The
industry (1st ed.). Dar Ibn Hazm.

Al-Matari, M. M. A. (2020). The impact of

creative

leadership

leadership  on  competitive
advantage: Ansapplied study on a sample of
private schools in the Capital Municipality
(Master’s thesis, University of the Holy

Quran, Sudan).

Alnast, F., Kharouby, T., & Yahya, A.
(2025). Impact of innovation on competitive
advantage in Palestinian
telecommunications« An-Najah University
Journal for Research and Humanities,
39(5), 334-352.

https://do1.org/10.35552/0247.39.5.2357

Al-Otaibi, M. Z. (2011). The path to
creativity and managerial excellence. Al-

Warraq Publishing and Distribution.

Al-Sakarna, B. K. (2010). Effective
managerial leadership (2nd ed.). Al-
Masirah Publishing and Distribution.

Al-Zahrani, N. M. A. (2020). The degree of
availability of the elements of creative
leadership and its relationship to
institutional ~performance in Al-Baha
schools. Faculty of Education, Kafr El-

Sheikh University, 20(4), 605—-634.

Arabiyat, A. K. A. A. K. (2018). The impact

of intellectual capital on achieving
competitive advantages within commercial
banks in Jordan (Unpublished master’s

thesis, Middle Sharaf University, Jordan).
Ayyar, F. H. (2005). The role of quality in
achieving the competitiveness of the
institution (Master’s thesis, University of
Algiers, Algeria).

Bani Khalid, W. H. (2020). The modified

16
Published: An-Najah National University, Nablus, Palestine


https://creativecommons.org/licenses/by-nc/4.0/
https://creativecommons.org/licenses/by-nc/4.0/
https://doi.org/10.35552/0247.39.5.2357

role of creative leadership in the
relationship between green HRM practices
and environmental performance (Master’s
thesis, Al al-Bayt University, Jordan).

Boudjenane, T., & Chibi, A. (2017).
Investigating the role of innovation and
creativity on creating a comparative
advantage: Case study in the hospitality
sector in Algeria. Journal of Knowledge
Aggregates, 5(45), 11-40.

Bragman Auiah, 1. T. (1996). Purchase
concept for reducing lead times in based
competition. Business, 39, 45-58.

Brem, A., Maier, M., & Wimschneider, C.
(2016). Competitive advantage through
innovation: The case of Nespresso.

European  Journal of  Innovation
Management, 1, 133—148.

Ibn Manzur, A. F. J. A. D. M. B. M, (2003).
Lisan al-Arab (Vol. 15). Dar Sadér.

Imam, R. M. E., Waid, N. G., & Abdellatif,
T. H. (2021). The impactiofierganizational
changes that give riseé to administrative
creativity on creative leadership in tourism
companies. Journal* of the Faculty of
Tourism and Hotels, 5(2), 1T1=125.

Jarvis, T. L. (2015). A mixed  niethods
analysis, on creative leadership and
Missouri “scheool administrators (Doctoral
dissertation, Lindénwood University).

Jarwan, F.N(2043). Talent, excellence and
creativity (3rd ed.). Dar Al-Fikr for
Publishing and ' Distribution.

Krajewski, J., Ritzman, L. P., & Malhotra,
M. K. (2013). Operations management:
Processes and supply chains (13th ed.).
Pearson Prentice Hall.

Ling, B.,Hou, L., Li, R., & Wang, S. (2016).
Understanding barriers to medical device

quality. [Innovative Food Science and
Emerging Technologies, 33, 357-364.

Lutf, . M. A. K. M. (2018). Strategic

ANUJR-B. Vol. xx (x), xxxx

management and its relationship to
competitiveness in Yemeni universities
(Doctoral dissertation, Sana’a University,
Yemen).

Menno Van Dijk, et al. (2017). What is
creative leadership? Retrieved January 17,
2024, from
https://www.thnk.org/insights/what-is-

creative-leadership/

Nafea, A. A. Ae(2021). The role of creative
leadershipdn raising the efficiency of worker

performance: yApplication yon the Nile
Petroleum Company (Master’s thesis, Nilein
University, Sudan).

Qandil, ,, A, (2010).0, & Administrative
leadership.and innovation management. Dar
Wael for Printing and Publishing.

Salah,» M., Shahwan, R., & Al-Nasr, F.
(2024).“FBhe impact of leadership and
creativity styles on performance in private
schools in the West Bank. An-Najah Journal
for Research and Humanities, 38(6), 1052—
1092.
https://doi.org/10.35552/0247.38.6.2213

Sternberg, R. J., & Pretz, J. E. (2003). The
propulsion model of creative leadership

(revisited). Creativity and Innovation
Management, 12(1), 55-61.

The Central Bank of Yemen. (2022).
Circular No. (6) of 2021, as amended by
Circular No. (1) of 2022, regarding the
regulatory instructions for remittances

business through the exchange sector.

Zhou, Q., Yeung, J., & Zhou, X. (2002).
Competitive priorities of enterprises in
mainland China. Total Quality
Management, 13(3), 285-300.

17
Published: An-Najah National University, Nablus, Palestine


https://www.thnk.org/insights/what-is-creative-leadership/
https://www.thnk.org/insights/what-is-creative-leadership/
https://doi.org/10.35552/0247.38.6.2213

