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Seren Coffi is a small independent coffee shop in Cardiff built around reuse, openness, and local identity rather than speed or scale. The case shows that it stood out through Welsh signage, transparent chalkboard sourcing, reused furniture, and community events. Innovation literature helps explain why this matters; firms can create value through differentiated experiences and forms of meaning around the core offer (Tidd and Bessant; Trott,2016). Recent search on small foodservice business also shows that care, responsibility, and social meaning can shape how customers interpret a hospitality offer (Tomasella, Ali, and Gill, 2024).
The problem in January 2026 is not a lack of demand. The case states that the product is still wanted and the model is sound. The failure is operational and organisational. Rising costs, poor insulation, equipment issues, and weak founder discipline have left the business brittle. A broken grinder has not been replaced, poetry nights have stopped, and only £2000 remains in petty cash. Hospitality SME research highlights both the vulnerability of small owner-managed firms and the pressure created when several crises hit at once (Ahmed, 2015; Dowell, Bowen, and Morris, 2023).
This report argues that Seren Coffi should not chase rapid growth or accept heavy standardisation from the hospitality group. Instead, it should adopt a value-led recovery package that keeps leadership, governance, and suppliers unchanged while making the current model more reliable.
The proposal combines supplier-supported equipment leasing and maintenance, an insulation or renovation request, a formal owner’s recovery meeting, a limited alcohol licence for selected events, and staged price increases.
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Creativity is usually about producing novel and useful ideas, whereas innovation is about implementing those ideas in practice (Amabile, 1996; Anderson, Potocnik, and Zhou, 2014). Seren Coffi was clearly creative from the start, but the case shows that creativity alone was not enough. Without systems, maintenance, and timely decisions, good ideas become fragile. Amabile’s work is useful here because it shows that context matters as much as imagination when organisations try to innovate (Amabile, 1988).
In hospitality, innovation is often low-tech and experience-based. It may involve atmosphere, service design, partnership, pricing, or routines rather than research laboratories or expensive technology (Den Hertog, Gallouj, and Segers, 2011; Tejada and Moreno, 2013). Knowledge can also come from daily operations and local networks rather than formal departments (Nieves and Diaz-Meneses, 2018; Kim and Shim, 2018). Those fit Seren Coffi closely. Its strongest assets are relational and cultural, so the right innovation stabilises those assets rather than replaces them with a generic chain model.
A narrow capitalist response would prioritise standardisation, faster decisions, and easier replication. That logic has strengths, but it is risky here. Innovation research warns that growth can weaken distinctiveness when firms drift towards imitation rather than protect what makes them different (Turner, 2020).
Open innovation, by contrast, points to leveraging external relationships to strengthen internal capabilities rather than simply standardising everything (Chesbrough, Vanhaverbeke and West, 2014). Business model research makes a related point; value comes from the fit between partners, resources, activities, and customer promise, not from size alone (Foss and Saebi, 2017; Teece,2018). For Seren Coffi, heavy standardisation would weaken the very identity that attracted community support in the first place.
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The recommended innovation is a combined recovery package rather than a single fix. Seren Coffi does not need a total reinvention. It needs a stronger operating frame around an offer that people still value.
The first move should be to press the current coffee supplier to provide an espresso machine on lease and a grinder, both with maintenance cover. This stays within the case rule that suppliers must remain unchanged because it depends on the existing relationship, instead of replacing it. It also addresses the most immediate weakness: unreliable equipment. A café whose grinder is broken cannot protect service quality, speed, or staff confidence. Supply-chain and open-innovation thinking both support this kind of partner-based problem solving when a small firm lacks spare capital and needs an external partner to absorb part of the operating risk (Manners- Bell and Lyon, 2022; Chesbrough, Vanhaverbeke, and West, 2014). 
It is also realistic in the UK market. Suppliers openly advertise free-loan or lease packages that include machines, grinders, and servicing, so Seren Coffi would be asking for a common arrangement rather than a special favour (Capital Coffee, n.d; Storm Coffee Supplies, n.d).
In practice, this would stabilise the service offer faster than waiting to save enough cash for outright replacement, and it does so without breaking the case constraint on supplier continuity.
The second move should be a formal request to the landlord, where appropriate, the council for insulation or building improvement support. The case makes clear makes clear that winter costs are too high and the building performs badly. Carbon Trust guidance for SMEs notes that retrofitting and better energy efficiency can reduce avoidable pressure in existing premises (Carbon Trust, 2019). This matters because Seren Coffi's problem is partly structural, not only commercial. If the business keeps responding to high winter costs only through harder trading, it will remain exposed every year. The creative part of this move is that it treats the promises as a strategic issue rather than background scenery. Even if improvement is gradual, pushing the issue formally can strengthen the coffee shop's position and show that the owners are now dealing with root causes rather than only symptoms.
The third move is a formal owner’s meeting and a written recovery plan. This is not a governance change, but it is a behavioural one. The plan should assign clear responsibilities for weekly checks, chalkboard updates, event relaunch, and supplier communication. Innovation climate research details that value alone does not deliver innovation; implementation improves when accountability is visible, and roles are clear (Martind and Terblanche, 2003; Isaksen, 2007; Hoang, Wilson-Evered, and Lockstone-Binney, 2019).
The fourth move is to apply for a limited alcohol license and use it carefully. GOV.UK confirms that premises selling alcohol need a licence, so this is a regulated but workable route (GOV.UK, n.d.).
The purpose is not to turn Seren Coffi into a bar. It is to support selected poetry nights and community evenings with a small range of prosecco, champagne, and coffee-based alcoholic drinks. This is more consistent with a care-based, community-facing hospitality identity than a random menu expansion (Tomassela, Ali, and Gill, 2024).
The fifth move is a small price increase in four stages while trying to remain around 25 % cheaper than competitors. Stanging matters because Seren Coffi has already shown that customers respond better when change is explained. The earlier case evidence on transparent communication around bean prices suggests that honesty can soften resistance even when some customers still reduce visits. 
Service innovation is not only about launching new products; it also includes how the service system is configured and how value is captured (Den Hertog, Gallouj, and Segers, 2021; Teece, 2018). Here, the staged increase works for two reasons. It improves margins without a sharp shock, and it signals that Seren Coffi still sees affordability as part of its identity. The price rise is therefore not a retreat from values but a controlled attempt to make those values financially supportable.
Viewed briefly through the Business Model Canvas, the package improves key partners, protects key resources, strengthens revenue streams, and reduces cost pressure without forcing a full rebrand (Osterwalder and Pigneur, 2021). That is why it is better understood as business model replacement and renewal than as simple cost-cutting.
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According to Tidd and Bessant (2018), the 4Ps model of innovation can involve product, process, position, and paradigm, not only invention. Seren Coffi's recovery package fits all four, but some parts are stronger than others.
The product element is the small alcohol offer linked to poetry nights and coffee-based evening drinks. It does not replace the core menu, but it extends the offer coherently (Trott, 2016).
Process innovation is stronger. Leased equipment, maintenance cover, a written owner’s plan, and energy action all improve how the coffee shop works day to day. In small hospitality businesses, these back-stage changes can matter more than flashy front-stage ones. Logistics and supply chain thinking highlights the importance of reliable operational flow (Manners-Bell and Lyon, 2022), while hospitality SME crisis research shows how fragile routines can quickly undermine performance (Dowell, Bowen, and Morris, 2023).
The position element comes from presenting Seren Coffi as an affordable, values-led coffee shop with curated evening trade. The stage price rise is part of that position because it keeps the coffee shop accessible while signalling firmer control of the business.
The deepest shift is in the paradigm. The business would move from being idealistic but fragile to being disciplined and values-led. That is not a sell-out; it is a change in how sustainability is understood (Turner,2020).
Overall, this proposal is primarily about process and paradigm innovation, supported by smaller product and positioning changes. That fits a case where the main weakness is implementation rather than a lack of imagination.
The solution comes directly from the case constraints. Since leadership, governance, and suppliers cannot change, the task is to find leverage inside the current system rather than outside it.
That is where the lateral element sits. The supplier becomes a source of stability, not only beans. The building becomes something to negotiate over, not just endure. Poetry nights become both a community activity and a controlled revenue platform. This is close to bricolage, where firms rework what is already available under pressure, and it also reflects open innovation because outside relationships are used to strengthen internal capability (Park and Seo, 2024; Chesbrough, Vanhaverbeke, and West, 2014).
The idea is creative because it avoids the false choice between “scale-up” and “stay pure but fail”. Instead, it looks for a third route: stabilise operations, preserve identity, and then rebuild selected income streams. That is a more suitable form of innovation for a low-tech hospitality business than copying the system of a chain (Tejada and Moreno, 2013).
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Lewin's Force Field Analysis tests whether change is likely to hold by weighing driving and restraining forces (Lewin, 1947). That matters here because Seren Coffi is fragile and short of cash, so sensible ideas still must survive real constraints.
The driving forces are strong. The case says the product remains in demand, so the coffee shop is not trying to revive something unwanted. Seren Coffi already has a differentiated identity built on Welsh culture, transparency, and community. Equipment leasing would reduce one major bottleneck by restoring reliability, and UK supplier practice shows that machine and grinder support packages exist (Capital Coffee, nd). 
Licensed evening events could raise spend per visit without abandoning the coffee shop character, although this depends on approval under the premises licensing system (GOV.UK, n.d.).
Staged price rises offer margin improvement without a sudden shock. Most importantly, the proposal builds on existing strengths instead of requiring a full business replacement, which fits innovation principles that favour adaptation around what already creates value (Tidd and Bessant, 2018).
The restraining forces are also serious. Founder behaviour is the biggest one. If meetings continue to be missed and decisions delayed, the rest of the package will stall. 
Financial weakness is another, because even a staged recovery needs focus when only £2000 remains in petty cash. Landlord or council support may take time, and licensing approval is not immediate. Some customers may also react badly to price rises, even when they are phased.
Hospitality research shows that owner-managed firms often face layered uncertainty and crisis pressure, which makes disciplined follow-through essential (Ahmad, 2015; Dowell, Bowen, and Morris, 2023). There is also a reputational risk: if Seren Coffi announces a change but then implements it inconsistently, customers may read that as further decline rather than recovery.
The proposal is viable, but conditionally so, it is strong because it addresses several linked weaknesses at once and stays close to the coffee shop's identity. It is conditional because success depends heavily on improved owner discipline. Climate research supports this judgment: innovation works better when leadership creates clarity, follow-through, and room for change (Isaksen, 2007; Hoang, Wilson-Evered, and Lockstone-Binney, 2019).
Even if the package does not maximise short-term growth, it can still be justified from a value-creation perspective. It protects a culturally distinctive place, restores community activity, and keeps an ethical local business alive. Research on social value supports judging success by more than scale alone (Kim and Shin, 2022; Lashitew, van Tulder, and Muche, 2020).
Seren Coffi's climate supports innovation because it is rich in meaning, community connection, and trust. The coffee shop's early success with poetry evenings, language exchanges, and transparent sourcing suggests that it can generate strong engagement when energy is focused (Martins and Terblanche, 2003; Dohni, 2008).
At the same time, the climate resists innovation at the point of implementation. Slow decisions, missed meetings, and neglected routine tasks show weak execution. Andreson, Potocnik, and Zhou (2014) state’s that innovation depends on multi-level conditions, not just idea quality. 
Seren Coffi, therefore, does not need a colder culture. It needs a more disciplined version of the caring culture it already has, supported by knowledge sharing and a practical coordinator (Kim and Shim, 2018). That is why the owners' recovery meeting is so important: it is the bridge between a culture that inspires ideas and a culture that can deliver them.
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Seren Coffi should not answer with weakness by becoming generic. The better response is a values-led recovery package that makes the present model workable again: supplier-supported equipment, building improvement pressure, a formal owner’s plan, licensed event-led evenings, and staged price increases. This proposal fits the 4Ps on innovation, is conditionally viable under Lewin's Force Field Analyses, and protects the social and cultural value that makes the coffee shop worth saving.
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This report evaluates how I use an AI language model to develop my original innovation for Seren Coffi. My starting idea was a value-led recovery package rather than a growth plan: supplier-backed machine and grinder support, insulation support, a formal recovery structure between the founders, a limited alcohol licence for selected events, and staged price rises. 
The AI did not help in my decisions or solutions; instead, it helped me test, defend it and present them more clearly. Its stronger contribution was to sharpen the operational logic behind the plan, especially by showing that Seren Coffi's real problem was not lack of demand but organisational fragility.
However, the interaction also has clear weaknesses. The LLM initially treated my connected solutions as separate points, misread some of my summaries, and used overconfident wording that did not fully fit the case. Overall, the exercise showed that AI can be useful as a critical sparring partner, but only when the user remains in control, checks the logic carefully, and refuses weak recommendations.
This report reflects on my use of an AI to develop a creative innovation for Seren Coffi, a small Cardiff coffee shop, facing rising costs, weak cash flow, equipment problems, slower service, and declining founder discipline. In creativity terms, an idea is normally expected to be both novel and useful, while innovation is the process of turning ideas into practical value within an organisational setting (Runco and Jaeger, 2012; Tidd and Bessant, 2018). I did not need the AI to inspire or to reflect in my solutions. I needed it to challenge my solutions, so I can verify my judgment. 
The wider research suggests that generative AI can support ideation, act as a co-creative partner, and help users work through uncertainty, but that its outputs still require human oversight and judgement (Karimi et al., 2020; Kasneci et al., 2023; Wingstrom, Hautala, and Lundman, 2020).
My starting solution was built around five linked actions. First, Seren Coffi should negotiate a lease or hire support for the coffee machine and grinder, with maintenance, through the current supplier.
Second, it should seek insulation support from the landlord or council to reduce cost pressure.
Third, the two founders should agree on a formal recovery structure so that responsibilities, actions, and follow-up no longer drift.
Fourth, the coffee shop should consider a limited alcohol licence for selected events as a secondary income source.
Fifth, prices should increase gradually in stages, so margins improve without breaking the brand’s fairness-based identity.
At the same time, I was aware that the model could misread context or produce polished but weak reasoning, so I approached the interaction critically rather than passively (Dwivedi et al., 2023).
The main weakness was that the LLM initially treated my solution as if it were a list of separate recommendations. That led it to challenge the pricing stages and the alcohol licence too harshly, because it responded as though those points were meant to carry the entire recovery alone. I had intended all five actions to work together. Once I explained more clearly, the model revised its judgment and accepted that the plan was stronger as a package than as isolated points.
The model also produced wording that did not always fit the case well. For example, it referred to “written discipline”, which sounded top-down and slightly misplaced, given that both people involved were founders. I had to correct that and push the conversation towards “formal recovery structure” or “written operating routine”, which was much closer to what I meant.
This experience matches broader concerns about LLM output. Generative AI often produces plausible and fluent responses, but fluency can hide shallow interpretation, awkward assumptions, or overconfident framing (Bender et al., 2021; UNESCO, 2023). The problem is not always a factual hallucination. Sometimes it is conceptual slippage; the answer sounds strong but misses the user’s actual logic.
A practical issue was that the quality of the output depended heavily on how carefully I framed follow-up prompts. When I gave the model a summary, it sometimes filled the gaps too quickly. I had to keep correcting the context and reminding it that the solution was connected rather than fragmented. This supports the view that AI outputs are shaped by prompt design and user steering, not just by the model’s internal ability (Kasneci et al., 2023; UNESCO, 2022).
Another issue was the risk of normalisation. Some of the LLM’s early responses drifted towards a generic operational turnaround, which could have flattened Seren Coffi's district values-led identity. This is an important limitation because creativity is not only about solving a problem efficiently, but it is also about preserving meaning, fit, and context (Amabile and Pratt, 2016). Research suggests that generative AI can enhance individual ideation but also reduce the diversity of output if users rely on it too heavily (Doshi and Hauser, 2024). I could see that risk in this task. Studies have shown that LLMs generate inaccurate or fabricated citations and references, which makes source-checking essential in academic work (Chelli et al., 2024).
Overall, I would describe the AI’s role in this task as developmental rather than authorial. It did not originate the innovation. The core solution remained mine. What the LLM contributed was pressure-testing, reframing, and sharper sequencing. It acted more like a critical friend than a designer. This is consistent with co-creativity research, which suggests that AI can productively interact with human users, but that meaningful judgment, interpretation, and contextual fit still rest with the human partner (Karimi et al., 2020; Wingstrom, Hautala, and Lundman, 2022).
However, that value depended on resistance as much as acceptance. The best moments came when I challenged the LLM’s answer, not when I simply received it. Some studies suggest that AI can support creative performance or idea generation, while others warn that repeated use may narrow diversity or weaken independent thinking if the user becomes too reliant on machine-generated structures (Thomas et al., 2024; Toma and Yanez-Perez, 2024; Doshi and Hauser, 2024). 
There are also ethical and educational issues. UNESCO’s guidance emphasis human oversight, transparency, and critical use of generative AI in learning and research, rather than blind delegation (UNESCO, 2022; UNESCO, 2023). Similar concerns appear in higher education research, where students often see value in generative AI but still need boundaries and critical literacy (Arowosegbe, Alqahtani, and Oyelade, 2024). This reflects my own conclusion. AI was useful here, but only because I already understood the case well enough to argue back.
Using an AI LLM helped me argue about my innovation for Seren Coffi, but it didn't replace my thinking. Its main value was that it sharpened the language, exposed weak points in the presentation, and helped me frame the recovery as a clearer operational sequence. It also confirmed that the case was fundamentally about fragility rather than demand. At the same time, the exercise showed clear limits,
The model initially misunderstood the connected nature of my solution, used clumsy wording around the founders, and risked pushing the answer into a more generic form. I therefore conclude that AI worked best as a tool for challenge and refinement, not as a source of final judgment. The final innovation remained a values-led operational recovery shaped by human readings of the case, with AI used to test, pressure, and improve it.
AI should be used as a tool and not as a replacement for human thinking; it cannot be used to make critical decisions. AI most often generates incorrect answers, with unverified sources. It must be remembered that AI does not have consciousness, therefore we cannot trust that the information it gives us is correct or wrong.
In conclusion, AI cannot be employed in academic tasks beyond study, and even in that context, it requires assessment and verification due to numerous unfounded assumptions and untested assertions. But in study and when you question people's choices and feelings, it can be quite beneficial to make you think differently.
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Thought for a couple of seconds

Read.

[ R

Go ahead.

this is a study case , just read it.

now i will upload the issues i found and the solutions...

N

&3
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Acknowledged.

(SRR )

Seren Coffi still has demand, but it is struggling with rising costs, poor
insulation, broken equipment, supply problems, very low cash, slower
service, and weak owner discipline. This has caused visible decline, such
as stopped events and less transparency.

The report suggests a values-led recovery instead of major growth or
standardisation. The main solutions are: lease a coffee machine and
grinder with maintenance from the current supplier, seek insulation
support from landlord or council, hold a formal owners’ recovery
meeting, introduce a limited alcohol licence for selected events, and
raise prices gradually in stages.

just acknowledge.

N

now i want you to, find better solution and real solution than i did.
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Yes. Your solution has some good instincts, but it is still too fragmented.

The real problem at Seren Coffi is not mainly pricing, alcohol, or insulation on their own. The real problem is
that the café has demand but cannot convert that demand into stable, repeatable trading because
operations have become brittle. The queue is slow, equipment is unreliable, decisions are drifting, and the

owners are no longer running the place with discipline. Confidence: 0.93

So the better solution is not a list of separate fixes. It is one joined-up turnaround:
Better solution: a 90-day operational reset, not expansion

1) Stabilise the core service first

Confidence: 0.92
For the next 8 to 12 weeks, Seren Coffi should move into a controlled recovery mode.
That means:

* reduce the menu at peak times to the fastest, best-selling drinks and food items

* stop any low-value complexity that slows the queue

* return opening hours to the periods that actually' ~ake money

® create a tighter front-of-house flow so customers ure served faster

* use the £2,000 mainly to remove service bottlenecks, especially the grinder problem
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This is stronger than your version because it attacks the daily operating failure directly. At the moment, the
café is losing not because people do not care, but because the experience has become harder to deliver

consistently.

2) Turn the supplier relationship into an emergency continuity plan

Confidence: 0.88
Your lease idea is good, but it should be sharper.

Do not frame it only as “lease a machine and grinder.”

Frame it as a continuity agreement with the current supplier:

* urgent grinder replacement or loan grinder
* maintenance cover for the espresso machine
® servicing priority because the café is still actively trading

o short-term payment flexibility if possible

That stays within the rule of not changing suppliers, but i

s more realistic than waiting for a normal repair

cycle. Without reliable equipment, nothing else matters.

3) Replace informal owner discussion with a written recovery discipline

Confidence: 0.91 3

Your “formal owners’ meeting” is too soft on its own.
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The better version is:

* one written 90-day recovery plan

* one founder responsible for daily operations and service flow

* one founder responsible for finance, community activity, and supplier follow-up

* one short weekly review with fixed measures: sales, queue problems, cash position, equipment issues,

and event performance
This does not change leadership or governance. It simply forces discipline back into the existing structure. In
the case study, drift and fatigue are central problems, so this is one of the most real solutions available.
4) Rebuild revenue through what already fits Seren Coffi's identity

Confidence: 0.87
I would not make the alcohol licence a main solution.

It may help later, but right now it brings delay, admin, compliance issues, stock risk, and identity risk. Seren
Coffi is not failing because it lacks alcohol. It is failing because its core model is no longer being executed
well.

A stronger revenue move would be:

® restart just one signature community event each month, not many
* use pre-booking or ticketed donation format so  ats do not become chaotic

* pursue the civic events opportunity already hinted at in the case
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* offer pre-orders or coffee-and-pastry packages tor local meetings, offices, and council activity
That is more realistic because it uses existing reputation and demand, instead of adding a new licensing
burden during a fragile period.

5) Use pricing carefully, but do not rely on pricing alone

Confidence: 0.89
Your staged price rises make sense, but they are not enough by themselves.
The better approach is:

* small, phased price increases on selected items
* preserve a few visible “fair value” items so customers do not feel betrayed

* improve margin through mix, bundles, and add-ons rather than broad blunt increases

That fits the café’s values better. It protects the fairness story while still helping cash flow.

6) Treat insulation as secondary support, not the main turnaround

Confidence: 0.84

Seeking landlord or council help is sensible, but it is slow and uncertain.

So yes, pursue it, but do not build the turnaround around it.

N

The main recovery must come from:
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o faster service

o reliable equipment

o tighter hours and offer

o disciplined management

® better use of the existing brand and community demand

Best overall answer
The strongest solution is this:
Seren Coffi should adopt a short-term operational recovery strategy that protects its values but

temporarily simplifies the business, restores equipment reliability, tightens owner discipline, and

monetises its existing community demand through better service and small-scale local catering/events.

That is better than your current version because it solves the actual failure point: not lack of demand, but

weak execution.

What | would keep from your ideas
Confidence: 0.90
Keep:

* supplier-supported equipment solution N
¢ landlord/council insulation request
e phased price adjustment
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Change:

* make the owner meeting a strict 90-day control routine
¢ remove alcohol licence as a main recommendation

* replace it with core-service stabilisation plus civic/local pre-order revenue

Weighted overall confidence: 0.89

Your current answer is not wrong. It is just too scattered. The stronger answer is a disciplined reset of the
operating model before any lifestyle additions or semi-growth ideas.

6 Pao

on number two you stated , you said should be sharper, that was just a
summary of it.

Thought for 4s
Fair point.
If number two was only a summary, then | would revi- *hat criticism.

N

In that case, your supplier-based equipment solution is already a strong and realistic one, because it stays
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in summary form it looked narrower than it probably is.
So | would restate it like this:

Seren Coffi should negotiate a support package with its current supplier covering lease or hire of the
coffee machine, grinder replacement or temporary loan equipment, and servicing/maintenance support,

so the café can restore reliable daily trading without changing suppliers.
That is a proper solution, not a weak one.
So the correction is:

* your number two is valid
* it does not need replacing
* itonly needs presenting in a fuller, more operational way

My real challenge to your set would stay elsewhere:
* owner discipline needs to be made stricter and more measurable
® the recovery should focus more on simplifying service flow

* the alcohol licence is still weaker than the equipment and management fixes

So on that point, yes, you were right to push back.
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on your third solution, are you suggesting that , the owners should
create that plan in writing, and not just having a chat about it?

Thought for a second
Yes, in writing.

A short chat can start it, but a written plan makes it usable and accountable. It gives them clear actions,
deadlines, priorities and ownership, which matters more in a struggling business where informal discussions
can easily be forgotten or avoided.

(SN RNV NS

and if they wont respect the plans? whats gonna be the consequences?

N
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Then the written plan becomes evidence that the problem is not lack of ideas, but lack of execution.
The likely consequences would be:

* the same operational failures keep repeating, like missed shifts, poor decisions, delayed repairs and
weak follow-through

® cash pressure gets worse because small problems are left to build up

o staff confidence drops because leadership looks unreliable

® the customer experience declines further, so queues, inconsistency and reputational damage continue

® any partnership or recovery strategy becomes much less viable, because external partners will not trust
undisciplined owners

* in the end, the business may fail not because the concept was bad, but because the owners could not
commit to the recovery actions

For your case, that is actually a strong critical point: the written plan only works if the owners are willing to
follow it. If they do not, then owner disengagement becomes a restraining force in Lewin’s Force Field

Analysis, and it seriously weakens the viability of the whole solution.

6 Pao
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can happen all this with just a serious chat as well.

Thought for a few seconds
Yes.

A serious chat can still lead to the same consequences if they ignore it afterwards. The real issue is not

whether they talked or wrote, but whether they actually follow through.

The difference is that a written plan makes failure easier to identify because it shows clearly:
‘who was meant to do what,

by when,

and what was not done.

So the chat may be enough to start, but the written version gives stronger accountability and stronger

analysis in your report.

6 Pao
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on the fifth one, the pricing i was mentioning, was purely because , now
they have a strong competition, and they cannot afford to create same
types of offers as the competition do, so at least they will be for a while
, until the full price reflects the products , with 25% cheaper than them.

Thought for a few seconds
Yes, that makes sense.

In that form, your pricing idea is not just “cut prices to compete.” It is a temporary defensive positioning
strategy:

® they cannot match the chain’s offers in volume or promotional spending
* so they use a lower relative price point for a period
® staying about 25% cheaper helps protect demand while they recover operations

o later, prices can rise gradually until they better reflect the true value of the product

That is a much stronger argument than a simple discounting idea, because it is linked to context, cash

pressure and competitor strength. N2
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The critical point is this: it should be presented as controlled temporary underpricing, not as a long-term
low-price strategy. Otherwise it could damage margins too much for a small independent café already under

pressure.

So overall, yes, your logic is sound:
short-term lower pricing to stay competitive and retain customers,

then phased increases once service, equipment and trading stal
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and the sixth one, i was referring purely defending the costs, they only
have 2000 pounds cash budget, and they have several other
emergency fixes than the insulation, so then the last option was at least
to try with the landlord or even the council. costs nothing....

Thought for a couple of seconds
Yes, that is a reasonable point.

In that version, it is not a main investment proposal. It is a no-cost or near-no-cost fallback option because
their £2,000 cash has to cover more urgent operational problems first.

So your logic is:

insulation may help, but they do not have the money to fund it themselves

internal cash should go to the most immediate trading pressures

asking the landlord or council costs little or nothing

even if support is not guaranteed, the request itself is low-risk
N
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Yes, that is a reasonable point.

In that version, it is not a main investment proposal. It is a no-cost or near-no-cost fallback option because
their £2,000 cash has to cover more urgent operational problems first.

So your logic is:

insulation may help, but they do not have the money to fund it themselves

internal cash should go to the most immediate trading pressures

asking the landlord or council costs little or nothing

* even if support is not guaranteed, the request itself is low-risk

That makes it easier to defend, because you are not claiming it as a certain solution, only as a sensible

attempt to reduce pressure without using scarce cash.

The strongest way to present it is as a supportive secondary action, not the core recovery measure.

(SN RNV NS
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