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Task 1:  1.1 Executive Summary:
This report analyses the role of creativity and innovation in improving customer experience at Seren Coffi, an independent café in Cardiff. The café currently faces challenges including customer dissatisfaction, slow service, and unclear waiting processes, which negatively affect customer engagement.
The report argues that the main issue is not only operational efficiency, but also the psychological experience of waiting. Research shows that customers respond more to how waiting feels rather than the actual waiting time. When waiting is unclear or unstructured, customers are more likely to feel frustrated, even if the delay is short. A critical analysis of creativity and innovation theories highlights that small businesses do not always need expensive technological solutions. Instead, innovation can focus on improving customer perception and emotional experience. The report applies concepts such as customer experience, value creation, and the 4Ps of innovation to explain how Seren Coffi can improve its service.
Based on this analysis, the report proposes a low-cost, psychologically designed innovation. This includes introducing a visible waiting indicator (such as an hourglass or timer) to reduce uncertainty, and creative engagement activities such as poetry writing during waiting time. A monthly poetry initiative is also suggested to strengthen customer connection and community identity. The idea was developed through a structured creativity process, combining case study insights, academic theory, and practical examples. Lewin’s Force Field Analysis shows that the innovation is feasible, with strong driving forces such as the café’s community focus and available budget, although some restraining forces like staff resistance and operational issues must be managed.
The report concludes that Seren Coffi can significantly improve customer satisfaction and engagement by focusing on how customers feel during waiting, rather than only reducing waiting time. However, it also recognises the need for a balanced approach that combines psychological improvements with basic service efficiency. Overall, the report demonstrates that simple, creative, and customer-focused innovations can create meaningful experiences and support long-term business success.
1.2 Introduction 
Creativity and innovation are essential for businesses operating in competitive markets. Creativity involves generating useful ideas, while innovation refers to applying them to create value (Tidd and Bessant, 2021; Trott, 2016; Dodgson et al., 2020). These concepts support service improvement and help businesses respond to customer needs.
In service businesses, customer experience is a key factor. It refers to how customers feel when interacting with a business (Verhoef et al., 2009; Lemon and Verhoef, 2016; Becker and Jaakkola, 2020). For small cafés, competing with large organisations is challenging, so creating a positive and meaningful experience is essential.
Seren Coffi is an independent café in Cardiff that focuses on community, culture and social interaction. The café organises activities such as poetry evenings, which encourage customer connection. However, the case study shows that the café faces challenges such as customer dissatisfaction, slow service and internal operational issues, which have reduced engagement.
One key concept in this report is the psychological perception of waiting. This refers to how customers feel about waiting, rather than how long they actually wait (Maister, 1985; Kahneman, 2011). When waiting is unclear, customers may feel frustrated, even if the delay is short. This suggests that customer satisfaction depends not only on speed, but also on how the service is experienced.
Therefore, this report focuses on the experience of waiting and its impact on customer engagement. It applies creativity and innovation theories to analyse the problem and proposes a solution to improve how customers experience waiting in a simple and cost-effective way.




.
1.3  Critical Analysis of Creativity and Innovation 
Creativity and innovation are essential for organisations operating in competitive markets. Businesses must improve services and respond to customer needs (Drucker, 1985). Creativity involves generating useful ideas, while innovation applies them to create value (Tidd and Bessant, 2021; Trott, 2016). More recent research highlights that innovation focuses on improving customer experience (Dodgson et al., 2020; Anderson et al., 2021). In many business environments, innovation focuses on efficiency, speed and cost reduction to gain competitive advantage (Porter, 1985; Drucker, 1985); however, this may overlook customer experience.
This approach can be seen in large coffee chains, which use technologies such as mobile ordering and automation to improve efficiency (McKinsey, 2015). However, customers also care about how they feel during the service, not only how fast it is. This highlights both functional and emotional aspects of customer experience (Lemon and Verhoef, 2016; Becker and Jaakkola, 2020). Customers often judge service based on their feelings rather than performance, meaning efficient service may still lead to dissatisfaction (Kahneman, 2011; Lemon and Verhoef, 2016). Kahneman (2011) and Maister (1985) show that customer experience depends on perception.
In Seren Coffi, customers have experienced dissatisfaction during waiting (Case study), suggesting the problem is not only waiting time but how it is experienced. A traditional solution would focus on efficiency; however, this may not be realistic and does not fully address the psychological experience. Value is reduced during the waiting stage, where customers may feel frustrated or disconnected (Maister, 1985; Lemon and Verhoef, 2016). Porter’s Value Chain (1985) explains how value is created and lost in business processes; however, it focuses mainly on operations and gives limited attention to customer experience. Improving this stage can increase customer satisfaction.
The café is also a social space where customers value connection and belonging (Oldenburg, 1999; Baumeister and Leary, 1995). Cultural activities create emotional value, but negative waiting experiences can reduce engagement and loyalty (Lemon and Verhoef, 2016; McColl-Kennedy et al., 2019).
The 4Ps of innovation (Tidd and Bessant, 2021) show that innovation can occur in product, process, position and paradigm. In Seren Coffi, the issue relates to process and position, showing that innovation can improve service experience rather than technology. From this perspective, the problem is both operational and psychological. Improving perception can be as important as improving speed. However, both actual and perceived waiting time affect satisfaction, so a balanced approach is needed (Davis and Heineke, 1994).
Overall, Seren Coffi’s main challenge is customer engagement and the psychological experience of waiting, providing a strong foundation for developing a realistic innovation


1.4  Innovation Proposal: A Psychologically Designed Customer Engagement Experience
To address the problem identified in Seren Coffi, this report proposes an innovation based on psychological service design. The aim is not only to reduce actual waiting time, but to improve how customers experience waiting and increase engagement. This approach is suitable for Seren Coffi, as it focuses on perception and emotional experience rather than relying on expensive technological solutions; however, its success depends on effective implementation.
The idea was developed through case study analysis, class lectures and practical examples. It was identified that the main issue occurs during the waiting stage, where customers feel frustrated or disconnected (Maister, 1985). This suggests that the problem is not only operational, but also psychological, which may be overlooked in traditional solutions.
Waiting often feels shorter when customers are given clear information or something to focus on (Maister, 1985). For example, in countries such as China and Japan, visual systems like traffic lights are used to manage queues and reduce uncertainty for customers. This shows how simple visual tools can improve the waiting experience. This demonstrates that time perception can be influenced by design. When customers understand waiting time or feel engaged, they are more comfortable, which is supported by research on customer experience (Lemon and Verhoef, 2016).
The first part of the innovation is a visible waiting indicator, such as an hourglass or timer, to reduce uncertainty. The second part focuses on customer engagement through creative activities, where customers can write short poems or messages while waiting. This makes the experience more meaningful and improves engagement (Lemon and Verhoef, 2016; Batat, 2022); however, not all customers may participate.
To strengthen this idea, Seren Coffi could introduce a monthly poetry initiative, where selected poems are displayed or printed on coffee cups. This creates emotional connection and encourages repeat visits, increasing engagement and loyalty (Lemon and Verhoef, 2016).
This approach is supported by the experience economy, which emphasises creating memorable experiences (Pine and Gilmore, 1999), and servicescape theory, which explains how environments influence customer behaviour (Bitner, 1992). It also aligns with the 4Ps of innovation (Tidd and Bessant, 2021), particularly process and position, as it improves service experience and strengthens brand identity; however, successful implementation depends on consistency.
From a practical perspective, this innovation is simple and low-cost. The £2,000 budget can support visual tools and engagement materials (Case study), making the idea achievable. However, this proposal must be evaluated critically. If waiting times are too long, engagement alone may not reduce dissatisfaction, and some customers may prefer fast service. Therefore, the system should remain simple, optional and supported by basic service efficiency.
Overall, this innovation provides a creative and realistic solution to Seren Coffi’s problem. By improving how customers feel during waiting and encouraging engagement, the café can create a more positive and memorable experience.




1.5  Creativity Process
The development of this innovation followed a structured creative process. The first stage involved identifying the main problem through the case study. The case study highlights that customers experienced “dissatisfaction due to slow service and unclear waiting processes”. This shows the issue is not only waiting time, but how it is experienced. As a result, the focus of the idea was on improving the psychological experience of waiting rather than only reducing waiting time (Maister, 1985; Lemon and Verhoef, 2016).
The second stage involved exploring different possible solutions. Both operational and psychological approaches were considered. However, solutions such as hiring more staff or using advanced technology may not be realistic for a small business with limited resources. This led to a focus on simple and low-cost solutions that could improve customer experience (Tidd and Bessant, 2021). At this stage, different ideas were also evaluated to select the most suitable solution. This is similar to idea screening, where ideas are assessed based on their practicality and suitability for the business (Tidd and Bessant, 2021).
The idea was also influenced by the identity of the café. The case study states that Seren Coffi aims to create “a strong sense of community through social and cultural activities”. This helped shape the idea of using creative engagement, such as poetry, as part of the waiting experience. This builds on the café’s strengths and makes the solution suitable (Oldenburg, 1999; Becker and Jaakkola, 2020). In addition, the development of the idea was influenced by class lectures and examples discussed during the module. For example, it was observed that waiting feels shorter when people are given clear information or something to focus on (Maister, 1985; Lemon and Verhoef, 2016).
The process also involved identifying where value is created and lost in the service. It became clear that the waiting stage is a key point where value is reduced, as customers may feel frustrated or disconnected (Maister, 1985). This helped shape the final solution, focusing on improving the waiting experience rather than changing the whole business model. This supports the idea that managing key activities is important for creating value (Porter, 1985; Becker and Jaakkola, 2020).
Overall, this process shows that creativity is not only about generating ideas, but also about understanding problems and developing suitable solutions (Amabile, 1996; Anderson et al., 2021). The idea was developed through a combination of case study analysis, academic theory and practical examples, making it realistic and relevant to Seren Coffi.

1.6  Lewin’s Force Field Analysis 
Lewin’s Force Field Analysis (1951) is a model used to understand organisational change by identifying forces that support and resist change (driving and restraining forces). Change is more likely to occur when the driving forces are stronger than the restraining forces; however, the model can be criticised for presenting change as static rather than continuous (Burnes, 2020).
In Seren Coffi, the proposed innovation can be analysed using this model to understand factors that support or limit its implementation (Case study).
Driving Forces:
• Strong community identity of the café, which supports social and creative activities
• Customer interest in engagement and cultural experiences (Oldenburg, 1999; Becker and Jaakkola, 2020)
• Low-cost nature of the innovation, making it easy to implement
• Availability of £2,000 budget to support simple changes (Case study)
• The café’s focus on creativity and social interaction
Restraining Forces:
• Limited financial resources beyond the available budget
• Internal operational issues, such as slow service and lack of structure (Case study)
• Possible staff resistance to change if they do not understand the idea (Anderson et al., 2014)
• Some customers may prefer fast service rather than engagement activities
• Lack of clear processes for implementing new ideas (Mintzberg, 2009; Burnes, 2020)

Overall, the driving forces appear stronger than the restraining forces. There are more supporting factors, such as strong engagement and low cost, than resisting factors, suggesting that the innovation is likely to be successful. However, this assessment may oversimplify the complexity of implementation, as the strength of forces can change over time.
The total strength of the driving forces is higher than that of the restraining forces, indicating that change is achievable. However, the restraining forces, such as operational issues and staff resistance, may still affect implementation if they are not managed properly. Therefore, it is important to reduce these barriers through clear communication, staff involvement and simple processes (Mintzberg, 2009; Anderson et al., 2014).
A visual representation of this analysis is provided in Appendix 1.

1.7  Organisational Climate for Innovation 
Organisational climate plays an important role in creativity and innovation. It refers to how employees experience the organisation in practice (CIPD, 2023). Even with strong values, innovation may not occur if employees do not feel supported.
In Seren Coffi, the café has a positive environment that values community and social interaction. This supports creativity. Organisations that encourage participation are more likely to generate new ideas (West and Farr, 1990). However, the organisational climate may not fully support innovation. The case study highlights internal challenges such as slow decision-making and lack of structure (Case study). These issues can reduce the ability to implement new ideas. Unclear roles can also create confusion and delay decisions (Mintzberg, 2009).
Implementation also depends on psychological factors such as motivation and communication. Employees who feel involved are more likely to support innovation, while those who feel uncertain may resist change (Anderson et al., 2014).From a psychological perspective, organisational climate influences behaviour. A supportive environment encourages creativity, while a negative one reduces motivation. This is important in Seren Coffi, where employees affect customer experience. However, there may be a gap between the café’s creative identity and its internal processes. This suggests that innovation may be limited not by ideas, but by implementation challenges.
To improve organisational climate, Seren Coffi should strengthen communication and employee involvement. A flexible approach can also help the business respond to challenges (CIPD, 2023; Turner, 2020). Overall, Seren Coffi has the potential to support innovation, but improvements in internal processes are necessary for successful implementation.
 
        1.8 Recommendations 
To improve customer engagement and the psychological experience of waiting, Seren Coffi should introduce simple changes focusing on customer perception and emotional connection; however, these changes must be supported by effective implementation.
Firstly, the café should introduce a visible waiting system, such as an hourglass or timer. This helps customers understand how long they will wait and reduce uncertainty. Research in queue psychology shows that waiting with clear information feels shorter and less frustrating than waiting without explanation (Maister, 1985; Lemon and Verhoef, 2016). By improving how waiting is perceived, the café can increase customer satisfaction without changing service time, although this may not fully address long delays.
Secondly, Seren Coffi should develop customer engagement activities such as poetry participation. Customers can be invited to write short poems or read messages while waiting. This helps customers feel involved and creates a stronger emotional connection, which improves customer engagement (Lemon and Verhoef, 2016; Batat, 2022). It also helps reduce stress, making the waiting experience more positive. This approach is aligned with the café’s identity as a community and cultural space, which strengthens its position in creating meaningful customer experiences (Pine and Gilmore, 1999); however, not all customers may choose to participate.
In addition, Seren Coffi should improve internal communication and staff involvement. Employees should understand the purpose of the system and be encouraged to support it. Clear communication can reduce resistance to change and improve implementation (Mintzberg, 2009; Anderson et al., 2014), although this depends on consistent management support. Engaged staff contribute to a more positive atmosphere.
These recommendations are realistic, low-cost and aligned with the café’s identity. The case study indicates that £2,000 is available, which can be used to implement these changes, such as visual tools and engagement materials (Case study). This ensures that the solution is financially achievable, although budget limitations may restrict further development. However, these recommendations should be supported by basic improvements in service efficiency. If waiting times become too long, customer satisfaction may still be affected. Therefore, a balanced approach is required, combining psychological improvements with effective service management (Davis and Heineke, 1994).

      1.9 Conclusion 
In conclusion, this report has demonstrated that the main challenge facing Seren Coffi is not only operational, but also psychological. Customers do not only react to how long they wait, but to how they experience waiting. When waiting is unclear, it creates frustration and reduces customer satisfaction.
Although Seren Coffi faces multiple challenges, this report has focused on the psychological experience of waiting and its impact on customer engagement. This allowed a deeper analysis of a key issue affecting customer perception, while also providing a realistic and cost-effective solution.
The report has shown that simple psychological strategies, such as visual waiting indicators and engagement activities like poetry, can improve customer experience and strengthen emotional connection. These solutions are aligned with the café’s identity and can be implemented using available resources; however, their success depends on effective implementation.
However, psychological improvements alone are not sufficient. A basic level of operational efficiency is still required to meet customer expectations. Therefore, a balanced approach combining service improvement with a focus on customer perception is essential.
Overall, this report highlights that understanding customer behaviour is critical for successful innovation. By focusing on how customers feel, Seren Coffi can create a more engaging and sustainable experience. This reflects the importance of combining creativity and innovation with an understanding of customer experience in modern service businesses, although ongoing challenges may remain.
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Task 2:
2.1 Executive Summary
This report critically evaluates the use of artificial intelligence (AI), specifically ChatGPT, in developing an innovative solution for Seren Coffi, an independent café in Cardiff. The original idea presented in Part 1 focused on improving the customer waiting experience through visible queue systems and engagement activities such as poetry. This idea was based on academic theory and case study analysis, and AI was later used to further develop and refine it.
The findings show that AI was useful in improving the structure, creativity, and overall development of the innovation. It helped transform the idea from separate solutions into a more connected “experience system” and strengthened the focus on customer feelings and experience. However, there were also some limitations, including a lack of specific context, general responses, and the need for human judgement.
Overall, this report shows that understanding customer behaviour is essential for successful innovation. By focusing on customer experience, Seren Coffi can create a more engaging and sustainable service, which may improve customer loyalty and its competitive position. This demonstrates that innovation is not only about efficiency, but also about creating meaningful experiences that provide long-term value, although some challenges may still remain.







2.2 Introduction:
In recent years, artificial intelligence has become an important tool in supporting creativity and decision-making in business contexts (Dwivedi et al., 2021). AI can assist in idea generation, problem-solving, and evaluation; however, its outputs require careful critical assessment to ensure relevance and applicability. This is particularly important as AI is increasingly shaping customer interactions and service environments in modern businesses (Rust and Huang, 2014; Davenport et al., 2020).
In this project, AI was used to develop an existing innovation rather than create a completely new one. The original idea focused on improving customer experience during waiting through psychological design, including visible waiting indicators and creative engagement activities. AI was then applied to enhance this idea by improving its structure, depth, and creativity. These approaches are supported by research on customer experience and service interactions (Lemon and Verhoef, 2016; Becker and Jaakkola, 2020).
Importantly, AI was used through a process of critical questioning. The aim was not only to generate ideas but also to challenge them, test their weaknesses, and evaluate their realism. This approach ensured that AI supported learning rather than replacing independent thinking.
        2.3 Use of AI in Developing the Idea
I used ChatGPT to support the development of my innovation by asking targeted and critical questions. These questions helped expand my thinking and allowed me to explore both strengths and weaknesses of the idea.
The main questions I asked included:
· “How can I improve the structure of this innovation?” (Appendix 2)
· “Can you explain more about the idea?” (Appendix 11) 
· “By applying this idea what are the weaknesses that should be taken into consideration?” (Appendix 20)
· “Could this idea fail in a real café environment?” (Appendix 28)
· “How can this idea affect customer experience negatively?” (Appendix 36)
· “How realistic is this idea for a small business?” (Appendix 43)
These questions were important because they encouraged deeper analysis rather than simple idea generation. The AI responses provided suggestions for improving creativity, structuring the idea, and identifying risks such as operational pressure and customer dissatisfaction.
This process demonstrates that the quality of AI output depends strongly on the quality of the questions asked. More critical and specific questions led to more useful and analytical responses.

2.4 How AI Supported the Development of the Innovation
One of the main contributions of AI was helping to transform the innovation from a simple idea into a more structured system. Initially, the solution consisted of separate elements such as a timer and poetry-based engagement activities. AI suggested integrating these into a “Meaningful Waiting Experience System”, which reframed the idea as a complete customer journey rather than isolated actions.
This aligns with innovation theory, which highlights the importance of systems thinking in creating value (Tidd and Bessant, 2021). It also reflects broader research on innovation processes, where integration improves customer experience outcomes (Dodgson et al., 2020). By structuring the innovation into stages such as arrival, waiting, and post-service experience, the idea became more strategic and easier to implement.
Another important aspect of the innovation, developed in Part 1, was improving the visual structure of waiting through tools such as an hourglass. This approach helps reduce uncertainty and makes waiting feel more predictable, which is important because unclear waiting can increase frustration even if the actual time is short (Maister, 1985). During the AI interaction, this idea was reinforced and supported rather than generated, as AI highlighted the importance of visible and structured waiting systems in improving customer perception. This distinction is important, as it demonstrates that AI was used to develop existing ideas rather than replace original thinking.

AI also helped strengthen the psychological foundation of the innovation by reinforcing key concepts such as uncertainty reduction, occupied versus unoccupied time, and emotional connection. These concepts are supported by existing research, which shows that structured and meaningful waiting can improve customer satisfaction (Kahneman, 2011; Lemon and Verhoef, 2016).

2.5  Enhancing Creativity Through AI
Another important contribution of AI was increasing the level of creativity in the innovation. Initially, the idea was realistic but relatively simple. Through questioning, AI encouraged the introduction of more engaging and emotionally meaningful elements.
As a result, additional features were developed, such as the “Pay-with-a-Poem” concept, a living poetry wall, and interactive waiting experiences. These ideas reflect the principles of the experience economy, where businesses create memorable experiences rather than focusing only on functional value (Pine and Gilmore, 1999). This is supported by research showing that emotional engagement strengthens customer relationships and loyalty (Batat, 2022; Hollebeek et al., 2019).
Importantly, AI suggestions remained aligned with the identity of Seren Coffi. The café already has a community and cultural focus, meaning that these ideas extended existing values rather than introducing completely unrelated concepts. This is important because innovation is more effective when it builds on organisational identity (Drucker, 1985). This also reflects modern marketing approaches that combine technology with human-centred value creation (Kotler et al., 2021).
However, critical questioning also revealed that creativity can create risks if not carefully managed. This helped keep the idea balanced between being creative and practical.




2.6  Critical Evaluation of AI Recommendations
Although AI provided valuable support, its recommendations required careful evaluation. One key limitation was that AI often focused on improving the experience of waiting rather than addressing the core operational issue of slow service.
Research shows that both actual waiting time and perceived waiting time influence customer satisfaction (Davis and Heineke, 1994). This is also supported by service management research, which highlights the importance of operational efficiency in customer experience (Johnston and Clark, 2008).
Another limitation is that AI assumed customers would engage positively with creative activities. However, customer preferences vary, and some individuals prioritise speed and convenience over interaction (Bitner, 1992). Customer experience research also shows that service environments influence behaviour differently depending on customer expectations (Verhoef et al., 2009).
In addition, there is a risk of giving customers too much information. If customers are required to read, write, or interact while waiting, this may create mental pressure rather than relaxation. According to cognitive load theory, too much information can increase stress instead of improving experience (Sweller, 1988). This is further supported by design research, which shows that overly complex experiences can reduce usability (Norman, 2013).
Furthermore, AI did not fully consider practical limitations, especially staff workload. Service quality research highlights that employee performance is critical to customer satisfaction (Parasuraman et al., 1988). This is also supported by service management theory, which emphasises the role of employees in delivering consistent experiences (Grönroos, 2007). If staff are already under pressure, adding engagement activities may reduce efficiency rather than improve experience.
However, AI was useful in identifying these risks when prompted. This shows that AI supports critical thinking but does not replace it.


2.7  Reflection on the Use of AI (Successes and Limitations)
The use of AI in this project was both beneficial and limited. One of the main strengths was its ability to improve the structure and clarity of the innovation. It helped transform the idea into a more strategic system, which meets higher academic expectations.
AI also enhanced creativity by encouraging more original and emotionally engaging ideas. This contributed to developing a more distinctive customer experience, which is important in competitive service environments (Anderson et al., 2014). Creativity research also highlights the importance of originality and idea development in innovation (Amabile, 1996; Anderson et al., 2021).
However, AI also presented limitations. Its responses were sometimes too general and did not fully reflect the specific context of Seren Coffi (Dwivedi et al., 2021). This reflects wider challenges in applying AI in real business contexts (Huang and Rust, 2021).
It also required continuous prompting to provide balanced analysis, particularly when identifying risks.
Finally, there is a risk of over-reliance on AI. This experience showed that independent thinking remains essential, and AI should be used to support, not replace, human judgement.
2.8  Recommendations for Using AI in Innovation Development
Based on this evaluation, AI should be used as a supportive tool rather than a decision-maker. This is consistent with research highlighting the need for human oversight in AI-supported decision-making (Davenport et al., 2020).
It is also important to use targeted and critical questioning when interacting with AI. Questions that focus on risks, feasibility, and negative impacts can significantly improve the depth of analysis.
Furthermore, AI outputs should always be linked to theory and case study evidence to ensure academic rigour.
Finally, a balance between creativity and practicality must be maintained. While AI can generate innovative ideas, these must be adapted to fit the operational capacity of small businesses such as Seren Coffi.
2.9  Conclusion
In conclusion, the use of AI in this project has demonstrated both its strengths and its limitations in supporting innovation. AI played an important role in enhancing the original idea by improving its structure, strengthening its psychological foundation, and increasing its level of creativity.
However, the most important insight from this process is that innovation does not come from AI alone. It comes from the ability to question ideas, challenge assumptions, and critically evaluate possible outcomes. AI provided possibilities, but it was the process of reflection and judgement that transformed those possibilities into a meaningful and realistic solution.
This experience shows that, particularly in small businesses like Seren Coffi, successful innovation is not about adding more complexity, but about finding the right balance between creativity, practicality, and human understanding.
The effectiveness of AI in this project depended not on the technology itself, but on the ability to question, challenge, and critically evaluate its outputs.
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+

Ask anything

Case study PDF.pdf
PDF

hello I have just finished my report about Seren Coffi and i have
attached the case study ,could you please tell me how can i develop my
innovation and creative approach ? This report analyses the
importance of creativity and innovation in improving customer
experience in service businesses, using Seren Coffi, an independent
café in Cardiff, as a case study. The café focuses on community and
cultural activities but faces challenges such as customer dissatisfaction,
slow service, and operational issues, which have reduced customer
engagement.

The analysis shows that the main problem is not only operational but
also psychological. Customers are affected not just by how long they
wait, but by how they experience waiting. The report uses theories such
as customer experience, queue psychology, and Porter’'s Value Chain to
explain how value is reduced during the waiting stage. It also applies
the 4Ps of innovation to show that improvement can be achieved
through changes in process and position rather than technology.

To address this iss'*~ the report proposes an innovation based on

psychological serv.™ design. This includes introducing a visible waiting
svstem, such as a timer. to reduce uncertaintv. and customer

¢ @

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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To address this issue, the report proposes an innovation based on
psychological service design. This includes introducing a visible waiting
system, such as a timer, to reduce uncertainty, and customer
engagement activities such as poetry participation to create a more
meaningful experience. A unique idea is also suggested, where selected
customer poems can be displayed or printed monthly to strengthen
emotional connection and loyalty.

The creativity process was developed through case study analysis, class
learning, and idea screening, focusing on realistic and low-cost
solutions. Lewin’s Force Field Analysis shows that the driving forces for
change are stronger than the restraining forces, indicating that the
innovation is achievable.

The report also evaluates the organisational climate, identifying both
strengths, such as a strong community focus, and weaknesses, such as
lack of structure and slow decision-making. Finally, the report
recommends a balanced approach combining psychological
improvements with basic operational efficiency to enhance customer
satisfaction and engagement.

Salma, first of all — this is a very strong piece of wo. ¥ 1 Youve already moved beyond basic ideas into
psychological innovation, which is exactly what higher-level assignments look for.

¢ @

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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psychological innovation, which is exactly what higher-level assignments look for.

Now, to develop your innovation and creative approach further (to a distinction level), you don't need

completely new ideas — you need to deepen, structure, and elevate what you already have.

Let me guide you step by step &

4% 1. Push Your Innovation from “Idea” — "“System”

Right now, your ideas are good (timer + poetry), but they are still presented as isolated solutions.
¢ To improve:
Turn them into a connected experience system

4 Example upgrade:

Instead of:
e Timer

* Poetry
Say:

“Seren Coffi will introduce a ‘Meaningful Waiting Experience System’, transforming waiting time into an
emotionally engaging and culturally enriching jou , y."

Thrn mbrembean ffmin 3 i

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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emotionally engaging and culturally enriching journey.”

Then structure it into 3 stages:

" Stage 1: Arrival (Reduce Anxiety)

* Visible queue system (timer / order status)

e Clear communication

¥ Stage 2: Waiting (Add Meaning)
* Poetry wall / participation cards

® Live or recorded readings

@ Stage 3: After Service (Build Loyalty)

* Monthly poem selection
* Social media sharing
* Customer recognition

- This shows strategic thinking, not just creativity.

@ 2. Strengthen the “Psychological Innovation” Angle

You mentioned queue psychology — excellent.

N

Now deepen it using clear concepts:

+ Aska

ChatGPT can make mistakes. Check important info. See Cookie Preferences.

[«

&, Share
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Now deepen it using clear concepts:

Add 2-3 psychological principles:
* Uncertainty Reduction
— Timer reduces stress because people know how long they will wait
® Occupied Time vs Unoccupied Time

— Waiting feels shorter when customers are engaged
* Emotional Connection

— Poetry creates personal meaning and belonging

& Then link clearly:

“This innovation shifts waiting from a negative perception to a psychologically rewarding experience.”

3. Link More Strongly to the Case Study

From the case study:

* Slow queues

* Customers questioning delays
* Strong community identity

® Poetry events already existed

* Business becoming “brittle” and losing energy fl'asesmdyPDF

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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 Business becoming “brittle” and losing energy O cesestudyror

¢ Use this to strengthen your argument:

Upgrade your justification:

Instead of:

“this will improve engagement”

Say:

“As shown in the case study, customers already valued the café’s community and poetry culture, but
frustration arose from slow service. This innovation builds on existing strengths while addressing
dissatisfaction, making it both realistic and aligned with Seren Coffi's identity.” O cesestudyPor

%" 4. Make Your Idea More Creative (Higher-Level Thinking)

Right now your idea is good but safe.
To reach top marks, add one unexpected but realistic twist:

 Advanced creative ideas (choose 1-2):

1. “Pay-with-a-Poem” Moment v
® Customers can contribute a poem instead of small tips

+  Ask anything

©

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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* Customers can contribute a poem instead of small tips

* Reinforces café values (non-capitalist feel — matches case rules)

2. “Queue Stories”
* Customers write short thoughts while waiting

* Displayed daily on a board

3. “Silent Coffee Moments”
* Calm reflection time during waiting

* Soft music + mindful experience

¢+ These ideas show:

o Creativity
* Alignment with café identity

* Not purely profit-driven (important from the case instructions)

12 5. Strengthen Critical Evaluation (Very Important)

To get higher marks, show balance:

Add risks:

* Some customers may not want to engage
* Staff may feel extra pressure

e Sustem mav claw cenvice if nat mananed

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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* System may slow service if not managed

Then respond:

“However, these risks can be minimised by keeping participation optional and ensuring staff training
focuses on efficiency alongside engagement.”

¢ This shows critical thinking, not just description.

6. Improve Your Innovation Model Use (4Ps)

You mentioned 4Ps — now make it sharper:

Rewrite like this:

* Process Innovation

— Queue system + waiting experience redesign
* Position Innovation

— Café becomes “a cultural experience space”, not just a coffee shop

¢ This is stronger than just mentioning the model.

@ 7. Add a Strong “Final Insight” {bistinction Level)
F

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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@ 7. Add a Strong “Final Insight” (Distinction Level)

End with something powerful like:

“This innovation demonstrates that small service businesses do not always need expensive technological
solutions. Instead, by applying creativity and psychological insight, Seren Coffi can transform a point of
frustration into a unique competitive advantage rooted in its community identity.”

2 Summary - How to Improve Your Work

To upgrade your report:

« Turn ideas into a structured system
« Deepen psychological explanation
« Link strongly to the case study

« Add one creative twist

« Include risks + evaluation

« Strengthen use of innovation models

« Finish with a powerful conclusion

If you want, | can: N2

Rewrite your innovation section to distinction level

©

I3
+  Ask anything 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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& Share
If you want, | can:

Rewrite your innovation section to distinction level
Add a perfect academic paragraph with Harvard-style tone
Help you prepare for your presentation (very important!)

Just tell me &

Sources

(SN RNV NS

could you please explain more about : 4. Make Your Idea More Creative
(Higher-Level Thinking)

e 0
Of course Salma ¥ — this is the part that can really lift your work from good to excellent, so let me
explain it in a very clear and practical way.

¢ What does "Higher-Level Crea’ | ty” actually mean?

Right now, your idea is:

+ Ask anything

©

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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¢ What does "Higher-Level Creativity” actually mean?

Right now, your idea is:

* Logical
® Relevant
® Realistic

But at higher levels (especially distinction), examiners look for something extra:
¢ Original thinking + emotional impact + uniqueness

In simple words:

Not just solving the problem... but creating an experience people remember.

@, The Problem with “Safe Ideas”

Your current ideas (timer + poetry) are good, but:

* Many cafés already use queue systems
® Events like poetry nights already exist

& So your work risks sounding like:

“improving the café”

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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“improving the café”
instead of
“transforming the café experience”

2" How to Make It More Creative

You need to add a twist — something that makes the idea:

* Memorable
e Emotional
* Unique to Seren Coffi

i Let's Upgrade Your Idea Step by Step

1. Start from the Café Identity

From the case study:
o Community-focused
* Poetry culture
e Ethical values
* Not purely profit-driven O cesestuayor v

©

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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¢ So your innovation must feel:

“This could ONLY exist in Seren Coffi"

2. Add Emotional Value (Very Important)

Think:
¢ How will the customer feel, not just what they do

Instead of:

* “Customers write poetry”
Say:

® “Customers feel heard, valued, and part of something”

3. Add a Creative Twist (THIS is the key)

Here are strong, higher-level ideas, explained simply:

4 Idea 1: "Pay-with-a-Poem"” Culture ¥

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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&, Share
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4 Idea 1: “Pay-with-a-Poem” Culture

1 Concept:

Customers can write a short poem, thought, or message while waiting.

Some are selected and displayed in the café.

@ Why this is powerful:

® It replaces money-based interaction with emotional value
* Matches the café’s ethical identity

* Creates customer ownership

@ Academic explanation:

This shifts value creation from transactional to experiential and symbolic.

4 Idea 2: “Living Poetry Wall”

1 Concept:

A wall where:

® Customer poems change weekly N
* Themes (e.g. "hope”, “winter”, “community”)

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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* Themes (e.g. "hope”, “winter”, “community”)

@ Why it's creative:
* Dynamic (always changing)
* Encourages repeat visits

* Builds community identity

¢+ Customers come back to see their contribution

4 Idea 3: "Queue Becomes a Stage”

1 Concept:
While waiting:
* Short audio poetry plays

* Staff occasionally read a line

e Customers can scan a QR code to listen

@ Why it works:

* Turns waiting into an experience
® Uses time creatively

* Reduces frustration psychologically 3

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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* Reduces frustration psychologically

A4 Idea 4: “Quiet Reflection Moments”

1 Concept:

Instead of noise and stress:

* Soft music

* Calm atmosphere

e “Take a moment” culture
@ Why it's different:

¢ Not entertainment — but mindfulness

* Matches emotional wellbeing trends

® What Makes These “Higher-Level"?
They go beyond solving a problem.

They:

e Create meaning

o Ruild idanting

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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o Create meaning
o Build identity
* Encourage participation

* Strengthen emotional connection

@ How to Write This in Your Assignment

Instead of listing ideas, write like this:

“To enhance creativity, the innovation extends beyond functional improvements by introducing
emotionally engaging elements such as a 'Pay-with-a-Poem’ concept and a dynamic poetry wall. These
ideas transform customers from passive service users into active contributors, strengthening their

connection with the café. This approach aligns with Seren Coffi's community-driven identity and creates a
unique service experience that competitors cannot easily replicate.”

22 Add a Small Cri

To sound academic, add balance:

ical Touch (Important)

“However, participation should remain optional to ensure inclusivity for customers who prefer a quick
service experience.” N

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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2> Add a Small Critical Touch (Important)

To sound academic, add balance:

“However, participation should remain optional to ensure inclusivity for customers who prefer a quick

service experience.”

@ Final Simple Rule to Remember

¢ Basic idea = solves a problem

¢ Creative idea = changes how people feel
¢ High-level creativity = makes the experience unique and meaningful

If you want, | can now:
Rewrite this section directly into your report (ready to submit)

Or help you turn this into a strong presentation paragraph
Just tell me

Sources 3

e
+  Ask anything 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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Or help you turn this into a strong presentation paragraph

Just tell me
Sources
(SN RNV NS

if i want to apply "High level creativity" what are the weaknesses that
should be taken into consideration?

e 0

That's a very smart question, Salma ¥ — this is exactly what moves your work into distinction level.

When you introduce high-level creativity, you are not only adding value... you are also introducing risks and
weaknesses. Examiners [ove when you recognise this.

Let me explain clearly and simply -

A. Why Creative ldeas Have Wealk ,sses

High-level creativity:

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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High-level creativity:

® Is emotional
e s unusual

® Changes the service experience

¢ But not all customers or staff react the same way.

So your job is to show:

“This idea is strong — but | understand its limitations.”

Q@ Key Weaknesses You Should Consider

1. % Not All Customers Want to Engage

Problem:

Some customers:

* Just want quick coffee
e Don't like poetry or interaction

* May feel uncomfortable participating

Example in your case:

©

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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Example in your case:
“Pay-with-a-poem” or writing ideas may feel:

* Too personal

¢ Too time-consuming

@ How to write it:

“A key limitation is that not all customers may wish to participate in creative activities, particularly those
seeking speed and convenience.”

2. & Risk of Slowing Service Further

Problem:

Your idea adds:
* Activities
* Interaction

* Engagement

¢ But the café already has slow service issues O case study POF

Risk: ¢
o Staff distracted

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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o Staff distracted

* Longer waiting times

@ How to write it:

“There is a risk that additional engagement activities could further delay service if not carefully managed.”

3. R Staff Pressure and Resistance

Problem:

Staff may:

* Feel overwhelmed
* Not be trained for creative interaction
e Prefer clear, structured roles

Especially in Seren Coffi:

e Already has decision-making and operational issues O Casestucy P08

@ How to write it:

“Staff may resist the change due to increased resp~nsibility and lack of structured processes.”

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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“Staff may resist the change due to increased responsibility and lack of structured processes.”

4. = Misalignment with Some Customer Expectations

Problem:

New customers (e.g., tourists or busy workers) may expect:
* Fast service
* Standard café experience

¢ Butyour idea is:

e Cultural
* Reflective

* Slower-paced

@ How to writ:

“The creative concept may not align with customers seeking a traditional, fast-paced café experience.”

5. & Inconsistency in Experience

Problem:

+  Ask anything 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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Problem:

Creative systems depend on:

* Customer participation
o Staff energy
* Daily mood

¢ So the experience may:

* Be great one day
* Weak another day

@ How to write it:

“The success of the innovation may vary depending on customer participation and staff engagement,

leading to inconsistent service quality.”

6. "\ Difficult to Measure Impact

Problem:

Unlike sales or speed:

* Emotional experience is hard to measure

¢ Questions:

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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¢ Questions:
* Did poetry improve satisfaction?

* Did it increase loyalty?

@ How to write it:

“The intangible nature of emotional engagement makes it difficult to measure the direct impact on
performance.”

22 MOST IMPORTANT PART: Balance Your Argument

Never stop at weaknesses.

¢ Always add a short solution after each risk.

4 Example of a Distinction-Level Paragraph

You can use something like this:

“While the proposed high-level creative approach offers strong potential to enhance emotional
engagement, several limitations must be considere. Not all customers may wish to participate in
creative activities, particularly those prioritising s | and convenience. Additionally, there is a risk that
such initiatives could place additional pressure on staff and potentially slow service further if not

+  Ask anything 9 0
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such initiatives could place additional pressure on staff and potentially slow service further if not
effectively managed. The success of the concept may also vary depending on customer participation,
leading to inconsistency in the experience. However, these challenges can be addressed by ensuring that

participation remains optional, maintaining a clear focus on operational efficiency, and providing staff
with simple, structured guidance.”

@ Simple Way to Remember
¢ High creativity brings:
e Emotional value

BUT ALSO
® A Operational risk

If you want next step, | can:

Insert this directly into your report

Adapt it to match your exact writing style

Or help you prepare how to explain this in your presentation (very important!)

Just tell me &
N

Sources

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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Or help you prepare how to explain this in your presentation (very important!)

Just tell me &
Sources
(SN RNV NS

do you think this idea could fail? why?

Yes Salma — and this is exactly the kind of thinking that gets high marks €

¢+ The honest answer is:
Yes, your idea could fail — but that's not a weakness in your report.

It actually makes your work stronger if you explain why and how to manage it.

A. Could Your Idea Fail? Yes — Here's Why

Your idea is creative and meaningful, but it depends \l/ ily on people, emotions, and behaviour — and
these are unpredictable.

+  Ask anything 9 0

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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Your idea is creative and meaningful, but it depends heavily on people, emotions, and behaviour — and

these are unpredictable.

Let's break down the realistic reasons &

Q@ 1. Customers May Not Participate

Why it could fail:

* Some customers are in a hurry
* Some feel shy or uncomfortable
* Some simply don't like poetry

¢ If customers don't engage:

® The idea becomes “empty”

® The experience loses its impact

Link to your case:

Seren Coffi already had strong ideas (poetry, community), but still faced declining engagement

O case study PDF

¢ So:
° v

Good ideas don't alwavs quarantee participation.

©

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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Good ideas don't always guarantee participation.

@& 2. It Might Not Solve the Core Problem

The real issue:

* Slow service

* Operational inefficiency

¢ Your idea improves experience, but:

o It doesn't fully fix speed

Risk:
Customers may think:

“This is nice... but I'm still waiting too long.”

% 3. Staff May Not Deliver It Properly

Why:

o Staff are already under pressure

N

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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o Staff are already under pressure
o No clear structure in decision-making O Case study por

o Creativity requires energy and consistency

¢ If staff don't apply it well:

® The idea feels forced

e Or disappears over time

4. The Idea May Lose Its Impact Over Time

Problem:
At the beginning:

o It feels new and exciting
Later:

* Customers get used to it
* Itbecomes “normal”

¢ This is called:
“novelty fading”

N
E I+ Miaht Nt Fit All Ciictamarce

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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22 5.1t Might Not Fit All Customers

Seren Coffi has:

* Students
® Retirees
o Tourists

¢ Not everyone wants:
* Emotional engagement

* Creative participation

Some just want:

@ coffee — quickly — leave

& 6.1t Doesn't Directly Increase Revenue

Your idea focuses on:

* Experience
* Emotion

* community

¢ But

* It doesn't clearly increase sales v

©

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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Thi: portant because:

The café is already financially struggling O casestudy o7

@ So...Is It a Bad Idea?

2 No — not at all
It's actually a very strong idea

But:

Itis a partial solution, not a complete solution.

i How to Turn This Into a Distinction Answer

The key is to say:

“The idea could fail if used alone — but works when combined with operational improvements.”

4 Example (You Can Use This in \ ¥ ir Report)

— -

+

©

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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4 Example (You Can Use This in Your Report)

“While the proposed creative approach offers strong potential to enhance emotional engagement, it may
not fully resolve the core operational challenges faced by Seren Coffi. The success of the idea relies
heavily on customer participation and staff consistency, both of which are uncertain. Additionally,
customers who prioritise speed may remain dissatisfied despite improved experience. Therefore, the
innovation should not be implemented in isolation but supported by basic operational improvements to

ensure both efficiency and engagement.”

@ Simple Way to Think About It
¢ Your idea:

® Fixes the feeling of waiting @
¢+ But the café also needs to fix:

o The reality of waiting &

Final Insight (Very Powerful Line)

You can say:

N

“Creativity alone cannot save the business, but when combined with operational improvements, it can

+  Ask anything 9 0
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Final Insight (Very Powerful Line)

You can say:

“Creativity alone cannot save the business, but when combined with operational improvements, it can
transform customer perception and strengthen long-term loyalty.”

If you want next step, | can:

Combine everything into one perfect “innovation + evaluation” section

Or help you prepare how to explain this confidently in your presentation
You're very close to distinction level now @ 4

Sources

(SN RNV NS

for part 2: (Customers may think:

“This is nice... but ¢ still waiting too long.”) how can this idea
negatively affect customer experience ?
: @

+  Ask anything
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for part 2: (Customers may think:

“This is nice... but I'm still waiting too long.”) how can this idea
negatively affect customer experience ?

Great question, Salma ¥ — this is exactly the kind of deep critical thinking that examiners look for.

Let's break it down very clearly and practically -

A. How Your Idea Could NEGATIVELY Affect Customer Experience

You are trying to improve the feeling of waiting...
¢ but if the real waiting time stays long, it can actually backfire.

@ 1. It Can Feel Like a “Distraction”, Not a Solution

What happens:

Customers may think:

“They're giving me poetry instead of faster service.

+  Ask anything

©
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“They're giving me poetry instead of faster service.”

¢+ This creates frustration because:

® The problem (slow service) is still there
* The solution feels like it avoids the real issue
Impact:

¥ Loss of trust
X Feeling the café is not taking the problem seriously

@& 2.Increased Awareness of Waiting Time

This is very important psychologically.
¢ Ifyou add:

e Timers
* Activities

* Interaction

Customers become more aware of time

Result: N
Instead of:

+  Ask anything
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Instead of:

“I didn’t notice the wait"

They think:
“Why is this taking so long?”

¢ So your idea could accidentally:
Highlight the problem instead of hiding it

@& 3. Mismatch Between Experience and Expectation

Some customers expect:

* Fast service

e Simple transaction

But your idea offers:

* Emotional experience
* Creative engagement

Result:

Customers may feel: N

“This is not what | came for.”

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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“This is not what | came for.”

¢ This creates:
¥ Dissatisfaction
> Confusion about the café identity

#5 4. Frustration Becomes Stronger (Not Weaker)

This is a key insight:
¢ When people are already annoyed, they don't want engagement.

So instead of:
' “This is nice”

They feel:
£ "I just want my coffee!”

Especially relevant because:

The case study shows customers were already questioning slow queues 0 casestuy PR

N
@ 5. Cognitive Overload

+  Ask anything

©
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@ 5. Cognitive Overload

If customers have to:

* Read
e Write
e Think

While they are:

e Tired
* Busy
* Inahurry

¢ This creates mental pressure instead of relaxation

12 6. Perceived Inefficiency

Customers might interpret the situation like this:

“They have time for poetry... but not enough staff?”

¢ This damages:
X Professional image

X Perceived competence

+  Ask anything

©
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% Percelved competence

@ The Core Problem (Very Important Insight)
& Your idea improves:

Emotional experience

¢ But if not balanced, it may damage:

Perceived efficiency

4 How to Write This in Your Assignment (Distinction Level)

You can use something like this:

“While the creative approach aims to enhance the waiting experience, it may negatively affect customer
perception if operational inefficiencies remain unresolved. Customers may interpret engagement
activities as a distraction rather than a solution, leading to frustration and reduced trust. Additionally,
increased visibility of waiting time may heighten awareness of delays, further decreasing satisfaction. This
highlights the importance of balancing emotional engagement with service efficiency.”

¢ Simple Way to Remember

©
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¢ Simple Way to Remember
&

* Experience improves
BUT
* Speed does not

¢ Then:
2 Customer satisfaction may still decline

- Final Insight (Very Powerful)
You can say:

“An engaging experience cannot compensate for poor service speed; instead, both must work together
to create positive customer perception.”

If you want, | can now:
Combine this with your strengths into one strong evaluation paragraph
Or help you explain this confidently in your presentation (this will impress your lecturer!)

N
You're thinking at a very high level now @ 4

©

+  Ask anything
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You're thinking at a very high level now @ 4

Sources

(SN RNV NS

how realistic is this idea (More Creative) for a small business?

That's an excellent, distinction-level question, Salma ¥ — because now you're evaluating feasil

creativity.

Let's analyse it clearly and honestly -

@ How Realistic Is Your “High-Level Creative” Idea?

¢+ Short answer:

Partly reali
> Unrealistic if it becomes too complex or replace |, )erational improvements.

ic — but only if it is simple, low-cost, and well-controlled.

+  Ask anything

[«
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2 Unrealistic if it becomes too complex or replaces operational improvements.

© Why Your Idea IS Realistic for a Small Business

1. & Low Cost (Very Important)

Your ideas (poetry wall, customer participation, small activities):

* Do not require technology
* Do not need large investment
® Use existing space and culture

¢ This is perfect for a small café like Seren Coffi, which has financial limitations O Case study POF

2. & Strong Fit with Business Identity

From the case:
o Community-based
® Cultural activities already exist

® Poetry is part of the café

¢ So your idea is not “new” — it is an extension of what already exists

N

This makes it:

©

+  Ask anything
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This makes it:

+ More acceptable
« Easier to implement
« More authentic

3. 22 No Need for Specialist Skills

e Customers create the content
o Staff only guide lightly

¢ This reduces:

* Training costs
o Complexity

@ Why It May Be Less Realistic

1. & Time and Operational Pressure
Small businesses often:

* Have limited staff
* Are already busy

¢ Adding:

+  Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.

©

&, Share




image47.png
ChatGPT

¢ Adding:

e Creative interaction

* Customer engagement
May:

X Distract staff

> Reduce efficiency

2. 5 Inconsistent Execution

Small cafés don't always have:
* Strong management systems
o Clear processes

¢ So the idea might:

*  Work well one day
* Beignored the next

3. @ Depends Too Much on Customers

Your idea relies on:

® Participation

+  Ask anything
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® Participation
o Creativity
* Mood

¢ But customers are unpredictable
So:

¢ Some days — high engagement
> Other days — no engagement

4. Not Solving Core Business Issues

From the case:

* Slow service
® Decision-making problems

e Operational inefficiency O Cesestucy 2o

¢ Your idea does NOT directly fix these

So:

It is supportive, not a complete solution

+  Ask anything
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2 Final Evaluation (This is what examiners want)
¢ Your idea is:

Aspect Evaluation

Cost Realistic

Fit with café Strong

Implementation A Moderate

Sustainability A Depends on management
Impact alone X Limited

4 How to Write This in Your Report

Here is a strong academic paragraph you can use:

“The proposed high-level creative approach is partially realistic for a small business such as Seren Coffi.
Its strengths lie in its low-cost nature and strong alignment with the café’s existing community and
cultural identity. However, its implementation ma \, . limited by operational constraints, including staff
capacity and existing inefficiencies. Additionally, the success of the concept depends heavily on customer

+  Ask anything 9 0
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capacity and existing inefficiencies. Additionally, the success of the concept depends heavily on customer
participation, which may vary. Therefore, while the idea is feasible, it should be introduced in a simple
and controlled manner and supported by improvements in service efficiency to ensure long-term
sustainability.”

i Simple Way to Remember

¢ Your idea is:
¢ Creative + meaningful

But for a small business, it must be:

& Simple + practical + not time-consuming

Powerful Final Line (Use This!)

“For small businesses, innovation must not only be creative, but also manageable within limited resources
and operational capacity.”

If you want next step, | can: N

Combine realism + weaknesses + strengths into one perfect section

7
+  Ask anything 9 0
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Powerful Final Line (Use This!)

“For small businesses, innovation must not only be creative, but also manageable within limited resources
and operational capacity.”

If you want next step, | can:
Combine realism + weaknesses + strengths into one perfect section

Or help you prepare a strong answer for your presentation (very important!)
You're really working at a high academic level now ¥ 4

Sources
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+  Ask anything 0
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