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[bookmark: _Toc225445183]Executive Summary
This report presents operational and strategic issues of Seren Coffi, which is an ethical independent coffee shop with a high reputation for communal values and sustainable activities. Although this is an individual business and has a stable client base, the venture faces gigantic problems, such as financial strains, human resource problems, ineffective decision-making, and founder burnout. The future growth and sustainability of the organisation are threatened by the challenges. The report has offered an unconventional and bizarre way to solve such problems through community based business model. This would change the position of customers who are not considered active participants of the process of cafes, but the position of a customer is considered an active actor, who is a participant of the activities of the cafes over time, who shares responsibilities, and community-based activities. The solution is targeted at easing the stress on the operations, increasing the engagement and support of the ethical stance of the cafe without regard to the traditional solutions to the issue, including lowering costs or broadening it. The report also uses the 4Ps model of the creativity and innovation theories to assess the proposed solution and prove its viability. All in all, the discussion has indicated how the values and strategy-based innovation can be applied to the survival of small businesses such as Seren Coffi in a fluid and competitive business world.
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[bookmark: _Toc225445184]Part 1: Individual Report
[bookmark: _Toc225445185]Introduction 
[bookmark: _GoBack]Seren Coffi is a free-standing coffee shop in Cardiff that has been developed with a high emphasis on ethical sourcing, community participation, and cultural suitability. It also positioned itself as a creative and social venue, unlike the conventional cafes, where clients would get to meet each other during such events as poetry reading, language exchange and pay-whatever evenings. According to Munster (2024), this is an impressive positioning, and the demand for its products is evident, but as it stands, Seren Coffi is currently struggling with its operational and financial difficulties. The increased prices of coffee beans that have been caused by the increasing prices of energy, the increasing prices and the inadequately formed decision-making mechanisms have had tremendous implications on its sustainability. 
The collaborative decision-making process that takes ages to be finalised among the founders has also reduced operational efficiency and burnout, and reduced involvement has also compromised the organisation. Manners-Bell and Lyon (2022) say the demand has increased due to the presence of other chain cafes within the locality, which provide faster service and reasonable prices. As per Hussain et al. (2025), in this report, the critical analysis of the ways in which creativity and innovation can assist Seren Coffi to find a solution to the issue of its operations and to develop a creative solution will contribute to the value addition without compromising its core identity. 


[bookmark: _Toc225445186]Critical Analysis
[bookmark: _Toc225445187]Creativity vs Innovation
Innovation and creativity are two terms that are closely related but not similar in business management. According to Riel et al. (2021), the process of generating new ideas is known as creativity, and implementing the generated idea successfully, which leads to value, is known as innovation. Seren Coffi is very innovative in its approach since it develops a unique approach to communication with the customer, sources ethically, and is involved in the community. As an example, the example of the poems and free discussion of the product sourcing are exemplary instances of advertisement by way of creative thinking. However, innovation is not successfully practised in the organisation. Though ideas are recognised in a participatory manner, not all ideas are effectively accomplished in a lengthy discourse process, leading to indecisiveness. As noted by Khoury (2024), this demonstrates that there is a universal issue within the value-driven organisations where creativity exists, but there is low operational innovation. 
[bookmark: _Toc225445188]Capitalist Models: Problems of Innovation 
The classical paradigms of the capitalist enterprises are geared towards efficiency, cost minimisation, scalability and maximisation of profits. Though these principles are effective when applied in large organisations, it is likely to contradict the ethics of small businesses that are ethical, as in the case of Seren Coffi.  Lee and Bateman (2021) say one such thing is the fact that ethical sourcing is costlier, as compared to price disclosure, which would cause price-sensitive consumers to flee. Similarly, the community engagement can become a priority, thereby relaxing service delivery and reducing the efficiency of operations. To that extent, the conventional methods of the capitalistic approach, such as cost-cutting, standardisation or growth, would ruin the spirit of the organisation known as Seren Coffi. 
The competitive factors that are pressuring Seren Coffi include the need to compete with the large chain cafes, whose economies of scale and technology put extra pressure on its competitors. According to Allal-Cherif et al. (2025), these rivals, who can offer lower prices and faster services, and independent cafes can hardly survive as the traditional business formulas are put into practice. 
[bookmark: _Toc225445189]Creative Evolution 
This discussion suggests that the problems experienced by Seren Coffi cannot be eliminated with the help of traditional business practices. Brem and Puente-Diaz (2020) discussed that raising the prices, reducing costs or increasing the operations is one of the short-term relief options; however, this is not the solution to the current issue, the disconnect between organisational values and the model of its functioning. Nonetheless, it needs a creative and innovative approach that would suit the image of Seren Coffi and make it more efficient and sustainable. 
According to Tidd and Bessant (2018), with the alternative innovation strategies, positive relationships with the community and a special brand are the strengths that can be exploited by Seren Coffi, rather than their weaknesses. This change of mindset is what will help to establish a sustainable solution that will not only help to salvage the core values of the organisation but also address the operational problems of this institution.
[bookmark: _Toc225445190]Suggested Creative Solution
The problems with the operation of the Super Coffi Company, called Seren Coffee, demand an unusual and inventive approach that will not contradict the corporate ethics principles but will make it more sustainable. As noticed by Noaime et al. (2025), the proposed solution is the conversion of Seren Coffi to a community-based coffee shop, where the community is the active participant in the operation of the coffee shop and not the consumer. According to this model, the idea of a time-based contribution system is proposed, according to Petropoulos et al. (2025), which, instead of receiving benefits like discounted coffee or a free coffee, the customers may decide to contribute their time and skills. 
Besides this, another program, Adopt a Shift, would be launched, by which regular customers have an opportunity to volunteer to spend a certain amount of time with a few shifts a week. This, besides the decreasing staffing problems, also brings up emotional attachment and ownership of the community. As per Akkermans et al. (2025), customers are the face of the cafe, and this enhances their loyalty and the number of repeated visits. To overcome the inefficiencies of the decision-making process simplified form of governance can be recommended.  Besides this, the community will share the burden, which will enable Seren Coffi to resume its cultural practices like poetry evenings and language exchange events. As noticed by Schaedler et al. (2022), such events can be organised and enabled by the participants instead of leaving the organisers with the entire affair, and still ensuring that the creative atmosphere of the cafe remains.


 
[bookmark: _Toc225445191]Model of Innovation 
Product: To begin with, there is Product innovation in the redesigning of the cafe experience. Seren Coffi is ceasing to be a coffee and food retail enterprise but an activity and collaborative community. The value proposition is translated to a mutual environment with the other, which will lead to greater customer engagement and differentiation.
Process: In this solution, there is Process innovation. The everyday operations of the cafe also change because of the establishment of time based contribution system and involvement of the community. According to Yeung and Bautista (2024), engaging customers in business, Seren Coffi would not rely on paid staff as much and would be much more efficient without causing harm to its ethical image.
Position: Innovation is a quality that is felt in the perception of the cafe in the market. Seren Coffi is a cafe that becomes a special communal establishment. This repositioning has also been useful in promoting its brand name, and it is no longer a chain rival as its main emphasis is on speed and convenience.
Paradigm: Innovation, which is business model change. According to Jorzik (2024), Seren Coffi is a conventional profit-making coffee shop and a prototype of an ecosystem where value creation and value co-creation by customers exist. This defies business ideals and brings about a more eco-friendly and inclusive business model.
The solution may be regarded as the one based largely on the Paradigm innovation, since all four dimensions of innovation are engaged, but the solution is a game-changer in terms of how the organisation creates and delivers value.


[bookmark: _Toc225445192]Creativity Process 
The outlined solution to the situation with Seren Coffi is elaborated with the assistance of the application of the creative thinking methods, namely, the lateral and problem reframing. The issue was approached from a different angle, rather than the traditional business model, where focus is on generating a larger revenue or reducing costs. The new emphasis was not on the issue of how the cafe could gain more profits, but how the weak areas could be transformed into strengths to help the cafe to survive. As noticed by Rancati et al. (2023), the way this reframing process has been conducted made it apparent that the strongest asset that Seren Coffi has is not the product, but the community and the loyalty of the customers towards the business. 
It also included the creativity that was grounded in limitations that played a crucial role in coming up with the idea. This limitation of 2000 pounds and the inability to alternate the leadership or the suppliers implied that the solution will have to employ the internal and inexpensive resources available. As per Zhang et al. (2024), this favoured a more sustainable and innovative approach, which is geared towards value creation rather than financial investments. It is also founded on the shared creativity where the co-creation of value is realised when the organisation and the stakeholder are in interaction. The cafe can save on its ethical principles as it becomes possible to involve customers in the operations, as well as to optimise the operations. According to Gates (2024), generally, it was found in the process of creativity that there are other means of thinking that can be used to arrive at a viable solution to a problem. 


[bookmark: _Toc225445193]Force Field Analysis
According to McNett et al. (2022), the Change supporting and change blocking forces can be identified using the Force Field Analysis through Lewin that is an effective tool to decide the viability of the proposed solution. When it comes to the application to the case of Seren Coffi, there are driving and restraining forces that can influence the adoption of the community-powered model.
[bookmark: _Toc225445194]Driving Forces 
Several strong driving forces support the proposed innovation. Seren Coffi has a regular and constant customer base that values its corporate social responsibility and community-oriented environment. As noticed by Hou et al. (2022), this emotional attachment increases the possibility of the customers being willing to be involved in other activities of the cafe besides transactions. Second, the brand identity that the cafe will be identified with will differentiate it from the competitors, specifically, the large chain cafes. According to McCrory et al. (2022), it has a robust foundation on the implementation of a participatory model because of its emphasis on transparency, sustainability and cultural interaction. As noticed by UNDP (2023), thirdly, there is already informal community involvement, such as the involvement of volunteers to assist in events. 
[bookmark: _Toc225445195]Restraining Forces
Despite these good points, there are several limiting forces that may limit the success of the solution. The first problem is that it may have an inconsistency in the customer participation since not all of them are able and willing to donate their time consistently. As noticed by Sharabati et al. (2024), this would reflect on operational reliability. The existing weakening and disinterest of the founders may lead to an issue with the new system introduction, particularly when the initial coordination will require additional efforts. It may also relate to the problem of quality regulation and stability of service delivery in the case of non-professional contributors in the daily routine. The customers may have a certain degree of expectation of the standard of service that may not be easy to meet by a community-based workforce.
[bookmark: _Toc225445196]Evaluation of the Idea 
The solution suggested will address most of the restraining forces and utilise them as opportunities. As an example, the shortage in staff members can be solved by engaging the communities, and the customers can be rendered loyal by engaging them even more. According to Hokmabadi et al. (2024), the model is not based on the traditional approaches to profitable strategies, yet it creates value by being social and sustainable. The solution is also viable in perspectives of value creation, since it utilises the existing strengths of Seren Coffi rather than the need to utilise external resources. Therefore, the drawbacks of the strategy are not as numerous as the positive sides.


[bookmark: _Toc225445197]Innovation Organisational Climate Support
The other fact is that another innovation can or cannot be realised successfully based on the Seren Coffi organisational climate. On the one hand, it has some features of a place that assist in developing creativity and innovation in the cafe. The founders have instilled a good culture of strong teamwork, ethics and community participation. As noticed by Fischer and Riedl (2020), it is a loose and open environment that may contribute to the creation of ideas and the involvement of employees and customers to adhere to the model suggested through community mediation. Granted, though, there exist giant obstacles to the organisational climate. 
There is also some indication of fatigue among founders and a diminishing contribution, as organisational energy has been drained and therefore no longer a potential source of change. As noticed by Espaillat et al. (2022), all the challenges do not make the given solution unrelated to the current culture of the Seren Coffi due to its integration into its benefits, as opposed to being incompatible with new practices. This can be achieved by sharing the roles with the community and streamlining the decision-making process in such a way that the organisation can provide a more enabling environment for innovation in the community.


[bookmark: _Toc225445198]Conclusion
Finally, despite the non-existence of demand and imagination, the problems of Seren Coffi are the business waste, the challenge of its moral values to business tradition. We also see that the progress of the usual capitalistic solutions will not have a long-term effect, and it may negatively impact the image of the coffee shop. Proposing the community-powered model is more innovative and creative because it utilises the largest strength of Seren Coffi, the presence of a stable customer base. Including them in the process will help the cafe to relieve the operations of the process and to introduce additional engagements and preserve the initial values. Besides, the point that the 4Ps of innovation and the Force Field Analysis created by Lewin were, in fact, implemented into practice is evidence that the solution in question is both value-based and practical. Finally, reinvention of the business model, which will not be the measure of its success, rather communal interaction and value creation over the long run, is what will ultimately make or break the long-term success of Seren Coffi.


[bookmark: _Toc225445199]Part 2: AI-Supported Development of the Creative Solution 
[bookmark: _Toc225445200]Introduction 
The first idea was to introduce to Seren Coffi a notion of community-based coffee, which will resolve the issues related to running it, and preserve the ethical and community-loving spirit of the cafe. The solution aimed at seeing the customers as active contributors by transforming them to time based actors, common responsibility and community-based activities. This was guided towards alleviating stress on operations, manpower issues, and to contact the customers without necessarily using the traditional capitalistic strategies of lowering costs or increasing size. To elaborate on this concept and make it more precise, one used an AI-based Large Language Model (LLM), ChatGPT. The idea behind the implementation of AI was to consider different views of the issue to better organise the solution and challenge the viability of the solution. AI also allowed coming up with numerous ideas in a comparatively small amount of time, which made it possible to think about numerous alternative ways of solving the problem. Nonetheless, making human judgment obsolete through AI was not the aim of this process. Rather, it has aided them in supporting an attempt to test assumptions and improve critical thinking. 


[bookmark: _Toc225445201]Process Narrative
The communication with the AI was designed and consistent, and questions were narrowed down according to the conditions of the Seren Coffi. First, I started to use general prompts in order to come up with as many possible options as I could. This is just one of those examples: I requested them to come up with some creative ideas to revive a crashing coffee shop. Some of the usual variables of response were cost reduction, expansion of the menu, and expansion of efficient operations. These recommendations, however useful at their inception, were to the largest extent generic and failed to be representative of the reputation and values of Seren Coffi, as noticed by Mariani et al. (2023). I was aware of this and narrowed my prompts to take the morality and community-focused nature of the cafe. One of them is the question I have asked, and that is, to suggest creative, community-based solutions to an ethical coffee shop having an issue with the way it operates. The change moved to more timely deliverables, such as customer engagement, social engagement, and alternative business model ideas, as per Wind et al. (2024).
The second step involved certain prompts to come up with and test the proposed solution. Questions, including How can a community-powered cafe model be implemented effectively? and What are the risks of involving customers in operations were asked to consider the ways of implementing the practical strategies and what problems may be expected during the process. Such reactions assisted in revealing some of the major factors like consistency, quality control and customer commitment, as argued by Zang and Li (2025). My answers to AIs were brutal in the process, and it was only after the suggestions were congruent with the values of the Seren Coffi that I accommodated them. I ruled out options that would involve adopting standardisation of operation or raising prices as a way of making traditional profit-making policies. This corkscrew procedure assisted the solution to develop into an idea that was more concentrated and specific regarding a general conception. Overall, the process showed that to be efficient in utilising AI, we need to be careful and timely in designing, continue to enhance it and change it with our judgement as human beings to make its results sound and relevant, as suggested by Patmore (2025).


[bookmark: _Toc225445202]Critical Appraisal
The application of AI to the creation of the innovative solution had a number of opportunities, especially when it comes to efficiency and the development of ideas. The main advantage of AI was that many suggestions were generated within a very short time, and it was possible to spend the limited time and search the possible solutions. This assisted in the brainstorming and provided some viewpoints in expanding the mindset, as per Zang and Li (2025). In that regard, AI also helped in a more logical and systematic organisation of the solution to enhance its clarity and coherence. With a keen inspection of the products of the AI, however, it will be discovered that it is severely limited. The largest problem was that the AI was based on the principles of classical capitalistic entrepreneurship. Most of its early suggestions included cost-cutting plans, price increment plans and business growth plans. Although these strategies are frequently applied to the business environment, they were not applicable to the case of Seren Coffi, as they differed from its values and focus on society, as noticed by Moruzzi (2025).
It proves that AI is sensitive to the existing trends in its training material, which is profit- and efficiency-focused. As such, it finds it hard to produce solutions that are shared with other value systems, like communal involvement and the social value systems, as per Hemraj (2025). 
The second weakness was the absence of background knowledge. Such peculiarities of Seren Coffi as its local community orientation and cultural activities were not even considered by AI. Other propositions were either too broad or too idealistic, and would have needed much martyrdom to fit. The context knowledge was also lacking. The AI has not paid sufficient focus to the peculiarities of the Seren Coffi, including its local community orientation and culture. Others were either too broad or too abstract and had to be changed significantly, as argued by Grassini and Koivisto (2024). Further, AI can be creative in simulation, yet not in creative thought. Its products of activities are based on the combination of the current information and not on the formation of really new ideas, as stated by Du Sautoy (2020). It is here that human judgment is involved in the process of evaluation and editing AI-generated content.
In addition to these limitations, it is equally important to keep in mind the general consequences of introducing AI to the creative sphere. The artificial intelligence will be more inclined to approve the existing situation rather than criticise it, and thereby will tend to deter genuinely creative solutions, as per Zhang et al. (2025). In the case of Seren Coffi, this was manifested in the AI preferring efficiency-oriented solutions to community-oriented solutions. Besides, ethical considerations must be considered. Seren Coffi has a policy of fairness, transparency, community involvement, and it must have a notion of human relationships and social interactions. AI lacks emotional intelligence and living experience, and it cannot read this comprehensively, as argued by Amabile and Pratt (2021).


[bookmark: _Toc225445203] Successes & Failures
Different achievements were realised due to the application of AI in this project. To begin with, it streamlined and simplified the research and ideation process. AI allowed generating many ideas quickly, and investigating their possible solutions within a limited timeframe. This was quite useful when the project was at early stages, as per Mikalef et al. (2022). Secondly, the AI has assisted in the improvement of the structure and organisation of the solution. It helped to shape out the key spheres of analysis, risks, implementation strategies and value creation that facilitated the clarity and coherence of the work, as suggested by Tidd and Bessant (2021). However, even with the application of AI, some major failures were present. The initial weakness lay in generating generic and repetitive ideas, which were not new. Many responses related to the overall business practices were not applicable in the case of Seren Coffi, as noticed by Grassini and Koivisto (2024).
According to Agrawal et al. (2018), the AI occasionally produced thoughts that were not in line with the assignment requirements, such as proposing leadership changes or suppliers. This demonstrated the non-contextual perception and the need for human-attentive dominion, as argued by Russell and Norvig (2020). The second failure was that the AI could not fully understand the social and cultural aspects of Seren Coffi. Its suggestions were often financially based rather than communal, which was not in tandem with the cafe's values, as per Hemraj (2025). 


[bookmark: _Toc225445204]Refined Solution
The AI experience has contributed to the advancement of the original community-powered code of the cafes, but the concept was the same. The idea of involving customers as active participants has been supported by the fact that viable implementation strategies were found, such as defining the role and offering organisation of participation, as suggested by Gaggioli et al. (2025). Some of the AI recommendations were also incorporated in the final solution, particularly those related to risk identification and operational efficiencies. In one case, the necessity to focus on quality control and the level of involvement was determined and addressed, as per Tidd and Bessant (2021). Not all AI-based suggestions were, however, accepted. Suggestions on cost-cutting and expansion, and standardisation were not accepted as they went against the ethical code and long-term vision of Seren Coffi. Instead, a value creation and community focus remained in the solution, as argued by Du Sautoy (2020). The refined solution is the exchange of AI-assisted information and human choices. AI was used to improve the organisation and potential barriers, but the final decisions were taken based on the specific conditions and ethics of Seren Coffi. 
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Hello! | am currently writing a business report. The case .
study organisation for my report is Seren Coffi. The
organisation is a cafe based in Cardiff which carries out
business operations ethically. However, operational

fatigue seems to be the main challenge it is

encountering. To make proper use of their 2,000 pounds
petty cash, | have suggested adopting a community
sourced operational model. Help me by refining the

model without changing important components such as

suppliers and customers.
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To refine your Community-Sourced Operational Model for Seren Coffi, we must address the
"brittleness" and fatigue while strictly adhering to the constraint that leadership and
suppliers cannot be changed. ¢-3

The goal is to transition from informal, exhausted volunteering to a structured Value
Constellation where the community supports the operations, allowing the founders to step
back from the “front line.” ¢
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1. Defining the "Seren Ardal” (Star of the District) Model
This model treats the community as an operational partner rather than just a customer base.
Since the product is in demand but the delivery is failing , we use the £2,000 as a "Creative

Catalyst”. @+2

A.The "Founding Neighbor" Membership
Instead of a standard loyalty app, create a formal subscription that funds specific operational
fixes. @
« Operational Role: Members pay a monthly fee in exchange for “ownership” of the space
(e.g., a dedicated "quiet hour" for students/retirees). ¢+2
« The £2,000 Allocation: Use a portion to fix the broken grinder immediately to remove
the primary technical bottleneck. @+
+ Refining the Idea: Use the remaining funds to install the thermal insulation/curtains
needed to stop the heat leak, making the environment “lingering-friendly" again without a

massive renovation. @+
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B. Formalizing the "Volunteer Problem™

The case study notes that volunteers solved some problems but created others. @

The Solution: Create a "Skill-Share Registry. Instead of volunteers helping behind the
counter (which requires training and health/safety compliance), they contribute
professional skills.

Examples: A local accountant manages the chalkboard updates; a local gardener

maintains the mismatched but intentional decor. This removes “admin fatigue” from the
founders. @44
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Now, Frame this community model applying the 4 Ps of
Innovation. Also, | want know whether this is a ‘Process’
innovation or the 'Position’ Innovation.
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To frame the "Seren Ardal” Community-Sourced Model using the 4 Ps of Innovation
(developed by Tidd and Bessant), we examine how the change impacts different layers of the
business. Based on the case study and your chosen strategy, here is the breakdown:

Framing the 4 Ps of Innovation

« Product Innovation: There is minimal change here. The core offering—ethically sourced,
high-quality coffee—remains the same to satisfy existing demand. The only “product”
tweak is the introduction of the “Founding Neighbor" membership tier. @1

« Process Innovation: This is a major focus. You are changing how the service is delivered
and maintained. By using a “Skill-Share Registry" to handle tasks like maintenance,
chalkboard updates, and event management, you are innovating the operational logistics
to reduce founder fatigue. @+4

« Position Innovation: This is equally significant. You are repositioning Seren Coffi from a
“struggling independent cafe" to a "community-owned civic hub". It shifts the customer's
perception from being a passive consumer to an active stakeholder in “Cardiff's Soul".

o4

« Paradigm Innovation: This involves a fundamental shift in the business's underlying
mental model. You are rejecting the “capitalist methodology" of bulk purchasing and
expansion suggested by the hospitality group. Instead, you are adopting a "Value
Creation” paradigm centered on social capital and sustainability. @4
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Is it "Process’ or ‘Position’ Innovation?

In academic terms, this specific model is a Hybrid Innovation, but if you must prioritize one for
your critical analysis in Part 2, it is primarily Position Innovation.

Why Position Innovation?

The most "creative” element of your solution is not how the coffee is made, but where the cafe
sits in the life of the customer. By formalizing the community's role, you are changing the
context in which the product is framed. You are moving away from competing with the “all
glass and loyalty apps” of the nearby chain and into a space where the chain cannot follow:
deep, localized civic identity. @4

The Role of Process Innovation

While it is positioned as a community hub, it is enabled by Process Innovation. The “Skill-
Share" and “Founding Neighbor" models are technical changes to the logistics and labor
structure of the cafe. Without these process changes, the new “position” would collapse
because the founders are too fatigued to maintain it. @44
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Great. Now | want the Lewin's Force Field Analysis applied to
this idea. Also, Explain to me what are the biggest challenges
the community sources model might encounter in the context

of speciality coffee
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Lewin’s Force Field Analysis: Community-Sourced Model

Lewin's Force Field Analysis s a strategic tool used to understand the balance of power
between forces driving a change and forces resisting it. For Seren Coffi, the goal is to move
toward a community-sourced model to alleviate founder fatigue without compromising their
ethical stance or leadership. @2

ing Forces (Motivators for Change)

« Founder Wellbeing: The current “fatigue” and “bleak outlook" make the status quo
unsustainable; change is required for the business to survive. @+2

« High Social Capital: The cafe is “still loved" and viewed as “giving Cardiff its soul back,"
providing a loyal base ready for deeper involvement. -3

« Financial Catalyst: The £2,000 petty cash acts as a “tool" to fund the transition, such as
fixing the broken grinder or improving the building's insulation. @4

« Ethical Alignme:

: A community model reinforces the founders' core values of *fairmess”
and “community” rather than the “capitalist methodology” of the hospitality group. @+
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Restraining Forces (Barriers to Change)

Operational Brittleness: The physical decay (broken equipment, poor insulation) makes it

difficult to focus on new community initiatives. @+

Volunteer Inconsistency: While volunteers want to help, the case study notes they can

“create other problems,” such as lack of professional training or unreliable scheduling.
o0

Founder Reluctance: The founders previously “deferred” hiring extra staff and might

struggle to delegate core tasks to community members. @+2

Competitive Pressure: The nearby “all glass and loyalty apps" chain cafe offers a fast,
efficient alternative for customers who value speed over community. @2
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Key Challenges in the Specialty Coffee Context

Applying a community-sourced model to a specialty coffee business like Seren Coffi presents
unique hurdles because of the high technical and ethical standards involved.

1.The "Quality vs. Participation” Conflict

Specialty coffee relies on “good enough* not being the standard; the “flat whites were good"
because of the founders' expertise. Relying on a community-sourced "Skill-Share" for daily
operations risks inconsistent quality. If a volunteer barista is not properly trained, the “product”
that s currently in demand may suffer. .3

2. Regulatory and Safety Barriers

Moving from “poetry nights" (social) to “operational logistics" (working) introduces legal
complexities. Using community members to help with “maintenance or “shifts" involves health
and safety regulations and insurance liabilities that a £2,000 budget may not fully cover.

&2
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3.The "Slow Queue" Paradox

The case study highlights that some customers already complain that the "queue moved so
slowly". A community-led model, which prioritizes “fairness" and "conversation" over
“transactional speed,” might alienate the “students with laptops" or "tourists” who need
efficiency, potentially driving them to the nearby chain. -3

4. Maintaining Supply Chain Transparency

Seren Coffi prides itself on listing “origins, shipping methods, and cooperatives™. If operational
tasks are decentralized to the community, maintaining this rigorous level of detail and "daily
updates” on the chalkboard becomes harder if the founders are less hands-on. @+1

5. Accountability and Governance

The rules of your task state that “leadership and governance cannot be changed”. The
challenge is involving the community in operations without them accidentally influencing
governance. If community members provide the labor and funds, they may eventually demand
asay in “decisions,” which could conflict with the founders' original vision. @+1
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Great. Now suppose a traditional capitalist ‘growth’ mindset is
ignored. Explain to me how this model wil be able to create
value apart from just financial profits?
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When we remove the traditional capitalist “growth” lens—which typically measures success
through scale, market share, and increased profit margins—we can evaluate the Community-
Sourced Operational Model through the lens of Value Creation.

In this context, "Value" is defined by the resilience of the organization and the enrichment of its
stakeholders, rather than the accumulation of capital.

1. Social Capital & Civic Resilience

In a traditional model, a customer is a transaction. In your community model, the customer is a
co-creator.

« Belonging as Value: By formalizing the "Founding Neighbor" or “Skill-Share roles, Seren
Coffi creates a sense of agency for Cardiff residents. In an era of “all glass" corporate
chains, providing a space where people feel they have a stake creates deep emotional
loyalty.

« Combating Loneliness: By restarting the poetry nights and maintaining the “lingering"
atmosphere, the cafe creates "Social Value" by acting as a third space—a vital community
infrastructure that supports mental well-being and local culture.
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2. Knowledge Value (The Intellectual Capital)

The case study mentions the detailed chalkboard listing origins, shipping, and cooperatives.

Educational Outreach: By involving the community in the "Process,” the cafe becomes a
living classroom for ethical consumption. Value is created when a customer understands.
the “why" behind the coffee, not just the price.

skill Preservation: Using a local carpenter or a local “Skill-Share” accountant keeps

specialized knowledge within the Cardiff docks area, rather than outsourcing it to a
distant corporate headquarters.

3. Cultural Value & Identity

Seren Coffi gives “Cardiff its soul back.” This is a form of Intrinsic Value that cannot be easily

quantified on a balance sheet.

Linguistic Heritage: By giving the Welsh language equal prominence, the cafe creates
value in cultural preservation. This strengthens the local identity, which is a “Product” that
the nearby chain cafe cannot replicate or “buy."

Continuity: Value is created by maintaining the “sense of reuse" (from betting office to

vape shop to cafe). It honors the history of the building and the docks, creating a
“Temporal Value" that connects the past to the present.
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4. Human Capital (Founder Preservation)

In a capitalist mindset, “Productivity" often comes at the cost of the worker.

« Sustainable Labor: The greatest “Value" this model creates is the prevention of founder
burnout. By decentralizing labor to a community registry, you are preserving the founders*

health and creative energy. In this model, “Success" is defined as a business that can stay

open without destroying the people who started it.

5. Ethical Integrity (The “Triple Bottom Line")

The model creates value by refusing to compromise.

= Supply Chain Loyalty: By sticking with the smaller bakery outside Aberystwyth or the
ethical cooperatives, Seren Coffi creates value for those suppliers. This builds a “Value
Constellation” where the success of the cafe is tied to the success of other ethical small

businesses, creating a localized “circular economy.”




