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[bookmark: _Toc1633881774]Executive Summary
This report examines a fictional organisation called Seren Coffi, an independent coffee shop with a strong connection to its local community, which is experiencing a decline in performance. The problem is not only caused by lower sales, but also by the loss of routines, community events, reliable equipment, and the founder’s ability to manage everything effectively. Recent hospitality research suggests that small service businesses can compete with larger companies not by lowering prices or expanding rapidly, but by introducing innovations that improve customer experience, strengthen long-term sustainability, and create greater value.
This report proposes an innovative concept called Seren Global Learning Café. The idea transforms Seren Coffi into an AI-supported multilingual learning café where customers can learn languages through interactive technology, photography, and cultural experiences while enjoying the café environment. 
The innovation is evaluated using several creativity and innovation frameworks, including the 4Ps of Innovation, the Business Model Canvas, Value Creation Theory, Lewin’s Force Field Analysis, and organisational climate theory. The report also applies a creativity framework to explain how the innovation was developed and evaluated. The analysis demonstrates that the proposal represents a combination of product, process, position, and paradigm innovation, with strength in position and paradigm innovation. This idea lets Seren Coffi offer new and better things for customers, while keeping its focus on the local community.
The report concludes that Seren Global Learning Café is a realistic and sustainable innovation that can attract students, tourists, international residents, remote workers, and lifelong learners while strengthening community engagement and generating additional revenue opportunities. By combining hospitality, education, technology, and culture, the concept offers a practical solution to the operational challenges facing Seren Coffi while preserving the values that make the café unique.
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1. Introduction to Seren Coffi and the Operational Issue
Seren Coffi is a small, independent, Cardiff-based ethical coffee house, celebrating Welsh culture, community and a sense of belonging. The British Coffee Association (2021) highlights the continuing importance of coffee culture within the UK hospitality sector, increasing competition among independent coffee shops. However, the case shows that the café has gradually lost some of its unique character and creativity due to the pressures of managing the business. The café has been affected by rising energy costs, increased competition from a nearby chain café, a broken coffee grinder, and declining community engagement, including fewer poetry nights and local events. IBISWorld (2026) reports that cafés and coffee shops in the UK operate in an increasingly competitive environment, making differentiation and customer retention important factors for long-term success. Based on challenges identified in the literature by the Department for Energy Security and Net Zero (2023), Seren Coffi's challenges are external and internal in nature, as the situation is challenging for the hospitality buildings. But the biggest problem does not lie with the absence of values or creativity. The café is not making effective use of the strong relationships and reputation it has built within the community. Creativity, to become practical routines and create customer value, becomes beneficial to SME performance, according to Agyapong et al. (2025). Similarly, Rosenbusch et al. (2011) found that innovation can improve SME performance when it is aligned with the organisation's resources and capabilities. Seren Coffi requires a repeatable, value-creating model that can be done at a low cost.
[bookmark: _Toc1377420869]2. Creativity, Innovation and Capitalist Business Growth
Creativity and innovation are closely linked, but they have different roles in organisations. Creativity is the ability to generate new and useful ideas, while innovation is the process of turning those ideas into products, services, processes, or business models that create value (Grilli and Pedota, 2024). Creativity helps organisations develop new possibilities, whereas innovation ensures these ideas are put into practice successfully and support long-term success. For small hospitality businesses such as Seren Coffi, having creative ideas is not enough. Those ideas must be developed into practical innovations that improve customer experiences, increase community involvement, and strengthen business performance. 
The importance of creativity and innovation has increased significantly within the hospitality industry due to changing customer expectations, digital transformation, and growing competition. Customers are no longer seeking only products and services; they increasingly value experiences, personal development, social interaction, and opportunities for learning. According to Kayhan Tajeddini et al. (2024), service innovation plays a critical role in creating memorable experiences and improving customer satisfaction in hospitality businesses. Similarly, Liu et al. (2024) argue that sustainable innovation depends on understanding how customers experience and interact with services rather than focusing exclusively on product delivery.
Innovation is often evaluated according to its ability to increase revenue, reduce costs, or improve operational performance. As a result, businesses frequently focus on innovations that provide measurable financial benefits and support long-term growth. 
Seren Coffi creates social, cultural, and educational value in addition to financial value. Ferreira et al. (2024) suggest that innovation is most successful when it reflects an organisation's strengths and customer needs. Therefore, competing directly with large coffee chains could weaken Seren Coffi's distinctive identity.
Alhumud et al. (2024) highlight the importance of value co-creation, while Pine and Gilmore (1999) argue that organisations increasingly compete through experiences rather than products. These ideas are relevant to Seren Coffi because customers can actively participate in learning, cultural activities, and community events. Ertz (2024) similarly suggests that co-creation allows customers to participate in the development of value rather than simply consuming products and services. These ideas are especially relevant to Seren Coffi because they see customers as active participants in the business rather than simply people who buy products and services.
The proposed Seren Global Learning Café creates value through multilingual learning, cultural exchange, photography-based activities, and AI-supported experiences. Customers actively participate through language-learning and cultural activities.
Creativity generates ideas, while innovation turns them into practical solutions. Seren Global Learning Café helps Seren Coffi create educational, cultural, social, and economic value.
[bookmark: _Toc1695735133]3. Proposed Innovation: Seren Global Learning Café
The main idea is to transform the café into a place where customers can enjoy social activities, learn languages, explore different cultures, and relax in a welcoming environment. Unlike traditional language schools or online courses, Seren Global Learning Café would offer a more informal and enjoyable way of learning. Customers could access language-learning activities through QR codes placed around the café, AI-supported learning tools, cultural workshops, and language exchange events with other visitors.
Customers would upload their own photographs to an AI-supported platform that generates vocabulary, conversation topics, grammar exercises, and cultural information in a chosen language. This creates a personalised learning experience linked to their own interests and experiences.
Cardiff's large population of students, tourists, and multilingual residents makes the concept particularly relevant. These groups often seek opportunities for language practice and cultural engagement outside formal education (Shin and Perdue, 2022).
The £2,000 budget should prioritise repairing or replacing the broken coffee grinder, with any remaining funds supporting implementation of the innovation
[bookmark: _Toc1614651991]4. The 4Ps of Innovation
Seren Global Learning Café can be examined in four levels of innovation: product, process, position and paradigm.
[bookmark: _Toc1422705105]Process Innovation 
Process innovation is one of the strongest parts of this idea because it introduces a new way of providing learning experiences within a café environment. Customers would access learning activities through QR codes, AI-supported conversation tools, and personalised photography-based exercises. Teoh et al. (2023) suggest that digital business model innovation can improve customer involvement and business performance in SMEs. By using AI in the learning process, Seren Coffi can offer personalised educational experiences while keeping costs low and creating a model that can grow over time.
[bookmark: _Toc2099101493]Position Innovation
Position innovation changes how Seren Coffi is seen by customers in the market. Traditionally, Seren Coffi has been known as a community-focused independent café. The proposed innovation repositions it as a multilingual learning and cultural exchange hub. Zhang and Ha (2025) suggest that service innovation can improve customer satisfaction, while Liu et al. (2024) highlight the growing importance of customer experience in sustainable service innovation. Verhoef et al. (2009) and Chen and Rahman (2022) further suggest that positive experiences can strengthen customer loyalty, trust, and future behaviour. This new position helps Seren Coffi differentiate itself from larger coffee chains.
[bookmark: _Toc1193134335]Paradigm Innovation
The innovation also represents paradigm innovation because it changes the way value is created in the business. Instead of focusing mainly on selling coffee, Seren Coffi creates value through learning, cultural exchange, creativity, and community involvement. Customers contribute directly to the learning experience through photography projects, language practice, and cultural activities. Alhumud et al. (2024) suggest that value co-creation helps build stronger customer relationships and encourages long-term involvement. As a result, Seren Global Learning Café moves the business from a transactional model to a more collaborative and experience-based approach to creating value.

[bookmark: _Toc1499288700]Product Innovation 
Lastly, there's a smaller product innovation as Seren Coffi offers a new service package. It is not a radical transformation of the coffee phenomenon at all, but it is a new concept in the café around the coffee. Kayhan Tajeddini et al. (2024) highlight the importance of both improving existing services and developing new customer experiences in the hospitality industry. Therefore, Seren Global Learning Café is not a revolutionary product innovation. Instead, it is a service innovation that strengthens the café’s brand through language learning, photography, cultural exchange, and AI technology.
[bookmark: _Toc566683626]5. Creativity Process and Framework 
[bookmark: _Toc1930965371]Preparation
The preparation stage involved identifying and analysing the problems faced by Seren Coffi. Initial analysis identified rising costs, competition, declining customer engagement, and reduced community involvement as key challenges. Teachers Institute (2023) suggests that organisational barriers can make it difficult to recognise new opportunities for growth.
[bookmark: _Toc1733689097]Incubation
The incubation stage explored trends including lifelong learning, AI, tourism, and cultural exchange. Vasconcellos et al. (2024) suggest creativity improves when knowledge from different areas is combined. Li et al. (2022) also highlight the role of creativity in identifying new business models.
[bookmark: _Toc292909378]Illumination
The illumination stage happened when the idea of combining language learning with photography was created. The idea was developed after looking at changes in the hospitality industry, where customers want more than just products and services. Using customers’ own photographs for language-learning activities provided a creative way to combine learning, technology, and social interaction within the café while staying true to Seren Coffi’s community-focused values.
[bookmark: _Toc912081400]Verification
The final stage involved checking whether the idea was realistic and possible to introduce. The concept was evaluated based on customer needs, available resources, costs, and the café’s ability to implement it. Shin and Perdue (2022) state that customer participation is important in developing creative service innovations. This supports the idea because customers take part in learning activities through photography, language practice, and community events. The evaluation also considered possible risks, implementation challenges, and the availability of financial resources to ensure that the innovation remained practical and achievable.

[bookmark: _Toc296044869]6. Business Model Canvas and Value Chain Application
The viability of Seren Global Learning Café can also be assessed using value creation theory and the Business Model Canvas. These frameworks help explain how the innovation creates, delivers, and captures value while remaining financially sustainable. Lopez et al. (2024) suggest that organisations build stronger and more sustainable relationships when customers actively take part in creating experiences. This idea is important to the innovation because customers contribute through photography activities, language practice, cultural discussions, and local engagement.
The main customer groups include students, tourists, multilingual residents, remote workers, and lifelong learners seeking flexible learning and social interaction. Nguyen et al. (2021) suggest that innovative business models improve competitiveness through stronger customer relationships and distinctive value propositions. Similarly, Arandia Arzabe and Reyna (2024) and Huang and Ichikohji (2023) argue that business model innovation helps organisations create new forms of value and respond to changing customer needs.
Customer relationships are strengthened through community events, language exchange sessions, and shared learning experiences. Lim et al. (2022) suggest that customer engagement supports long-term loyalty and repeat visits. This reflects the principles of value co-creation described by Alhumud et al. (2024), while Vargo and Lusch (2008) argue that value is created through interactions between organisations and customers rather than products alone.
The innovation also benefits from several delivery channels, including the café, social media, educational partnerships, community organisations, and tourism networks. These channels increase awareness and help attract and engage customers. Key resources include the café’s community reputation, digital learning tools, AI technology, and partnerships with local organisations. Key activities include providing hospitality services, supporting language learning, organising cultural events, and maintaining educational resources.
From a financial perspective, the innovation supports both current and new sources of income. Food and drink sales remain important, while extra revenue can come from workshops, cultural events, partnerships, and educational activities. Natnael Salfore et al. (2023) suggest that having different sources of income can improve business stability and reduce reliance on one revenue source. As a result, the proposed business model offers greater flexibility and sustainability than the café’s current model.
Despite its potential benefits, the proposed innovation also presents several risks. Customer engagement with the language-learning activities may be lower than expected, particularly if visitors prefer a traditional café experience rather than educational activities. The innovation also relies on AI technology, which may involve ongoing subscription costs and technical issues that could affect service quality. Furthermore, the use of customer photographs raises privacy considerations and may discourage some users from participating. There is also a risk that managing learning activities, cultural events, and digital content could place additional demands on staff and management.
Overall, the Business Model Canvas shows that Seren Global Learning Café can create educational, cultural, social, and economic value at the same time. The concept increases customer engagement, supports community involvement, and creates a unique position in the market while remaining consistent with Seren Coffi’s resources and values. Therefore, the innovation has strong potential to create sustainable long-term value for both customers and the business.

[bookmark: _Toc414368764]7. Lewin’s Force Field Analysis
Lewin's Force Field Analysis can be used to assess whether Seren Global Learning Café is likely to be successful. The model suggests that any change is influenced by forces that support the change and forces that resist it. If the driving forces are stronger than the restraining forces, the change is more likely to succeed.
Driving forces
One important factor is that customers are increasingly looking for more than just food and drinks when visiting hospitality businesses. Many people are interested in learning new skills, meeting others, and taking part in meaningful experiences (Soomro et al., 2024). The proposed multilingual learning café responds to this trend by combining language learning, photography, cultural exchange, and hospitality within one environment.
Another driving force is the growing availability of AI and digital learning tools. These technologies can help create personalised learning experiences at a relatively low cost. Seren Coffi also already has a strong reputation within the local community and experience in organising cultural activities. This provides a good foundation for introducing new learning-focused services and events.
The location of Cardiff also supports the innovation. The city attracts students, international residents, tourists, and people from different cultural backgrounds. These groups may be interested in improving language skills, learning about different cultures, and meeting new people in an informal setting.

Restraining forces
One challenge is the limited budget available to support the innovation. Although the concept is designed to be affordable, some money will still be needed for AI tools, promotional materials, staff training, and learning resources. Staff may also need time to adapt to new activities and responsibilities.
Another challenge is that some existing customers may prefer the café in its current form and may not immediately understand the benefits of the new concept. There is also a risk that some people may feel uncomfortable using new technology or AI-supported learning tools. Also, there a possibility that customers may not engage with the language-learning activities as actively as expected, which could reduce the overall impact of the innovation.

[bookmark: _Toc955556118]8. Organisational Climate for Innovation
There are both positive and negative factors affecting Seren Coffi’s innovation climate. On the positive side, the founders are creative, community-focused, and committed to the café’s values. They have successfully built strong relationships with local customers, showing a willingness to embrace new ideas that support the café’s identity and purpose. Kim et al. (2024) suggest that innovation is influenced by leadership and external challenges, which may encourage Seren Coffi to make positive changes during this difficult period. Similarly, You et al. (2022) argue that a supportive organisational climate encourages innovative behaviour and increases willingness to adopt new ideas. The strong support of customers also creates opportunities for customer engagement and collaborative activities.
However, some challenges may affect implementation. Limited financial resources and founder workload may reduce the time and energy available for managing new initiatives. The Department for Business and Trade (2025) highlights that innovation and adaptability are important factors in helping small and medium-sized businesses remain competitive during periods of economic uncertainty. Neupane et al. (2025) note that resource constraints can create barriers to innovation, particularly within small businesses. Staff may also require additional training to become confident using AI-supported learning tools and supporting educational activities.
[bookmark: _Toc1279172539]9. Part 1 Conclusion
The main issue facing Seren Coffi is not simply low income, but the fact that the systems and activities that once created strong community value are no longer working effectively. Seren Global Learning Café offers a creative and innovative solution by turning the café into an AI-supported multilingual learning environment that combines hospitality, language learning, photography and cultural exchange. The idea uses creativity to address the specific operational challenges faced by the café. It includes elements of the 4Ps of Innovation, with a strong focus on process, position, and paradigm innovation, while also including some service innovation. Seren Global Learning Café represents a realistic and sustainable innovation that has the potential to strengthen Seren Coffi’s long-term future. By integrating learning, technology, creativity, and community participation into the customer experience, the café can differentiate itself from competitors while remaining true to its values and identity.

[bookmark: _Toc244872907]Part 2: AI Supplement
[bookmark: _Toc783326879]1. Introduction to the Use of AI
I first developed the Seren Global Learning Café idea and then used an AI model to test it and explore ways to improve it. AI was used as a tool to support research, idea development, and creativity. Grilli and Pedota (2024) explain that while AI can help generate ideas, human judgement is still needed to ensure that solutions are practical and ethical. AI helped consider alternative ideas, identify weaknesses, and improve the overall feasibility of Seren Global Learning Café. Screenshots of the AI interactions have been included in the appendix as evidence of how it supported the development process.
[bookmark: _Toc1334292515]2. How AI Helped Develop the Original Innovation
AI first helped evaluate whether the original idea was practical and suitable for Seren Coffi. Instead of focusing only on language learning, AI suggested developing the concept into a wider learning and cultural experience that combined education, tourism, community involvement, and hospitality. This helped create a stronger connection between the innovation and Seren Coffi’s values of learning, cultural engagement, and community interaction.
AI also suggested several features to increase customer engagement and improve the overall experience. These included a Language Passport to track learning progress, Cultural Discovery Nights, weekly language exchange café sessions, and small rewards such as discounts on drinks for completing activities. The photography-based learning concept was developed independently. AI subsequently helped expand the idea by suggesting additional activities, such as AI-generated conversation topics and personalised language exercises based on uploaded photographs. Another suggestion was “Explore Cardiff Through Language and Photography”, where visitors explore local attractions while taking part in language-learning activities linked to their experiences. Chesbrough (2003) argues that organisations can benefit from using external sources of knowledge to support innovation.
In addition, combining hospitality, language learning, and cultural exploration helped differentiate Seren Coffi from competing cafés. Many coffee shops compete primarily through products, pricing, or loyalty schemes, whereas the Seren Global Learning Café focuses on providing memorable experiences and opportunities for personal development. This creates value beyond the core coffee offering and strengthens the café’s position within the local community.
These suggestions supported value co-creation between customers and the organisation. Lopez et al. (2024) suggest that customer participation and service innovation help build stronger customer relationships and improve business resilience. Similarly, the proposed activities encourage deeper interaction with the café, helping to strengthen engagement and customer loyalty.

[bookmark: _Toc950676929]3. Critical Appraisal of AI Recommendations
One of the most useful ways AI helped was by developing the original innovation idea further. AI suggested several practical features, including a Language Passport to track learning progress, Cultural Discovery Nights, weekly language exchange sessions, AI-generated conversation topics based on uploaded photographs, and the “Explore Cardiff Through Language and Photography” activity. These suggestions helped turn the idea from a basic language-learning activity into a more complete learning and cultural experience. Kayhan Tajeddini et al. (2024) highlight the importance of service innovation in hospitality, and AI helped identify practical ways to make the customer experience more engaging while supporting Seren Coffi’s community-focused values.

However, AI also had limitations. Some suggestions were too ambitious and did not fully consider the café’s limited budget and resources. Furstenthal et al. (2022) argue that successful innovation depends on focusing on practical priorities rather than introducing too many changes at the same time. Bittner et al. (2024) argue that innovation should fit the specific business context. As a result, the idea had to be simplified and adjusted several times before a practical solution was created.
Some of these recommendations may also be considered a weakness. Introducing too many features could make the concept overly complex for a small independent café with limited staff, time, and financial resources. Managing language activities, cultural events, AI tools, and reward systems at the same time may increase operational pressure and make implementation more difficult. Therefore, not all AI suggestions were practical, and some needed to be simplified to ensure the innovation remained realistic and achievable.
A second limitation of AI was that it often suggested ideas based on general hospitality trends rather than the specific situation of Seren Coffi. Although many of the recommendations seemed creative and innovative, they did not always consider the café’s limited budget, staff availability, or operational problems. This shows a weakness of AI because it generates suggestions based on information from many businesses rather than having a full understanding of one organisation.
Another limitation was that AI often agreed with the idea rather than challenging it. More useful feedback came when I asked it to identify weaknesses. This showed that the quality of AI responses depends heavily on the quality of the prompts. Quang-Huy (2023) suggests that success depends on strategic alignment, which also applies to AI use. Human judgement was therefore essential when deciding which AI suggestions to accept, reject, or modify.

[bookmark: _Toc522453018]4. Issues and Successes When Applying AI

AI was useful because it helped expand the creative thinking process. It allowed different ideas, such as language exchange meetups, AI-generated conversation topics based on customers’ uploaded photographs, cultural workshops, a digital progress passport, personalised learning plans, pronunciation feedback, and reward-based learning activities. Agyapong et al. (2025) suggest that using AI to explore a wider range of options can help SMEs make better decisions and avoid choosing solutions too quickly. 
Bowen et al. (2023) argue that hospitality SMEs need practical solutions after periods of disruption, which helped keep the proposal realistic and achievable. 
AI also gave suggestions about how the remaining £2,000 could be spent. It briefly mentioned that the café’s grinder was broken, but it did not identify this as a main priority. Instead, AI focused more on spending money on new learning activities and customer experience features. It was only after I asked whether the money should first be used to repair or replace the grinder that AI agreed this should be the priority. This shows a limitation of AI recommendations, as it did not immediately recognise the importance of solving an existing operational problem before investing in new innovations. Therefore, human judgement was needed to question the AI’s suggestions and ensure that the final proposal was realistic and focused on the café’s most urgent needs.
Teoh et al. (2023) suggest that digital business model innovation can support SME development. The AI-generated feedback encouraged critical evaluation of the idea and highlighted the importance of balancing innovation with the café’s available resources and operational constraints.
Several suggestions generated during the development process were not included in the final proposal because they were considered unrealistic, costly, or difficult to implement within the café’s current circumstances. The Department for Energy Security and Net Zero and Jones MP (2025) highlight the financial pressures facing hospitality businesses, making careful resource allocation particularly important. Although AI supported the idea-generation process, the final innovation proposal was shaped through critical judgement and adaptation to ensure it remained practical, affordable, and aligned with Seren Coffi’s values and long-term objectives.

[bookmark: _Toc1953831534]5. Ethical and Academic Reflection on AI Use
AI was used as a tool to support idea development and research. For this reason, full screenshots of prompts and responses have been included in the appendix as evidence of the development process. Grilli and Pedota (2024) argue that AI can support creativity, but it is important to understand its limitations and use it appropriately. In this project, AI was used to challenge ideas, suggest improvements, and explore alternatives, while all final decisions, evaluations, and critical analysis remained the responsibility of me.
Another concern was that AI can sometimes make ideas appear more advanced or practical than they really are. Although AI can generate convincing suggestions, not all of them are realistic. This was particularly important in the Seren Coffi case, where limited finances, founder capacity, and community values had to be considered. As a result, the final proposal needed to remain simple, practical, and affordable.
[bookmark: _Toc1285512083]6. Part 2 Conclusion
Overall, AI was a useful tool for developing and testing ideas, but it could not replace human judgement. It helped identify operational problems and compare different innovation options. However, some of its suggestions were too general, overly optimistic, and did not fully consider the challenges faced by small businesses. Neupane et al. (2025) highlight the importance of flexibility, leadership, and community connections for hospitality SMEs, which was reflected in the development of Seren Global Learning Café as a flexible and community-focused solution.
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i .nnovation cannot fix:

* Broken equipment
* Rising costs
* Staff shortages

* Energy bills
The café must still address these problems.
5. Possible privacy concerns
Customers may be hesitant to upload personal
photographs to an Al platform. Clear privacy
policies would be needed.
6. Success depends on participation

If few customers engage with the activities:

* The investment may have little impact.
e Events could have low attendance.

* Benefits may be difficult to measure.

N2
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3. Requires ongoing management
Someone must:

* Maintain QR codes
* Update content
* Organise events
* Support customers

This could increase workload, especially when
the founders are already experiencing burnout.

4. Does not solve all operational issues
The innovation cannot fix:

* Broken equipment
* Rising costs
e Staff shortages

* Energy bills

The café must still adu. ~ © these problems.
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Weaknesses of the Al Language
Discovery Experience

1. Technology dependence
Not all customers:

* Own smartphones
* Feel comfortable using Al tools

* Want a digital experience in a café

Some older customers may prefer traditional
community activities.

2. Limited appeal to some customers
Many visitors simply want:

* Good coffee
* A comfortable atmosphere
* Fast service

They may have little ir N t in language
learning.
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5. Low-cost innovation

Many Al tools already exist, so Seren Coffi may
not need to develop expensive software from
scratch. QR codes and digital content are
relatively inexpensive to implement.

6. Attracts new customer groups
The idea could appeal to:

* Tourists

* International students
* Language learners

* University students

* Visitors interested in Welsh culture

Weaknesses of the Al Language
Discovery Experience

1. Technology depe ' ce

AL
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For example:

¢ A photo of Cardiff Castle generates relevant
vocabulary and cultural information.

* A photo of a coffee order creates useful
conversation practice.

Customers learn from their own experiences
rather than generic textbook examples.

4. Encourages repeat visits
Customers may return to:

* Complete more challenges
 Attend language exchange events
* Improve their language skills

* Unlock new learning content
This could increase customer loyalty.
5. Low-cost innovat {F

Manv Al tools alreadv exist. so Seren Coffi mav
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This means the innovation strengthens the brand
rather than changing it.

2. Creates a unique customer experience
Most cafés simply sell coffee. Your idea offers:

* Language learning

* Cultural exploration

* Al-powered personalised activities
* Social interaction through language

exchanges

This differentiates Seren Coffi from competitors
and chain coffee shops.

3. Personalised learning

Using customers' own photographs makes
learning more engaging and memorable.

For example:

* A photo of Cardiff C. .. generates relevant
vocabulary and cultural information.
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What are the strengths and
weaknesses of my new idea of
innovation?

Your innovation has several strong points, but it
also has some weaknesses that an examiner
would expect you to acknowledge. Discussing
both will make your evaluation much stronger.

Strengths of the Al Language
Discovery Experience

1. Supports Seren Coffi's values

Your idea fits perfectly with the café's existing
focus on:

* Welsh language and culture

* Learning and education

* Community engagement

e Cultural exchange

This means the innovation strengthens the brand

<+ Reply to ChatGPT 0 .





image9.jpg
1718 2. 9™ o N T @
— @ Xy
Replace/repair grinder £500-£700

Al language-learning pilot  £500
(QR codes, content
creation)

Language exchangeand  £500
cultural events

Marketing and £200
promotional materials

Contingency fund £100-£300

Total £2,000

Why this is better
The café needs to:

1. Fix what is broken (the grinder).

2. Restore the customer experience (events
and community).

3. Introduce your innovation (Al-supported
language learning).
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Item
Replace/repair grinder

Al language-learning pilot
(QR codes, content
creation)

Language exchange and
cultural events

Marketing and
promotional materials

Contingency fund
Total
Why this is better

The café needs to:

N ol @
@ LR ]

Approx. Budget

£500-£700

£500

£500

£200

£100-£300

£2,000

1. Fix what is broken (the grinder).

2. Restore the custo J xperience (events

and community).
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So you saying all the money
should be spend as a catalyst to
reactivate the community? What
about a broken grinder?

No. If the case mentions a broken grinder, then
spending all £2,000 on community activities
would be a mistake.

A broken grinder affects the café's core product:
coffee. If customers receive slower service or
lower-quality coffee, they may stop visiting
regardless of how innovative the
language-learning programme is.

A stronger proposal would balance operational
needs with innovation.

For example:

Item Approx. Budget

Replace/repair grinder £500-£700

N2

Al language-learning, £500

(QR codes, content
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* New suppliers

* Expansion

* Investment

However, the case specifically encourages

lateral thinking and states that a capitalist
solution is not always a good solution.

The café's strength has always been:

¢ Community

* Welsh culture

* Conversation

* Learning

* Social connection
Therefore, the £2,000 should be used as seed
funding to rebuild participation and engagement,
with the Al language-learning experience acting
as the tool that brings people together. The goal
is not to buy growth, but to restore the

community ecosyster «J, originally made
Seren Coffi successful.
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.duced service quality
* Fewer events
e Founder burnout
A portion of the budget should remove these

barriers so the experience can actually be
delivered.

Why this fits the case
Many students will suggest:

* More advertising

* New suppliers

e Expansion

* Investment
However, the case specifically encourages

lateral thinking and states that a capitalist
solution is not always a good solution.

The café's strength has always been:

e Community

<+ Reply to ChatGPT
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* Organise photo-based conversation clubs
where visitors discuss their uploaded images.

3. Create a Community Ambassador programme
Recruit:

e Cardiff University students
¢ International students
* Local Welsh speakers

* Retired community members

Offer free coffee and recognition rather than
paid staffing.

This reduces pressure on the founders while
rebuilding the social atmosphere.

4. Fix key customer frustrations
The case mentions:

* Abroken grinder |,
* Reduced service quality

<+ Reply to ChatGPT
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1. Launch the "Language Discovery at Seren Coffi" pilot
* Create QR codes linked to free Al tools (e.g.,
ChatGPT or similar platforms).

* Design simple learning journeys around
Cardiff landmarks and Welsh culture.

e Customers scan codes in the café and around
Cardiff to participate.

2. Reintroduce community events

The café originally succeeded because of poetry
readings and language exchanges.

Use part of the budget to:

* Restart weekly language exchange evenings.
* Host cultural storytelling nights.

* Run "Learn Welsh Through Cardiff"
workshops.

¢ Organise photo-base” ~onversation clubs
where visitors disc Y eir uploaded images.

"
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How should the remaining £2000
budget be spend?

Based on the case study, | would avoid spending
the £2,000 mainly on technology. The café's
problem is not that customers dislike it—the
case specifically says "the product is in demand,
the business model is sound but the business is
failing." The real issue is that the community
atmosphere, events, and energy that made Seren
Coffi special have faded.

Your Al language-learning idea fits perfectly
because it rebuilds the café's role as a
community and cultural hub.

How the £2,000 should be used

Use the £2,000 as a catalyst to reactivate the
community rather than as a technology

purchase.

1. Launch the "Language Discovery at Seren Coffi" pilot
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ogress rassport: A digital passp
records language achievements at each
attraction visited.

* Speech Feedback: Al provides instant
pronunciation corrections and speaking
confidence scores.

* Personalised Learning Plan: The system
adapts activities based on the learner's level,
interests, and travel itinerary.

Why this is innovative

Unlike traditional language-learning apps, the
experience:

* Uses the visitor's own memories and
photographs.
* Combines tourism with language education.

* Encourages real-world interaction and cultural
immersion.

* Creates highly personalised learning content
through Al.

* Extends learning bc ), the visit through
saved activities and progress tracking.
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places they have actually visitea.
6. Cultural Learning

o Workshops introduce Welsh culture,
traditions, food, music, and history.

o Al connects language learning with
cultural understanding rather than
teaching vocabulary alone.

Additional Innovative Features

Al Travel Companion: A chatbot that acts as a
personal language tutor throughout the trip.

e Augmented Reality (AR): Point a phone
camera at landmarks and instantly see
translated information and vocabulary.

* Progress Passport: A digital passport that
records language achievements at each
attraction visited.

* Speech Feedback: Al provides instant
pronunciation corrections and speaking
confidence scores.

« Personalised Learr. Y lan: The system
adapts activities based on the learner's level,

+ Reply to ChatGPT 0 ‘
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» Grammar exercises

» Cultural explanations

» Local expressions and idioms

» Listening and speaking activities
4. Gamification

o Users earn points, badges, and rewards
for completing activities.

o Challenges encourage visitors to discover
more locations around the city.

o Local businesses could offer discounts or
rewards for completed learning tasks.

5. Real-Life Practice

o Visitors join language exchange meetups
with other tourists and local residents.

o Al suggests conversation topics based on
the user's uploaded photographs.

o Participants can practise speaking about
places they have actually visited.

6. Cultural Learning

o Workshops intro..ce Welsh culture,

traditinne fond _muesic _and histnrv
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1. Explore and Scan

o Visitors scan QR codes at attractions
such as Cardiff Castle, museums, cafés,
markets, and transport hubs.

o Each QR code unlocks language-learning
challenges related to that location.

2. Capture Personal Experiences

o Visitors take photos of objects, places,
food, signs, or cultural activities.

o Examples: Cardiff Castle, Welsh cakes, a
market stall, a street performer, or a cup
of coffee.

3. Al Creates Personalised Learning

o The Al analyses the image and
automatically generates:

» Vocabulary lists

» Pronunciation practice
» Conversation questions
» Grammarex v s

» Cultural explanations

<+ Reply to ChatGPT
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Your idea is already strong because it combines
language learning, tourism, Al, and personalised
experiences. To make it more innovative and
valuable for customers, you could develop it into
a complete "Al Language Discovery Journey"
rather than just an Al vocabulary tool.

Enhanced Idea: Al-Powered Language
Discovery Experience

Visitors can improve their language skills while
exploring Cardiff through QR codes, Al learning
tools, cultural workshops, and language
exchange events. The key feature is that learning
is personalised using the visitor's own
photographs and experiences.

How it works

1. Explore and Scan

o Visitors scan QR codes at attractions
such as Cardiff Castle, museums, cafés,
markets, and tr7 art hubs.

N2

o Each QR code uniucks language-learning

e allamoann valatad 20 2t laaadlioa
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Base on this case study my
innovative idea is that customers
could access language-learning
activities through QR codes, Al-
supported learning tools, cultural
workshops, ans language
exchange events woth other
visitors. Customer would use
their own photographs as part of
the learning proccess. For
example, they could take a
pictures of Cardiff Castle, a local
market, a cup of coffee. The
image could then be uploaded to
an Al platform that creates
vocabulary lists, pronunciation
exercises, conversation topics,
grammar activities, and cultural
information in the cuatomer's
chosen language. Could you
make my idea better?
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