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Executive summary 
The report is an evaluation of how Artificial intelligence (AI) can be used to help develop an innovative solution to the case study focused on Seren Coffi. Ideas were generated using the AI, the concept of the community membership and creative hub was created, the report was structured, and the innovation theories were implemented in the proposed solution. The report is a critical evaluation of the recommendations made by AI and explains the achievements and challenges encountered in the course of utilising AI as an instrument of creativity and innovation development. In the results, AI may be helpful in idea generation and enhanced efficiency and assist in the development of innovations, but here there are also limitations and, so, critical consideration and human evaluation are necessary to deliver the correct and viable results.
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[bookmark: _heading=h.z17olvq3ic45]Part 1: Main report 
[bookmark: _heading=h.i49eriu02co8]1. Introduction
Seren Coffi is a small coffee shop located in Cardiff, developed with a high level of attention to the ethical sourcing of products, communal attitude, and sustainable business behaviour. Compared to large chain cafes, Seren Coffi established its image based on openness about coffee sources, belief in the locality and the community-based events like poetry readings, language exchange, and pay-what-you-can evenings. At first, the business showed success and acquired a stable customer base, but with time, the organisation started to have several operational and financial problems (Shaw, 2026). Increasing costs of energy, rising coffee bean prices, equipment repairs, employee difficulties acquiring more staff and the rising competition with the chain coffee shops have brought a lot of strain to the business. However, even though the product is still in demand and the business model is fundamentally justified, the organisation is already struggling to keep its operations going. The report will evaluate creativity and innovation within a business setting critically and present a creative and innovative solution to the operational issues that affected Seren Coffi to enhance its sustainability and generate value in the long-term to the organisation and the community.
[bookmark: _heading=h.d4o5kbs8l708]2. Critical analysis of creativity and innovation
Creativity and innovation are closely associated but different concepts in the field of management of a business. Creativity is the ability to come up with new and novel ideas, whereas innovation is applying novel ideas in order to add value to an organisation or a customer (Li et al. 2022). Business problem-solving can start with creativity; however, innovation is important to turn such ideas into solutions that can be applied in real companies to improve products, services, processes, or business models.
Competitive and dynamic environments are the most important areas where innovation is essential, as innovation allows organisations to be adaptable, distinctive, and efficient. This can be stressed by the theory of innovation by Joseph Schumpeter, with a focus on creative destruction (Gupta et al. 2024). In which innovations will push out the outdated practices to create new economic growth and competitive advantage? Equally, Everett Rogers demonstrates how innovations are diffused across the markets over time, and this has an impact on the rates at which businesses and consumers are open to new ideas.
Innovation in a capitalistic environment is not that easy, though. Companies are usually pressured to cut down on expenses, increase business profitability and enhance efficiency, at the expense of social responsibility, sustainability and ethics (Ardiansyah and Alnoor, 2024). This brings about conflict between value creation and profit maximisation. In the case of small independent firms such as Seren Coffi, they must incorporate creativity into their framework that goes beyond monetary results, but rather social value, customer experience, and their interaction with the community. Thus, creativity and innovation are strategic competencies that enable organisations to deal with difficulties, stay competitive and create economic and social value.
[bookmark: _heading=h.3gi98gs4k9ll]3. Innovative solution
[bookmark: _heading=h.502080z3leao]3.1 Explanation of the idea
The innovative idea that might be offered as the intervention in the case of Seren Coffi is the definition of a Seren Coffi Community Membership and Creative Hub concept. The concept dwells on making the coffee shop more of a community-based creative and cultural venue, which is backed up by membership, events, and community involvement. The primary purpose of this innovation is to enhance normal revenues, enhance retention of customers, decrease the financial strain, and reintroduce the community involvement that initially turned the business into a success (Khan et al. 2025).
Within the framework of this model, the customers would have a chance to get an annual membership where they can enjoy the following benefits, such as discounted coffee, first choice seating, complimentary attendance to events, and access to creative rendezvous like poetry nights, language swapping, workshops, and community displays of art. This provides the business with a stable and predictable flow of income, as well as enhancing the relationship that exists between Seren Coffi and its customers. Moreover, the cafe will allow local artists, musicians, writers, and small businesses to organise events and workshops that will attract more people into the cafe throughout the evenings and busier times (Abbey Mill Coffee Shop, 20235).
This concept does not presuppose altering suppliers, leadership, and governance, which is in line with the rules of the case study. Also, it is not solely based on increasing and decreasing prices or reducing costs but on value creation, involvement with the community, and innovation through experience (Hermundsdottir and Aspelund, 2021). The membership model would enable Seren Coffi to operate a consistent revenue stream, attract more customers and restore its image as a community and cultural hub and not a coffee shop. This business idea will address the challenging issues with the functioning and finances, and preserve the ethical standards and community-oriented image of the cafe.
[bookmark: _heading=h.3cqdrujn00o4]3.2 Link to 4Ps of innovation
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Figure 1: 4Ps of Innovation
(Source: LinkedIn, 2023)
Product Innovation 
Product innovation is the innovation in the products or services that are sold by an organisation to the customers (Lubis et al. 2025). When considering the case of Seren Coffi, the planned innovation attempts to sell coffee and food and also provide new services. New service products may be the community membership programme, the creative workshops, the poetry events, the language exchange events, and the community events. Such services will contribute to the customer experience and will distinguish between Seren Coffi and the other regular coffee shops and the other large chain cafes. Seren Coffi would not be selling a physical item like a cup of coffee, but an experience, a community and access to creative space. This increases the business proposition and generates new business revenue (Ritala et al. 2024).
Process Innovation 
Process innovation is a type of innovation which entails alterations in the process in which a business conducts, manufactures or even provides its services (Digitalleadership, 2023). Implementation of a membership system would alter Seren Coffi in terms of customer relationships, payments and events. As an example, prepaid coffee, event booking services and planned community activities could be offered via memberships, which will enhance operational planning and stability in cash flow. The use of space and resources would also be enhanced as events would be held in silent hours, which would boost the performance of operations (Norouziasas et al. 2024). Moreover, by partnering with local artists and community members to organise events, the staffing strain is decreased, and a more cooperative way of operations is presented. Such improvements in the process make Seren Coffi run more efficiently and sustainably.
Position Innovation 
Position innovation is a concept which can be described as the manner in which a company places itself in the market and how the businesses are viewed by the customers (Bessant, 2023). At present, Seren Coffee is placed as a standalone ethical coffee shop, but due to such innovation, the company would rebrand itself as a local meeting point, creative studio, and cultural cafe as opposed to a coffee purchasing venue. This repositioning is important because Seren Coffi stands against the competitors in the large chain who concentrate on speed, convenience and standardisation. Through emphasis on community, culture, and creativity, Seren Coffi can appeal to another client segment that places value on experience, morals and socialisation. The brand image and customer loyalty can be reinforced as a result of this new market position (Susanto et al. 2022).
Paradigm Innovation 
Paradigm innovation is the shift in the business model that the organisation operates under, or how it is fundamentally doing its activity. The Seren Coffi innovation also represents a change in the business model of traditional cafes, where they primarily depend on the daily sales rates, to that of a community-supported business where they depend on membership rates, events, and gathering members. This alters the manner in which the business makes revenue, how it interacts with the customers, and the assessment of value creation (Periyasami and Periyasamy, 2022). The business is also interested in building relationships, interacting with the community, and creating value as opposed to only looking at profit and sales volume. This is a radical change in the business thinking and business long-term strategy, and therefore, a paradigm innovation.
[bookmark: _heading=h.ya4nv6z86ews]4. Creativity process
The innovation of the creative solution of Seren Coffi was done by a systematic creativity procedure, which encompassed identification of the problem, generation of ideas, examination, and crafting a solution. The initial step in the creativity process was to determine the main problem of the company, Seren Coffi. Despite the cafe having high values, regular customers, and quality items, the cafe was having financial and operational troubles, as well as pressure because of increased costs, competition, workforce issues, and a lack of customer interaction. The identification stage of a problem is significant in the creativity process, as innovation cannot be based on coming up with random ideas but should be founded on solving a real organisational problem (Chang et al. 2023).
The second phase entailed the generation of ideas by applying creative thinking, including brainstorming and lateral thinking. The creative process was based on generating value, community, and experience-based services instead of seeking conventional approaches involved in boosting price or cutting price (Tuan and Doan, 2025). This gave rise to the concept of turning Seren Coffi into a community membership and creative hub concept. This concept has been formulated after taking into account the previous activities that the cafe has done with regard to poetry nights, language exchanges and community events, which have been effective in attracting customers and also creating a strong sense of community.
The third step in the process of creativity was the evaluation of the idea and defining whether it was viable and fit in the organisation (Harvey and Rietzschel, 2022). The membership and creative hub model was deemed suitable since it does not require full transformation of the business but instead adds to the already established values, culture and customer base of Seren Coffi. The last phase entailed the installation of the concept into a viable innovation that could bring in sustainable revenue, boost client loyalty and enhance the sustainability of the business. Such a creativity process was structured to make sure that the innovation is creative and practical.
[bookmark: _heading=h.jnzx7aep0l6]5. Viability analysis-Lewin’s force field analysis
The Force Field Analysis by Lewin is the tool helping to assess the feasibility of a proposed innovation by examining the driving forces (operating forces) and the restraining forces (restraining forces). The model is useful in establishing whether or not the proposed community membership and creative hub innovation in the Seren Coffi case is real and feasible in the current circumstances of the organisation.
[image: ]
Figure 2: Lewin’s force field analysis
(Source: Connelly, 2023)
The driving forces that can be identified as the first set, which is the support of the implementation of the innovation (Govindan, 2022). Their reputation in the community and base of loyal customers is one of the greatest driving forces especially of Seren Coffi. The cafe has already gained a good reputation due to the poetry nights, language exchanges, and community events, so customers already know that the cafe is related to community and creative activities. This facilitates the process of adoption into membership and the creative hub model more naturally and easily. The other motivation factor is through the increasing consumer demand for experiences as opposed to mere products (Pappas et al. 2023). Most customers have become fond of places where they can work, socialise, attend events, and become part of a community and not just go to buy coffee and move on. The membership model would also offer a more predictable and constant stream of income that would minimise financial uncertainty and enhance the cash flow (Mioduchowska-Jaroszewicza, 2022). As well, it would be better to utilise the cafe space during the quiet period by conducting events and workshops to ensure the utilisation of available resources without substantial cost increase. It is also because the innovation fits in the ethical values and the community-oriented business model promoted by Seren Coffi, and it becomes more likely that both founders and customers would be willing to facilitate the change.
Though innovation can also be restrained by various forces that can render innovation implementation a challenging task (Valtonen et al. 2023). Limited financial resources are one of the primary restraining factors since the business is already in a bad financial situation, and it has few cash resources at its disposal. The other potential restraining force is members of the staff getting fatigued and burning out because the founders are already working excessive hours and might not have enough time and energy to organise events, memberships, and operate the business daily. It is also possible that there is little validity in whether customers would be ready to buy memberships, particularly at a time of increased living expenses (Iyengar et al. 2022). The business may also encounter an extra burden in operational problems like the management of the timetable of events, headquarters of bookings, and service quality. In addition, the decision-making process in the organisation is very slow, which might be a hindrance to the adoption of new ideas.
Generally speaking, the driving forces are more pronounced as compared to the restraining ones. To develop the innovation, the company and its strengths already in place, like the community engagement, customer loyalty, and ethical values, are used instead of substantial structural changes (Kosasih et al. 2024). In the case that the business can handle the operational issues and implement the membership system in phases, the innovation can be viable, and may enhance the long-term sustainability of Seren Coffi.
[bookmark: _heading=h.bcba3ohi4esh]6. Organisational support for innovation
Organisational support of innovation describes the manner in which the organisational culture, leadership, structure, and resources favour the new ideas and change (Ekmekcioglu and Öner, 2024). In the case of Seren Coffi, several factors either favour innovation in the organisation or restrain it.
Organisational culture is one of the supporting factors. Seren Coffi has principles of community involvement, sourcing ethically, innovation, and cooperative ventures. The cafe has already hosted poetry nights, language exchange events and community events, and this demonstrates that the organisation is already promoting creativity and new ideas. This form of organisational culture is significant because innovation has high chances of success in an environment where experimentation and new ideas are tolerated (Rusu, 2023). Another leadership style that may facilitate innovation is the mindful and value-based leadership style that is seen in the founders when it comes to the process of making decisions.
Innovation barriers in the organisation are, however, also present. The founders feel fatigued and are experiencing burnout, and as such, it might make them less willing to take risks or adopt new ideas. The lack of finances, equipment issues, and staffing are constraining and limiting the amount of resources at their disposal to innovate (Kannan and Gambetta, 2025). Furthermore, the process of decision-making might be sluggish, thereby postponing the execution of ideas that require innovation. In general, Seren Coffi has an enabling innovation culture, yet no resources and operational pressures could be a limiting force.
[bookmark: _heading=h.gfmsrxqu9lts]7. Conclusion 
To conclude, the present report examined the issue of creativity and innovation as applied to the case of Seren Coffi and suggested an innovative solution to the business operational and financial issues. Even though the business has a solid ethical background, its faithful customers, and a distinctive community-oriented character, it is not performing well because of the escalating expenses, inefficiencies in its operations, and intensified competition. The identified community membership package and creative hub is a fresh perspective that concentrates on value creation, customer interaction, and sustainable revenue and not on the approach based on profit maximisation. The 4Ps of innovation, the creativity process, Force Field Analysis by Lewin, and support of innovation in organisations were used to analyse the innovation. This analysis indicates the viability of the innovation, and it can be related to the values, culture and long-term sustainability objectives of the organisation.
[bookmark: _heading=h.g12kgo21wy05]

[bookmark: _heading=h.xy31oopfpvss]Part 2: AI supplement
[bookmark: _heading=h.6das3m6p834j]1. Introduction 
The use of Artificial Intelligence (AI), especially of Large Language Models (LLMs), is becoming a notable trend in terms of business innovation, the generation of ideas, and making decisions. The AI has the potential to aid in the creative process by creating ideas, solving problems and assisting in the development of innovative solutions (Baltà‐Salvador et al. 2025). Nonetheless, reliability, originality, and critical thinking are additional issues where AI is utilised in creative and academic output. The present report explains the application of AI towards the creation of the innovative solution of the case study on Seren Coffi. It elaborates on how the AI facilitated the idea development, recommends on the quality of the AI recommendations, and discusses the various successes and obstacles encountered as an implementer of AI to develop creativity and innovation. 
[bookmark: _heading=h.hjrzt6oor1vb]2. How AI was used to develop the innovation
In this project, AI was applied to facilitate the process of my creative innovation in the case of Seren Coffi. I first applied AI to get knowledge of the case study and to comprehend the key issues that the business was experiencing. The AI assisted in summing up the case study and highlighting the main points of concern, namely increased costs, ineffectiveness, competition, and exhaustion in the staff (Malik et al. 2022). This enabled me to concentrate on innovation as a remedy, as opposed to the traditional business concepts like the reduction of costs or the increase of prices.
I applied AI to come up with novel ideas that would assist Seren Coffi in improving its sustainability and operations. Among the ideas offered by the community membership, programme of events and workshops, cooperation with local artists and turning the cafe into a community hub (Purristacatcafe, 2025). The concepts made me more innovative in my thoughts and made me view innovation not only in products and services but also in business models and customer experience.
I then chose a creative hub and community membership model and developed and optimised the idea with the help of AI. To illustrate this, I requested the AIs to clarify the functioning of the membership model, the way the model will make money and how it can be implemented step by step. The AI also enabled me to use the 4Ps of innovation, the process of innovation, and Force Field Analysis developed by Lewin to assess the innovation. This contributed to my bridging of theory to practice, as well as organising my report better.
I also utilised AI in assisting me to structure the report, enhance academic writing format, and make the sections logical. The AI also gave instructions on how to format the report structure, the contents of the sections and academic language, and this enabled the overall report to be better. Nonetheless, I followed the AI not solely but made my own choices regarding the ultimate innovation concept and the contents of the report. The AI was used as a supply tool instead of substituting the personal analysis and thoughts (Basha, 2024). Therefore, by actively engaging with social media on social networking sites, we can concentrate on and preserve our status in society along with our role. Thus, through active use of social media on social networking sites, we are able to focus on ourselves and maintain our position in society as well as our role.
[bookmark: _heading=h.9pfsvumx7arr]3. Critical evaluation of AI recommendations
Although AI was applied to coming up with ideas and organising the report, the quality and usefulness of the suggestions of the AI should be assessed critically (Cui et al. 2025). The first and one of the key benefits of AI is that it can be used to produce many ideas in a very brief period of time, which may be used to assist with the initial phases of the creativity process, including brainstorming and idea generating. The AI offered several creative ideas to Seren Coffi, which included community membership programmes, events, and collaborations, as well as creative hub ideas. This shows that AI is able to aid thought processes and ideation in diversification (Cui et al. 2025).
Most of the initial recommendations of the AI were, however, rather broad and not all of them were feasible for a small independent coffee shop that had limited financial resources. This indicates that though AI may produce ideas still, the human judgement to determine if the ideas are viable and fit in the organisation remains. AI has no complete knowledge of an organisational culture, financial constraints, and operational constraints as a human-based decision-maker would. Thus, AI recommendations should be considered thoroughly instead of being blindly applied (Janssen et al. 2022).
Next to this weakness of AI is that its suggestions are founded on the available data and trends instead of actual innovative thought. This implies that AI can generate ideas that are more of extensions of business models as opposed to an entirely new idea. This is an indication that AI can assist in creativity, but not necessarily to take over the creativity and critical thinking of human beings (Daju and Moldovan, 2024).
Also, the quality of artificial intelligence responses is strongly dependent on the prompts made by the user. The AI presented more useful and relevant answers when I made more specific and detailed questions. This demonstrates that the successful application of AI supposes the ability to write quickly and critique the answers (Fitria, 2023). On the whole, AI proved to be an efficient tool in the facilitation of the process of innovation development, though it must be viewed as a supplementary tool, not as a substitute for the functions of human judgment and creativity.
[bookmark: _heading=h.5uvysh8u09el]4. Issues and successes while using AI
The application of AI in developing the innovation in the Seren Coffi case study had a number of successes. The fact that AI assisted in coming up with ideas faster was one of the key achievements and could save time on the conventional way of brainstorming (Bouschery et al. 2024). The AI also assisted in structuring the report and placing ideas under logical parts that simplified the process of writing the report. Also, AI was used to give explanations of innovation theories, the 4Ps of innovation, and the Force Field Analysis of Lewin, which allowed me to use the case study to better apply theory. It shows that AI may become an effective learning and decision-support tool.
The other achievement was that AI served to narrow and enhance the innovation concept. To use the example, the initial concept was merely to launch events, but after communication with AI, the concept evolved into the community membership and innovative hub model with a more organised business concept. This indicates that AI has the capability of aiding the formation and enhancement of ideas by responding to each other through cyclic engagement (Marvi et al. 2025).
Nevertheless, the application of AI was also problematic in several aspects. One of the issues was that some of the responses by AI were redundant or too broad to provide any kind of specific information. In such a case, I had to resort to asking more specific questions that would allow me to receive constructive answers. The other problem was that not all of the suggestions were realistic in the case study of the Seren Coffi analysis, in which I needed to critically learn and disregard AI recommendations at times. This demonstrates that AI is not able to completely grasp the context of a business case (Rajagopal et al. 2022).
Ethical and academic issues of the use of AI in assignments also exist, such as the problem of originality and excessive reliance on AI tools. Significantly, AI is utilised to aid learning and development of ideas instead of taking the place of independent thinking and analysis (Szmyd and Mitera, 2024). Thus, AI must be utilised in terms of responsibility and criticality in the academic area.
[bookmark: _heading=h.69cbd78oy9dt]5. Conclusion 
To conclude, Artificial Intelligence (AI) was significant in providing backup to the creation of the innovative solution in the case of the Seren Coffi case study. The ideas were generated using AI and the community membership and creative hub concept was developed using this technology along with the organisation of the report and implementation of the theories of innovation like the 4Ps of innovation and the Force Field Analysis developed by Lewin. It shows that AI should operate as a helpful resource in assisting both creativity and development of ideas and scholarly work with the appropriate and critical use of this technology.
Nevertheless, it was also demonstrated in the process that AI has time constraints and it cannot substitute human judgement, creativity and decision making. Part of the AI recommendations was either too broad or inapplicable to the business environment of Seren Coffi, allowing the critical assessment and independent thinking to be needed. This underlines the fact that AI cannot be depended upon but must act as a support one. 
Altogether, the experience of working with AI in this project demonstrated that AI could be effective, useful in terms of efficiency, in generating ideas, and building creative solutions, yet it has to be used in a responsible, critical, and ethical way. Human innovation and AI assistance can be a powerful idea to implement innovation and resolve problems in the modern business environment.
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5. Viability Analysis - Lewin’s Force Field Analysis (<450 words)
Lewin's Force Field Analysis is a useful tool for evaluating the viability of 2 proposed innovation by analysing
the forces that support change (driving forces) and the forces that resist change (restraining forces). This
‘model helps determine whether the proposed community membership and creative hub innovation for
Seren Coffi i realistic and achievable within the organisation's current situation.

The first set of forces to consider are the driving forces that support the implementation of the innovation.
‘One major driving force is Seren Coffi's strong community reputation and loyal customer base. The café is
already known for hosting poetry nights, language exchanges, and community events, which means
customers alrezdy associate the café with community engagement and creative activities. This makes the
transition into 2 membership and creative hub model more natural and easier to implement. Another driving
force i the growing consumer demand for experiences rather than just products. Many customers now
prefer spaces where they can work, socialise, attend events, and be part of a community, rather than simply
purchasing coffee and leaving. The membership model would also provide a more stable and predictable
income stream, which would reduce financial uncerteinty and improve cash flow. Additionall, using the café
space during quiet hours for events and workshops would improve the use of existing resources without
significantly increasing costs. The innovation also aligns with Seren Coffi's ethical values and commur
focused business model, which increases the likelihood that the founders and customers will support the.
change.

However, there are also several restraining forces that may make the innovation difficult to implement, One
of the main restraining forces i limited financial resources, a5 the business i alreadl struggling financially
and only has limited cash available. Another restraining force is staff fatigue and bumout, as the founders are
already working long hours and may not have the time or energy to organise events, manage memberships,
2nd run daily operations at the same time. There may 2lso be uncertainty about whether customers will be:
willing to pay for memberships, especially during a period of ising living costs. Operational challenges such
as scheduling events, managing bookings, and maintaining service quality may also create additional
pressure on the business. Furthermore, the slow decision-making process within the organisation may delay
the implementation of new ideas.

‘Overall, when comparing the driving and restraining forces, the driving forces appear to be stronger. The
innovation builds on Seren Coffi's existing strengths such as community engagement, customer loyalty, and
ethical values, rather than requiring major structural changes. Ifthe business can manage the operational
challenges and introduce the membership system gr \ ally, the innovation is likely to be viable 2nd could
improve the lona-term sustainability of Seren Coffi.
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1. Introduction (<170 words)

Seren Coffi s an independent coffee shop based I Cardf it was estabished with 2 strong focus on
ethical sourcing, community engagement, and sustanable business practices. Unlike farge chain cafés Seren
Coff buit s reputaton through transparency about coffee origins,support or ocal suppiiers, and
‘community-based actvties such as poetry readings, anguage exchanges, and pay-hat-you-can everings
Initialy, the business experienced success and developed 2 oyal customer base; howeser, over time the
organisation began to face severs! operational and financal challenges. Rising energy costs, ncreasing
coffee bean prices, equipment maintenance issues staffing challenges, and growing competiton rom chain
coffee shops have placed signifiant pressure on the busines. Despite the product st being in demand and
the business model remaining fundamentay sound, the organisation s now struggiing to susain ts
‘operations. This report wil rticaly analyse creativity and Innovation in 3 busines context and propose 2
restive and innovative solution to acress Seren Coff's operationsl problems, improve sustainabilty, and
reate long-term value forthe organisation and fs communty.
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2.Critical analysis of creatvity and innovation write in 200 words.

2. Critical Analysis of Creativity and Innovation (=200 words)

Creatity 3ng innovation are closel reated concepts n business management, but they are not the same.
Creatity refers to the generation of new and original deas, e innovation i the successful
implementation of those iGeas to creste value or an organisaton or s customers. n 3 business context,
eativityis often the starting poin of problem solving, whereas innovation focuses on turning areative ideas.
ntopractical solutions that mprove product, senvices, processes, or business modes.

Innovation s particuarly important for organisations operating in competitive and changing environmens,
as 1t llows businesses to adapt, ifferntiate themselves from compettors, and improve efficency. However,
innovation within > capitlst business environment can present challenges, Businesses are often under
pressure to reduce costs, ncrease efficency, and maximise profis, which can sometimes confict with thical
Values,sustainabilty goals and community-focused otjectives. Tns crestes tension between value creation
ana profit maximisaton. For smallindependent businesses such as Seren Coff innovation must therefore.
focus not only on inancial performance bt also on social value, customer experience, and commurity
engagement, Therefore, creativity and innovation shoud be viewed as strtegic tools that can help
organisations sove operationsl problems, remain compettve, and create both economic and socil value.
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