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[bookmark: _Toc225892263]Introduction: 
Seren Coffi is an independent coffee shop located in Cardiff. When Seren Coffi first opened it stood out from other coffee shops as its identity was focused on ethical and community-based sourcing. This approach to business was apparent to the customers as Seren Coffi shared the coffee bean origins, shipping methods and cooperation involvement, signs also included the Welsh language, and the furniture was reclaimed or locally made.  Seren Coffi also built a strong connection with the community by hosting events such as poetry nights, Welsh language exchange and gatherings, and identifying with cultural and historical roots of the location. This has created a strong base of loyal customers for Seren Coffi
Although the initial success and boom when Seren Coffi was first opened, by January 2026 the business is struggling. The business lost a significant amount of footfall due to increase in prices, and chain café competition. Furthermore, overall operation fatigue and decline in staff engagement and availability due to burn out lead to the cancellation of community engaging activities such as poetry to be cancelled, which created further pressure on the business. Even though the café still attracted some customers it is struggling to maintain a unique atmosphere and the community focus which made it popular. 
This report will critically analyse the creativity and innovation in the business in relation to growth and capitalist pressures. This report will also propose innovation solutions which will focus on rebuilding Seren Coffi’s connection with the community with events, collaborations and premium products. Finally, the report will evaluate the viability of these ideas and assess whether the business organisational culture is supportive of this innovation. 



[bookmark: _Toc225892264]2.Creativity and Innovation and issues in capitalist methodology
Creativity is a process that has been directly and extensively connected to human nature. Throughout history we can see significant cultural, social and scientific advancements that stemmed from the creativity pf human beings. In more recent times creativity has been mostly linked to artistic careers it is necessary to expand this view to develop creative skills to change situations through innovate solutions (Barros, Resende and Pontes, 2025). In this context, creativity is the ability utilise one’s cognitive ability, environmental influences and motivation to generate novel and useful solutions (Graciano et al., 2023). Although creativity and innovation are interconnected, they are still distinct constructs, where creativity can generate new ideas, innovation is a practical process of how these ideas can be implemented into working tangible solutions (Amabile and Pratt, 2016). The type of relationship between creativity and innovation is present with in an organisation is often determined by the organisational culture, leadership, and motivational factors (Mehraein, Visintin and Pittino, 2023).  Innovation is an one of the main drivers for economic growth in a business as it enables the organisation to gain a competitive edge, especially in a capitalist market and economies as businesses are competing for profit, customers and market shares (Śledzik, 2013).  In leadership models where psychological safety is prioritised employees feel encouraged to take risk and propose creative ideas directly impacting the innovation capacity (Hughes et al., 2018). Furthermore, companies which integrate creativity into their innovation methods are more adaptable and gain a competitive advantage (Sarooghi, Libaers and Burkemper, 2014)
When Seren Coffi first opened the team demonstrated strong creativity through the cooperation of Welsh Language, historical and cultural context, local suppliers, transparency with prices, and community events which helped differentiate the café from its chain competitors. For Seren Coffi, the innovation to incorporate their creativity is important since the business is operating in an increasingly competitive market where the competition can offer lower prices, faster service and larger marketing. Without this innovation and adaption Seren Coffi is losing their customers, place in the market and becoming less relevant. 
However, there is a struggle to applying creativity and innovation within a capitalist business model. Businesses in capitalist economies are focused on efficiency, profitability and growth, which can create tension as creativity often involves a large amount of experimentation, uncertainty and risk (Cammaerts et al., n.d.). New ideas will require investments in staff, time, marketing and training before financial profit is seen. Which is why many small businesses such as Seren Coffi can struggle to support new ideas as they have more limited financial resources compared to larger business or chains. For example, when Seren Coffi responded to the new chain café extending opening hours it created an increased pressure on the already fatigued staff, and increased costs. Which highlights a key issue of capitalist competition: business feel pressure to prioritise short-term financial survival over long-term creativity.  
To be able to adapt with the pressures of capitalist market Peter Durker suggested that innovation should be adapted as structured and purposeful process to help businesses grow (Becker, 2024). This could be particularly useful for Seren Coffi as the café’s strength is its creativity and authenticity, and structured innovation can help to carefully plan future steps that built on the strength’s rather than risky changes. An innovation process which could be applied to take advantage of these strengths is the Market Pull strategy, which occurs when the business responds to customer demands and fill a gap in the market (Dobrovič et al., 2021). Seren Coffi’s customer value authenticity, creativity and commitment to the community. Therefore, proposing event based activities is a strategy based on the demand and market gap rather than pushing a new product. 
However, it is important to consider the limitations of innovation application within a small business that focuses on ethical practices. Seren Coffi’s values are based around fairness, transparency and supporting local communities, therefore utilising methods and strategies that prioritise expansion or profit will cause the cade to appear less authentic and damage the overall reputation. For example, if there was a hospitability group to make an offer to Seren Coffi, accepting might increase profits but it might risk the business lose its community-based identity.  
Overall, creativity and innovation are powerful tools which can be used to ensure Seren Coffi’s survival as it they can be utilised to maintain the distinctive business identity within a competitive market. However, within a capitalist economy, it can be challenging to find methods that can balance making enough profit and keeping the café ethical values. 


[bookmark: _Toc225892265]3. Innovations and the 4Ps innovation methods 
Since the idea that Seren Coffi was based on is proofed to be successful initially shows that there is a market demand to be filled and the issue was maintain the customer retention. So, the ideas discuss are focused on restoring the community focused identity that originally made the café successful while creating new streams of revenue. Rather than competing with larger chains which focus on speed and profit, Seren Coffi can differentiate itself by providing a slower and more intentional experience to its customers. It is possible to analyse possible solutions through the 4Ps of innovation framework
First is Product Innovation, which is changes in the products and services the business offers. (Tidd and Bessant, 2012) based on the cafe’s success with the poetry night, we can suggest an introduction of similar events in the café such as book or craft clubs, or music and literature nights with special guests such as known Welsh writers or musicians. By expanding the café’s offering beyond food and drink and making it an event space it can be encouraging for customers to spend more time in the café will help rebuild a sense of community and an emotional connection with the café. Seren Coffi can consider creating collaboration with other local businesses. For example, Seren Coffi can collaborate with a local bakery to make exclusive seasonal menu items. This would allow Seren Coffi to anchor its identity within the community by creating new connections.
Secondly is Process Innovation is how the ways in which changes can be implemented and delivered (Tidd and Bessant, 2012). Partnering with local bakery will change the supply chain and reduce the pressure on in-house production, allowing staff to focus on drink quality, and customer relationship and elevate stress from managing another element. Introducing further events would require improved overall organisation, such as scheduling, promotion and booking systems. This would also require the current structures are efficient to deal with these operational planning. However, working with local socialisation groups, or known musicians or authors can create marketing opportunities for the café while outsourcing the event planning. However, the increased complexity may require more resources to improve coordination.
Thirdly, is position innovation, which are changes in the context of how products and services are introduced (Tidd and Bessant, 2012). Since Seren Coffi already has a distinct identity but expanding its events and collaborations would place it in a unique position as a cultural and local hub rather than just another café. This differentiation is crucial in a competitive market and can attract both local customers and tourists seeking an authentic Welsh experience. This could be achieved by re-evaluating the marketing strategy, which can include newsletters, flyers or collaboration with local social media influencers to advertise events or seasonal drinks or pastries.
Finally, paradigm innovation is how the company can change it’s underlying mental models which frame how the organisation works (Tidd and Bessant, 2012).  Rather than operating purely as a café, Seren Coffi would become an experience-based venue focused on community, culture, and social interaction. This aligns with modern consumer trends, where customers increasingly value experiences over products. Importantly, this approach also fits the case requirement to avoid purely capitalist solutions, as it emphasises community engagement and cultural enrichment alongside profitability. However, this model depends heavily on consistent customer participation, making it potentially risky if events are not well attended.
In conclusion, the proposed ideas align strongly with all four aspects of innovation and offer a creative, context-appropriate solution to Seren Coffi’s challenges. By enhancing its products, improving processes, strengthening its position, and redefining its purpose, the café has the potential to become both financially sustainable and culturally valuable
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The creative process to develop an innovation proposal for Seren Coffi is the Wallas’ Four Stage Model of Creativity, which includes 4 stages which are preparation, incubation, illumination and verification (Sadler-Smith, 2015). The overall module presents that creative ideas are developed through a structured thought process and are not spontaneous. 
For Seren Coffi, the preparation stage began with identifying the challenges that the café is facing such as rising cost, competition from chain cafes, staff fatigue, and overall decline in customer engagement. Furthermore, many of the key aspects that allowed the business to initially bloom such as the daily updated blackboard and poetry night were abandoned when difficulty arose. Through this stage we were able to identify that the main issue that Seren Coffi is facing is the loss of its place in the community and not a quality issue. 
For the incubation period we considered a range of possible solutions which both new and already attempted by the café. Ideas such as lowering prices or extending hours increasing marketing activities. However, those ideas will only add to the fatigue staff are facing, require large financial investments or compromise the ethics of the café. 
In the illumination stage, it became clear that the café strongest competitive edge was its focus on community, historical and cultural context, which helped built a loyal customer base within the community. This led to the idea of reintroduction events to the café   such as book clubs, working with local musicians and artists, creating seasonal menus and collaborating with local businesses. 
Finally, the verification stage, would evaluating whether these ideas are possible and how would they be implemented at Seren Coffi in an affordable manner than can be sustained long term. Since these ideas are built on previous successes and require minimal investments in new equipment or staff, they can be easily implemented while maintain the café ethics and community-based values. 
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Lewin’s force field analysis is a management tool to analyse the forces that push/ drive change and forces that resist/restrain organisational change (University of Cambridge, 2016). This tool is often used to assess the viability of proposed innovations. The overall model suggests that innovate change is more likely to happen when the driving forces outweigh the restraining forces. 
For Seren Coffi, there are several driving forces that support the proposed innovation. For example, the café already has an established reputation within the community which is centred around being ethical, creative and community focused. Since the customers are already familiar with the café for events such as poetry nights and Welsh Language exchange so there’s no need to go through an identity shift or a rebrand. Also, in the more recent years there has been a growing demand for third spaces and authentic local experiences especially between young professionals and university students. With the rise of social media there has been a preference for small and unique café experiences compared to chain cafes. 
There are two main restraining forces for this innovation. First is the fatigue and low morale between the staff. The staff and employees maybe resistant to idea of running more events if they believe it will increase their workload. The café also has limited financial resources, therefore large-scale strategies are not possible, and it is more difficult to compete with a chain café that can always adapt by lowering prices, higher more staff, or introduce new products more regularly. 
To evaluate how strong or weak each force is we assigned each one a score from 1 (weakest) to 5 (strongest). The driving factors were scored as such Seren Coffi’s strong community presence is 5, and demand for authentic experiences is 4, as those are the factors which give Seren Coffi it’s unique place in the market. Using social media for advertising is 5, it is a low-cost marketing strategy, is an effective way to update loyal customers and can help introduce the café to a wider group of people. The restraining factors were scored as such: staff fatigue 5 as it is major issue, however this can be countered by working with social groups to organise events, such as Cardiff Social Circle, volunteer sign up or local partners can co-host.  Limited financial funding 2 since the café has a small fund of £2000, those can be allocated to any urgent repairs needed. Also, more funds can be acquired by charging ticket fee for events and engaging with customers, so they stay longer and order more.  

Overall, the innovation is viable because it builds on Seren Coffi pre-existing strengths and utilises the resources that are already available while avoiding expensive expansions or price competitions. 
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An organisation’s culture is an important aspect to consider when analysing any possibility of innovation. Within a business an organisational culture is the system of shared values and prioritise which directly impacts how people behave within an organisation and often leave a lasting effect and impression on the public (Hattangadi, 2020). We can use Schein’s organisational culture model to better understand the organisational culture at Seren Coffi. The definition of organisational culture  according to Edgar Schein is “Organisational culture is the pattern of basic assumptions that a given group has invented, discovered, or developed in learning to cope with its problems of external adaptation and internal integration, and that have worked well enough to be considered valid, and, therefore, to be taught to new members as the correct way to perceive, think, and feel in relation to those problems” (Schein 1984)
The model identifies three distinct levels in an organisational culture: 
· Underlying assumptions and beliefs 
· Expectations of appropriate attitudes and behaviour
· Artefacts that may reflect the beliefs and behaviour (Kiziloglu, 2021)
Seren Coff’s organisational climate is both supportive and unsupportive of the innovation. The underlying assumption of the business is to create value for the community is rather than simply maximising profit, it’s attitudes and behaviour is to be transparent, fairness, and support for local people, and the artefacts are Welsh Signage, locally resourced and community events.  
This culture is supportive of innovation because employees and customers already expect Seren Coffi to be creative and different from chain cafés. The café has also successfully introduced new ideas in the past, such as poetry nights and language exchanges, showing that innovation is already part of its identity. However, the staff burnout, low morale and limited resources are real barriers to the innovation as the staff seem to be reluctant to experiment with new ideas, and the café seems to be struggling with overall leadership. Through the Greiner’s five stage growth model we can assess which stage Seren Coffi is at. This model is used to frame how businesses go through different phases to achieve growth and what are they type of crisis that can occur at each milestone (Lucidity, 2022). Through this model we can see that the café is still at stage 1, in which the business is young and is grown through creativity, and is now is facing a revolution stage, in which the company is facing a challenge due to the lack of leadership which is evident by the informal decision-making and overall lack of structure and direction. To overcome this step Seren Coffi needs to develop a clear plan, future direction and stronger leadership so innovation can be implemented successfully which the business has the cultural climate. 
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[bookmark: _Toc225892270]Executive summary 
This report evaluates the use of artificial intelligence, specifically the large language model Claude, in developing an innovation strategy for Seren Coffi. AI was used to support idea generation, improve the structure of the proposed strategy and identify strengths and weaknesses of different innovations. Claude was particularly useful in developing the original ideas further by suggesting ways to reconnect the café with its Welsh identity and community focus. For example, it proposed linking poetry nights with writing groups, turning Seren Coffi into a bilingual community hub and creating stronger collaborations with local bakeries through “meet the maker” events.

AI was also helpful in comparing which ideas would be most realistic and profitable to implement first. Claude suggested that bakery partnerships could generate quicker revenue than larger themed events and offered practical marketing suggestions. However, some recommendations were not suitable for Seren Coffi. For example, the suggestion of a paid membership scheme conflicted with the café’s values of inclusivity and accessibility. In addition, some answers were generic or lacked local detail.

Overall, AI was valuable as a support tool because it generated ideas quickly and provided alternative perspectives. However, human judgement remained necessary to ensure that the final strategy was realistic, ethical and aligned with Seren Coffi’s identity.



[bookmark: _Toc225892271]Report: 
Large language models (LLMs) are a type of learning models trained on a vast amount of data, which makes them capable of understanding, analysing, and generating language and a wide range of other tasks. LLMs are huge leap of how people interact with technology, as they are the first AI system that handle unstructured human language which then allows natural conversations with machines (IBM, 2023). As people have adapted to use LLMs in their daily lives, LLMs are also getting adapted into business models to drive innovation by automating complicated workflows, personalise customer experience and accelerating research and development. In innovation AI is useful for providing cognitive insight by using algorithms to analyse data and detect patterns and predict customer behaviour. It also aids in improving overall efficiency and generate alternative perspectives (Mikalef et al., 2023). In this report, I used AI to support idea generation and consider strengths and weaknesses of each solution. It also helped generate more creative ideas.  

After providing Claude with the case study and a summary of my innovations, I asked how these ideas can be further developed improve those ideas. It suggested to reimagine the events programme to “reclaim the identity” of the café. It suggested ideas to link the events together, for example the poetry night can become a starting point for a writer’s group and to centre that Seren Coffi is proudly cooperating the Welsh Language into it’s identity and this can help steer the café into becoming a bilingual hub. Claude also suggested using the music night to host residency or showcases by inviting musicians for dedicated night rather than “open mic” type of night. It also suggested to use the £2000 to act as seed money for membership-based model for a community. Claude also helped refine the local bakery partnership and add to it by suggesting a “meet the maker” morning. After the ideas were discussed, I asked which idea would be better to implement first and why, it suggested the bakery partnership would bring revenue quicker than themed nights. I also asked how the bakery collaboration idea can be further personalised to Seren Coffi, it suggested leaning into Welsh Seasonal ingredients and traditions and suggested bakery and pastry ideas to discuss. I also asked Claude what other ideas I can consider, it suggested reconnecting with previous avenues such as the local council, or radio programme, or develop community-based agriculture scheme or utilise space during the day time for Welsh language tutoring or community organisation. 

Claude was able to efficiently utilise the suggested ideas and further develop them, so they are well rounded. I initially suggested book clubs, music themed nights, however Claude suggested how I can further lean into the Cardiff-made bilingual identity of Seren Coffi which is unique to the business and not present in the competition. It suggested although when it came to the musician night, although it helped reframe the idea to fit the curated image of the café it struggled to suggest specific artists that can be invited to the café. It also suggested to start a paid community membership for events; however I didn’t find this idea suitable as it went against the values of Seren Coffi, which is be inclusive and open to the community. It can also create a wedge between the café and the customers as the café previously did pay what you can events. 
For the bakery collaboration idea, Claude strengthened it by suggesting more than exclusive menu items. It suggested to do monthly collaborations, name the bakery on the chalk board and to do a meet the bakery event in which the baker can come in and talk about their process. It also suggested how these ideas can be promoted on social media. However, one of the suggestions is expected to add more stress to the already fatigued staff. 
One main issue I experience with Claude is the load time of some of the answers, where the programme would take 4-5 attempts to answer ChatGPT or Gemini were able to provide immediate answers. Similarly to providing information to what musicians could be contacted, ChatGPT provided more up to date answers than Claude. Some of the ideas were also generic, for example when asked for potential seasonal recipes, Claude gave ideas that are present in every café such as Cardamom and orange bun, Mince pie, focaccia, and flapjacks. 

Overall, Claude was beneficial in developing the ideas into more refined strategies for Seren Coffi. Claude generated a range of ideas quickly and a built on the original ones. It helped identify ways Seren Coffi can integrate it’s Welsh identity into the events and menu, and how it can play a bigger role within the community which refined the proposal to be more distinctive. However, AI has it’s limitations, some ideas were too generic or inconsistent with Seren Coffi’s brand and values, and it struggled to provide local recommendations.  This shows that Ai alone cannot be relied on completely when developing ideas for business innovations. But it can be used as a support tool alongside human judgment. The final innovation strategy was strongest when the suggestions generated by AI were carefully evaluated, adapted and combined with an understanding of Seren Coffi’s culture, customers and values.
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Ai promotes:
I have attached a case study for struggling cafes. I came up with a few ideas to help turn the place around. My ideas are reintroduced poetry nights, and expand to do book clubs, music centred night, invite local musicians and writers to host events. My other idea was to work with a local bakery to introduce seasonal and exclusive menu items that can help both businesses. How would it be possible to further develop those ideas [image: ]
[image: ]

given the situation that seren coffi is in, which idea would be better to implement[image: ]

What are some ideas for seasonal menu items that can be discussed with the bakery[image: ]



What are the other ideas that can be used to help the business recover, apart from what I already suggested [image: ]


suggest me some local musicians I can invite for a showcase at the café
[image: ]
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This is a genuinely interesting question because both ideas have merit, but the situation
calls for being honest about what the business actually needs right now.

The bakery partnership is the stronger first move.

Here's the core reason: Seren Coffi's problem isn't that people don't like it — the case study
is explicit that the product is in demand and the business is loved. The problem is that
revenue isn't covering costs. Events bring atmosphere and identity back, but they don't
reliably convert into enough immediate spending to stabilise finances. A quiet poetry night
where twelve people nurse one coffee each for two hours can actually cost more than it
generates.

The bakery partnership, by contrast, works during normal trading hours without requiring
additional organisation, staffing, or energy from founders who are already showing signs of
burnout. One founder has taken a second job, another is missing meetings — these are
people running on empty. Asking them to simultaneously rebuild an events calendar is a
real ask that could accelerate the exhaustion rather than relieve it.

Exclusive seasonal menu items give customers a reason to come in that didn't exist
yesterday, they create a natural reason to charge slightly more without it feeling arbitrary,
and they generate the kind of genuine word-of-mouth that Seren Coffi used to thrive on.
Critically, it asks very little of the founders operationally once the relationship is
established.

That said, the events programme shouldn't be abandoned — it should be the second move,
once the partnership has brought some financial breathing room and the founders have
recovered some capacity. The membership model idea in particular could be quietly seeded
during that period.

So the honest answer is: bakery partnership first because it stabilises, events programme
second because it revitalises. 5
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Given that Seren Coffisin Cardiffand the casestudy specifically mensions an
Aberystivyth bakery, eaning into Welsh seasonsl ingredients and raditions i the most
‘authenic direction — and authenticty s cxactly what diferentates them from thechain
next door

Here are deas rganisd by season:

Spring

+ Rhubarb and custard Danish — rhubarb growsabundantly in Wales and signal the.
Sexsonimmedistly

+ Wild garlic focaccia — forsged locl genuinely sasonal and pairs naturlly with
cottee

+ Simnelcake ffces —a raditonal Easer bake that has argely disappearedfrom café
menus, which makes it distinecive rather than genes

- Welshhoney and oatflapjack — simple butif the honey sourcing s amed and focal it
becomesastory

Summer

+ Barabrith reimagined — the csssic Welshfuit bread updted with seasonal adtions
ke cherry o elderfloer keeping the hertage but making i felabive rather thin
museum-piece

+ Lavender shortbread —lavender grows wellin Welsh gardens and photographs.

beautifuly which mattersfororganic social sharing
+ Seasonalberry tarts using local sof fruk — trawberris, blackeurrants,gooseberris

aepending on the month

Autumn

+ Blackberry and apple cake —foraged blackberries alongside Welshcrchard apples s
analmst pertectautumn story
+ Splced parkin —a northern tradition that has everselly reached Wles, which

ks it surprisng and ntercsting rther than expected.

- Chestnut and dark chocolate brownie — chestnts ar underused in Welsh baking,
and the combination s genuinely compelling alongside espresso

Winter
- Treacte tart — decply raditlona, wasming,and pas

exceptionally wellwith coffee

+ Cardamom and orange bun — the Scandinavian nflence on Welsh baking
ing

+ Mincepiealteratives — most cafés defsult o standard mince pes n Decermbes

commnities s el and gves  bilingual cltura story worth e

Something ke  spced plum and almond lce occupiesthe same emotional space bt
fects considered

The Broader Principle
‘T mostimportant hing when pproaching the bakery s framing eachem around three.
hings the chalkboard can tell:what it i, where the ey Ingredient comes from, and why
s only avaiable now. That combination s what transforms  pasry into Seren Coff
experience thatthe chain caé genuinely canno replicate
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Looking at the case study carefully, there are several angles that haven't been touched yet.
The constraints are important to remember here — leadership, governance and suppliers
cannot change, and a capitalist solution isn't automatically the right one.

Reactivating Existing Relationships

‘The case study mentions two concrete opportunities that were never fully resolved. The
Tocal council officer floated the idea of Seren Coffi supplying coffee for civic events, and
this was never followed up on. This is low-hanging fruit — it requires no new infrastructure,
uses existing supply chains, and aligns perfectly with Seren Coffi's community identity. A
formal conversation with the council could generate reliable bulk orders that smooth out
the unpredictability of daily footfall.

Similarly the national radio programme that featured Seren Coffi brought a brief surge of
interest that faded because nothing was done to capture it.If that kind of media attention
came again, having something concrete to point people toward — a newsletter, a
community list, even a simple sign-up sheet at the counter — would convert passing
interest into lasting connection.

The Community Supported Model

Rather than thinking commercially, Seren Coffi could look at how community supported
agriculture schemes work and adapt the logic. Regular customers are invited to pre-pay for
amonth of coffees at a slight discount in exchange for the security of guaranteed income.
‘Thisisn't a loyalty app or a chain-style points scheme — it's framed honestly as neighbours
supporting something they want to exist. Given that the case study shows customers
genuinely love the place, many would likely participate if asked directly and transparently.

Daytime Space Utilisation

‘The physical space is currently underused outside peak hours. Without changing suppliers
or governance, the founders could open conversations with people who need somewhere to
work, meet or teach during quiet periods. A Welsh language tutor running weekly sessions
there, alocal artist using the space for a small residency, or a community organisation
holding regular meetings would all bring in people who then buy coffee, while costing
Seren Coffi almost nothing. This is different from hosting ticketed events — it's about
making the space work harder during hours it currently loses money.

Repairing Visibility

‘The chalkboard going blank and the poetry nights stopping aren't just operational failures
— they are visibility failures. People walking past have less reason to come in than they did
six months ago. Simply restoring the chalkboard to its original detailed state costs nothing
but time and immediately signals to the neighbourhood that something alive is happening
inside. This sounds almost too simple but the case study implies the shop has quietly
stopped telling its own story, which is partly why footfall has drifted.

A complementary idea is a neighbourhood notice board — physical, not digital — where
local groups, artists and community initiatives can post. It costs nothing, draws people to
the door to read it, and reinforces Seren Coffi's role as a community hub rather than just a
coffee shop.
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‘This s something I genuinely can't answer well from my own knowledge — Cardiffs local
music scene changes constantly and any names I suggested from my training data could
easily be out of date, inactive, or simply not the right fit for Seren Coffi's atmosphere.

‘The better approach is pointing you toward where to find the right people authentically,
which also matters for Seren Coffi specifically —an artist discovered through genuine
community channels fits the café's identity far better than one found through a generic
search.

Places worth looking:

« ClwbIfor Bach in Cardiffis the heartbeat of Welsh independent music, particularly
Welsh-language artists. Their listings and social media are essentially a curated
directory of exactly the kind of musicians who would resonate with Seren Coffi's
audience

« Forté Project supports emerging Welsh musicians and would likely welcome the
conversation about a showcase opportunity

« Cardiff's open mic nights — attending a few would let you see artists in person before
approaching anyone, which makes the invitation feel genuine rather than transactional

« Welsh Music Prize longlist artists are often mid-career musicians who would
appreciate an intimate venue

« Local Facebook groups and community boards specifically around Cardiff music
often surface names that never appear in formal listings

One practical suggestion — when you do reach out to artists, framing the invitation around
Seren Coffi's story rather than just offering a venue will attract the right people. Musicians
who care about community spaces, Welsh culture and independent businesses will self-
select in, which saves you the work of filtering.

Would youlike help drafting an outreach message for approaching local musicians?
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These are really solid instincts — they lean into exactly what made Seren Coffi special in
the first place rather than trying to compete with the chain café on its own terms. Let me
develop both ideas further.

Reimagining the Events Programme

The poetry nights returning isn't just about filling seats on a quiet evening — it's about
reclaiming identity. The key is making each event feel like it belongs to Seren Coffi
specifically, not something that could happen anywhere.

Layering the events calendar means each format feeds the others. Poetry nights can
become a feeder for a writers' group that meets monthly, which then produces a small zine
or printed pamphlet sold at the counter — physical, Cardiff-made, bilingual. That zine
becomes a talking point, a reason to come in, and a low-cost product with genuine value.
The Welsh language angle is already baked into Seren Coffi's DNA and almost no
competitor can authentically replicate it, so leaning harder into Welsh-language or
bilingual evenings — language exchange nights, Welsh folk music sessions — creates a
defensible niche.

For musicians, the framing matters enormously. Rather than "open mic," which can feel
anonymous, positioning it as a residency or showcase — inviting one local musician or duo
for a dedicated evening — signals curation and respect. Word spreads differently in artistic
communities when they feel genuinely hosted rather than tolerated.

The £2,000 available is relevant here not as a budget to spend on events directly, but
potentially as a seed fund for acommunity membership model. Regulars pay a small
monthly amount — say £5-8 — that gives them priority booking for events, a monthly
coffee, and a sense of genuine co-ownership. This converts footfall into recurring revenue
and turns customers into advocates who have 4\1/ ersonal stake in the place surviving.
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The Bakery Partnership

This idea has more depth than it might first appear, because it can work on several levels
simultaneously.

The obvious version is a rotating seasonal menu — an Aberystwyth bakery supplying
something genuinely exclusive to Seren Coffi, with both names on the chalkboard. That
transparency is already Seren Coffi's instinct and it works: customers feel they're
participating in a supply chain they can see and trust.

But the more interesting development is making the partnership itself a story people want
to follow. A named monthly collaboration — "February's special is bara brith cheesecake
made with Melin Tregwynt butter, ask us about it" — gives staff something to talk about,
gives social media content that feels genuine rather than promotional, and gives the bakery
areason to send their own customers towards Seren Coffi.

You could also flip the direction: Seren Coffi hosts a "meet the maker" morning where the
baker comes in, talks about their process, and the featured items are on the menu that day
only. This ties the events programme and the food partnership together — one idea
strengthening the other — and creates genuine scarcity and occasion around something
that costs very little to execute.

The thread connecting both ideas is the same: Seren Coffi's value was never the coffee
alone, it was the feeling that something real was happening there. The chain café cannot
manufacture that. Both your ideas, developed this way, are essentially strategies for making
that feeling visible again — which is what the business actually needs to sell.
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