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[bookmark: _Toc225851384]Executive Summary
Seren Coffi is an independent Cardiff café built on ethical sourcing, Welsh cultural identity, and community engagement. By January 2026 it faces serious operational and financial decline — a broken grinder sits unreplaced, community events have ceased, founders show fatigue, and only £2,000 remains in petty cash. This report proposes the Community Subscription and Living Room Model: a values-aligned paradigm innovation that transitions Seren Coffi from a transactional café to a neighbourhood membership hub. Frameworks applied include Porter's Value Chain, the 4 P's of Innovation, the Business Model Canvas (BMC), Wallas's Creative Process, De Bono's Six Thinking Hats, Lewin's Force Field Analysis, Aristotle's Ethos/Pathos/Logos, McKinsey's 8 Essentials, and PESTEL analysis. The central finding is that Seren Coffi's core problem is its revenue logic, not its product. Creativity here is not about spending more — it is about seeing differently.
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[bookmark: _Toc225851385]PART 1
[bookmark: _Toc225851386]Section 1: Introduction to the Organisation and the Issue
[bookmark: _Toc225851387]1.1 Overview of Seren Coffi
Seren Coffi opened on a damp February morning near Cardiff's old docks, in premises previously used as a betting office and then a vape store. From the outset the founders insisted it was not 'just another coffee shop': the chalkboard listed beans by origin, cooperative, and shipping method; Welsh was given equal prominence on signage; furniture was reclaimed; tables were built by a local carpenter named on the menu. By summer, it hosted poetry readings, language exchanges, and monthly pay-what-you-can evenings — earning a lifestyle magazine listing among 'Places Giving Cardiff Its Soul Back' (Tidd and Bessant, 2013). 
[bookmark: _Toc225851388]1.2 The Identified Problem
By January 2026, Seren Coffi is in visible decline. The grinder is unrepaired. Poetry nights have stopped. The chalkboard is no longer updated daily. One founder has taken a part-time job elsewhere; another misses meetings. A chain café opened nearby in November with loyalty apps and generous discounts. Energy bills are rising as the building's insulation leaks heat. Only £2,000 remains. Critically, the product is still in demand — the problem is not the coffee. The transactional revenue model cannot simultaneously sustain the cost structure and the values-driven mission (Osterwalder and Pigneur, 2013). This is an innovation and revenue logic problem, not a product problem.
[bookmark: _Toc225851389]1.3 Porter's Value Chain — Diagnosing Where Value Is Breaking Down
Porter's Value Chain identifies where operational value is eroding and where intervention is most urgent (Porter and Kramer, 2011). In primary activities: inbound logistics are disrupted by bean price spikes and shipping instability; operations are compromised by broken equipment; marketing relies entirely on word of mouth with no digital strategy; service has collapsed as community events have stopped. In support activities: poor insulation drives energy costs, no hired staff places the full operational burden on founders, and single-supplier procurement creates pricing exposure. Value is eroding most sharply at the service and marketing links — precisely where the proposed innovation must intervene (Manners-Bell and Lyon, 2022).
[image: ]
Figure 1: Porter's Value Chain Mapped to Seren Coffi — Highlighting Broken Primary and Support Activity Links
Table 1: Key Operational Issues Mapped to Porter's Value Chain
	Issue
	Value Chain Area
	Current Impact
	Urgency

	Broken grinder
	Operations
	Reduced capacity; customer dissatisfaction
	High

	Bean price spike
	Inbound Logistics
	Margin erosion; supply uncertainty
	High

	Events stopped
	Service
	Loss of community loyalty and differentiation
	High

	No digital presence
	Marketing & Sales
	Reduced visibility vs. chain competitor
	Medium

	Founder fatigue
	Firm Infrastructure
	Deferred decisions; innovation blocked
	High

	Poor insulation
	Infrastructure
	Rising energy costs; unsustainable overhead
	Medium


[bookmark: _Toc225851390]Section 2: Critical Analysis of Creativity and Innovation in a Capitalist Context
[bookmark: _Toc225851391]2.1 Defining Creativity and Innovation — and the Difference
Amabile (2018) defines creativity as the generation of novel, useful ideas by individuals or groups. Innovation is the successful implementation of those ideas within an organisational context (Tidd and Bessant, 2013). Creativity is primarily cognitive; innovation is organisational and applied (Amabile and Pratt, 2016). Seren Coffi's founders have consistently demonstrated creativity — the pay-what-you-can evenings were a genuine pricing experiment; Welsh language signage carried real commercial risk. But creativity has not translated into sustainable innovation (Fisher, Ananth and Caliskan, 2021).[image: ]
Figure 2: Conceptual Distinction — Creativity vs. Innovation (Inputs, Process, Output Model)




[bookmark: _Toc225851392]2.2 The Sweet Spot — Technology, Psychology and Economics
Meaningful innovation requires alignment across technological, psychological, and economic dimensions (Holtström, 2022). For Seren Coffi, the technological dimension is minimal. The psychological dimension is rich: the community has deep emotional investment in the café, and reframing the customer relationship from buyer-and-seller to member-and-steward constitutes a form of psychological innovation (Vaska et al., 2021).
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Figure 3: The Sweet Spot — Technology / Psychology / Economics Applied to Seren Coffi
[bookmark: _Toc225851393]2.3 Innovation within the Capitalist Methodology — Tensions and Critiques
The dominant capitalist model follows a familiar logic: invest, differentiate, scale, and profit (Bessant and Tidd, 2013). The hospitality group's proposal — standardise, centralise procurement, and scale to a second location — would generate revenue but would destroy precisely what makes Seren Coffi valuable: ethical transparency, Welsh cultural identity, and community bonds. Porter and Kramer (2011) argue that capitalist frameworks systematically undervalue social capital. Prihadyanti, Aziz and Sari (2024) confirm that social innovation models require different success metrics centred on community benefit rather than margin growth. Frugal innovation — achieving more with less (Escudero-Cipriani et al., 2024; Zeschky, Widenmayer and Gassmann, 2011) — and social innovation are the relevant typologies here, not capital-intensive disruption.
[bookmark: _Toc225851394]2.4 Open Innovation as the Alternative R&D Strategy
Traditional R&D is structured, costly, and intellectually protected — clearly inaccessible to Seren Coffi (Bessant and Tidd, 2013). Chesbrough (2017) and Bogers, Chesbrough and Moedas (2018) demonstrate that open innovation involving customers and community groups as co-developers offers a powerful SME alternative. Seren Coffi has already conducted informal open innovation: pay-what-you-can evenings were live pricing experiments; poetry nights tested community appetite for non-transactional space (Radziwon and Bogers, 2019; Carrasco-Carvajal, Castillo-Vergara and García-Pérez-de-Lema, 2023; Van de Vrande et al., 2009). These generated genuine insight at near-zero cost. The £2,000 should fund further community experimentation, not infrastructure replacement alone.
Table 2: Corporate R&D vs. Grassroots/Community R&D — Comparison (Chesbrough, 2017)
	Dimension
	Corporate R&D
	Grassroots R&D
	Seren Coffi Relevance

	Cost
	High (labs, IP, staff)
	Low (community, events)
	Grassroots fits £2,000 budget

	Speed
	Slow (formal cycles)
	Fast (iterative trials)
	Speed is critical in Jan 2026

	Ownership
	Proprietary / protected
	Community / shared
	Values-aligned; builds trust

	Risk
	Financial & reputational
	Relational and social
	Lower financial exposure

	Examples
	Apple, Dyson, GSK
	Community gardens, Fab Labs
	Pay-what-you-can evenings




[bookmark: _Toc225851395]Section 3: The Proposed Innovation — 4 P's of Innovation and Business Model Canvas
[bookmark: _Toc225851396]3.1 The Community Subscription and Living Room Model
Seren Coffi transitions from a transactional café to a neighbourhood membership hub. Members — residents, freelancers, remote workers, students, Welsh language learners, and community groups — pay £15–25 per month for unlimited filter coffee during off-peak hours, reserved workspace access two mornings per week, priority booking for community events, and a vote in monthly programming decisions. This final element shifts customers from consumers to co-owners of the concept, consistent with shared value creation (Porter and Kramer, 2011). The £2,000 funds the launch: grinder repair (estimated £200–300), bilingual membership materials, a community relaunch event, and a low-cost digital sign-up tool. Leadership, governance, and suppliers remain unchanged throughout (Sharmelly and Ray, 2021).
[bookmark: _Toc225851397]3.2 The 4 P's of Innovation — Classification
Applying Tidd and Bessant's (2013) 4 P's framework: Product innovation is minimal — the coffee does not change. Process innovation is moderate — membership administration introduces new workflows. Position innovation is meaningful — Seren Coffi is repositioned from 'café' to 'community living room.' Paradigm innovation is the dominant classification: the entire business model logic shifts from revenue-per-transaction to recurring monthly membership income. Paradigm innovations are the most powerful and most difficult for competitors to imitate (Tidd and Bessant, 2013; Trott, 2016). A chain café can undercut the price. It cannot replicate belonging.
[image: ]
Figure 4: The 4 P's of Innovation Framework — Seren Coffi Mapped Across All Four Quadrants
[bookmark: _Toc225851398]3.3 Incremental, Radical or Architectural Innovation?
Table 3: Incremental vs. Radical vs. Architectural Innovation — Applied to Seren Coffi (Henderson and Clark, 1990; Foss, 2015)
	Type
	Definition
	Example
	Seren Coffi?

	Incremental
	Small improvements to existing model
	Better espresso machine
	No — too minor to address the structural problem

	Radical
	Entirely new product or market
	Digital-only café
	No — breaks the physical community model

	Architectural
	Same components; new configuration
	Netflix vs. Blockbuster
	YES — identity preserved; revenue architecture rebuilt





[bookmark: _Toc225851399]3.4 Business Model Canvas
Osterwalder and Pigneur's (2013) Business Model Canvas provides a nine-block framework for designing the new model. It demonstrates that the Community Subscription Model introduces no new cost drivers, draws on already-existing resources and partnerships, and diversifies revenue into predictable streams (Holtström, 2022).
Table 4: Full Business Model Canvas — Seren Coffi Community Subscription Model
	BMC Block
	Content
	Strategic Rationale

	Customer Segments
	Residents, remote workers, students, Welsh language learners, and community groups
	Broadens revenue base beyond coffee purchasers

	Value Propositions
	Belonging, affordable workspace, ethical coffee, Welsh identity, community voice
	Addresses unmet demand for non-transactional space

	Channels
	Word of mouth, local press, council, bilingual membership packs, social media
	All low-cost; consistent with £2,000 constraint

	Customer Relationships
	Membership community, co-created programming, personal recognition
	Deepens loyalty; makes churning psychologically costly

	Revenue Streams
	Monthly subscriptions (£15–25), event donations, civic/council partnerships
	Predictable recurring revenue replaces volatile sales

	Key Resources
	Physical space, community trust, Welsh identity, loyal core base
	All existing — no new capital investment required

	Key Activities
	Hosting events, managing memberships, brewing coffee, community relations
	Formalises existing informal activities

	Key Partnerships
	Local council, Aberystwyth bakery, Welsh language networks, local charities
	Extends reach; co-creates value at no added cost

	Cost Structure
	Rent, energy, coffee procurement, founders' time, minimal materials
	No new major cost drivers introduced


[bookmark: _Toc225851400]3.5 Customer Signal Map — Evidence from Design Thinking
Brown (2008) describes design thinking as beginning with observing what customers actually value. Seren Coffi's own history provides this evidence: pay-what-you-can evenings demonstrated appetite for non-transactional engagement; poetry nights built loyal attendance beyond the coffee purchase; the council officer's civic interest validated the community-asset positioning. 
[image: ]
Figure 5: Customer Signal Map — How Seren Coffi's Past Activities Evidenced Demand for the Subscription Model


[bookmark: _Toc225851401]Section 4: The Creativity Process Applied to Identify the Solution
[bookmark: _Toc225851402]4.1 Wallas's Four-Stage Creative Process
Wallas's model — preparation, incubation, illumination, and verification — frames how the Community Subscription Model emerged (Sadler-Smith, 2015). In preparation, the case study was analysed: the loyalty of regulars, the halted events, the £2,000 constraint, and the values-revenue misalignment were all identified. During incubation, the central question shifted from 'how do we fix the café?' to 'what is this café actually selling?' — a lateral reframing described by Kivunja (2015). Illumination arrived when it became clear that Seren Coffi at its best was not selling coffee; it was selling belonging — functioning as a third place, a community anchor neither home nor workplace. The subscription model followed logically. Verification tested the idea against every analytical framework in this report; it held in each (Kukkonen and Bolden, 2022).
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Figure 6: Wallas's Four-Stage Creative Process — Applied to the Seren Coffi Innovation Journey
[bookmark: _Toc225851403]4.2 De Bono's Six Thinking Hats
De Bono's Six Thinking Hats provides structured parallel thinking that reduces groupthink and enables systematic evaluation (Kivunja, 2015). The White Hat examined facts: £2,000 available, loyal community, broken grinder, chain competitor. The Red Hat acknowledged the emotional dimension: founders love this business; the community grieves its decline. The Black Hat identified risks: subscription uptake may be slow; founders are already fatigued. The Yellow Hat found optimism: the goodwill accumulated is an asset most businesses spend years acquiring. The Green Hat generated alternatives: membership tiers, Welsh language classes as add-ons, community share schemes. The Blue Hat concluded: the subscription model is the most practical, lowest-cost, and values-aligned solution within the given constraints (Bavec, 2009).
[image: ]
Figure 7: De Bono's Six Thinking Hats Applied to Seren Coffi Innovation Ideation


[bookmark: _Toc225851404]Section 5: Critical Evaluation of Viability — Lewin's Force Field Analysis
[bookmark: _Toc225851405]5.1 Force Field Analysis
Lewin (1951) proposed that change is a dynamic tension between driving and restraining forces (Isaksen and Ekvall, 2010). Applied to the Community Subscription Model: driving forces — loyal community base (4/5), brand equity and press recognition (4/5), £2,000 launch resource (3/5), and council partnership interest (3/5) — total 14/20. Restraining forces — founder fatigue (4/5), no staff to administer (3/5), slow uptake risk (4/5), and consensus governance (2/5) — total 13/20. Driving forces marginally outweigh restraining forces, but the margin is thin. Implementation must be phased and low-friction. The first act — repairing the grinder and hosting a relaunch event — is operationally and psychologically critical: it signals renewal, reduces founder fatigue, and demonstrates momentum to the community (Devi and Kumar, 2018).
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Figure 8: Lewin's Force Field Analysis — Scored, Colour-Coded, with Net Force Direction Indicated



Table 5: Force Field Analysis Summary — Scored with Mitigation Strategies
	Force
	Type
	Score /5
	Rationale
	Mitigation (if Restraining)

	Loyal community base
	Driving
	4/5
	Years of community investment
	N/A

	Brand equity & press
	Driving
	4/5
	National radio, magazine coverage
	N/A

	£2,000 launch resource
	Driving
	3/5
	Sufficient for Phase 1
	N/A

	Council partnership
	Driving
	3/5
	Civic validation opportunity
	N/A

	Founder fatigue
	Restraining
	4/5
	One founder working elsewhere; meetings missed
	Phase 1 designed to restore momentum fast

	No staff to administer
	Restraining
	3/5
	Founders at operational capacity
	Recruit volunteer steward from existing community

	Slow uptake risk
	Restraining
	4/5
	Subscription model is new to this audience
	Founding members at discounted rate; build social proof

	Consensus governance
	Restraining
	2/5
	Every decision requires full discussion
	Delegate Phase 1 to one lead founder





[bookmark: _Toc225851406]5.2 Justifying from a Value Creation Perspective — Aristotle's Three-Way Logic
Where conventional capitalist metrics struggle to justify the innovation, Aristotle's rhetorical framework — Logos, Ethos, and Pathos — provides a more complete evaluative lens for values-centred organisations (Porter and Kramer, 2011). Logos (logic): 40 members at £20 per month generate £800 in predictable monthly revenue — sufficient to cover energy bills and basic procurement. The grinder repair at £200–300 is recoverable within the first month. Ethos (credibility): Seren Coffi has built genuine community trust through years of ethical sourcing and Welsh language commitment — the foundational asset of any membership model (Kamal, Anis and Ali, 2026). Pathos (emotional resonance): the community mourns the café's visible decline. The stopped poetry nights, the silent chalkboard, and the unrepaired grinder are experienced as collective losses. 
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Figure 9: Aristotle's Three-Way Logic (Ethos / Pathos / Logos) — Applied to the Viability Justification
[bookmark: _Toc225851407]5.3 McKinsey's 8 Essentials of Innovation
McKinsey and Company (2015) identified eight essentials distinguishing high-performing innovators. Aspire: target 50 members within three months and events reinstated within six weeks. Choose: commit to the subscription model over expansion or chain partnership. Discover: customers pay for belonging, not only coffee. Evolve: the transactional model is demonstrably failing. Accelerate: deploy the £2,000 immediately — repair the grinder, launch the membership, and host the relaunch event within two weeks. Scale: deepen membership and event frequency, not physical footprint. Extend: formalise council and Welsh language network partnerships. Mobilise: re-engage the community as co-owners, not merely customers (Yang et al., 2024).
[image: ]
Figure 10: McKinsey's 8 Essentials of Innovation Mapped to the Seren Coffi Subscription Model


[bookmark: _Toc225851408]Section 6: Organisational Climate and Support for Innovation
[bookmark: _Toc225851409]6.1 Factors Supportive of Innovation
Amabile and Pratt (2016) identify intrinsic motivation as the central driver of organisational creativity. Seren Coffi was built from genuine values — one of the strongest conditions for sustained creative output (Amabile, 2018). The founders have demonstrated non-conventional creative risk appetite: Welsh language signage carried real commercial risk; pay-what-you-can pricing challenged standard hospitality logic. Deng et al. (2022) show that positive innovation climates feature psychological safety, tolerance of experimentation, and shared purpose — all present at Seren Coffi even if strained. Community goodwill, council interest, and national press coverage reflect what Olsson et al. (2019) describe as an outward-facing innovation climate.
[bookmark: _Toc225851410]6.2 Factors Unsupportive of Innovation
Amabile (2018) is clear that motivation fatigue directly undermines creative capacity. One founder working elsewhere, another missing meetings — the intrinsic motivation powering the business is under severe strain. Isaksen and Ekvall (2010) identify consensus-heavy decision-making as a major structural barrier: organisations requiring agreement on every decision become progressively less responsive to change. Luo, Deng and Zhou (2015) note that chronic resource scarcity erodes the psychological safety that innovation requires. The broken grinder is more than equipment — it is a symbol of deferred action and narrowing confidence (Beise-Zee, Herstatt and Tiwari, 2021).
Table 6: Organisational Climate Assessment — Supportive and Unsupportive Factors
	Climate Factor
	Assessment
	Evidence from Case
	Theoretical Link

	Values-driven culture
	Supportive
	Welsh language, ethical sourcing, community events
	Amabile (2018) — intrinsic motivation

	History of informal innovation
	Supportive
	Pay-what-you-can; reclaimed furniture
	Tidd and Bessant (2013) — creative risk appetite

	Community goodwill
	Supportive
	National radio; lifestyle magazine; council interest
	Olsson et al. (2019) — outward-facing climate

	Founder fatigue
	Unsupportive
	Part-time job taken; meetings missed
	Amabile (2018) — motivation fatigue undermines creativity

	Consensus governance
	Unsupportive
	Slow decisions; thorough discussion required for all
	Isaksen and Ekvall (2010) — slow decisions block innovation

	Broken equipment
	Unsupportive
	Grinder unreplaced for weeks
	Luo, Deng and Zhou (2015) — chronic scarcity reduces creativity


[bookmark: _Toc225851411]6.3 PESTEL Analysis — External Environment
Politically, the Welsh Government actively supports Welsh language businesses — creating grant and partnership opportunities directly relevant to Seren Coffi. The council's civic interest is a politically accessible resource. Post-Brexit food import complexity continues to affect ethical sourcing supply chains. Economically, UK inflation persists into 2026, energy costs remain elevated, and consumer spending pressure disproportionately affects independent hospitality (World Coffee Portal, 2025). 
[image: ]
Figure 11: Full PESTEL Analysis — Cardiff Hospitality Sector / Seren Coffi Specific Factors
Socially, growing consumer preference for independent and ethical businesses is a genuine tailwind; Cardiff's strong Welsh identity movement and active student population make it a favourable environment for a membership model. Post-pandemic demand for meaningful third places is extensively documented (Zeqiri, 2024). Technologically, low-cost subscription platforms make the model accessible without significant investment (Vaska et al., 2021). Environmentally, climate pressure on coffee-growing regions directly threatens supply chains — ethical sourcing simultaneously becomes more difficult and more commercially valuable as disruption increases (Escudero-Cipriani et al., 2024). Legally, UK GDPR applies to the membership database; Welsh language legislation supports existing practice; employment law should be reviewed before formalising volunteer steward roles.


[bookmark: _Toc225851412]Conclusion
Seren Coffi's situation in January 2026 is serious but recoverable. The product is in demand; the brand retains genuine community equity built through years of principled, values-driven operation. The problem is structural — a revenue model constitutionally misaligned with the mission it was designed to support. The Community Subscription and Living Room Model addresses this directly, requiring no new technology, no change in leadership, no new suppliers, and no capital beyond the £2,000 available.
Porter's Value Chain diagnosed where value is eroding. The 4 P's classified this as a paradigm innovation. The BMC designed the new revenue logic. Wallas and De Bono structured and validated the creative process. Lewin's Force Field confirmed that driving forces marginally outweigh restraining ones. Aristotle's Ethos, Pathos, and Logos justified the model on value creation terms. McKinsey's 8 Essentials provided implementation logic. PESTEL framed the enabling and constraining external environment.
The implementation is phased and practical: Week one — repair the grinder and produce bilingual membership materials. Week two — host the community relaunch event and open membership registration. Month two — reinstate poetry nights as member-programmed events. Month three — approach the council formally about civic partnership. The £2,000 is sufficient to begin. The community is ready to respond. Creativity, in this case, is not about spending more. It is about seeing differently.


[bookmark: _Toc225851413][bookmark: _Toc225850960]PART 2
[bookmark: _Toc225851414]1. Introduction to the AI Collaboration
For Part 2, I engaged Google Gemini across a structured ten-prompt session titled 'Analyzing Value Creation Gaps.' I selected Gemini specifically because it is a multimodal, document-capable AI that could simultaneously process my Part 1 report PDF and the original Seren Coffi case study, enabling contextualised responses rather than generic advice. My prompting strategy followed four deliberate phases: an initial critique of logical gaps in the Community Subscription Model through the lens of Value Creation; a theoretical refinement of my Lewin Force Field Analysis and PESTEL framework; a visual and practical implementation audit; and a final synthesis and limitation review.
Throughout, my overarching aim was not to outsource ideation but to stress-test the innovation I had already developed. I approached Gemini as a critical interlocutor — a Devil's Advocate — rather than a co-author. This reflects the module's emphasis on Cognitive and Intellectual Skills, which requires evidence of evaluation and synthesis, not mere description (Tidd and Bessant, 2013). I deliberately framed prompts to invite challenge: asking Gemini to identify where my model might fail, where it leans too heavily on capitalist logic, and where its own recommendations might be too generic to be useful for an independent Welsh café.


[bookmark: _Toc225850961][bookmark: _Toc225851415]2. Critical Appraisal of AI Recommendations
[bookmark: _Toc225850962][bookmark: _Toc225851416]2.1 Recommendations Accepted
Gemini's most valuable contribution was identifying what it called the 'Founder Labour Paradox' (Prompt 2, Screenshot 4). It argued that my model — while logically sound — implicitly relies on the founders' emotional labour and passion to absorb new administrative complexity such as membership databases and volunteer coordination. This critique resonated precisely because Amabile (2018) establishes that motivation fatigue is the primary killer of organisational creativity. Gemini's proposed mitigation — the 'Stewardship and Roastery Syndicate' open governance layer — directly addressed this by transitioning members from passive consumers to co-producers (Prompt 6, Screenshot 9). I accepted and incorporated this concept. It aligns with Bogers, Chesbrough and Moedas (2018) on open innovation as a tool for redistributing organisational burden, and with Radziwon and Bogers (2019) on its specific applicability to resource-constrained SMEs.
Gemini also identified two Cardiff-specific restraining forces I had underweighted in my Force Field Analysis (Prompt 4, Screenshot 6): hyper-local chain encroachment — chains increasingly adopting independent-style branding to neutralise the aesthetic differentiation that independents rely upon — and cost-of-living hospitality churn, where the student and retiree demographic reduces visit frequency under sustained spending pressure. Both are contextually accurate for the 2026 Cardiff market and materially strengthen the analytical credibility of the viability assessment, bringing greater specificity to what had remained a somewhat generalised Force Field. I also accepted Gemini's recommendation on Variable Recurring Payments (VRPs) as an emerging technological factor within PESTEL (Prompt 5, Screenshot 7). By 2026, Open Banking VRPs allow customers to authorise payments directly from bank accounts with instant settlement, substantially reducing the passive subscription churn caused by expired or cancelled credit cards — a genuine operational vulnerability in the original model that I had not addressed. This was a constructive and technically grounded addition, underpinned by current UK fintech infrastructure trends (Vaska et al., 2021), and it reinforces the subscription model's financial resilience without requiring any significant capital investment.
[bookmark: _Toc225850963][bookmark: _Toc225851417]2.2 Recommendations Rejected or Modified
	Rejected: Mobile App / NFC Welsh-Language Check-In
Gemini suggested allocating £150 from the £2,000 toward an NFC-enabled Welsh-language check-in point (Prompt 8, Screenshot 13). I rejected this on two grounds. First, it contradicts the analogue soul of the café — the mismatched chapel pews, the handwritten chalkboard. Introducing NFC technology risks exactly the 'standardisation vs. cultural particularity' tension Gemini itself identified in Prompt 2. Second, the £2,000 is a finite resource; technology purchases create ongoing maintenance costs incompatible with the frugal innovation logic the model depends upon (Escudero-Cipriani et al., 2024). A bilingual hand-written welcome card achieves the same cultural signal at zero cost.



	Modified: The Frugal Grinder Solution
Gemini's 'Community Equipment Lease-Back' — trading lifetime memberships or naming rights in exchange for grinder repair — was conceptually interesting but operationally fragile (Prompt 8, Screenshot 12). Negotiating a barter agreement requires founder bandwidth the business does not currently have. I retained the core frugal logic but modified the implementation: a 'Guest Roaster Hardware Partnership,' offering a local Welsh roaster guaranteed placement in membership welcome packs in exchange for a loaner grinder or repair subsidy, is more achievable within existing supplier relationships and consistent with the open innovation framework already embedded in the model (Chesbrough, 2017).



	Rejected: Full Service Blueprint as a Visual Appendix Item
Gemini recommended including a full Service Blueprint mapping front-stage member journey against back-stage founder processes (Prompt 7, Screenshot 11). While theoretically sound, the blueprint's complexity — requiring design software, multiple swim lanes, and pain-point annotation — is disproportionate to the available resources and the report's scope. I retained the conceptual framework of front-stage versus back-stage visibility in my written analysis but did not produce the diagram, as the assessment specification does not require additional designed visuals beyond those in Part 1.




[bookmark: _Toc225850964][bookmark: _Toc225851418]3. Issues and Successes in the AI Process
[bookmark: _Toc225850965][bookmark: _Toc225851419]3.1 Successes — Where Gemini Added Lateral Value
Gemini's most significant contribution to lateral thinking was in Prompt 3, where it reframed the innovation from Paradigm to Position. Rather than simply describing the subscription model as a business model change, Gemini introduced the concept of Seren Coffi as 'Social Infrastructure' — a Welsh-Language Third Space where subscription is not payment for coffee but a contribution to preserving a cultural sanctuary in a gentrifying Cardiff (Screenshot 5). This repositioning is theoretically grounded in Henderson and Clark's (1990) architectural innovation logic and practically significant: it changes the customer's psychological relationship to the membership from a commercial transaction to a civic duty. This enhancement meaningfully strengthened the Position Innovation classification within the 4 P's framework (Tidd and Bessant, 2013).
Gemini also performed well in identifying the Carbon Budget 3 environmental factor (Prompt 5, Screenshot 8) — Welsh Government requirements mandating Circular Economy practices for SMEs to qualify for local business rate reliefs. This was a genuine addition to the PESTEL analysis that I had not identified independently, and it converts the Zero-Waste station from an optional ethical gesture into a legally motivated compliance mechanism with direct financial consequences for the café's cost base. This is precisely the kind of evidence-based, contextually specific contribution that justified the AI collaboration in the first place, and it demonstrates that LLM engagement can surface regulatory and policy dimensions that fall outside a student analyst's immediate knowledge — consistent with Brown's (2008) design thinking principle of broadening the evidence base before narrowing to solutions.
[bookmark: _Toc225850966][bookmark: _Toc225851420]3.2 Issues — Hallucinations, Generic Logic, and the Welsh Deficit
The most instructive failure occurred in Prompt 9, when I asked Gemini to identify its own limitations. Its self-assessment was candid and analytically useful (Screenshots 14–15). It acknowledged a 'Community vs. Cymuned Gap': it processes community as a functional stakeholder group, but in a Welsh context, Cymuned implies a deeper historical sense of mutual obligation and linguistic preservation that Gemini cannot fully replicate. Its suggestion of 'Member-Led Stewards' risks being perceived locally as gentrified volunteerism rather than genuine Gwerin — a folk-people philosophy of collective ownership. This was a genuine hallucination of cultural context, and it reinforced the importance of the human author's local knowledge in mediating AI recommendations.
A secondary and persistent issue was Gemini's over-reliance on scalable corporate frameworks. Across multiple prompts, it defaulted to Porter's Value Chain, McKinsey's 8 Essentials, Triple Bottom Line metrics, and Service Blueprints — frameworks designed for medium-to-large organisations pursuing operational scalability (Screenshot 15). Applying these to a business with mismatched chapel pews and founders who make decisions over cold coffees risks stripping the 'beautiful inefficiency' that constitutes Seren Coffi's competitive differentiation. Kivunja (2015) and Sharmelly and Ray (2021) both note that resource-constrained organisations often require deliberate abandonment of corporate analytical frameworks rather than their uncritical adoption. The AI was most useful as a stress-tester and least useful as a strategic architect — a distinction that any student using AI for academic analysis must maintain clearly.


[bookmark: _Toc225850967][bookmark: _Toc225851421]4. Final Refined Innovation Concept
The AI collaboration produced a meaningfully enhanced version of the Community Subscription Model, which I now term the Community Subscription and Cymuned Model. Three refinements distinguish it from the Part 1 iteration.
First, the model now explicitly embeds a Permeable Boundary principle: the Living Room remains physically open to all, while members receive experiential benefits — priority event booking, co-production voting rights, filter coffee — that are relational rather than spatial. This directly resolves the free-rider versus exclusive value tension Gemini identified in Prompt 1, preventing the café from becoming a private club while still delivering tangible member value (Porter and Kramer, 2011).
Second, the Open Governance Layer — the Stewardship Syndicate — formally distributes operational load. A Welsh teacher who joins can host poetry nights; a graphic designer can update the chalkboard. This offloads low-complexity tasks from the founders and is funded not through cash but through discounted membership tiers, consistent with the frugal innovation logic underpinning the entire model (Devi and Kumar, 2018; Escudero-Cipriani et al., 2024).
Third, the £2,000 is reallocated with greater precision informed by the AI collaboration: £300 toward a Guest Roaster grinder partnership rather than a direct cash repair, £500 toward a visible Zero-Waste Circularity Station meeting Welsh Carbon Budget 3 requirements, £300 toward an Open Banking VRP integration reducing subscription churn, and £900 toward bilingual founding member welcome kits and the community relaunch event. Crucially, the grinder is addressed through a value exchange rather than a purchase — a frugal innovation principle (Devi and Kumar, 2018) that preserves capital for community-building activities that directly drive membership growth. Success is measured through a Triple Bottom Line: financial break-even within three months via 40 members at £20 per month; social growth measured in documented Welsh-language hours hosted in the space; and operational improvement through a 50% reduction in founder back-stage administrative hours achieved through the Stewardship Syndicate. 
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[bookmark: _Toc225850969][bookmark: _Toc225851423]Appendix A: List of Prompts Used in AI Collaboration
The following table documents all ten prompts submitted to Google Gemini during the 'Analyzing Value Creation Gaps' session on 31 March 2026, organised by phase.
	#
	Phase / Focus
	Full Prompt Text

	1
	Phase 1 – Initial Critique
	I am uploading my Part 1 report and the original Seren Coffi case study. My solution is a 'Community Subscription and Living Room Model.' Please read both. Based on the module's focus on 'Value Creation,' identify three logical gaps in my solution where the innovation might fail to sustain itself financially or socially.

	2
	Phase 1 – Capitalist Critique
	The module requires a critique of the 'capitalist methodology'. Critically appraise my solution: does it lean too heavily on standard business logic, or does it effectively protect Seren Coffi's ethical and Welsh-language values? Write precisely.

	3
	Phase 1 – Refining the 4 P's
	I classified this as a Paradigm Innovation. Suggest how I can push this further into Position Innovation. How could we change the community's 'perception' of the café beyond just being a place to buy coffee? Write within 200 words.

	4
	Phase 2 – Expanding Lewin's
	In Part 1, I identified 'founder fatigue' and 'slow uptake' as restraining forces. Suggest two more specific 'restraining forces' related to the Cardiff hospitality market in 2026 and provide innovative, low-cost ways to mitigate them using my remaining £2,000 budget.

	5
	Phase 2 – PESTEL Gaps
	Review my PESTEL analysis. Suggest one emerging 'Technological' trend and one 'Environmental' factor specifically relevant to a Welsh SME that I may have missed, and explain how they impact the subscription model's viability.

	6
	Phase 2 – Open Innovation
	How can I better utilize Open Innovation within my membership model? Suggest a way to involve members as 'co-producers' of the coffee experience to reduce the workload on the fatigued founders. Write precisely within 200 words.

	7
	Phase 3 – Visual Aids
	As per my tutor's guidance, recommend specific visual aids or diagrams that would enhance the professional quality of this report. Should I include a 'Stakeholder Map' or a 'Service Blueprint'? Describe what these should look like for my model.

	8
	Phase 3 – Frugality Check
	Evaluate my £2,000 budget allocation. Is spending £300 on a grinder repair the most 'creative' use of funds? Suggest a more 'frugal innovation' approach that might solve the equipment issue without a direct cash purchase.

	9
	Phase 4 – AI Bias / Limitations
	As an AI, what are your limitations in understanding the Welsh cultural context of this case study? Identify any areas where your recommendations might be too generic or 'standardized' compared to the unique needs of an independent Cardiff café.

	10
	Phase 4 – Final Refined Summary
	Based on all our critiques today, provide a final, polished summary of the 'Enhanced Community Subscription Model' that I can present in my 1,500-word supplement.





[bookmark: _Toc225850970][bookmark: _Toc225851424]Appendix B: Screenshots of AI Responses
The following screenshots capture the complete interaction with Google Gemini across all ten prompts, including both the prompt inputs and the model's responses. Screenshots are presented in chronological order corresponding to the prompt sequence in Appendix A.
[image: ]
Screenshot 1 – Prompt 1: Uploading Part 1 and case study; requesting three Value Creation gaps

[image: ]
Screenshot 2 – Gemini response: Gap 1 (Free-Rider vs Exclusive Value) and Gap 2 (Operational Capability vs Founder Fatigue)

[image: ]
Screenshot 3 – Prompt 2: Capitalist methodology critique; response: Commodification of Community and Standardisation vs Cultural Particularity

[image: ]
Screenshot 4 – Gemini response continued: The Founder Labour Paradox and verdicts on each critique

[image: ]
Screenshot 5 – Prompt 3: Pushing Paradigm Innovation toward Position Innovation; Gemini's three repositioning strategies

[image: ]
Screenshot 6 – Prompt 4: Two additional Cardiff-specific restraining forces (Hyper-Local Saturation and Cost-of-Living Churn) with £2,000 mitigations

[image: ]
Screenshot 7 – Prompt 5: Emerging Technological trend — Variable Recurring Payments (VRPs) and Open Banking impact on subscription viability

[image: ]
Screenshot 8 – Gemini response continued: Environmental factor — Welsh Carbon Budget 3 (2026–2030) requirements and Zero-Waste mitigation

[image: ]
Screenshot 9 – Prompt 6: Open Innovation and the Stewardship & Roastery Syndicate Model — members as co-producers

[image: ]
Screenshot 10 – Prompt 7 (Visual Aids): Gemini recommends a Stakeholder Map (Value Ecosystem, concentric circles)

[image: ]
Screenshot 11 – Gemini response continued: Service Blueprint for the Subscription Experience mapping Front Stage vs Back Stage

[image: ]
Screenshot 12 – Prompt 8: Frugality check on £2,000; Gemini proposes Community Equipment Lease-Back via barter or Guest Roaster partnership

[image: ]
Screenshot 13 – Gemini response continued: The 'Vintage Pivot' and reallocation of £300 into Founding Member Welcome Kits and Welsh Language Tech-Touch

[image: ]
Screenshot 14 – Prompt 9: AI limitations — the 'Community vs. Cymuned' gap; Gemini acknowledges it cannot grasp Welsh mutual obligation

[image: ]
Screenshot 15 – Gemini response continued: Linguistic Tokenism vs Living Language; Cardiff Bias in Market Logic; Over-Reliance on Frameworks

[image: ]
Screenshot 16 – Prompt 10: Final refined summary — Enhanced Community Subscription & Cymuned Model (Part 1 Strategic Pivot and Value Creation Framework)

[image: ]
Screenshot 17 – Gemini response continued: Critical Risk Mitigation — Permeable Boundary, Anti-Exclusion, Financial Shielding

[image: ]
Screenshot 18 – Final response: Measuring Success via Triple Bottom Line and visual recommendations for supplement
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‘expired or lost credit cards. VRPs link directly 1o the bank account, sirificanty reducing
falled payments and improving the immediate cash flow you desperately need.

- £2,000 Mitigation: Alocate £300 o integrate a low-code Open Banking plugin (ike.
‘GoCardless or a Welsh fntech equivalent) nto your website. This automates the
subseripion, provides you with “real-time
sign-up for your members.

revenue, and offers a fictonless “one-ta
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2. Environmental: The “Carbon Budget 3" (2026-2030) Requirements.
1n2026, the Welsh Government is launching its most aggressive carbon reduction plan yet
(Carbon Budget 3, which focuses on “Scope 3* emissions—specificaly how SMES manage
their supply chain and waste.

+ The Factor: New Welsh reguiations now mandate irict separation of food waste and
require businesses to demanstrate "Circular Economy” practices to quaify for local
business rate refiefs o grants.

+ Impact on Viability: Your "Living Room" model ncreases the time people spend inthe
cafe, which naturallyincreases waste (food scraps, packaging). f you don't have a visibe,
‘compliant waste-to-value system, you face potentia fnes or, more importantly, a oss of
“Ethos" among your environmentally conscious Cardiff members.

+ £2,000 Mitigation: Spend £500 on a *Visible Circularity” station. Instead of standard
bins nstal a high-end, aesthetic composting system and reusable “Member-Only”
ceramic canisters for the unlimited fitr coffee. This not only meats new environmental
Standards but acts as 2 Position Innovation—members see their subseription directly

funding a “Zero-Waste" community hub.
Updated Logic Gate
Factor 2026 Specificity Subscription Role.
chnological VRPS/Open Banking  Reduces churn; provides instant working
capital
Environmental Man strengthens “Ethos
AskGeminia
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How can | better utiize Open Innovation within my
membership model? Suggest a way o involve members as.
“co-producers'of the coffes experience to reduce the
workdoad on the fatigued founders. writs precisely wihin 200
words

# Opennnovation (01) shifts the urden of deaton and executionfrom the o fatigued
founders o the“Commurity Subscrpton” bas, urning members from passve consumers nta
co-producers

The "Stewardship & Roastery Syndicate” Modol:
Instead of founders managing every detai, create an Open Governance Layer for the
membership.

1. Crowdsourced Curations Use an monthly

pen Selection poll where members vote on
the next bean origin or "Guest Roast.” This removes the cogniive load of decision-making
from the founders whie ncreasing member “buy-in”

2. Mombor-Led "Stoward" Shifts: In exchange for 3 discounted subscription or “Founder-
Level”status, rain a subset of members as volunteer stewards. They don't handle cash
but manage the "Living Room"—greeting newcomers, replenishing the iter coffee, and
resatting the furniture. This utizes User Innovation to offioad ow-complety tasks.

3. The "Knowledge Exchange": Leverage your members'professional skils. A member who
is 2 graphic designer could update the chalkboard; a Welsh teacher could host the postry.

AskGeminia
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O 4 recommend specifcvisua s o dgrams tht el
ehance theprofessiona auaty of s rport. Shoud !
Incuce o Staehoe Mas! o Sevcs Buegrine? Descrioe
what thse shoud ook ke formy model.

# To.ennance theprfessiona ualty ofyour reportand demonstrate a mastery of Value
reation, you should ncluce both a Stakeholder Map and a Service Blueprint These
provid the*Logos" ogial evidence) needed o prove your“Commurity Subscription” model
s mora than just  conceptual idea.

1.The Stakeholder Map: “The Valus Ecosystem”
Whil a standard map identifies who is involved, your map should visuaize the Value Exchange
specific to your Weish-language and ethical mission.
+ What it should look fike: Use  concentric circe diagram.
+ Core: The Founders and *Founding Members" the 40 subscribers).
+ irect Circlo: Local Welsh cofes roasters, the carpenter who buit the furniture, and
the "Steward" volunteers.
+ Extornal Gircle: The wider Cardiff commurity, Welsh-language learners, and local
‘government (interested i wellbeing/cultural goals).

+ Visual Detail: Use soid finesfor inancial transactions (subscriptions) and dashed fines for
*Social Capital" (Welsh language promotion, community belonging). This proves youare.

creating value beyond just

AskGeminia
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2.The Service Blueprint: The Subseription Experience”
Tris is vial for mitgating "Founder Fatigue. It maps the customer journey againt the
backstage processes required to defiver it

+ What t should ook fike: A chronological table divided by *Lines of Visiiity.

+ Front Stage (Membor View): Entering with a digtalpass, self-serving fier coffes,

attending a"Member-Only” poetry night.

+ Back Stago (Foundor View): Automated biling via Open Banking (the Tech trend
teward" roster, and sourcing from the roastery.

discussed earer), managing the

+ Support Processes: Maintenance of the new grinder (using the £2,000) and the.
digital community ledger.

+ Visual Detail: Highight “Pain Points* (where fatigue accurs) and
the model might break, such as  faled payment).

Why these work for your report:
- Tho Stakeholder Map addresses your Ethos, showing that Seren Coffiremains a
principled anchor in the community

+ The Service Blueprint provides the Logos for your “Process Innovation,” roving to the
marker that you have a concrete plan to reduce founder workload and ensure the "Living

Room* doesr't descend into operational chaos.

c@co
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Evaluate my £2,000 budget allocation. Is spending £300 0n a
grinder repair the most ‘creative’ use of funds? Suggest a
more frugal nnovation’ approach that might solve the
equipment fssue without a direct cash purchase.

‘Spending £300 on a standard repair i a traditional maintenance cost, not an act of Value
Creation or Creative Innovation. In the context o a “Commurity Subscription” modal, you
can leverage Frugal Innovation (Jugasd)—the artof doing more with less—t0 solve the
‘equipment ciss while presersing your capital for the membership launch.

The Frugal Alternative: “The Community Equipment Lease-Back™
Instead of a direct cash repair, implement a Circular Equipment Partnership or Resource
‘Sharing model:
1. The Barter/SKill-Exchange: Cardiff has a vibrant “Repair Cafe" culture and maker
‘community. Use your Ethos to trade “Lifetime Memberships” or “Naming Rights” on the.
menu o a local precision engineer or speciaized habbyist i exchange forthe repair abor:

2. The "Guest Roaster" Hardwar

-as-a-Sorvice: Approach your current Welsh coffoe
supplier. Propose that in exchange for a Featured Placoment” n your new subscription
bores or a guaranteed volume of fiter coffea sales, they provide a loaner grinder or
subsidize the repair. This ligns with Open Innovation, where you share the rsk with your
‘supply chain.
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boxes or a guaranteed volume of fiter coffee sales, they provide a loaner grinder or
subsidize the repair. This ligns with Open Innovation, where you share the rsk with your
supply chain

3. The "Vintage" Pivot: If the current grinder i a hgh-tech model with expensive
propretary parts, use a fraction of the cost (E50-£75) to source a efurbished, manual, or
‘simpler “workhorse" grinder from the secondary market.In @ "Living Room" model, the.
visibl, tactile nature of a manual grind can be marketed as a Sensory Experience rather
than a techrical faiur.

Rodofining the £300 Allocation
By avciding the £300 repair bil through partnership, you can reallocat that “found money
into Market-Creating Innovation

+ £150 or "Founding Membor* Wolcome Kif
bags or reusable cups that tum your first 40 subscribers into walking advertisements.
(Positon Innovation).

igh-quaity, branded Welsh-tanguage tote

- £150for a "Welsh Language Tach-Touch": A low-cost NFC-gnabled “check
the counter that greets members in Welsh, reinforcing the culturalvalue of the

pointat

subscription every time they enter.

Verdict: Directly paying for a repair n a ciss s a“Red Hat" (emotionalreactive) decision. A
“Groen Hat" (creativ) approach uses the commurity o fix the machine, saving the cash to
grow the communty.

t@co
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© 7 Asanal, whataoyoumiatons i undorstanding th Wokh

cultural context o this case study? Identiy any areas where
your recommendations might be too generic or ‘standardized
compared to the uniqus needs of an independent Cardiff
café.

I dentitying my limitations, t s essential to acknowledge that while | can process the Logos
(logic) of your report, I struggle with the “Tacit Knowledge" and *Hyper-iocaity” that define an
independent Cardiff café ke Seren Coffi.

Here are the specifc areas where my recommendations might drft toward “standardized”
logie, potentally missing the uique Weish cultural uance:

1. The “Community” vs. “Cymuned- Gap.

Itreat “community” as a functionalstakeholder group (subscribers, customers). Ina Welsh

context, Cymuned often implies a deeper, historical sense of mutual obligation and fnguistic

preservation

+ Where | am too generic: My suggastion of “Member-Led Stewards” fallows standard

‘Open Innovation theory: However, in Cardif, this could be perceived as “gentified
volunteerism." A more nuanced Welsh approach might involve a Gwerin (folkipeopie)
philosophy—where the space i a shared asset rather than a structured club. | camnot fully
“foel the social friction that occurs when a local sanctuary begins to feel ke @
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2. Linguistic Tokenism vs. Living Language

I can suggest “Welsh-language signage” or “poetry ighs” 2 Position Innovations.

+ Where | am too generic: lack the "Ear” for the specific sociolinguistic landscape of
(Carciff(a city where Welsh s rapidy growing but often exists i “pockets*). My advice
might inacvertently treat the Weish language as a “Marketing Asset” or a “USP" (Unique
‘Seling Propositon). A truly local solution might pricritize the naturaluse of the language
over the promotional use. | cannot accurately predictf 2 “Subseription Mod
barrierto the very peaple you want to speak Welsh with.

feelslikea

3.The "Cardiff Bias" in Market Logic
1analyze the “Cardiff Hospitalty Market" using giobal trends ke Cost-of-Living Churn and
Chain Encroachment
+ Where | am too generi
—the "Senedd" ecosystem, the student cycles of Cathays vs. the gentrification of
CantonRiverside, and the cty's uique “vilage" feel. My recommendations might assume.

 Cardiff's economy is heavly influsnced by specific local factors

alevel of "

gital readiness- or *disposable income" that doesn't align with the grtty,
“narrow unt near the old docks” realty of Seren Caff

4.Over-Reliance on “Frameworks'
1am programmed to priortize Porter's Value Chain or McKinsey's 8 Essentials.

+ Whore 1am too generic: These frameworks are designed for corporate scalabilty.
‘Applying them 10 a business with “mismatched furniture® and founders who "sit with

fees that have gone cold" can feel serile. My “Value Creation” logic g
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Based on all our ritiques today, provide a fna, polished
summary of the ‘Enhanced Commurity Subscription Model
that 1 can present in my 1.500-word supplement.

¥ s final summry integrates our ritcal apprasals nto ahighvlevel strategic framework You
can use this s the “Conciusion" or *Proposed Soluton" section of your 1500-word
supplement to demonstrate how you have evalved the il idea nto a professional, risk-
mitigated innovation.

‘The Enhanced Community Subscription & ‘Cymunod Model

1.Strategic Pivot: From Transactional to Relational
The core innovation i a Positioning Pivot. Seren Coffi il no longer compete as 2

standardized coffee provider” ina saturated Cardif market,Instead, it repositionad as
‘Social Infrastructure —a “Welsh-Language Third Space" where the subscription s notjust for
coffee, but forthe preservation of a cultural sanctuary.

2.The Value Creation Framework (Aristotie’s Triad)
- Logos (The Logic): Financial sustainabity s achieved through Predictable Recurring
Revenue (40 members @ £20/month = £800 base). This s stabilzed by Frugal
Innovation:instead of a £300 cash repai, the grinder s fixed through a “Service-for-

AskGeminia
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+ Ethos (Tho Ethics): The model protects Seren Cofi's soul by embedding the Welsh
Language as a core “Product Feature, not a marketing gimmick. Subserptions fund

“Language-Exchange Socials” and “Makers' Showcasss," ensuring the café remains an

ethical alternative to corporate chains.

+ Pathos (The Human Element): To solve Founder Fatigue, the model utiizes Open
Innovation. Members are transitioned from “customers' to "Co-Producers" (Stowards).
“Tnis"Sacial Rota" offioads the operational burden of event management and daily "Living
Room* upkeep from the founders to the commuity.

3. Critcal Risk Mitigation
To prevent the *Capitalist Tunneling" identfied in the appraisal, the model maintains a
“Permeable Boundary”

+ Anti-Exclusion: The "Liviag Room" remains physicaly open 1o al, preventing the "Private

+ Financial Shielding: The £2.000 i reallocated toward Technological Innovation (Open
BankingVRP) to reduce administrative churn, and Environmental Innovation (Zero-
Waste stations) to meet 2026 Welsh Carbon Budget requirements.

4. Moasuring Success (The Valus Outputs)
Success s defined by the Triple Bottom Line:

1. Financial: Achiovemant of Brask-even ia membership within 3 month.

2. Social: A documantad increasa in “Walsh-language hours” hostad i the spac.

3. Operational: A 50% reduction n founder "back-stage” admiristrative hours through
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“Permeable Boundary”

- Anti-Exclusior
Club trap.

e “Living Room remains physically open to al, preventing the *Private

+ Financial Shielding: The £2.000 i reallocated toward Technological Innovation (Open
Banking/VRPs) to reduce administrative churn, and Environmental Innovation (Zero-
Waste stations) to meet 2026 Welsh Carbon Budget requiremens

4. Moasuring Success (The Valuo Outputs)
Success s defined by the Triple Bottom Line:

1. Financial: Achievement of "Break-ave

via membership within 3 months.

2. Social: A documented increase in “Welsh-language hours” hosted in the space.

3. Operational: A 50% reduction in founder “back-stage
community-led stewardship.

administrative hours through

Visual Recommendation for the Supplement:

+ Include a"Service Blueprint": Map the member journey (Front-Stage) against the
automated billing and steward-led processes (Back-Stage) to prove the reduction in
founder workload.

+ Include a“Value Exchange Map': Visuaize how the £2,000 “circuates though local
supplies rather than leaking out to natonal repair corporations.

c@co
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Porter's Value Chain

Operation:

Broken grinder; Word of mouth only; Events stopped;

equipment failure no digital strategy community programme
halted

Figure 1: Porter’s Value Chain Mapped to Seren Coffi — broken links highlighted
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Creativity vs. Innovation

CREATIVITY PROCESS INNOVATION

Individual Organisational

Organisational Implementation Applied

Cognitive

Value Creation

Idea Generation

Creativity = Generating novel ideas | Innovation = Successfully implementing them

Figure 2: Creativity vs. Innovation — Inputs, Process and Output Model (Amabile, 2018; Tidd and Bessant, 2013)
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Applied to Seren Coffi: Technology contribution is minimal. Psychology and Economics converge in the Community Subsciiption Model.

Figure 3: The Sweet Spot of Innovation Applied to Seren Coffi (Holtstrém, 2022)




