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Executive Summary
Organization: Seren Coffi, Cardiff, Wales
Current Status: "Brittle" / Operational Crisis
Proposed Innovation: The Guided Coffee Tasting Experience (The "Coffee Flight")
Seren Coffi, an independent, ethical coffee house located in Cardiff’s historic docks, is currently facing a critical juncture where its principled, value-driven business model is failing to achieve financial sustainability. Despite a sound product and deep community loyalty, the business is "brittle," plagued by rising energy costs, founder fatigue, and a "transaction gap" where high customer engagement does not translate into sustainable profit margins. With a strict liquidity constraint of £2,000 and a requirement to maintain current leadership and ethical suppliers, this report proposes a strategic transition from a transactional service model to the "Experience Economy."
The central innovation proposed is the "Coffee Tasting Experience." This move involves reframing the core product from a standard beverage to an educational "tasting flight," allowing customers to explore bean origins, roasting profiles, and ethical stories behind the cooperatives. By applying Tidd and Bessant’s (2020) 4Ps of Innovation, the report demonstrates how this shift provides Product, Process, Position, and Paradigm innovation. This solution is particularly viable as it utilizes existing high-quality bean stocks and the founders’ deep knowledge without requiring an overhaul of the supply chain.
Using Lewin’s Force Field Analysis, the report evaluates the feasibility of this change. It justifies the allocation of the £2,000 petty cash toward critical equipment repair (the espresso grinder) and the "staging" of the experience. The innovation effectively converts a current operational weakness—slow service and long conversations—into a premium, intentional brand strength.
Part 2 of the report provides a 1,500-word critical supplement on the role of Generative AI (Large Language Models) in the creative process. It details how AI was used as a "lateral thinking partner" to move beyond standardized capitalist growth strategies (like loyalty apps) toward authentic, value-creation solutions that align with Seren Coffi’s unique "soul."
Ultimately, this report argues that through lateral thinking and the formalization of its ethical storytelling, Seren Coffi can achieve a "renewal" that protects its core values while ensuring long-term financial viability in a competitive urban market.
Part 1: The Creative Innovation Report
1.1 Introduction: The "Brittle" State of The Cardiff Docks Phenomenon
Seren Coffi represents a quintessential example of a "value-driven" Small to Medium Enterprise (SME) operating within a niche market—the ethical coffee sector of Cardiff’s Old Docks. Established in a narrow unit that has transitioned from a betting office to a vape store, the organization carries a sense of historical continuity and "principled" demand. Its identity is forged through mismatched chapel pews, local craftsmanship, and a radical commitment to transparency regarding bean origins and ethical cooperatives.
However, by January 2026, the organization has entered a critical operational state described in the case study as "increasingly brittle." This brittleness is characterized by a "transaction gap," where high customer engagement (long conversations) is decoupled from financial velocity. Operational infrastructure is failing; a broken grinder remains unreplaced, and the building’s insulation—once considered "charmingly original"—is now a relentless financial drain via energy bills. With only £2,000 in petty cash and founders seeking external part-time employment to "steady things," Seren Coffi is at a crossroads. The following report proposes a "Coffee Tasting Experience" as a lateral-thinking solution to convert the organization’s high-engagement culture into a high-margin, sustainable business model.
1.2 Critical Analysis: The Conflict Between Capitalist Methodology and Creative Values
1.2.1 The Standardization Trap vs. Value Creation
Traditional capitalist methodology for business growth often centers on "reach" and "standardization" to achieve economies of scale (Christensen et al., 2019). The hospitality group’s proposal to Seren Coffi—to "standardize the menu" and "move faster with fewer people"—is a classic application of efficiency-driven innovation. From a traditional management perspective, reducing complexity is the logical path to saving a failing business.
However, for Seren Coffi, standardization is a form of "strategic suicide." According to Tidd and Bessant (2020), innovation in the 2020s must move beyond mere cost-cutting and toward "Meaning-Driven Innovation." If Seren Coffi were to adopt the model of the nearby chain café, it would lose the "Soul" that "Places Giving Cardiff Its Soul Back" celebrated. Recent research by Verganti (2019) suggests that in an "overcrowded" market of ideas, businesses succeed not by being faster or cheaper, but by being more meaningful. The challenge for Seren Coffi is to innovate within the "Service-Dominant Logic" (Vargo & Lusch, 2022), where value is not found in the commodity (the bean) but in the co-created experience (the story).
1.2.2 Reframing Growth Through Lateral Thinking
To save the business, the leadership must engage in Lateral Thinking (De Bono, 2019). Vertical thinking would suggest "buying a cheaper grinder" or "cutting staff hours." Lateral thinking asks: "How can the broken grinder and the slow queue become the center of a premium product?" According to Mazzucato (2021), the "mission economy" requires organizations to rethink value. Instead of viewing the "long conversation" as an operational delay, the organization must reframe it as its primary "Product." The innovation must monetize the expertise that the founders are currently "leaking" for free.
1.3 Detailed Explanation of the Innovation: The 4Ps Framework
To evaluate the "Coffee Tasting Experience," we utilize the 4Ps of Innovation framework (Tidd & Bessant, 2020), which categorizes innovation into Product, Process, Position, and Paradigm.
1.3.1 Product Innovation: Staging the Coffee Flight
The primary product shift is from "Commodity" to "Experience" (Pine & Gilmore, 2019). We propose the "Seren Coffi Tasting Flight." This is a tray of three 4oz samples of different single-origin coffees, served with a "Tasting Card" that details the cooperative's story, the roasting profile, and the shipping method.
· Academic Justification: Research by Heeley (2022) in the Tourism Management journal indicates that "connoisseurship" is a resilient driver in the post-pandemic hospitality sector. By offering a "flight," Seren Coffi is no longer selling a drink; it is selling "Curated Knowledge." This allows for a higher markup on the same volume of bean stock.
1.3.2 Process Innovation: Managing the Transactional Bottleneck
Process innovation involves re-engineering the service flow.
· The Grinder Strategy: Of the £2,000 budget, £800 is allocated to a high-precision burr grinder. Crucially, we propose a Manual Grinding station for the Tasting Flights. This adds a "theatrical" and "sensory" element to the process, making the customer part of the creation. An £800 high-precision grinder anchors our £2000 budget, by introducing a manual grinder station for “Testing Flights”, creating a theatrical and sensory centerpiece. This immersive experience transforms customers into active creators, deepening their connection to every artisnal cup.
· Service Delivery: Guided tastings are scheduled during "Quiet Hours" (identifiable through footfall data). This converts dead time into premium revenue time. According to Goffin and Mitchell (2023), process innovation is most effective when it addresses a specific "bottleneck" while enhancing the brand's core values.
1.3.3 Position Innovation: Target Segments in the Cardiff Docks
Positioning innovation involves reframing who the café is for.
· The Connoisseur Segment: The café shifts from a "daily caffeine stop" to a "destination for discovery." It targets the retirees and students identified in the case study who have the "Idea Time" to linger.
· Community Integration: By hosting these as "Tasting Evenings," the café builds on its "poetry nights" and "pay-what-you-can" culture. According to Grant (2021), positioning is about "Uncontested Market Space." By being the only café in Cardiff offering guided, ethical flights, Seren Coffi avoids a price war with the chain café.
1.3.4 Paradigm Innovation: The Value of "Fairness"
Paradigm innovation is a shift in the organization's "mental model" (Tidd, 2020).
· From Cheap to Fair: The founders currently feel a sense of fatigue because they are working "properly" but failing financially. The new paradigm reframes "Fairness." It is not "fair" to the founders or the farmers for the business to fail. "Fairness" now means "charging the true value of the expertise."
· Service-Dominant Logic: As argued by Vargo and Lusch (2022), value is co-created. The customer is no longer a passive recipient of a flat white; they are an active learner in a tasting session.

1.4 The Creativity Process: Incubation and Lateral Thinking
The development of the Tasting Flight followed the Four Stages of Creativity (Wallas, 1926, as revisited by Runco, 2023):
1. Preparation: Identifying the constraints (£2,000, broken machine, energy bills).
2. Incubation: The "evening meetings" where the founders discussed "fairness" and "community."
3. Illumination: The realization that the chalkboard already contained all the "data" for a tasting flight.
4. Verification: Applying the 4Ps and Force Field analysis to ensure viability.
The process utilized Divergent Thinking (Guilford, 2020) to move away from "standardized" capitalist solutions. The founders’ insistence on "not being just another coffee shop" acted as a creative constraint that forced the innovation to be "Principled."
1.5 Evaluation of Viability: Lewin’s Force Field Analysis
To justify the implementation of this innovation with a £2,000 limit, we apply Lewin’s Force Field Analysis (1951, updated by Isaksen & Akkermans, 2023).
1.5.1 Driving Forces (Towards Renewal)
· Supplier Relationships: Existing links to ethical cooperatives provide high-quality "content" for the flights.
· Customer Loyalty: The shop is "loved," ensuring a low "Customer Acquisition Cost" (CAC) for the new service.
· Low Capital Requirement: The innovation uses existing stock. The primary cost is the £800 grinder repair and £200 for tasting equipment (flights/trays).
· Volunteer Engagement: The case study mentions "volunteers offered to help." These can be trained as "Tasting Ambassadors."


1.5.2 Restraining Forces (Resistance to Change)
· Founder Fatigue: One founder has a second job; another is missing meetings.
· The "Leaky" Building: High energy costs continue to drain the £2,000.
· Standardized Competition: The nearby chain café may respond with aggressive opening discounts.
Viability Decision: The innovation is viable because it monetizes the existing behavior (lingering and conversation) rather than trying to force a new behavior (speed) that the founders are too tired to execute. By investing £1,000 in the innovation and keeping £1,000 as a "Winter Energy Buffer," the business survives the bleak January 2026 outlook (Schilling, 2023).
1.6 Organizational Climate: Nurturing Innovation in a "Brittle" Culture
According to Ekvall’s (1996/2023) dimensions of a creative climate, Seren Coffi exhibits high "Trust/Openness" and "Idea Support." However, it suffers from a lack of "Idea Time" due to the founders’ external work commitments.
For the implement the innovation, the founders must utilize "Psychological Safety" (Edmondson, 2019/2021). By allowing volunteers to "lead" the tasting flights, the founders reduce their own fatigue while fostering a "Community of Practice" (Wenger-Trayner, 2020). This decentralizes the innovation, ensuring it is not solely dependent on the exhausted leadership. According to Zhou and Hoever (2023), creativity in SMEs is most resilient when it is "democratized" among the community of stakeholders (customers, volunteers, and staff).
1.7 Inter-Organizational Innovation: The Civic Proposal
The case study mentions a proposal for Seren Coffi to supply coffee for "civic events." While the hospitality group urged "standardization" for this, we propose "Curated Civic Tastings." Instead of supplying bulk coffee (where they cannot compete on price), Seren Coffi should supply "The Story of Cardiff Docks through Coffee." This represents Inter-organizational Innovation (Tidd, 2020), where Seren Coffi partners with the local council to provide a cultural experience rather than just a beverage service.
1.8 Conclusion of Part 1
The "Tasting Flight" innovation addresses the "Brittle" state of Seren Coffi by converting an operational delay (conversation) into a high-value product (education). It respects the £2,000 liquidity limit and the "no supplier change" rule. By moving from a failing capitalist model of "efficiency" to a creative model of "experience," Seren Coffi protects its "Soul" while ensuring its financial survival in the Cardiff Docks.
Furthermore, this model optimizes the existing inventory without requiring the capital-intensive upgrades or new supplier contracts that the "no change" rule forbids. By serving three smaller, distinct expressions of the same bean varying the grind size or water temperature Seren Coffi extracts higher margins from the exact same raw materials. The £2,000 liquidity remains untouched as a safety net, while the perceived value of the product shifts from a commodity (caffeine) to an educational service (palate development).
In the context of the Cardiff Docks a locale defined by its blend of grit and emerging gentrification, this "Experience Economy" approach fosters a loyal community. It transforms the shop from a mere pitstop into a cultural destination. The "Soul" of Seren Coffi is preserved because the business is no longer competing on speed, a race it was destined to lose, but on the depth of human connection.
PART 2: AI SUPPLEMENT – A CRITICAL APPRAISAL OF THE CO-CREATIVE PROCESS IN INNOVATION
2.1 Introduction: The Paradigm of Augmented Intelligence
In the development of the "Coffee Tasting Flight" innovation for Seren Coffi, I adopted a methodology rooted in Augmented Intelligence. Rather than utilizing Artificial Intelligence (AI) as a passive search engine, I engaged with a Large Language Model (LLM) as a "Creative Sparring Partner" to navigate the "brittle" operational constraints of the Cardiff-based SME. According to Muller (2024), the integration of LLMs into Small and Medium Enterprise (SME) strategy is most transformative when it facilitates Divergent Thinking—the ability to generate a high volume of non-obvious solutions under strict resource constraints. This supplement critically appraises the creative journey, documenting the successes, failures, and theoretical tensions inherent in using machine logic to solve deeply human, value-driven problems.
2.2 The Creative Journey: Navigating the "Standardization Bias"
My creative interaction with the LLM (detailed in the Appendix) began with a diagnostic prompt: "How can a failing ethical coffee shop in Cardiff with £2,000 and founder fatigue increase revenue without changing its core values?"
The AI’s initial responses exhibited what Hermann (2023) describes as "Standardization Bias." It suggested a mobile loyalty app, a tiered subscription model for daily commuters, and an aggressive Instagram marketing campaign. I critically appraised these suggestions as misaligned with Seren Coffi’s "principled" identity. A digital loyalty app, for instance, would conflict with the shop’s "mismatched furniture" and "reclaimed chapel pews" aesthetic. It would prioritize high-volume "reach" over the "soul" of the transaction—the very strategy the founders rejected when approached by the hospitality group.
Recognizing this bias, I pivoted the prompt toward Lateral Thinking (De Bono, 1970/reprint 2019). I instructed the AI to: "Ignore technology-based solutions and instead focus on the 'Experience Economy' (Pine & Gilmore, 2019) to monetize the existing 'slow service' bottleneck." This targeted constraint led to the breakthrough analogy: the "Coffee Tasting Flight." The AI drew a cross-industry parallel to craft beer and boutique wineries, suggesting that the "long conversations" at the counter weren't an operational failure, but an unmonetized product.
2.3 Critical Appraisal of AI Recommendations: Meaning vs. Efficiency
A critical tension emerged during the refinement phase: the AI’s focus on Efficiency vs. my focus on Meaning. According to Verganti (2019), radical innovation is not driven by user-centered efficiency but by "meaning-centered" design.
2.3.1 The Digital Narrative Conflict
The AI proposed a "Digital Storytelling" component, where each tasting flight would feature a QR code linking to a video of the coffee cooperative in Africa or South America. While "innovative" in a technical sense, I rejected this recommendation. In the context of Seren Coffi—where the chalkboard is a central "low-fi" tool for transparency—a QR code would feel clinical and corporate. Instead, I adapted the AI’s logic into a physical "Tasting Note Thinking framework, which insists that innovation must be culturally "desirable" and "fit" the specific environment of the user. The AI provided the function (storytelling), but I had to provide the form (tactile, analog media).
2.3.2 The "Hallucination of Scale" and Scarcity Innovation
A recurring issue was the AI’s "Hallucination of Scale." On multiple occasions, the AI suggested hiring a "Tasting Coordinator" or a "Part-time Specialist" to run the sessions. I had to repeatedly re-input the constraints of the case study: no new staff, no new leadership, and founder fatigue. This highlights a fundamental weakness in current LLMs: they lack a nuanced understanding of Scarcity-Driven Innovation (Mazzucato, 2021). The AI assumes that an idea with high merit will inherently have the human resources to execute it.
To bridge this gap, I used my own critical judgment to integrate the "volunteers" mentioned in the case study. By reframing volunteers as "Community Baristas-in-Training," I solved the resource problem that the AI’s logic could not account for. This interaction proved that AI provides the Volume of ideas, but the human leader must provide the Viability filter (Schilling, 2023).
2.4 Theoretical Alignment: The Componential Model of Creativity
To analyze this co-creative process, I applied Amabile and Pratt’s (2020) Componential Model of Creativity, which identifies three essential components for innovation: Expertise, Creative-Thinking Skills, and Motivation.
1. Expertise: The AI provided a vast database of global coffee trends and pricing models (Expertise).
2. Creative-Thinking Skills: I provided the Lateral Thinking constraints (The "Why" and "How").
3. Motivation: The "brittle" state of Seren Coffi provided the intrinsic motivation (The "Urgency").
The AI augmented my creative-thinking skills by acting as an "Associative Machine." According to Dyer et al. (2020), the most critical skill for innovators is "associating"—connecting seemingly unrelated questions or problems. The AI’s ability to connect "Retirees reading papers" with "Guided educational flights" was a success of combinatorial creativity (Boden, 2021) that would have taken significantly longer through traditional brainstorming.
2.5 Challenges in AI Application: Cultural and Linguistic Nuance
An unexpected failure of the AI was its inability to fully grasp the Welsh Linguistic Context. Despite instructions to include Welsh prominence, the AI-generated "tasting notes" were often generic translations that lacked the poetic, community-focused tone of the original Seren Coffi brand. Recent research by Floridi (2023) notes that while AI is linguistically proficient, it is "semantically hollow." It does not understand the cultural weight of a language in a post-colonial or dockland context. As the lead innovator, I had to manually "re-soul" the content to ensure it met the Welsh-language requirements of the brief.
Furthermore, the AI struggled with the "Leaky Heat" constraint. It suggested "smart thermostats" to save money, which costs significant capital. It failed to see that the "leakiness" of the building is part of its "charming originality." I eventually used the AI to research "low-cost thermal insulation for heritage buildings," which led to the creative idea of using heavy, locally-sourced wool curtains—a move that saves energy, supports local suppliers, and enhances the "mismatched" aesthetic.
2.6 Successes: Financial Stress-Testing and Budgeting
Where the AI excelled was in the Convergence Phase (Guilford, 1967/2020) of the project. I used the LLM to perform a "Stress-Test" on the £2,000 budget.
· The Problem: The espresso grinder was broken.
· AI Solution: Instead of a full commercial replacement (£1,500+), buy a high-end Manual Burr Grinder for the tasting flights (£400) and use the remaining £1,600 for a technician to service the main machine and cover a "Winter Energy Buffer."
· 
This was a highly successful application of AI as a Strategic Resource Manager. It identified that the "Tasting Experience" benefits from manual grinding because it adds a "theatrical, sensory" element to the education. This turned a physical limitation into a creative performance.


2.7 Reflection on the Role of the Innovation Leader
Reflecting on this 4,000-word journey, I have realized that the role of a modern leader is shifting from an "Idea Originator" to an "Innovation Curator." In a world where AI can generate infinite "good" ideas, the leader’s value lies in their ability to select the "right" ideas—those that are ethically sound, culturally resonant, and operationally viable (Isaksen & Akkermans, 2023).
The "Coffee Tasting Flight" is a product of Human-Centric Innovation. The AI provided the cross-industry analogies and the financial frameworks, but it was my human understanding of "founder fatigue" and "principled fairness" that ensured the innovation remained sustainable. As Tidd (2020) argues, the most successful innovations in the 21st century are those that manage the "High-Tech / High-Touch" balance. Seren Coffi’s renewal is built on this balance: using machine-enhanced logic to protect a human-centered "soul."

2.8 Documentation of Successes and Issues
	Category
	Successes (AI Collaboration)
	Issues (Human Intervention Required)

	Strategy Generation
	Cross-industry analogy to wine/beer flights.
	AI initially pushed "Capitalist Standardization" (Apps/Chains).

	Budgeting
	Identifying manual grinding as a "theatrical" cost-saver.
	AI "Hallucinated" scale (suggested hiring new staff).

	Branding
	Frameworks for "Experience Economy" and "Service-Dominant Logic."
	AI failed to grasp the Welsh linguistic/cultural nuance.

	Operations
	Suggestions for "Winter Energy Buffers" and scheduling.
	AI suggested high-cost technical repairs over "creative" fixes like wool curtains.




2.9 Conclusion: The "Renewed" Future of Seren Coffi
The "Coffee Tasting Experience" is not just a new menu item; it is a Paradigm Shift (Kuhn, 1962/reprint 2022). It proves that Seren Coffi does not need to become a "common model" chain to survive. By investing its final £2,000 in its own expertise, repairing its core equipment, and staging its ethical story, the organization moves from a state of "brittleness" to one of "robust value creation."
The use of AI in this process was critical but secondary. It acted as the "wind" in the creative sails, but the "rudder" was steered by human values. By 19th May 2026, when the provisional marks are returned, I anticipate that this report will demonstrate that creativity—when underpinned by robust academic frameworks (4Ps, Force Field) and augmented by AI—is the ultimate tool for navigating the complexities of modern leadership. Seren Coffi’s chalkboard will continue to be updated daily, not with a list of "standardized" prices, but with a vibrant, evolving story of coffee, culture, and community.












CONCLUSION
This investigation into Seren Coffi has demonstrated that operational failure in a value-driven SME is often not a failure of the product, but a failure of the transactional process. By applying Lateral Thinking and the 4Ps of Innovation, this report has justified a transition from a failing commodity model to a sustainable Experience Economy model. The "Coffee Tasting Flight" innovation effectively monetizes the "long conversations" and ethical storytelling that previously caused a bottleneck, turning a "brittle" operational state into a premium brand differentiator.
The evaluation through Lewin’s Force Field Analysis confirmed that the innovation is viable within the £2,000 liquidity constraint, provided the petty cash is prioritized for equipment renewal (the grinder) and experience staging. Furthermore, the analysis of Organizational Climate suggests that by leveraging the existing volunteer community, the founders can overcome "founder fatigue" without violating the "no new staff" rule.
Finally, the AI Supplement (Part 2) underscored the necessity of "Human-in-the-Loop" leadership. While Artificial Intelligence successfully provided cross-industry analogies and financial stress-testing, human judgment was required to filter out "standardized" capitalist strategies that would have eroded Seren Coffi’s unique "soul." Ultimately, the renewal of Seren Coffi depends on the founders' ability to see that "fairness" to the farmer and the community is only possible if the business itself is financially robust. By staging an experience, Seren Coffi does not just sell coffee; it sells the "Soul of Cardiff," ensuring its place in the docks for years to come.
This synthesis confirms that Seren Coffi’s path to resilience lies in the radical acceptance of its own identity. The transition from a "Brittle" state to a "Robust" one is achieved not by stripping away the shop’s idiosyncratic nature, but by leaning into it. The Tasting Flight serves as the bridge between two worlds: it satisfies the cold logic of the balance sheet while nourishing the warm, ethical heart of the brand. By moving the "long conversation" from a byproduct of slow service to a billable service, the enterprise effectively solves the paradox of sustainable growth within a low-liquidity environment. The rejection of standardized, high-volume efficiency models ensures that Seren Coffi remains an outlier in the Cardiff Docks—a "Third Space" that cannot be replicated by automated chains. The £2,000 liquidity limit, once viewed as a suffocating constraint, has functioned as a creative catalyst, forcing an innovation that relies on storytelling and sensory engagement rather than expensive infrastructure. As the founders move forward, the "Soul of Cardiff" becomes their primary asset. By protecting the barista’s time through structured education rather than rushed transactions, the business honours both the producer at the origin and the consumer at the counter. Seren Coffi stands as a testament to the idea that in the modern economy, authenticity is the most valuable currency, and experience is the only sustainable way to spend it.
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Prompt 5: Addressing the "Leaky" Building (Low-Tech Innovation)

“The shop is in an old building with high energy bills because of poor insulation ('leaky heat'). We can't afford a major renovation.
Suggest some low-cost, sustainable, and 'shabby-chic' ways to insulate the space that would fit the aesthetic of reclaimed chapel
pews."
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Prompt 6: The Cultural/Welsh Nuance Test

*I need to ensure the Tasting Flight cards are bilingual. Generate a poetic, community-focused description for a 'Sumatran Fair-Trade
Dark Roast' in both English and Welsh. It needs to sound like it was written by a local artist, not a corporation.”
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Prompt 7: Scaling and Staffing (The "Hallucination of Scale®)

“This Tasting Flight idea seems like it will take a lot of time to explain to customers. Should | hire a part-time 'Tasting Coordinator' to

manage this while the founders are working their other jobs?
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Prompt 1: The Initial "Diagnostic" (Testing for Standardization Bias)

*I am working on a business case for 'Seren Coffi, a value-driven, ethical coffee shop in Cardiff Docks. The business is currently
“brittle': it has rising energy costs, the founders are fatigued, and a key espresso grinder is broken. They only have £2,000 in petty
cash. They refuse to change their ethical suppliers or their 'soulfur’ identity. How can they increase revenue and achieve financial

sustainability immediately?”
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Prompt 2: The Lateral Thinking Shift (The "Experience Economy”

“The solutions you provided feel too corporate and standardized" for this brand. Seren Coffi has mismatched pews and a local, 'slow’
culture. Use Lateral Thinking and Pine & Gilmore's ‘Experience Economy’ framework to find a way to monetize the ‘long conversations’
and the slow pace of the shop without hiring new staff or buying expensive technology. Focus on value creation, not just efficiency.”
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Prompt 3: Refining the Product & Technology Conflict

“Ilike the idea of a 'Coffee Tasting Flight' using their single-origin beans. Give me a detailed plan on how to 'stage" this experience.
Also, suggest some digital ways to tell the story of the farmers, perhaps using QR codes or digital displays."
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Prompt 4: The Financial Stress-Test (The Grinder & Budget)

“We only have £2,000. A new commercial espresso grinder costs £1500. If I buy it, | have almost no money left for energy bills or the
*Tasting Flight' innovation. How can | solve the grinder issue creatively? Is there a way to make the 'Tasting Flight' work using a
different type of equipment that costs less but adds to the 'theatre’ of the experience?”




