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[bookmark: _Toc225892567]Executive Summary

This report explores how Seren Coffi, an independent coffee shop in Cardiff, can improve its performance while staying true to its strong community and ethical values. The business has built a loyal customer base through its focus on culture, sustainability, and social engagement. However, it is currently facing challenges such as slow service, limited revenue streams, and increasing competition from larger coffee chains that offer faster and more standardised experiences.
The report first analyses the role of creativity and innovation, highlighting that Seren Coffi should not follow a purely profit-driven approach. Instead, a value creation perspective is more suitable, as it allows the business to focus on customer experience, community connection, and sustainability alongside financial performance. Based on this, a set of practical and creative ideas were developed to address key issues.
These ideas include introducing QR code ordering to improve efficiency, creating custom pottery mugs and reusable takeaway options to enhance sustainability and branding, developing a media wall to support local businesses and generate additional income, and launching a “Seren Spa” concept by turning coffee waste into cosmetic products. Together, these ideas aim to improve operations, strengthen the café’s identity, and create new revenue opportunities.
The report also evaluates these ideas critically, showing that while they are realistic and aligned with the business, they are mostly incremental and may take time to deliver financial results. A phased implementation approach is recommended, focusing first on low cost, high impact solutions. The organisational climate is also discussed, highlighting that while the café supports creativity, improvements in structure and decision making are needed to ensure successful implementation.
Finally, the use of AI is reflected upon to assess the practicality and impact of the proposed ideas. This analysis confirms that while the ideas are strong and relevant, they need to be combined with more immediate, financially focused actions.
Overall, the report concludes that Seren Coffi can improve its position in the market through a balanced approach that combines creativity with practical decision making, allowing the business to grow without losing its unique identity



[bookmark: _Toc225892568]1. Analysis of Seren Coffi and Development of Creative and Innovative Solutions

[bookmark: _Toc225892569]1.1 Introduction to the Organisation
Seren Coffi is an independent coffee shop based in Cardiff, positioned as more than just a place to buy coffee. From its opening, the business has focused on ethical sourcing, transparency, and a strong connection to local Welsh culture. The café has developed a distinct identity by emphasising community engagement, offering not only coffee but also a space for social interaction through activities such as poetry readings, language exchanges, and “pay-what-you-can” evenings (Ferreira, Ferreira and Bos, 2021). This has allowed Seren Coffi to build a loyal customer base and establish itself as a meaningful part of the local community. 
The café operates in a competitive environment where larger chain coffee shops offer fast service, digital ordering systems, and strong promotional strategies (Jiang, 2024). Despite this, Seren Coffi has chosen to focus on authenticity, ethical practices, and customer experience rather than following a fully standardised or efficiency driven model. Its approach reflects a business that prioritises values and relationships alongside its commercial activities (Wang, Deng and Ji, 2019). Over time, the café has become known for its atmosphere and strong brand identity, attracting a mix of customers including students, residents, and visitors. Its commitment to community and culture has helped it stand out, while its ethical positioning has strengthened its reputation (Sangputri Sidik et al., 2024). However, operating in a changing economic environment and a competitive market means that maintaining this balance between values and performance is increasingly challenging (Turner and Endres, 2017). 
This report will focus on identifying the key issues that Seren Coffi is currently facing and will propose a set of creative and innovative ideas to address these challenges. The proposed ideas will then be critically analysed to assess their potential impact and relevance. In addition, the report will examine whether and how the organisational climate within Seren Coffi supports the implementation of innovation. The overall aim is to explore how the business can improve its performance and long-term sustainability while staying true to its core identity, ultimately helping to turn the business around.




[bookmark: _Toc225892570]1.2 Critical Analysis of Creativity and Innovation
Creativity and innovation are often understood in business through a capitalist approach, where the main goal is to improve efficiency, increase productivity, and maximise profit (Tidd, 2018). In this context, innovation focuses on expanding operations, reducing costs, and making processes more consistent. Many large companies follow this model by using technology, standardised systems, and structured management to deliver fast and reliable service (Bessant and Tidd, 2016). While effective, this approach mainly prioritises financial performance and this perspective can be limiting. By focusing mainly on profit, it can overlook other important types of value, such as social impact, customer experience, and environmental responsibility (Acar et al., 2024). Not all businesses are built purely around profit, and in some cases, pushing too much towards efficiency can weaken what makes a business unique. For example, excessive standardisation may reduce authenticity or damage customer relationships (Boer, Björk and Goduscheit, 2023). 
This suggests that the capitalist approach does not always fit businesses that are built around strong values or community connections, such as Seren Coffi.
As a result, there has been a shift towards a value creation perspective. This approach sees innovation not only as a way to increase profit, but as a way to create multiple types of value at the same time (Peng, Jacobs and Cambré, 2022). This includes social value, such as building communities, experiential value through customer engagement, and environmental value through sustainable practices (Luu, 2022). Instead of focusing on selling more, the focus is on offering something meaningful and different. In the case of Seren Coffi, this perspective is particularly relevant due to its strong ethical and community focused identity. 
This shift also changes how a business is understood. Rather than being seen simply as a place that sells products or services, it can be viewed as a platform that creates experiences and connections, (Musso, 2020; Denning and Dunham, 2024). Innovation, in this sense, is not only about new products but also about changing how the business operates and what it represents. This may involve strengthening customer relationships, creating new ways for people to engage with the brand, or embedding sustainability into daily operations (Sawyer and Henriksen, 2023). For a business like Seren Coffi, this is not about becoming more than a coffee shop, but about further developing the community focused identity it already has. From this perspective, creativity is less about solving isolated problems and more about rethinking the overall purpose of the business (Dias and Candeias, 2023). Innovation becomes more long term and transformational, focusing on how value is created and shared. This allows businesses to remain competitive while staying aligned with their identity. In Seren Coffi’s case, this approach is more suitable than simply adopting efficiency driven solutions used by larger chain competitors. 

Overall, while the capitalist approach to innovation can be effective in certain contexts, it is not always appropriate for every type of business. A value creation perspective offers a more balanced approach, allowing organisations to innovate in ways that reflect their values while creating a wider impact (Poutanen and Kovalainen, 2023).

[bookmark: _Toc225892571]1.3 Detailed Explanation of the Proposed Creative and Innovative Ideas
The proposed ideas were developed based on a SWOT analysis, which identified key internal weaknesses and external threats affecting Seren Coffi, alongside strengths and opportunities that could support innovation (Ferreira et al., 2015). Weaknesses such as slow service, inconsistent footfall, and limited revenue streams were highlighted, while opportunities were linked to community engagement, sustainability, and local partnerships. This created a clear foundation for generating ideas that are both practical and aligned with the café’s identity.

 	One key idea is the introduction of QR code ordering, which directly addresses slow service and long queues. By enabling customers to order digitally, the café can improve efficiency and reduce waiting times, particularly during busy periods. This fits under process innovation, as it changes how the service is delivered rather than the product itself (Su, 2024). The offering remains the same, but the system becomes faster and more efficient, improving operations without affecting the café’s atmosphere.

 	Another idea is the introduction of custom, themed pottery mugs, designed specifically for Seren Coffi in partnership with local artists to reflect Welsh culture. These would be used in store and sold to customers, alongside reusable takeaway cups that can be brought back for a discounted coffee. This responds to sustainability concerns while creating a more distinctive offering (Maye, Kirwan and Brunori, 2019). It falls under product innovation, as it introduces a unique physical product, and it links to position innovation by strengthening the café’s image as culturally rooted and environmentally responsible. The design adds meaning to the experience rather than just serving functional purpose (see Figure 1) (Corona et al., 2022). 
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Figure 1: Seren Coffi custom mugs and Seren Spa products (Source: Author’s own, generated using AI) 

The media wall builds on the opportunity to further engage with the local community. It would promote local businesses, artists, and creators within the café, potentially through a paid partnership model. This helps address limited income streams while reinforcing Seren Coffi’s community focus (Edelmann, Quiñones-Ruiz and Penker, 2022). It fits under position innovation, as it changes how the café is perceived, and also links to paradigm innovation, as it begins shifting the business towards a platform that connects people and businesses rather than only selling coffee. The zero waste concept focuses on reusing coffee grounds through a partnership with a local bio cosmetics producer. This would lead to products such as soap bars, exfoliating scrubs, and face masks, branded as the “Seren Spa” with the message “our grounds, your skin care” (see Figure 2.). These products would be sold in store, creating an additional revenue stream while offering a meaningful and sustainable product (Bartoloni et al., 2022). The idea also supports local job creation. It fits under product innovation, but more importantly under paradigm innovation, as it changes how value is created by turning waste into a resource and extending the café’s role beyond its traditional offering. In addition to these ideas, it is important to recognise that Seren Coffi faces multiple operational issues that need to be addressed gradually to create a more stable and efficient business. Improvements in the management structure are needed to support faster decision making, while equipment should be serviced regularly with a monthly maintenance budget to prevent disruptions and ensure smooth operations. Overall, the proposed ideas link clearly to all four of the 4 Ps of innovation. Process innovation is demonstrated through QR code ordering, product innovation through custom pottery and zero waste cosmetic products, position innovation through the media wall and strengthened cultural identity, and paradigm innovation through shifting the business towards a more community driven and multi value platform (Medina Rojas, Porras Romero and Moreno, 2024).

[bookmark: _Toc225892572]1.4 Creativity Process and Context
The development of the proposed ideas was guided by three main elements: SWOT analysis, Greiner’s Growth Model, and customer experience. Together, these provided a structured and relevant approach to generating ideas that address both operational issues and the overall direction of the business (Nandwa Musambayi, 2023). Firstly, the SWOT analysis helped identify Seren Coffi’s key weaknesses, such as slow service, inconsistent footfall, and limited revenue streams, as well as external threats like strong competition. At the same time, it highlighted important strengths and opportunities, particularly its strong community identity, ethical positioning, and potential for partnerships and sustainability. This created a clear starting point for developing ideas that respond directly to real issues while building on what the business already does well. Secondly, Greiner’s Growth Model helped explain the business’s current situation. Seren Coffi appears to be positioned between a leadership crisis and an autonomy crisis, where there is a strong vision but a lack of structure and delegation. This results in slow decision making and operational inefficiencies. The proposed ideas aim to address this by introducing clearer systems and more structured activities, helping the business become more organised without losing its identity (Ceko, 2023).
Finally, the process was influenced by customer experience. For many customers, coffee is part of their daily routine and often sets the tone for the day. Because of this, the experience needs to be smooth, positive, and memorable to create a “feel good” mood and encourage repeat visits (Sacoto Castillo et al., 2023; Wardhana et al., 2024). This thinking ensured that the ideas focus not only on solving problems but also on improving the overall customer experience.

[bookmark: _Toc225892573]1.5 Critical Evaluation of the Proposed Ideas
To evaluate the proposed ideas, Lewin’s Force Field Analysis is used to identify the main driving and restraining forces influencing change (see Figure 2) (Turner, 2020). The analysis shows that while there are strong factors supporting change, there are also clear constraints that need to be managed carefully. This means that the proposed ideas are feasible, but their success depends on how effectively the restraining forces are addressed during implementation.
The main driving forces include Seren Coffi’s strong community loyalty, its established ethical and cultural identity, and growing customer interest in sustainability. These factors create a supportive environment for ideas such as reusable products, local partnerships, and experience based offerings (Peng, Jacobs and Cambré, 2022).


In addition, the opportunity to develop new revenue streams provides further motivation for change. However, several restraining forces remain, particularly the limited initial budget of £2000, slow decision making processes, and the risk of resistance to change, especially in relation to digital ordering or operational adjustments. 

[image: ]
Figure 2: Lewin’s Force Field Analysis for Seren Coffi (Source: Author’s own, generated using AI)

To manage these challenges, a phased approach to implementation is necessary. Low cost, high impact ideas such as QR code ordering should be prioritised, as small coffee businesses often rely on practical and cost efficient strategies to remain competitive (Gates, 2024). More complex ideas, such as the “Seren Spa” line, should be introduced through partnerships to reduce financial risk and avoid placing pressure on internal resources (Pradhana et al., 2025). At the same time, improving the management structure is essential to support faster decision making and ensure that ideas can be implemented without unnecessary delays. From a value creation perspective, the proposed ideas are strong because they generate multiple types of value rather than focusing only on profit. QR ordering improves functional value by enhancing efficiency, while pottery mugs and reusable cups add cultural and experiential value (S Dalle Ave, Venter and Mhlophe, 2015). 
The media wall creates social and economic value by supporting local businesses, and the “Seren Spa” line contributes environmental and social value through sustainability and job creation. This approach strengthens the business while remaining aligned with its identity. The ideas also improve internal activities when viewed through Porter’s Value Chain. QR ordering enhances operations and service delivery, while pottery and cosmetic products influence procurement and product development, particularly through local sourcing (Angeloni et al., 2019). The media wall strengthens marketing and sales by increasing visibility and engagement. These improvements show that value is being created across multiple areas of the business rather than in isolation. In addition, the proposed changes suggest a shift in the overall business model, which can be analysed using the Business Model Canvas. Seren Coffi moves from a traditional café model towards a more diversified one, with new revenue streams, stronger customer relationships, and increased reliance on key partnerships (Suvattanadilok, 2024). This helps reduce financial risk and supports growth within the limited budget. Overall, while the ideas present clear opportunities, their success depends on careful management of constraints, gradual implementation, and maintaining alignment with the café’s core values.

[bookmark: _Toc225892574]1.6 Organisational Climate and Support for Innovation
The organisational climate within Seren Coffi plays a key role in determining whether the proposed ideas can be successfully implemented. Currently, the business reflects a collaborative and value driven culture, where decisions are made collectively and there is a strong emphasis on fairness, community, and doing things “properly” (Ek Styvén et al., 2022). This type of environment supports creativity, as it encourages open discussion and aligns closely with the café’s ethical identity.
However, this same climate also creates limitations when it comes to innovation. The lack of clear structure and defined roles leads to slow decision making, which has already been identified as a key issue. Innovation often requires timely action and the ability to respond quickly to both opportunities and challenges. In this case, the current structure can delay implementation and reduce the effectiveness of new ideas (Luu, 2022). In addition, signs of founder fatigue suggest that responsibility is not being distributed effectively, which may further limit the ability to manage change.
For innovation to be supported, the organisational climate needs to evolve. This does not mean removing the café’s collaborative nature but rather introducing more structure and clearer responsibilities to support decision making and execution. A balance needs to be created between maintaining the café’s values and improving operational efficiency (Acar et al., 2024). Overall, while Seren Coffi’s culture supports creativity at an idea level, it does not fully support implementation. Strengthening structure and decision making processes will be essential to ensure that the proposed innovations can be successfully applied in practice.
[bookmark: _Toc225892575]2. Application of AI (LLM) to the Proposed Creative and Innovative Solutions

[bookmark: _Toc225892576]2.1 Could these ideas be realistically implemented considering Seren Coffi's limited budget in the current UK market?
The response suggests that my ideas are mostly realistic because they are low cost and do not require major structural changes. Looking at this more critically, this places my ideas within incremental innovation, where improvements are made to existing processes rather than introducing something completely new (Tidd, 2018; Bessant and Tidd, 2016). This is appropriate given Seren Coffi’s limited budget. Using the 4Ps of innovation, most of my ideas fall under process innovation (QR ordering) and position innovation (branding through sustainability and local identity), rather than product or paradigm changes (Su, 2024). This shows that the ideas are practical, but not necessarily transformative.
From a market pull perspective, the ideas respond directly to customer needs, such as reducing waiting times and offering more sustainable options, which is important in café environments where customer satisfaction is strongly linked to service speed and experience (Lee, Moon and Song, 2018). This increases the likelihood that they will be accepted. However, the QR system introduces an element of technology push, where a digital solution is used to improve operations. 
While this can increase efficiency, the response highlights a risk that it may affect the café’s social atmosphere, which is central to its identity (Ferreira and Beuster, 2019).
Using Greiner’s Growth Model, Seren Coffi appears to be experiencing a stage where growth has created operational challenges, particularly around control and coordination. My ideas aim to stabilise the business rather than push further growth, which is appropriate at this stage (Ceko, 2023). However, the response also points out that some ideas, such as the media wall and Seren Spa, may not generate immediate income. This highlights a limitation when viewed through the innovation funnel, as not all ideas will successfully move from concept to value creation (Jain, 2021). Overall, the ideas are realistic and well aligned with the business context, but their financial impact may be slower than required.
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The response improves my ideas by suggesting a gradual and phased approach, which reflects how innovation is often managed in practice. This links directly to the innovation funnel, where ideas are tested on a small scale before being fully implemented (Tidd, 2015). For example, introducing a basic QR system or producing a limited number of mugs allows the business to filter out what works before committing more resources. This reduces risk and makes the ideas more achievable.
From the 4Ps perspective, these improvements strengthen process innovation, as they focus on making operations more efficient and easier to manage (Su, 2024). At the same time, involving customers and local artists reflects a more collaborative approach, which can be linked to collaborative creativity, where value is created through shared input (Köping Olsson, 2023; Acar et al., 2024). This fits well with Seren Coffi’s community focused identity.
However, there are still some weaknesses. The response assumes that customers will engage with these changes, but from a market pull perspective, demand is not always guaranteed. Even if the idea is based on customer needs, behaviour change can still be slow. For example, customers may prefer traditional ordering over QR systems. This reflects wider challenges in innovation where creative ideas do not always translate into user adoption (Dias and Marinho Araújo, 2023). In addition, while simplifying ideas makes them easier to implement, it may reduce their overall impact and uniqueness.
Looking again at Greiner’s model, introducing new systems without improving structure could increase pressure on staff. The café already shows signs of operational strain, so adding new initiatives may create more complexity. 
This links to the idea that creativity can be limited by organisational constraints if not supported properly (Nandwa Musambayi, 2023). Overall, the response strengthens the practicality of my ideas but also shows that implementation is not just about the idea itself, but about how it is managed.



[bookmark: _Toc225892578]2.3 Can AI suggest alternative innovative ideas that could turn the business around, considering the limited budget and case study constraints? 
The alternative ideas shift the focus towards simplicity and immediate financial impact, which contrasts with my original ideas that are more focused on experience and branding. This reflects a different approach to innovation, where the priority is short-term stability rather than long-term differentiation. From the 4Ps framework, these alternatives are mainly focused on process innovation, such as simplifying the menu or introducing subscription systems, rather than product or paradigm innovation (Su, 2024).
From a market pull perspective, these ideas are strongly aligned with immediate business needs, particularly improving cash flow, which is essential for small businesses operating in competitive markets (Turner and Endres, 2017). When viewed through the innovation funnel, these ideas are more likely to pass through to implementation because they are simple, low risk, and directly linked to revenue generation (Jain, 2021).
However, a key limitation is that they may not strongly differentiate Seren Coffi from competitors. While they improve efficiency, they do not fully build on the café’s unique identity. In contrast, my ideas focus more on position and paradigm innovation, such as creating a stronger brand identity and introducing new ways of creating value through community and sustainability (Medina Rojas, Porras Romero and Moreno, 2024).
This highlights a clear balance. The proposed ideas aim to develop the business in a more creative and long term way, while the alternatives focus on immediate survival. This reflects the idea that creativity in business can take different forms, from practical problem solving to more visionary approaches (Manuel Brito and Fernandes Thomaz, 2022). Critically, neither approach is sufficient on its own. This suggests that effective innovation in this case requires a balance between efficiency driven changes and experience driven differentiation.
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The response takes a realistic view by suggesting that my ideas could improve the business but are unlikely to fully turn it around on their own. This reflects the nature of incremental innovation, which tends to lead to gradual improvements rather than rapid change (Tidd, 2018). My ideas strengthen areas such as customer experience and brand identity, which can improve competitiveness, especially within a niche market where atmosphere and social value are important (Musso, 2020).
Using the 4Ps, my ideas mainly focus on position and process innovation, which helps Seren Coffi stand out through its values and atmosphere. However, they do not significantly improve factors such as price or speed, which are key advantages of larger chain competitors (Jiang, 2024). This limits how much the business can compete in the wider market.
From a market pull vs technology push perspective, the ideas are more focused on customer experience than operational performance. While this strengthens the brand, it may not generate enough immediate financial return. Looking at this through the innovation funnel, some ideas may take longer to deliver value, which could be a problem given the café’s current financial pressure (Jain, 2021).
Linking back to Greiner’s Growth Model, the business appears to need more structure and efficiency rather than additional complexity. While the QR system helps address this, other ideas may add new layers to the business without solving core operational issues. Overall, the response highlights that while my ideas improve competitiveness in a niche sense, they do not fully address the financial and operational challenges required for a full turnaround.

[bookmark: _Toc225892580]2.5 Overall, would this be a good idea?
The final response concludes that my ideas are strong in terms of creativity and alignment with Seren Coffi’s identity, but not sufficient on their own. This reflects an important point about innovation, which is that it needs to balance creativity with practicality (Sawyer and Henriksen, 2023). From the innovation funnel perspective, my ideas are strong at the idea generation stage, but some may struggle to move through to full implementation due to financial and operational constraints (Tidd, 2015).
Using the 4Ps framework, my ideas contribute mainly to position and process innovation, which are effective for building a strong identity and improving operations (Su, 2024). However, they are less focused on immediate financial outcomes, which limits their impact in the short term. This highlights a gap between creating value and capturing value (Peng, Jacobs and Cambré, 2022).
From a market pull perspective, the ideas are well aligned with customer expectations, particularly around sustainability and experience, which are increasingly important in coffee consumption trends (Bartoloni, Ietto and Pascucci, 2022). However, this alone is not enough to ensure success, as the business also needs to generate consistent income. Linking this to Greiner’s model, the café needs to stabilise its operations before expanding or introducing more complex ideas.
Overall, the response provides a balanced and realistic evaluation. My ideas are creative, relevant, and well aligned with the business, but they need to be combined with more immediate, financially focused actions. This shows that successful innovation is not just about having good ideas, but about making sure they work within the real constraints of the business.

[bookmark: _Toc225892581]3. Conclusion
Overall, this report has shown that Seren Coffi is a business with a strong identity built around community, ethics, and customer experience, but is currently facing operational and financial challenges. The analysis highlighted that while the café has successfully differentiated itself from larger competitors through its values, this approach also creates limitations when it comes to efficiency and consistency. This tension between maintaining identity and improving performance is central to the challenges the business faces.
The proposed ideas demonstrate that innovation at Seren Coffi should not focus on large scale transformation, but rather on gradual and targeted improvements. Solutions such as QR code ordering, reusable products, and local partnerships show how the business can enhance efficiency and create new value while staying aligned with its core principles. Through the 4Ps of innovation, these ideas contribute across multiple areas, particularly in improving processes and strengthening the café’s position in the market. However, the critical evaluation has also shown that these ideas alone are not enough to fully address the café’s financial pressures.
The application of AI further supports this by showing that while the ideas are creative and realistic, they are mainly incremental and may take time to generate measurable results. This reinforces the importance of balancing long term value creation with short term financial stability. In addition, the organisational climate plays a key role, as the lack of structure and slow decision making may limit the successful implementation of these ideas.
In conclusion, Seren Coffi can improve its performance and competitiveness, but only through a balanced approach that combines creativity with practical, financially focused actions. By gradually implementing the proposed ideas while strengthening internal processes, the business can move towards greater stability without losing the identity that makes it unique.
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[bookmark: _Toc225892583]Appendix 

[bookmark: _Toc225892584]AI prompts list:

1. “Please read this case study and wait for instructions.” (PDF case study attached)
2. “I’ve come up with some solutions to turn this business around, these are my creative ideas: (summary of proposed solutions). Please read through this carefully and wait for instructions.”
3. “Could these ideas be realistically implemented considering Seren Coffi's limited budget? Consider this for the current UK market.”
4. “Can you suggest improvements for these ideas that could help for a smoother implementation?”
5. “Can you suggest alternative innovative ideas that could turn the business around? Bear in mind the limited budget and case study rules. Give me 4 realistic ideas. Be concise.”
6. “I choose to follow my innovation plan. Could this bring Seren Coffi back in the competitive market? Be realistic and concise.”
7. “Overall, would this be a good idea? Be realistic and concise.”
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Score

Community Loyalty
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Strong Brand Identity
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Limited Budget (£2000) 5
Slow Decision Process 4
Resistance to Change 3
Operational Challenges 3
Limited Staff Resources 2
Total 17
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Ready for the next instruction.

I've come up with some solutions to turn the business around. These 2 Share
are my creative ideas : Fist, | think the business would benefit from
implementing QR code ordering system to tackle the slow service issue.
This comes with a low implementation cost and could improve the
overall operation of the business. Secondly | think that Seren Coffi
should partner with local pottery artists to introduce custom made
mugs to serve their coffee, mugs that could also be purchased by
customers. In addition there would be coffee mugs for takeaway coffee
that customers can purchase and bring their own for discounted coffee
to go. This would cut costs as it would eliminate disposable cups, as
well as creating a branding for the business and a memorable
experience. Would also add to the revenue streams for selling the mugs
for daily use or as a gift. My third idea is the implementation of a
multimedia wall/window, where Seren Coffi could promote local
businesses and artists/events, for a subscription or fee. This would add
to the revenue stream and also create a stronger sense of community.
connection by supporting local businesses and creating networks. At
last, a creative idea that could add to the revenue stream and enhance
sustainability would be partnering with a local cosmetic producer that
would use the coffee grounds to launch "Seren Spa, cosmetic products
such as soap bars, exfoliating masks and scrubs to transform Serrens
Coffi waste into a brand new experience/product with the message
“our grounds, your skincare". Overall | believe that Seren Coffi should
stick to their values and find a way to tackle their issues gradually, in a
cost controlled manner, enhancing customer experience and creating
connections rather than surrender to market pressure and
competitiveness from coffee chains by totally transforming their
business and leaving behind the concept that created their brand and
positioned them in the centre of Cardiffs community. Please read
through this carefully and wait for instructions.

Your proposed solutions have been read and understood in full.

N

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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Could these ideas be realistically implemented considering Seren Coffi's

limited budget? Consider this for the current UK market.

Your ideas are largely realistic and appropriate for a low-budget turnaround, especially in the current UK
café market—but they vary in feasibilit, speed of impact, and risk. Below is a structured evaluation

grounded in real cost conditions and small café economics.

1. QR Code Ordering System

Feasibility: High (with caveats)
Why it works:

* UK café POS systems can start from £0-£69/month, with low upfront costs  Mabe Tanssc

* QR-based order & pay" systems are already integrated into modern café EPOS tools and are specifically

designed to reduce queues and staffing pressure  smfercom

Reality check:
* Requires:

* Tablets/iPads (i not already owned)

* Staff training
* Risk: could conflict with the café’s human/community ethos if overdone

Verdict:
 Strong, realistic, quick win
+ Should be implemented in a hybrid way (not fully replacing human interaction)

2. Custom Mugs + Reusable Takeaway System
Feasibility: Very High
+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.

Faster service directly addresses Seren Coffi's key issue: slow queues and operational friction

(ﬂ
®

1, Share.
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2. Custom Mugs + Reusable Takeaway System

Feasi

ity: Very High
Why it works:
* Low upfront cost if:
* Done in small batches
« Partnered with local artists (revenue-share instead of upfront cost)
* Reduces long-term costs:
* Disposable cups are a recurring expense, even if purchased in bulk Vst
Strategic strengths:
* Aligns perfectly with:
* Sustainability trends in the UK
« Consumer preference for ethical/local products
* Builds brand identity and emotional attachment
Risks:
* Requires behaviour change (customers bringing mugs)
* Needs clear incentives (discounts)
Verdict:
+ One of the strongest ideas
+ Low cost + high brand impact + long-term savings

3. Multimedia Wall / Local Promotion Platform

Feasibility: Moderate
Why it works:
* Minimal setup cost:
* Could start with chalkboard / printed postc - _basic screen

* Fits Seren Coffi's existing identity as a community hub 0 SeRen corfl

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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3. Multimedia Wall / Local Promotion Platform

Feasibility: Moderate
Why it works:
« Minimal setup cost:
* Could start with chalkboard / printed posters / basic screen
« Fits Seren Coffi's existing identity as a community hub O seRen cot
Challenges:
* Harder to monetise initially:
* Local businesses may not pay immediately
* Requires:
* Active management
* Network building
UK market reality:
+ Small businesses are currently cost-sensitive due to inflation and energy costs

~ willingness to pay for ads may be limited

Verdict:
+ Good long-term idea

A Weak short-term revenue generator

+ Better positioned as community-first, monetisation later

4. "Seren Spa” (Coffee Waste — Cosmetics)

Feasibility: Moderate to Low (short-term)
Why it works:
* Upcyding coffee waste is a growing sustainability trend

+ Strong branding concept: “our grounds, your skincare”

Major constraints:

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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4. "Seren Spa” (Coffee Waste — Cosmetics)

Feasibility: Moderate to Low (short-term)
Why it works:

* Upcyding coffee waste is a growing sustainability trend
* Strong branding concept: “our grounds, your skincare”

Major constraints:
= UK cosmetics market is regulated (safety testing, compliance)
* Requires:

* Reliable partner
* Product development time
* Revenue is delayed, not immediate

Verdict:

+ Creative and differentiated

A Not a quick turaround sol

+ Better as a Phase 2 or branding extension

Overall Financial Reality Check (Critical)
+ Small UK cafés operate on tight margins (5-15%) petisurcauk
* Monthly costs can exceed £10,000+  petisurcask
* Seren Coffi only has ~£2,000 available O3 seren coffi

&« T
* Only low-cost, fast-
+ Anything requiring time to scale (like Seren Spa or advertising network) s risky

means:

impact ideas are viable immedately

v
Final Evaluation

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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Uvelan Filanual neanty CHECK (Ciucar)
+ Small UK cafés operate on tight margins (5-15%) _pefisurcauk

* Monthly costs can exceed £10,000+  petisurcask

* Seren Coffi only has ~£2,000 available O3 seken coffi
& This means:

+ Only low-cost, fast-impact ideas are viable immediately

+ Anything requiring time to scale (like Seren Spa or advertising network) s risky

Final Evaluation

Strongest (Implement Immediately)
* QR ordering (low cost, solves core issue)

* Reusable/custom mugs (low cost, aligns with brand + saves money)

Medium Priority (Develop Gradually)

* Multimedia wall (community value first, revenue later)

Long-Term / Exper

* Seren Spa (bran ity, but not urgent turnaround)

Key Strategic Insight
Your ideas are aligned with the café
failing not because of product demand, but because of operational inefficiency and financial pressure

O sereN coFFl

ical. The case explictly shows the b

& Therefore:

+ The most realistic approach is:

Improve efficiency + deepen community value °| 't scale aggressively)

(ﬂ
®

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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Can you suggest improvements for these ideas that could help for a

smoother implementation?

Below are targeted improvements to make each idea easier, cheaper, and more aligned with Seren Coffi's

constraints (low cash, limited staff energy, strong community identity (3 St Corfi ),

1. QR Code Ordering — Improve for Low Friction Adoption
Key issue: Risk of losing the café’s human feel
Improvements:

* Hybrid model (critical):
* QRordering = optional, not mandatory
* Keep counter service for regulars and conversation-driven customers
+ Start ultra-lightweight:
* Use simple QR ~ menu — payment link (no full POS overhaul initially)
* Avoid large upfront tech investment
* Useit only where it matters:
« Peak hours / busy periods
« Large group orders
* Add “slow café, smart queue” messaging:
* Frame it as reducing waiting time, not replacing people
Result:
+ Keeps community feel
+ Reduces queue complaints without cultural backlash

2. Custom Mugs & Reusable Systervi— Improve Profitability +
Adoption

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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.
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2. Custom Mugs & Reusable System — Improve Profitability +

Adoption
Key issue: Customer behaviour change + upfront stock risk

Improvements:
* Pre-order / reservation model:
* Announce mug designs — customers reserve before production
« Eliminates unsold inventory risk

Artist collaboration as revenue-share:

* Noupfront payment to artists
« split profits per mug sold

Introduce a “membership mug”:
 Buy mug - get:

« Small discount per drink
« Priority service / refill perks
* Creates loyalty + repeat visits
« In-store visibility:
« Display mugs with artist story
* Reinforces Seren Coffi's identity as a values-driven space

imple takeaway system:
« Discount for bringing own cup (already common in UK cafés)
* Avoid complex deposit-return schemes (too costly to manage)

Result:
+ Low financial risk

+ Strong brand + repeat customer behaviour

3. Multimedia Wall — Improve Monetisation + Simplicity

ey i meErer B R e

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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G ChatGPT 3. Multimedia Wall — Improve Monetisation + Simplicity
2 Key issue: Hard to generate immediate revenue

Q Improvements:

a * Start analogue, not digital:

« Chalkboard / pinboard / printed flyers
* No screens or tech costs initially
* Tiered participation model:
* Free: community notices (events, poetry, etc)
« Paid (low cost): featured placement o larger space
* Bundle with café activity:
« “Feature of the week" tied to:
o events
« artist collaborations
* Drives footfall rather than relying on ad fees
* Cross-promotion instead of cash:
* Local businesses promote Seren Coffi in return
* Reduces need for direct monetisation early
Result:
+ Builds network without upfront cost
+ Revenue can be layered later once value is proven

4. “Seren Spa” — Improve Feasibility + Reduce Risk
Key issue: Regulation + delayed returns

Improvements:
* Start with pilot products only:
* Oneitem (eg. coffee scrubl
(g ) v
« Small batch, test demand

+ Askanything

® e s
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Cross-ldea Improvements (Most Important)

1. Phase Everything (Critical)

Do not launch all ideas at once.
Suggested order:

1. QR (quick operational fix)

2. Mugs (brand + cost saving)

3. Community wall (engagement)
4. Seren Spa (long-term extension)

2. Use the £2,000 Strategically
Instead of spreading thin:
* Focuson:
« Smalltech setup (QR)
+ First mug batch / samples
« Basic in-store materials (signage, boards)
Avoid:
* Screens
« Large inventory
« Complex systems

3. Leverage Existing Strength: Community
The case shows Seren Cofl already has strong goodwill and identity 03 S&en cort
Improve all ideas by:

* Involving customers in decisions (vote on mug designs, products)

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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3. Leverage Existing Strength: Community
The case shows Seren Coff already has strong goodwill and identity 03 S&Ren cort
Improve all ideas by:

* Involving customers in decisions (vote on mug designs, products)
* Hosting small relaunch events tied to each
* Tuming customers into participants, not just buyers

4. Reduce Staff Burden

s staff fatigue and limited capacity (O SeRe o

A major hidden constrai
So:

« Avoid adding complex processes

. Use:
* volunteers (already present in events)
« simple systems only

Final Insight
Your ideas are strong because they:
* Reinforce identity (community, ethics, transparency)
« Avoid dependence on scaling or chain-like behaviour
The improvements above ensure they become:
* Low-risk
* Incremental
+ Operationally realistic

1f needed, these can be tumed into a step-by-step i ‘smentation timeline.

Sources

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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1. Coffee Subscription Cards
Simple prepaid model (e.g. £20 for 6-7 drinks)
* No tech required (stamp card or paper system)
* Generates immediate cash flow

* Encourages repeat visits

2. Simplified “Core Menu” + Daily Special
Reduce menu to speed up service and cut waste.
* Focus on best-selling drinks only
* Add one rotating “daily special” for variety

* Improves efficiency (key issue in the case) (3 SERENcoFfI

3. Micro-Events (Low Effort, High Frequency)
Short, informal events (30-60 mins):

* poetry, acoustic sets, book chats

* 1o equipment or planning needed

* replaces larger, resource-heavy events ) SREN COFFl

4."Adopt-a-Table” Community Sponsorship
Customers or local businesses sponsor a table.

* Name/story displayed on it
* Small monthly contribution or one-off fee v
* Builds community while generating micro-income

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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ely Outcome

Short term (0-3 months):

* Service improves

* Customer experience improves

« Slight increase in loyalty
Medium term (3-12 months):

« Brand strengthens.

+ Small additional income streams develop
Risk:

* If cash flow issues are urgent, this plan alone may be too slow to stabilise finances

inal Judgement

+ Yes, it can help Seren Coffi remain competitive and recover gradually

Key Insight
Your plan is strong on:
* experience
* bran

* community
Buta full recovery also requires:

* fast, reliable income improvements

* cost control

+ Askanything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.

&, Share -

is unlikely to fully “turn the business around" without additional cash-flow-focused actions
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I choose to follow my innovation plan. Could this bring Seren Coffi back
in the competitive market? Be realistic and concise.

Short answer:
Yes—but only partially and gradually, not as a full turaround on their own.

Realistic Evaluation

What your plan does well:

* Improves efficiency — QR system tackles slow service (core issue) ) SEREN cOFFl

Strengthens brand identity  mugs + sustainability + local partnerships.
* Creates new revenue streams — mugs, advertising wall, potential skincare line

Deepens community ties - aligns with what already makes Seren Coffi unique

& This makes the business more competitive against independent cafés, not chains,

Key limitation:
+ The main problem in the case is financial pressure + operational strain, not lack of ideas
O seren corrl
Your plan:
* Does not immediately increase daily cash flow significantly

* Some ideas (media wall, Seren Spa) are slow to generate revenue

N

.
+ |ask anything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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Likely Outcome

Short term (0-3 months):
* Senvice improves
* Customer experience improves
« Slight increase in loyalty
Medium term (3-12 months):
* Brand strengthens

* Small additional income streams develop.

Risk:

* If cash flow issues are urgent, this plan alone may be too slow to stabilise finances

Final Judgement

+ Yes, it can help Seren Coffi remain competitive and recover gradually

A No, it is unlikely to fully “turn the business around” without additional cash-flow-focused actions

Key Insight

Your plan is strong on:

* experience

+ branding

* community.

Buta full recovery also requires:

* fast, reliable income improvements
+ cost control

-
+ |ask anything

ChatGPT can make mistakes. Check important info. See Cooke Preferences.
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Q Yes — overall it is a good idea, but not sufficient on its own.
= Why it's strong:

* Tackles key issue: slow service (QR system) [ Seen corst
ity
+ Adds new revenue streams without large upfront costs

+ Differentiates Seren Coffi from chain competitors

* Builds on existing strengths: community + sustainal

Main limitation:

* Mostideas deliver slow or indirect financial impact

 Does not fully solve immediate cash flow pressure 0 seren corst

Final judgement:

 Good, realistic, and aligned with the brand

A Needs to be paired with quick revenue or cost-saving actions to be effective as a full turnaround

strategy.

Sources

0?2

+ Askanything
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