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Executive summary
This report focuses on discussing the case of Seren Coffi, an independent coffee shop located in Cardiff that is confronted with the increasing costs, stiff competition, and increased operation pressures. Even though the business has established a good reputation due to ethical sourcing, cultural identity and values of the community, it is these strengths that are being threatened by financial vulnerability, fatigue and lack of flexibility among the founders. The report holds that a typical profit-based response would exhaust the uniqueness of the cafe and  gives a more value-aligned mode of innovation.
The identified solution includes one of the partnerships every month with a local blood donation organisation within the framework of the idea Donate Blood, Get Coffee Half Price. The identified initiative can be defined primarily as process innovation, and somewhat as an element of position innovation since it enhances the operations but also redefines the perception of Seren Coffi on the local market. According to a Force Field Analysis as offered by Lewin, the idea can be implemented at a small scale with the help of close coordination being able to make it viable.
It is concluded that the report provides Seren Coffi with a realistic means to enhance visibility, footfall and community relevance and still not relinquish its ethical identity. The concept was also refined with the help of AI which enhanced the structure, planning of practicality and implementation.
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Part 1 Individual Report

[bookmark: _Toc617928348][bookmark: _Toc2106242643]Introduction 
The case study of Seren Coffi, a coffee shop based in Cardiff, makes a strong argument in trying to balance both ethical business administration and business sustainability. Seren Coffi was formed on the basis of community, fairness, and offering unique products, however in the beginning it flourished, as it became popular in the locality and gained fame due to its undeterred efforts to promote Welsh language and culture, and community-based events. The atmosphere created by the shop made students and retirees and residents of the shop associate with the business and they offered it a unique identity, which was based on social identification and local identification.
Nevertheless, Seren Coffi is also experiencing a number of challenges at the beginning of the year 2026 such as rising energy bills exacerbated by insufficient insulation in their premises, competition due to an upcoming local chain cafe, and having to maintain unique products despite the increasing cost of beans and supply chain issues. These demands mirror more universal troubles hospitality SMEs may face as both cost inflation, energy wastefulness and evolving customer realities can complicate their continued stability and viability (Department for Energy Security and Net Zero, 2023; Bowen, Dowell and Morris, 2023; Subnational Development team, 2024). The current assistance provided by the government to its hospitality industry also indicates that energy and operating-cost pressures are an established structural challenge to the companies of this nature, which further supports the importance of low-cost and practical innovation reactions (Department for Energy Security and Net Zero and Jones MP, S., 2025). And that is all £2,000 of petty cash with no leeway to switch up leadership or even suppliers, they just need a unique, but still realistic solution. This is an unstable place to be, and the very process of founder fatigue and the ever-increasing tension between the ethical mission of the company and the realities of survival makes matters even more uncertain.
 
This report is an analysis of a scenario of Seren Coffi by examining how innovation can be used to aid in revitalisation without crossing the limits of maintaining current leadership and supplier relationships. Its discussion includes business model adjustment, operational enhancements and strategic innovativeness to offer a practical solution to the existing challenges in the business of Seren Coffi. This is especially necessary since growth and resilience in SMEs is usually not merely a matter of individuals possessing creative ideas, but turning such ideas into practical forms of value-creating products and services enhanced (Tidd and Bessant, 2020; Li, Li and Lu, 2022; Ferreira, Joana and Gerschewski, 2024).
The case of the Seren Coffi is based on the interactions between the creativity of the founders and the business model innovation and business growth. Business model innovation has been broadly acknowledged as a source of competitive advantage and strategic regeneration in small firms and particularly in business where market forces necessitate change without an utter abandonment of the original identity of the firm (Huang and Ichikohji, 2023; Salfore, Ensermu and Kinde, 2023; Teoh et al., 2023). Nonetheless, this does not suffice with creativity. When people are not able to introduce new ideas, it can be inhibited by self-doubt, mental blocks and pressures of the environment, which blocks the creation of innovation even before it starts (Teachers Institute, 2023). Although the founders have demonstrated a remarkable talent in defining Seren Coffi as a values-based business, they do now require a sort of creativity that would not only mitigate the weaknesses in the operations but also the financial instability and competitive nature without compromising on the business uniqueness.

[bookmark: _Toc1437830373][bookmark: _Toc1608834209]Capitalist methodology of business growth

Innovation and creativity are usually regarded as catalysts to growth in the capitalist systems. The case of Seren Coffi illustrates this point very well: the initial success was achieved due to the innovative business model that was based on the principles of community values, ethical sourcing and cultural identity. But as prices went up and competition heightened the profit generation urge started to run counter to those basic values. This is the main tension of the capitalist business development. With innovation being led too far in line with profit maximisation, companies can be driven towards standardisation, cost reduction and growth at the cost of the distinctiveness characteristics that initially made them valuable (Tidd and Bessant, 2020; Sharma et al., 2024).
In the case of Seren Coffi, a more traditional model can be beneficial in the future in terms of efficiency, but it may also undermine the factor of the community which makes the cafe stand out of the chain competitors. In that regard, innovation may turn into less of meaningful value creation and less of extraction of commercial nature. Previous literature also indicates that innovation cannot be perceived as just the concept of novelty, but rather as a process that advises on valuable and sustainable development (Innovation: Harnessing Creativity for Business Growth, 2003).
Capitalist expansion does not have to impel a business to generic. In the case of SMEs, development is very commonly most effective when creativity is transformed into a business model that maintains uniqueness besides enhancing the customer value and the customer resilience (Huang and Ichikohji, 2023; Ferreira, Joana and Gerschewski, 2024). The ubiquitous chain cafe in the case of Seren Coffi cannot be the most appropriate answer, then the most adequate response is a business model innovation to secure its ethical and community position and enhance commercial sustainability (Salfore, Ensermu and Kinde, 2023; Teoh et al., 2023).

[bookmark: _Toc2076631433][bookmark: _Toc290596576]Proposed Innovation and the 4P’s of Innovation
The innovation proposed is founded on an insight-discovery concept that does not focus on what occurs within the firm but instead utilises external relationships in developing new values, which aligns with open and collaborative innovation in SMEs (De Jong, Marston and Roth, 2015; Quang-Huy, 2023). The main concept is that every month, the local blood donation service will partner up with Seren Coffi so it hosts an event, where promoting blood donation takes place, and the construction goes under the title of Donate Blood, Get Coffee Half Price.
The local blood donation service would also have an event where every month, on a specific day, they bring their mobile unit and park outside the cafe. This would enhance visibility, convenience and foot fall as well as associating Seren Coffi with a socially worthy activity. Those clients who are able to donate blood would be given half price coffee voucher and a free cookie. The initiative aligns with the community ethos of Seren Coffi and is a viable method of contributing to the wellbeing of the local. It is also an expression of the notion that successful innovators make a difference by establishing plausible sources of refreshing regarding their main mission (Furstenthal et al., 2022). It is also worth mentioning that NHS Blood and Transplant (2024) acknowledge the value of community-based interventions in promoting the wider involvement in donating blood, which is why the partnership is both socially applicable and commercially advantageous.
The high-capacity coffee machine that will be rented to serve the increased demand during the event days will be the £2,000 present in the hands of Seren Coffi. It is a practical high-price cessation, considering that renting equipment enables the SMEs to have credible equipment without having to open their wallets heavily, allowing maintenance and servicing in most situations (Fresh Ground, 2026). Dependable hardware is also tactical in that the speed and consistency as well as quality of the services provided have an impact on the customer retention and operational efficiency in hospitality organisations (Business Case Study, 2026).
Process innovation is the best fit as far as the 4ps of innovation are concerned. The primary product, which is ethically sourced coffee, has not changed. The temporal shift in price is highly temporary via donor discount price, and place is similar since the cafe has still been operating in a same location which is considerably affected by the donor bus which increases the customer travel route outside. Process change is thereby the primary change. Seren Coffi should work on the service speed, verify the donors, and should organise the stock better to distribute it on the event days with the help of the blood donation team. They are working changes and not reinventing the business altogether.
Based on the framework by Tidd and Bessant (2020), the concept also lacks a prominent role of innovation component since it transforms the perception of Seren Coffi within the local market. It can also be viewed as in line with the sustainability studies of hospitality which found that innovation could bolster competitiveness when linked to the greater environmental and social value as opposed to the limited scope of transactional change (Bittner, Bakker and Long, 2024). Instead of being seen as just an independent café under pressure, it can be viewed as a partner that supports community health. This is important since service innovation in hospitality is frequently most effective in cases where operational enhancement alters the customer meaning, as well as service design, in addition (Tajeddini et al., 2024). In general, one can interpret the idea of the proposal as a slow, process-driven innovation that empowers the efficiency of operations and the community interest.




[bookmark: _Toc68072918][bookmark: _Toc426799574]Development of the Creative Concept

The idea of the blood drive event created by Seren Coffi is based on the socially significant finding blood donation is a common societal issue, and most people postpone or evade it despite awareness about the issue. Participation is also encouraged by providing people with instant support and putting the activity into a more interesting social context. This goes along with research in hospitality that demonstrates that service concepts grow stronger when a degree of participation, motivation and experience are integrated in the very concept itself (Shin and Perdue, 2022).
When applied to Seren Coffi, it means that a basic and appealing reward is half price coffee and a cookie that would motivate people to donate blood as well as make the experience a community event. It is based on mutuality and interactivity not on pushy sales. The effect of a blood drive will likely occur with a local coffee shop where people otherwise will find it inconvenient to partake in will be changed to a more friendly and enjoyable endeavor. This will be the best fit with Seren Coffi since its brand is built on the already established ideas of community, belonging and local connection. Innovation can characteristically be more useful in service firms whenever it builds relationships, experience and value-added reputation that do not solely depend on transactional compensation (Lopez et al., 2024; Zhang and Ha, 2025).
In the case of Seren Coffi, the concept not only creates event-day footfall. It enhances the brand meaning, further socialises its role in the community and distinguishes it among the local chain cafe. Studies in the field of hospitality SMEs posit that innovation is more efficient when it promotes customer-facing value, as well as business performance simultaneously (Nguyen, Natoli and Divisekera, 2021; Khalid et al., 2023).
Business model innovation does not necessarily need significant spending, but should be undertaken by applying creativity, which involves reimagining the customer relationships and activities to enhance their relevance and minimise risk (Li, Li and Lu, 2022). This idea is also supported by the Six Thinking Hats approach, which allows the founders to consider both opportunities and risks so that creativity can be put against the reality and not be perceived as something that can be attributed as good (Vedawala et al., 2024; Cropley, 2006).

[bookmark: _Toc1972527732][bookmark: _Toc783910383]A critical evaluation of the idea’s viability, using Lewin’s Force Field analysis

The monthly blood drive partnership suggested is a viable solution to revitalize Seren Coffi and also make the organisation strike a balance between good intention and business sustainability. The Force Field Analysis provided by Lewin can be helpful in that case, as it defines what forces are contributing to change, as well as those that are opposed to change, which allows making a more judicious decision regarding the viability of the idea (Burnes, 2005). As Swanson and Creed (2014) observe, the model is useful since it enables decision-makers to grasp the dynamic equilibrium between change support and factors that have a possibility of stopping change.
Seren Coffi has high levels of community legitimacy, the emotional connection of its brand, the sustained demand of its coffee, and the prospect of drawing new traffic through a socially relevant occasion are the primary driving forces. The suggestion is also aligned with broader hospitality trends, in which service meaning, local sense and special customer experiences become more important differentiating features than price competition does (Sharma et al., 2024; Zhang and Ha, 2025). This community-centeredness is a strength, as well as a strategic resource of Seren Coffi in this sense. The restraining forces are also of significance. These are founder fatigue, lack of cash flows, fragile operation, pressure in supply and probability of additional operations overwhelming a small group. According to Kim et al. (2024), the process of innovation is not only a matter of willingness, but also energy and supportive structures of managers, with the capacity to withstand pressure. This holds significance since an idea of potential can also fail when the business does not have the ability to put it to practical use. The problem with hospitality SMEs is that they usually do not fail due to a lack of ideas, but rather to lack of resilience which is a quality that does not fill up with change resources and routines (Bowen, Dowell and Morris, 2023; Lopez et al., 2024).
Hence, Seren Coffi should reconcile the divergent thinking with convergent thinking to come up with a creative answer and provide that solution and experiment how well it fits and works with limited resources (Cropley, 2006). Only in case it is a small-scale proposal, with proper coordination and close alignment with the current strengths and identity of the cafe, the proposal can work (Quang-Huy, 2023).
[bookmark: _Toc1585162467][bookmark: _Toc787945428]Concept of Viability in Capitalist Organisation.
An idea has to produce revenue, and or better efficiency, greater customer retention and shield the firm against competitive pressure which is a commonly evaluated measure of viability in a capitalistic organisation. Nevertheless, short-term profit is not to be minimised in values-oriented SMEs, like Seren Coffi. An innovation that is viable should not destroy the unique characteristics that make the business worth picking in the first place. It is especially relevant in the hospitality industry, whereby price is not the only determinant in the formation of customer loyalty, but also experience, authenticity and emotional attachment (Shin and Perdue, 2022; Tajeddini et al., 2024).
The suggested blood donation campaign is feasible as it can boost traffic, enhance local presence, motivate repeat business and make a distinction between Seren Coffi and the local chain coffee shop. It also suits the practical limitations of the case, since it does not demand such significant changes of ownership or suppliers and form of business. When it contributes to organisational flexibility and economic performance, innovation can be used to aid the growth of SMEs (Department for Business and Trade, 2025; Neupane, Zielinski and Milanes, 2025). To Seren Coffi, the option that is viable is to integrate a modest business with greater relevance to the community.



[bookmark: _Toc298019066]Organisational Climate: The Extent to Which Seren Coffi Would and Would Not Support Innovation

The organisational climate of Seren Coffi is favourable to innovation on the cultural level, but it is restrictive on the operational level. The cafe enjoys great community identity, values of collaboration and history of socially relevant occasions which may indicate that experimentation is already an inherent part of the character. Its strong local brand also implies that novelties associated with community wellbeing will get through and be welcomed more readily. All these aspects lead to the development of the environment where innovation will not seem imposed but will be authentic (Kim et al., 2024; Khalid et al., 2023).
Nevertheless, the identical climate is undermined with severe internal limits. Founder fatigue, delayed decision to hire, failed equipment, financial constriction and overall operational weakness weaken the ability of the business to change successfully. In practical terms, this suggests that Seren Coffi may be willing to embrace innovation culturally, but lacks the capacity, momentum, or structure needed to sustain it over time.
The overall climate is therefore mixed and uncertain: favourable in values and identity, though frail in resources and performance.

[bookmark: _Toc1035366087]Conclusion

The struggles of Seren Coffi illustrate that innovation should strike a balance between commercial realism and community purpose with a small values-based business. The suggested blood donation arrangement is an appropriate low-priced, process-based innovation that suits the moralistic identity of the cafe and enhances visibility, footfall and local differentiation. Its power is not radical transformation; it is rather the application of the brand values in a more focused and operations-centered manner. Nevertheless, the concept will only work provided the implementation is sustainable and responsive to the limited resources of the firm, fatigue of the founder and pressures of operation. Overall, the proposal can be seen as viable, as it combines modest commercial benefits with stronger community relevance, helping Seren Coffi remain competitive without becoming generic.




[bookmark: _Toc1274322408]Part 2: Application of AI to Develop the Proposed Innovation

[bookmark: _Toc799263364]Introduction to the use of AI

Once the initial idea of Seren Coffi was created an AI large language model (LLM) was applied to enhance the idea, to evaluate whether it is realistic or not and to see what could have been done better. The point of AI use was not to eliminate human judgement, but to help human beings reflectively develop the innovation as it creates alternative views, implementation recommendations, and operation opportunities. This is indicative of the increasing role played by AI-enabled tools in the field of innovation work, wherein technology can assist companies to investigate more quickly, arrange information easier and more intelligently and address uncertainty more efficiently (McKinsey and Company, 2023; Tidd and Bessant, 2020).
To Seren Coffi, AI was useful because it would help to examine the blood donation program in multiple perspectives such as customer experience, process improvement, business model fit, and risk management. Innovation in SMEs can be tied to sparse resources and managerial time, so tools that provide speed in assessing an idea can be applied effectively provided that their outputs are filtered instead of blindly accepted (Ferreira, Joana and Gerschewski, 2024; Teoh et al., 2023). The AI was then considered a development aid to reinforce the proposal without sacrificing the original values-based idea.

[bookmark: _Toc58054117]Prompts used and purpose of interaction

The prompts provided to the AI were aimed at four points. First, the AI was presented with the question of whether the given blood donation partnership was viable concerning a small independent coffee shop which was under financial stress. Second, it had been requested to provide recommendations on how to fix the concept without altering the relationship (leadership) with suppliers or the ethical aspect of the cafe itself. Third, it was requested to find out probable risks, operational problems and customer-responding problems. Fourth, it was challenged to relate the concept to innovation theory and adaptation of business model.
These prompts proved practical as they went farther than the inquiries of whether the idea was good, but they inquired whether it worked operationally or not, whether it was strategically sound and consistent with the resources available to Seren Coffi. It is indicative of the opinion that the role of innovation management is not merely to come up with ideas, but to pick, develop and use them in practical forms (Tidd and Bessant, 2020; De Jong, Marston and Roth, 2015). The prompts also unveiled the difference between creative novelty and feasibility, which is critical in the case of hospitality SMEs where external innovations of the services should be applied to real practice and not only in theory (Sharma et al., 2024; Nguyen, Natoli and Divisekera, 2021).

[bookmark: _Toc1422460540]AI recommendations for improving the innovation

The AI generated a number of helpful suggestions. The greatest recommendation was to consider the offer to be an experiment before going onto an all-time model. This would enable Seren Coffi to experiment with turnout, workload of the staff, voucher handling and stock planning on a lesser scale. The recommendation was useful since it was based on the scarce resources of the cafe and on the significance of experimentation in SME innovation (Huang and Ichikohji, 2023; Salfore, Ensermu and Kinde, 2023).
Clearer operational structuring was also advised in the AI. It proposed a basic voucher or token system of donors, drafting a short event day menu, and developing a pre-event checklist including inventory, personnel and liaison with the blood donation team. They fixed these changes to the original idea making the process more manageable. These subtleties are important since consistency, customer flow, and coordination are critical to process innovation in service companies, and not the idea only (Manners-Bell and Lyon, 2022; Tajeddini et al., 2024).
The other recommendation dealt with promotion. The AI proposed more than a discount campaign to introduce the event, and a community-health partnership that would enhance the local character of Seren Coffi. This enhanced the status of the element of innovation in the proposal and enabled it to conform to the research conducted that indicated that innovation in the hospitality industry is best when it enhances both customer meaning and commercial value (Lopez et al., 2024; Neupane, Zielinski and Milanes, 2025).

[bookmark: _Toc1770046614]Critical appraisal of the AI’s strengths

The AI was particularly useful in three aspects. First, it was useful in organising the idea in a better way. It transformed a general idea into a more working plan by designing sequences, practical requirements as well as probable locations of stress. It proves helpful since most of the innovation problems in SMEs do not occur as a result of low-quality ideas, but the failure of the implementation design is common (Kim et al., 2024; Bowen, Dowell and Morris, 2023).
Second, the AI contributed to the expansion of the strategic framing of the idea. It implied that the project should not come on as a discounted product, but as a neighbourhood project that enriches brand understanding and local distinction. This goes in line with the research that service innovation within the hospitality industry is more viable when it augers the relationship between the customer, engagement, and value co-creation (Shin and Perdue, 2022; Zhang and Ha, 2025).
Third, the AI promoted a more objective analysis of the opportunity and risk. In this aspect, its output was similar to the logic of the Six Thinking Hats method because it took the analysis further than optimism and more towards the balanced evaluation of benefits, limitations and demands of implementation (Vedawala et al., 2024). This further strengthened the necessity of divergent and convergent thinking, which according to Cropley (2006), is necessary in making creativity a practical idea.
[bookmark: _Toc1026563278]Limitations and weaknesses of the AI output

Although with such advantages there were limitations with the recommendations of the AI. Sometimes, its recommendations were too broad and did not resemble a solution that was specific to the limitations facing Seren Coffi, but general small-business advice. Other suggestions suggested some overcapacity of management and versatility of staffing that cannot be backed by the case. It is important as the resource scarcity significantly contributes to innovation among the hospitality SMEs, fatigue among the founders and the capacity of the business to accommodate change (Lopez et al., 2024; Velic, Jahic and Krndzija, 2024). This fact is significant since sustainable service innovation revolves around customer experience and perceived meaning, and these softer dimensions are usually challenging to interpret context-sensitively by AI (Liu, Xiao and Wang, 2024).
Commercially neat solutions, e.g. more vigorous promotional framing or more extensive local alliances, were also inclined towards by the AI without necessarily fully considering the emotional and operational delicacy of the founders. In that regard it was at times more of a traditional capitalist reasoning in which innovative acts are primarily seen as a growth process instead of a sustainability, identity and manageable change equilibrium. This is a drawback as the dilemma facing Seren Coffi is not just the growth strategy, but the survival without being generic (Agyapong et al., 2025; Vasconcellos et al., 2024).
The other weakness was that AI had no capacity to comprehend local culture, trust within the community and the emotional significance ascribed to Welsh identity by Seren Coffi. These softer dimensions are at the center of the uniqueness of the cafe and cannot be easily simulated with automated recommendations. Human discretion was hence required to determine what suggestions best fitted the business.

[bookmark: _Toc839950572]Changes made to the original concept after AI use

After communication with the AI, the original idea was streamlined in the following three principal aspects. To begin with, the proposal switched to smaller scale implementation where the initiative has transformed to a more controlled monthly event which can be tested and modified overtime. Second, it developed a better operational clarity, where donor verification, equipment rental with basic first-aid readiness became more of a crucial and not unnecessary detail. Third, the event was better placed as a community-health partnership instead of a sales promotion only. That reinforced the correlation between the values of Seren Coffi and its business model and contributed to the more sustainable approaches to innovation (Quang-Huy, 2023; Khalid et al., 2023).
There was also a better understanding that the concept must be presented as a pilot-guided process, which will enable Seren Coffi to gain experience with every experience, minimise the risk of implementation and enhance coordination prior to treating it like an ordinary innovation project.

[bookmark: _Toc766445170]Overall evaluation of AI use

Overall, the AI value was the theorisation of the structure, its dangers, and how the proposal itself became more feasible and closer to the innovation strategy. It helped in particular to widen the implementation thinking and where the initial idea required more operational discipline. Its outputs, however, could only be useful when critically evaluated. AI might indicate potential, yet it might not be able to decide entirely on emotional fit, local authenticity, or founder capacity. In the case of Seren Coffi, AI was used effectively as a kind of assistant to enhance human judgement but not to substitute it.
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Prompt 1

Evaluate this idea for a small independent coffee shop in Cardiff called Seren Cof
monthly blood donation event called “Donate Blood, Get Coffee Half Price.” The

business has only £2,000 left, cannot change leadership or suppliers, and is facing rising
n from a nearby chain café. Assess whether the

costs, founder fatigue and compe
idea is realistic and explain its main benefits and risks.
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Prompt 2

Suggest practical ways to improve this blood donation partnership idea without
changing Seren Coffi's ethical identity, leadership structure or suppliers. Focus on low-
cost implementation, staff workload, donor verification, stock planning, equipment

needs and customer experience.
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Prompt 3

Apply innovation theory to Seren Coffi's proposed blood donation initiative. Explain
which of the 4Ps of innovation it fits best, how it could create value for the business and
community, and how the idea could be refined to be more viable for a small hospitality
SME.
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Overall judgement: The e i reaisic but only ifitis introduced on a small scale and managed
carefully.
Why it fits Seren Coffic

The proposal matches the café's exiting identit of community, care and local engagement.
Itstrengthens what already makes Seren Coffi different from a chain café.

tsupports authentiity and emotional connection rather than price competition

potential benefits:

Increased footfal on event days.

Better localvisibilty and public ttention.

Attraction of new customers who may not othenise viitthe café.

Stronger repeat-isit potential f customers connect the brand with a meaningful cause.

Positive word-of-mouth and improved community reputation.

A stronger position as a socialy responsibl local business

rsks:

Seren Coff only has £2000 lf, 5o there s very litte oo fo faiure.

Founderfatigue means the team may struggle with extra coordination and pressure.

The event could create operationalstress through longer queues, higher stock demand and service
delays.

Staff may find it diffcult to manage donor verfication and discounts smoathiy.

Poor execution could damage senvice quality and customer experience.

The promation might attract ane-offvisitors without creating long-term loyalty.

What would make it workable:

Treat it a5 2 pilot event irst rather than a major permanent programme.
Keep the system simple and low-cost.

Use rented equipment where necessary.

Plan carefully forstaffing, stock, customer flow and donor aftercare.

Final view:

The idea is promising, but ragile.
Itis not a complete solution on its own, butitis a strong, practical and values-consistent starting
point.
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Overall aim: Improve the blood donation partnership in 3 way that stays low-cost practical and

consistent with Seren Coffi's ethical and community-focused identity.

Operational improvements:

= Use a simple voucher or stamped token system 5o staff can quickly vrify donors.

« Limit the event-day menu to 3 smaller number of drinks and items to reduce preparation time and
pressure.

= Prepare a short pre-event checKiist covering stock,staffing, cleaning, signage and coordination with
the blood donation team

= Allocate clear staff roles for the day, such as one person on orders, one on drinks, and one handling
Vouchers or customer questions.

Customer experience improvements:

« Promote the event as a community-health inititive rather than only a discount offe.

= Use clear signage outside and inside the café so customers understand how the event worlks

+ Create a calm recovery area with water and cookies for donors after donation.

= Ensure staff communicate warmly and clearly 5o the event feels supportive, not rushed or
commercial.

Equipment and stock planning:

« Rent a reliable high-capacity coffee machine to improve speed and consistency.

= Increase stock of milk,coffee beans, cups, cookies and water in advance of the event.

« Keep demand forecasts realistc to avoid waste or shortages.

Risk reduction:

= Start with one plot event before making it a regular monthiy actiy.

« Monitor customer turmout, staf pressure and service quality ater the first event.

« Keep the event small and manageable 5o it does not overwhelm the team.

Final view:

« The idea can be improved most effectively through tighter organisation, clearer communication and

Iscale testing rather than major structural change.





image7.png
= The iniiative fits process innovation most strongly.

= Seren Coffi s not changing ts core product, since it stil sels ethically sourced coffee.

« Itis also ot relocating, so place innovation s fimited.

= Price innovation is only partal because the half-price coffee is 2 temporary event-based incentive
rather than a full pricing strategy.

= The main change is in how the business operates: event coordination, donor verification, faster
service flow, stock planning and customer handiing

Position innovation element:

« The idea also includes some position innovation.

« It changes how Seren Coffiis seen in the local market.

« Instead of being viewed only as an independent café under pressure, it becomes a community-
health partner.

= This improves local meaning and differentiation, especially against a nearby chain café

How the idea creates value for the business:

« Itcanincrease footfall on event days.

= It may attract new customers who value community-oriented businesses.

« Itstrengthens visibility and word-of-mouth in the local area,

= It gives Seren Coff a stronger identity that competitors may find hard to copy.

« It supports customer loyalty by linking the café to a meaningful social cause.

How the idea creates value for the community:

« It encourages blood donation through a positive and accessible local event.

« Ittums 2 public health need into a shared community activiy.

« It reinforces Seren Coffi's social role rather than treating the café as only a commercial outlet

How to improve viability for a small hospitality SME:

= Run the initiative first as a pilot event rather than a full long-term programme.

« Keep the event small, simple and carefully coordinated.

= Use a voucher or token system for smooth donor verfication.

« Limit the event-day menu to reduce service pressure.

« Rent relizble equipment instead of making major capital purchases.

«Track tumout, customer feedback and staff workioad after each event.

Final view:

« The proposal creates both commercial and social value, but it is most viable when treated as an
incremental, process-led innovation rather than a large-scale transformation.
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