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[bookmark: _Toc225273037]Executive Summary 
This report focused on Seren Coffii which was a small coffee shop. This coffee shop includes strong community values but this shop also faced some management and financial issues. This was effective but it is slow regarding of taking actions. This report demonstrated that changing this coffee shop into a workspace by event space. Although, AI had some limits, therefore human opinions was still important for making the final decisions.
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[bookmark: _Toc225273038]Part 1: Report based on Case study 
[bookmark: _Toc225273039]Introduction
Seren Coffi is an independent coffee shop based in Cardiff. This café was created with strong values like community, fairness and ethical sourcing. As per Darmawan et al. (2025), this café is not just a place to buy coffee, but it is also a social space where people can relax, meet and take part in some activities such as language exchange and poetry readings. The founders of this café mainly focus on quality and transparency, which has made this café very popular and respected in the context of the local community. As per Maspul (2023), this includes the fact that the association between culture and coffee is complicated.
Although this café is loved by customers, it is facing some serious issues in today’s era, including increasing costs, strong competition and decreased decision-making in a financial way from larger coffee chains. This business model is not wrong completely, but this café is slowly failing.  According to Anwar and Padilla-Valdez (2026), this complete environment of these cafés offers a more nuanced space for connection frequencies and informal conversation for different types of conversations. 
The main aim of this report is to provide a creative and innovative solution to help this café optimise and survive its situation. This report will mainly analyse the role of creativity and innovation, and also explain a new idea using innovation models, and this will also evaluate whether this idea is practical. This report will also address the environment of the organisation and how it supports or limits innovation.


[bookmark: _Toc225273040]Critical analysis of innovation and creativity
Creativity and innovation are very important factors in business, but these components are not the same. As per Krushkov and Zayakova-Krushkova (2024), managing both these factors is important to competitiveness.  The meaning of creativity includes thinking of original and new ideas. This factor is all about imagination and looking at the issues in different ways. For instance, this café mainly demonstrated creativity by focusing on community events, ethical sourcing and transparency with the customers. According to Juliana et al. (2021), creativity also allows the entrepreneur to act on these opportunities in a way which will give the company a competitive advantage.  
Moreover, the meaning of innovation includes turning those conceptual activities into real activities, which mainly create value.  As per Chawkradian and Lalaeng (2023), business innovation mainly refers to something different and new, which is different from what has existed before.  This includes that it is all about the implementation. For instance, this includes creating new services, changing how a business works and optimising the procedure. This café is creative, and it has faced innovation because it has not adjusted rapidly to the changes in the market. According to Maspul (2024), this also includes the fact that coffee shops, with their different mixture of social dynamics, ambience, and sensor inputs, offer good ground for creative thinking. This also demonstrates an important problem, which is that having good concepts is not enough. This includes that a business must also act on those ideas effectively. This café mainly spends a lot of time discussing decisions, which mainly decreases actions. This also decreases its ability to compete with the big businesses.  
There is another important issue, which includes the role of capitalism. Businesses must focus on growth, profit and efficiency in the context of the capitalist system. This includes that large coffee chains are successful because they mainly work rapidly, using strong systems and decreasing costs. Although this café mainly focuses on values like community and fairness, it also creates social value, and it does not always lead to financial success.  This also creates a conflict.  The situation of this café mainly demonstrates that creativity is not enough. It means businesses must find ways to create both financial sustainability and social value. So, in the context of this case, innovation must not only focus on making more profit, but it also focuses on creating new forms of value which can match the recognition of this café.
[bookmark: _Toc225273041]Creative solution: Idea: Multi-use creative space (Events+ Workspace)
This suggested solution is to change this café into a Multi-use creative space. The meaning includes that this café will not only focus on selling coffee, but it will also be used as an event and workplace space for the local community. As per Magni et al. (2024), creativity is usually measured with idea generation. This idea is made for solving the current issue of low income, while also managing the strong values of this café of creativity, community and fairness. As per Vries (2024), this also includes that the connection between spaces transcends and the creative production process mainly confines the traditional workplaces.
[bookmark: _Toc225273042]Explanation of the idea
According to Fadhila (2023), this café can be used as a co-working space throughout the daytime. Most people like freelancers, students and remote workers who require a comfortable and relaxing place to work from different companies at the same time in the same place. In today's era, some customers already use this café for this purpose, but it is not structured in a proper way. As per Füzi et al. (2022), this co-working space refers to a new shared working atmosphere for freelancers and other location-free professionals who became exhausted of the loneliness of their home offices.  As per Pramono et al. (2024), as well as these co-working spaces, most of the cafés also work as an event venue. In today’s era, events have become an increasing cultural trend. This includes that by formalising this idea, this café can make a new source of income.  For instance, customers can pay a small amount to use this workplace.  As per Dewi et al., (2022) Co working space is a space for exchanging and collaborating ideas in the context of creating something by sharing both in the context of knowledge and ability. As per Ardiansyah et al. (2025), this factor also includes lightning, thermal comfort and acoustics.
Customers can buy a package which includes workspace access and workplace. They can also get a discount for long membership and stays. This will also help the café earn more money without the requirement to change its main product, which is coffee. As per El Azhar (2024), in general, this idea also includes that a mix of residential and commercial spaces is a very high combination of commercial, residential and public spaces, which was made for creating a vibrant environment. Moreover, by creating a fixed schedule on a weekly basis, this café can become more active, and this also affects more people. There are some instances of this event, which include: 
Creative workshops 
Small business network event
Poetry nights
Art exhibition 

This will mainly increase the customer visiting ratio, and this will also make this café more involved and more active. This idea is proper because it mainly builds on the existing power of this café. This café already has a comfortable environment, a strong community and creative recognition. This includes that instead of changing this business as a complete form, this type of solution can optimise and expand what is already working well.
At the same time, this also creates new income opportunities and increases customer involvement. This includes that people will have more reasons for visiting this café, it is just for coffee but is also important for learning, work and social activities.  
[bookmark: _Toc225273043]Connection with the 4P’s of innovation 
According to Marasco (2022), this idea is not just about the course, but it is also about how people can get more creative in a coffee shop because of the background. This idea can be explained using the four pieces of innovation, which help to show how the solution is creative and real.
	Component
	Description

	Product innovation
	This café is providing new services, which include organised events and workspace access. This includes that the business is not only selling coffee, but it is also selling an experience for the people.

	Process innovation
	This Café will change how it works by segregating the day into different uses. This includes the daytime, which will focus on productivity and work, as well as the evening, which will focus on social interaction and events. 

	Position innovation
	This component states that this café will change its recognition from a simple coffee shop to a creative community hub. This new position will influence different types of consumers such as artists, professionals and entrepreneurs.

	Paradigm innovation
	This is the most important change. This includes that the business is changing its mindset from selling products to creating value via community and experiences. This is different from traditional profit-focused models and is a good match with the values of careful.



Completely, this idea is very strong because it really adds different types of innovation, and this also creates more social value and economic value.
[bookmark: _Toc225273044]Creativity process 
This idea of turning this coffee shop into a multi-use creative space was created with the help of a simple, easy, but effective creativity process. As per Christino et al. (2022), Co-Working mainly represents an option for remote workers, financiers, and entrepreneurs who do not have proper space for working. This kind of process mainly helped in moving from addressing issues to finding a suitable and practical solution.
	Steps
	Description 

	Step 1: Addressing the issue
	This first step was to understand the main issues in a clear way that the café is facing. These included declining sales and low income, increasing costs like supplies and energy, underutilization of space, particularly during quiet hours, and the solution growth, with fewer customers visiting on a daily basis. Although this café is famous and has a good reputation, these kinds of issues demonstrate that the current way of working of this café is not sustainable.

	Step 2: Reframing the issue
	This step includes asking a traditional business question, such as “How can we sell more coffee?" This problem was different in how we can use our space to create more value. This step is very important in creativity because it mainly changes how this issue is recognised. This also includes that by focusing on the value instead of just the selling price, more new innovative concepts can be made.

	Step 3: Creating ideas
	This step includes defining different types of possible solutions. These included expanding to a new location, decreasing cost by cutting services and quality, and providing subscription services, although these ideas had some issues. Some work required a high investment, and some were very risky.

	Step 4: Choosing the best idea
	The selected idea is the best option because it is suitable and realistic. This mainly needs low financial investment, uses existing resources and space and needs community involvement.



[bookmark: _Toc225273045]Visibility: Lewin’s force field analysis 
According to McNett et al. (2022), this field analysis is an easy and simple tool which is used for understanding whether a new concept will be successful or not and assigning numerical weights for the components. This kind of analysis looks at two types of forces, which include driving forces and restraining forces. As per Shafaghat et al. (2021), the force field diagram is also used for analysing these opposing forces and the possibility of fluctuations in the organisation. Driving forces may be supports to the idea, and restraining forces create challenges by analysing both forces. It becomes easy to decide how realistic the idea is and what kinds of activities are required for making it work.
[bookmark: _Toc225273046]Driving forces (positive)
There are some strong components which support this idea of changing this café into a multi-creative space. This café already has a strong community support, which includes that people are more flexible to use and accept this new service. As per Zhao et al. (2024), these driving forces include liquid crystallisation and crystallisation. There are many loyal consumers who already enjoy spending time in this café. These driving forces make this idea real and practical, and this also increases the chances of success. According to Yasin et al. (2021), these forces also include marketing forces, industrial externalities and employment development.
[bookmark: _Toc225273047]Restraining forces (negative)
At the same time, there are some challenges which can affect this application. This includes that staff are already less motivated and tired at this café, which may decrease their ability to support new activities. There is also a lack of formal management structures, which can decrease the decision-making process because of the kinds of restraining processes that must be maintained for the idea to succeed carefully.
[image: ]
Figure 1: model for understanding the impacts of strategic communication campaigns (source: Goldberg and Gustafson, 2023)
[bookmark: _Toc225273048]Managing these forces 
For overcoming these kinds of challenges, there are some practical and simple steps which can be taken. This café can use low-cost changes like using social media for promotion and managing furniture. This includes that it can also start small. For instance, by organising only a few activities on a weekly basis instead of many.
[bookmark: _Toc225273049]Value creation versus profit
Even if this concept does not increase profit at a fast pace, it still creates important value. This can also make a strong association with customers, bringing more visitors on a daily basis and increasing customer loyalty for this café. This is important because this café is not only focused on profit, but it is also focused on ethical values in the community. So this idea mainly supports the long-term sustainability, despite the short-term financial increment.
[bookmark: _Toc225273050]Organisational innovation and climate
This café has a mixed organisational climate when it comes to innovation. This includes that some factors of this café support the new ideas, as well as other factors make it tough to apply them.
[bookmark: _Toc225273051]Positive aspects
There are some important strengths in this organisation that mainly empower creativity. This café has a collaborative culture where decisions are made together. This also allows for different opinions and ideas to be shared. This also has strong values, which many focus on community fairness and ethical practices. As per Men et al. (2025), moreover, there is open communication between the staff and founders, who mainly help people to feel valued and respected. Communication is an important factor in the public association.  All these factors make this café a place where construction ideas can be created in a very easy way. 
[bookmark: _Toc225273052]Negative components
There is an important weakness. There is one important issue, which includes slow decision-making. Because the founders want to agree on everything, decisions take a long time. This also guides too much discussion. There is also a lack of clear leadership, which mainly creates confusion about who is responsible for making final decisions. According to Della Rossa and Andriany (2025), there is another issue that includes the lack of understanding of the owner in working a café effectively. There is also another important issue with staff burnout because employees are very tired. This decreases motivation and inspiration for new concepts. 
[bookmark: _Toc225273053]Critical discussion
Completely, this café is good at creating new concepts, but it is not good at applying them. This is a common issue in the context of creative organisations. According to Skudiene et al. (2021), collaboration and fairness are very positive because relationship quality has become one of the most important marketing strategies, and it also increases a competitive advantage. This mainly focuses on discussion, which can decrease efficiency in the context of a new idea for success in this café, it must optimise the decision-making process. This does not require changing its value, but it also requires acting more clearly. This demonstrates that innovation depends not only on ideas but also on how an organisation is structured and managed.
[bookmark: _Toc225273054]Conclusion 
It is concluded from this report that Seren Coffii is a community-focused café which is currently facing operational and financial challenges. This report has demonstrated that innovation and creativity are very different, but they are connected. This café is creative, but it also requires optimising its innovation practices. This report has also covered some suggested solutions about a multi-use creative space, which mainly provides a real and practical way. For optimising the business, this report also covered the force field analysis, which mainly demonstrated that while there are some challenges, they can be managed with careful management and small changes. The culture of this organisation mainly supports creativity, but it also requires improvement in the context of implementation and decision-making. Completely, this café can develop and survive if it changes how it creates value; it is not just how it sells coffee.

[bookmark: _Toc225273055]Part 2: Use of AI for developing the idea
[bookmark: _Toc225273056]Introduction 
In this part of this report, I used an AI tool to optimise my real idea for Seren Coffi. The AI tool used was ChatGPT, which is a large language model (LLM) which can create suggestions, ideas and solutions which were mainly based on prompts. As per Ekin (2023), this is important for understanding and mastering the art of giving prompt and refining input prompts. This includes that my real idea was to change this café into a multi-use creative space where this café can be used as a workplace throughout the day, and this café is an event in the evening. As per Kasneci et al. (2023), there are also some limitations in LLMs, including a lack of interpretability. According to Meyer et al. (2023), these LLMs also offer opportunities and advantages for students by helping with academic writing. 
The main aim of this report was to develop this idea and make it more creative, easy, practical and suitable for the situation of this café. I also wanted to explore whether AI can help optimise the structure of the idea, address possible optimisations, and suggest new features.  This section will explain how I used AI and what kinds of suggestions I offer. This will also cover critical evaluation of the recommendations of AI, as well as the strengths and weaknesses of using AI in this section.
[bookmark: _Toc225273057]How I used AI (Process explanation)
To start this process, I used ChatGPT by offering it a clear explanation of my original idea. In this process, firstly, I described the situation of Seren Coffi, which includes its financial issues, the idea of changing it into a multi-purpose use creative space and strong community values. As per Prieto and Prieto (2024), AI is a very strong tool for facilitating polarisation and manipulation. 
Prompt 1: initial idea optimisation 
Firstly, I started by providing this tool with a clear description of financial issues about this café, my real multi-use creative space idea and community values. This prompt includes: optimising this idea for Seren Coffi and making it more detailed". These starting responses were very general, so this set the foundation, but there are also some changes required. 
Prompt 2: Low-cost application 
In the next step, I focused on practical things with: "how can this multi-creative space idea be applied with the minimum cost for a small café such as Seren Coffi”? These are all suggestions, such as starting small and rearranging furniture, which mainly help to identify budget limitations without major investments. 
Prompt 3: Customer attraction services
For increasing revenue, I asked then “What kinds of services can be added to this multi-use space for influencing more customers as well as managing community values?" This includes AI-recommended memberships and collaborations, which mainly added structure, such as poetry nights and artists' displays on a weekly basis. These prompts mainly demonstrate error refinement, each making on the last for actionable and valuable insights. This improves this section by counting AI interaction into the separate steps, which increases reporting flow and transparency. 
[bookmark: _Toc225273058]Important AI recommendations 
These AI tools mainly provided some useful suggestions for optimising my original idea. These kinds of recommendations helped make this idea more practical and structured. There is one important suggestion which was included to identify a membership system for the co-working space.  As per Mukaromah and Untoro (2025), this system is a common method which is applied by organisations to offer advantages to customers, such as cash back and discounts.
This includes that customers can pay a fixed monthly fee for using the workspace, and they can get advantages like discounted coffee and free. This can provide a more stable income on a daily basis for this café. There is another important suggestion which was included in the event schedule on a weekly basis. As per Sjöblom (2021), this includes that instead of organising events on an occasional basis, this café can plan activities on a daily basis on a specific day. These events can include cultural celebrations, educational and entertainment events. As per Kinney and Kinney (2024), the responsibilities of the café event can be tailored for each room host step by step and highlighting this work and actions at the designated intervals. 
Moreover, these AI recommend optimising social media marketing, which includes posting on a daily basis about workspace availability, events, and community activities. As per ANISAH (2024), this also includes that customer involvement is important for creating reliable and trustworthy reviews. This café can influence more people, and this can also make a strong online presence. According to Priyandini et al. (2025), this also includes that in today's era of technology, many innovations continue to develop. These kinds of recommendations mainly help make this idea more realistic and detailed. 
[bookmark: _Toc225273059]Critical evaluation of AI suggestions  
However, these AI suggestions were useful, but it is important to critically estimate them. According to Ariyanti et al. (2026), this includes that the membership is a strong idea because it mainly offers a stable income, and this also empowers customer loyalty and involvement, although it may not fully match the value of Seren Coffi.  This also includes that this café has used a pay-what-you-can system in the past, so fixed pricing may exclude some customers. This can also decrease inclusivity, and this includes setting the event schedule on a weekly basis, which is also a useful idea because it mainly creates a structure and consistency. This can also increase customer visiting strength and optimise management, although it may create some pressure on staff who are already tired. As per Priyandini et al. (2025), for example, Coffee uses advanced technology such as AI for making their digital campaigns stand out and be more effective. 
According to Limna et al. (2021), this also suggests social media marketing because it is a brand marketing communication which is used for addressing the effectiveness of brand reality. Completely, these suggestions are useful, but not all of them are perfect. Some suggestions need to be adjusted to fit with the source's values and limitations of this café. This also demonstrates that human judgment is still a very important factor when using AI.
[bookmark: _Toc225273060]Changes made my real idea.
After using the AI tool, my real idea was much optimised in many ways. At the start this idea was very simple to use this café as a workplace throughout the day and an event space in the evening, although this tool helped me make this idea more structured and detailed. According to Ayers et al. (2023), ChatGPT represents a new generation of AI technologies. For example, I added a membership system for creating income on a daily basis. According to Shin et al. (2022), this includes that a loyalty program is a basic strategic factor for retaining and influencing customers. I also included a clear event schedule on a weekly basis. This also makes this idea more reliable and organised. Moreover, I also included community collaborations like local artists and businesses. This also increases the recognition of this café as a creative hub. This idea also became more practical by including social media promotion and easy pricing options. These kinds of changes make it easy to influence the customers. Completely AI mainly helped in developing this idea from a simple concept into a more real and complete solution.
[bookmark: _Toc225273061]Limitations and issues of using AI 
According to Park et al. (2024), AI was very helpful, but there were some limitations. There is one main issue, which is that AI usually offers general answers. Some suggestions were not completely particular to the situation of Seren Coffi. For example, certain ideas were not suitable for a large business except for a small independent café. According to Kobrinskii (2023), this includes the fact that the field of management and decision making can be unreliable, which includes problems of explanation.  There is another limitation, which includes that AI does not completely understand the emotions and values of humans. This café is a value-driven business, and some suggestions did not fully align with its ethical approach. Moreover, AI also lacks in the context of real-world challenges. It cannot fully understand the real challenges of running a small business. These kinds of imitations demonstrate that AI should not be used as the only kind of decision-making tool, but it must be combined with judgment and human thinking.
[bookmark: _Toc225273062]Reflection on learning
From this kind of process, I learned that AI can be a powerful and strong tool, but it is not perfect. This type of tool is useful for creating ideas and optimising structure, but it cannot replace human thinking. This kind of experience also optimises my understanding of innovation. This also demonstrated that good ideas must be practical, and these are also aligned with the values of the organisation.
[bookmark: _Toc225273063]Conclusion
It is concluded from this report that using AI mainly helped optimise and develop my real idea for Seren Coffi. This also offered useful suggestions, and this also helped me make the idea more structured and detailed, although this includes that AI also has some limitations, such as unrealistic ideas and opening general ideas. So it is important to use AI in a very careful way and combine it with human judgment. This report also covered that the best results come from using both human thinking and AI together. This kind of approach can support creativity for more practical and effective solutions.
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The Al also suggested creating simple and clear service options. For example,
customers can pay for workspace use by the hour, by the day, or through a small
membership plan. This makes it easier for customers to choose what they need and

helps the café earn more regular income.

Another recommendation was to introduce a weekly event plan. Instead of having
events occasionally, the café can organise them on fixed days. This makes the

business more organised and helps customers know when to visit.

@ How This Improves the Idea
These suggestions make the idea more practical and realistic. The café can use its

space more efficiently and create a better experience for customers.

It also helps to:

N

® Increase regular customer visits
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® Improve organisation

® Create more stable income

A\ Critical Evaluation

However, these changes may also create some problems. A fixed schedule may
increase workload for staff, especially if they are already tired. It may also reduce

flexibility, which is important for a creative space.

Therefore, it is important to introduce these changes slowly and keep the system

simple to avoid pressure on staff.
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how can this multi-creative space idea are applied with the
minimum cost for a small café such as Seren Coffi"?

@ Prompt: “How can this multi-creative space idea be applied with
minimum cost for a small café such as Seren Coffi?"

Al Recommendation

The Al suggested focusing on low-cost and simple changes instead of expensive

investments. The idea is to use what the café already has and make small improvements.

One key recommendation was to rearrange existing furniture instead of buying new
items. For example, tables and chairs can be moved to create a quiet workspace during the

day and a more open space for events in the evening.

The Al also suggested using free or low-cost marketing, such as social media platforms.
Posting regularly about events, workspace & v ability, and community activities can attract

more customers without spending much money.
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The Al also suggested starting with small-scale events. For example, hosting one or two

events per week instead of many. This helps to test the idea without high risk or cost.

@ How This Improves the Idea
These suggestions make the idea more realistic and affordable. Since Seren Coffi has a
limited budget, focusing on low-cost changes makes it easier to implement the idea.

It also helps to:

® Reduce financial risk
e Use existing resources effectively

e Build stronger community involvement
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A\ Critical Evaluation

However, low-cost strategies may also have limitations. For example, relying on the

community may lead to inconsistent event quality. Also, using existing furniture may not

always create the best workspace experience.

In addition, free marketing requires time and effort, which may increase pressure on staff.

Therefore, even low-cost ideas need proper planning and balance.
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space for influencing more customers as well as managing
community values?”

@ Prompt: “What kinds of services can be added to this multi-use
space for influencing more customers as well as managing community
values?”

Al Recommendation

The Al suggested adding a mix of paid and community-focused services so the café can
attract more customers while still keeping its values.

One recommendation was to offer co-working services during the day. This can include
quiet working areas, Wi-Fi access, and charging points. Customers can pay a small fee or

buy a package that includes drinks and wor’ |, 1ce use.
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The Al also suggested organising regular creative events such as poetry nights,
workshops, and skill-sharing sessions. These events can bring different groups of people

into the café and make it more active.

Another idea was to introduce community-based services, such as “pay-what-you-can”
sessions or free events for local people. This helps to keep the café inclusive and supports

its ethical values.

The Al also recommended offering collaboration opportunities for local artists and small
businesses. For example, artists can display their work, or small businesses can use the

space for meetings or pop-up stalls.

@ How This Improves the Idea

These services improve the idea by creating a balance between income and community
value. The café can earn money from paid s \/ zes while still supporting the local

community.
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It also helps to:

e Attract different types of customers
® Increase engagement and interaction

e Strengthen the café's identity as a creative space

A\ Critical Evaluation

However, adding too many services may create challenges. It can make operations more
complex and increase workload for staff. Also, balancing paid services with free or low-cost

community activities may be difficult.

There is a risk that focusing too much on profit could reduce the café’s community values.

Therefore, it is important to keep a balance and not overcomplicate the services.
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@ Prompt: “Optimizing this idea for Seren Coffi and making it more
detailed”

Al Recommendation

The Al suggested improving the idea by making it more clear, structured, and detailed. It

focused on how the café can organise its space and time in a better way.

One key recommendation was to separate the use of the café by time. During the day,
the café can be used as a quiet workspace for students and remote workers. In the
evening, it can be used for creative events like poetry nights, workshops, and small

meetups. This helps to fully use the space throughout the day.




