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Executive Summary
Seren Coffi is facing challenges related to generating consistent demand and profits despite maintaining a loyal customer base and distinctive identity. Increasing operational costs, fluctuating customer flow, and growing competition have placed pressure on the cafe’s sustainability. Nevertheless, Seren Coffi retains strong community value and a unique positioning that provides a foundation for recovery. By combining creative repositioning with innovative service development, Seren Coffi can attract a broader audience, enhance customer engagement, and improve revenue performance without losing its cultural, historical, and vintage charm. This report proposes a dual-concept approach that integrates educational technology into daytime operations while transforming the place into a health-oriented, alcohol-free evening space after 5 p.m., thereby maximising the use of existing resources and extending customer value across the day. Part 1 of the report proposes and critically evaluates creative and innovative solutions to the issues faced by Seren Coffi. It comprises the introduction and five sections. In the first section, this report presents a critical analysis of creativity and innovation, alongside a discussion of the limitations associated with conventional approaches to business growth. In the second section, innovation for Seren Coffi is proposed using 4P’s. These include the integration of educational technology through workshops, digital learning tools, and community-led skill-sharing initiatives, positioning the cafe as a knowledge-sharing hub during the day. In addition, the café is repositioned after 5 p.m. into a calm and health-oriented environment offering non-alcoholic and decaffeinated beverages, alongside simple and nutritious meal options designed to replace a light evening meal. These innovations are further supported by community participation, demand-aligned operating hours, and local collaboration. In the third section, the creative process used to develop the proposed innovation is discussed. In the fourth section, the viability of the proposed innovation has been analysed using the Lewin’s Force Field Analysis and a Value Creation perspective. In the fifth section, a critical discussion of Seren Coffi’s environment in relation to the supportiveness of the proposed innovation is presented. Both enabling and constraining factors are examined within this context.
In Part 2, ChatGPT was used to refine and improve the proposed solution for saving the business. This was followed by a discussion of the enhanced idea, along with a reflection on the use of an AI LLM in this context.






Part 1
Introduction
Seren Coffi is an independent café based in Cardiff, recognised for its strong community focus and distinctive customer experience. As the Chief Executive Officer (CEO) of Seren Coffi, I am directly responsible for overseeing the strategic direction and long-term sustainability of the business. The café has built a loyal customer base by creating a welcoming environment that encourages social interaction and engagement beyond a typical coffee shop setting. Its offerings extend beyond standard products, emphasising local identity, personalised service, and community-driven activities, which differentiate it from larger chain competitors. However, despite these strengths, Seren Coffi is currently facing significant challenges that threaten its sustainability. Rising operating costs, inconsistent customer demand, and increasing competition from large-scale café chains have weakened its financial stability. In addition, limited organisational resources and slower decision-making processes have reduced the business’s ability to respond effectively to market changes. This situation reflects a broader issue within the independent café sector, where small businesses must balance maintaining a unique brand identity with achieving financial resilience. Within this context, creativity and innovation are critical to organisational survival and growth. Creativity can be defined as the ability to generate new and useful ideas, while innovation refers to the successful implementation of those ideas into valuable products, services, or processes (Amabile, 2020 cited in Kabangire and Korir, 2023). Although closely related, the key difference lies in execution: creativity focuses on idea generation, whereas innovation focuses on practical application (Bascavusoglu-Moreau, 2013). In the highly competitive hospitality and café industry, both are essential. Creativity enables businesses like Seren Coffi to design unique customer experiences and differentiate themselves, while innovation allows them to adapt operations, improve efficiency, and respond to changing consumer expectations (Kabangire and Korir, 2023).
Critically, the importance of creativity and innovation in this sector has intensified due to evolving consumer behavior, economic pressures, and market saturation. Independent cafés, unlike large chains, often lack economies of scale, making it necessary to compete through originality, agility, and customer engagement rather than price alone. Research suggests that a lack of creativity and innovation can negatively impact business performance and competitiveness in the hospitality industry (Saka et al., 2024). Therefore, embedding creativity and innovation into business strategy is essential for sustaining competitive advantage and long-term viability.
Therefore, the purpose of this report is to analyse the key issues faced by Seren Coffi and to develop a creative and practical solution that can support its recovery and future growth.
This report also incorporates the use of an Artificial Intelligence tool (ChatGPT) to support the development and critical evaluation of the proposed innovation, as discussed further in part 2.

Critical analysis of creativity and innovation, and issues with the capitalist methodology of business growth.
Creativity and innovation are frequently positioned within dominant economic systems as mechanisms for competitive advantage, scalability, and profit maximisation. Within conventional business methodology, innovation is often evaluated through measurable outputs such as revenue growth, operational efficiency, market expansion, and financial return. As outlined in Joseph Schumpeter’s theory of economic development, innovation driven by entrepreneurial creativity acts as a key engine of economic growth, where new ideas disrupt and replace outdated systems through processes of “creative destruction” (Langroodi, 2021). From this perspective, innovation plays a positive role by driving efficiency, stimulating competition, and enabling businesses to scale and expand within the market.
However, this perspective creates structural tensions when applied to purpose-driven or community-embedded enterprises such as Seren Coffi. Seren Coffi represents a value-led organisation, where authenticity, ethical sourcing, community engagement, and cultural identity constitute its core organisational assets. These elements generate social and relational value rather than immediate financial returns. As a result, applying growth-focused innovation models risks undermining the very qualities that differentiate the business. This reflects a broader limitation of capitalist growth models, where value is narrowly defined in financial terms, often marginalising social, cultural, and experiential forms of value.
Dominant business models demand efficiency, standardisation, and economies of scale, which often conflict with the higher costs associated with ethical sourcing, fair practices, and locally embedded operations. This creates a tension between economic sustainability and value-driven decision-making. While such models can increase productivity and consistency, they may also lead to homogenisation and the erosion of unique brand identity. The prioritisation of short-term financial outcomes over long-term resilience may lead to decisions that weaken the café’s identity and reduce its connection with the community (Mhlanga, 2022). In this context, innovation that focuses purely on financial performance risks becoming extractive rather than generative, capturing value rather than creating it.
This tension also highlights the relationship between economic systems and innovation practices. In capitalist frameworks, innovation is typically aligned with profit generation and competitive positioning, whereas in alternative models, such as social enterprise or community-based businesses, innovation is oriented towards social impact, customer experience, and sustainability. For example, large café chains often adopt innovation strategies focused on standardisation, efficiency, and scalability, while independent cafés prioritise differentiation through atmosphere, local identity, and personalised service. These industry differences demonstrate that innovation is not neutral but shaped by strategic priorities and economic context.
For Seren Coffi, the challenge is not a lack of demand, but a misalignment between its existing business model and evolving customer needs and usage patterns. The case study illustrates that while the café is valued, its current structure does not fully capture opportunities for engagement, particularly during underutilised periods. Traditional approaches to growth, such as expansion, standardisation, or cost-cutting, would likely erode the café’s distinctive positioning and community trust.
Therefore, innovation in this context must shift away from purely growth-oriented models towards approaches that enhance value creation in a broader sense. Rather than replacing existing practices, innovation should build upon Seren Coffi’s strengths and extend its role within the community. This aligns more closely with alternative economic perspectives, such as the experience of economy and social enterprise models, where value is co-created through meaningful customer interactions, wellbeing, and community engagement rather than scale alone. The proposed integration of educational technology during daytime operations and the repositioning of the café into a health-oriented, alcohol-free evening space after 5 p.m. reflects this approach. These innovations do not prioritise expansion, but instead focus on increasing relevance, deepening engagement, and improving the utilisation of existing resources.
This form of innovation aligns more closely with resilience-oriented and value-based perspectives, where success is defined not only by financial outcomes but also by social impact, customer experience, and long-term sustainability. By creating a multifunctional space that supports learning, wellbeing, and community interaction, Seren Coffi can generate diversified value while remaining consistent with its core identity.
Consequently, innovation for Seren Coffi must be understood not as disruption, but as adaptation and extension. It requires a careful balance between economic viability and the preservation of values, ensuring that new initiatives strengthen rather than dilute the café’s unique position. This shift from growth-driven innovation to resilience-oriented innovation provides a more appropriate and sustainable framework for addressing the challenges identified in the case (Garrido-Moreno et al., 2024). 

Proposed Innovation and the 4Ps
The proposed innovation transforms Seren Coffi into a hybrid community learning and wellbeing café model. While product innovation can be supported through external partnerships and knowledge-sharing networks (Chesbrough, 2014), adopting a purely transactional, technology-driven model similar to large café chains would undermine the café’s distinct identity. Instead, Seren Coffi will remain embedded in its local community while extending its offering through service innovation.
The need for this innovation arises from declining financial stability, inconsistent demand, and underutilised capacity during certain periods, combined with increasing competition. To address this, an adaptive operating model is introduced to better align resources with demand and improve customer experience.
The café will operate as a flexible learning environment during the day, offering workshops, digital learning, and community-led activities. After 5 p.m., it will transition into a wellbeing-focused space providing non-alcoholic, decaffeinated beverages and light, nutritious meals. This improves space utilisation and expands appeal across multiple customer segments without requiring significant structural changes.
From a Business Model Canvas perspective, this innovation strengthens the value proposition by combining hospitality with learning and wellbeing experiences. It expands customer segments beyond students to include health-conscious professionals, freelancers and remote workers, vegan and plant-based consumers, and individuals engaged in lifelong learning, who are attracted by healthy food options and flexible, low-caffeine environments. The café supports self-directed digital learning through reliable Wi-Fi, access to online platforms such as Coursera and Udemy, and curated content accessed via QR codes, allowing customers to learn informally at their own pace. The model also creates new revenue streams through evening offerings and extended customer stay, while expanding key activities and relying on key partnerships with local community and knowledge providers (Osterwalder and Pigneur, 2010).
The 4Ps of innovation framework (Tidd and Bessant, 2018) can be applied as follows:
· Product Innovation: Extends the café’s offering from beverages to experiential value through learning activities and wellbeing-focused evening options, reflecting changing consumer preferences (Mintel, 2022; Pine and Gilmore, 1999). 
· Process Innovation: Introduces a time-based operating model aligned with demand, supported by simple tools such as booking systems and customer feedback mechanisms to improve efficiency and decision-making. 
· Position Innovation: Repositions Seren Coffi as a hybrid café, learning hub, and wellbeing space, reducing direct competition with chains and focusing on experience rather than price. 
· Paradigm Innovation: Represents a shift from a transactional model to a co-creation model, where value is generated through participation and community engagement (Porter and Kramer, 2011). 
While innovation spans all four dimensions, it is primarily a paradigm of innovation, as it redefines how value is created. However, it remains largely incremental, as it builds the café’s existing community-oriented identity rather than replacing it.
Despite its benefits, the innovation introduces challenges, including increased operational complexity and potential customer resistance. Therefore, successful implementation requires gradual adoption, clear communication, continuous customer feedback, and the use of simple digital tools to monitor performance and adapt services accordingly.
The creativity Process
The development of the proposed innovation for Seren Coffi follows the four-stage model of creativity: preparation, incubation, insight, and verification (Wallas, 1926). Although originally presented as a linear process, creativity is now understood as a flexible and iterative activity (Sawyer, 2021).
i. Preparation
This stage involved identifying the main challenges faced by Seren Coffi, including inconsistent demand, underutilised evening hours, and increasing competition. The focus was on understanding the gap between the cafe’s strong community identity and its current business model, as well as recognising changing customer expectations. 
ii. Incubation
After analysing the problem, a period of reflection allowed new ideas to develop. During this stage, attention shifted away from direct problem-solving, enabling subconscious processing and new connections between different concepts, such as learning spaces and changing social habits (Gilhooly, 2016).
iii. Illumination
The illumination stage led to the development of the core idea: extending the function of the cafe across the day. Rather than applying traditional solutions, the concept emerged of combining daytime learning activities with a more relaxed and health-focused evening offering. This addressed the identified challenges while maintaining the café’s identity.
iv. Verification
In the final stage, the idea was evaluated in terms of feasibility and relevance. The concept was assessed against available resources, customer needs, and operational capacity. The evaluation showed that the idea is realistic but requires gradual implementation and clear communication to ensure its success.




Critical Evaluation of Innovation’s Viability
Lewin’s Force Field Analysis
A critical evaluation of the proposed innovation viability can be conducted using Force Field Analysis, which examines the balance between forces driving and restraining change (Lewin, 1951).
Current State: a low-profit café with strong community value but inconsistent demand and underutilised evening capacity.
Desired Future State: a sustainable, multifunctional space that integrates learning, wellbeing, and social experiences to generate more consistent demand.
Driving Forces: key driving forces include strong customer loyalty, a distinctive community identity, and increasing demand for flexible spaces that support learning and wellbeing. The growing interest in alcohol-free social environments and informal education further supports the relevance of the proposed concept. These factors create favorable conditions for repositioning the café and enhancing customer engagement (Kotler et al., 2019).
Restraining Forces: restraining forces include limited financial resources, operational complexity, and potential resistance from customers unfamiliar with the new concept. Additional challenges relate to staff capability and the need to manage multiple functions within the same space. These constraints may slow implementation and require careful planning (Burnes, 2020).
Value Creation Perspective
I. The proposed innovation redefines how value is generated within Seren Coffi by transforming it from an informal community café with occasional cultural activities into a stuctured, multi-purpose space that delivers consistent value throughout the day. Rather than relying on product-based transactions, the value is created through the design of the overall experience and the flexible use of the space across different contexts, enhancing customer engagement and perceived value without requiring major physical changes (Pine and Gilmore, 1999).
II. Value is created through improved alignment between the environment and user behavior. The daytime setting supports concentration and informal learning using digital tools, while the evening offering responds to the demand for lighter, healthier consumption in a more relaxed atmosphere. This differentiation enhances relevance without overextending the business model.
III. The concept also contributes to more efficient resource utilisation. By adapting services to different periods of the day, the café reduces idle capacity and distributes customer activity more evenly. The simplicity of the evening menu further supports operational control, helping to maintain consistency while limiting additional pressure on staff.
IV. Overall, the innovation strengthens the café’s positioning by offering a clearly structured and purposeful use of space. Instead of competing on volume or speed, value is created through relevance, usability, and experience, supporting a more sustainable and resilient business model.
Critical Discussion of Organisational Climate
Business model innovation depends on an organisation’s ability to align leadership, culture, and operational practices to support change (Foss and Saebi, 2017). In the case of Seren Coffi, the organisational climate presents both enabling and constraining factors for implementing the proposed concept.
Supporting Factors
· Ethical leadership supports the transition to a purpose-driven model. The founders’ commitment to transparency and community values aligns with introducing educational activities and a health-oriented evening offering, reinforcing trust and long-term engagement (Brown and Treviño, 2006)
· A collaborative culture and strong community ties create a favourable environment for participation-based initiatives. This supports the integration of digital learning sessions and increases the likelihood of customer involvement.
· Psychological safety enables experimentation with new formats, such as structured learning activities and adjusted evening services, which are essential for innovation in small organisations (Edmondson, 2019).
Established community engagement provides a strong foundation for repositioning the café as a hybrid learning and social space, supporting customer retention and repeat visits.
Inhibiting Factors
· Decision paralysis may delay the implementation of new initiatives, limiting responsiveness to customer needs
· Over-deliberation between preserving authenticity and adopting innovation can restrict the integration of digital tools and new service formats.
· Innovation fatigue reduces the team’s capacity to consistently develop and sustain new offerings, particularly those requiring additional coordination.
· Resistance to efficiency measures may arise from a desire to maintain a slow, authentic atmosphere, potentially limiting the adoption of structured evening services and digital learning integration.




Part 2
Application and Critical Analysis of AI LLM to the Proposed Innovation
This section critically evaluates the use of ChatGPT as a Large Language Model (LLM) in supporting the development of the proposed innovation for Seren Coffi. After uploading the case study and presenting the initial idea, ChatGPT confirmed the overall direction of the concept and assisted in clearly summarising its key elements: a calm evening café experience centred around decaffeinated drinks, simple healthy food with vegan options, and the integration of light educational technology to promote learning, personal development, and wellbeing. Furthermore, it identified that the concept aligns closely with the café’s existing identity, particularly its community-oriented atmosphere (Oldenburg, 1999), as well as its current activities such as poetry evenings, language interaction, and local engagement. In addition, ChatGPT recognised the potential of the idea to address a key business challenge by transforming evenings into a purposeful destination rather than a low-performing period, thereby increasing potential revenue per customer while remaining consistent with customer values. Building on this, the concept was further refined through the addition of a stronger focus on wellness, learning, and intentional living.
One of the most useful aspects of ChatGPT was therefore its ability to validate the original direction of my idea and clarify why it was relevant to the case. This was important because it confirmed that my concept was not disconnected from the existing business but instead built naturally on what the café already represented. It also helped identify several risks in the proposal, including the possibility that the concept could become too broad, that educational technology might feel forced, and that the model could become operationally too complex. These were valuable observations because they highlighted areas requiring strategic focus and critical reflection.
However, although ChatGPT was helpful in generating and expanding ideas, a major limitation was its tendency to overcomplicate the concept. For example, it proposed different daily activities, structured evening programming, more complex membership models, time-based pricing, and a stronger dependence on organised experiences. From my perspective, these recommendations do not align with the operational reality of a small independent café with limited staff, time, and financial resources. My intention is not to create a constantly changing experience, but rather a fixed and reliable one that customers can access consistently. I want students, teachers, professionals, and other customers to clearly understand what Seren Coffi offers in the evening: a calm environment, a simple menu, and optional low-cost access to useful educational support. For this reason, the idea of daily changing activities and more complex programming was rejected. From a strategic perspective, simplicity should not be viewed as a weakness, but as a deliberate business decision that enhances feasibility and reduces operational risk, particularly in small business contexts (Ries, 2011).
This decision can also be linked to the Resource-Based View, which argues that strategy must be aligned with the resources and capabilities available to the firm (Barney, 1991). Seren Coffi does not currently have the resources to support a highly programmed or operationally demanding model, so it is more realistic to focus on a consistent service that can be delivered well. In the same way, I prioritised consistency over variety because the target audience may have busy and unpredictable schedules, meaning they need flexibility and ease of access rather than event-based attendance. This also reflects service marketing theory, which suggests that consistency is a key factor in customer satisfaction, trust, and loyalty (Kotler et al., 2019).
There were also some practical suggestions from ChatGPT that I accepted. I agreed with its recommendation to keep the evening menu simple and appealing, including options such as herbal infusions, hot chocolate, golden milk, and decaffeinated drinks, supported by light healthy meals and vegan options. This aligns with my intention to improve the menu without moving away from the essence of a café. I also found the idea of a membership model useful, but only in a simplified form. Rather than creating a complex structured membership around events or time-based usage, I would focus on loyalty linked to coffee, food, or evening visits, as food and beverage remain the core of the business. In other words, I am not trying to transform the café into something fundamentally different; instead, I am adding accessible value around the core offer (Levitt, 1980).
In contrast, I did not agree with ChatGPT’s suggestions regarding how to spend the available £2000, as these focused mainly on lighting, rebranding, equipment, and marketing. Although these areas could improve the customer experience in the long term, they are not my immediate priority. At this stage, the business needs low-cost, functional solutions that allow the concept to work before investing in aesthetic improvements. This reflects a bootstrapping approach, where scarce resources are managed carefully and spending is limited to activities that are essential for survival and early growth (Winborg and Landström, 2001). As CEO, I prefer to concentrate on making the idea work first, then build on it gradually as more capital becomes available.
Another area where I partially agreed with ChatGPT was in its suggestions about future development. It proposed elements such as guided journals, language tablets, audio learning, and other light educational tools. Some of these could be introduced later, especially if they remain low-cost and easy to manage. More importantly, one idea that I found valuable was the possibility of future partnerships with technology companies. This fits well with my long-term vision: Seren Coffi could become a place where educational or digital tools are promoted in a calm and accessible setting, allowing the café to gain useful technology while partner companies gain visibility and customer engagement. However, this remains a future direction rather than an immediate implementation priority, reflecting an open innovation approach based on collaboration with external partners (Chesbrough, 2003).
I also appreciated some of the branding language suggested by ChatGPT, particularly phrases such as “this is not fast coffee, this is time well spent” and the positioning of the café as a place where people can “slow down and connect.” These messages reflect the emotional and experiential side of the concept and fit strongly with my vision for the business (McKinsey & Company, 2022). At the same time, I remained critical of ChatGPT’s claim that the idea was entirely original. After conducting my own research, I found that similar café concepts linked to learning and community already exist. This highlighted another limitation of AI: it can sometimes overstate originality without fully situating ideas within a broader market context. Nevertheless, the concept remains authentic to me because it is grounded in my personal experience as a student who has faced challenges with technology and has observed similar difficulties among lecturers and other learners. This experience has shaped my intention to create a relaxing and accessible space where individuals can engage with simple educational tools without pressure, fixed schedules, or high costs.
Conclusion
Overall, the process demonstrated that ChatGPT can be a useful support tool for idea generation, validation, and early-stage development, but not a substitute for managerial judgement. It was effective in reinforcing the relevance of my concept, identifying risks, and offering some practical recommendations, especially in relation to menu simplification, loyalty, brand language, and future partnerships. At the same time, many of its ideas were too complex, too idealised, or insufficiently grounded in the operational and financial realities of a small business. For that reason, the final strategic decision is based on selective acceptance rather than full adoption of AI recommendations. The concept I will keep for Seren Coffi is therefore a simple, consistent, and low-cost evening offering centred on wellness, healthy food and drink, and optional educational technology, while preserving the café’s identity and allowing for gradual future growth. This reflects an incremental innovation approach, where improvements are made within existing structures rather than through radical transformation, which is particularly appropriate for a small business where stability, realism, and controlled development are essential (Chesbrough, 2003).
Tidd and Bessant (2018) highlight that innovation often occurs under highly uncertain conditions, where outcomes are not fully known, and ideas may initially be rejected or seen as impractical. As a result, successful innovation requires persistence, vision, and confidence to pursue ideas despite initial scepticism. 
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¢ Community-led programming

® Regulars host sessions
* Volunteers get free membership

* Local experts run workshops

¢ This:
® Reduces cost
¢ Increases engagement

* Builds loyalty

6. Turn Weakness Into Strength

Problem in case:

Queue moved slowly — people noticed care but inefficiency

Reframe:

¢ "We are slow on purpose.”

* Evenings = no rush zone

o Clear messaging:

“This is not fast coffee. This is time well spem‘l’

+ Askanything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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. “Quiet Hour + Shared Table”

Every evening includes:

* 45 min quiet focus (reading, journaling, learning)
® 45 min optional social discussion

« This becomes:

e Aritual

* Areason to return
* Abrand identity

3. Introduce Time-Based Pricing (Game changer)

Instead of only selling food/drinks:

= Example model:

e £6 entry — includes drink + space + experience
e £10 — includes drink + meal + session

* Membership: £25/month unlimited evenings
(+ This solves:

* Low margins
* People lingering without spending N2
* Revenue instability

+ Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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- What Makes Your Idea Truly Innovative

Not just the components—but the combination:
o Café ®

o Wellness &

e Learning i

e Community &

¢ That's a category shift, not just an improvement.

® Final Evaluation
Your idea is:

Aligned with the café’s identity
Solves real problems in the case
Financially realistic

Differentiated from competitors
Scalable (important for your future florist franchise thinking too)

N

+ Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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Risk 2: Educational tech might feel forced

If it's too digital-heavy, it could clash with the cozy vibe.
Fix:

Blend tech lightly:

* Tablets for guided courses
* Audio learning stations

* Booking app for sessions

& Keep the human + community feel dominant

Risk 3: Operational complexity

New menu + new concept = strain on already struggling operations.
Fix:

Start lean:

® 34 drinks (herbal, cacao, golden milk, decaf coffee)
® 3-4 meals (soups, bowls, wraps)

¢ No big kitchen expansion needed

+ Ask anything

ChatGPT can make mistakes. Check important info. See Cookie Preferences.
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%" How to Turn Your Idea Into a Winning Strategy

1. Create a Structured Evening Program

Instead of random events — consistent schedule:
Example Weekly Flow:

* Mon: Quiet Study + Journaling Night

* Tue: Language Exchange

®  Wed: Skill Night (e.g., digital skills, creativity)

* Thu: Wellness Workshop (breathing, mindfulness)
o Fri: Community Talk / Guest Speaker

& This builds habit + loyalty

2. Introduce Membership Model
This is key for stability.

Example:

® £20/month — access to all sessions
* Includes 1 drink per visit N
& Salac:

+  Ask anything
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® £400 — printed materials (ritual cards, menus, session prompts)

* £500 — initial food setup (simple prep system)

® £500 — launch campaign (“The Evening Reset”)

& Focus: perception > infrastructure

2 Why This Version Actually Saves the Business

It directly fixes:

Problem in Case

Falling differentiation
Rising costs

Staff shortages

Weak evenings

Brand confusion

pe =

+ Ask anything

Your Improved Solution

Clear niche (evening third place)
Simplified menu + membership
Community-led model

Paid structured experiences

Strong identity + rituals

N
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" What Makes This Version Better

1. From “educational tech” — “guided experiences”

Your original idea risks feeling cold or digital.

Upgrade:

® Replace heavy “tech” with facilitated sessions + light tech support
Examples:

* Guided journaling nights

* Language tables with prompts

o Skill-sharing (community-led)

* Audio-guided learning (headphones, not screens)

« Feels human, premium, and aligned with the café’s soul

2. Add a Signature Experience (THIS is key)
Right now, your idea is flexible—but not memorable.
Add one flagship concept: N

Y N B B INTE. NY
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If You Want to Take It Further

| can help you turn this into:
* A1-page business model canvas
* A pitch presentation (perfect for exams or investors)
* Afinancial projection (very simple but powerful)

Just tellme &

(SRR )

Can you make it better?

Yes — and I'm going to push you a bit here: your idea is good, but right now it's still an “add-on concept.”

To truly save this business, it needs to become a clear, bold repositioning that changes how the café makes

money, uses space, and builds loyalty.

Let's upgrade your idea into something sharper, more nrofitable, and harder to copy.

+  Ask anything

©
-
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4. Radical Simplicity in Food (Stronger than your version)

Your idea had meals — good. But we go further:

& "3-ltem Menu Strategy”

* 1soup
* 1 grain bowl!
* 1 rotating vegan dish

« Benefits:
* Lower costs
® Faster service
o Less staff pressure

* More consistency

This directly fixes their operational chaos.

5. Use Community as the “Staff Multiplier”

They couldn't hire more staff.

Solution:

¢ Community-led programming N

* Regulars host sessions

+  Ask anything
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To truly save this business, it needs to become a clear, bold repositioning that changes how the café makes

money, uses space, and builds loyalty.

Let's upgrade your idea into something sharper, more profitable, and harder to copy.

® Upgraded Concept

“Seren Coffi: The Evening Third Place”

A screen-light, structured, membership-based evening experience combining:
* Calm atmosphere
* Guided learning
* Social connection

* Light, healthy dining

¢ Not just a café with events — a destination with a purpose

%" What Makes This Version Better

1. From “educational tech” — “guided experiences”

Your original idea risks feeling cold or digital. N

©
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4. Use the £2000 Smartly (High Impact, Low Cost)

You don't need big investments.
Best use of funds:

* Lighting (warmer, calmer atmosphere)
* Rebranding materials (chalkboard redesign, menus)
* Basic equipment (thermal flasks, simple food prep tools)

o Small marketing push (social media + local partnerships)

5. Reposition the Brand
This is CRITICAL.

From:
“Nice independent coffee shop”

To:

“A place to slow down, learn, and reconnect.”

N

+  Ask anything
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Based on this case study, my innovative idea to improve the business is
to integrate educational technology with an extended service offering
after 5 p.m. This would include a menu of non-alcoholic, decaffeinated
beverages alongside healthy, simple meals with vegan option. The
objective is to create a relaxing and wellness-oriented environment that
can serve as a healthy alternative to a dinner while also promoting
learning and personal development.

Your idea is actually very strong—and more importantly, it directly addresses several of the core problems in

the case. But to make it truly viable and impactful, it needs to be sharpened strategically.

Let's break it down.
N

©

+ Ask anything
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. Your Core Idea (Refined)

Evening transformation (after 5 p.m.) into a “wellness + learning café”

* Decaf / non-caffeinated drinks

* Healthy, simple meals (vegan included)

* Educational / personal development experiences
* Calm, intentional atmosphere

& Inshort: from coffee shop — evening learning & wellness hub

Why This Idea Fits the Case PERFECTLY

1. Solves declining differentiation

Seren Coffi became “just another café.”
Your idea:

o Creates a clear identity
* Moves away from price competition
* Builds a purpose-driven niche

D Ve cnietie b il

+  Ask anything
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2. Uses existing strengths

The café already had:
*  Poetry nights
¢ Language exchanges
* Community vibe

« You're not changing direction—you're evolving what already worked

3. Fixes evening underperformance

They struggled with:

*  Weak footfall justification for longer hours
o Staff inefficiencies

¢ Your idea:
* Makes evenings a destination, not dead time

* Increases revenue per customer

4. Aligns with customer values

Customers cared about: N

* Fairness

+ Ask anything
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7. Fix the Brand Positioning (This is EVERYTHING)

Your version = good idea
This version = clear identity

New positioning:
“Seren Coffi is where Cardiff comes to slow down, think, and connect.”

Not:

* Not cheapest
* Not fastest
* Not trendiest

« But most meaningful

. The £2000 Master Plan (Smarter Version)

Instead of general spending:

High-impact allocation:
® £600 — lighting + atmosphere (huge perception shift)
® £400 — printed materials (ritual cards, menus, ses<ion prompts)
* £500 — initial food setup (simple prep system)

® £500 — launch campaian (“The Evenina Reset")

+ Askanyt
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* Fairness

* Community

* “Doing things properly”
¢ You add:

*  Wellness

* Learning

* Intentional living

That's a natural extension—not a contradiction.

A. Key Risks in Your Idea (and How to Fix Them)

Risk 1: Too broad = unclear offer
“Educational technology + wellness + food” can become confusing.
Fix:
« Focus on a clear concept name
Example:
* “Evening Reset @ Seren Coffi"

e “Slow Evenings” N
® “Learn & Unwind Café”

+ Ask anything
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4. Radical Simplicity in Food (Stronger than your version)

Your idea had meals — good. But we go further:

& "3-ltem Menu Strategy”

* 1soup
* 1 grain bowl!
* 1 rotating vegan dish

« Benefits:
* Lower costs
® Faster service
o Less staff pressure

* More consistency

This directly fixes their operational chaos.

5. Use Community as the “Staff Multiplier”

They couldn't hire more staff.

Solution:

¢ Community-led programming N

* Regulars host sessions

+  Ask anything
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 Feels human, premium, and aligned with the café’s soul

2. Add a Signature Experience (THIS is key)

Right now, your idea is flexible—but not memorable.
Add one flagship concept:

. “Quiet Hour + Shared Table”

Every evening includes:
* 45 min quiet focus (reading, journaling, learning)
* 45 min optional social discussion
( This becomes:
e Aritual
* Areason to return
* Abrand identity

3. Introduce Time-Based Pricing (Game changer)
N

Instead of only selling food/drinks:

+ Ask anything
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* Includes 1 drink per visit

« Solves:

* Revenue volatility
e Customer retention

o Community building

3. Redesign the Evening Menu (Simple + High Margin)
Drinks:

* Herbal infusions

e Golden milk

* Hot chocolate (premium cacao)

* Decaf coffee
Food:

* Soup + bread
* Grain bowls

* Vegan wraps
¢ Healthy + cheap to produce + aligned with brand
N

2
+  Ask anything
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