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Executive Summary 
The following report shall focus on the issues and the challenges faced by the Seren Coffi. It shall also focus on the innovative solution that the company can implement in order to bring back its stability and growth. Seren Coffi indicates an addition to its non-capitalist innovation model through the implementation of Infinite Sip, a tier-up for its digital coffee subscription, using a lightweight, cutting-edge web application. In terms of making this strategy viable, the leadership team of the café can deploy tactics in terms of weakening the restraining forces rather than simply pressuring the driving forces to develop changes.
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Introduction to Organisation and Issue
As referred to by Guzik, Byrge and Gilde (2023), creativity can be defined as the generation of unique and imaginative ideas. While, according to Camilleri et al. (2023), innovation refers to the successful implementation of the creative ideas to create practical as well as measurable value. The challenge includes the difficulty in integrating the innovative idea within the system due to several factors such as inadequate resources and funding.  Seren Coffi is one of the independent as well as the ethically driven, coffee shops, which is located near the old docks in Cardiff, Wales. The company is being founded on the principles of community, along with maintaining fairness and transparency (Taken from the case study). 
However, Kero and Bogale (2023) demonstrated that the internal issues and challenges can reduce the operational capability of a company. Thus, as cited by Saeed et al. (2023), it is necessary for an organisation to analyse and identify the issues and take necessary actions to mitigate them. This can help the company to maintain its smooth workflow. The primary issue lies in the severe cash flow and operational crisis that has left the business structurally breakable. Besides this, Seren Coffi is suffering from increasing energy costs along with the poor building insulation. It also faces problems due to the broken and unreplaced grinder, and an espresso machine that significantly needs changes and renovation (Taken from the case study).

Critical Analysis of Creativity and Innovation, and the Issues
The operational decline of Seren Coffi shows the systemic friction between the fundamental creativity along with the community-led innovation, and the rigid growth demands of the capitalist business models. Thus, as cited by Orts, (2023), the capitalist business models can be defined as the frameworks that are being driven by the private ownership, competitive free markets, and the fundamental goal with the aim and objective of maximising the profit margins. On the contrary, as referred to by Chari (2024), the limitation of this model lies in the systemic wealth inequality, with the worker exploitation and also the severe environmental degradation, and market instability. 
Based on the issue, the company can use the conventional capitalist response, as it is demonstrated by the hospitality group's predatory acquisition proposal. As a result, it can also use it to enforce its brand consistency along with improving its bulk purchasing, enhancing the menu standardisation, and focusing on the centralised governance. Therefore, this standard growth model can severely suppress the organic creativity that gave Seren Coffi its competitive advantage. Therefore, by converting the distinct and the values-driven social spaces into more standardised and homogenous commodities, the venture can attract a large number of customers. 
Thus, the collective governance framework of Seren Coffi represents an alternative as well as the non-capitalist innovation model. Besides this, it is being built on the democratic as well as the slow-paced alignment. However, the under competitive market pressures, this model risks operational unresponsiveness. According to Bari, Chimhundu and Chan (2022), it is necessary for the organisation to analyse its competitors along with the external environment in order to ensure its long-term sustainability.

Innovation with links to the 4 P’s of Innovation
The model that can be used by the company can include the capitalist mechanism that involves a contractual lock-in subscription model. Therefore, Lindström, Maleki Vishkaei and De Giovanni (2024) described that one advantage of the subscription model is that it replaces the one-time purchase with a certain periodic payment for the ongoing access to the services. Alternatively, on the contrary, as mentioned by Shukla, Kumari and Thakur(2025), the subscription model can be seen as a risk for the users. Therefore, in order to turn around Seren Coffi without altering its leadership along with not changing its supplies or adopting a capitalist scale, the available amount it can use to transform into a practical innovation framework. 
[image: Model 4 Ps of innovation (Source: Bessant & Tidd, 2013) ]
Figure 1: 4P’s of Innovation
(Source: ResearchGate, 2026)
Jacobson et al. (2026) stated that the 4Ps of Innovation can be defined as the framework that categorises the business change into four components: Product, Process, Position, andParadigm. In order to overcome the different financial strain, Seren Coffi needs to adopt the 4 Ps of Innovation. Thus, this can help the company to regain its stability and maintain resilience in the long run. 
Product Innovation: The company can introduce its high-margin items, such as specialty brewing kits along with offering vegan options to its customers. It can help the venture to drive up the average order values.
Process Innovation: Seren Coffi can take initiatives to streamline its inventory, along with reducing the waste by utilising modern Coffee Shop POS (Point of Sale) Systems. It can help in having the exact stock tracking.
Positioning Innovation: The brand must reposition itself as the premium one while also providing a convenient workspace or remote-worker hub. Apart from that, it can also offer reliable WiFi to attract regular and repeat customers. This initiative can help them to improve their customer base. 
Paradigm Innovation: Hence, the transition from a traditional model to an integrated digital experience with the subscription models and Coffee Subscription can significantly improve the condition of the venture. However, the challenge includes the difficulties in integrating the subscription model and ensuring the required resources and capital for the change.

Creativity Process and the Context/Situation
Business Model Canvas
Key Partners
App software developer
Payment gateway provider
Wholesale dairy and coffee bean suppliers
Key Activities
Software management 
In shop operations
Cross-selling and merchandising
Value Proposition
Predictable and frictionless coffee budgeting
Guaranteed recurring revenue
Psychological triggers and turned routine optimisation
Customer Relationships
Automated contractual lock-ins
Gamification systems
In-store touchpoints
Customer Segments
Remote workers and daily commuters
Local coffee enthusiasts
Inattentive subscribers
Key Resources
Automated software stack governing payments
Premium ingredients
A barista team
Channels
Progressive web apps
In-café point of sale
Hyper-local digital ads
Cost	
Software set-up
Cost of goods sold
Payment processing fees	
Revenue Streams
Tiered subscription revenue
Pure profit breakage
High-margin impulse cross-sales
Findings from the BMC
The model has helped understand how the solution may offer better opportunities for the business, while ensuring that its governance and ethics are not harmed in the long term. From the business model canvas, the creative idea has been deemed feasible, with an emphasis on identifying the current characteristics of the solution for Seren Coffi.
SCAMPER Technique
Substitute
The shift can be based on substituting per-cup transactions with a predetermined monthly fee for selling coffee as a physical commodity, which can now be sold as a contractual digital utility.
Combine
The thought process in this was that the café has diverse elements, such as an underutilised physical space during slow working hours, in addition to a highly price-sensitive local customer base. However, Mohammad et al. (2023) argued that dealing with operational challenges (such as shipment and delivery) may be challenging. Herein, the shift may make use of a combined digital software in the form of a mobile app, with the physical loyalty loop.
Adapt
The shift collaborates with the adoption of the Software as a Service (SaaS) subscription engine in terms of establishing a physical hospitality landscape.
Modify
The thought process has been based on coffee extraction amounts, which is the greatest hidden asset of the café, but may be currently underutilised as a result of low transaction volume. This has shifted to daily admin tasks and getting customers through the queue at a rapid pace.
Put to Another Use
The thought process has been based on the high ethical coffee bean inventory of the café, which has been sitting idle during slow afternoon slumps. Based on this, the shift puts to use this idle inventory in terms of serving customer retention assets. Consequently, Dugbartey and Kehinde (2025) outlined that, unlike traditional project management frameworks, agile methodologies prioritise continuous feedback, close stakeholder engagement and interactive development.
Eliminate
In terms of eliminating friction, the thought process has been based on updating physical chalkboards regularly, while also managing loose cash registers, which may be time-consuming and exhausting for founders who have already experienced severe burnout. Herein, the shift is based on eliminating the manual payment practice at the point of sale for subscribers. 
Reverse
The thought process has been based on a traditional retail cycle being prevalent, and grouping transactions into a single monthly billing cycle. Herein, the shift may be based on reversing the financial order. However, Boonpracha et al.(2023) argued that coming up with new and innovative ideas within a short span is likely to be challenging.

Critical Evaluation of the Idea’s Viability, Using Lewin’s Force Field Analysis
As defined by Lemmettylä and Kinnunen (2025), Lewin’s Force Field analysis is responsible for evaluating the balance between driving forces (pushing for growth and change) and restraining factors (obstacles threatening viability or blocking innovation).However, Kump (2023) argued that the model may be too generic.
Driving Forces
Lock-In Against the Nearby Chain: Seren Coffi can underline its aggressive loyalty apps and major discounts; instead, this subscription can directly counter such threats by utilising a sunk-cost fallacy. Customers who are likely to pay upfront are expected to bypass competitors.
Monthly Recurring Revenue: This may offer Seren Coffi immediate financial stability while securing predictable revenue generation at the beginning of the month, eliminating unavailability risks. In contrast, Yang et al. (2022) stated that carrying out the different financial market risk management among big data may be difficult for the organisation. As a result of this, it can provide the business more space without the need for relying on emergency capital interventions. 
High Gross Margins on Existing Supply Chain Operations: Coffee extraction operates at a high gross margin, which does not require suppliers to be changed. Herein, this model can help maximise the financial yield of existing ethical and responsible coffee bean supply without altering contracts. In contrast, Borissov (2024) states that there may be resistance to change. Moreover, the trade-off between the resilience and efficiency and a lack of coordination among subsystems can be present.
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Figure 2: Force Field Analysis
(Source: Created by the learner)
Restraining Forces
Community Backlash and Ethical Brand Alienation: As per the information shared by Pavloudakis, Spanidis and Roumpos (2023), Lewin’s Force Field analysis has been proven to be an effective tool in terms of the guidance of the relevant decision-making. Seren Coffi has built its entire brand based on fairness, transparency and community. However, the capitalist mechanisms are designed in terms of exploiting consumer biases such as breakage. In addition to that, for counting on customers to underutilise what they have paid for can be difficult to analyse. This lead to the direct contradiction of the core values of Seren Coffi. Thus, it regulates the feeling of the cafe that has turned to a corporate and positive mindset, while also risking damage to positive image. 
Technical Resistance and Hardware Issues: The cafe has been operating with unserviced espresso machine and a broken grinder. Apart from that, due to the implementation of the subscription plan, it led to the driving up the footfall. This can turn out to be easy, but the increased volume may result in the stress of this unreliable machine. Besides this, there is also a  risk of a complete operational breakdown. As mentioned by Christiansen and Vidskjold (2023), in the scenario of the innovation projects, to end on the schedule on a given budget, while also being successful, can be hard.
Operational Weakness and Capacity: The founders have already been tired, thus it led to the missing of the evening meetings and taking external jobs. However, the introduction of the different new subscription systems demands the management of software while managing and handling subscribers and tracking all the various processes.


Organisational Climate and its Support in Innovation
According to Valentim (2025), the theory of supply and demand describes the process through which the quantities of products and prices are evaluated within a free market. For the chosen solution of the capitalist mechanism of contractual lock-in, which is the Infinite Sip subscription, the strategy will be to launch a tier-up digital coffee subscription by means of a lightweight, advanced web app. The strengths of the theory of supply and demand economic model dictate that prices increase when demand surpasses the supply and decline when supply outstrips the demand, eventually building an equilibrium. For marketing and sales, as observed from the exploration by Eisenreichet al. (2022), the activities will involve driving customer loyalty and foot traffic. 
This will include store ambience, social media presence, local advertising, seasonal menu promotion and loyalty programs. However, as argued from the investigation by Utrilla-Catalanet al. (2022), the limitations to the value chain can increase customer complaints, thereby decreasing the customer retention rates. As debated from the exploration by Lindström, Maleki Vishkaei and De Giovanni(2024), the benefits of the subscription-based model are in stable generation of cash flow that produces recurring and predictable revenue, thereby levelling long-term plans and monetary forecast. However, as deliberated from the examination by Markovich and Yehezkel (2026), a weakness of the subscription-based model can be risks of increasing churn rate and initially higher customer acquisition costs (CAC). As explained by the investigation by Ateljević et al. (2023), a value chain by Michael Porter is an arrangement of activities performed by a business to produce, design, deliver, market, and support the products or services. 
As introduced, the opinions of the value chain at every stage are an opportunity to enhance value for the buyer, thereby building a competitive advantage. For primary activities, as discussed from the research by Utrilla-Catalan et al. (2022), Seren Coffi’s inbound logistics will include raw material procurement by including the sourcing of roasted and green organic coffee beans, syrups, dairy and milk products, and packaging. In operations, the fundamental day-to-day business for the company will encompass grinding, baking pastries, steaming milk, brewing, and handling the point of sale (POS) systems. For the outbound logistics, as debated from the investigation by Kowalkowski and Ulaga (2024), the last mile delivery of the final product for the coffee shop will primarily be centred on the in-store experience of the customers. 
For service, as experimental from the examination by Kerschbaumer et al. (2023), the after-sales care, along with customer retention, will be involved in solving customer complaints, by safeguarding a relaxed seating setting, and providing fast Wi-Fi, thereby sustaining cleaner facilities to boost repeat visits. In terms of external climate, the industry factors of competition for Seren Coffi can be Costa Coffee, Ozone, North Star and others (Saxon, 2026). On the other hand, for support activities, as claimed from the analysis by Kohnová and Salajová (2023), the procurement will involve sourcing of the physical assets along with the non-coffee products. For human resource management (HRM),the staffing of the shop will involve hiring and training baristas in coffee-making and customer service, and handling the shift schedules. For technological progress, as discussed in the study by Noushad Yashanet al. (2024),employing digital tools will help to rationalise operations. This will incorporate digital POS systems, automated loyalty apps, inventory tracking software, and digital menu boards. However, as argued from the exploration by Valentim (2025), a weakness of the theory of the supply and demand economic model is the failure to justify correspondence to the real-life market imperfections, and the inability to clarify anomalies.


Conclusion
It can be concluded that the report discusses the creativity, innovation and the issues with inflexible growing demands of the capitalist business models within Seren Coffi. From the governance framework of Seren Coffi, it signifies a substitute for the non-capitalist innovation model by the adoption of an Infinite Sip subscription as a tier up for the digital coffee subscription with the resources of a lightweight advanced web application. Apart from that, it also provides a guarantee for a predictable revenue for the business. Besides this it also provides consistent updates for the consumer. As a result of its overextension and better analysis of the market, it can help to provide better financial forecasting and data for the business. 
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Despite the strong brand authentication, excellent community goodwill, and high product demand, the business Seren Coffi is still failing operationally and financially as of January 2026.A significant rate of customers can automatically increase the sales and revenue of the company (Pookandy, 2023). This can bring back the financial stability and sustainability of the firm. Furthermore, I believe that the capitalist systems also prioritise the profit maximisation and the cost internalisation. As a result of this, it can frequently force ethical businesses into a more structural inconsistency. Therefore, when the climate pressures and supply chain alliances have remain affected in the commodity pricing, along with the standard corporate strategies favouring. It can also lead to the product being downgraded, along with the reduction in the optimisation of the supplier chains. Conversely, as mentioned by Esan, Ajayi and Olawale (2024), an organisation committed to the radical transparency and fair-trade principles cannot adopt these methodologies without compromising its fundamental ethics.
Apart from that, as per the solution provided by the generative AI, the business must distinguish and separate itself by prioritising the local sourcing, along with giving equal prominence. In addition to that, it can also take initiatives to create direct ties with the ethical coffee cooperatives. Since the company faces several issues, such as the internal fatigue of the venture, which has intensified due to the prolonged, consensus-driven meetings. It haddelay all the critical decisions, such as hiring extra staff and other activities. However, due to these issues and challenges, it significantly reduces the optimisation and productivity of the company. Thus, this operational inactivity is being increased by the aggressive competition from a newly opened corporate chain cafe that utilises huge opening discounts and digital loyalty apps. As a result of this, the founders can take different initiatives to address the rising costs and extend the working hours. 
In my opinion, the development lever subscription for the customers can feel a spiritual pressure to get their expense value, by growing the footfall and driving towards a high-margin impulsive consumption, such as high-cost pastries. The capitalist methodology refers to an organised, market-driven method of production, wealth creation and resource allocation. I think the reason is rooted in an incessant reinvestment of capital to produce revenue, it depends on private property ownership, decentralised market competition and voluntary exchange rather than a centralised state plan. The essential practice of capitalism mainly operates by means of numerous unified mechanics, such as profit expansion, with the eventual driver of actions. From my knowledge of economic prospect, the capitalists can advantageously allocate the resources towards the actions that can produce the highest predictable returns on investment (ROI) to collect additional capital. The supply and demand mechanism for the prices for the products, services, and labour is organically determined by the market forces rather than state control. 
According to my managerial skills, this is by managerial ways what it comes to be formed and the ways to acquire it. The wage labour with the division mainly occurs between the owners of the means of production, such as capitalists and entrepreneurs and the ways to sell the labour in conversation for the wages. As per the market competition, I think the company will be eligible to continuously revolutionise, enhance costs, and segregate products to capture customer market share and continue within the competitive landscape. It will correspondingly involve inventory management to safeguard freshness. It is by satisfying mobile orders and employing delivery apps locally. This will consist of buying espresso machines, grinders, cups, furniture, and choosing coffee roasters along with the farm cooperatives. For infrastructure, the introductory management for the business will comprise accounting, store leasing, legal compliance, rent management, and a complete business strategy.
On the contrary, without sufficient footfall, it also leads to staff outnumbering the customers multiple. Consequently, the founders are experiencing severe burnout, thus causing them to take external employment and miss evening meetings. Therefore, as described by Clark and Dixon (2024) in the context to the standard capitalist methodology, the business growth can be measured through scale as well as the cost reduction. Apart from that, as per the solution of the generative AI, it can also include the standardisation, as well as the aggressive market penetration. Since the detailed market dynamics and insights can help an organisation to remain up-to-date with the current needs and requirements of the customers.
On the other hand, as stated by Bregman (2025), the leadership rules state that neither the current founders nor the existing ethical suppliers can be replaced. Therefore, applying the traditional capitalist options and solutions, such as switching to the cheaper mass-market suppliers and adhering to the decision-making power of the founders, is entirely blocked. As a consequence of nurturing innovation within these constraints requires the cross-thinking that shifts the growth from pure capital expansion. Thus, instead of using and leveraging the social capital as well as the community-embedded networks, the company can successfully achieve its sustainability and resilience.
In contrast to generative AI, the paradigm innovation can be the one on which the company can focus the most. As cited by Pascucci et al. (2024), Paradigm innovation can alter the underlying model of the existing processes that an organiser uses and can frame it to improve and develop. As a result, Seren Coffi must shift from being a standard commercial storefront that sells coffee to a community-owned multi-stakeholder community asset. Therefore, instead of only operating as a vulnerable retail outlet, it can extend to a subscription-based community-supported cafe framework. Apart from that, it can also reach the local consumers to purchase their monthly subscription. As a result of this framework, it can reframe the customer from a passive consumer to a more practical and active member. Thus, this can help the company have a stable cash flow along with sustainability.
Using AI has helped me add to the solutions that I have delivered, with an emphasis on highlighting better actions for the innovative or creative idea that I had earlier undertaken. However, as per Ali Elfa and Dawood (2023), it has been a growing concern that AI may soon replace human involvement in creative thinking, leading to a loss of vision and innovation. The shift that I had suggested for Seren Coffi may be based on its magnified value proposition by offering unlimited access. Offering a low-cost batch brew during off-peak hours may cost Seren Coffi monetary losses, incurring turnovers, while turning tables into active and busy spaces at the same time. However, AI has not suggested the consequences of what may happen in case the model fails. In case the new model fails, there may be a risk of communication gaps, with the revenue generated being impacted by issues such as a lack of subscribers, and the risk of the business even going bankrupt. 
Despite the risks and challenges, Seren Coffi may be stuck in an equilibrium with financial benefits perfectly opposed by operational limits and cultural resistance. Seren Coffi can de-escalate brand alienation by reducing restraining forces, while rebranding subscription from the infinite-sip model to a community support registry. However, as per AI, this may allow Seren Coffi to capitalise on consumer habits, such as breakage or inattention bias, in terms of securing pure profit. Merging such tools can create a mechanism capable of securing upfront cash, while also locking out the nearby chain café. According to the insights shared by Donovan (2024), Ma and Huang (2022), and Maverick (2025), cashless models now demand operational strategies, with low operational costs being a hallmark, while needing access to the digital economy. Lewin’s Force Field framework can help Seren Coffi derive the driving and restraining forces when implementing the subscription-based model (infinite sip)in terms of getting their financial worth. 
This may add an extra layer of operational complexity to an already stressed leadership team. However, AI does not take into account this aspect of the solution, which is aimed at eliminating the risk of customers not being available. The solution generated from AI has added more insights, such as enabling the receipt of payment prior to consumption, while securing upfront capital, and turning customers into an immediate source of short-term financing. As observed by Boussioux et al. (2024), organisations have increasingly integrated artificial intelligence (AI) and AI-powered technologies into their work practices, while leveraging computational capabilities in terms of identifying patterns. Subsequently, Levan (2023) agrees that amid the era characterised by rapid technological advancements, conventional problem-solving has been deemed insufficient in terms of addressing such intricate issues.
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Create an innovative plan for launching a tiered digital coffee
subscription via a lightweight progressive web app (PWA) with
Contractual Lock-In (The *Infinite Sip* Subscription) in the company.
Seren Coffi in 1000 words

The “Infinite Sip” Subscription: An Innovative Tiered Digital Coffee
Subscription Launch Plan for Seren Coffi via a Lightweight PWA

Executive Overview

Seren Coffi can differentiate itself in the competitive coffee market by introducing “Infinite Sip', a tiered
digital coffee subscription delivered through 2 lightweight Progressive Web App (PWA). The concept
‘combines convenience, loyalty, predictable recurring revenue, and a contractual commitment model that
rewards long-term customers with increasing benefits over time.

‘The subscription will provide customers with daily coffee allowances, exclusive perks, and personalized
experiences while creating 2 strong retention engine through carefully designed contractual lock-in
‘mechanisms. The lightweight PWA eliminates the need for 2pp-store downloads, making onboarding
frictionless and accessible across devices.
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Vision
The Infinite Sip Subscription transforms coffee purchases from occasional transactions into an ongoing
ifestyle membership.

Core Value Proposition:

“Enjoy your favorite Seren Coff drinks every day, unlock exclusive rewards, and pay less the longer you
stay.”

The program encourages habitual visits, increases customer lfetime value, and creates a direct digital
relationship between Seren Coff an

customers.

1. Subscription Structure

Tier

: Infinite Sip Essential
Price: £9.99/month

Benefits
« 1 standard coffee per day
« Mobile ordering through PWA

« Digital loyalty wallet v
 Birthday reward
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* Digital loyalty wallet
o Birthday reward
« Member-only promotions

Target Audience

o Students

« Casual coffee drinkers
« Remote workers

Contract Option
« Month-to-month
« G-month commitment with 10% discount

Tier 2: Infinite Sip Plus

Price: £19.99/month

Benefits

* Upto2 beverages per day

« Any regular coffee menu item
o Free milk altenatives

* Queue-jump ordering

« Monthly surprise reward

Target Audience
o Daily commuters
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Target Audience
«  Daily commuters
«  Office workers
o Frequent café visitors

Contract Option

« 12-month commitment
« Reduced monthly pricing
« Ppriority customer support

Tier 3: Infinite Sip Elite

Price: £34.99/month

Benefits

* Upto3 beverages daily

o Premium coffee selections

o Free size upgrades

« Guest drink once weekly

o Early access to seasonal products
« Invitations to tasting events

Target Audience

o Coffee enthusiasts
* Professionals
o Brand advocates
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Contract Option

 12-24 month commitment
o Highest savings
* Exclusive VIP experiences

2. Contractual Lock-In Strategy

‘The contractual lock-in must feel beneficial rather than restrictive.

The Loyalty Escalator

Benefits improve over time:

Month 1-3
«  Standard subscription benefits

Month 4-6

* Bonus reward credits
* Exclusive menu access

Month 7-12
« Enhanced discounts
o Free seasonal beverages

Year 2+

«  Legacy Member status v
o Permanent pricing protection

4 Upgr
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This approach creates psychological switching costs because members lose accumulated status and perks if
they cancel.

Freeze Instead of Cancel
Allow subscribers to:

« Pause memberships for up to 60 days
o Preserve loyalty status
« Resume without penalties

“This reduces chum while maintaining customer goodill

Digital Reward Vault
Members accumulate:

* Coffee credits

« Surprise vouchers

« Experience rewards

Rewards unlock only while the subscription remains active, encouraging retention.

3. Lightweight PWA Architecture
The PWA should prioritize speed and simplicity.
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The PWA should priritize speed and simplicity.
Key Features.

One-Tap Sign-Up
Users can:

«  Register with email
« Use Google or Apple login
« Begin subscription within minutes

Home Screen Installation

Customers can install the 2pp directly from their browser without visiting an 2pp store.

Benefits:

o Faster adoption
« Lower development costs
* Cross-platiorm compati

Digital Membership Card

The PWA generates:
QR code membership ID
« Subscription status

« Available drink balance v

‘Staff scan the QR code at checkout for instant redemption.
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Offline Functionality
The PWA stores:

« Membership credentials
* Recentorders
«  Digital card access

“This ensures usability even during connectivity disruptions.

Performance Targets

« Under 2-second loading time
o Less than 1 M8 inital payload
« Mobille-frst design

« Accessibiity compliance

4. Personalization Engine

‘Customer data should power highly relevant experiences.
Smart Recommendations

The PWA tracks:

« Favorite drinks v
o Visit freauency
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o Favorite drinks
o Visit frequency
« Purchase times
The system recommends:
 Newbeverages
« Seasonal tems
« Upsell opportunities

Al-Powered Coffee Companion
A simple conversational assistant can:

« Suggestdrinks

« Explain flavor profiles

« Recommend food pairings

« Notify users of rewards

increases engagement without requiring 2 complex application.

5. Launch Strategy

Phase 1: Founding Member Program

Duration:
4weeks \J
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Objectives

Create exclusivity and gather feedback.

Incentives

Founding members receive:
«  Locked-in pricing

«  Special digital badge
« Extra reward credits

o Early access to features

Target:
500-1,000 early subscribers

Phase 2: Public Launch

Marketing Campaign

Theme:

“Your Coffee. Unlimited Possibilities.”
Channels:

« Sodal media
o Email marketing
o In-store signage
*  QR-code posters
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* In-store signage
* QR-code posters
* Local influencers

Referral Campaign
Members receive:

o Free beverages
« Reward points
o Tierupgrades

for every successful referral.

This creates organic subscriber growth.

6. Gamification Framework

‘Gamification increases engagement and retention.

Streak System
Rewards for:

o 7-dayvisit streak
o 30-day streak
 100-day streak
Examples:
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Digital Achievement Badges
Examples:

« Espresso Explorer

« Flat White Fanatic

+ Morning Regular

« Elite Sipper

Badges encourage continued participation.

Community Challenges
Monthly events:

o Ty three new drinks

o Visit during off-peak hours
« Bringafriend

Successful completion unlocks bonuses.
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7. Revenue Optimization

Predictable Recurring Revenue

Subscriptions generate stable monthly cash flow.
Benefits include:

« Improved forecasting

Incremental Purchases
Subscribers often purchase:
o pastries

o sandwiches

o Premium beans

* Merchandise

The PWA should promote complementary products during checkout.

Dynamic Upselling v
Examples:
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Dynamic Upselling

Examples:

* Upgrade from Essential to Plus
« Upgrade from Plus to Elite

« Add family member plans

Personalized upgrade prompts increase average revenue per user.

8. Data and Analytics
The PWA should track:

Customer Metrics
o subscriber growth
o Adive users
o Chumrate
« Tier distribution

Operational Metrics

« Drink redemption rates
o Peak usage periods

o Store-level performance

incial Metrics
* Monthly recurring revenue (MRR) v
e Customer lifetime value (CLV)
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« Customer ifetime value (CL¥)
* Acquisition cost (CAQ)

Real-time dashboards allow management to optimize performance continuously.

9. Risk Management

Overconsumption Controls
Implement:

« Minimum redemption intervals
«  Daly beverage limits

o Fair-use policy

These measures protect profitability.

Fraud Prevention

use:

+ Dynamic QR codes
«  Device verification

« Account monitoring
«  Redemption logging
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Compliance
Ensure:

« Transparent subscription terms

«  Data privacy compliance

« Consumer protection adherence

« Clear cancellation and pause policies

10. Future Expansion
‘Once adoption s established, Seren Coff can extend Infinite Sip through:

Corporate Memberships

Subscriptions for businesses and remote teams.

Family Plans

Shared drink allowances across households.

Coffee-at-Home Bundles

Monthly bean deliveries integrated with subscriptions.

Partner Ecosystem

Benefits from local retailers and co-working spaces.
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Subscriptions for businesses and remote teams.

Family Plans

Shared drink allowances across households.

Coffee-at-Home Bundles

Monthly bean deliveries integrated with subscriptions.

Partner Ecosystem

Benefits from local retailers and co-working spaces.

Conclusion

The Infinite Sip Subscription positions Seren Coffi as 2 digitally enabled, customer-centric coffee brand. 8y
‘combining a lightweight PWA, tiered memberships, loyalty-driven contractual commitments, personalization,
and gamification, Seren Coffi can create 2 powerful recurring-revenue model while deepening customer
engagement. The strategy tums daily coffee consumption into an ongoing membership experience,

reasing retention, boosting lfetime value, and establishing a susteinable competitive advantage in the
‘modern café market.
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