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Unit 1 notes:

Daniel Pink’s book A Whole New Mind (2005) talks about how innovation is becoming more important today and why it's essential as the world keeps changing. In the past, only people with certain specialized skills could innovate, but now, it’s something everyone can do.
What makes humans different from machines is our ability to recognize patterns between things that seem completely unrelated. Take the microwave, for example—Percy Spencer invented it after noticing a chocolate bar melting near one of his radar machines.
Think about how things like computers and smartphones have changed the world. For instance, fewer people are dying from natural disasters now, and women are getting the same level of education as men.
Throughout history, there have been four major industrial revolutions. The first one was when machines started replacing human labor in areas like heating homes with coal instead of firewood. The second revolution brought electricity, changing everything—now homes had electric heat, and things like telephones and wireless communication started to take off. The third revolution was all about computers and communication, which automated production and changed how we worked and lived. The fourth revolution, the one we’re in now, is driven by technology—things like genome editing and AI are becoming part of everyday life.
Technology is changing the way we live, from self-driving cars to robots that can think. These changes are shaking up industries and economies, and things like blockchain (which powers digital currencies like Bitcoin) and the Internet of Things (with devices like smart home systems and fitness trackers) are playing a big role.
Creativity is a huge part of who we are, but only about 25% of people feel like they’re living up to their creative potential. Many thinks creativity is something you’re born with, or only for artistic things like music and dance. But sometimes the reason we don’t feel creative is because we’re taught that mistakes are bad, when in reality, mistakes are just part of the creative process. Embracing mistakes as part of learning can help you grow your creativity.
Topic 2: How to Solve a Problem
One thing university teaches you is how to develop your creativity, and this skill is going to be super important for the future. If you’re feeling stuck or uncreative, it can make you feel kind of dumb or scared to try new things, which just makes you avoid creative tasks. But trying something new and creative, no matter how good you are at it, can really improve your mood and overall well-being. The key is just getting hands-on with something new.
Having good mental health is so important for your university experience, and being creative can really help with that. And sometimes, rediscovering the joy of play—something we tend to lose as we get older—can make a huge difference. Adults who make time for play tend to be more productive, creative, and just generally happier.
Games—especially learning and serious games—are also becoming more popular in education. These games not only help with learning but can also improve cognitive skills and boost your mood.
Despite all the good things creativity brings, a lot of people still hold back because of fears—whether it's fear of stepping out of their comfort zone or a lack of confidence in their ideas.
Research Philosophy
Your research philosophy is how you approach collecting and analyzing data, and understanding this is important when doing research. It shapes how you interpret what you read and how you carry out your own research. Everyone views the world differently, so understanding your own philosophy helps you see how others might approach things in their own unique ways.
Topic 3: Known Knowns
When you do research, you’re basically trying to uncover things you don’t know and make sense of them. "Known knowns" are things you’re certain about, like counting how many people are in a room. "Known unknowns" are things you know about, but you don’t have all the details. "Unknown knowns" are things you understand but might not be consciously aware of, and "unknown unknowns" are things you have no idea about at all. These categories are helpful for figuring out what you still need to investigate during your research.
Databases are awesome for finding reliable information, like Google or academic resources at your university library. Using trustworthy sources will help you create solid, credible work.
When doing research, it’s super important to figure out which information is accurate. Google is quick and easy for finding info, but it’s not always reliable or well-organized. Library resources, on the other hand, are curated and tend to be more trustworthy.
Keywords are essential for narrowing down your search—kind of like hashtags on social media. Using the right keywords helps you find the right research materials. Sometimes keywords are multiple words that mean the same thing, or a single word can have different meanings depending on the context.
"Analysis paralysis" happens when you get stuck going in circles without making any real decisions. One way to get past it is by creating a concept map, which helps break things down into smaller, manageable parts. Concept maps are different from mind maps because they start at the top and work down, giving you more structure. They’re great for organizing your thoughts and staying focused during research.
Topic 4: The Problem is
Research can feel overwhelming because there’s just so much information out there. That’s why it’s important to choose a topic that interests you and keep your search focused. The goal is to find a research question that isn’t easily found on Google and that addresses a gap in what’s currently known.
Picking a subject, we care about makes the research process a lot more enjoyable. It should also be specific enough to tackle in a set word limit and relevant to your field of study.
A hypothesis is a statement you can test to see if it's true or false. It suggests a relationship between two things—like an independent variable (something you can change, like the make and model of a car) and a dependent variable (something you observe, like comfort or engine size). A good hypothesis will let you test whether there’s a link between the two, like if cars with better fuel economy are more likely to be purchased by families who drive long distances.
Feedback is super valuable for growth. It’s normal to feel a little down when you get feedback telling you something didn’t go quite right, but it’s an opportunity to improve. Learning to accept feedback—even when it stings—is key. Sometimes feedback might not be relevant, but it’s always worth listening and using it to get better.




Unit 2
Topic 1: Choosing the Right Approach
Research is something we all come across, and there are three main ways to approach it. The first one involves looking at what’s already out there and connecting it to real-life situations. The second is about observing things firsthand, and the third is about drawing conclusions based on reliable results.
The point of research is to find new ideas that can help us understand or predict what’s going to happen. When doing research, it's super important to build a strong argument based on the info you've gathered and explain why your conclusions make sense. The goal is to convince both yourself and your audience that your reasoning is solid. There are two main types of reasoning in research: deductive and inductive. Deductive reasoning starts with a general idea and narrows it down to a specific conclusion, while inductive reasoning starts with specific cases and expands to general conclusions. Both have their downsides. Deductive reasoning can be affected by biases, and general rules don’t always fit every situation. Inductive reasoning can lead to mistakes if the patterns you see aren't actually correct.
A research question is key to focusing your work. You can break it down into four steps: first, pick a broad topic you’re interested in. Second, do some research to learn more about it. Third, narrow it down to something more specific. Finally, refine it to find the exact problem you want to explore. A well-thought-out research question is important for keeping your research focused. Make sure it’s clear, specific, and that it fits the type of research you're doing while considering who will be reading it. Don’t rush this step—take your time to figure out exactly what you want to achieve with your research.
There are two main ways to collect research: quantitative and qualitative. The quantitative approach focuses on numbers and facts, while qualitative research uses open-ended questions to dig deeper into ideas. If you want to test something or confirm a theory, use quantitative methods like surveys or experiments. If you're trying to get a better understanding of concepts or perspectives, qualitative methods like interviews or focus groups are the way to go.
Topic 2: Finding a Needle in a Haystack
Data is being gathered around us every day, whether it's from speed cameras on highways or loyalty cards at stores. Collecting data for research might sound intimidating, but there are lots of methods out there, some of which you may already know. Surveys are a great tool for data collection, and they let you ask open or closed questions to figure out whether a quantitative or qualitative approach is better for your project. Interviews are another structured way to gather insights about people's beliefs, values, and attitudes.
The Hawthorne Effect, which was observed in a 1920s experiment, shows that people change their behavior when they know they’re being watched.
In the UK, the Office for National Statistics runs a nationwide census every ten years, interviewing adults across the country. It’s a big project that provides valuable data for the government, businesses, and researchers.
When you’re collecting data, you need to think about how many data points are enough to make your sample reliable. You should also be aware of the limitations of your data collection methods and make sure to explain them in your research.
For qualitative research, like interviews, you usually only collect data from a small group of people. This could be due to time or resources, or because only a few people have the relevant experience for your study. When choosing participants, it’s important to know the different methods available to limit the scope of your research to suit smaller samples. Some common sampling methods include typical case sampling (using a typical example, like child poverty) or snowball sampling (where participants recommend others with similar experiences).
Quantitative research also comes with its own set of challenges. For example, results might be limited by how many people respond to your survey or how many outcomes you can actually test. Techniques like systematic sampling (where you choose participants at regular intervals) or cluster sampling (where you break the population into groups) can help with these issues.
Research can also vary depending on your goal. For example, if you're trying to understand cause-and-effect relationships, you might collect quantitative data while manipulating a variable to see its effects. Or, if you're studying group characteristics, you might use surveys to gather both quantitative and qualitative data from respondents.
Topic 3: Creative Solutions
When starting a new research project, there are a bunch of tools out there to help you get creative and overcome that fear of coming up with new ideas.
The Torrance Test, created in the 1960s, is one way to measure creativity in children. It’s sometimes called Maslow’s Hammer because it’s based on the idea that if you only have a hammer, everything looks like a nail. This shows how cognitive biases can limit creativity and make us approach problems in a narrow way.
Cognitive bias is when we use mental shortcuts to make decisions quickly, but sometimes these shortcuts lead to poor choices. For example, if you think a hammer can only be used for nails, it’s going to stop you from thinking of other ways to use it. To avoid this, psychologist Daniel Kahneman (2013) suggests “slow thinking”—slowing down to avoid jumping to conclusions.
When it comes to creative thinking, two main approaches are often used: convergent thinking and divergent thinking. Convergent thinking is about narrowing down ideas to find the right solution, using facts and existing knowledge. Divergent thinking, on the other hand, encourages coming up with as many ideas as possible, leading to more unexpected solutions. This often happens during brainstorming sessions, where the goal is to think outside the box. However, divergent thinking isn’t always ideal in situations that require more focused decision-making, so use it wisely.
To keep innovation flowing, it’s helpful to find a balance between convergent and divergent thinking. Convergent thinking helps narrow things down, while divergent thinking opens new possibilities. A tool that works well for convergent thinking is SWOT analysis, where you evaluate options based on strengths, weaknesses, opportunities, and threats.
People are naturally drawn to action, so sometimes planning and preparation can feel like they’re getting in the way. But skipping these steps can add stress when facing tough problems. A helpful way to tackle a problem is to break it down into four simple questions: What’s the problem? Who is affected? Where does it happen? Why does it matter? These questions can reveal things you might miss in a typical problem-solving process.
Topic 4: Creating Value
These days, the word "value" gets thrown around a lot, but we don’t always know what it really means. While value is often linked to money—like how much a rare item costs—it can also mean something more personal or sentimental.
In the 1980s, the phrase “greed is good” became popular, suggesting that people mostly act out of self-interest and that selfishness leads to success.
Value is a complex idea that balances both selfish and selfless elements. It can be thought of in five dimensions: enjoyment value (how much pleasure it brings), social value (how it helps others), economic value (its monetary worth), influence value (how it increases power or leaves a legacy), and harmony value (how it contributes to overall balance).
The sustainable development goals, set in 2015, are 17 objectives aimed at creating a more sustainable world by 2030. These goals focus on issues like poverty, hunger, and education and aim to improve overall societal value. When making decisions, it’s important to think about how value is created—many people still equate value with the price of goods and services, but there’s more to it than that.
Humans are naturally good at creating value, but it’s not always as easy as it sounds. We’re good at managing money, influence, and happiness, but creating value in other areas of life can be a lot more complicated.
Entropy is the term for disorder, and it affects almost everything, from cleaning to fixing things. Scientists first noticed it when they saw that energy in machines often leads to waste. Entropy shows that no system is perfectly efficient, and some energy or effort is always lost. But understanding entropy helps us improve and maintain the value of what we create, and using different approaches is key to maximizing the value we bring to work and society.

Unit 3 
People often use pronouns such as ‘most’ ‘least’ and ‘few’ to assist their viewpoints. Although, in research, these terms may cause a weakness in their credits of your arguments. This is very common, making it vital to be specific. 
This research will likely have statistics and more accuracy, this will make it more effective. Statistics and research help predict future trends and explain situations that are currently happening or even describe past events. Having a firm starting point in basic statistics is valuable for academic research and professional. As well as success. 
Interferential statistics and research help us int5erpret data by creating conclusions about the present or making predictions about the future. This type of analysis takes an abductive approach as it does kind of create an informed ‘guess’ 
Such estimation can make some people skeptical. Mark Twain is famously paraphrased as saying, "There are three kinds of lies: lies, damned lies, and statistics" (Twain et al., 2010, p. 228). It is this predictive nature of inferential statistics that often gives the field a negative reputation.
However, making guesses in research is necessary because gathering data from an entire population is often too hard, even impossible. 
Sure, here's a more casual, less formal rephrasing of the text:

When we pick a sample, it’s always going to be smaller than the whole population, so there's always going to be some error. To keep things clear for our audience, we must be upfront that what we’re finding is just an estimate—after all, that’s what "statistic" means.
But we need to be careful. Take these examples:
· If a survey of 100 people says only 5% have a criminal record, can we really say that "most" people are good?
· If a study shows that Shakespeare plays cost, on average, twice as much as movies, can we really conclude anything solid from that?
As we’ve said, quantitative data is all about numbers, but a lot of people get nervous about dealing with numbers because of math.
But math is useful because it helps us make our arguments more precise. The good news is you don’t need fancy math skills to do quantitative research—basic math will help you find patterns in the data.
One of the simplest ways to summarize numbers is by finding an average, which shows the middle point of the data.
There are three main types of averages: mean, mode, and median. The meaning is the most common—it’s just the total of all values divided by how many values there are.
Humans tend to take the easiest route to get stuff done. So, we often skip over parts of a page and don’t read everything.
Eye-tracking studies show that people from Western cultures typically scan content in an "F" pattern—two horizontal scans and then a vertical one. In Eastern cultures, where people read right to left, they follow a flipped version of that.
Our brains are super advanced and can process a lot of info fast. To avoid overload, we subconsciously use rules to prioritize what we take in.
By understanding these rules, we can design charts and present data in ways that make it easier to read and understand.

Unit 4: Topic 2 – There’s a theme here
Qualitative research is about collecting and analyzing data, often through open-ended interviews, focus groups, or just watching people in action. This data isn’t numerical.
The goal is to dive deep into people's stories, experiences, and viewpoints to really understand the subject.
Qualitative research looks at things more deeply and, in more detail, than quantitative methods, capturing context that numbers can miss.
However, Cases et al. (2005) pointed out that evaluating qualitative research often depends on gut feeling rather than universal standards. So, evaluations can vary depending on who’s doing the assessment.
Data Collection This is when we gather data, using methods like interviews, focus groups, and so on.
Reading and Re-reading the Data At this point, you "code" the data to find recurring or important themes related to your research question. This breaks down the data into smaller chunks through theme analysis.
Interpreting Findings Here, you look at the data and figure out what the themes mean.
For this section, we’re focusing on two steps:
· Reading and re-reading the data.
· Interpreting the findings.
Thematic analysis is a common way to find patterns in qualitative data. Sometimes the themes are obvious, but other times, you need to dig a bit deeper to find them. This method works for a wide range of research questions across many fields.
When you do thematic analysis, it’s super important to represent the data and the participants’ perspectives as accurately as possible, whether it’s from interviews, focus groups, or other sources.
Also, many researchers find that using software to analyze their data saves time. It helps organize everything and lets them focus more on interpreting the findings. But not everyone likes using software. Some researchers feel like it takes too long to learn, or they think some software focuses too much on quantity rather than getting deep into qualitative insights.

Unit 4: Topic 3 – Succeed or fail
What a lot of people don’t realize is that even big wins often have some failures mixed in. Failure is seen as a taboo in our culture, but it’s actually a huge opportunity to learn, even though it’s often ignored.
For instance, Thomas Edison invented the light bulb after failing 10,000 times. But he didn’t see it as a failure. He said, "I haven’t failed. I’ve just found 10,000 ways that won’t work" (Lathrop, 1890). He also pointed out that, "Many of life’s failures are people who didn’t realize how close they were to success when they gave up."
And even recently, it took 5,127 tries to get the Dyson vacuum just right.
In her best-seller The Top Five Regrets of the Dying, Bronnie Ware shares the most common regrets people have before they pass away. Looking at her list, it seems like many people spend their lives chasing after a version of success they regret later.
Here are the top five regrets:
· "I wish I had the courage to live a life true to myself, not the life others expected of me."
· "I wish I hadn't worked so hard."
· "I wish I had the courage to express my feelings."
· "I wish I had stayed in touch with my friends."
· "I wish I had allowed myself to be happier."
According to Emerson and Bronnie Ware, success isn’t just about getting rich or hitting specific goals. It’s about having a better, deeper understanding of life and its journey. To truly succeed, we need to care for ourselves, value others, and receive their recognition in return. It’s all about our well-being and the well-being of our communities.
Social and personal expectations shape how others see us and define our success. Often, these judgments aren’t based on a full understanding of the situation.
It’s common to hear that success is just another way of describing good luck—being at the right place at the right time. This connects with Christian Busch’s "serendipity" theory, which says there’s a skill to recognizing opportunities and having the guts to act on them.
People have different views on success based on their own experiences and how they see the world. When we think about success, we should consider both social and personal views.
Success is also a spectrum—it depends on the simplicity, complexity, or chaos of the situation. That’s why people disagree on what counts as success or failure.

Unit 4: Topic 4 – Sharing success
Hindsight bias is something we all deal with. Even though we know our brains aren’t perfect, we can’t help but let them trick us. Daniel Kahneman, a Nobel Prize winner, studied cognitive biases in-depth, including in his book Thinking, Fast and Slow (2011).
Even though failure is an important tool for growth, our fast-thinking brain can make us look back at things in a way that makes us feel better about ourselves. We alter history to boost our ego, which messes with our ability to reflect honestly.
Another way to look at this is the "circle of competence" idea, which Warren Buffett talked about. It’s about knowing what you really understand and what you think you understand.
A common way to reflect on hindsight in education is by keeping a journal. You write down your thoughts at the start of a project and then compare them to how you feel after getting feedback. This gives you a clearer view of your success or failure based on your initial feelings.
When you get feedback, you can compare it with what you thought before starting—this gives a more honest view of how well you did. This kind of personal reflection helps you improve your decision-making in the future.
Richard Feynman, another Nobel laureate, often said that trying to teach someone else something simply shows you gaps in your own understanding. If you break down what you know into something easy to explain, you’re forced to confront any areas you might be missing.
It’s easy to think our work is great after spending time on it. Naturally, we tend to believe our work is awesome. But we need to assess it impartially. Overestimating our own contributions is another common cognitive bias.
When we make decisions, we love stuff that’s summarized and looks good. We’re drawn to neat, attractive images rather than reading through tons of text. Posters are a great way to show off research at academic events. You might even get asked to design one for a conference or job fair.
You can use the skills you’ve learned from PowerPoint to make a poster. Fun fact: PowerPoint slides don’t have to be the size of a computer screen! You can resize them to fit poster dimensions. Just search for "slide size" in PowerPoint’s help box, and you can set it to any size you need.
Unit 4
Apply Task:
I got the chance to work in kids' clubs because of connections I made while dancing when I was young
Active Networks:
· Reciprocity: Relationships are a two-way street, with people giving and receiving support.
· Intimacy/Trust: There’s a strong sense of trust, openness, and commitment in an active network.
· Frequency: People in an active network stay in regular contact.
Latent Network:
· Reciprocity: In a latent network, the relationship is pretty one-sided, with little to no give and take.
· Intimacy/Trust: Trust is low, and there’s minimal commitment or openness in a latent network.
· Frequency: Contact is infrequent in a latent network.
What Makes a Network Successful? (Willburn & Cullen, 2014)
· Open: Not everyone in the network is connected, creating diversity.
· Diverse: The network includes people from various cultures and backgrounds, offering different perspectives.
· Deep: Building quality relationships allows you to exchange skills, resources, and knowledge with people from different backgrounds.
Freeman (2010) on Stakeholders:
Stakeholders are anyone who can impact or be impacted by an organization’s goals. Freeman also mentions three ways to engage stakeholders:
1. Creating value for key stakeholders
2. Harmonizing the interests of all stakeholders
3. Noble cause strategy
Stakeholder Analysis:
This process involves identifying stakeholders and understanding their interests. It’s key for effective project management.
Stakeholder Mapping:
This is a way of visually organizing and displaying all stakeholders involved in a project, helping to identify who has the most power and influence. It’s a useful tool to ensure your project’s success.

Unit 3: Topic 2 – Show Me the Money!
When you're looking for funding, it's crucial to understand what different funding organizations focus on. Here’s an overview:
In the UK, university research gets funded through a ‘dual support’ system—one annual grant for infrastructure and targeted project grants for specific research. UK Research and Innovation (UKRI) is the main body responsible for science and research funding in the UK, with a budget of over £6 billion.
Emerging Funding Options:
· Venture Philanthropy: This approach combines elements of venture capital with charity funding.
· Accelerators: They offer short-term mentorship and seed investments, but getting into top programs is competitive.
· Incubators: These help entrepreneurs grow their ideas, often supported by universities or government organizations.
· Crowdfunding: A way to test your idea in the market by offering incentives to buyers.
Benchmarking:
This is when you compare your company’s performance to others to see how you measure up. For example, if it takes 30 minutes to produce your product, but another company does it in 20 minutes, you can use their time as a benchmark to improve your own process.
Added Value:
This is the improvement you make after benchmarking, compared to sticking to the usual way of doing things. Added value can be seen in:
· Process: The difference between what you sell a product for and what it costs to produce.
· Financial: The benefit of continuous improvement after benchmarking.
Tips for Successful Crowdfunding:
1. Do your research
2. Choose the right platform
3. Offer more than just an idea
4. Know your audience
5. Create strong marketing materials
6. Set goals
7. Make rewards worth it
8. Get personal
9. Spread the word
10. Communicate openly
11. Accept feedback
12. Follow through on promises

Unit 3: Topic 3 – What’s the Story?!
Storytelling helps us build meaningful connections with others. Here’s how it can develop important skills:
· Reflection: Helps you self-examine and learn more about yourself to grow.
· Empathy: Allows you to connect by understanding how others feel.
· Affective Empathy: Reacting appropriately to someone else’s emotions.
· Somatic Empathy: Sensing what someone else is physically feeling.
· Cognitive Empathy: Understanding how someone thinks about a situation.
· Creativity: Helps you see different perspectives and boosts motivation and problem-solving.
Confidence
Confidence comes in different forms. Self-confidence is believing in your own abilities, while confidence in others is trusting their abilities.
How to Build Confidence:
1. Reflect on your achievements and strengths.
2. Celebrate small wins and keep building up from there.
3. Set bigger goals once you gain momentum.
4. Stay grounded and remember your limitations.
Benefits of Confidence:
· Improved performance: When you trust yourself, you can focus more and perform better.
· Healthy relationships: Confidence helps you connect with others and walk away from situations where you're not valued.
· Resilience: Believing in yourself helps you bounce back from setbacks.
Presentation Tips:
When preparing a speech, think about:
· What’s the main purpose?
· How much time do I have?
· Is the setting formal or informal?
· Who’s my audience, and what do they already know about the topic?
· What do I want to achieve from this?

Unit 3: Topic 4 – Bringing Your Idea to Life
Prototyping is all about turning ideas into real things through feedback and testing. It’s a process that involves improving ideas based on the input of others.
Testing your idea early on helps refine it. It’s all about making sure it’s something people actually want before you invest too much time or money.
Prototyping allows you to create models or representations of your idea. You can do this through:
· Storyboarding
· Sketching
· Paper or card models
· Conversations or role-playing
Minimum Viable Product (MVP):
This is a version of your product that’s good enough to get feedback from customers but not the final version. It helps you gather useful insights with minimal effort and improve over time.
“Trial and error often works better than planning everything on your own.” (IDEO, 2010)
High-Fidelity Prototyping involves making something that’s close to the final product, while Low-Fidelity Prototypes are simple versions, like sketches or paper models, to test early ideas.
By applying this MVP approach, you start with the most basic version of your idea, get feedback, and improve it as you go along.
Responses 
‘Key information and clearly formatted’
‘infortmative and well written notes including good information’
‘Excellent presentation of knowledge. well thought out and clearly structured.’








Task 2; An academic research informed debate on the role of innovation, creativity, and an enterprise mindset at two Welsh Rugby Regions. Compare and contrast their innovation to date and their data collection methods for players, supporters and sponsors. 

Throughout the Welsh rugby community, that is shown to be heavily influenced by traditional practices, has seen a growing emphasis on innovation, creativity, and an enterprise persona across its regional teams. These regions, specifically the Scarlets and Ospreys, have developed distinct to integrate innovative processes not only in terms of gameplay but also in organizational management, fan engagement, and commercial systems.
The Scarlets, a team that is based in Llanelli, have majorly focused on technological innovation and fan engagement strategies over the years to develop on field performance and off field growth. Their approach to innovation goes hand in hand with sports management theories that enhance digital conversion and globalization (turner & Shilbury 2021) an innovation that they focused highly on was wearable technology, like GPS, biomechanical and monitors to record players heart rate, this was to create an analysis that could monitor and track the players training and work load and aid in enhancing performance and recovery (collins et al,2022) . This helps coaches make tactical decisions and helps prevent injuries to players. Creating a better-quality game and life for players on and off pitch.  
As well as player performance, the scarlets rugby team has also embraced a digital fan engagement by using platforms such as their digital membership and their content on social media. Studies have shown that teams that have leverage on digital platforms see and increase in brand loyalty and interaction with the crowds (boyle & Haynes, 2020) Their enterprise missions have gone global with commercial partners in South Africa and promotion of rugby tourism as a part of their revenue model (Smith & Stewart, 2020) this shows the Scarletts to be committed to financial stability considering the struggles of Welsh regional rugby. 
The Ospreys, a Swansea based rugby team, have established themselves through a data-centric approach to performance analytics and a commercially prioritized enterprise model. However, they also use GPS monitoring and AI prediction models, their focus is on real time data collection and machine learning strategies to vision potential future injuries and improve training qualities (Miller & McMahon,2021) Ospreys have also shown creativity in fan engagement, using the Ospreys App to interact with their fan base. Including fantasy rugby, match analysis and fan polls. Showing their commitment to enhance follower's experience. 
The Ospreys has also developed a great corporate partnership with multiple sponsorship models. Providing sponsors with quality time fan engagement metrics. This allows for tailored marketing campaigns and advertisements. This results in higher return on investments (ROI) (Stack & Hinings,2020), an example of this partnership would be Swansea Bay Radio, who are proud partners of Ospreys Rugby. Sinclair Land Rover- Official Vehicle Partner of Ospreys in the Community. Sony Pencoed are Exclusive Education and Inclusion partner of Ospreys in the Community. (Ospreysrugby.com, 2025)
Both the Scarlets and Ospreys have shown different models of rugby innovation, creativity and enterprise management, the Scarlets focusing on community engagement and international branding whilst using technology to enhance player performance and recovery development and global outreach. However, the Ospreys strive in using data driven decision making, especially in performance analytics and commercial deals with partners. Their sponsorship models, fan engagement tactics and data collection methods reflect the differences in the rival neighboring teams. Nevertheless, both rugby clubs present the evolving essence of rugby in a business side. Using technology, fan experience and commercial acumen to stay competitive and relevant in an ever-increasing world that is a date driven sports community. 
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