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Task- 2
The Dragons and Ospreys are two of the four professional Welsh rugby regions operating in a period of significant uncertainty. The Welsh Rugby Union (WRU) has confirmed that the professional game will move from four to three regions within the next two years, meaning at least one existing region will disappear or be merged (BBC, 2025). International rugby events at the Principality Stadium have had tens of thousands of empty seats leading to millions of pounds lost in revenue (WalesOnline, 2026). Within this challenging context it's imperative clubs can show innovation, creativity and an enterprise mindset. This discussion will focus on what the Dragons and Ospreys have already done in these areas and how they use data relating to players, supporters and sponsors. 
Innovation in sport management is usually described as doing something new or significantly improved that creates value for stakeholders, this can be a product, service, process or business model (Hammerschmidt, 2020). An entrepreneurial mindset is linked with being proactive, seeing opportunities and taking calculated risks. Research on sports clubs suggest that behaving in an entrepreneurial way boosts resilience and performance off the field (Carrasco et al., 2021). Research on value creation in sport argues that clubs create values with fans and sponsors through relationships and experiences, instead of just selling tickets as a one time transaction (Breuer and Rumpf, 2018). Modern technology and digital transformation show that clubs are using ticketing, app and Customer relationship data to personalise fan communication and boost engagement (N3XT Sports, 2024). 
The WRU situation makes a prevalent issue for the regions. The move from four to three teams means every club now must prove its value if it wants to be part of the new structure (BBC, 2025). For the Ospreys this has been especially visible, with Swansea Council publicly warning the WRU and the club’s owners about the impact of losing the region from the Swansea Bay area (Nation.Cymru, 2026). After the recent 6 nations, concerns of the WRU’s connections with fans have arisen with around 15,000 tickets left unsold for Wales V France, adding up across the games to millions of pounds of revenue lost (WalesOnline, 2026). The reigons must show how they are innovating and engaging with fans and sponsors and how they are using data to support these efforts. 
The Dragons provide a good example of innovation through their Eco Dragons campaign. The project aims to change how supporters travel to matches to reduce the club's environmental impact (Dragons RFC, 2018). A key feature of this was a data led measurement tool that tracked how fans travel and how they engaged with the campaign; it has been described as the first project of its kind in UK professional sport. The campaign included free match-day busses for season ticket holders with Newport bus and Stagecoach South Wales, as well as promoting e bikes and electric vehicle charging (Modeshift 2026). Over 1250 supporters used the free travel offers, this is innovative and uses partnership with stagecoach and Newport bus to build positive relationships with consumers.  
The Dragons have also tried to innovate digitally. In 2022 they launched an esports community in partnership with Rival, becoming the first professional rugby organisation on that platform (Dragons RFC, 2022). This gives the club another way of reaching younger fans and people who may not regularly attend matches in person. It also produces data on sign‑ups, participation and engagement, which can be used to shape future marketing decisions and sponsorship activity. 
The Ospreys have focused more on digital infrastructure and performance‑related technology. The Ospreys HUB app puts club news, merchandise, ticket information, partner offers and coaching content in one place (Ospreys Rugby, 2024). The app allows the Ospreys to gather information on their supporters, allowing for targeted communication and personalised offers. 
Ospreys have also partnered with Vodafone to install a 5G standalone mobile private network at St Helen’s (Ospreys Rugby, 2025). This technology is expected to support better in‑stadium content, personalised offers and real‑time analytics on match days, as well as more advanced data collection from wearables and cameras for coaching and performance. This project is being used as a test for further innovation and sponsorship opportunities in the future.  
Overall, in the current climate of Welsh rugby there is lots of pressure on both the Dragons and Ospreys to be innovative. The Dragons have focused mainly on sustainability and community‑based innovation, using projects like Eco Dragons and their esports community to change supporter behaviour and create new ways of engaging fans and sponsors. Whereas, the Ospreys have focused more on digital systems and performance technology, using the HUB app and 5G network to collect and use data on supporters and players. Although they have chosen different approaches, both regions show evidence of innovation, creativity and an entrepreneurial mindset, and both are using data as an important part of how they work with players, supporters and sponsors.
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Topic 3- The Known Knowns
‘Section 1- Selecting an aparanriate database.

Known knowns- certain knowledge

Unknown knowns- something we know of but not details

Unknown unknowns- unaware and not understanding- climate change- Rumsfeld
Database- digital resource of information

f“vahmmn info- CRAAP- Current, Relevant, Authority(credible), Accurate, Purpose (why was it
ade)

Section 2- Using Boolean search strategies for ident

research
Don't rush into searches, ask yourself questions first
Ask keyword questions use #

non bias questions, specific concepts, remove irrelevant words, broader and narrower
concepts from keywords for additional research

Speech marks for multiple keywords, asterisk for words with variations, Keywords (and, or, not)
for specific research

Lok for altemative keywords- abstract, additional sources in reference lists.

Section 3- develop a systematic a

g themes for literature search
Analysis paralysis- stuck in decision making

Concept maps- small steps- concept broken down to smaller parts.

Text on arrows to show link between concepts.

Identify main concept of research, make 15-20 concepts linked to main question (3 words max)

Start arranging concepts into a hierarchy, most general at the top, create crosslinks between
relevant concepts, links

Leave some ideas out of the map if less relevant
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Section 1- Finding themes from your literature review

Making research interesting- consider audience* target aspect of knowledge, keep it brief,
something I'm interested in and enjoyable, iterative process- lots of back and forth across.
research.

Lookfor gaps and contradictions in research, note keywords and authors, find more questions

Creating a research question- new, identify knowledge gap, suggest how to address it.
Problematical or inspiring of debate, needs nuance/ can't be a yes or no answer

‘Aah moments- fresh thinking (finding gaps in research), conflicting evidence, converging
evidence (lots of papers agree with an idea)

Research question- Focussed on one issue, Specific (less is more), Complex enough to not just
beon the internet, Relevant to my field, Researchable

Section 2 Developing a hynothesis

Hypothesis- question used to predict the outcome of your research e.g. buying a car-is there
enough storage, what's the condition like etc. Should have a way of being proven/ disproven

Imagine buying a car.

success criteria, question in a statement

hen

Null hypothesis suggests no link between if and then.

Feedbackis an opinion- think about it then act, it's a reaction to your work.
Take it into account regardless of f {act on it.

Fear of doing something wrong conflicting with pride of doing something right.
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Re: jay lewis
by Tom Evans - Thursday, 12 March 2026, 10:12 AM

Clear understanding of both topics, however try to make the notes more concise instead of all the long sentences
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Re: Unit 1
by Tom Evans - Thursday, 12 March 2026, 10:32 AM

Clear, easy to read notes with subheadings headings
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Unit 2- The worst possible idea
Topic 1= choosing the right approach

Section 1- Awareness of investigative approaches

Abductive reasoning- review several solutions to an observation and choose the best fit

Research is the creation of new beliefs & to convince ourselves and the reader our
reasoning inwork s sound

Deductive reasoning- reduces assumptions to ones that match an existing theory, using
primary and secondary data, decreasing a general principle and applying to a specific
situation to form a conclusion. Negatives - cognitive bias, general rules don't always apply
to a situation

Inductive reasoning- observe situations and support with a theory, based conclusions on
patterns that are observed over time. Negatives- assumes what has happened will
continue to happen, doesn’t account for confounding variables. We can make the right
observation but see the pattern incorrectly.

Abduction- using inferring skills. Recognising a chance that on balance a conclusion is
true- application of judgement

‘Section?- identifying the purpose and approach to your research
Don’tjump to conclusions- slow down and find the key focus

Choosing question- find an interesting, broad topic- do reading, look at alt viewpoints- Be
specific, avoid waffle- narrow research to find problem

Einstein - 1hr to solve a problem 55mins planning 5 mins executing- don't jump to
conclusions, use logic and planning

anti

Section3- Compare and contrast and e research methods

Quantitative- facts+ figures- usually used for closed questions. Testing theory or
hypothesis, analysed mathematicall, displayed in graphs/ tables, larger number of
participants means more credibility

Qualitative- Open ended question, problems addressed open ended, analysed by
classifying, categorising then interpreting, verbal responses, requires fewer responses

Data collection- surveys, experiments- altering or not altering variables
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Topic 2 finding a needle in a haystack

‘Section 1= Research choices & data collection methods

‘Quantitative - numbers, statistics, tests, structured questionnaires
Qualitative - words, meanings, interviews, focus groups, observations.
Mixed methods - combo of quantitative + qualitative in one study
Primary data - you collect it (surveys, interviews, experiments)
Secondary data - already collected (reports, articles, databases)
Choice depends on research question, time, access, ethics

‘Sampling = how you pick people/things from the population
Probability samples - random, stratified etc, better for generalising
Non-probability - convenience, purposive, snowball, easier but more bias
Validity - are you measuring what you think you are

Reliability - can results be repeated, consistent procedures
Generalisability - how far findings apply beyond your sample

Bigger, well chosen sample = stronger validity + generalisability

Clarify problem + research question first

Decide data type - numbers, words or both

Pick method - survey, experiment, interview, focus group, observation
Design tools - clear questions, no leading or confusing wording

Pilot test - small trial run, fix issues before main study

Plan ethics - consent, confidentiality, safe data storage.
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Topic 3: Now for the solutions

Section 1 - Effective techniques for generating ideas

Brainstorming - lots of ideas, no judging at first

Brainwriting - write ideas quietly, then share

Mind mapping - main problem in centre, ideas branching out

SCAMPER - Substitute, Combine, Adapt, Modify, Put to other use, Eliminate, Reverse
Reverse brainstorming - think of ways to cause the problem, then flip to solutions
Use prompts — images, questions, different perspectives

Aim for quantity first, quality later

Group ideas into themes or categories

Use simple criteria - cost, time, impact, feasibility, risk
Pros and cons list for each main idea

Decision matrix - score ideas against key criteria
Shortlist top 2-3 ideas, check against problem + goals

Think about who is affected and practical next steps

Section 3 Creating a problem definition

Clearly state what the problem is in one or two sentences
Include who is affected, where, and when

Describe why it matters (impact/ consequences)
Checkitis specific+ focused, not too broad

Link to possible causes, not just symptoms

Turn into a clear problem statement you can research or act on
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Topic 4 - Creating value

Section 1= How value is created

Value = something useful, beneficial or meaningful for someone

Created when a solution meets a real need or solves a real problem

Can be functional (works better), emotional (feels better), social (helps others, status)
Value can be created for users, communities, organisations, environment

Innovation often creates value by improving quality, lowering cost, saving time, or opening
new opportunities

Section

Attributes linked to changemaking & value creation
Spotting problems and opportunities

Curiosity and asking questions

Creativity - generating new ideas and approaches

Persistence - keeping going when it's difficult

Willingness to act, not just talk

Working with others, listening and communicating|

Strong values - wanting to make a positive difference

Section 3 How your solution of research will create value
Identify who benefits (students, coaches, community, organisation, etc.)

Explain what improves - performance, understanding, wellbeing, efficiency, access,
faimess

‘Show how your idea solves a problem better than current options
Think about short-term value (quick wins) and long-term value (lasting change)

Link research findings or solution to real-world use - practice, policy, future projects
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Re: RM Unit 2
by Tom Evans - Thursday, 12 March 2026, 10:25 AM

Clear notes with relevant information and  clear presentation including subheadings.
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Re: JJ Unit 2
by Tom Evans - Thursday, 12 March 2026, 10:34 AM

Laid out well with accurate subheadings and lots of information on each section.
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Unit 3- Making it happen

1-The power of networks
Section 1 - Let’s come together

Humans are social, we grow through interaction and collaboration

Networks = people you know + people they know

Types: friends, family, classmates, tutors, colleagues, coaches, online contacts
Networks give information, feedback, opportunities, emotional support

Strong ties = close relationships, trust; weak ties = wider reach, new opportunities

Section 2 Who's at stake?
Stakeholders = people/ groups affected by your idea or involved in it

Examples: users/customers, funders, teachers, managers, teammates, community
Different stakeholders have different needs, interests, power

Helpfulto think: who; gains? might lose? can block or support change?

Prioritise key stakeholders you must keep informed or closely involved

Section 3 Map it out
Draw a simple network map -you in the centre, others around you
Cluster similar people together (uni, sport, work, family, online)
Note who; is influential, has skills, has resources, gives support
Spot gaps - people/ roles you don’tyet have in your network

Use the map to plan who to contact + how to build and strengthen connections
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Topic 2 - Show me the money!

Section 1= Sources of funding

Personal savings, friends and family

Grants, scholarships, competitions, university funds
Bank loans, start-up loans, microfinance
Sponsorship from organisations, businesses, clubs

Investors (angel investors, venture capital) for bigger, high-growth ideas

Section 2 Adding value

Funders want to see clear value -what's in it for them or for others

‘Show how your idea solves a real problem/improves something
Highlight benefits: social impact, profit, reputation, innovation, learning
Be clear about costs, what funding pays for, what outcomes it will deliver

Asimple value proposition: who it's for, what it does, why it's better

Section 3- Crowd funding

Crowdfunding = small amounts of money from many people, usually online
Platforms let you present your idea, target amount, rewards for backers
Works best with a clear story, good visuals and a specific goal

Needs promotion - social media, networks, communities

Good for testing interest as well as raising money
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Topic 3-What's the story!

Section 1= Using Storytelling for engagement and persuasion
Stories make ideas easier to understand and remember

Use a simple structure - problem, journey, solution, impact

Include real people, examples, emotions, not just facts and numbers
Adapt the story to your audience —what they care about most

Show why your idea matters, not just what it is

Section 2- Developing self-confidence and authenticity,
Confidence grows with practice and preparation

Know your key points so you're not reading everything

Be yourself - natural language, honest about limits and challenges
Body language - eye contact, open posture, steady pace

Remembjer- you know your project better than anyone else in the room

Section 3- Delivering a kick-ass presentation

Clear structure: intro, main points (2-3), conclusion/call to action
Simple slides - key words, images, not big blocks of text

Rehearse with friends or in front of a mirror, time yourself

Manage nerves - breathing, positive self-talk, start with a strong opening

End clearly - summary, what you want the audience to think/do next
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Topic 4-Bri

ing your idea to life

Section 1= Prototype and test ideas

Prototype = early, rough version of your idea (sketch, model, demo, sample)
Aim s to learn quickly, notto be perfect

Testwith real users or stakeholders, watch how they react and use it

Ask simple questions - what works, what doesn’t, what's missing

Use feedback to improve the idea, change features, or rethink the approach

Section 2 Thinking agile

Agile = small steps, quick changes, constant learning
Plan-do-review cycles rather than one big/fixed plan
Open to adapting based on feedback and new information
Prioritise most important features/ actions first

Acceptthatideas evolve over time instead of being “right” first time
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Re: Unit 3
by Tom Evans - Thursday, 12 March 2026, 10:37 AM

Accurate and well laid out notes, try to make them more concise, with less words
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Re: Olyfer Frost Unit 3
by Tom Evans - Thursday, 12 March 2026, 10:39 AM

Precise and clear notes, laid out well with subheadings. Straight to the point notes.
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Unit 4- What's the verdict?
Topic 1-It’s allin the numbers

Section

ifferent sorts of quantitative analysis
Descriptive stats - mean, median, mode, range, percentages
Spread/variation - standard deviation, min/max
Comparisons - differences between groups, before vs after
Relationships - correlations between two variables

Tables and graphs to summarise patterns

Section

indertake basic analysis

Clean data - remove errors, check missing values
Countfrequencies, totals, percentages

Calculate averages and simple comparisons

Look for patterns - increases, decreases, group differences
Note any unusual or extreme values

Section 3 Using Excel to create a chart

Enter data clearly in rows and columns with labels

Highlight data range, insert chart (column, bar, line, pie etc.)
Choose chart type that best shows your message

Add title, axis labels, legend if needed

Keep it simple - no clutter, clear colours, readable labels
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Topit atheme here

Section 1= Organising qualitative data

Gather all text - interview notes, transcripts, open responses
Keep files tidy and clearly labelled

Read through once to get a general feel

Break data into smaller chunks (sentences, short sections)

Start noting key words, ideas, repeated topics

Section 2 Identifying patterns and themes

Code data - give labels to similar ideas or phrases

Group similar codes together into categories

Look for patterns - what comes up often, what s surprising
Build themes - bigger ideas that link several codes

Use quotes or short examples to llustrate each theme

Section 3- Using qualitative analysis software
Software helps store, code and search large text sets
Tag sections of text with codes and organise them

Can quickly see which themes are most common
Useful for keeping track of many interviews/documents

Still need your judgement - software supports, doesn’t replace thinking
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Topic 3= Succeed or fail

Section 1 = Failure - Is this the end?

Failure is common in projects and experiments

Can feel negative - disappointment, frustration, embarrassment
Gives info about what doesn’t work

Keyis reflection - what went wrong, what can change

Failure is a step in learning, not a final judgement

Section 2 Success and wellbeing

Success can be grades, goals achieved, skills gained, progress made
Links to confidence, motivation, sense of purpose

Important to define success broadly, not just perfection

Balance: chasing success vs looking after mental health

Celebrate small wins + improvements, not only big outcomes

Section 3- Success from failure
Use mistakes as feedback - adjust methods, plans, attitudes
Many innovations come after multiple failed attempts

Reflective questions - what

whatwould | do differently
Share lessons with others to help their leaming

Over time, repeated learning from failure leads to better success
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Topic 4 - Sharing success

Se

plying learning from your proj

Review what worked well + what didn’t
Note new skills, knowledge, and insights

Think how learing links to future study, work, or practice

Turn reflections into clear points you can share

Decide audience - tutors, peers, community, online, employers
Choose format - report, poster, presentation, video, blog, exhibition
Highlight key outcomes ~findings, impact, stories, visuals

Plan structure - intro, main points, evidence, conclusion

Section 3— Implementing an approach to showcase your project
Create the actual materials - slides, poster, summary, artefacts
Check clarity, layout, and main message

Practise explaining your project briefly + clearly

Share in the chosen setting + gather feedback

Use feedback to improve how you present your work next time
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Re: OF unit 4 notes
by Tom Evans - Thursday, 12 March 2026, 10:43 AM

Clear and detailed notes set out well with accurate subheadings.
Accurate and correct references and an accurate reference list
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Good use of references.
Make the notes more concise instead of such large paragraphs.
Good layout using clear subheadings
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Unit 1- What's the problem?
Topic 1- How innovation shapes the world
Sect

n 1- innovation is everywhere

“Innovation is a new idea or method, or the use of newideas and methods” (Cambridge
Dictionary)

Solving real world problems, cimate change, war, poverty
Language

‘Advancements in construction and tools

‘Advancements in human knowledge and understanding the world
Birthof technology + satelles.

Human pattern detection- Percy Spencer, microwave

Innovation makes the world progress

Everyone can be innovative

Section 2- The onward march of technology

4industrial revolutions Machinery, Electricity, Computers, Cyber-physical systems (Schwab
2016)

Technological advancements effect whole industries and economies, pushing urbanisation
Winners and losers in every revolution. (Schwab 2016)
Challenging the idea of what it means to be human

Computer capabilities, big data, digital health, digitisation of matter, intemet of things,
blockchain. - all technologies that will change the world. (The World Economic Forum 2016)

Apply: | believe computing capabilities will have the biggest impact, technology is advancing
rapidly, especially the introduction of Al.

Nikolai Kondratiefi-Kondratieff waves, innovation is linked to prosperity in economies before
returning to normal. - predicts healthcare to be the next cyele, people are living longer and
require more healthcare.

Section 3- Creativity and you

Tom and David Kelly- Ideo founders, everyone has creative potential, it needs to be nurtured
and strengthened.

Creativity drives innovation
Creativity in schools- children are happy to create, creativity is born through mistakes.

6 passions- Wonder, desire, love, hatred, joy, sadness - (Rene Descartes 1595-1650)
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Unit 1, Topic 2- How do YOU solve a problem

Section 1- Why we all need to spend time being creative.

Reflect- The last time | felt creative | was running a taskwondo session off the top of my head.
felt proud and confident as | could tell others were enjoying the session.

Creativity is good for wellbeing. Used as a distraction tool, contemplation tool (reassessing
problems), self-development- Face to face social interactions are best, new experiences and
creative pursuits are good for you (BBC, Fancourt 2019)

Creativity can help wellbeing and in turn education and learning performance.

Play is important, its hard to return to childlike play, learning and serious games are beneficial
aiding cognitive development and the effect of learning. Self-reported to help mood and
happiness.

Fear stopping creativity- fear of; the unknown, being judged, the first step and losing control.

Section 2 -How philosophy impacts your research

Philosophy is the study of knowledge and reality

Ontology- the study of being (science of what is) objective- reality controls person, subjective-
person controls reality

epistemology - study of knowledge, foundationalism- built from a solid standpoint,
coherentism- logical and qualitative, pragmatism- if it works it works.

Axiology-what's valuable and why- ethics and aesthetics
Section 3 -identify your research philosophy

Positivism- science lead & objective interpretation

Critical realism- what you see is what you get but there is a bigger picture

Interpretivism- science can't understand people & reality is only accessed through social
constructs

Postmodernist- challenge how we think




