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Executive Summary 

Our Big Gig is a community music celebration which took place across the United Kingdom from 
11th to 14th July 2013. This annual event sought to bring communities together to celebrate their 
local musical talents and get more people involved in music making. More information about Our 
Big Gig is available at: www.superact.org.uk/ourbiggig/our-big-gig-2013 

Superact commissioned the Centre for Regional Economic and Social Research (CRESR) to 
conduct an evaluation of Our Big Gig 2013 to: assess the extent to which DCLG and Arts Council 
objectives and project outcomes have been met; provide evidence to Superact to help it secure 
future funding, in particular to demonstrate that it has had an impact; and identify areas for 
improvement. To meet these aims we conducted surveys with event organisers and attendees; 
interviews with attendees and stakeholders on the day of events; interviews with wider project 
stakeholders; and focus groups in ‘Our Big Gig Extra’ areas. 

Our overarching findings were that Our Big Gig 2013 was a successful event, including in the 
following ways: 

 close to a 50 per cent rise in numbers of events from 2012, with increased geographic reach 

 funding leverage of £3.50 per £1 of grant funding 

 evidence of impact across the six outcome areas 

 a well-organised and effective delivery structure, with the introduction of Regional Managers 
proving a successful means for aiding the coordination of the project. 

The Community Event Organiser (CEO) survey and stakeholder interviews showed that the project 
was delivered effectively by Superact and that the provision of useful practical support to CEOs 
was a key element in the success of OBG. 89 per cent of CEOs found the overall support provided 
by Superact to be ‘good’ or ‘very good’, while 88 per cent found the training provided by Superact 
regional managers to be ‘good’ or ‘very good’. 

Attendees demonstrated impact across the six outcome areas set out by DCLG and the Arts 
Council, including an improved sense of community identity and sense of place, and especially on 
outcomes that were based on individual-level impacts: for instance 55 per cent said they had 
spoken to someone at the event about local opportunities for making music/singing, of which 95 
per cent were planning to follow this up. There was also evidence of improved capacity to organise 
events within communities, through the development of CEOs’ experiences and skills. Broader 
aims around community cohesion were more likely to be felt in the long term. 

In 10 areas, additional funding was provided for Our Big Gig Extra activities. Areas received up to 
£7,000 to undertake further activities following the OBG weekend. Again, these were seen to have 
engendered an improved sense of community among those that took part, and were especially 
successful in meeting Outcome Two: more people learning music and joining community music 
groups. As with the initial Our Big Gig events, it was felt that wider community cohesion goals 
would potentially be felt over a longer period of time, and in the areas where focus groups took 
place there was less evidence of improved capacity within communities to organise events. 
However, two other OBG Extra areas were focusing on activities to build capacity for community 
activity. The success of these activities will need to be viewed in the long-term. 

http://www.superact.org.uk/ourbiggig/our-big-gig-2013
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As stated, OBG can legitimately claim to have been a success in 2013 in terms of both delivery 
and impact. Stemming from the evaluation is a number of considerations for developing OBG 
further in future. These include: 

 further development of OBG as a national brand, both through improved national media 
presence and local advertising and branding 

 consideration of the tension between some of the different aims for the project, for instance 
between increasing overall participation numbers and reaching harder to reach groups. 
Similarly, OBG Extra projects were broadly split between those that focused on individual 
outcomes and those that aimed to improve community capacity to organise events 

 generating sustained, long-term impacts from activities 

 the need to maintain some level of external funding in the future. Stakeholders felt that OBG 
could not be sustainable without this. It is also clear that the grant funding operated as a 
strong stimulus for activity, and was very successful in leveraging additional funding at the 
local level. This creates a challenge in a climate of reducing public and third sector budgets. 
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 1 1. Introduction 

1.1. About Our Big Gig 

Our Big Gig is a community music celebration which took place across the United 
Kingdom from 11th to 14th July 2013. This annual event sought to bring communities 
together to celebrate their local musical talents and get more people involved in 
music making. More information about Our Big Gig is available at: 
www.superact.org.uk/ourbiggig/our-big-gig-2013  

The precursor to Our Big Gig, Bandstand Marathon ran from 2008 to 2012, growing 
from around 50 events across the South West in 2008, to 224 events UK-wide in 
2012. The Bandstand Marathon formed a part of the Cultural Olympiad and events 
were timed to coincide with the London 2012 Festival in July 2012. In 2013, following 
the end of the Cultural Olympiad, Bandstand Marathon was renamed Our Big Gig. 
This reflected an aim to broaden the appeal of the event, and –  building on the 
success of Bandstand Marathon – to develop a long-term self-sustaining ‘national 
music day’ for the UK. 

Our Big Gig was coordinated by Superact, a Community Interest Company 
specialising in community arts and cultural events. Funding for the project in 2013 
was provided by the Department of Communities and Local Government and the 
Arts Council England to support delivery in England. 

All Our Big Gig events were organised by local volunteers called Community Event 
Organisers (or CEOs) with support from Superact’s Regional Managers. All events 
lasted at least four hours, were free for people to attend and sought to provide 
opportunities for people to participate in a range of musical activities. Around 350 
local Community Event Organisers were recruited from across the UK to run Our Big 
Gig events in 2013. 310 were funded with up to 40 additional unfunded events also 
taking place. The latter benefited from Superact’s support and common Our Big Gig 
branding. 

The objectives of Our Big Gig were to: 

 get more people learning how to play musical instruments and taking up music 
making activities particularly in priority areas in England 

 invite other art forms to take part in some areas to engage new participants 

 engage with new organisations to reach out to new communities 

 increase membership of existing community music groups 

 deliver regional training events on event management and organisation of 
community groups, in order to build local capacity. 

http://www.superact.org.uk/ourbiggig/our-big-gig-2013
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Ten additional areas received around £7,000 each to undertake further activities 
following the OBG weekend (up to February 2014). This part of the project was 
called Our Big Gig Extra. For instance, support was provided to support groups of 
local residents to come together to form a music group. 

Our evaluation objectives were as follows:  

 assessing the extent to which DCLG and Arts Council objectives and 
project outcomes have been met 

 providing evidence to Superact to help it secure future funding; notably 
demonstrating that it has had an impact and how this can be sustained 

 identifying areas for improvement in the design and delivery of Our Big 
Gig. 

The outcomes for the project are as follows: 

 Outcome 1 – an enhanced sense of community identity and sense of place 

 Outcome 2 – more people learning music and joining community music groups 

 Outcome 3 – inspired individuals that want to contribute to their community 

 Outcome 4 – greater capacity within the community to organise events 

 Outcome 5 – enabling (particularly young) people to achieve their aspirations 

 Outcome 6 – as a combined effect, strengthened community cohesion. 

 

Analysis of events in this report is based around these six outcomes 

1.2. Methodology 

We used a mixed-method approach to understand the extent to which the 
programme has met its objectives and outcomes. The research methods focused on 
the three main elements of the programme: 

1. Community Event Organisers. Three main methods were used to research the 
views of the Community Event Organisers: an online survey of all CEOs following 
the Our Big Gig weekend (273 responses); telephone interviews with CEOs after 
the event to gather more qualitative information on the event and its delivery; and 
information gathered at the Regional Manager de-brief session.  

2. Event Impact. We deployed field researchers in 12 sites to gather local 
qualitative evidence from participants and where possible interview CEOs and 
other local stakeholders, totalling 120 interviews. Each researcher was able to 
cover multiple events over the course of the weekend. Participant contact 
information was also collected by the CEOs and we were able to survey this 
group in the week following the event (290 responses) and to do a follow-up 
survey after three months (37 responses) to explore whether participation had 
been sustained.  

3. Event Impact - in the Our Big Gig Extra Areas. We undertook research in eight 
of these, holding focus groups in four and interviews with key stakeholders in all 
eight.  

Finally, to understand the national policy context for Our Big Gig and to understand 
the intentions of the project’s architects, we undertook a series of national 
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stakeholder interviews. Interviews were conducted with representatives of DCLG, the 
Chair of the DCLG Advisory Group for OBG (Darren Henley) and the Superact 
Delivery Team. 
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2 
2. Implementation 

This section considers the delivery of Our Big Gig, with a particular focus on the 
organisation of events themselves and support for CEOs, including the role of 
Regional Managers as key conduits of information and support. 

2.1. Events 

326 Our Big Events took place in 2013. From responses to the CEO survey it is 
estimated that more than 208,000 attended an OBG event across the four days, with 
an average of 666 people attending each event, including an average of 110 per 
event taking part in some form of participatory activity. This represents an increase in 
the number of events compared to 2012 of nearly 100 – close to a 50 per cent rise – 
and these figures in themselves should be seen as a success in terms of increasing 
the overall reach of OBG as a national event. 

Of respondents to the CEO survey, 70 per cent achieved the size of audience that 
they had hoped for, and 65 per cent rated local media coverage of the event as 
‘good’. Importantly OBG events were seen as 
excellent ‘in themselves’: that is, as providing 
good quality, well organised entertainment for 
local communities. Most of the observed events 
were very well attended and were characterised 
by a friendly atmosphere and enthusiasm among 
participants of all kinds: people enjoyed the 
opportunity to listen to well-performed music of 
different kinds or to create their own music for its 
own sake. Qualitative responses were often 
effusive in their praise of the activities and 
entertainment on offer.  

CEOs were asked to highlight the main challenges that they faced in running events. 
The highest number of responses referred to getting the community to participate in 
events (58 per cent); involving the community in organising the event (46 per cent); 
and involving existing community organisations (41 per cent). One issue for future 
consideration is the level and effectiveness of promotion for events. Respondents 
across the events attended in one region reported that there was a lack of 
advertising related to the OBG event and they felt that this may have impacted upon 
the number of people attending, and the extent to which the events reached 
audiences beyond those already involved in organisations taking part. Linked to this, 
OBG branding at some events was not very visible, with a consequent impact on 
overall awareness of OBG as a nationwide event. These issues have been 
addressed in Superact’s delivery plan for 2014, with plans made to increase 
emphasis on local publicity in CEO training. 
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2.2. Support for events 

The CEO survey identified the importance of OBG support in delivering events. Only 
23 per cent of CEOs would have organised an event in the absence of the £400 
grant and for around half of CEOs the grant was the main benefit of being involved 
with OBG. However, four-fifths also felt that being part of a national network of 
events helped to raise the profile of their event locally. 

Support through Superact Regional Managers, including training for CEOs was also 
important in ensuring successful delivery of OBG. 54 per cent of CEOs attended a 
training event. 88 per cent rated this training as ‘good’, with 57 per cent finding it to 
be ‘very good’. Overall, 89 per cent of respondents felt that support from Superact 
Regional Managers was ‘effective’. 

Figure 1 Chart showing training ratings and support effectiveness 

 

The use of Regional Managers to coordinate and support activity in the regions was 
seen to have been a success by stakeholders, and the simplification of funding 
routes and delivery structures was seen as an improvement on previous years, when 
local authorities had been responsible for allocating funding. This allowed for a more 
even geographical spread of events: Superact was able to fund events across all 
areas, and not just in those in which local authorities had ‘bought-in’ to Our Big Gig. 

There had been a relatively short lead-in time for events in 2013, and the Regional 
Managers were seen as crucial intermediaries in ensuring that events did take place. 
A key challenge in this regard had been to engage hard to reach groups in a very 
short period of time: Regional Managers tended to be already well connected to local 
and regional networks and could get in touch with the right people to ensure that this 
could happen. 
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2.3. Developing Our Big Gig as a national brand 

Through the stakeholder interviews the evaluation also was able to consider broader 
or ancillary efforts to develop Our Big Gig as a national ‘brand’: an event embedded 
within the national consciousness. Overall, it was felt that local branding worked well 
and that media coverage at local and regional levels was strong. This was the first 
year of the OBG name and as a result there remained further work to develop OBG 
as a national brand. This was important to the long-term sustainability of OBG, as 
well as improving the geographic spread of events across the country. 

The advisory group, set up in 2013, was initially seen as an important part of 
developing OBG nationally. The advisory group included a number of well-connected 
members of the music industry and it was hoped that it could use its connections to 
draw in (in-kind) support from other organisations, and potentially secure a celebrity 
ambassador for OBG.  While this was still seen as a useful body to have in place by 
stakeholders, and there was strong commitment from some members of the group, 
not least its Chair, the group did not succeed in completing these tasks.  

Superact and DCLG are considering ways to strengthen the role of the advisory 
group for 2014, including improving buy-in from group members. Stakeholders 
thought that this might be improved by developing a more formal link between group 
members and OBG by the inclusion of organisational logos on OBG promotional 
material. It was felt that this could improve feelings of ownership over OBG among 
advisory group members. 

Each region held a ‘flagship event’, designed to be a focus for media attention and 
act as an exemplar OBG event. This had worked well in 2012 to give a focal point for 
regional media, but was not seen to have been as successful in 2013. Holding 
flagships also caused some tensions locally: 

“you had some events that were receiving more money because they were 
Flagships and then there were other events locally doing it on the shoestring 
budget of £400 that everybody got, so ‘well why are you getting more, because 
ours is just as big?’” 

(Stakeholder interview) 

Superact are considering ways to develop this for 2014 and beyond. One suggestion 
was to instead hold warm-up or launch events the week before the OBG weekend. 
Ideally these events would also be attended by a celebrity endorser and generate 
local, regional and national publicity in order to drive people along to events the 
following week. OBG faced an additional challenge in 2014 in that much of the PR 
work was carried out in-house following termination of the contract with the original 
PR agency. 

2.4. Balancing different aims  

Our Big Gig sought to achieve a range of different outcomes (see below) and there 
was some degree of tension between different sets of aims, in particular between 
trying to increase overall participation numbers, building capacity to put on events, 
and increasing the impact of individual events on local cohesion. In this vein, one 
stakeholder raised the possibility that OBG was spread too thinly: although the value 
for money was very good in terms of the ratio between attendance and funding, the 
risk is that the people targeted by OBG are the least likely to attend and as such 
require more intensive (and expensive) work to increase engagement activity for 
these groups.  There is potential therefore to target events more around priority 
areas. However, the risk here would be to lose the grassroots idea of a call to action 
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and potentially lose some of the nationwide publicity, in turn losing the notion of a 
UK-wide event. 

One option put forward in stakeholder interviews was to concentrate on funding a 
smaller number of events with greater structure and a clear theme or programme of 
events built around it, while creating an ‘umbrella brand’ under which a wider set of 
events could take place without funding. This would nonetheless result in reduced 
impact on some other outcomes (such as improving community capacity to put on 
events). 

There was also some ambivalence over the importance of active participation in 
music as a means of cohesion. There was a feeling among some stakeholders that 
this type of activity could put some less well engaged people off attending and that 
only people who were already engaged in activities might attend: “the tricky thing is 
this is about music participation as well as cohesion. These are different goals and 
not necessarily complementary” (stakeholder interview). This raised the question of 
whether it was “better to just put on a good event with appeal to different parts of the 
community” (stakeholder interview) rather than focus on participation. 

2.5. Sustainability 

The long-term aim for OBG was to achieve a national presence to the extent that it 
became a sufficiently attractive investment for non-governmental organisations and 
no longer required government funding. This model had worked with The Big Lunch. 
The OBG model and brand was still in development and as a result it was felt that at 
least one more year of grant funding from DCLG was necessary in order to fine tune 
the model, embed OBG in the national consciousness and seek support from 
elsewhere. 

Nonetheless, some stakeholders felt that – even in the long-term – some level of 
external funding would be required to maintain OBG as a national event. There was 
a case, though, for working more with communities to generate their own funding 
rather than focusing entirely on grant provision. The leverage achieved by events 
(around 3.5 times initial investment) suggested that grant funding was an important 
stimulus, but that at the same time there was potential for events to generate their 
own funding over time. Indeed, the intended long-term legacy of OBG was that 
communities would become empowered to hold their own events, both as part of 
OBG and at other times in the year. 
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3 3. Achievement of Outcomes 

3.1. Introduction 

This section provides an overview of the outcomes achieved through the Our Big Gig 
events held in July 2014. It draws on a mix of qualitative and quantitative data 
collected from Our Big Gig participants: two waves of surveys (baseline and follow-
up) with Our Big Gig attendees; a survey of Community Event Organisers; and 
interviews with Our Big Gig attendees on the day of the event. Outcomes are 
discussed under the six outcome targets agreed between Superact and DCLG. More 
detailed survey data is presented in appendix 1 and 2. 

3.2. Outcome 1 – an enhanced sense of community identity and sense of 
place 

Quantitative findings 

Area belonging 

85 per cent of respondents to the baseline attendees survey felt they belonged to 
the local area, and 48 per cent said how strongly they felt they belonged to the area 
had improved since they attended the Our Big Gig event. Of the respondents 
who felt they belonged to the local area 51 per cent said this feeling had improved 
since they attended the event. 

In the follow-up attendees survey 24 per cent of respondents indicated that the 
extent to which they felt they belonged to the local area had changed positively since 
the baseline survey compared to 19 per cent who indicated negative change. 

Area satisfaction 

86 per cent of respondents to the attendees survey were satisfied with their local 
area as a place to live, and 39 per cent said their satisfaction with the local area had 
improved since attending the Our Big Gig event. Of the respondents who were 
satisfied with the local area 41 per cent said this had improved. 

In the follow-up attendees survey 14 per cent of respondents indicated that the 
extent to which they were satisfied with their local area as a place to live had 
changed positively since the baseline survey compared to 17 per cent who indicated 
negative change. 
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Qualitative findings 

There was qualitative evidence across the case study events of OBG helping to 
foster community identity of different forms, including an enhanced sense of place. A 
recurring theme was of the importance of OBG events in providing an opportunity for 
people to “come together and enjoy something” (Laura, aged 27, Birmingham). 
There were, broadly speaking, three themes here: 

 Developing place-based identities. The event in Durham, which involved 
participants taking part in the Durham Miners’ Gala march, was particularly 
marked by its focus on developing community identity, with a particular 
emphasis on sense of place. Here, many of the respondents had grown up in 
the County Durham area and reported that they already felt very rooted in their 
community. However, the event’s emphasis on young people experiencing the 
shared history of the area added to this sense of community identity by 
connecting generations. Elsewhere, respondents remarked that OBG events 
were vital in helping to “bind people” (Anish, aged 50, Wednesbury) and making 
people “more proud of the place where I am living” (Michelle, aged 19, 
Wednesbury). 

 Enhancing non-place-based identities. In Tower Hamlets, for example, 
members of the LBGT community from across the UK and from a range of 
different backgrounds were brought together through a shared interest in choral 
music: 

“It’s brought together a whole range of ages…and cultures who identify with 
the LGBT community and people who have travelled from Newcastle and 
Manchester and places like that … [OBG] made me realise how big the 
LGBT community is in London and in the UK.” 

 Enhancing communities of interest. The Tower Hamlets example also draws 
out a final way in which OBG helped to develop community identity: by bringing 
people with a shared interest in music together, including strengthening existing 
or nascent networks. Wath-upon-Dearne, for instance, served as a focal point 
for an existing community of people interested in listening to and performing folk 
music, which was continued by the OBG event; and in Spitalfields respondents 
talked of a ‘mobile network’ of performers and event organisers, which was 
temporarily brought together in one place by the OBG event. 
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3.3. Outcome 2 – more people learning music and joining community music 
groups 

Quantitative findings 

38 per cent of respondents to the attendees survey reported that they were active in 
a music group, either singing or playing music (or both) regularly. 

Of the 62 per cent of respondents who were not active in a music group, 42 per 
cent said they might be interested in taking part in the future. 55 per cent said 
they had spoken to someone at the event about local opportunities for making 
music/singing, of which 95 per cent were planning to follow this up. 

Of the 38 per cent of respondents who were active in a music group 60 per cent had 
spoken to someone at the event about local opportunities for making music/singing, 
of which 90 per cent were planning to follow this up. 

In the follow-up attendees survey 2 out of 17 respondents who were not active in a 
music group at the time of the baseline survey reported that they had since taken-up 
singing or playing regularly. Both of these respondents reported that they had been 
inspired to do so by their attendance at an Our Big Gig event. 

Qualitative findings 

Events varied in the extent to which they focused directly on people learning new 
music skills and/or joining up with community groups. Nonetheless, each event 
provided evidence of at least some progress in this regard. The following themes 
emerged from the interviews: 

1. Outcomes were most evident at events that provided music workshops of 
some form, which was the case at nine of those that were included in the 
qualitative research. 

2. Exposure to new music. In addition to learning new skills, participants were 
also exposed to forms of music that they had not previously encountered, 
including classical brass ensembles (Durham), various forms of Brazilian-
inspired music (Birmingham), jazz (Wednesbury) and bhangra (Bradford): “it’s 
about giving people the opportunity to see something they wouldn’t ordinarily 
see, and Our Big Gig has enabled us to do that” (volunteer, Sheffield). In some 
instances, this exposure to a different form of music inspired respondents to 
become involved in new groups. In Durham, one respondent had joined a music 
group and a band and the community aspect of playing as part of a group was a 
particular draw for her having seen the bands taking part in the Gala.  

3. Volunteers becoming more involved in the community. Volunteers and 
performers at events also had joined or become more involved in community 
groups as a result of their involvement in OBG. In Birmingham, some volunteers 
felt that the event had inspired them to ‘branch out’ with their volunteering 
activities, and to become more involved in community music groups and the 
organisation of music events. 
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3.4. Outcome 3 – inspired individuals that want to contribute to their 
community  

Quantitative findings 

58 per cent of respondents to the attendees survey reported that they were involved 
in formal volunteering and of these, 52 per cent volunteered at least once a 
week. Overall, 57 per cent of respondents reported that they would be more likely 
to volunteer since attending the Our Big Gig event: of the respondents that were 
involved in volunteering 55 per cent said that they would be more likely to volunteer; 
and of the respondents not involved in volunteering 60 per cent that they would be 
more likely to volunteer. 

In the follow-up attendees survey five out of 35 respondents indicated that they had 
taken-up volunteering since the baseline survey compared to two who indicated they 
had stopped volunteering. Furthermore, four out 23 follow-up survey respondents 
who were involved in volunteering indicated that it had become more frequent since 
the baseline survey compared to three who said it had become less frequent. 

Qualitative findings 

The broad themes from the qualitative findings follow those of the survey, as follows: 

 Maintaining existing connections. For some people OBG gave the 
opportunity to maintain their community involvement and embed it further. This 
is important, as community involvement can only be maintained through 
performance of the activities involved in doing so. It also helped to maintain and 
renew enthusiasm for community activity.  

 Enhancing existing connections. In many cases the inspiration provided by 
OBG gave additional impetus for respondents who already took part in 
community work: the events helped them realise that this was something they 
should do more of. In Bradford, one respondent was already involved with one 
local community organisation, but said “I think I probably will get more involved 
after today, actually. It’s good to get communities involved in more stuff” (Martin, 
volunteer, aged 34). Similarly, Emma (volunteer, aged 38) emphasised, “it’s 
been a good atmosphere so I think I would like to do a bit more to be involved”.  

 Inspiration to try new community events. Others had been inspired to apply 
the concept behind Our Big Gig to their projects in the community. For instance, 
one volunteer in Wednesbury, who was already involved in many community 
projects through her work, said that attending the event had inspired her to 
potentially run similar music/arts/dance events within her work projects in the 
future: “there’s plenty of children’s centres out there, doing kiddy things, but 
doing this for adults and all ages coming together and enjoying it is a great idea”. 

3.5. Outcome 4 – greater capacity within the community to organise events 

Quantitative findings 

The Additionality of Our Big Gig 

Overall, 81 per cent of respondents to the Community Event Organisers survey had 
run a similar event before but only 23 per cent said they would have organised 
the Our Big Gig event without the £400 grant that was provided. For 52 per cent 
of respondents the grant was the main benefit of being involved with Our Big Gig 
although 79 per cent of respondents agreed that being part of a national network of 
events helped to raise the profile of their event locally.  
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Match funding 

Although each Our Big Gig event was provided with a grant of £400 towards 
organising the event, the actual cost of the event was usually higher. On average 
Community Organisers reported overall costs of £1,344. Many events were able to 
cover this deficit through match funding from sources such as commercial 
sponsorship, fundraising and donations, earned income on the day and other grants. 
On average this match funding amounted to £1,423 per event, with other grants 
(£576 per event) and earned income (£276 per event) proving most lucrative. Other 
sources of funding included local fundraising and donations (£226 per event) and 
local commercial sponsorship (£114 per event) with the residual £238 per event 
captured under the category of ‘other’. 

Support from Superact 

54 per cent of respondents to the Community Event Organisers survey had attended 
a training event organised by Superact. Of these, 88 per cent rated the training as 
very good or good. In addition, 89 per cent of respondents rated the support 
provided by Superact Regional Managers as effective. 

Of the other support and materials provided by Superact, 86 per cent found the 
marketing pack useful, 90 per cent found the event organiser’s toolkit useful, and 77 
per cent found the press and publicity support useful. Overall, 79 per cent of 
respondents felt that this additional support and advice from Superact was of 
use. 

Qualitative findings 

The qualitative interviews reinforce the sense that an undoubted success of OBG 
was to help develop community capacity in terms of organising their own events. 
This was a clear theme across all 12 events. This worked in three distinct ways:  

 acting as a financial catalyst: in a number of instances this had allowed the 
event to go ahead, and in others had significantly added to the size and scope 
of the event - as in the case of Sheffield: “it helped us to enhance our 
entertainment offer. The market would have happened regardless of Our Big 
Gig, but what it’s enabled us to do is get in a small PA system, get the sound 
engineer and a few bands” (event organiser, Sheffield). 

 developing new skills: respondents reported having developed a range of new 
skills as a result of being involved with the organisation of events. This ranged 
from ‘transferable’ skills such as problem-solving to more practical attributes, 
like banner-making and stage rigging.  

 Building a group or network of people able to work together in future: “I think 
watching the way everything’s come together from the inside has given me a 
proper understanding of what it takes to organise an event … I’ve always felt 
like this kind of thing was possible. I’ve always known this was here but there 
wasn’t… there are some events that bring people together like this but not 
enough” (Natalie, aged 25, Bradford). 

3.6. Outcome 5 – enabling (particularly young) people to achieve their 
aspirations 

Qualitative findings 

This outcome proved slightly more difficult to evidence, although examples were 
forthcoming: the difficulty here was not necessarily in the fact that (young) people 
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were not being enabled to achieve their aspirations; rather it was not always possible 
to elicit what their aspirations were. There were three key ways in which this 
outcome was seen to have been achieved, although these were not necessarily 
limited to young people: 

 an opportunity to perform: for instance Brailsford and Middlesbrough both acted 
as platforms for young musicians to showcase their talents 

 being involved in organising events: this was not just the case for young people. 
The CEO in Brailsford (aged 50+) was very explicit that organising the gig had 
been at least partly about him fulfilling a long time ambition. 

 inspiration to take up a new instrument or become involved in future events/the 
community more generally, as detailed under outcome 3, above. 

3.7. Outcome 6 – as a combined effect, strengthened community cohesion 

Each of the outcomes above demonstrates various ways in which community 
cohesion was potentially strengthened by OBG events. The combined effect of these 
on overall community cohesion is something that will become clearer through follow-
up research and in particular through work in the OBG Extra areas. And, although 
most did, not all the events had a particular focus on community cohesion. 
Nonetheless there was evidence that community cohesion was being strengthened 
in different ways. 

Quantitative findings 

Local People Pulling Together 

81 per cent of respondents to the attendees survey felt that people in their local 
area pulled together to improve the area, and 47 per cent said this feeling had 
improved since they attended the Our Big Gig event. Of the respondents who felt 
local people pulled together 53 per cent said this had improved. 

In the follow-up attendees survey 31 per cent of respondents indicated that the 
extent to which they felt that people in their local area pulled together to improve the 
area had changed positively since the 
baseline survey compared to 19 per cent 
who indicated negative change. 
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Local People Getting On Together 

80 per cent of respondents to the attendees survey felt that their local area was a 
place where people from different backgrounds got on well together, and 33 per 

cent said this feeling had improved 
since they attended the Our Big 
Gig event. Of the respondents who 
felt people from different 
backgrounds got on well together 38 
per cent said this had improved. 

In the follow-up attendees survey 23 
per cent of respondents indicated 
that the extent to which they felt that 
their local area was a place where 
people from different backgrounds 
got on well together had changed 

positively since the baseline survey compared to 11 per cent who indicated negative 
change. 

Qualitative findings 

Interviewees were positive about the overall effect of OBG events on their 
community. Some of the themes from respondents follow the survey findings. The 
overall views can be summarised as follows: 

 Bringing people together through the event itself. In urban areas particularly, 
a diverse range of people attended events, which was seen as a positive 
indicator for improving community cohesion in itself, as noted by a respondent in 
Bradford: “You’ve got people here from different ethnic backgrounds, young and 
old, so it does bring people together. I think this whole space does that on sunny 
days as well, so when you’ve got an event on, it just makes it even better” 
(Sarah, attendee, aged 40) 

 Making links between different cultures and communities through the 
organisation and outreach work involved in events. In particular, participants 
felt that their communities had been brought closer together, and this was 
especially notable in Durham: By marching in the Gala ideas of community and 
history appeared to have been consolidated, thus fostering understanding 
between the different generations within the community. The celebratory 
atmosphere of the gala and the fact that everyone was enjoying themselves and 
having fun was an important part of generating this sense of cohesiveness at 
the event according to interviewees. 

 Maintaining strong existing cohesion. This was particularly pronounced in 
areas where there was a clear sense of an on-going programme (if not officially 
termed as such by community organisers) of events that had a cumulative effect, 
and which OBG was part of, as was the case in Haringey. Here, events 
appeared to take place on a relatively regular basis and that there was a strong 
sense of community already embedded within the cultural fabric of Chestnuts 
prior to the OBG event: “this is a fantastic community anyway, we all get on, this 
just brings more community cohesion” (Dorothy, aged 50+) 

 A first step towards improving cohesion. This was particularly the case in 
Brailsford, where several participants made reference to a divided community. 
Several participants expressed cautious optimism that with a regular series of 
events, word might start to spread to different people and gradually more of the 
village might start to attend. 
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3.8. Conclusion 

There is strong evidence of a ‘warm glow’ effect following the Our Big Gig weekend, 
demonstrating positive progress towards the outcomes agreed with Central 
Government (DCLG):  

 a significant proportion of attendees (between a third and half) reported 
improvements in their perceptions of the local area and local people 

 more than half reported that they were more likely to volunteer 

 two-fifths of non-musical respondents said that they were interested in taking 
part in community music in the future. 

This ‘warm glow’ effect is also reflected in the fact that 100 per cent of respondents 
said they enjoyed their Our Big Gig experience, and is also borne out in the 
qualitative findings. 

Our Big Gig appears to have high levels of additionality. Although more than eight 
out of ten event organisations had run similar events before more than three-quarters 
of event organisers reported that they would not have run the event without the Our 
Big Gig grant. It is estimated that, on average, Our Big Gig events were able to 
generate about £1,400 in match funding to cover the cost of running the event: a 
leverage ratio of about 1:3.5. 

Reflecting this additionality, the vast majority of Community Event Organisers were 
positive about the role of Superact and the support they provided to fund, plan 
and organise the Our Big Gig Events. For around half of Community Event 
Organisers the grant was the main benefit of being involved with Our Big Gig 
although four-fifths also felt that being part of a national network of events helped to 
raise the profile of their event locally.  

It is also worth noting again that OBG events were seen to be excellent events ‘in 
themselves’: that is, as providing good quality, well-organised entertainment for local 
communities. Qualitative responses were often effusive in their praise of the activities 
and entertainment on offer. 
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 4 4. Our Big Gig Extra 

Our Big Gig Extra took place in ten areas of England, of which eight were covered in 
this evaluation. Blackburn with Darwen and Westminster did not undertake any 
activity during the period of the evaluation and so were not included. In four areas 
(Birmingham, Knowsley, Bristol and Leicester) it was possible to conduct focus 
studies with participants. However, in the remaining areas (Tower Hamlets, Luton, 
Middlesbrough and Bradford), activities had not developed sufficiently for this to be 
possible. 

Table 1: List of case studies 

Area Event Details 

Birmingham Samba Birmingham! free Afro-Brazilian and Southern Brazilian 
drumming and percussion workshops running 
consecutively, in Kings Heath and Northfield, 
over a six week period. 

Knowsley Enchord Reach and 
Teach 

weekly music-making workshops aimed at 
young people 

Bristol Bristol Wellbeing Choir a weekly well-being choir, mostly attended by 
older people 

Tower Hamlets 
(no focus group) 

Rhythm of Life a workshop that aims to bring people together 
and create new music-making experience 
through singing and drumming ‘Taster 
Sessions’ 

Leicester Learn to Sing a six-part course facilitated by the British 
Association of Barbershop Singers (BABS) 

 

Luton (no focus 
group) 

Luton Music Club training and grants to organise and deliver 
activities designed to attract new audience 
members and/or participants to existing groups 

Middlesbrough (no 
focus group) 

Samba Jam; Mini 
Maestros; and NEET 
Commissions 

developing opportunities for participation in 
music activities for sections of the community 
that currently have poor activity provision 

Bradford (no focus 
group) 

Bradford City of Sound the creation of a ‘Musicians’ Network’; ‘This is 
Bradford’, a compilation CD which will 
showcase musical talent within the city; and a 
‘Music Education, Development and 
Networking Open Day’ 
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4.1. Outcomes 

Outcome 1 ï an enhanced sense of community identity and sense of place 

Participants in Our Big Gig Extra activities demonstrated meeting this outcome in 
various ways. These might be categorised as: affirming or improving a sense of 
community togetherness; and meeting new people. There was some evidence of 
improved sense of place, or local identity, but this was mixed. 

1. Community togetherness. This referred both to a general sense regarding the local 
community and also the role of the activities in generating a place-based community 
of interest (that is, a community of interest within a defined locality). In Birmingham, 
community togetherness was further enhanced by two of the activity groups (one 
based in Northfield and the other in Kings Heath) meeting and playing together on 
one evening: “We’ve all come together tonight and just all played together; I think it’s 
brilliant” (Focus Group participant, Birmingham); “it’s like, look what we’ve done!” 
(Focus Group participant, Birmingham). In Bristol participants spoke about the 
transformative potential of the wellbeing choir, acting as a community in-itself: 

“We do have an exceptional community here; it’s just the best and in fact what is 
wonderful is that although I know a few faces here … it’s nice to see people 
even if you don’t know their names. The enjoyment is so … you walk in there ... 
it’s such a buzz, it’s so amazing, however you are feeling before you step in, it’s 
just so lovely to walk in here.” 

(Focus Group participant, Bristol) 

In this instance, the choir was initially focused around the local church, but had since 
developed its own sense of community. In Knowsley this was taken further when the 
participants performed at a community choir event at the local outdoor shopping 
precinct. This brought together teachers, local schools, bystanders and members of 
the local community. 

2. Meeting new people. An important part of taking part in activities was the 
opportunity to meet and mix with new people either from the local area or with similar 
interests. For instance, in Birmingham one participant had been surprised by how 
well people did mix with one another, despite not having met before: “what I can’t 
believe is you can just get people together that don’t know each other and suddenly 
you can produce that. It’s just been a brilliant experience”. The emphasis on meeting 
new people was shared by some participants in Leicester, although not by all. Two 
male participants had met through the activities and had begun to form a friendship: 
“It’s also about meeting different people, seeing different faces. You know meeting 
people, talking to people. That’s how I met [another participant], you know”. Others 
had not had the same experience and one female participant noted that “apart from 
the two people I came with, I don’t know anybody else”. In this instance, more time 
given to ‘mingling’ within the activities would have increased opportunities for people 
to meet and in turn strengthen community bonds. 

3. A sense of place. For some participants – most notably in Birmingham and Bristol –  
Our Big Gig Extra had played a part in affirming a local identity and sense of place. 
In Bristol, the choir had changed the way that local residents felt about their local 
community: “I mean for me it’s made me hook up with old friends … and I think it 
makes a big difference because there is more people from Windmill Hill in one place 
than what I’ve ever seen before so I think that is really good”. Similarly, in 
Birmingham the OBG Extra activities were seen as a positive addition to the local 
community:  “if someone didn’t already feel positive about the community, I’m sure it 
[attending the activities] would make them do”. However, it had not led to 
substantially altering community perceptions among participants: “I think it’s just 
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reiterated to me that Kings Heath is really good in terms of the different opportunities 
that we have. There’s loads going on” (Focus Group participant, Birmingham). In 
other areas this was less well pronounced. Learn to Sing in Leicester, for example, 
was attended by residents from across the city as well as the immediate area. As a 
result participants as a whole did not necessarily have a strong connection with any 
one locality, and nor did the course focusing on enhancing this. However, there was 
a suggestion that for those that live locally or those that go on to join the host choir, 
the course might facilitate their embedding in a community of place or interest (or 
both). One focus group participant, living in an adjacent village, had already joined 
his local choir as a result of participation in the course. 

This outcome is perhaps harder to tease out than some of the more individual-
focused outcomes and this was reflected in the focus group responses. In addition, 
community identity and sense of place are both fostered over time. It should not be 
surprising that there was no radical shift in people’s perceptions, but it is clear that 
OBG Extra activities did have positive impacts in bringing people within communities 
together and potentially generating wider outcomes through the individuals that take 
part becoming engaged in subsequent community-based activities. 

 

Outcome 2 ï more people learning music and joining community music groups 

This outcome was perhaps the most closely aligned to the activities in each of the 
Our Big Gig Extra areas and there was strong evidence that this outcome was being 
met, particularly in terms of more people learning music. For instance, the organisers 
of the Learn to Sing course in Leicester described its objective as to “convert 
ordinary people who think they can’t sing into singers” with the intention that “they 
join choirs and some of them will become active people in the choir, on committees 
and so on” (Course organiser, Leicester). One participant on the course commented 
that, “this course has done exactly what I wanted it to, which is learning to sing: what 
to do with my throat – I used to have throat ache when I sang – and breathing. That’s 
exactly what I wanted because we can all sing but we don’t sing well” (Focus Group, 
Leicester).  

This had wider benefits for participants, too, such as increasing self-confidence and 
acting as a form of therapy: “It makes you think and you think of nothing else, you 
just kind of focus on that” (Focus Group, Birmingham). In Birmingham, experience of 
learning a new instrument and taking part in community activity was particularly 
pertinent for older attendees: “when you get older, you don’t do new things very 
much. Like when you were at school, you tried new things and at uni and stuff … but 
it’s quite exciting to do something completely new” (Focus Group, Birmingham); and 
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similarly, “how often do you see adults playing samba? Never … I think it’s brilliant” 
(Focus Group, Birmingham). 

Some participants had already started to become involved in other community 
activities related to those they had taken part in through Our Big Gig Extra, such as 
joining or auditioning for other choirs. Others were keen to take part in other groups 
when the Our Big Gig Extra activities came to an end, but were not yet clear on what 
this might involve. In Leicester there had been some discussion about making the 
temporary choir formed through the Learn to Sing course a more permanent group. 
But some participants still felt that they would be unable, or would find it difficult to 
take on other activities. As with those interviewed at OBG events, other family and 
work commitments took precedence: 

“I’d definitely like to, but it’s a case of work really. Whether I can commit to 
having to be at a rehearsal at half past six on a Monday night or something. It’s 
sometimes quarter past seven before I get home.” 

(Focus Group, Leicester) 

Outcome 3 ï inspired individuals that want to contribute to the community 

There was evidence of individuals being inspired by activities across the four areas 
where focus groups took place.  

In Knowsley it was clear that participants had already contributed to the community 
through their engagement with OBG and OBG Extra. For instance, some of the older 
young individuals had been very involved in organising OBG events in July 2013 
through the OBG Extra organisers, Enchord. An extract from the Focus Group shows 
just how much the group had already been inspired to do in the local area: 

Participant 1: We done loads, Our Big Gig, then we done a festival, we done a 
park 

Participant 2: That one when we were in a field 

Participant 1: Oh yeah, the park? 

Participant 3: What else we done? 

Area lead: What was the one you did for telly? 

Participant 1&3: [Together] Oh yeah, we were on Songs of Praise! 

Two participants who were also teachers were planning to pass on the drumming 
skills they had learnt through Birmingham OBG Extra to their pupils, while others felt 
that attending the workshops had inspired them, and given them the confidence to 
get involved in other events in the future.  

In some cases, the ‘community’ aspect of getting involved in other groups was less 
pronounced. As noted above, some participants in Leicester had become or were 
planning to become involved in singing activities in their local area. The intention 
behind this was not explained as being about contributing to the local area, rather 
that the participants wanted opportunities to continue singing. Nonetheless, a by-
product of this participation may be that they contribute to the community as a result 
of being involved in other choirs. 

Outcome 4 ï greater capacity within the community to organise events 

Community capacity to organise events was not a big focus of the different activities 
in which focus groups took place, which instead tended to be delivered by external 
tutors or organisers. Those participating in activities were more focused on their 
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ability to take part in other activities and events. Even so, there were examples of 
activities leading to improved capacity to organise events. One example was 
Leicester, where one aim of the course was to recruit new people to existing choirs, 
and as a result improve the organisational and administrative capacity of the choirs 
themselves. The rationale was that some new recruits might not immediately be the 
strongest singers but that they might possess other skills such as organisational or 
administrative capabilities that would be useful to the choirs. This was also seen as 
having a beneficial effect on sustaining the participation of new recruits: “we’ve found 
that as soon as you get a recruit, if you can give them a job, you stand much more 
chance of them staying. If you get them involved straight away, even in an admin 
capacity, they tend to stay”. 

The approaches taken in Bradford and Luton were explicitly aimed at improving the 
capacity within the two areas. In Luton, a training day was held for existing music 
groups in Luton and the surrounding area. Groups attending the training day were 
invited to apply for one of six £500 grants to organise and deliver activities designed 
to attract new audience members and/or participants. The point of these activities 
was to provide an opportunity to bring in new people, but also to put into practice the 
new skills learnt during the training day, with the intention that these would continue 
to be used in further, self-directed audience development activities. 

The theme of the training day, then, was “audience development” with a focus on 
“trying to reach brand new people”. As the Area Manager explained: 

“…a lot of our groups tend to just reach the same participants over and over; 
when they say they’ve got new audiences it’s because another member of their 
family has come along.” 

It was too early to tell at the time of the evaluation what the impact of this had been 
as the second stage of the programme – implementation of the training within groups 
– had yet to be carried out. Similarly, in Bradford the network launch event had yet to 
be held at the end of the evaluation period and so it was not possible to talk about its 
impacts. 

Outcome 5 ï enabling (particularly young) people to achieve their aspirations  

Participants described how they had been enabled to meet aspirations in a number 
of ways. Young people were included in this 
where they were involved in events. Knowsley 
was specifically aimed at young people, but 
other activities involved all age groups, with 
the age range slanted towards the older end of 
the spectrum in Bristol and Leicester. 

The young people involved in activities in 
Knowlsley each had aspirations to continue 
with music in some form or other, and this 
included increased confidence to follow their 
own aspirations, as opposed to what might be 
expected of them by family or peers: “I only 
wanted to do stuff that people would say was 
good but now we are learning to sing, be 
creative, put events on and we have creative freedom”.  
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In Leicester several participants explained that learning to sing, and singing in public 
with other people, was to some extent a fulfilment of an ambition. Many said that 
learning to sing was something that they’d intended to do for some time, but that it 
was the first time they had done it. One female participant said that she had seen a 
similar course advertised the previous year and regretted not attending. This time 
she saw the advert in the newspaper and thought, “I must grasp this opportunity now 
while I see it, and I’m very glad I did”. 

Outcome 6 ï as a combined effect, strengthened community cohesion 

There was some evidence from focus groups that there had been some overall 
impact on community cohesion in Our Big Gig Extra areas. In Birmingham, for 
instance, participants were certain that the drumming workshops had brought 
different segments of the community together: “just look at this table … there’s 
different ages, different backgrounds and stuff” (Focus Group, Birmingham). 
Participants in Birmingham hoped that the activities could be extended to other areas 
of the city, having seen its impact where they lived, “to give more people the 
opportunity” (Focus Group, Birmingham); “we’ve got friends that would love it, the 
opportunity to do this… and then you could get bigger and keep it going or run more” 
(Focus Group, Birmingham). 

In many cases, however, this is something that would be felt in the long-term if and 
when activities become more deeply embedded within communities, or new activities 
take place as a result of Our Big Gig Extra. Although the demography of attendees at 
activities was not quantitatively monitored, researchers’ impressions were that, in 
many cases the participants were not particularly diverse. For instance in one area, 
the participants were largely White British and over 50 years old. One of the activity 
organisers explained that they had deliberately targeted areas based on 
socioeconomic data that aimed to pick out “the sort of people that would join [the 
activity] based on the people that are already there”. This was a pragmatically 
justifiable approach, as their aim was to help build a sustainable activity that would 
continue in the long-term by aiming to produce a cohesive community within the 
group, but without consideration for wider community cohesion agendas. It should be 
added that this was not the case on other areas: for example one group in Luton was 
using the training and funding to rebrand themselves and appeal to a more diverse 
range of people. 

4.2. Challenges and lessons learnt 

Across the OBG Extra projects, area coordinators were able to point to successful 
outcomes, which are reflected in the focus group results outlined above.  
Respondents were also able to point to key challenges and lessons learnt along the 
way. In particular, they considered timescales; sustainability; connectivity; 
engagement; and links to the OBG weekend. 

1. Timescales. OBG Extra coordinators found the short timeframe for planning 
and delivering activities to be a particular challenge. A number of the projects 
had encountered difficulties with this, which was reflected in the fact that only 
four areas sufficiently advanced with activities for focus groups to be conducted 
with participants by the end of the evaluation period. 

2. Sustainability. Focus group participants in some areas had expressed a desire 
for activities to last for a longer period in order to more firmly embed them within 
communities. The aim of OBG Extra was not to provide a continuing ‘service’ 
but to set individuals and communities in train with developing their own 
activities. Although the outcomes of this will not be known until a period of time 
has elapsed following the end of activities, the projects which aimed to 
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strengthen organisational capacity to provide activities may be better placed to 
achieve longer-term community-level impacts. It is worth noting here, however, 
that since the end of the evaluation period, OBG Extra activities in three areas – 
Birmingham, Bristol and Knowsley – had announced extensions to their projects, 
having successfully secured funding from other sources. In Bristol, for example, 
the well-being choir had received some funding from Bristol City Council 
alongside regular donations from attendees to allow them to continue.  

3. Connectivity. Some area managers reflected on the importance of local 
knowledge and connections in getting projects up and running quickly. One 
respondent felt that their role as a Regional Manager covering a large area 
across England made this more difficult to achieve at a local level. 

4. Engagement. There was some discussion about the need for projects to 
challenge themselves more in relation to engaging hard to reach groups. A good 
example of an organisation taking up this challenge was a choir funded through 
the Luton scheme: 

“You’ve got an entire committee of people there who are all focused on the one 
objective … They’re the first ones to hold their hands up and say, ‘look, we are a 
bunch of white, middle class women, and we’re not kind of representative of 
Luton anymore, and we want to reach new audiences, and we want to kind of 
find routes in, and we know we have to go to them to do it.’”  

(Area Manager interview) 

This can be difficult to do, and another area manager reflected that it could take 
some time to gradually build participation rates rather than expecting publicity and 
engagement to be immediately successful. This made the short timeframe 
particularly challenging. One area had managed to overcome this to some extent by 
holding back some of the funding to extend activities to March 2014. Groups that 
attempted to engage new people from diverse backgrounds may find it harder to 
evidence immediate cohesion impacts, but were better placed to develop longer-term 
change. 

5. Links to OBG. One Project Lead suggested strengthening the link between Our 
Big Gig and Our Big Gig Extra: 

“for example, the flagship event [for Our Big Gig] would have been a good one 
to have people going round signing people up … to have gone round and 
maybe grabbed email addresses, got people to sign up and got people 
interested in it, made announcements from the stage… that would have been a 
great opportunity to have got all those people interested… but we had that break 
from when we finished Our Big Gig and when we started Our Big Gig Extra… 
but with knowledge of doing both, we could have brought them together earlier”. 

Underlying some of these challenges, and indeed the outcomes discussed above, is 
a question regarding the strategic direction of Our Big Gig Extra. Broadly speaking, 
there were two approaches to Our Big Gig Extra projects: those that focused on 
outcomes for individuals - for example running singing courses or setting up choirs - 
and those that focused on developing organisational capacity, for example by 
developing organisational networks. Differing approaches lead to differing outcomes 
and there is a balance to be struck between stimulating activity at an organisational 
level (improving capacity) and at an individual level (improving participation). This is 
a tension to be managed right through the OBG project, as discussed in Section 2 
(Implementation of OBG), above.  
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5 5. Conclusion 

We estimated that Our Big Gig attracted 208,000 attendees over the weekend of 11th 
to 14th July 2013. The weather on this weekend was sunny with average 
temperatures across England around 20-25 degrees Celsius. This helped in making 
the events successful and memorable for participants. 

Over 650 people attended each event on average and in 70 per cent of events 
organisers said they got at least the number of attendees that that had hoped for. 
Nearly 60 per cent of participants said they were likely to volunteer more as a result 
of attending Our Big Gig. Around 40 per cent of respondents who had little or no 
previous musical experience said they wanted to take part in community music in the 
future. All respondents said that they had enjoyed the events: this points to strong 
evidence of Our Big Gig contributing to a ‘warm glow effect’ in the supported areas. 

Funding to most Our Big Gig events was around £400 – a relatively small sum – but 
event organisations were supported by Regional Managers and with promotional and 
branding activities. Typically Our Big Gig provided support to a much larger 
community music event: for every £1 of Our Big Gig Funding, events attracted a 
further £3.50. 

Our Big Gig Extra events followed on from the main weekend of activities. Funding 
from this part of the programme supported ten localities in England to provide 
support for participation in music and singing, from forming community music groups 
to local choirs. These activities included some notable local successes, possibly 
more so in areas with longer traditions of community music. In other localities we 
also found evidence of events attracting particular demographic groups and not 
reflecting the wider community. This is an inevitable tension and should not foreclose 
further support of Our Big Gig in the future, but should be considered as a factor in 
the design and targeting of further support. 

Lessons from Bandstand Marathon appear to have been taken on board by Superact 
and its team of regional managers. DCLG and Superact agreed ambitious targets for 
Our Big Gig in 2013 and these targets were met. Keeping a relatively simple funding 
model of providing £400 per event on the whole worked well and allowed for a 
relatively straightforward approach to awarding, distributing and monitoring funding. 
Nonetheless it was reported that events which did not attract additional funding 
tended to struggle to stretch the funding to all things that needed to be covered. 
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Much was asked of Community Event Organisers and the Regional Managers 
played an important part in supporting individuals with less experience. This model of 
support was found to work well and meant that nearly all events went ahead as 
planned. Skills in event organisation and promotion and community music were 
found to be very important. Areas without these skill sets were more likely to struggle 
and this is a lesson for support in future years.  

Despite attempts by Superact and the Advisory Group to develop a strong national 
brand for Superact and to recruit a celebrity ambassador, it was felt that this part of 
Our Big Gig had worked less well. As a result important goals of creating Our Big Gig 
as a national event in the national consciousness were not realised. This is an 
important lesson for future years. Conversely, the success of Our Big Gig was at a 
local level and in many areas (but not all) there had been some strong local 
promotion. Obvious solutions here would be to partner with a national radio station or 
local radio station network, although again, the risk here is that this is then less likely 
to reach across different demographic groups.  

Finally, there are some understandable tensions which can be created in 
programmes with multiple outcomes. A particular case is around music participation 
and cohesion. Our Big Gig appears to have been very successful in fostering 
increased participation but it was noted that some events (Our Big Gig and Our Big 
Gig Extra) struggled to reconcile this with the goal of reaching across communities to 
foster cohesion. In many respects these are far more complex and longer term 
issues: Our Big Gig was found to make a very positive but small contribution to such 
outcomes. Its true impact needs to be understood through its effect over the long 
term and in relation to what may be dynamic and changing communities. 


