
wave
wave.coop

A snapshot of recent work

http://wave.coop


Hello, we are wave 
wave is a design co-operative that has 
specialised in working for the charity sector 
for more than 30 years. 

Currently a team of six, we work together  
on print, digital and identity projects.  
We only take on projects that we can be  
fully committed to, ensuring that we provide 
the best value for money and that deadlines 
are always met.

We have chosen to only work for clients that 
we believe make the world a better place.  
The size of the project or budget is not a 
decider for us but who we work for is. 

We believe that by listening to our clients  
and understanding their world we build  
strong relationships. And by doing this  
we are able to produce effective, creative 
design solutions for our clients. 

Our current list of clients includes  
The Royal Geographic Society, WaterAid,  
War on Want, Global Witness, Leonard 
Cheshire and the Plunkett Foundation.
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How we estimate
We supply detailed and tailored 
estimates based on your brief. They  
will show a clear breakdown of the 
design stages required, for example  
for a print project: design visuals,  
design development, proof stages  
and artwork. 

We indicate any possible additional  
costs in the ‘options’ section –  
to avoid any hidden extras. 

We record the time spent on your 
project in a management software 
programme which enables us to  
charge fairly for actual time taken.

We are always happy to clarify and 
explain any of the design stages and 
costs and offer advice.

For web and digital projects, estimates 
are very detailed and are worked up 
only after we have interrogated your 
requirements in greater detail. 

We are very willing to negotiate  
contracts and pricing structures  
on a case-by-case basis. 

We strive to meet budgets where 
possible and are experienced at 
delivering excellent results within a 
restricted budget as this is often a  
key priority for our clients. Because  
we believe so passionately in the  
causes our clients champion, we are 
always willing to ‘go the extra mile’. 

We are experienced print buyers, so 
while you may have you own supplier, 
we can also guide on paper stocks  
and weights. 
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Some nice things we have 
designed recently



War On Want
The Rivers are Bleeding: British mining in Latin America

A report exposing how the vast expansion of British  

mega-mining in Latin America is displacing communities,  

destroying ecosystems, costing lives and polluting our planet.
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Plunkett Foundation
Community Pubs Membership logo and resources

A unique marque for the network and a suite of guides 

and tools to help members increase the local social impact 

of their pubs and to encourage shared learning.

www.plunkett.co.uk

COMMUNITY PUBS 
MEMBERSHIP
LOGO AND BRAND 
GUIDELINES

COLOURS
 
For the Community Pub Membership 
project we use a restricted Plunkett 
Foundation palette.

The colour range is present in the 
colour logo and the colour scheme 
helps to give the materials their own 
identity.

GRAPHIC DEVICE
 
We use a dotted line in the 
Mushroom colour which is based on 
the rivets in the logo barrel.

It can be used boldly as a section 
divider or minimally as a text rule as 
well as in diagrams and charts.

Pollen

C2 M22 Y100 K8

R230 G183 B17

HEX E6 B7 11

Hessian

C9 M29 Y66 K24

R183 G146 B87

HEX B7 92 57

Brick

C0 M77 Y97 K15

R209 G84 B32

HEX D1 54 20

Berry

C20 M100 Y11 K41

R132 G0 B85

HEX 84 00 55

Mushroom

C21 M40 Y18 K56

R109 G85 B96

HEX 6D 55 60

www.plunkett.co.uk

INTRODUCTORY GUIDE

Ways to raise your profile  
in the local community

PROMOTING YOUR 
COMMUNITY PUB
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DESIGN BRIEF TEMPLATE
This template can be used as a checklist for a designer or team member, and for you to check against 
the finished material.

Name of Society:

Name of the event:

Type of promotional material (e.g. advert, leaflet, webpage)

Attention First off, whose attention do you seek?  
What is your target market?  Can you describe them? Age?  Interests?  
Where they live? etc
What do you know about them?

Now, how will your promotional material gain their attention?
Does the market have specific interests?
What pictures or words could you use to draw the attention of your target 
market?  Does the product or organisation have any branding, a strong 
image or phrase?*
Remember your marketing strategy for the product or service.

Interest What are the advantages and benefits to the target reader of your product 
or service?  Why is it relevant to them?
Remember to sell the benefits not just the features! 

continued
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TIP
Sometimes a joint wet / food offer will work 
ie pint and burger for set price. Burgers 
normally command a high margin so you 
have more scope.

!

WHAT TO DO WHEN...
an issue occurs and you aren’t sure if it is 
conduct or capability and which procedure 
should be used?

?

INFORMATION
From Conflict to Co-operation.  A series 
of easy to read booklets designed to 
help community businesses understand 
and avoid conflict.  Includes guidance on 
meeting effectiveness. 
https://www.uk.coop/resources/conflict-co-
operation

Guides for Society Directors, Chair and 
Secretary. 
https://www.uk.coop/guides

Simply Governance: A comprehensive guide 
to understanding the systems and processes 
concerned with the running of a sustainable 
community enterprise. 
https://www.uk.coop/resources/simply-
governance-guide

Chairing: a useful blog from Co-operatives 
UK. 
https://www.uk.coop/newsroom/chairing-
how-handle-different-personalities-
meetings

Audit requirements for Societies, guide from 
Co-operatives UK 
https://www.uk.coop/the-hive/resources/
finance-toolkit-co-ops

Guidance on the FCA’s registration function 
under the Co-operative and Community 
Benefit Societies Act 2014 November 2015 
– a weighty tome that sets out Directors 
Duties and other relevant guidance 
https://www.fca.org.uk/your-fca/
documents/finalised-guidance/fg15-12 

i

REMEMBER...
an issue occurs and you aren’t sure if it is 
conduct or capability and which procedure 
should be used?
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Desire 
Desire goes hand in hand with Interest.  D also 
stands for Difficult as well!  

Some ideas to consider:

  What problem does your product solve?  
Convincing people they have a problem is 
a more difficult marketing proposition than 
promoting a solution to an existing problem.

  Scarcity is proven to increase desire.  A limit 
on availability encourages people to act sooner 
rather than later.  

  Popularity is also proven to increase sales – 
we humans have “herding” instinct and like to 
gather where there will be other people. If we 
can see that an event or product is popular, we 
tend to trust that it will be worth attending or 
buying.  Testimonials from people at previous 
events or pictures of a packed pub could help.

  Added benefits. e.g. drinks promotions or meal 
deals during the event.

  Signpost to further features or testimonials on 
your website or social media.

  Your pricing can increase desire in a potential 
purchaser – timebound offers such as “early 
bird” tickets, bulk buy discounts (e.g. family 
or group tickets).  Use of these sorts of offers 
should relate to your pricing strategy.

Action
  Make the action clear – What do you want 
people to do?  Don’t be shy!  

  On what date and time is the event taking 
place?

  Have you given the full address details? If your 
event is targeted at regulars they all know where 
the pub is, but if you are attracting people from 
further afield how will they find it? Including the 
postcode makes it much easier for them.

  Don’t make the reader do too much work!  Make 
the action easy.  Every extra step could result 
in a lost sale.  People are easily distracted so 
help them to complete the deal as they read 
the promotional message.  E.g. Community 
enterprises promoting their goods for sale found 
that their sales increased when they added an 
ordering facility to their website rather than 
asking people to fill in a from and post it.
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TUC unionlearn
Career kickstart reviews

Supporting learners

Two workbooks for union learning reps
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Bangor University
Logo for the newly established Sir William Roberts Centre 

for Sustainable Land Use to promote interdisciplinary 

land-centred sustainability, research and teaching.
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Human Givens
Commerce website for therapeutic psychology 

techniques, information and training

www.humangivens.com
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Fundraising Regulator
Website for independent, non-statutory body 

(in collaboration with Agile)

www.fundraisingregulator.org.uk

https://agile.coop/our-work/fundraising-regulator
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A little bit about us
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We work creatively for  
a better world
+  We are a design co-operative

+  We help our clients communicate messages that matter

+  Our services include print, digital and identity design 

+  We are not-for-profit specialists, with strong ethical values 

+  We have been waving for more than 30 years
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We are a co-operative
+  We set up from the start as a worker co-operative to provide a professional 

creative design service to the not-for-profit sector. As a co-operative, we are 
controlled by the people that work in it – there are no owners or shareholders  
and we have an equitable, non-hierarchical management structure. 

+  Co-operatives are based on the values of self-help, self-responsibility, 
democracy, equality, equity and solidarity. In the tradition of their founders, 
co-operative members believe in and practise the ethical values of honesty, 
openness, social responsibility and caring for others. 

+  We are proud to work with organisations such as charities, public sector 
organisations, co-operatives and social enterprises who share our beliefs,  
our concerns and our passions and who are committed to positive change.
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What we do best
+  We have years of experience producing printed 

publications for charities and public sector bodies.

+  We helping clients develop their brand identities and 
apply them creatively across print and web.

+  We design and build accessible, great looking websites  
that convey information clearly and beautifully.

digital
felix@wave.coop
01424 230717

print
diana@wave.coop
01424 230712

Please get in touch to discuss any of your design projects:

Our services include:
+  brand and identity development
+ reports and reviews
+ magazines and newsletters
+ fundraising campaigns
+ adverts
+ exhibition and display systems
+ illustration
+ copy editing and proofreading
+ web and new media
+ content management systems
+ open source cms (wordpress and drupal)
+ e-newsletters
+ e-commerce
+ crm integration
+ interactive applications  and games

We also commission:
+ copywriting
+ illustration
+ photography
+ print

mailto:felix%40wave.coop?subject=
mailto:diana%40wave.coop?subject=


And finally, some nice things 
people have said about us
“The corporate brochure has 
been great for us in the Fund 
Development team. It is hugely 
useful having one document 
that covers all the audiences 
we work with and all the key 
messages. It sits with the 
previous Rewarding Journeys 
document as a high-quality 
piece of print that really 
shows our professionalism.” 
Stephen Chamberlain 
Head of Philanthropy
Sussex Community Foundation

“The team at wave are brilliant 
to work with – very creative, 
innovative, knowledgeable 
and, above all, patient with 
those of us non-techies! 
They understood our brief 
and brilliantly found ways 
to build us the website 
we knew we wanted.”
Miranda Kemp 
Communications Manager 
Sussex Community Foundation 

“Delivering a project creating 
more than ten detailed 
resources at once was 
daunting – so many different 
contributors and styles, varied 
content and formats and a 
tight deadline! The support 
and hard work put in by wave 
has been an eye opener. They 
are a delight to work with on 
all levels and have enabled me 
to get the project delivered 
on time and budget. The 
feedback about style has been 
excellent from the audience 
and I would have no hesitation 
in using them again.”
Tasha Bevan 
Membership Officer  
Plunkett Foundation

 

“wave deploys great strengths 
when it comes to the 
unionlearn brand: intelligent 
application of design 
elements; creativity in pushing 
the brand forward; and careful 
scheduling and execution of all 
layout work and production so 
that projects come in on time.”
Rob Sanders 
Senior Publications Officer
Trades Union Congress

“The new HCT Group website 
combines a very clean design 
and a great user experience 
at the front end – with a 
flexible, powerful CMS at 
the back end. This allows us 
to create different styles of 
site for different parts of the 
organisation, all tied together 
by the same aesthetic. We’re 
delighted with the result.”
Frank Villeneuve-Smith
Communications Manager
HCT Group

“EISF has collaborated 
with wave for many years 
now. Their professionalism, 
flexibility and constant 
willingness to brainstorm 
ideas and provide support 
to ensure our publications 
appear professional and 
visually dynamic, makes 
them an invaluable resource 
for EISF. It’s a great pleasure 
working with wave and I 
highly recommend them to 
anyone wanting to work with 
a team that puts the needs 
of clients at the forefront 
of all their activities.”
Adelicia Fairbanks
Research Advisor
EISF




