
The WANDERING 
EPICUREAN

An Event to Remember

“A FEAST 
FOR THE SENSES”

EVENT
Multiple year, fundraising event. Exclusive culinary 
dinner and auction to raise funds for the Culinary 
department.

STRATEGY
Developed a branded event that targeted local foodies/supporters of the college with an invitation only, limited 
space opportunity of the year. Target market’s pain point was living in a high end location but limited gourmet 
restaurants. Increased scarcity due it being secretive -- only people who were invited knew about the event. 
Designed marketing around beauty shots of food that gave the feeling of a high end food/travel 
magazine and elicited a sensory response to images and text. Sumptuous and savory gourmet food and key 
words were used to reflect the brand and increase desirability and exclusivity. 

Sent direct mail look book (in the style of a mini gourmet food/travel magazine), save-the-date postcard and 
personalized letter signed by college President. 

GAYVIN’S ROLE 
Brand Strategist and Developer, Art Director, 
Copywriter, Graphic Designer, Account Manager

CLIENT
Sandhills Community College 

TARGET MARKET

ASSETS
Direct mail (invitation, look book, save-the-date postcards), programs, brand kit, video, Thank You cookbook, 
signage, all event collateral -- 300+ pieces designed. 

CALL TO ACTION
Call ### for tickets (on direct mail letter invitation), follow up phone calls & emails for tickets with script, save-
the-date (on pre- and post event postcards). 

ACHIEVEMENTS
• Sold out 100% before event due to direct mail invitation and look book with beauty shots of food/travel
• When event announced to public, people lobbied to attend; thus expanded event by 20% due to demand
• Prior to end of event, the second year event was 100% sold out 
• Increased size of second year event by 60% due to demand from first year event 

• High end donors ($20K+/yr.)
• 60+ yo. foodie
• Culinary Lunches Guests
• Male-50%, Female-50%
• Grandparent

• College educated
• Makes $200K+ year
• Invests
• Wine drinker
• Board Members 
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CASE STUDY
The Wandering Epicurean



COPY
All copy on 300+ marketing materials were created by Gayvin, with the exception of the direct mail invitation 
and thank you letter from the president and event menu. Samples of copy from the invitation look book are 
below. Copy centers around the senses and having experiences with them.

STRATEGY
Excited target market by bringing gourmet food and luxurious travel to them locally. Done by using brand voice 
and key words to paint a picture that gave guests a sensory experience.

VISUALS
Selected images to elicit a physical reaction in the body when viewing and worked in conjunction with copy. 
10,000+ photos were researched for the entire event and 10 were selected for the pre-campaign look book. 

KEY WORDS
Key words and phrases were developed with the brand kit and used throughout all marketing material. Some 
of the key words are:
• A feast for the senses  • Event of the year  • Refined
• Epicurean    • Invitation Only  • Fresh
• Adventure    • Exclusive   • Gourmet
• Culinary    • Travel   • Sweet
• Baking & Pastry   • Wandering   • From Scratch
• Savory    • Spices   • Luxurious
• Sumptuous    • Hospitality    (Use specific food and spice words)  
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VISUALS
All visuals on 300+ marketing materials were strategized, created and designed by Gayvin, including the 
direct mail book, program, thank you cookbook, video, auction mini billboards and more. Visuals were 
chosen based upon brand, sensory reaction, copy and information. 

LOGO
A fork and knife represent the culinary arts. The crossing of the utensils 
created a modern take on the culinary symbols.

COPY
Visuals were selected in conjunction with copy to solidify the brand, 
create a live sensory experience and increase desire to attend the event.

BRAND
Typography was based upon a balance between masculine and feminine 
as well as modern and classic. Larger font size was chosen for target 
market. Colors were inspired by vibrant, fresh food combined with a 
sophisticated style. Beauty lighting for images.

TONE
The tone of visuals play off of the brand. Some of the words that describe the tone revolve around textures and 
taste, including:
• Luscious    • Velvety    • Savory    
• Gourmet    • Sultry       • Fresh     
• Mouth-watering   • Sweet    • Spicy     
• Vibrant    • Salty     • Sexy     
• Drenched    • Hot      • Cold

REACTION
The visuals were designed to give the viewer a sensory experience. The focus was to create a mini gourmet 
magazine with lush food that made the reader’s mouth water. The ultimate goal was for the reader to 
purchase tickets for the event.
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View the 
Invitation Look Book

HERE



RESULTS
The monetary results and engagement from the event exceeded expectations. Brand guidelines were 
used for pre-, during and post event deliverables. Some result highlights are below:

100%
Tickets sold 
out 2 weeks 

prior to event

20%
Increased 

event size due 
to word-of-

mouth

97%
Conversion 

rate with 
direct mail

1
Marketer for 

strategy, copy, 
art direction, 
account mgt.

   3%
Deliverables: 

letter, look book  
and card

       160x 

Return on
investment

DIRECT MAIL CONVERSION RATE
Per Compu-Mail, direct mail conversion rates are 9%. The Wandering Epicurean had a 97% 
conversion rate.

Average 
Direct Mail

Wandering 
Epicurean 

9%

97%

source: https://www.compu-mail.com/statistics/direct-marketing-statistics-for-nonprofit-fundraisers



FOLLOW UP
To increase engagement, after the event, Gayvin conceived the idea to create a commemorative cookbook, 
featuring all of the recipes that guests ate at the event. The thank you cookbook went out 10 days after the 
event. Gayvin did the art direction, design, copywriting and managed publication.

STRATEGY
Built momentum and engagement throughout the year for the 2nd Wandering Epicurean event, the following 
year. The cookbook allowed people to emotionally hook into and relive the joy of the event by cooking recipes 
from it. It thanked guests, solidified interest in the next event and created excitement within the community. 

COPY
The copy followed the brand guidelines. Recipes were given from the Culinary department. Thank you letter 
from president accompanied the cookbook. All other copy was written by Gayvin, including the “Thank You” 
from Chef Fiona. Copy focused on key words, gratitude and thanking donors. Designed to create a lasting 
emotional connection with the guest.

VISUALS
The visual strategy followed the same event brand guidelines and paralleled the direct mail look book. All 
images were source and edited by Gayvin. It included photos of guests to make the cookbook a one-of-a-kind 
keepsake that would be cherished. Designed to create a lasting memory and a positive emotional response 
every time the cookbook was used.

POSTCARDS
Postcards were sent mid-year to remind people to save-the-date. CTA: “Save the date.”

ORGANIC ENGAGEMENT
Guests followed up after the event with the following: 
• A board member sent in a photo of her cookbook prominently displayed on her gourmet kitchen counter.
• One board member’s guest flew in from across the US for the event. He reserved his spot for the following 
year before the event ended.

DOWNLOAD 
the 

Commemorative
Cookbook
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FOLLOW UP (con’t)
Highlights from the Commemorative Coookbook (below) feature some recipes that guests ate that night.



GAYVIN POWERS

910-690-3190
hello@gayvinpowers.com

gayvinpowers.com/GPortfolio

THANK YOU
for reviewing my presentation!

Contact me directly for us to work together.
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