CASE STUDY

The Wandering Epicurean
7;¢ \WANDERING
EVENT
EPICUREAN Multiple year, fundraising event. Exclusive culinary

dinner and auction to raise funds for the Culinary
department.

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

CLIENT
Sandhills Community College

TARGET MARKET

« High end donors ($20K+/yr.) « College educated

* 60+ yo. foodie » Makes $200K+ year
* Culinary Lunches Guests * Invests

* Male-50%, Female-50% * Wine drinker

» Grandparent * Board Members

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 1



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)

“OUR FRIEND FLIES ALL OVER THE COUNTRY FOR THESE KIND OF EVENTS.
HE SAID THIS ONE WAS THE BEST. HE'S COMING AGAIN NEXT YEAR.”

- Charlie Eichhorn, Sandhills Community College, Board Member

TESTIMONIAL / //W

From the event by
campaign board
member Indulge with us as you experience a journey of the senses, where

food, wine, music, and atmosphere crescendo into an epicurean
adventure. Roam through our commercial kitchen and bakery,

Welcome to our kitchen.

HIGHLIGHTS meet the students, and mingle with fellow foodies as you sample
Wrote letter for Chef innovative flavors and combinations designed to heighten your
Fiona based upon culinary experience.
bullet ideas The evening is truly a collaboration, a combined labor of love for
our beloved Baking & Pastry, Culinary, and Hospitality programs
KEYWORDS working in partnership with the Sandhills Community College
EpiCU rean Foundation. The event is a reflection of the curriculum, and
we're ever mindful of our intent to provide students real-world
Foodies experiences that prepare them for what lies beyond our doors at
Culinary Sandhills. We are happy you could join us tonight and experience
g first-hand our passion for what we do.
Baking & Pastry
Hospitality A special thanks to our Foundation hosts Lin Hilton and Charlie
Feast for the senses Eichhorn for their support and the many other valuable people
S e B who made tonight possible. With all of their insight and love of our
department, we are able to offer you a truly memorable evening.
MESSAGE
ratitud Thank you for being a part of our culinary celebration. Your
G n e ttendance and support tonight directly enhance and maintain
Excitement our dynamic programs, ensuring we have the tools and resources
Culinary Adventure to continue supporting our students and producing exceptional
graduates.
Thank You for Being Our Guest,

2 Fona



HISTORY o/ TAPAS

Prior to the 19th Century, tapas were created out of
necessity for hungry and weary travelers along the
desolate Spanish countryside. After journeying along
poorly made roads, some dating back to the Roman
Empire and Middle Ages, travelers encountered inns
with fresh horses, beds, and food. Unfortunately, in
those days, many people were unable to read or write,

leaving many people unaware of what was available to
eat. As a result, many inn keepers offered small plates
that sampled the dishes available. These samplings
became known as tapas, from the Spanish verb tapar,
“to cover”

Tapas are still popular options throughout Spain. Today,
the rest of the world has embraced the best of what
tapas have to offer. At Sandhills Community College,

we have students from all walks of life, and the tapas
menus for the event were created by them. Think of
yourselves as adventurous travelers, wandering through
the culinary world of spices, tastes, and experiences
that our team of culinary experts and their students
bring to you for one exclusive night only.

AUCTION X ITEMS

STRUDEL MAKING with Chef Brunner*
An authentic Austrian baker and pastry chef will teach up to
eight people how to make strudel from scratch. Once finished
baking, enjoy eating strudel, drinking chilled Riesling or fresh
coffee for an authentic European pastry experience. Between two
to three hours. Must be used the 2016 spring semester.



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.




PORT AND ROSEMARY LAMB CHOP on a pea and
porcini risotto cake with a lemon and roasted
garlic glaze

DUCK CONFIT with homemade mustard on a crisp
potato Roesti with a citrus and cranberry chutney

SPINACH AND ROASTED RED PEPPER FRITTER

with pesto sauce, spiced remoulade and
a shot of sweet potato soup

TEMPRANILLO SEARED BEEF TENDERLOIN with
glazed figs and a fennel creme over an almond
and manchego bruschetta

WARM PORK BELLY SLIDERS with a peach
gastrique, green onion pickled slaw, fingerling
fries and a yellow pepper ketchup

SEARED SEA SCALLOP with a micro basil and
orange salad, a lime and sea salt cured salmon
tartare, topped with saffron aioli

View the

Invitation Look Book
HERE




RESULTS

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

Average

(o]
Direct Mail 9%

Wandering 97%

Epicurean

source: https://www.compu-mail.com/statistics/direct-marketing-statistics-for-nonprofit-fundraisers
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Deliverables:
letter, look book
and card

20% 160x

Increased Return on
event size due investment
to word-of-

mouth



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.

the
Commemorative
Cookbook

Commemorative
Cookbook
2016
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For Tartar

11b. Fennel Cured Salmon, chopped fine (or ground fine)
17Tl Shallot or Red onion (minced)

2'Tbl. Fresh Chives (thin sliced)

2'Tbl. Fresh Dill or Fennel Fronds (chopped)

1-2 ThL Fresh Lemon Juice (as need)

1°Thl. Lemon Zest

Black Pepper (to taste)

Instructions
In a bowl, stir together tartar ingredients and pepper — to taste.

For mascarpone

1 cup mascarpone
2 tsp Dijon mustard
Dash hot sauce

Instructions
Mix well the above ingredients

For Garnish
Pickled Red Onion
Capers

To Assemble

1 Place tartar on spoon.

2; Add dollop of mascarpone mixture on top of tartar.
3. Garnish with a dash of red onion and capers.

BREAD Grissine WByead Sticks

6// N / {’/ . . lmmlums
Jlert Jocacceaw 2 mﬂmmﬁ;h
gedionts hook on low
speed for three
Ingredients Instructions o (LB B minutes, inishing on medium speed
Sponge L Tomake the Sponge, combine 90z (11/8th cup) Water for 4 minutes.

2. Cover doughandlet ferment for 1

6 oz. Water flour, water and instant yeast, 20z stick) Butter

12 0z Fresh Yeast 5 i il uiiforen. Lot 202 2;";: oil ’ {'h"‘“;o:;‘,‘f:‘:‘;‘;':,,‘:? d,-‘::f,“:bw

8 oz. Flour ferment 4 to 6 hours (or until 2tsp. Salt 1.3 oz cach. Shape i,,m';,w,'.b,,...
double in volume) in a warm 1% tsp. Yeast, instant dry 12 inches long. i

Final Dough place.

11b. 4 oz. Flour 2. Place sponge in a mixing 3 o i i ‘bake in preheated 380

14 0z. Water bowl, add rest of ingredients degree oven until golden brown.

.12 oz. Fresh Yeast and mix to a smooth but wet 4. 20 minutes to bake.

5 0z. Salt dough.

1 oz. Olive Oil *You may roll the bread sticks in grated cheese or herbs for a greater variety

Rosemary and Salt (to taste) before baking.

Herb Focaccia (con't)

3. Letferment for 30 minutes at 80 degrees Fahrenheit.

4. olive oil on cookie sheet (16x12).
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Italian rabbit and pork sausage over creamy polenta with
baby heirloom carrots, and a roasted shallot and tawny port
reduction.

Italian Rabbit and Pork Sausage Ingredients
. i it

41b. Pork Butt
2.5Ib. Pork Fat
2.5 0z Salt

1 oz. Dextrose

2 Thl. Ground Coriander
1 TbL Sugar

2 Thl. Spanish Paprika
2o, Hungarian Paprika
1 tsp. Cayen:

2TH Crushed Red Pepper Flakes
1611, oz, Ice Cold Wates

231 Sheep Casings (sinsed)

Inmuch
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Grind through the coarse plate of the meat grinder

(over an ice bath — to keep cold).

Inalarge mixer, mix on low speed for 1 minute, gradually

Mixongluwspeadﬁwlimmrnmsemnds,nnﬁlthe

sausage is sticky to the touch.
w:m.:ﬂjmmﬂngmdmmnqb:ﬁxe
ing.
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Tondilew & Amaretto
Sanna Gotta

Vanilla Panna Cotta

% cup whole milk

2 teaspoons gelatine

2% cups heavy cream

1 whole vanilla bean, split and scrape seeds out

pinch of salt

Y4 cup of sugar

Amaretto Panna Cotta Pour vanilla

% cup whole milk mixture into your

2 teaspoons gelatine glasses, just

2% cups heavy cream halfway up. Placein

pinch of salt cooler and allow to

Y4 cup of sugar fully set. Nextmake

1 teaspoon cocoa powder, sifted the Amaretto mixture,

4 cup Amaretto and pour the slightly

cooled liquid on to
Ins!rm tions to Make Either Panna Cotta the set Vanilla Panna
e milk in a medium saucepan and sprinkle the gelatine Cotta. Chill for

over the milk. Let it stand for about 5 minutes to soften. Turn several hours, then
heat to medium and stir milk just until the gelatine dissolves. enjoy! Can be

2. Add the cream, sugar, and salt. For making the vanilla variant, garnished with
add the scrapped bean. If making the Amaretto flavor, whisk in toasted almonds

and whipped ¢ream.

the sifted cocoa and Amaretto. Whisk over low heat until the
sugar completely dissolves, just a few minutes.

3. Remove from the heat, (remove the vanilla pod), and allow to
cool slightly, keeping it covered.

(corrt on next page)




Contact me directly for us to work together.

GAYVIN POWERS

910-690-3190
hello@gayvinpowers.com
gayvinpowers.com/GPortfolio



