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case study.

The Wandering Epicurean
By Gayvin Powers

Client						      Sandhills Community College

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

ROLE

		   Art Director					     Brand Strategist
		  Copywriter 					     Graphic Designer

Target Market
• 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



overall strategy.
Developed the branding for an event that target-
ed local foodies of SCC with an invitation only, 
limited space opportunity of the year. 

Target market pain points focused on living in a 
high end location with limited gourmet restau-
rants. 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 and travel 
magazine. It elicited a sensory response to imag-
es 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 and travel magazine), save-the-
date postcard, and personalized letter signed by 
college President.



Highlights 
Wrote a letter in Chef Fiona’s voice 
for the event.

Keywords
Epicurean
Foodies
Culinary
Luxury
Baking & Pastry
Hospitality
Feast for the Senses

Message
Gratitude
Excitement
Culinary Adventure

“Our friends 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, 
SCC Board Member



strategy.
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.

Content
Developing brand voice and key words to paint a picture that gave guests 
a one-of-a-kind, adventurous, culinary experience designed to enhance 
the senses.

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.





100%

Sold Out 
2 Weeks 

Prior to Event

3

Deliverables:
Lookbook

Letter
Card

1

Marketer

160x ROI

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:

Direct Mail Conversion Rate
Per Compu-Mail, direct mail conversion rates are 9%. The Wandering 
Epicurean had a 97% conversion rate.

Average Direct Mai       3%
Wandering Epicurean   97%                                                                                                                                  
source: https://www.compu-mail.com/statistics/direct-marketing-statistics-for-nonprofit-fundraisers

These can be applied to digital marketing 
with strategic and targeted initiatives 

directed at pain points.



follow up.
Thank yous were sent out after the event, along with a sumptuous recipe 
book with favorites from the event. It lead to increasing the size by 20% the 
following year. 


