CASE STUDY - 4

DATA-DRIVEN COMMUNICATIONS

RB SELLARS -

Spring Summer ‘25 Catalogue:
Barkly Downs, QLD

For RB Sellars, the Spring
Summer '25 Catalogue

is more than a product
showcase, it’s a story

of rural resilience

and connection.

Produced by the brand’s
in-house team, the
catalogue embodies

the spirit of life on the
land and celebrates the
communities that wear
the brand with pride.

the catalogue highlighted
both seasonal and core
collections alongside
human stories of
endurance, passion,

and pride. /

Many
recipients keep
the catalogue as a
keepsake, extending
its lifespan well
beyond the sales

season. Vieual

Media
Association
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The key objectives were to:
Storytelling,
increased
Build brand affinity and emotional brand trust,

connection with rural audiences. engagement
and loyalty

Strengthen loyalty and inspire new
customer engagement.

OBJECTIVE

Celebrate real people and stories from rural
Australia through authentic storytelling.

The creative team travelled to Barkly
Downs, a remote cattle station 150 km
west of Mount Isa, to capture the essence
of rural Australia. Featuring real farmers,
families, and workers, the catalogue
highlighted both seasonal and core
collections alongside human stories

of endurance, passion, and pride.
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With 50,000 copies mailed through Australia Post and
distributed via 17 stores across five states, the catalogue
was supported by digital campaigns to maximise reach
and engagement. All production and print were managed
by IVE Group.

The Barkly Downs edition deepened
community connection and reinforced
RB Sellars’ identity as an authentic rural
lifestyle brand. Many recipients keep the

catalogue as a keepsake, extending its The |euerb0x harneSSEd
lifespan well beyond the sales season. COmmunIty Splrlt and trUSt .I:m.

The campaign successfully merged commerce with

storytelling, increasing brand trust, engagement, the Barkly DOW"S Community,

and emotional loyalty among rural Australians.
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