he townsfolk of Bowen in
Queensland were de-
lighted when Baz Luhr-
mann's workmen showed up
and built a A
olde’ pub and a ese shanty
town along the main drag last year.
About 20,000 tourists followed —
Just a foretaste of the boom if the
movie, Australia, is a big hit.

You beauty — a ready-made tour-
ist attraction to go with the
planned Baz-themed walk of fame
and audio-visual displays. Could be
even bigger than the Big Mango.

Then Baz bombed the lot into a
smi ruin. “In one week it went
from a beautiful scene to a com-
pletely destroyed version of World
War II Darwin,” Bowen mayor
Mike Brunker says. “Full credit to
Baz's team, they did a very efficient
job of destroying it. But we were
kind of disappointed.”

Australin is the most expensive,
ambitious and hyped movie ever
made in this country. The hopes of
not just Bowen but the entire
nation rest on the perfectionist
director, who is now seriously over
budget and scrambling to make the
November 13 launch.

Expectations are high that Aus-
tralia — and two tie-in tourism ads
Lu has ed to make —
will save the slumping tourist in-
dustry, energise in nous busi-
nesses, bolster Al 5
lure big-name expat filmmakers
back home, tempt Hollywood stu-
dios down under, revive the ro-
mance genre, dominate the Osecars,
save the necks of nervous Tourism
Australia officlals, justify the Fed-

This Baz Luhrmann epic is
more than just a movie - it
carries the hopes of a country,
reports Claire Harvey.

177-minute length tested the audi-
ence's patience and bladders, as did
the multiple dramas, false endings
and endless repetitions of Some-
where Over The Rainbow, the mov-
ie's theme tune.

This is Luhrmann's crack at the
definitive Australian picture. The
Americans have Gone With the
Wind, the Scots have Braveheart,
but we've never m to com-
bine all the elements required for
gismébusterm?ss: smmm visu-

. big stars and an up stary.

This seems to have all that and
more — Mad Max plus horses;
Gallipoll without the mud; a mod-
ern Jedda-with-explosions for the
21st century,

The story sees a buttoned-up
Englishwoman, y Sarah Ash-
ley, fly to 1940s Darwin after discov-
ering her errant husband is being
naughty on his giant Northern
Territory property, Faraway
Downs. She arrives to discover
husband and mistress dead and
must save the property by driving
its cattle mob across the desert.

The only man who can help her is

& bad-t

scape — and Hugh's tight shirts?
For Tourism Australia, the film is a
godsend. Under massive pressure
from government to recover from
the disastrous Where The Bl
Hell Are You? campaign, the fed-
eral agency has seized upon the
film as the potential saviour of its
own reputation and the $80 billion
tourism industry, which is strug-
gling with a global econom-
ic downturn, creaking in-
frastructure and chronic
under-investment.

20th Century Fox, the
Rupert Murdoch-owned
studio that is funding the
movie, first approached
Tourism Australia in
late 2006 to talk market-
ing deals.

Initially, TA was cau-
tious. “The first thing
we wanted to make sure
was, is the film going to
show something that's
nice, something we want
to promote globally?”
says Nick Baker, TA's
eneral man-

Hugh Jack: bad-temp dro-
ver whom she discovers brawling ina
pub. They fall in love, befriend a
)fwoung Aboriginal boy (Brandon

B
ager of marketing.
It soon emerged that
Luhrmann's key themes —

eral Government's tax break of up
ub?a:su nﬂlﬂonmunlj:e K‘lhg warring mzljﬂgh&rr;‘;fhn the station and rloma'nce. ad_vef;t;::.
c6. Iake Nicole BlAman sexy oy S hinge ; , fectly, “Also, for the first
and inspire Australians to fall in revenspg aé"&. mmmmt mm:hommmm time we were going to have
love with their country again. all, the Japanese air force. an indigenous storyline
Do pressimes Bk The scale is vast: hundreds of that's going to show Abo-
hen Keith Urban and hisex- locations, a huge cast and 2000 riginal people in A very
Whami The Ranch —who had  costumes, including several differ- proud, heroic light,” Baker
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on track with Luhrmann’s grand ing, sweeping Nicole into hisarms.  “We're in & good situation where
project, the first film in a planned Luhrmann's wife and co- Kyoto has been ratified and we've

trilogy of epics. But this is Baz and.
elght months later, the film is still
far from complete. With the origi-
nal $120m budget blowing out to
$200m and beyond, Luhrmann has
recently flown to the United States
to recruit more money from finan-
clers, is still working on the sound-
track and has recalled cast and
crew to the East Kimberley region
Tor reshoots, following mixed res-

producer, Catherine Martin, plays
muse, enabler and, occasionally,
creative handbrake on her hus-
band's grand flourishes. “You've
got to keep every idea
you have, testing and re-testing it,
tweaking it, and you've also got to
know when to stop, because you can
over-work something," she says.
The big questions; will the love
uto‘_:_? be co: Does the film

ponses from a test 1g at an
American shopping mall. The

1 the of
race relations and simultaneously
avold condescension? Can the plot
avoid d by the land-

sald sorry and they've been big
items globally, and we're trying to
create some fashionability and
buzz now around that, and I think
this film will do that, particularly
around the sorry statement.”

S:_:k l?aker asked Luhrmann’'s Baz-
mark Ine if the stars might partici-
pate in an ad campaign — but
Luhrmann came up with a better
idea —a cinematic ad with a modern-

story about a life-c Aus-
trallan visit, starring Brandon
Walters. Even better, L Aann
was offering to do it for my




and no
senior officials are suffering the
odd 3am panic attack. Not only did
the agency get a giant rey
its minister,
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all our eggs. The film might provide somelead-  fiimg, guaranteed blockbusters.

ership at a time of “enormous flux” “It’s flop-proof,” says analyst

for Australian film, says analyst Sandy George. “I don't think it's a

Bandy ' following the Rudd  ris. “Blockbusters are all about

Government's launch ! year of marketing and promotion, and this

one of the world's most BENeroustax  gne will be available in every multi-

get cut-through,” says Martin Win-  [8imes for film. Under the ‘pro- plex Who cares ifit makes $300m or
ter of Gold Coast Tourism. ducer offset” scheme, of w $400m? It'll be up there.”

BVer since’ the Paal I Luhrmann will be the first major For Tourism Australia, it might

“shrimp on the barbie” ads w°mw‘ beneficiary, producers can claima 40 not really matter. Even if the critics
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h our tradition of mak- haye advertising their
ing mainly dget films. ung: Australia, “The film will
Quirky tales of road trips, heists and like a two-hour commercial for

moccasing might be fun, but they the country. We know the message

o don't pay bills. will be right; we've checked and

logjs - men‘? resorts, Al , expat directors Scott doublechecked that,” Nick Baker

indigenous tours, uxwk'{'m— Hicks, Fred Schepisi and er says, “and the thing with film
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Baz. He's turned the stopwatch  $20.30 million productions projects “It's an attention-grabbing mo-

on, this can't be another stratton says are crucial to creat. ment” says, “Whatever

wasted oppertunity. ing a viable industry, with wide happens to the film—1 was goingto

release in mainstream cinemas, make a joke about straight-to-video
n the vast Home Valley “It's the medium-sized films we but perhaps that's not a good idea
Station, East Kimberley, want, to drag audiences back into — it's going to be launched on a
they're busy altering the the cinemas to see Australian  globalscale.
maps to include Luhrmann's films," he said. “That's an event in itself.”
Leap, Jackman's Jump-Up and Australia will change the indus- This is not the first film with the
Kidman’s Krossing — among  try on two levels, sayscritic Andrew chutzpah to call itself Australia
the highlights on an eight-day L. Urban — demonstrating the There was a 2004 American flick
Australia movie tour just possibilities for big-budget film fi- about a young man who dreams of
launched by luxury agency nance (Fox has lined up ~ MBagic kangaroos, and a 1989 picture
Abercrombie and Kent, at a swag of product placement and 8bout a Belgian wool dealer. Both
$12500 per person. “Where sponsorship partners including Sank into obscurity — but if Baz has
the bloody hell are we?” says  Qantas, Telstra and RM Willlams), D5 Way, it'll be third time lucky.




