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About Ian Gracie

There are only a handful of Art directors that work successfully in both film and advertising, Ian 
Gracie is one of the few that have worked consistently in both fields. Ian has been working in 
the TV and film industries in Australia and around the world since leaving high school in 1981.

He has worked on over 41 TV shows and mainstream movies in his career ( See attached 
resume). He has worked on Star wars - Revenge Of The Sith, Moulin Rouge, The Quiet 
American, Ned Kelly, The Chronicles Of Narnia, The Lion, The Witch & The Wardrobe, X-Men 
Origins, Wolverine, Australia, Red Dog, The Great Gatsby, Pirates Of The Caribbean, Alien 
Covenant, Peter Rabbit, Mulan and many more.





“What Is The Role Of The Art Director?” 



“I’m the right hand of the production designer, his (or her) 
conscience and confidante. I make their ideas work. I’m solely 
responsible fiscally for the creations of the art department. I 

direct all the elements of the art department, the carpenters, 
the painters, the plasterers. I’ve got to make it seamless.”

- Ian Gracie



Building a 
relationship 
between the 

brand and the 
image 



Ian Gracie is a very bankable Art Director. His resume tells a 
story of an outstanding producer of great work in his field 
over many decades and is still one of the most highly sought 
after Art Directors in the Australian and American movie 
industry. 

His association with Baz Luhrmann and his work on Moulin 
Rouge gave him internationally recognition as a key player in 
the Australian movie industry. This association is what has led 
international brands to seek him out for his Art Direction skills 
when creating large scale TV and cinema ads.



Chanel No 5

The Film



“The Film” was directed by Baz Luhrmann in 2004 and stars 
Nicole Kidman and Rodrigo Santoro.
 
The Chanel No 5 - the Film we are told my Wikipedia had a 
budget of US $33 million in 2004, (equivalent to $47.52 million 
today) which made the Film the most expensive 
advertisement of its time.

.The Chanel No 5 - the Film  is an advertisement disguised as 
180 second short film. It served as a way of promoting the 
brand  in the cinemas and online that had never been done 
before. “



The short film was intended to run in cinemas as part of the 
“coming attractions” preceding the main feature. 

It was at the time a new breed of advertising crossover known 
as “branded content”. Initially it was intended to be screened 
as a Advertisement for American and Canadian audiences as 
a 30 second tv spot in primetime tv spots before a main 
feature movie. This new breed of content advertising has 
gone on to become a staple form of advertising for many 
brands.
 



The original version was 360 seconds long and had subsequent 
editing, reducing the screen time to 180, 60 and the thirty second 
version that was aired on TV. The advertisement is not limited to 
cinema and tv. The video images can be used for store window 
displays and in store promotions.

This type of advertising was designed to captivate the mobile 
audience attention and move them to see more online use of the 
media and move them to “discover” the brand. This has worked 
well for many exclusive brand’s who want to tap into mass 
audience appeal. 
 



The Plot



This is a story of boy meets girl, it just happens that the girl is  the 
world most famous female celebrity (Nicole Kidman).

In the opening scene the young man (played by Rodrigo Santoro)  
says - “When did i wake...into this dream?” 



Their lives collide when Nicole is running away from the pressures 
of her life in the spot light in the middle of Times Square in New 
York city.The young man’s life is punctuated by the sudden arrival 
of a distressed heroine. Fete has pulled them together in the 
confusion and chaos of New York as Kidman jumps Taxis to avoid 
the prying eyes of the swarming paparazzi.

 



The story unfolds as she is captivated by this new person who’s life 
she accidentally stumbles into. This plotline is not dissimilar to 
Roman Holiday (1952) and Notting Hill (1999).

 



Nicole hides out in the young man’s Lower East Side rooftop 
apartment for four days where she has the time of her life, with 
the love of her life.. 



Her dream comes to an end and she has to return to earth when 
she is contacted by her agent (Played by Baz Luhrmann in a 
cameo role) who commands her to return to her celebrity life. 

 



The final scene is where Nicole is seen returning to her life walking 
up the red carpet as she peers back to see her newly acquainted 
lover perched up high leaning comfortably on the Chanel Logo 
which just happens to be on the roof of his apartment. They smile 
at each other and the credits are rolled. Fin.
 



The Visual 
Language



The visual style that brought Ian Gracie to fame has always been a mashup.

A combination of visual contexts.

He takes context from a period, for example the Art Deco that he used in The Great 
Gatsby as a reference point and he mashes it with 21st Century sensibility. So we get two 
styles mashed into one, which creates a visual Gestalt. This Gestalt creates an outcome 
that is greater than the parts. His genius is in his ability to maintain the Gestalt look 
throughout the whole visual project that he is working on. 

He continuously creates references and points of interest that arrest us visually. We are 
frequently convinced by his reference points that the visual story we are seeing is the 
truth because in some way it is anchored in truth. We know the scene is fantasy, however 
it is a truth that could and would be possible. His visual symbols can convey great 
meaning  and their patterns can be understood by large groups of people. This is the art 
of all great art directors. 

 

Visual Style



In The No 5 movie, Ian uses visual language to convey meaning.

He gives us clues to who the actors are and what their intentions are. These symbolisms 
and metaphors help explain the deep emotions and personal values of the actors.

Ian uses visual techniques to convey and symbolise emotional states of the actors he 
achieves his effects by shifting the visual pace throughout the story. This effect is achieved 
by shifting from a low to a high key tonal pallets and back again throughout the short 
film. 

Visual Language



Ian introduces us to the opening scene with a subdued colour pallet, framed from the 
rooftop of the young man’s apartment creating a sense of calm formality and stability.

Just as we are lulled by this almost hypnotic sense of tonal calm we are feverishly 
interrupted by a big splash of Haute Couture Purple feathers and sequins which is Nicole 
in flight. A world of Royal colours and bright lights. Our senses are also awakened by the 
angular conflicts of Yellow Taxis and bright Neon signage that climbs into the Night sky. 
Here we are moved visually from Heaven to Earth. This is where our two world collide, 
literally and figuratively.

Fraught with Symbolism



Ian conveys to us Nicole’s struggle by dressing her in an oversized Purple evening gown. 
Purple is colour of nobility, luxury, power and ambition.

The on screen flash lighting creates further impact to shorten time frames. This creates a 
visual effect similar to the jump cuts used by the French “New Wave” Film Movement in 
1964. 

Through this visual language we sense Nicole’s stress and anxiety. The low angle of the 
camera exaggerates Nicole’s struggle in the dress to escape the media pursuing her 
onscreen. The calmness of the opening scene is shattered by the look of fear and anguish 
written on the Starlettes face as she shouts to the Taxi driver, “Just drive!” in a way that 
explains to us all that she is escaping from an unwelcome intruder.



From the bright lights and the emotional 
trauma of Time Square Ian  then pulls us 
into an intimate world of close portraiture 
and quite repose as Nicole escapes into the 
sanctuary of a world outside of the glare 
and the spectacle of the media into the 
young man’s world.

More Symbolism is revealed as Nicole is 
born again as she throws away her old self 
as she appears transformed and has 
physically changed into his tuxedo, 
(Possibly a reference to Mourlon Rouge) 
and uses the train of her restraining 
evening gown as a feather Boa to entertain 
and bemuse her new found love. 

 



Visual symbolism is used in the scene 
where Nicole’s agent appears at the 
apartment and confronts her to return to 
her life. As he is talking to the two lovers he 
appears like a shard or a splinter that has 
forced his way into their lives. As reality 
often does.

Ian extends this colour effect in the set’s 
scenery that is painterly in style. One of his 
mash up styles seem to be from the early 
20th century, mixed with modern 
sensibility. 

( In next slide see the comparisons to the 
paintings by John Singer Sargent - 

AGE OF ELEGANCE).

 





In this short film Chanel takes every 
opportunity it can find to promote its logo 
and looks.

The Logo appears at the beginning of the 
film on the roof top and on the illuminated 
signage of what appears to be the Empire 
state building in the distance.

Time Square seems to be dripping with 
images of Nicole and so are the steps of the 
Met as she appears in the last scene of the 
short film. Chanel seem to have added 
their branding in almost every scene of this 
short movie.

Brand Integration



I believe that Ian Gracie’s art direction style is a crossover between theatre and mis en 
scene. Where we are drawn into a world that is familiar and yet fantastical. His art 
direction creates a mysterious and magical playground for our imaginations to run wild in. 

The soft tones and the low key lighting fuse together to create a Netherland of possibilities 
just ready to be tapped by our imaginations.The Soft romantic world of Chanel lures us to 
take that leap of imagination to fall deeply into the rabbit hole of their brand and be 
consumed by their storytelling. 

Chanel appears as number 52 in the Forbes top 100 companies with an annual profit of 
$12.8 billion per year. This proves that if you have a valuable brand you need to create value 
around your brand.

In Conclusion


