








marketing expert from the Territory’s
Department of Business, Economic and
Regional Development. “We said lets call it
‘wildfoods’ and not only include bush tucker
but foods like camel and buffalo and barra, and
put them all together into a wildfood cuisine.”

The idea took off like a bushfire across the
savannah. Mr Wark and restaurateur Jimmy
Shu were named the Territory’s first culinary
Ambassadors in 2005, promoting Australian
flavours wherever they went. Mr Wark was
the first Territory winner in 15 years of the
International Specialised Skills Fellowship, that

included a $10,000 grant. “It was all about
value adding to regional produce,” he says.

With the support of the NT Government,

Mr W ark went to Miami to be a guest
lecturer at the Johnson and Wales University
program called ‘Taste Down Under’.

There he taught American students in

the country’s most prestigious culinary
educational forum about the opportunities
that await those using Aussie wildfoods like
lemon myrtle dressing, the bush tomato
chutney, the quandong. Waiters in white
gloves decanted Emu Egg Pavlova from the
avocado-colored shell of the emu.

Through Aussie food marketing impresario,
David Dopell, Athol was soon cooking at
the Australian Embassy in Washington

for members of Congress celebrating the
signing of the Free Trade Agreement.
There was catering for the opening of the
multi-million dollar Territory Aquarium re-
creation in Baltimore, and then Hawaii and
demonstrations at the Hilton. Sponsored by
Melbourne’s Robins Foods as their bushfood
ambassador, the company couldn’t be
happier by his success. “Athol opened the
Hawaiian market for us and put us in touch
with buyers and now we have product in

Hawaiian supermarkets,” says owner Juleigh
Robins. “l wouldn’t have ever thought of
Hawaii without Athol.”

This year the demand continues. Mr Wark
now enjoys a regular gig at the sensational
Yasawa Island Resort and Spa in the Yasawa
Islands in Fiji (of Blue Lagoon fame), where he
Aussie-izes the menu with wildfoods. He's also
doing a consultancy for Calibre Management
International, who produce major events like
World Expo in 2005 and are now designing a
restaurant line featuring an Aussie Grill theme
of kangaroo, emu and barra burgers,

opening stores nationally and
internationally over the next two years.

That all leaves very little time at home with
a young family, but they've decided to go
for it. “My wife and | agree that this is the
future for us and we'll take the ride,” sighs
the Warkabout Chef. “We need to grab
those opportunities. Nothing’s going to
happen unless you make it happen.”
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“There are billionaires on this cruise,”

Chief Officer Arno Jutten remarks casually as

he takes us through one of the many elegant
lounges of the liner Amsterdam. This is not
surprising — most of the floating luxury hotel’s
1300 passengers are in the middle of a 104-day
trip circumnavigating the globe. They have docked
for the day at a curious little port called Darwin; a
long line of successful retirees, mostly Americans, is
disembarking to take a look at the town

— and spend up big time.
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On board, the pampered guests have a
remarkable choice of activities, from daily
variety shows at the 500-seat theatre, to
cooking demonstrations by regional gourmet
chefs. But there is no resisting the temptation
to take a break on land to sample some local
delights, and Australian industry research
shows that passengers will each spend
approximately $180 per day while in port.

Darwin is doing extraordinarily well from
what is a veritable boom in cruise ship
tourism in Australia. In 2005-06, the Territory
earned an estimated $13.4 million from
cruise ship visits — a massive 97 per cent rise
on the previous year. Passengers particularly
favour local crafts and Aboriginal art,
souvenirs and luxury goods. After a photo
op with Crocodylus Park’s baby croc at the
wharf, many are tempted into day excursions
to experience the local wildlife.

Richard Doyle, Tourism NT’s representative
and current Chairperson of Cruise Down
Under, an umbrella organisation which
markets the Australia/South Pacific as a
world-class cruising region, says that Darwin
is capturing a growing share of a rapidly
expanding market. “International cruise lines
view Australia as an exotic destination and
Darwin is uniquely positioned because of its
culture, nature, access to world-heritage,
warm friendliness and laid-back lifestyle,”
Mr Doyle says.



