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On Playwriting
© 2006 by George Halitzka

He's a prominent internet blogger, a marketing
guru who sells thousands of books, and apparently,
an Uber-Postmodernist who's abandoned the elusive
commodity of truth. As Publisher’s Weekly tells it,
Seth Godin’s book All Marketers Are Liars preaches
= a disturbing dogma:

Presenting solid factual information about a
product is a losing strategy. Instead, marketers
should tell “great stories” about their products that
pander to consumers’ self-regard and worldview...
S The marketer's duty is to be “authentic” rather than
B | honest, to “live the lie, fully and completely” so that
“all the details line up”—that is, to make their false-
hoods convincing rather than transparent.’

Godin’s book jacket claims, “Successful market-
ers don’t talk about features or even benefits. Instead, they tell a
story. A story we want to believe” (emphasis added).

Beneath the cynical veil of deception, I think he’s onto some-
thing there. I'm looking for a story worth believing, too.

A Story to Believe In

Most days after I crawl out of bed, I double-click Outlook,
answer some e-mails, and start on the day’s task list. Sometimes,

I head straight for a freelance gig instead, teaching middle school-
ers about improvisation or rugrats about not turning their backs on
the audience. I'll spare you the details; you can wait for the movie.

My life between breakfast and dinner pays the rent. But my
soul isn't content with 8 hours of utilitarianism followed by an
hour of cuddling with the fiancée. In a world whose objects of faith
are consumerism, scientism, narcissism and humanism, I need a
bigger story.

Theologian and philosopher Paul Tillich posits that all hu-
mans have an object of Ultimate Concern, conscious or subcon-
scious. Nationalism or fundamentalism; wealth or happiness;
family or the Arts—that Holy Grail creates an overarching priority
for my every decision.* Whether we like it or not, something sits
at the center of every life.

When I was little, my chief end was making Mom and Dad
happy. Then it was finding friends to play with; getting straight
A’s; discovering a “Cause” to dedicate my life towards; seeking a
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