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Far many, advertuire travel and other Sreality’ ewperiences fill the

need for a sense of the numinous

Paul Mitchell

SIT DOV WiTH a busy CEO friend in his

boardroom. After weeks of planning, [ve

finally managed to catch up with him for
a 1 5-minute personal/business mecting.

*Sreve’ is sitning across from me: 31 years
old and ar the helm of a busy and successful
Australian DVD, video and audie distribu-
tion company. During a brief catch-up char,
T ask him what he’s been up to. He tells me
of his business travel destinations: Singapore,
Furope, Japan...but he needs a holiday...

‘I wane to do Everest before 1 die', he says,

When | notice he's not joking, [ ask how
he intends o climb Mt Fverest given the fact
he's not much of a mountaineer. Bur he's just

planning to see i, in the flesh: experience the
rush of gazing upon the biggest natural our-
crop in the world

1 look across the table ar Steve. Dressed
in his casual clothes, with unruly hair, he
looks anything bur the millionaire busi-
ness man he is. He drives an old car; he
doesn't even possess m uch of the technol-
ogy nor entertainment are in which his
company rrades.

But if vou could line up behind 4 win-
dow his travel destinations and the things he
tells me he wants to cxperience before he
dies, you'd have window shopping compara-
ble to some of the finest London or Milan
bourigues.

‘Whoever dies with the most
toys wins’

0 youU  REMEMBER the above
‘provert’? In the "80s it was on t-
shirts and bumper stickers
everywhere. Though it was meant as comic
relief, the proverh came to sum up western
sociery’s zeitgeist for the decade, The idea
thar  unbridled  marerizlism  and
commercialism would allow us to buy mare
and therefore obrain happiness and security.

And upon achieving this we'd have won the
game of life,

You might ask, whats changed? lsnk
western culture enamoured by the same
mindser todayv As we debate the pros and
cons of [ree trade, st it the case global cap-
italism is embedding the belief thac ‘the most
toys will bring the most joy!

My friend Steve was part of the
Australian business scene which in the
19905 helped arm the public with an explo-
sien of new tovs (DVD and MP3 players:
MayStacion 1 and 2 palm pilet: the low-

cast mobile phone). These have been, of

course, added to the old faichfuls: flashy
cars, trendy ¢lothes, boats and paladal
houses.

There's no doube these marerial items pro-
vide for many; as they have for cenrurics, the
‘way, the truth and the life’, They fill teday the
spiriual void so many religious commenta-
TOrs 5.3}' CX1505 il'l con bL'[]'lPUTdI:'. 'S'D":|C|.—:|-

Bue 1'd argue our 1980s proverb is
changing. It's now becoming ‘whoever dies
'n\'i'[h [!'I{' TTHEEST CNET:ri.C“I'.'L'S WJ‘.!ISI.

Experience is the new god

ITH THE 50-CaLLED Generation X

now in its carly to mid 30s

(depending on which sociologist
?.'[11|. ﬁ}”{nv] i_TIS ﬂ'|l;‘.'.'|'|bl:'Tq ane l:]]."T-'I‘I]'I.'ir'I‘;{ IJT"I;.'C':’
djspusahl:: incomes, This g-:u:mtiun Brew up
with gadgets. We were the first generation
born J_ms.[atc]-:'.'isinn . We osaw rthe
incroducton of the hand-held videa game;
the microwave oven and the answering
machine — even the remaore cancrol.

To win we must put ows cetuons
irto action. And because weyve
bored with aur toys that means
opting for experiences.
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