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Bouncing back in a
challenging economy

e’re experiencing something that

is clearly unprecedented in mod-
ern society. Not only have the Ameri-
can stock markets collapsed, but also
the global economy is teetering like a
circus stunt rider on a high wire.
Adding to these pressures: an antici-
pated spike in domestic unemploy-
ment, a tightening of credit markets,
and a consumer fear index that is at its
highest level in nearly 80 years.

My daily ritual has changed dra-
matically since the first wave of the
crash in late September. Now, I rise
daily at 6 am. sharp to obtain infor-
mation on foreign and futures markets.
I check the headlines for corporate
earnings statements and layoff
announcements.

And I then I do something I haven't
done in a very long time: I go for a
walk and “smell the roses.” That’s
right, despite the turmoil that’s affect-
ing much of our society, sometimes
you need to change the perspective. A
changed perspective offers solutions,
and ultimately positions you to make
things happen.

FINANCE 101:
HOW THIS HAPPENED

Many within the amusement and
entertainment industries have been
asking me, “How did this happen to
our economy? What did we do
wrong?” The answers are straightfor-
ward. Looking back over the past few
years, I think most of you will agree
that many of the pieces simply didn’t
add up, but as a society we charged
forward, comfortable in our belief that
we were growing and prospering as a
country.

For most, the biggest challenges of
the last year have been tied to issues
such as our war in Iraq, rising energy
costs, and federal budget deficits.
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What we weren’t paying much atten-
tion to was how we, as a society, creat-
ed more wealth in the past five years
than we had in the previous 20. We
discovered a way to do essentially
that—"manufacture” wealth by creating
new ways to look at assets. An entire
system was built around the philoso-
phy that “what goes up will never
come down.”

The naysayers of the world were
relegated to the broom closet, as their
rants of doom-and-gloom were consis-
tently never realized year after year,
and were ultimately dismissed. Corpo-
rate CEOs proposed new ways to
build share value for stockholders,
government officials passed new legis-
lation to eliminate pesky regulatory
controls and roadblocks, and Joe Con-
sumer was offered anything he want-
ed—on credit.

Gone were the days of 20 percent
down mortgages, job or income verifi-
cations, or even—God forbid—cash in
hand. As a society, it was no longer
acceptable to drive an old but reliable
car, wear last year’s fashions, or oper-
ate a household with less than 400
television channels.

A cup of Joe became a latte, and
radio transmissions became a pay-for
service. Consumers bought into the
lifestyle, regardless of economic class,
having been given the tools to get
everything today and pay for it—well,
tomorrow.

The traditions and values of our
forefathers—"save for a rainy day,”
“buy it when you can pay for it with
cash,” and “don’t bite off more than
you can chew”—were sound strategies
for living, but hampered the con-
sumer’s appetite for high-society living.
Leased luxury cars and fully mort-
gaged McMansions are not wealth cre-
ators; they're wealth consumers.
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