
 
AFTER 9/11, WHAT DO WE DO NOW? 
 
The September 11th tragedy has significantly altered the business environment and the 
economy. Consumer confidence has dropped and businesses are cutting costs and 
laying off people in order to survive and avoid bankruptcy. After months of uncertainty, 
we are finally faced with an unmistakable downturn.  The sudden and unexpected turn 
of events has caused confusion and even paralysis for many companies. Businesses 
have taken stop-gap measures – cutting costs by laying off people or putting projects 
on hold. Yet, these short-term strategies can actually make things worse because they 
reinforce the belief that all we can do is react defensively while we wait for the business 
environment to improve.  
 
The most successful companies understand that economic crises present 
the greatest opportunity.  Real Estate empires have been built by buying 
undervalued properties. Investors have amassed fortunes by buying undervalued 
stocks. In down times, strategic companies may look to buy other companies at bargain 
prices, particularly competitors. They may aggressively court talented people who have 
been neglected or let go by shortsighted companies.  
 
Successful people aren’t stal led by t imes of cris is. Rather than be frozen by 
the fear of uncertainty, they respond proactively. Some ways they move forward include 
developing new skills, building new relationships or identifying new opportunities. This 
group holds two beliefs that enable them to take advantage of economic downturns. 
The first is their commitment to continued growth and improvement of their situation 
regardless of what is happening around them. As a result, when the economy turns 
around they are prepared to reap the rewards. Second, they acknowledge and have the 
courage to overcome their fears.  Successful people have just as much fear as anyone 
else - the difference is that they are committed to finding out how to successfully 
overcome it.  
 
So what do we do now? How can we learn from those who have used 
economic crises to set the stage for growth? 
 

• Ask Strategic Questions - Businesses need to find out how customers and 
prospects are affected by the economy? What new products do they need now? 
What can you offer them to meet these new needs? Individuals should ask how 
they could help their organization. What steps should you take in your 
professional development, as business needs shift? 

 
• Create Strategic Opportunit ies - By asking strategic questions you should 

be able to identify key business trends and opportunities. Take a fresh look at 
the strengths and resources of your company and yourself. Create opportunities 



by matching the emerging needs of your markets and customers with what your 
company does well. Wal-Mart and Home Depot were quick to respond to 
customer needs as the first retailers to cash customer tax refund checks in their 
stores. What do you think customers did with that cash in their hands? An 
OppLab colleague in the technology recruiting business recently told us that 
during the Internet boom he couldn’t place technology professionals with his 
health care and non-profit clients because they couldn’t afford them. Now with 
technology apparently crashing, he has gone back to a number of his clients and 
has been able to place several technology professionals happy to have a job. 

 
• Commit to Overcoming Fear and Becoming Proactive - Admit it or not 

companies just like people who run them are limited by fear of the unknown. 
The first step in solving any problem is admitting there is one. Since it’s difficult 
to be objective regarding your own situation, don’t try to do it alone. Use your 
colleagues to acknowledge how the current business environment affects you 
and your organization.  Set aside time to pull together and focus on what your 
business can do to take advantage of the new opportunities. Re-evaluate your 
professional development and take steps to adapt to a changing environment.   

 
If you want to know more about what other businesses (including some of our clients), 
have done to respond to this changing business environment, contact Mark Monchek 
at markm@opplab.com  


