





BRINGING THE
PEOPLE HOME

by Steve Chase

assing on values from

one generation to

another can be a task
for whole communities, not
just immediate families. Few
stories illustrate this as dra-
matically as the rebirth of
the Mashantucket Pequot
Indian Nation, now one of
the wealthiest communities
in the country.




This story begins with Anne and Elizabeth
George, two elderly women with a dream. Living
together in an old trailer home in Connecticut
during the 1960’s on the remaining 200 acres of
the Mashantucket Pequot land, these women
sought to rekindle the dying Pequot culture. Eliza-
beth George urged her far-flung nieces, nephews,
and grandchildren to come home and “hold on
to the land.” By the 1970, a handful of these
young people began to answer her call. Elizabeth
George's grandson Skip Hayward, now the Tribal
Chair, remembers this time fondly. “People had
the sense when they came here that there was
something happening, that something was alive
here, and there was something spiritual happen-
ing.

Still, life on the land was hard. The new residents
sold cord wood, maple syrup, and garden veg-
etables. They started a swine project and ult-
mately opened a hydroponic greenhouse that pro-
duced up to ten thousand heads of lettuce a week.
Some projects failed, some broke even or made a
little money, but as noted by Loretta Libby, a
daughter of Elizabeth George, “Back then things

just were not working out.”

Yet, the new residents completed fifteen new
homes by September 1981, the first houses built
on the land in over one hundred years. By 1983,
the tribe had won federal recognition, regained
much of its lost land base through a successful
lawsuit, and received $300,000 for tribal eco-
nomic development from the federal government.
With that money, the tribe bought a local pizza
joint that served as a meeting place and a steady
source of cash. The struggle to become economi-
cally strong enough to support the return of large
numbers of Pequots remained unresolved, how-
ever. Thus began a three-year, tribal debate over
the ethics of opening a high stakes bingo hall.
“We were very concerned about different kinds
of things that it might bring here,” remembers
tribal member Theresa Hayward Bell, including
“crime, prostitution, and all the bad things that
you hear that go along with gaming even today.”
Finally, the tribal council agreed that the finan-
cial opportunity the bingo hall offered was too
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promising to pass up. The trick was to run it in a
way that strengthened the community, rather than
weakened it.

Rather than just distributing the profits from the
bingo hall to individuals, Skip Hayward said the
tribe decided “to instill a sense of tribalness, of
working together.” This meant that the tribe used
its common wealth to build a tribal infrastructure,
which included a centralized water system, more
roads, more homes, a community center, a tribal
newspaper, educational scholarships, and the op-
portunity for all tribal members to have a job. The
result was that a large new wave of tribal members
began returning home to join the community.
Denise Porter, a tribal member who moved to
Mashantucket in the late 1980’, expressed the
views of the many returnees: “I felt that this was
part of me. This was part of my children; this was
part of my mother. And this was a part of my
grandmother. I thought, this is good because I'm
back home and I'm working for my own people.”

“People had the sense
when they came here that
there was something hap-
pening, that something
was alive here, and there
was something spiritual
happening.”



The tribe soon became financially successful be-
yond its wildest dreams. It now owns the
Foxwoods Resort Casino, a pharmaceutical com-
pany, a shipbuilding company, and several inns
and hotels. The economic future of the next gen-
eration of Pequots is assured. According to teen-
ager Tabitha Cooper, the tribal elders told her,
“Just pursue your education, and you'll have a ca-
reer already set up for you.” Tabitha intends to
follow their advice. “I'm going straight through
college to get every kind of degree I can. I want to
be a lawyer.”

Still, some tribal members have feared that this
sudden new wealth could turn the Pequots away
from their cultural heritage as a people. Would
the new wealth end up corrupting or uplifting
the members of the tribe? Holding the bulk of
their wealth in common was one way to maintain
their cultural values, but the tribal elders ultimately
felt the need to do more. In an effort to fulfill
Anne and Elizabeth George’s dream, the tribal
council decided in 1994 to designate a large por-
tion of the Casino monies toward building a state-
of-the-art Native American museum. Theresa
Hayward Bell, a granddaughter of Elizabeth
George’s, was chosen to direct this project.

To date, the Tribe has spent $195 million to make
the Mashantucket Pequot Museum and Research
Center a reality. In August of 1998, it opened its

doors to the public. This year, Bell expects over
350,000 people to visit the museum, which in-
cludes several permanent exhibits, a gallery, class-
rooms, an auditorium, a library, reading rooms, a
research department, and conservation laborato-
ries. Her hope is for the museum to become a
major resource for scholars and the general pub-
lic to learn more about North American Native
cultures over the last 10,000 years. “This is the
culmination of a dream conceived by my grand-
mother over 30 years ago,” she notes, “to tell the
largely unknown story of the Pequots and to pre-
serve our culture and history.” It is also a way,
says Bell, “to tell our story to our own young
people.”

In the Pequots’ case, successful financial develop-
ment has served as a thread that has helped retie a
scattered people’s connection to its land, heritage,
and culture. The final plaque on the museum
walls, left for visitors to read as they complete their
journey through the museum’s exhibits, sums up
the beliefs of the many generations of Pequots who
have worked so hard to pass on the values of their
elders: “We feel our shared history creates a spe-
cial bond, a common identity that keeps us
strong.”

For more information on the Mashantucket Pequot
Museum & Research Center, call 860-396-6835.
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“In the Pequots’ case,
successful financial devel-
opment has served as a
thread that has helped
retie a scattered people’s
connection to its land,

heritage, and culture.”
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“Fifteen years ago, children aged four
to twelve influenced about $50 bil-
lion of their parents’purchases a year.
o~ By 1997, that figure had more than
tripled to $ 188 billion. Marketers call

.

Kids Shopping Channel

this influence the ‘nag factor.””

Parenting in a Commercial Culture

by the Center for a New American Dream

F or good or ill, kids today are exposed to a wider world. The
voices of home and community have been joined by a chorus of
voices from around the globe, clamoring for our children’s atten-
tion. Unfortunately, an increasing number of those voices are trying
to create a new generation of hyper-consumers.

Your Kids Are Targets

The famous bandit, Willie Sutton, once said he robbed banks be-
cause “that’s where the money is.” Madison Avenue has taken this
principle to heart and targeted your kids.

Virtually from birth, today’s children are exposed to 20,000 to 40,000
TV commercials a year. Coke also recently signed a 10-year exclu-
sive contract with a Colorado Springs school district, with school
officials promising to heavily promote Coke products in return for
small cash grants. Hundreds of school districts across the country
are negotiating similar deals with corporations.

Channel One, a school-based cable program seen by over eight mil-
lion kids each day, also includes commercial advertising as a regular
part of its “educational” programming. As Channel One’s president
of sales and marketing admits, “Channel One is a marketer’s secret
weapon.” And it doesn't stop there. Kidscreen, an industry magazine
about advertising to children, reports: “Agencies are cautiously eye-
ing the zero-to-three [year old] demographic because research has
indicated that children are capable of understanding brands at very
young ages.”

For the marketers, this focus on children is paying off. In 1991,
children aged four to 12 spent $8.6 billion of their own money. Six
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years later, that figure soared to $24.4 billion a year. Children are
also exhibiting extraordinary influence over their parents’ spending.
Fifteen years ago, children aged four to twelve influenced about $50
billion of their parents’ purchases a year. By 1997, that figure had
more than tripled to $188 billion. Marketers call this influence the
“nag factor.”

The Hidden Costs of Commercialism

Noted author and clinical psychologist Mary Pipher says “this gen-
eration is the “I Want” generation. They have been educated to en-
titlement and programmed for discontent.” In trying to fulfill non-
material needs materially, we all tend to lose contact with friends,
narure, and creative play.

Commercialism has also made most people less financially secure.
By encouraging spending over saving, the average personal savings
rate in the United States has plummeted from 8.6% in 1984 to

- 0.6% in the first quarter of 1999. From 1990 to 1997, college
students’ average credit card debt jumped 250% from $900 to $2250,
and university administrators cite financial mismanagement as a crisis
among college students.

Further, creating a new generation of super-consumers hurts the
natural world. Americans represent less than 5% of the world’s popu-
lation, yet we consume over 30% of the planet’s material resources
and churn our enormous levels of waste. According to the ecological
researchers Mathis Wackernagel and William Rees, authors of Our
Ecological Footprint, we would need four extra planets if everyone
on Earth consumed as much as Americans do.

What Are We Teaching Children?



< ‘ 143

o DRI L

TlpS for Parents

]
H

Positive Steps for Parents

With hundreds of billions of dollars spent each year on
advertising, it’s impossible to be immune from commer-
cialism, but there are steps we can take to protect our
families.

% Turn off the tube

Establish limits on how much TV your family watches.
Also, press the mute button during commercials or talk
with your children during ads to help them understand
the companies’ marketing techniques.

2 Encourage frugality

When your child begs for the latest “thing,” talk about
why s/he wants the new object before you give in or say
no. Learn to say no, however, and set limits when you
need to.

3 Teach responsible consumption

Help your child understand that every product is made
from materials extracted from the Earth, and that mate-
rial things don't just disappear when the garbage gets
picked up. Teach your children about what happens to all
that stuff. When we consume lots of plastic, heavily pack-
aged goods, and products that easily break, we are leaving
a heavy burden for future generations to bear. Seek out
sources of Earth-friendly products that are durable and
made from biodegradable or recycled materials.

ég Guard your time

Create a dinner time ritual of getting reconnected and
really paying attention to each other as a family, even if
you can only make it happen once or twice a week. Spend
more time in nature. It helps connect children and adults
to the larger scheme of things and offsets the noise and
rush of daily life. Encourage drawing, singing, building
things, sewing, kids newspaper clubs, reading, garden-
ing, or sports. Devote the 20 minutes before bedtime ex-
clusively to your children.

Push for commercial free schools

Does your child’s school have Channel One? If so, ask to
watch a broadcast. Ask the PTA to hold a meeting about
commercialism in the school. Work as a team with teach-
ers and other parents to analyze how and when commer-
cial messages are reaching children, whether in textbooks,
the cafeteria, hallways, or through fundraising events. Help

develop a plan to ban commercialism in the schools.

Obviously, these five steps won't cure all the problems
associated with the commercial targeting of our kids. But
it’s important to acknowledge the significant power par-
ents do have to promote a healthy understanding of
money, spending, and the effect of commercialism with
their children.

The Center for a New American Dream is sponsoring a na-
tional “Kids and Commercialism Campaign.” For more in-
formation, contact CNAD, 6930 Carroll Ave. Suite 900,
Takoma Park, MD 20912, or check out their website at

www.newdream.org



NO EASY

by Anne Slepian, editor

hen we attempt to shape the next

generation’s values about money, we tend
to run into some predictable challenges, whether
our role is as parents, relatives, teachers, spiritual
advisors, financial managers, or simply as friends.
Below are three common difficulties, with a few
suggestions on how to deal with them. We offer
these opinions humbly, aware that every adult-
and-child relationship is unique and there are no
pat solutions.

1) When our own choices contradict some of
our values.

Life is full of difficult compromises. We might
value racial diversity yet choose to live in an all-
white neighborhood. We might believe in public
education yet send our children to private school,
or espouse earning a living yet live on an inherit-
ance.

Living in well-to-do neighborhoods isolates us and
our kids from the lives of many people, and can
create a cocooned lack of perspective where even
we adults forget how unusually rich we are. No
wonder our kids take it utterly for granted! Still,
it is possible to enrich our children’s perspective
(and our own) through modest steps. With our
children, we can volunteer with service projects,
go live or work in other cultures, attend religious
services other than our own, and stretch beyond
our comfort level to make friends. We can openly
admit the tensions in our values and explain why
we have made certain choices. We can talk about
society’s view of rich and poor, and use our
children’s help to figure out ways to move our
lives, even in little ways, into more congruence
with our deeper values.

2) When our skills and qualities as parents are
tested.

* Time. “Jenny, can’t you see ’'m working? Talk
to me some other time.” Time is one of the major
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SOLUTIONS

challenges to our
parenting. It takes time
to even be aware of what
we most want to teach,
much less figure out
how to teach it. What
will enable us to step
beyond being preoccu-
pied and overwhelmed
with our own lives and
work, and make teach-
ing values to our young
people (about money
and everything else) a
higher priority?

* Teaching Skills. “Stop
lecturing me, Dad, I've
heard that ten times be-
fore!” Without meaning
to, our teaching efforts
often just seem to gen-
erate resistance in our
kids, and so we give up
trying to influence
them (or repeat the
same ineffective

rantings again and
again). It’s not easy to
get into our kids’ shoes

and think creatively ‘ 3 Aison bt

abouthow tomeettheir  w\y7p glneady know about the birds and the
interests, but we can ) ,
bees, Mrs. Appleton. We were hoping you'd

improve our abilities
through Parcnting Te” us GbOUT The bondS Clnd The bankS."
courses and books such

as those listed below. Es-

pecially as our children become teens, we may need

to get help from others who can teach them with

less tension.

* Emotions. “I hate you, Aunt Sally! You NEVER
let me do ANYTHING fun!” Many of us need

What Are We Teaching Children?



greater skill with emotions. We need to be able to
warmly accept children’s intense disappointment
or anger with the limits we set—neither put them
down for their feelings, nor get pushed around by
these outbursts. (I remind myself that most chil-
dren encounter a hundred small disappointments
and feelings of powetlessness every day. Although
they tend to release those pent-up feelings at the
most inconvenient times, it’s healthy and often
has little to do with me or the current incident.)

Most of us also need

ways to process our

own emotions con-
structively and heal
unresolved pain from
our own childhood
more fully so we can
respond flexibly to
young people’s needs.

* Demands. “Why
do I have to spend
MY allowance on it?
You've got tons of
money!” Kids seem
to sniff out any areas
of guilt or ambiva-
lence we harbor.
They can be bril-
liantly manipulative.
Whatever uncertain-
ties we feel—that
perhaps we are “de-
priving” our children
of things or not hav-
ing enough time for
them—we can bet
they will attempt to
use that to get what
they want. When we
feel upset or confused
by a child’s com-
plaint, we can note to
ourselves that we
have some personal
homework to do, and

commit to resolving
our inner tensions at
another time.

Kurt Jensen

We also want to
model flexibility and
respect for young people’s preferences. When I've
just said “no,” I have coached my son to ask me,
“Whart will help?” instead of whining at me. I then
think out loud: “Well, on one hand, I want you
to learn how to budget your own money and save
it for things you most want. That’s a really impor-

tant skill in life, one that lots of grown-ups don’t
know well enough. That’s why I ask you to use
your own allowance for it. On the other hand,
this isnt just candy or a toy, it's something you
could use for school, and so I'd be willing to pay
half if you really want it. But I'll want you to pay
me back if it’s wrecked before school starts!” Some-
times, by thinking out loud, I find creative ways
to address whatever concerns led me to say “no.”
Other times, I conclude “Sorry, it seems nothing
will help. The answer is still no.” He's still mad,
bur he can see I'm not just being an arbitrary au-

thority.

3) When the culture around us doesn’t support
our values.

“Whattaya wanna do?” “I dunno. Go to the mall?”
Unless we live in isolated or protected environ-
ments, our children are swimming in messages
from the wider culture we may dislike. It is pain-
fully true that as they grow we become a smaller
and smaller part of their world. What can we do
about this?

» We can remember not to sweat the small stuff.
If we instill the important basics while they are
very young, chances are these fundamental values
will endure even though they may seem hibernat-
ing between the ages of 10 and 28 (or so my friends
with children over 30 reassure me!).

» We can clearly express when and why our val-
ues about money differ from the dominant cul-
ture. For example, we can participate with our
children in consumer boycotts, or create holidays
centered around relationships rather than consum-
ing, and explain why these are important to us. If
we model being joyful and generous with our
abundance (rather than denying it or smothering
it in tension) our values might even seem appeal-
ing!

* When friends share our values about money,
we can encourage them to spend time with our
kids, so some of the same messages can come from
several different people.

We hope this issue helps you find your own an-
swers, and bolsters your courage to keep asking
important questions.

Throughout it all, we need to be gentle with our-
selves, and remember we are dealing with forces
far larger than any one person or family. Still, never
doubt that you can influence the development of
young people, not only your children, but all chil-
dren, including future generations.
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Books

Children of Paradise: Successful Parenting

Jor Prosperous Families by Lee Hausner ex-
plores the unique child-rearing problems
facing wealthy parents and the special skills
needed to deal with them.

Privileged Ones, (vol. 5 of Children of Cri-
sis) by Robert Cole offers a psychiatrist’s
hefty study of the experience of growing up
rich in the United States.

Children of Fast-Track Parents: Raising
Self-Sufficient and Confident Children in
an Achievement-Oriented World by
Andrée Aelion Brooks examines the impact
of affluence and the demand for high
achievement on children born to many of
today’s accomplished parents.

The Totally Awesome Money Book for Kids
and Their Parents by Adriane Berg and her
son Arthur Berg show how kids can name
their goals, budget to meet them, and man-
age money effectively.

Money Matters for Teens Workbook by
Larry Burkett is a financial how-to based on
the ethical principles of the Bible, and may
prove to be a helpful aid for parents battling
the influences of marketing and material-
ism. Stresses the concept of children finan-
cially supporting their communities.

The Parent’s Handbook: Systematic Train-
ing for Effective Parenting by Don
Dinkmeyer Sr., Gary McKay, and Don
Dinkmeyer Jr. is the parenting guide used
in one of the most successful parent educa-
tion programs in the country. Focuses on
affirmations, listening skills, natural and
logical consequences, and effective disci-
pline.

Children: The Challenge by Rudolf
Dreikurs with Vicki Soltz presents a
thoughtful program to help parents build
trust and love in their families, and raise
happier, healthier, and better behaved chil-

dren.

Resources

Periodicals

Fresh Produce teaches the young investor
the ABC'’s of personal finances.

Trillium Asset Management

711 Atantic Avenue

Boston, MA 02111

617-423-6655

Real Life is a small bimonthly periodical,
beautifully extolling the values of slowing
down, living with less consumerism and,
especially, with passing healthy living choices
on to future generations.

Real Life

245 Eighth Avenue

New York, NY 10011

802-893-7040

Organizations

Family Learning Center, a project of the
Family Office Exchange Foundation, is an
educational resource that helps affluent
families explore a broad spectrum of family
issues together. The Learning Center’s in-
novative curriculum incorporates over 50
interactive learning modules organized in
four tracks: human capital, intellectual capi-
tal, financial capital, and social capital.

Sally Noble, Family Learning Center

37 N. Oak Park Avenue

Oak Park, IL 60301

708-848-2030

snoble@familyoffice.com

Money Camps is a program offering phi-
lanthropy camps for parents and children
as well as a financial literacy camp for chil-
dren from wealthy families ranging from age
10 to 16 years old.

Money Camps

141 Greenpoint Circle

Palm Beach Garden, FL 33418
888-838-9446
MaryM@Moneycamps.com
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Economic Literacy
Websites

wWww.jumpstart.org
Offers a database of books, brochures, soft-
ware, videos, and other materials that have
been reviewed for accuracy and complete-
ness. You can search by grade level, key word,
title, and source.

www.pueblo.gsa.gov/children.htm
Included on this Consumer Information
Center’s Website is “Kids, Cash, Plastic, and
You,” a family guide to teaching children
financial responsibility, needs versus wants,
and more.

www.gitlsinc.org
Offers a economic literacy toolbox under the
“She’s On The Money” heading. Under
“Parents, Guardians, and Educators,” you'll
find tips for raising economically savvy gitls,
a glossary, and a week’s worth of activities.

Related Back Issues
of More than Money

Issue #16: Family Foundations
Issue #14: Young and Wealthy
Issue #9: Money and Children
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For more resources, see Taking
Charge, the unabridged version, with
over 700 fistings.
Available from More than Money:

800 - 255 - 4903
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BolderGiving
Resources

Available at www.boldergiving.org

Story and Video Library

Over 100 brief vignettes of extraordinary givers from across
the economic spectrum. These Bold Givers have committed
at least 20% of their net worth, income, or business profits
toward making a better world.

Bold Conversation Series

Monthly teleconferences and online chats offer an informal
chance to interact and learn from Bold Givers.

Explore Your Giving Potential

An invitation to explore in the coming year ways to become
more bold in your own giving, and to take the next step that's
right for you.

Give Half Pledge

Bold Givers, be counted! This pledge is for people of all financial
levels who commit to giving 50% -- of income for three years
or more, of business profits, or of net worth.

Bolder Giving Workbook

Through articles, exercises, and stories from outstanding givers, this
workbook offers step-by-step guidance for people exploring their
lifetime giving potential.

We Gave Away a Fortune

This award-winning book features stories of sixteen people who gave
20% or more of their wealth and highlights common themes among
them.

More Than Money Journals

Explorations of the impact of money in our lives. Each 16-32
page issue includes personal stories, articles, and resources.
Available in three different formats: free pdfs of each issue,
print-on-demand books that compile 5-7 issues by theme, or
separate articles you can browse online. (See list of 40 back
issues in right column.)
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Journals

Order at www.boldergiving.org
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#12
#16
#20
#23
#26
#34

What Makes Giving Satisfying?
Creative Giving
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How Much to Give?

Partners in Community Change
Effective Giving

The Art of Giving

Lifestyle, Spending & Investing
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# 8
#15
#25
#27

How Much is Enough?

To Spend or Not to Spend

The Human Side of Investing
Working with Financial Professionals
Lifestyles of the Rich and Simple

Children and Inheritance

#9
#24
#32
#33
#39

Money and Children

What Are We Teaching our Children?
The Great Wealth Transfer
Embracing the Gift

Money and Children

Relationships

# 1
# 5
#17
#30
#37
#40

Money Between Friends
Money and Couples
Cross-Class Relationships
When Differences Divide
Money and Community
Money and Relationships

Money and Identity

# 3
#7
#14
#18
#19
#22
#36

Money, Work, and Self-Esteem
Money and Spirit

Young and Wealthy

Art and Money

Women, Money, and Power
Money and Death

Money and Work

Money and Values

# 6
#11
#28
#29
#31
#35
#38

Outrageous Acts with Money
Embracing our Power

Who Knows You're Rich?
Money Changes Everything
The Everyday Ethics of Wealth
Money and Leadership

Money and Happiness
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