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DEANFrom the

WWelcome to the research issue of Daniels Business magazine. It is my 
pleasure to share with you a sampling of our faculty’s innovative and 
interdisciplinary scholarship. As you read through the following profiles, you’ll 
see how the impact and implications of this scholarship extend well beyond the 
walls of academia.

In this issue, you’ll learn how Don Bacon’s data-based research is improving 
teaching methods and results assessment in marketing education; you’ll explore 
Amrik Singh’s work to identify phenomena affecting the financial performance 
of hotels nationwide; you’ll discover Young Jin Lee’s investigation into the 
effect of online reviews on brands, products and sales; and you’ll read about 
Vaneesha Dutra’s work in South American equity markets, including her 
examination of Mexican REITs. The scholarship of these individuals, that 
of the other faculty featured in this issue—Aimee Hamilton, Ryan Casey, 
Bruce Klaw and Ron Throupe—and so many others throughout the College, 
continues to help broaden Daniels’ footprint nationally and globally.   

As this publication demonstrates, Daniels faculty are thought leaders 
and influencers. They are highly sought-after experts in their fields, who 
are regularly consulted about marketplace trends and phenomena. They are 
interviewed by national media outlets like the Wall Street Journal and CNN. 
Their work is cited in legal briefs submitted to the U.S. Supreme Court. They 
are selected to serve as editors-in-chief of the top academic journals in their 
disciplines. And perhaps most importantly, they are educating our students at 
Daniels, helping to develop the next generation of ethical business pioneers. 

We recognize that innovation and impact, cornerstones of the Daniels 
College of Business, begin with our faculty. Accordingly, we’re resolute in our 
commitment to creating an environment that enables and supports our faculty 
to achieve their highest and best aspirations, and we’re delighted to share some 
of their work with you in this publication. Investing in, and celebrating, a 
culture of exceptional scholarship will remain among our core priorities at 
Daniels. As they continue to pursue rigorous research, our faculty are helping 
to make Daniels the standard-bearer for excellence in business education.

I hope you enjoy reading about some of these esteemed individuals and their 
research. 

Sincerely,

E. LaBrent Chrite, PhD
Dean
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OOn his first day at the lectern of a Daniels classroom, Don 
Bacon, professor in the Department of Marketing, realized that he 
didn’t know much about teaching.  

“When I was in my PhD program, there were no courses 
on teaching. The whole curriculum was all about research and 
research methodology. No part of it touched on how to teach or 
on educational theories. It was as though you had to figure that 
out on the job,” he recalls.

In the nearly 30 years since then, Bacon has not only earned 
several teaching awards—including the 2015 Marketing Educator 
of the Year Award from the Marketing Educators’ Association and 
the University of Denver’s own William T. Driscoll Master Teacher 
Award in 1991—he also has emerged as one of the country’s top 
scholars on marketing education. He has published more than 
20 articles exploring everything from how well students learn in 
teams and understand their own learning styles to the long-term 
retention of classroom-acquired knowledge. And, as editor-in-chief 
of his field’s most respected publication, the Journal of Marketing 
Education, Bacon’s an ardent advocate for data-based research aimed 
at improving teaching methods and results assessment.

Much of his own research—particularly his study of student 
learning in teams—challenges conventional wisdom. For example, 
he says, many professors assign team projects but don’t structure 
them effectively. 

“For a long time people thought students learned better on 
teams, but now it appears people learn better on teams only under 

certain circumstances,” Bacon says. Too often, team projects help 
students deploy their best skills but not hone weaker skills or 
acquire new ones. So the student with spreadsheet skills handles 
that aspect of a project, while the best communicator writes up 
the findings. A challenge-focused division of labor would reverse 
the assignments, he says.

Bacon’s most recent work, which he plans to share at the 
Marketing Educators’ Association conference this spring, shows 
that college marketing majors earn about as much in marketing 
careers as do marketing professionals with other majors. This rein-
forces his views that mastering a body of knowledge—the Four 
P’s of Marketing, say, or the application of particular models—may 
not be as important to employers as the mastery of certain skills, 
such as communicating effectively, jump-starting initiatives and 
meeting deadlines. 

Of the two, knowledge is easier to measure than skill and 
that’s the challenge for marketing educators. As Bacons sees it, 
“The most important learning outcomes in marketing education 
will be the most difficult to measure. But to enhance the value of 
the education we offer, we must measure and understand these 
outcomes.” 

With optimizing business education in mind, Bacon currently 
is spearheading a project to create a clearinghouse offering data-
driven guidance on best practices in the field. “I’m excited to have 
reached what feels like the cutting edge in my area,” he says. 

—Tamara Chapman

Donald R. Bacon
PhD, Marketing, University of Michigan | MBA, Finance, Marketing and Statistics, University of Chicago |  
BS, Mechanical Engineering (cum laude), University of Michigan 
Bacon is a professor in the Department of Marketing. He applies psychometric theory and multivariate statistics to such problems as customer 
satisfaction and lifetime value, student performance in groups and the assessment of written communication skills. He has extensive industry 
experience, actively consulting in the area of survey research methods.   

daniels.du.edu/donald-bacon
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BBehind every enterprise with a track record of product inno-
vation, there’s typically a history of process innovation. 

Aimee Hamilton, assistant professor in the Department of 
Management, likens process innovation to a “secret sauce.” Just 
what’s in it and how it’s concocted—not to mention how it’s 
spooned out—are the preoccupations of her research.  

 “We tend to think a lot about technological innovation—the 
newest smartphone or biomedical drug—but 
there are a lot of what I would call ‘archi-
tectural’ or process types of innovation that 
are very important to organizations,” she 
explains. “These create the organizational 
context that allows employees to be at their 
best and give the organization their best.”

Hamilton is especially interested in 
organizational innovation at firms dependent 
on knowledge workers, who she describes as 
“people used to a fair amount of autonomy.”

“How do [these] organizations manage 
to continually innovate and still man-
age to be ongoing, sustainable organiza-
tions? Because the ability to be a coherent, 
functioning organization and at the same 
time have some ability to be flexible and 
adaptive are a bit at odds with each other. 
Consistently adapting is a bit of an oxymo-
ron. That’s the puzzle I’m interested in.” 

To that end, Hamilton has published 
extensively as both a lead and co-author of 
a number of influential articles and book 
chapters. A 2013 article she wrote on orga-
nizational identity enjoys a top 1 percent 
citation rate in the field. 

Hamilton’s current project draws on years of research at a 
pioneering biotechnology lab, where she studied processes and 
organizational culture. Her findings, shared preliminarily in June 
2013 with Nature Biotechnology, are applicable to companies rely-
ing on “that spark of intuition and inspiration” for new products 
and services. 

  Among these findings: 
•  Success hinges on “extensive collaboration” between the 

knowledge and business sides of the operation.

•  Directors and managers need to be willing to share credit 
with others and allow them to take direct ownership of 
projects. 

•  When allocating human resources, flexibility is essential. This 
could mean enlisting help from professionals whose expertise 
isn’t “immediately apparent,” but whose knowledge might spur 
what Hamilton calls “multidisciplinary innovations.” 

Hamilton has supplemented this work with another article, 
currently under peer review, about how scientists form professional 
identities and the ramifications of this for people managing them.

Up next: A look at commercialization strategies and “the 
downstream element” of the inventive process. “Once you have 
created something new, how do you scale it up, commercialize it, 
make it useful?” asks Hamilton. “It’s not enough to patent some-
thing. What you need to do is champion that invention and put it 
out in the world.”

—Tamara Chapman

Aimee Hamilton 
PhD, Business Administration, The Pennsylvania State University | MBA, Yale School of Management | AB, Harvard University 

Hamilton is an assistant professor in the Department of Management. Her research interests include identity, image and reputation,  
as well as fluid organizing and sustained innovation in organizations. 

daniels.du.edu/aimee-hamilton
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AAssessing the quality of financial statements that reveal a 
business’ fiscal health is the crux of Ryan Casey’s teaching and 
research—as well as his passion.

“So many decisions are based on financial reporting— 
investment decisions, compensation and bonus triggering—and 
not all financial statements are the same because managers have 
discretion over financial reporting choices,” says Casey, assistant 
professor in the School of Accountancy. “There’s a lot of diversity 
and variation in reporting.”  

Casey and his collaborators approach their research by exam-
ining business decisions, particularly those of publicly traded 
companies, and measuring the quality of input in a statement. 
“Transparency is our approach,” he says. 

Growing up in northern Wisconsin, Casey was encouraged to 
become a corporate manager, and he entered accounting initially 
as a way to achieve that goal. After earning bachelor’s, master’s and 
doctorate degrees in the field, Casey worked as an auditor in the 
private sector, but soon realized his skills and aspirations aligned 
more with academia than the corporate world. 

Publications stemming from Casey’s 
research include “Articulation Based 
Accruals,” a paper he co-authored  
with associates from the University 
of Illinois at Chicago and Rutgers 
Business School, forthcoming in the 
Review of Accounting Studies in 2017.  
The paper uses the scholars’ model  
to examine balance sheet amounts 
explicitly linked to accruals, or finan-
cial benefits, based on their source:  
cash flow statement, balance sheet  
and owner equity statement. 

Casey’s research aims to help  
academics and business professionals 
better interpret financial information. 
He cites two practical applications of 
his data: financial analysis, or using 
his measures to develop a strategy 
for practices such as stock trading 
and identifying stock mispricing, and 
helping other academics by enhancing 
a well-defined area of accounting 
literature.

Casey hopes to publish a related paper this year in the  
Review of Accounting Studies and other papers are in the  
works. He is scheduled to present his findings at a 2017  
accounting research conference at the University of California, 
Davis.

In recent years, Casey has co-written articles including, 
“Understanding and Contributing to the Enigma of Corporate 
Social Responsibility Assurance in the United States,” published 
in Auditing: A Journal of Practice & Theory, and “Exploring the 
Strategic Integration of Sustainability Initiatives: Opportunities 
for Accounting Research,” published in Accounting Horizons. He 
has co-authored other papers related to the quality of financial 
reporting. 

“Some people think financial reporting is black and white, but 
it’s not,” says Casey. “[The Financial Accounting Standards Board] 
gives companies a lot of discretion in their reporting. My research 
attempts to determine if and when that discretion leads to better 
financial reporting quality.”

—Paula Moore

Ryan Casey
PhD, Accounting, Arizona State University | MAcc & BBA, Accounting, University of Wisconsin–Madison 

Casey is an assistant professor in the School of Accountancy. His research and master’s-level  
teaching focus on financial statement analysis and corporate sustainability reporting. In fall 2016, he taught a  
first-of-its-kind course he developed called “International Accounting Issues in London and Paris.” 

daniels.du.edu/ryan-casey
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PPractical. Applied. 
Timely.  These are words 
Amrik Singh, associate pro-
fessor in the Fritz Knoebel 
School of Hospitality 
Management, uses to 
describe his research. Hotel 
owners, managers and 
lenders would likely agree 
with him.

Singh’s current research 
explores how regulation 
and other phenomena affect 
the operating and financial performance of hotels around the nation. 
“My research is targeted toward hotel owners and managers so they 
can use the information to make good business decisions, both in 
the short term and the long term,” Singh says. “In that sense it’s very 
practical and relevant. I try to ensure that my research is nontechnical 
for managers who have to make quick decisions.”

Quick decisions are part of an industry that can change on a 
dime, Singh says. “Hotels are very risky properties because their cash 
flows are tied to fluctuations in the business cycle. Hotels lease rooms 
on a daily basis, so the rate they charge depends on changes in supply 
and demand,” he says.

Such variability—and volatility—translates into a greater prob-
ability of default and distress, particularly in a recession, Singh says. 
His paper, “The Effects of Securitization, Foreclosure and Hotel 
Characteristics on Distressed Hotel Prices, Resolution Time and 
Recovery Rate,” published earlier this year in the Cornell Hospitality 
Quarterly, explores the circumstances surrounding distressed hotel 
properties, the methods used to resolve financial distress and factors 
that affect the sale of distressed properties.

“Distressed hotels located in judicial foreclosure states had 
significantly lower disposal prices than hotels located in nonjudicial 
foreclosure states,” says Singh, who also cites property size, age and 
method of disposal as influencing factors. 

While these insights are useful for hotel owners, Singh’s current 

research is targeted toward the lenders underwriting their loans: He 
is investigating the debt-yield ratio, a metric implemented after the 
financial crisis.

“I’m looking at whether the debt-yield ratio is a better predictor 
of delinquency and default than the traditional underwriting ratios 
that have been used in the past,” Singh says, referring to debt-cover-
age and loan-to-value ratios. “Because this [debt-yield] ratio was used 
after the financial crisis, I want to investigate whether using it prior 
to the crisis would have provided incremental information in pre-
dicting default. What’s the point of using a new ratio to underwrite 
loans when it doesn’t provide you with new or additional informa-
tion about the riskiness of the property?” he asks.

In addition to juggling numerous research tracks, Singh serves 
on the editorial board of the Journal of Hospitality & Tourism Research, 
which awarded him Article of the Year in 2013 for his paper, “Is 
Leasing a Substitute or Complement to Debt: Evidence from the 
Restaurant and Retail Industry.” 

Shifting his research from restaurants to hotels has given Singh 
more access to property-level information via database subscriptions, 
which affords him a more comprehensive view by which to track 
industry trends—and begets future scholarly pursuits. 

“All of that information provides a good foundation to perform 
further research,” he says.

—Emily Paton Davies

Amrik Singh
PhD, Hotel, Restaurant and Institutional Management, The Pennsylvania State University |  
MS, Hotel Administration, University of Nevada | BS, Recreation and Leisure, University of Utah 

Singh is an associate professor in the Fritz Knoebel School of Hospitality Management. His current research centers  
on the effects of regulation and other phenomena on the financial performance of hotels.

daniels.du.edu/amrik-singh
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BBack in the early 
2000s, Young Jin Lee, 
assistant professor in the 
Department of Business 
Information & Analytics, 
was working at Samsung 
in customer relationship 
management. His goal 
was to analyze customer 
data to learn how the 
company could improve 
its services and products. 

“At the time, all we 
could analyze was income, 
education level, demo-
graphics, age, occupation 
… it was so limited,” Lee 
says. “There was nothing 
very useful to calibrate 
our marketing strategy.”

Then, around 2005, 
the internet moved from 
static websites to interac-
tive platforms on which 
people could socialize and 
voice their opinions. 

“It represented a 
whole new frontier of data, which meant we could learn how to 
design products better,” Lee says. “It is easier to be a pioneer in the 
market when you know your customers well.”

Since that time, Lee, who has been at Daniels since 2013, has 
become an authority on how online reviews can contribute to 
improved brands, products and sales.

A recent study by Lee and colleagues from other universities 
analyzed how online movie reviews are influenced by strangers  
(“the crowd”) versus friends. The research, which was published in 
2015 by Management Science, revealed that people may or may not 
be influenced by the crowd but are strongly influenced by friends. 
Knowing this, marketers could target people with vast social net-
works, thereby impacting the online “buzz” about their movie.

This study was a finalist for the Management Science Best 
Paper Award in Information Systems in 2016. Lee’s work has also 

appeared in the Journal of 
Management Information 
Systems, and has been  
presented at the 
International Conference 
on Information Systems, 
the Workshop on 
Information Systems 
and Economics, and 
the Conference on 
Information Systems 
and Technology. He also 
received a PROF award 
from the University of 
Denver in 2016.

In another study, Lee 
compared the cost of 
influencing online reviews 
to the cost of traditional 
movie advertising. The 
research revealed that 
efforts to increase the 
average online review 
(from three stars to four 
stars, for example) or even 
the number of reviews 
can be as cost-effective as 

traditional advertising methods, such as movie trailers.
In yet another study currently under review by Management 

Science, Lee investigated how managers’ responses to online 
reviews impact consumer behavior, and it led to some surprising 
results: Depending on a company’s strength in the marketplace, 
responding to the reviews might actually damage a company’s 
brand and sales.

According to Lee, the next frontier in consumer analytics lies in 
the “internet of things,” which includes data collected from every 
networked gadget that people use today, from refrigerators to smart-
phones to cars.

“This has more to do with understanding human behavior than 
it does with crunching numbers,” Lee says. “When companies under-
stand their consumers’ behavior, they can serve them better.”

—Janalee Card Chmel

Young Jin Lee 
PhD, Information Systems, University of Washington | MS, Information Systems Management, Carnegie Mellon University |  
BSBA, Information Systems, The Ohio State University |  BA, Business Administration, Chung-Ang University 

Lee is an assistant professor in the Department of Business Information & Analytics. His research interests span economic and marketing aspects of 
online social media, mobile IT markets, piracy and digital rights management, and adoption and diffusion of IT innovations. 

daniels.du.edu/young-jin-lee
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Know Thy Customer,  
Improve Thy Brand 

WWhen it comes to the stock market, the only certainty is 
uncertainty. Detecting and identifying this uncertainty—and 
the volatility it causes in the world’s markets—is at the heart of  
Vaneesha Boney Dutra’s research. 

“Every second of the day, new information is provided to 
our markets, and people all over the world are trading off that 
information. Markets are moving constantly,” says Dutra, associate 
professor in the Reiman School of Finance. “When new infor-
mation is released and there’s a consensus, markets move in one 
direction. But the more uncertainty surrounding events—or our 
expectations of future events—the less consensus there is, which 
leads to greater dispersion around market returns.”

Dutra’s exploration of the investment arena is wide-reaching 
and includes research into real estate investment trusts (REITs); 
mutual fund cash flows following the financial crisis; and the rela-
tionship between the spot and single stock futures markets. While 
much of her focus has been on domestic markets, Dutra recently 
shifted her scholarly attention abroad, particularly to markets in 
South America. 

“Billions of dollars move across oceans on any given day. We 
have trading partners all over the world and when their markets 
freeze, U.S. markets are impacted. We must understand the con-
nectivity between what’s happening here and what’s happening 
abroad,” says Dutra. 

With Brazil emerging as a major player in the global economy, 
Dutra co-authored a paper published in 2016 in the Journal 

of Business and Economics that examines the nature of spillover 
between U.S. and Brazilian equity markets. “We found that, cur-
rently, the U.S. leads the Brazilian market. So when there’s a shock 
to the U.S. economy and it causes a shift in our returns, we can 
expect that to spill over into the Brazilian market,” says Dutra, 
who noted that the direction of spillover can change over time. 
“If investors know that when the U.S. market falls by 5 percent, 
there’s a tendency for another market to follow suit two months 
later, they can trade off of that.”

 Dutra is currently working on a paper exploring Mexican 
REITs, which are relatively new investment options on the 
global market. “In this current environment, investors are hungry 
for yield because interest rates are so low. REITs in Mexico are 
offering high dividends but they’re different in structure than 
U.S. REITs. Property laws in Mexico are also very different than 
property laws here, so there’s a lot of uncertainty. This paper will 
help us better understand the differences and how investors react 
to them.”

Despite their differences, domestic and global markets share 
a common uncertain future, according to Dutra. “Technology is 
changing how we bank, how we shop, how we’re going to drive,” 
she says. “We’ve also elected a nontraditional U.S. president and 
there’s uncertainty around his policies and changes he may make 
to regulation. The market doesn’t know what to expect because 
we’ve never seen anything like this before.”

—Emily Paton Davies

Vaneesha Boney Dutra 
PhD, Finance, Florida State University | MBA, Loyola College | BS, Finance, University of Maryland 

Dutra is an associate professor in the Reiman School of Finance. She actively researches financial concepts in the areas of market timing, equity and 
bond mutual funds, market volatility and real estate finance. Her background includes both academic and corporate experience. Boney has worked 
as a mutual fund accountant for T. Rowe Price in Baltimore, Maryland, and has managed the cash reserves at a large regional bank in Maryland. 
Academic honors include RERI and NAREIT research grants, and she was the recipient of the McKnight Doctoral Fellowship. 

daniels.du.edu/vaneesha-boney
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IIn 2014, the Second Circuit Court of Appeals’ ruling on 
a case—United States v. Newman—left many legal experts 
astonished. The ruling overturned two significant insider trading 
convictions and made it harder to prosecute future cases.

As Bruce Klaw, assistant professor in the Department of 
Business Ethics and Legal Studies, explains, “U.S. law governing 
insider trading is largely a function of Supreme Court case law 
that had remained relatively unchanged for decades until a federal 
appellate court governing Wall Street interpreted the law to raise 
the bar for what prosecutors must show in order to go after a 
form of insider trading.”

Klaw immediately began analyzing the ruling’s legal, ethical 
and policy implications. Using the most current research from 
disciplines that included business ethics, finance and accounting, 
he sought to better identify the legal causes and effects of the 
court’s decision while reigniting and informing the public debate 
over insider trading. The result was his paper published in the 
March 2016 William & Mary Business Law Review—“Why Now 
is the Time to Statutorily Ban Insider Trading Under the Equality 
of Access Theory”—in which Klaw argues that how we define 
and prosecute insider trading must change.

“The fundamental problem is that there is no federal statute 
expressly defining insider trading, and instead, we’ve been using 
a general anti-fraud statute to combat this crime,” Klaw explains. 
“It’s like trying to stop cheating when you’ve only got a law that 
prohibits lying and stealing. It leaves a number of gaps. We need 
to rethink our approach.”

As evidence of his work’s impact, Klaw’s paper was heavily 
cited in one of the legal briefs submitted to the U.S. Supreme 
Court in Salman v. United States, which, in 2016, rolled back 
some of the troubling parts of the Newman decision.

Klaw pursues much of his research by tapping into current 
examples of unchecked corruption, and following it with intense 
interdisciplinary research and a call to action. His goal is to iden-
tify ways to prevent business crime while there is public will to 
confront these concerns.

“I want to address recurring problems of corruption and 
criminality, and show that instead of thinking these problems 
are inevitable or intractable, there are things that we can do 
differently—different statutes we can use, different ways of 
interpreting them and different ways of enforcing them,” says 
Klaw, whose work has been published in several of the top 
journals in his field, including the Harvard Journal on Legislation, 
the Berkeley Journal of International Law and the Journal of Legal 
Studies Education. Additionally, Klaw received the 2016 Hoeber 
Memorial Award for Excellence in Research from the Academy 
of Legal Studies in Business.

Klaw acknowledges the deep vein of justice that runs through 
his work. “I view these issues as profound,” he says. “Unchecked 
corruption leaves people feeling like the system is rigged for cer-
tain people and against others. Ultimately, it comes down to what 
kind of world we want to live in. I want to live in a more ethical, 
just, efficient and prosperous world.”

—Janalee Card Chmel

Bruce Klaw
JD, Harvard Law School | BA, Philosophy, Politics and Law, State University of New York at Binghamton 

Klaw is an assistant professor in the Department of Business Ethics and Legal Studies. His research lies at the crossroads of law, ethics and public 
policy. His primary area of scholarship examines methods for preventing corruption, white-collar crime and corporate malfeasance. His work to 
date has focused on issues of bribery, extortion and insider trading. He also researches and writes on the relationship between government and 
business, and pedagogical methods for teaching law, ethics and policy. 

daniels.du.edu/bruce-klaw

Making the Case 
Against Corruption

   10    |     DANIELS BUSINE S S



AA global expert on complex property damage and valuation, 
Ron Throupe, associate professor in the Franklin L. Burns School of 
Real Estate and Construction Management, has served as an expert 
witness in the wake of disasters like Hurricane Katrina and BP’s oil 
spill in the Gulf of Mexico. The engineer and construction-industry 
veteran first entered this arena when his house caught fire due to an 
electrician’s error during a remodeling project.

“During arguments about the damage, I looked at cost and value. 
The repair consisted of slapping two-by-fours 
on the burnt attic trusses and saying [it was] 
good to go, which cost me money,” Throupe 
says. “I realized a lot of damage is perceived, 
while some is real.”

A Connecticut native, Throupe has 
extensive real estate experience, having grown 
up in his father’s construction business. He 
was later mentored by renowned property 
damage/valuation expert Bill Mundy, who 
served as lead expert on the Exxon Valdez oil 
spill, among other disasters. Throupe served as 
operations chief at Mundy Associates LLC in 
Seattle before coming to Daniels. 

Much of Throupe’s research and pub-
lished works stem from his experiences as 
managing partner of  American Valuation 
Partners’ real estate advisory services, where 
he continues to consult on property-damage 
projects and provide litigation support. 

The breadth of Throupe’s recent research 
is expansive: He co-wrote a paper on the 
option value to convert apartments to condos 
in response to Colorado’s construction defects 
laws with Kay Zhang (MS 2014); and worked 
with former graduate assistants Paul Books, 
Steve Saules and Qi Tian on a paper about the financial distress of 
apartment sales, which received the American Real Estate Society’s 
Practitioner Research Award. Throupe also co-authored research with 
Xue Mao (MBA 2013) about the effects of hydro-fracking on real 
estate; a subsequent interview with Reuters on the subject was distrib-
uted to five continents. Most recently, Throupe has studied the impact 
of marijuana-related tenants on property rent with Zhang, Saules and 
Lief Wagner. “Critical issues evolve into research projects,” he says. 

Throupe also produces the quarterly Apartment Vacancy & 
Rent Survey for Colorado markets, including metro Denver, in 

collaboration with the Colorado Division of Housing and other 
sponsors. 

In 2016, the Appraisal Institute honored Throupe and his collabo-
rators with its Armstrong/Kahn Award for most outstanding paper of 
the year for their article, “What’s So Special About Special-Purpose 
Property?” published in The Appraisal Journal. In addition, Daniels 
recognized Throupe with the Scholarship of Practice award for his 
cumulative works. 

A frequent presenter at real estate conferences and seminars, 
Throupe discussed a paper he co-authored—“An Asset Inventory 
System for Capital Budget Decisions”—at the 2016 Allied Business 
Studies International Meeting in Las Vegas. This spring, he will pres-
ent papers on senior housing and construction defects from expansive 
soils at the American Real Estate Society’s national conference in San 
Diego.

 “With some research pieces, I go find a topic,” Throupe says. 
“The idea is, let’s be first.”

—Paula Moore

Ron Throupe 

PhD & MBA, Real Estate/Finance, University of Georgia | BS, Civil Engineering, University of Connecticut | BA, Fairfield University 
Throupe is an associate professor in the Franklin L. Burns School of Real Estate and Construction Management. He researches property valuation/
appraisal topics from special-purpose property to construction defects. Recent classes have focused on income property valuation and appraisal, 
development and feasibility, and Argus financial analysis. 

daniels.du.edu/ron-throupe
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Our faculty members further our mission of developing 
business pioneers who benefit the public good. They are more 
than teachers—they are partners and collaborators in our 
students’ academic journeys. They are thought leaders and 
experts in their fields. We are firmly committed to recruiting 
and supporting the highest-caliber faculty and the body of 
knowledge they create through research.  

Our continued investment in our faculty and their scholarship is 
one of Daniels’ core priorities, as outlined in our strategic plan, 
Daniels in Focus. Learn more about our priorities—and how 
they are interwoven with the University of Denver’s bold vision, 
DU IMPACT 2025—by visiting danielsinfocus.com.

At the Daniels College of Business, faculty research  
extends far beyond academia and profoundly impacts  
the public and private sectors, and issues worldwide.

2101 South University Boulevard
Denver, CO 80208-8900




