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F R O M  T H E  DEAN

For more than a century, the Daniels College of Business  
has transformed the lives of tens of thousands of students  
via rigorous academics deeply rooted in ethical leadership.  
With an enduring and demonstrable commitment to  
principle-centered leadership, Daniels gives tomorrow’s leaders 
the tools and experiences needed to thrive and succeed in a 
hypercompetitive marketplace.  

In many ways, the center of gravity at Daniels lies with 
our exceptional faculty who are thought leaders, influencers 
and collaborators in our students’ academic and professional 
journeys. We recognize that innovation and impact begin 
with these distinguished scholars and teachers, and we remain 
resolute in our commitment to creating an environment that 
allows them to thrive as they shape and impact their students 
and the world of business. 

The implications of our faculty’s research extend far beyond 
the academy. Whether examining the ramifications of 
suppressing personal values within an organization, exploring 
the impact of driverless cars on industry or finding new 
applications for analytics in sports as well as renewable energy, 
our faculty are innovators in their fields, and their work is 
published in the top academic journals worldwide. They serve  
as highly sought-after experts on marketplace trends and 
related phenomena while helping to develop the next 
generation of business leaders and problem solvers. As they 
continue to pursue rigorous research and teaching, our faculty 
are helping to make Daniels the standard-bearer for excellence 
in business education. 

Investing in and celebrating a culture of exceptional 
scholarship will remain among our core priorities at Daniels. 
I invite you to explore a sampling of this scholarship in the 
stories that follow.

Sincerely,

E. LaBrent Chrite, PhD
Dean 
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T Turns out there is such a thing as bad publicity—particularly when it 
comes to electronic word-of-mouth.
 “If a product has been on the market for some time, negative [online] 
reviews can hurt sales and be detrimental to the brand,” says Ana Babić 
Rosario, assistant professor of marketing and an expert in online social 
interaction, credibility and communities of consumption. “So I probably 
go against the grain in saying not all publicity is good publicity.”

ANA BABIC ROSARIO
Assistant Professor, Department of Marketing

PhD, Marketing | HEC Paris, France 
BA, Economics and Management and MBA, Marketing | Zagreb School of Economics and Management, Croatia

—Emily Paton Davies

 Babić Rosario is used to going against the grain—literally, on 
occasion: Her varied research interests include gluten-free living in 
the context of online communities, a topic on which she has presented 
at consumer research conferences in the United States and Europe. 
 As she researches what people do and say online, Babić Rosario 
views her work through the lens of transcendental realism. “I would 
describe myself as a scholar belonging to multiple camps in terms of 
truth. I subscribe to positivistic research, which means that I believe 
that for some things, there is a Truth with a capital ‘T’,” she says. “But 
I also believe in a social constructivist type of research where there are 
essentially multiple truths with a lowercase ‘t’.”
 Wearing her positivistic hat, Babić Rosario explored how online 
reviews affect consumer behavior in “The Effect of Electronic Word 
of Mouth on Sales” (Journal of Marketing Research, 2016). “Researchers 
have been fighting for about 10 years in trying to understand what it 
is about online reviews that make us behave a particular way.” 
 To find the answer, Babić Rosario and colleagues examined 
nearly 100 published studies and coded the statistical results. “We 
found several factors where online reviews are especially useful. 
When products are newly launched to the market, online reviews 
will be more impactful on sales,” she says. “When products are new, 
consumers tend to rely more on information from others because 
there’s a lot of uncertainty. We appreciate when somebody has tried a 
new product and we can piggyback off of that person’s experience.”
 Among Babić Rosario’s forthcoming works is an exploration of 
the evolution of electronic word-of-mouth, a concept borne in the 
late 1990s with the democratization of the internet. “[Reviews] used 
to consist mostly of text. But nowadays [there are] many different 
formats, including Facebook ‘likes’ and even online memes,” she says. 
 Other research irons in the fire include a study of Airbnb reviews, 
with Associate Professor of Marketing Rosanna Garcia, Daniels’ 
new Walter Koch Endowed Chair of Entrepreneurship; a project 
that explores how yoga consumers transform into yoga teachers, with 
Assistant Professors Gia Nardini and Melissa Akaka; a project that 
examines the credibility of online reviews in advertisements, with 
Assistant Professor Ali Besharat; and a study of nostalgic cartoon 
consumption in Croatia, Denmark and Romania.
 “Those countries are either postsocialist countries or social 
democratic,” says Babić Rosario, a native Croatian who speaks five 
languages. “Cartoon consumption reflects a certain type of nostalgia 
that is sometimes oriented to the past and other times to a better 
future, and that can be important in understanding consumer 
behavior.”

THE POWER OF ELECTRONIC
W O R D - O F - M O U T H

Recently Published In: European Advances in Consumer Research | Journal of Marketing Research | Keller Center Research Report
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A Anyone familiar with 
“Moneyball”—the book and movie 
about the Oakland Athletics’ use 
of sports analytics to improve the 
ballclub’s performance—is familiar 
with one of Ryan Elmore’s major 
research areas.
 Sports analytics, which use 
data to make decisions that give 
an organization a competitive 
advantage, have changed front offices 
across the sporting landscape. The 
field examines two basic operational 
areas—the team or athlete side and 
the business side—and Elmore, 
an assistant professor in Daniels’ 
Department of Business Information 
& Analytics, focuses more on teams, 
having played sports himself.
 “Teams see that analytics are 
important because the better you 
play, the more money you make,” says 
Elmore, a former soccer player who 
also teaches undergraduate classes in 
sports analytics. 
 Also potentially profitable is the fantasy sports arena, which 
Elmore recently explored in “A Starting Point for Navigating the 
World of Daily Fantasy Basketball” (The American Statistician, 2018). 
In the article, Elmore and his co-authors examine how to construct 
winning lineups. “If you’re constructing lineups in an algorithmic 
or mathematical way, you’re going to have many different lineups to 
choose from based on player-specific attributes. We looked at which 
team-specific characteristics make one lineup more successful than 
others,” he says. 
 One of the benefits of being a statistician—and something that 
attracted Elmore to the field initially—is the fact that the skill set is 
easily transferrable across domains. “You get to play in a lot of different 
sandboxes. My two sandboxes right now are sports and applications in 
renewable energy,” he says.
 A former senior scientist at the National Renewable Energy 
Laboratory (NREL) in Golden, Colorado, Elmore recently returned 
to his roots, co-authoring “Using GIS-Based Methods and Lidar 
Data to Estimate Rooftop Solar Technical Potential in U.S. Cities” 

RYAN ELMORE
Assistant Professor, Department of Business Information & Analytics

PhD, Statistics | The Pennsylvania State University
MS, Statistics | Miami University

BS, Mathematics | Morehead State University 

—Paula Moore

(Environmental Research Letters, 2017). Performing what he describes 
as a “large-scale data mining exercise,” Elmore and his colleagues 
examined the overall output for solar potential if every building across 
the United States with a suitable rooftop received a solar installation. 
 “We estimated that almost 40 percent of the energy demand in the 
U.S. could be satisfied by just solar on these rooftops,” he says. “That’s 
super high impact.”
 Others agreed with him: Elmore’s research was picked up by The 
Guardian and received thousands of votes and comments on Reddit. 
 While Elmore was still at NREL, an incident at an airport set him 
on the path to Daniels and sports research. Elmore was traveling to 
a conference in Washington, D.C., when he read an article about 
sports that made claims he questioned. He quickly wrote a program 
to analyze the article’s data and, on the flight, tested the story’s 
hypothesis, finding it worked narrowly but not broadly.
 “I realized it was cool to test others’ sports claims,” he says, adding, 
“Daniels has the potential to take sports analytics to the next level. It’s 
positioned to explode.”

NEW ARENAS
A P P LY I N G  D ATA  TO 

Recently Published In: The American Statistician | Environmental Research Letters | Statistical Analysis and Data Mining
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I It’s no secret that we live in 
an imperfect world periodically 
marked by aggressive behavior. 
The implications of such 
behavior in accounting settings 
is the focus of much of Adam 
Greiner’s research.
 “I explore unintended 
consequences of accounting 
standards that motivate managers 
to alter the timing of business 
activities for financial reporting 
purposes,” says Greiner, assistant 
professor in Daniels’ School 
of Accountancy.
 Greiner’s interest in 
management behavior stems 
from his work as an accountant at 
a small pharmaceutical company 
and as an auditor, first in public 
accounting and later in corporate 
banking. These experiences 
spurred his curiosity about 
managerial actions and led to a 
research question for a doctoral 
paper that became his first solo-
authored publication, “The Effect 
of the Fair Value Option on 
Bank Earnings and Regulatory 
Capital Management” (Advances 
in Accounting, 2015).
 “The fair value option has 
interesting implications because 
it can reduce management’s 
incentives to manage financial 
reports,” Greiner says. “If we design accounting standards in a certain 
way, we can reduce aggressive behaviors. The market appreciates that 
because it helps align managers’ interests with those of investors.”
 Greiner uncovered more implications of managerial actions in “The 
Relationship Between Aggressive Real Earnings Management and 
Current and Future Audit Fees” (Auditing: A Journal of Practice & Theory, 
2017). In this study, Greiner and co-authors explored whether real 
earnings management activities—or using suboptimal business decisions 
to meet reporting objectives—contribute to client risk. “When auditors 

ADAM GREINER
Assistant Professor, School of Accountancy

PhD, Financial Accounting | Florida Atlantic University 
Master of Accountancy | University of North Carolina at Charlotte 
BSBA, Accounting | University of North Carolina at Wilmington

see these aggressive behaviors, such 
as cuts in discretionary expenses, 
they perceive a business risk … 
and they price that into their fees,” 
he says. “From an accounting 
perspective, this dilemma 
introduces conflict because 
suboptimal business activities do 
not violate accounting standards. 
But managers are making business 
decisions driven by accounting 
treatments to achieve reporting 
objectives and pursuing a myopic 
view of meeting the market’s 
expectations, potentially sacrificing 
long-term value.” 
    Greiner’s expertise in audit 
fees and cash holdings has led 
to further study of auditors’ risk 
assessments and managerial 
choices. In “Auditor Pricing of 
Excess Cash Holdings” (Journal of 
Accounting, Auditing and Finance, 
2017), he and his co-authors find 
that excess cash holdings increase 
auditors’ assessments of client 
risk and lead to higher audit fees. 
“When clients have too much 
cash—above and beyond what’s 
necessary for normal operations—
they can be less prudent in how 
they spend that money. It can 
lead to overinvestment, or empire 
building, and this creates more 
uncertainty, more potential 

consequences and more risk for the auditor and the client.” 
 Just as he enjoys applying finance and economic theories in his 
accounting research, Greiner is keen on integrating his research with 
his teaching practices. 
 “I’d like to think that I show my students the intriguing qualities 
of accounting,” he says. “If they can understand how accounting 
facilitates commerce yet needs improvement, it gives them more 
purpose in school, in their communities and in the workplace.” 

—Emily Paton Davies

MANAGERIAL BEHAVIOR IN 
AC C O U N T I N G  S E T T I N G S

Recently Published In: Advances in Accounting | Auditing: A Journal of Practice & Theory | Journal of Accounting, Auditing and Finance
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C Chris Hughen enjoys making 
an impact in the classroom by 
showing students how difficult it 
is to manage a stock portfolio.
 Hughen, associate professor in 
the Reiman School of Finance, 
teaches the Reiman Fund course, 
in which students manage a 
$370,000 portfolio within the 
University of Denver’s endowment 
fund. In the past year, the fund 
realized a 30 percent return on 
investment compared to a 21 
percent return on the benchmark 
S&P Midcap 400 Index.  
 “We outperformed the market 
by an amazing 9.1 percent, which 
is enough to make professional 
money managers green with envy,” 
he says.
 In teaching students to select 
stocks that generate “a lot of 
return at a low price,” Hughen 
emphasizes the importance of 
focusing on mid-cap stocks 
(those with market capitalizations 
between $2 billion and $7 billion) instead of those from small or 
large companies.
 “A lot of people follow the large companies—they get a lot of
press and are actively on the radar of Wall Street—while small 
companies are growing, which attracts great interest,” he says. 
“It’s the midsize companies that are underfollowed, 
underresearched and underappreciated.”
 Additionally, mid-cap stocks offer low risk because they  
have a successful business model that has enabled them to grow 
from a small company but still provide the opportunity for  
either significant growth or for takeover by a larger company, 
Hughen says.
 In “Adding Value in Student-Managed Funds: Benchmark  
and Sector Selection” (Journal of Trading, 2017), an article he  
co-authored with two other Daniels professors, Hughen points  
to mid-cap stocks as “the sweet spot” for educating students about 
investing. Doing just that with the Reiman Fund has proved 
extremely successful, and it’s also a unique approach.

CHRIS HUGHEN
Associate Professor, Reiman School of Finance

PhD, Finance | University of Missouri
MA, Finance and Banking | University of Alabama

BS, Finance | Birmingham–Southern College

—Carrie Printz

 As further proof of the benefits of this approach, Hughen notes that 
two companies in the Reiman portfolio, DST Systems and Bioverativ, 
recently received takeover offers, demonstrating that his students can 
successfully identify undervalued stocks. Another company in the fund, 
Match Group, which owns 45 online dating sites ranging from Tinder 
to CatholicPeopleMeet, has increased 95 percent in value over the past 
12 months. 
 Sector allocation—diversifying across industry groups like technology 
or health care—is also key to enhancing portfolio returns, Hughen says. 
In an article published last year in the Journal of Portfolio Management, 
Hughen notes that EV/EBITDA—the enterprise value over earnings 
before interest, taxes, depreciation and amortization—is better than the 
traditional price per share-earnings ratio for comparing stocks from 
different sectors. 
 Using EV/EBITDA enables students to make the best apples-to-
apples comparison between companies with vastly different resources, 
including assets and numbers of employees. “Through an analysis of 35 
years of returns, we show that portfolios formed using this profitability 
measure consistently beat the market return,” Hughen says.  

T H E  SW E E T  S P OT  O F 
MID-CAP STOCKS

Recently Published In: Journal of Portfolio Management | Journal of Trading | Managerial Finance
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T
SUNG SOO KIM

Assistant Professor, Department of Management
PhD, Management | McGill University

MA, Education | University of Minnesota, Twin Cities
BS, Biology Education | Seoul National University

 The next time someone tells you, “It’s not personal, it’s business,” don’t 
believe it for a second. According to Sung Soo Kim, it’s virtually impossible 
to prevent the personal from seeping into our professional lives—
particularly when it comes to our core values. 
 “We all bring our personal values into the workplace, whether they’re 
values we formulated during our upbringing or they’re rooted in our 
cultural background,” says Kim, assistant professor of management and an 
expert on values-based management, leadership and employee engagement. 

—Emily Paton Davies

Before entering academia, Kim was a management consultant 
for multinational clients like Samsung, Pfizer and MetLife. “Our 
personal values guide our behavior and attitude in the workplace.”
 In broad terms, Kim’s research explores the benefits and 
potential pitfalls associated with values—both personal and 
organizational—in the workplace. As lead author of “How Do 
Callings Relate to Job Performance? The Role of Organizational 
Commitment and Ideological Contract Fulfillment” (Human 
Relations, 2018), Kim and her colleagues examined the 
implications of organizations failing to live up to their espoused 
core values. 
 “We expect that people with a strong sense of calling would 
perform well in an organization because they are devoted to 
their jobs,” Kim says. “However, if these people see that their 
organization is not keeping its word in terms of its core values, we 
found that their job performance declines. It’s really about what 
happens when organizations say one thing but do another.” 
 Conversely, when people suppress their personal values at work, 
it can have negative implications for an organization. “When 
employees feel their jobs are insecure, they will often pretend to 
embrace the overall organizational values in the hope that it will 
strengthen their relationships with their employers and protect 
their status and jobs,” says Kim, referencing her co-authored 
paper, “Creating Facades of Conformity in the Face of Job 
Insecurity” (Journal of Occupational and Organizational Psychology, 
2016). “But pretending to embrace organizational values creates 
stress for employees, and they tend to express lower commitment 
to the organization and more intention to leave. In the long term, 
it will backfire and negatively impact the employee and  
the organization.”
 So how can managers foster healthy, functional workplaces in 
the face of these invisible values? For starters, they should consider 
the organizational context and how it works, says Kim, citing 
findings from her paper, “The Moderating Roles of Perceived 
Task Interdependence and Team Size in Transformational 
Leadership’s Relation to Team Identification” (Journal of Business 
and Psychology, 2017).
 “If you have a group of people who work independently, it’s 
crucial for team leaders to emphasize collective values, mission 
and goals to maintain a sense of community,” Kim says. “And if 
a team is small enough—fewer than eight members—managers 
may go for a more individualized strategy to motivate those 
employees to perform well, such as building close dyadic 
relationships with every team member.” 

CORE VALUES 
AT  W O R K

Recently Published In: Human Relations | Journal of Business and Psychology | Journal of Occupational and Organizational Psychology
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MARK LEE LEVINE
Professor, Endowed Chair, Franklin L. Burns School of Real Estate and Construction Management

PhD, Real Estate, Business | Century University
JD | University of Denver School of Law 

LLM, Tax Law (Legum Magister) | New York University, Law Division
PAP, Accounting | Northwestern University School of Management

BS, Business and Economics | Colorado State University

 In the future, as driverless vehicles become the norm rather than a 
novelty, large questions loom: Who is liable when accidents happen? 
The manufacturer? The programmer? The vehicle’s owner? 
 These are some of the questions Mark Lee Levine, professor and 
endowed chair in the Franklin L. Burns School of Real Estate and 
Construction Management, raises in the recently published 
“Driverless Vehicles: Positive and Negative Influences on Real Estate 
and Related Areas” (Real Estate Review, 
2018), an article he co-authored with his 
daughter, Libbi Levine Segev, assistant 
teaching professor in Daniels’ Business 
Ethics and Legal Studies Department, 
and attorney Aviv Segev.  
 “The driverless vehicle industry is 
affording the opportunity to develop  
and shape an entirely new body of law,” 
Levine says, noting that the law must 
grow quickly to address liability and 
related issues when claims are made 
because of damage, injury or operation of 
a driverless vehicle.
 In “A Largely Unnoticed Impact on 
Real Estate—Self-Driven Vehicles” (The 
Appraisal Journal, 2017), Levine and his 
co-authors explore how driverless mobility 
will affect residential and commercial real 
estate—where people will choose to live, 
work and shop—given that vehicles move 
large parts of the population and goods 
every day. 
 “What will society do? The impact 
on real estate, business and industry is 
substantial,” he says.
 Levine, who served as director of the 
Burns School for nearly 20 years and 
chaired Daniels’ Business Ethics and Legal Studies Department for 
five years, recently received his fourth Fulbright grant. He will use 
the award at the Samuel Neaman Institute at the Technion and the 
University of Haifa in Israel to further explore the implications of 
driverless mobility. In December 2017, he and Levine Segev co-
chaired a conference on driverless vehicles at Hebrew University in 
Jerusalem. In May, father and daughter will present on the same topic 
at a Daniels conference. 
 A professor for more than 45 years, Levine has also been a real 
estate broker, attorney and investor. He is a prolific scholar, researching 

—Carrie Printz

and writing 58 books—including new editions—and more than 300 
journal articles. In addition to delving into driverless mobility, Levine 
recently authored “Marijuana: Should You Lease to Tenants in the 
Marijuana Business?” (Journal of Property Management, 2016) and 
co-authored “Are Educational Expenses Deductible for a Taxpayer in 
Business Seeking a Master’s Degree?” (Journal of Taxation, 2017) with 
Levine Segev.

T H E  I M PAC T  O F 
DRIVERLESS MOBIL IT Y

Recently Published In: The Appraisal Journal | Journal of Taxation | Real Estate Review 

 Levine is also busy writing articles and updating his course curricula 
to reflect the many changes contained in the federal 2017 Tax Act and 
how it affects real estate matters. In an article on exchanges, Levine 
notes, “A year ago, if I owned a furnished apartment building, I could 
exchange it for another furnished apartment building and defer taxes. 
Under the recent 2017 [Tax] Act change, however, you cannot defer tax 
on personal property exchanges—only on real property exchanges.”
 Ever-evolving laws and trends are part of what makes teaching 
challenging, Levine says. “That’s one of the enjoyable facets about 
[teaching]—it forces all of us to learn constantly because things change 
so quickly.”
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DON MAYER
Professor of the Practice, Department of Business Ethics and Legal Studies

JD | Duke University Law School
LLM, International and Comparative Law | Georgetown University Law Center

AB | Kenyon College

 When Don Mayer tells people what he does for a living, he takes 
the inevitable jokes in stride, including the classic, “Business ethics? 
That’s an oxymoron.” But Mayer, who teaches business ethics, 
leadership, law and sustainability, is quick to point out that ethical 
business leadership is no joke. 
 And neither are the issues he tackles. Mayer has delved into 
diverse subjects where law and ethics intersect, from free markets to 
the financial crisis, from capitalism to corruption, and much, much 
more. With degrees in philosophy, law and international law, Mayer 
is drawn to systemic problems, including global environmental 
issues, free trade and the evolution of capitalism, both domestically 
and globally. 
 His ongoing exploration of normative business ethics has led 
Mayer to urge a return to more forms of free enterprise and greater 
accountability. Taking a page from writers who note that the nation 
has evolved to a kind of “crony capitalism,” Mayer says, “Recently, in 
U.S. business, it’s become more who you know, not what you know 
or can accomplish, and that runs counter to the basic ideals  
of capitalism.”
 Mayer has published numerous articles in Business Ethics 
Quarterly, the Journal of Business Ethics and the American Business 
Law Journal. He has also co-authored two editions of International 
Business Law (Pearson/Prentice Hall) and two editions of 
Advanced Business Law (FlatWorld Knowledge). 
 In a recent article, “The Law and Ethics of CEO Social Activism” 
(Journal of Law, Business & Ethics, 2017), Mayer focused on 
LGBTQ rights, examining how leaders at companies like Apple 
and Salesforce responded to discriminatory legislation that directly 
opposed their organizations’ missions and values. “Forty or 50 years 
ago, the working assumption was that democracy took care of social 
and environmental concerns, and that private enterprise could just 
focus on making money,” Mayer says. “But government has been 
diminished in terms of people’s expectations and their trust in 
government. As the country becomes more polarized, companies 
that take political stands risk alienating those with opposite views. 
CEO activism has its price, but there’s a case to be made that there’s 
a price to not taking a stand as well.”
 The issue of trust in government resurfaces in Mayer’s 
forthcoming paper, “Emoluments and Implications from Conflict 
of Interest Laws and Private Sector Fiduciary Duty,” slated for 
publication this year in the British Journal of American Legal 

Studies. “The original intent [of the emoluments clause] was to prevent 
foreign sovereigns from influencing the U.S. president’s foreign policy 
preferences,” Mayer says. “If a CEO of a major corporation had the 
kind of conflicts that President Trump has, she would be in violation of 
her fiduciary duties to the company. Likewise, President Trump has a 
duty to put the public interest first and avoid all conflicts of interest. It’s 
difficult to know how the courts will respond. Some judges believe the 
proper remedy for anything smacking of politics requires resolution only 
through the election process.”

—Emily Paton Davies

F R E E  E N T E R P R I S E  A N D 
GREATER ACCOUNTABIL IT Y

Recently Published In: American Business Law Journal | British Journal of American Legal Studies (forthcoming) | Journal of Law, Business & Ethics
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CHERI YOUNG
Associate Professor, Fritz Knoebel School of Hospitality Management

PhD, Organizational Behavior, Human Resources and Hospitality Management | Cornell University
MS, Hospitality and Tourism Management | Rochester Institute of Technology

BS, Business Administration and BA, Mathematics | State University of New York at Albany

 Cheri Young works hard 
to prepare her hospitality 
management students—many of 
whom are similar in age, race and 
socioeconomic status—for the 
real world. But she’s acutely aware 
that her classroom often lacks the 
diversity found in a hotel staff 
lounge or a restaurant kitchen.
 To give her students a more 
realistic experience in the 
hospitality industry before they 
leave campus, Young, an associate 
professor in the Fritz Knoebel 
School of Hospitality Management, 
is examining the partnership 
she established several years ago 
with the Ethiopian Community 
Development Council’s African 
Community Center, a refugee 
resettlement agency in Denver. This 
partnership gives students in Young’s “Managing Human Capital in 
Hospitality” course the opportunity to mentor refugees enrolled in the 
Ready for American Hospitality job training program.
 Young and her colleagues explored the effect this partnership has 
had on students in “Developing Cultural Intelligence and Empathy 
Through Diversified Mentoring Relationships” (Journal of Management 
Education, 2017). “We looked at the impact of what’s called a diversified 
mentoring relationship, where the mentor and the protégé are different 
in terms of sex, race, ethnicity, age, religion or life experience,” she 
says. “Ultimately, we were interested in understanding the effect this 
partnership had on our students’ cultural intelligence, their empathy and 
their ethnocentrism, which is the belief that one’s culture is superior to 
others.”
 Young studied these concepts further in “The Relationship Between 
Ethnocentrism and Cultural Intelligence” (International Journal of 
Intercultural Relations, 2017).
 When asked about her motivation to pursue this research, Young 
explains, “The hospitality and food services industries employ more 
foreign-born workers than other industries. So as managers in these 
industries, our students have to leverage the talent and value of that —Lindsay Adam

human capital. Our students will work with people from around the 
world, and even with people who are the working poor, and we want 
them to have an appreciation for, a sensitivity to and the skills to work 
with that type of human capital.” 
 Young’s work with the refugee community has been recognized by 
the U.S. State Department and the International Council on Hotel, 
Restaurant and Institutional Education as an effective service learning 
model. Young is the associate editor of the Journal of Hospitality and 
Tourism Research and has received numerous teaching accolades, 
including the prestigious John Wiley & Sons Innovation in Teaching 
Award from the International Council on Hotel, Restaurant and 
Institutional Education.
 But she doesn’t do this work for the recognition. Her passion for 
and pride in this research are clear, especially when she hears from her 
students after they visit their refugee protégés’ homes for dinner. 
 “When my students see the incredible buffet of food that their 
protégés have worked so hard to prepare, that’s when they understand 
what hospitality means, like they’ve never understood it before,” Young 
says. “They know what hospitality means when someone pays for it. 
Now they see what hospitality means when it comes from the heart.”

LEVERAGING HUMAN CAPITAL 
THROUGH CULTURAL  INTELL IGENCE
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At the Daniels College of Business, faculty research extends far 
beyond academia and profoundly impacts the public and 

private sectors, and issues worldwide.

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. Help support faculty 
research at Daniels. Consider making a 
gift to the Faculty Research Fund at 
go.du.edu/danielsresearch.


