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ROBERT L. ENGLE

associate professor of
international business, 
assistant director 
of European Union 
business studies 
robert.engle@quinnipiac.edu
After three decades working

with multinational corpora-

tions, the last 10 of those years

as a vice president, Robert

Engle decided it was time for 

a change.

“Throughout my career I

traveled a great deal, especially

when I was vice president for

global sales management with

Bayer A.G. and was stationed in

Germany. In this job, as with

many others, I found the time

to guest lecture and/or teach as

an adjunct in a number of

countries and universities. I

kept wishing that I could find

the time to do more academic

work and finally decided the

only way to do so would be 

to make the full-time commit-

ment,” says the associate 

professor of international 

business.

Since coming to Quinnipiac

in the fall of 2002, Engle has

taught graduate and under-

graduate courses in interna-

tional business, international

management, globalization and

international strategy. “I am

particularly interested in the

relationship between individual

differences and performance,”

he says. His orientation—which

evolved from his traveling and

international management

experiences—is cross-cultural.

He also has been researching

the question of what makes a

good manager, focusing on

emotional intelligence and

managerial performance. He

has explored issues related to

corporate social responsibility

and most recently has been

studying entrepreneurial 

intention—again, all from a

cross-cultural perspective.

Engle’s commitment to

sharing his research in the

classroom and to exposing 

students to the realities of the

global business environment is

exemplified in his undergradu-

ate International Research

course. “The students and I

explore specific areas that have

the potential for international

business research,” Engle

explains. “Our previous focus

was emotional intelligence; 

this year’s students will be

researching entrepreneurship.

Students review research litera-

ture, develop hypotheses,

gather data, and write papers

using U.S.-based data before

going to Europe to gather

related data that they then use

in a cross-cultural study.”

Engle is particularly proud

that 13 students have had their

resulting papers published in

academic conference proceed-

ings over the past two years. “I

want students to understand

that entrepreneurship and

global business are highly com-

patible,” he says. “Throughout

most of the 20th century, com-

panies became international

through a gradual process.

Today companies are being

‘born global.’”

MARY MEIXELL

associate professor of 
management 
mary.meixell@quinnipiac.edu
Mary Meixell, associate profes-

sor of management, always

intended to go into teaching

but thought it best to get some

industry experience first. She

wanted to apply the concepts

and techniques she learned in

the real world and bring that

experience to the classroom.

After earning a master’s

degree in transportation at MIT,

she worked for 12 years in both

the auto and telecommunica-

tions industries, designing and

managing supply chains, man-

aging information systems, and

doing transportation and pro-

duction planning. Subse-

quently, she obtained a PhD in

industrial engineering.

Meixell, who came to 

Quinnipiac this past August,

teaches graduate and under-

graduate courses in operations

management, quantitative

methods and project manage-

ment. Operations manage-

ment—a required business

course—deals with the func-

tions that are essential to 

running any manufacturing 

or service organization.

Supply chains, according 

to Meixell, encompass “all the

elements—raw materials,

information and processes—

required to fulfill customer

orders, from initial planning

through creating the final 
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product.” Students in her

classes learn the best design

for supply chains, as well as 

the role of new technology,

including knowledge manage-

ment, to enhance supply chain

performance.

Among the questions 

she asks her students to con-

sider are: “how is knowledge 

of value to supply chains?”

and “to what extent does an

operation perform better

because of the knowledge

you’ve applied to it?” She 

gives the example of a parts

department manager whose

years of experience allow him

to anticipate events that influ-

ence stock requirements.

Meixell also studies the

structure of project work 

and strategies for allocating

tasks. “For instance,” she points

out, “having more specialists

designing a Web site may

involve more transition time

because of more handoffs

between workers, but may 

also improve each worker’s 

productivity.”

While her teaching draws

on advanced mathematical

models, Meixell notes the

importance of addressing the

implications for strategy and

policy. “The point is not for our

students to become mathe-

maticians, but for them to

understand how to improve

profitability based on analysis

of operations,” she says. “As 

a teacher, I wear both of my

hats—from my practical work 

in industry, and from the 

academic discipline of opera-

tions management. I’m glad to

be teaching here at Quinnipiac.

The students are fun, they 

ask great questions, and they

bring a fresh perspective to 

the discipline.”

MATTHEW O’CONNOR

professor of finance 
and chair of the Finance
Department
matthew.o’connor@quinnipiac.edu
Students in Matthew O’Con-

nor’s Applied Portfolio Manage-

ment course have more at

stake than their grades. “We

work with a portfolio of about

$115,000 from Quinnipiac’s

endowment,” O’Connor says.

“They are choosing companies,

doing research and making

investment recommendations.

The theory and the math are

essential, but I want them 

to refine their understanding

by making actual investment

decisions.”

O’Connor did not set out 

to be a professor. With an

undergraduate degree in phi-

losophy, he began his career as

an actuarial analyst in a large

insurance company, returning

to school after several years 

for his MBA. Another stint 

in industry—this time as a

treasury analyst for a materials 

manufacturing company—

motivated him to pursue a 

doctoral degree in finance and

a move to academia. “While

working in insurance and

finance,” he says, “I became

interested in exploring several

finance issues in a way that’s

not possible in the day-to-day 

corporate world.”

O’Connor joined the 

Quinnipiac faculty in the fall 

of 1999 and is a professor 

of finance and chair of the

Finance Department, teaching

graduate and undergraduate

courses in derivatives, invest-

ments, portfolio management

and equity compensation. He

co-founded Quinnipiac’s Equity

Compensation Institute, which

provides an impartial, critical

perspective on equity-based

incentive compensation 

packages and their role in

American business. Currently,

he is working on a School of 

Business initiative with the

hedge fund and alternative

investment communities.

The valuation and effective-

ness of employee stock options

is one of O’Connor’s current

research interests. How much

are options actually worth, he

asks, and how effective are

they? “Stock options are issued

because they are assumed to

align the interests of managers

and shareholders; if a com-

pany’s stock increases in 

value, both groups benefit. But,

does the provision of these

options actually make man-

agers more likely to take

actions that increase value for

shareholders? And are really

large compensation packages

necessary to create incentives

for managers to uphold share-

holder interest?”

In his Applied Portfolio 

Management class, O’Connor

has constructed a unique

incentive of his own to chal-

lenge students. “So far, the

returns on our portfolios are

doing pretty well,” he says.

“Many former students come

back to check on the compa-

nies in which they invested.

In this course, the decisions 

the students make will be 

their legacy.”

O’CONNOR
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JUANITA BROOKS

assistant professor of
information systems
management 
juanita.brooks@quinnipiac.edu
“Excitement” may not be a

word the public closely associ-

ates with information systems.

But to Juanita Brooks, assistant

professor of information sys-

tems management, there

couldn’t be any area more filled

with opportunity for profes-

sional growth, intellectual stim-

ulation and rewarding work.

Brooks, who joined the

School of Business faculty in

August 2006, says she always

knew she “wanted to get a PhD

and be part of a university

community.” What she didn’t

know initially—her undergrad-

uate and MBA focus was

finance—was that she would

wind up “falling in love” with

the information systems field

while working as the informa-

tion technology director for

MidSOUTH, the community

service unit of the University of

Arkansas at Little Rock School

of Social Work.

“The people I worked with

in IS were a diverse group, and

intensely creative—some of

them were like artists. You have

to be resourceful and innova-

tive when you’re designing,

building and managing com-

plex systems. I knew I wanted a

doctorate in this field.”

For her dissertation,

Brooks looked at the issue of

professional identification.

“Understanding professional

identification can lead to 

effective management of both

recruitment and retention

efforts. Organizations of all

sizes are in desperate need 

of talented and creative IS pro-

fessionals. In contrast to what

most people think, not all IS

jobs are going offshore. There

are tremendous opportunities

for students entering the field;

it is a dynamic area that con-

tinues to grow.”

Brooks also has studied the

underrepresentation of women

and racial/ethnic minorities in

that field, and her research in

this area is ongoing. “We in IS

support all kinds of business

processes and functions. The

greater the diversity of avail-

able knowledge and skills, the

better our systems will be.”

Having completed her first

full year as a professor, Brooks

is as enthusiastic about her

students as she is about her

discipline. “Being able to 

educate and work with enter-

ing business students and 

with IS majors is truly a joy,”

she says. She is determined to

get them all thinking about a

future in IS. “I especially love 

the freshmen. You can get them

excited, and you never know

what’s going to come out of

their mouths.”

Brooks’ research in this 

area is ongoing. A dramatic

drop everywhere in IS and IT

enrollments after the bursting

of the dot-com bubble lends

urgency to her current explo-

ration of how students identify

with the field when at the 

point of declaring a major.

“Enrollment is a hot topic,”

she says. “We in IS support

every kind of business—think

medical records to cellular net-

works to supply chain manage-

ment. The greater the diversity

of available skills, the better

our systems will be.”

“No matter what profession

you’re in,” she reminds her stu-

dents, “every field has systems

designed just for it. You should

consider having a hand 

in there.”

DAVID CADDEN

professor of management 
david.cadden@quinnipiac.edu
“It’s one of the best things I’ve

done in my career,” says David

Cadden, professor of manage-

ment, of the recently estab-

lished program in which he 

and other faculty traveled with

students to Nicaragua. Once

there, students took a short

business strategy course and

acted as advisers to Nicaraguan

business owners, who took the

course alongside them.

“The older I get,” he contin-

ues, “the more I know how

much learning goes on outside

the classroom.”

The former engineering

major earned a doctorate in

management planning systems

from Baruch College and has

been at Quinnipiac since 

1983. He has taught a range of

undergraduate courses from

the introductory Fundamentals

of Management to the capstone

Strategic Integrated Manage-

ment Seminar. He also 

teaches graduate courses 

in operations management,

project management and finan-
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cial management.

The Nicaragua mini-course

(current plans are for trips in

January and August each year)

provides a hands-on experience

of immeasurable value to both

undergraduate and graduate

students, Cadden says.

On his trip, after a few 

days of classroom study, stu-

dents did field work with sev-

eral small businesses ranging

from a beauty shop and a

school that teaches English to 

a small farm and “someone

selling hammers out of his l

iving room.” With translators,

students interviewed staff 

and customers. When they

returned, they created business

plans that were translated and

sent back to the people with

whom they had worked.

“Of course, the students

experienced a totally different

environment—something that

is always eye-opening,” Cadden

says. “But they also undertook 

a major responsibility, advising

people whose lives are depend-

ent on their businesses. The

feedback on both ends has

been tremendously positive,

and we are going to follow up

to see to what degree the busi-

nesses benefited from the 

work we did with them.”

Cadden has numerous

research interests, among them

the application of various kinds

of mathematical models to

bankruptcy predictions, and

examination of the effective-

ness and accuracy of student

evaluation instruments for 

academics by using statistical

process control theory (using

random samples to test against

the whole).

“I’m always looking for 

new ways to make the material

come alive, and using more and

more problem-based learning,”

Cadden says. He quotes Irish

poet William Butler Yeats: “Edu-

cation is not the filling of a pail,

but the lighting of a fire.”

MATTHEW RAFFERTY

professor of economics 
matthew.rafferty@quinnipiac.edu
Whether students are analyz-

ing prospects for long-term

economic growth, examining

the economic impact on a com-

munity of a new sports sta-

dium, or looking at how eco-

nomic factors may contribute

to the ballooning of the average

American’s waistline, Matthew

Rafferty wants to make sure

they learn how to think like

economists.

Since coming to Quinnipiac

in 2000, the professor of eco-

nomics has been teaching

courses in macroeconomics,

money and banking, economic

history, and econometrics

(developing and applying quan-

titative or statistical methods

to the study of economic prin-

ciples). While he makes full use

of the charts, graphs and statis-

tical models essential to an

economist’s work, many of 

the underlying principles that 

Rafferty emphasizes to his 

students sound familiar outside

the economics classroom.

One of these principles, he

says, is that “every transaction

has costs—otherwise known 

as ‘there’s no free lunch.’ For

instance, no one gets a really

‘free’ college education. Some-

one, somewhere along the line

is paying—whether it’s taxpay-

ers, businesses or private 

benefactors.”

Another is the familiar 

“law of unintended conse-

quences”—with an economic

twist. Rafferty says, “Everyone

is thinking about gas prices.

Maybe we can keep gas prices

down by increasing subsidies

on ethanol, which is made 

from corn. But if we do that,

then less corn is available for

agricultural use, putting pres-

sure on food prices. Do we

want to trade lower gas 

prices for potentially higher

food prices?”

In his own research 

Rafferty is examining how

executive compensation influ-

ences how much and what

quality of research and devel-

opment a company engages in.

“What drives long-run growth

is technological change,” he

says. R&D is essential to tech-

nological change, but is also a

risky, long-term investment.

“The standard claim has been

that executives tend to be risk-

averse. So one question is: Can

compensation packages be

designed to encourage execu-

tives to undertake more and

better quality R&D?”

Economics recently has

been referred to as “the impe-

rial science,” meaning that it

invades every other discipline,

Rafferty says. “When students

are analyzing executive

response to risk, figuring out

how tax policy might be used

to discourage pollution, or writ-

ing statements on monetary

policy, economics shows them

the constraints in the world

and basic principles of human

behavior,” he adds.

RAFFERTY
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MARK GIUS

professor of economics
mark.gius@quinnipiac.edu
Following the Virginia Tech

shooting, Mark Gius was struck

by the argument in the gun

control debates that if more

students had guns (and weren’t

stymied by that university’s “no

gun” policy), the rampage could

have ended sooner. 

“It just didn’t seem right,”

says Gius, whose curiosity led

to a research project on the

effects of gun control laws on

ownership and later, the effects

of gun ownership on homicide

rates. He found that some gun

control laws do have an effect

on ownership, but registering

handguns did not. In the Vir-

ginia Tech incident, and the

recent Northern Illinois Univer-

sity shooting, all guns were

purchased legally. He also

found that states with higher

ownership rates had more gun-

related homicides, which

account for two-thirds of all

homicides, but there are a

number of factors involved, 

he says.

Whether he’s flipping

through the Wall Street Journal

or listening to grumblings in

the community, Gius gets the

urge to dig for the facts when

he stumbles across something

that doesn’t seem to add up.

It’s a quality he tries to instill in

his students. “I want them to

understand economics, so that

when they pick up a newspa-

per, they can interpret it,” he

explains. “I’m training them 

to think about the world in a

critical way.”

When Gius heard com-

plaints about the skyrocketing

costs to public schools comply-

ing with the Americans with

Disabilities Act, for example, he

began sifting out the reality

from rumor. His research found

the impact of the ADA on state-

level public education to be

minimal—an increase of 1 to 3

percent—if at all. 

Although his research 

has been widely published in

academic journals and has

shaped public policy (he has

spoken before a committee of 

the Connecticut General

Assembly), Gius calls teaching

his true passion. 

His first taste of teaching

came while he was a graduate

student at Penn State Univer-

sity, where he earned an MA

and PhD in economics. “Step-

ping up to the front of the 

classroom for the first time, I

thought, ‘This is it. This is what I

want to do,’” says Gius, who had

been considering a legal career.

The toughest part of teach-

ing is getting students to think

logically, and to understand

that economics is based on

human behavior. A researcher

has to make assumptions 

that sometimes lead to very

different results, he explains.

“Students think there has to 

be one right answer, and I want

them to realize life isn’t black

or white—there are shades 

of gray.”

Some of his most memo-

rable encounters with students

happen outside the classroom

—once in New York’s Times

Square and recently at a 

wedding. “I had one former 

student come up to me and say,

‘Wow, you had a really big

impact on me,’” says Gius. 

Seeing students value his 

lessons in economics, he

admits, “It makes me feel like 

I picked the right job.”

ADWAIT KHARE

assistant professor of
marketing 
adwait.khare@quinnipiac.edu
Do you eat more on weekdays

or weekends? Do you regularly

eat different foods or stick to

the same repertoire for break-

fast, lunch and dinner? What

factors keep you repeating an

activity and what might make

you alter a long-standing habit?

“The questions I research,”

says Adwait Khare, assistant

professor of marketing, “can 

be summarized as, ‘Why do

consumers behave as they do

over time?’”

In a paper published in 

the Journal of Consumer Research,

Khare found that most people

are extremely habitual in what

they eat. His research suggests

there is a range of habitual

behaviors—for instance, eating

the same breakfast every day

but varying dinners, or eating

the same foods frequently but

at different meals. 

“The findings have policy

implications,” Khare notes. “For

instance, in developing nutri-

tional guidelines, we might

want to embrace multiday

nutritional goals, taking into

account how one day’s meals

affect subsequent choices.”
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His research was based on

the work he did for his disser-

tation. Khare had examined

food consumption behavior

using data provided by the NPD

market research company,

obtained from a panel that kept

diaries on every aspect of food

intake: the type and quantity of

food eaten; the method of

preparation; and the circum-

stances surrounding the meals.

Nutritional content also was

analyzed. “The idea,” says

Khare, “was not to look just at

food consumption per se, but to

explore ways of conceptualiz-

ing habit.” 

Khare is currently analyzing

another set of behavioral data

about decision making, in this

case by individuals seeking

anti-anxiety treatment at a

mental health clinic. “We’ve

found that those who tend to

drop out are the ones who are

improving faster—which is

counterintuitive because we

would think that if something

is helpful, people would con-

tinue doing it.”

Trained as an architect and

urban planner in his native

India, Khare came to the U.S. in

1994. He received an MA in

urban affairs from Virginia Tech

and then shifted to business,

receiving a PhD in marketing

from the University of Pitts-

burgh. He taught at the Univer-

sity of Houston before joining

the Quinnipiac faculty in Fall

2007. He now teaches under-

graduate and graduate courses

in marketing research, market-

ing management and market-

ing strategy. 

In his work with statistics,

Khare says, “Unless you do

problem-solving yourself, you’ll

never learn the techniques. My

students probably aren’t

thrilled that I make them do

calculations by hand, but when

they get a feel for the work, and

the understanding shows in

their eyes, I feel great!”

SEAN F. REID

assistant professor 
of finance
sean.reid@quinnipiac.edu
Teaching freshmen is a first for

Sean Reid, assistant professor

of finance, and he enjoys “see-

ing that enthusiasm as stu-

dents begin to understand how

all the specialties in a business

work together.”

Reid joined the faculty 

last fall. In addition to teaching

and research, he directs the

Terry W. Goodwin ’67 Financial

Technology Center, where 

students practice analytical

finance methods, conduct 

trading simulations, develop

financial models, analyze eco-

nomic databases and study

stocks, bonds, currency and

interest rates. 

“The center provides 

students with access to all 

the major resources that Wall

Street analysts have,” he says,

“and faculty use our databases

for their research. At any time

we have probably a dozen proj-

ects going on.” 

Reid teaches The Business

Environment, which intro-

duces students to marketing,

accounting, management and

finance. He also teaches Portfo-

lio Theory and Practice and

Fundamentals of Financial

Management.

Of his teaching Reid says,

“Students will not work hard

for me unless I work hard for

them. I focus on creating a

sense of teamwork in the class-

room, emphasize ‘real world’

relevance, balance intellectual

rigor with flexibility, provide

timely feedback—and let the

students see my enthusiasm

both for them and for the sub-

ject matter.”

Reid graduated from the U.S.

Naval Academy with a BS in

political science, served in the

Navy, worked in the financial

sector, and earned his PhD in

finance from the University of

Rhode Island. His research

interests range from teaching

methodologies—one of his

papers explores how best to

introduce students to complex

concepts in real estate

finance—to business valuation.

He has been looking at whether

Perdue Farms can achieve its

stated growth goals without

going public and also is exam-

ining the role of “hubris”

(excessive confidence) in

merger and acquisition behav-

ior in Japanese markets. 

Recently, he published a

paper with Matthew O’Connor,

professor of finance, about stock

options issued by companies

before they go public. “They are

difficult to value because there’s

no stock being traded yet,” Reid

says. “Sometimes a determina-

tion is needed—for instance, in

a divorce settlement when

assets are being divided. We’re

working on developing a model

that can assign a value.” 

Still, Reid considers teaching

his “most critical” responsibil-

ity. “Being a naval officer and a

college professor are very simi-

lar,” he says. 

“In both professions, your

success and effectiveness are

determined by the degree to

which the people you work

with develop and realize their

potential.” 

REID



ANTHONY ASARE

assistant professor

of marketing/advertising

anthony.asare@quinnipiac.edu
In the late 1990s, when news

surfaced that Nike was working

with foreign companies that

used children to manufacture

products, the public was

incensed and the sports com-

pany’s image took a beating.

Since then, Nike and other

companies that have endured

similar publicity fiascos have

learned that foreign suppliers

sometimes have different

social expectations and busi-

ness goals. They have hired

staff to train suppliers about

their company values and to

ensure that factories are run

properly.

Anthony Asare, assistant

professor of marketing and

advertising, says that’s a good

move, but notes that compa-

nies need to include marketing

people in the mix. Supplier

development programs help

the firm’s operations, but

they don’t necessarily help the

company preserve its branding

or image.

“In the case of Nike, its

brand was hurt by the mistakes

made by suppliers,” says Asare,

who taught several classes as

an adjunct professor last year

and is joining the School of

Business as a full-time faculty

member this fall.

The impact of supplier

development on a firm’s mar-

keting innovation is at the

heart of Asare’s research and

the topic of his doctoral disser-

tation, which he defended

this summer.

After receiving a BA from

the University of Cape Coast in

his home country of Ghana,

he moved to the United States,

where he has family. He started

a merchandise delivery busi-

ness with clients including

Staples and Macy’s, and later

returned to school to earn

an MBA at the University of

Massachusetts–Amherst.

In 1998, while in school, he

also started an Internet busi-

ness, Shoploco. The online

shopping portal gave customers

a convenient way to find small

specialty retail shops.When

he had to choose between

expanding the business and

continuing the MBA program,

he chose his education. After

graduating, he worked for

four years in the business-to-

business software industry

before pursuing a PhD. That

experience sparked his re-

search interests in marketing.

“The role of marketing is

changing,” Asare explains. In

addition to advertising, market-

ing departments also learn

about their customers’ wants

and can use that knowledge to

play a role in not only which

products to make, but also how

products are developed and

made, he says. And many con-

sumers today want socially

responsible companies.

“Customer demand is

what drives these changes,”

Asare says.

Wal-Mart, for example, has

responded to its customers’

expectations by training its

many suppliers on environ-

mental issues and conducting

routine audits, he says. “If the

big companies are doing it,

then it becomes a way of doing

business,” he says.

PATRICE LUOMA

associate professor

of management

patrice.luoma@quinnipiac.edu
Criticism of corporate gover-

nance is back with a vengeance

in the post-Enron era, accord-

ing to Patrice Luoma, associate

professor of management, who

contributed a chapter on the

role of corporate self-gover-

nance in the Enron debacle

of the 1990s to Enron and

Beyond (2002). The co-editors of

that book, accounting professor

Janice Ammons and former

faculty member Julia Brazelton,

were familiar with Luoma’s

expertise in corporate gover-

nance. Luoma did her doctoral

dissertation on the topic and

has written articles about it for

academic journals.

Luoma applies the lessons

of Enron to her teaching as

well. In her business manage-

ment classes, she encourages

students to make connections

between the class and their

lives, relating their experi-

ences—work, student organiza-

tions, or other—to business

management theory. She

makes sure to impress upon

them the importance of some

of the topics at the heart of

successful business manage-

ment in today’s increasingly

dynamic society: business

sustainability, environmental-

ism, and, of course, corporate

responsibility.

“I like to use current and

relevant business examples to
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help students grasp concepts,”

she says. “When I do this well, I

have seen students take off

on their own, following up on

companies and topics that

we cover well beyond the scope

of what I require in the

classroom.”

Luoma’s first teaching

opportunity came during her

MBA program at St. Cloud State

University in her home state of

Minnesota. “The first, an Intro

to Business class of 50 stu-

dents, was pretty scary,” she

says, “but I liked the experience

of working with the students

and also of being able to go

back to school each fall.”

When she found out that

she would need a PhD in order

to teach at an AACSB-accred-

ited business school, she

enrolled at Washington State

University. Her doctorate is in

strategic management, which

deals with being able to “posi-

tion businesses within a spe-

cific sector in the best way pos-

sible in relation to their compe-

tition. I like looking at the big

picture and how all the differ-

ent aspects of business fit

together,” she says.

Luoma came to Quinnipiac

11 years ago because of the

opportunity to teach strategic

management. She and her

husband live in Cheshire,

Conn., with their 5-year-old

son,Walker. They each have

grown children as well. Luoma

has taught many courses in

business management, from

the Strategic Management

Capstone course for both

graduate and undergraduate

students to the Introduction to

Business for freshmen. One of

her favorite assignments is a

self assessment/strategic plan-

ning task that requires stu-

dents to identify strengths and

weaknesses and then create a

plan for their personal and pro-

fessional lives.

“The practice of manage-

ment takes place in one’s per-

sonal life as well as his or her

professional life, and I try to

help my students understand

how their business careers will

impact their own lives.”

AAMER SHEIKH

assistant professor

of accounting

aamer.sheikh@quinnipiac.edu
“If your grandmother is think-

ing about purchasing a stock

she believes is a good invest-

ment, tell her to forget about

the pretty pictures in the

company’s annual report,” says

Aamer Sheikh, assistant profes-

sor of accounting. He tells

the MBA students in his Finan-

cial Reporting and Analysis

course that investors need

to know whether the financial

statements reflect “economic

reality.”

The relationship between

financial statements and eco-

nomic reality is a central theme

in both Sheikh’s teaching and

his research. He describes his

primary research concentration

as corporate governance in

general and executive compen-

sation in particular.

“Accounting numbers are

used for both valuing and man-

aging companies. I focus on the

use of accounting numbers in

corporate governance arrange-

ments—for example, the crite-

ria used for the awarding of

CEO bonuses.”

Sheikh, a native of

Pakistan, came to the U.S. as

an undergraduate and earned

his PhD at the University of

Georgia and CPA licensure

from the state of Virginia. He

jokes, “With a father who

was an accountant and a

mother who was an academic

researcher and writer, I think

I was subconsciously combin-

ing their two careers.” After

teaching at the College of

William and Mary, he joined

the Quinnipiac faculty in the

fall of 2006.

Sheikh, who teaches under-

graduate, graduate and MBA

courses, describes himself as a

coach who helps students learn

to do accounting and auditing

properly. He also provides them

with a sense of the rules they

will need to follow as profes-

sionals. His emphasis is on

how the accounting and audit-

ing professions work, the his-

tory and development of the

professions, and the expecta-

tions held by clients, the public,

and those in the government

and business sectors.

“For decades, auditors

considered themselves to be

independent outside verifiers

of companies’ numbers only—

not detectors of fraud. But,

after corporate governance and

accounting scandals like Enron

andWorldCom, we learned that

the fact that numbers ‘add up’

does not mean that there is no

fraud,” he said.

The Sarbanes-Oxley Act of

2002 resulted in a substantial

overhaul of the auditing profes-

sion and the creation of an

oversight agency called the

Public Company Accounting

Oversight Board.

“Now I want our students

to understand that the expecta-

tion is the auditor is not only

the verifier of the numbers, but

is also the person responsible

for looking beyond the num-

bers to protect the interests of

investors and the public.”

SHEIKH

business.quinnipiac.edu
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