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Bloomberg anchor: Bloomberg Television’s
Brian Sullivan spoke to finance and communication
students last fall. Sullivan, anchor of the “In Focus”
weekday news program and a frequent host of “For
the Record” on weekends, discussed television business journalism; the expectations of the corporate
world; and his career experiences, including interviews with such business leaders as Bill Gates, Warren Buffett, and Larry Ellison. Sullivan, who earned
a bachelor’s degree in political science from Virginia
Tech in 1993, joined Bloomberg in 1997.
Noting that he has met many Pamplin graduates working on Wall Street, Sullivan said: “Virginia
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basis of race, gender, disability, age, veteran status, national
origin, religion, sexual orientation, or political affiliation. For
more information, contact the Office for Equal Opportunity:
eooffice@vt.edu.
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You can support the Pamplin College of
Business through your estate, through your
retirement account, or with a gift that
produces lifetime income for you. To learn
more, contact the Office of the Dean,
(540) 231-6601.

TALKING
COURTESY OF BRIAN SULLIVAN

Virginia Tech’s nationally
ranked Pamplin College of
Business offers undergraduate and graduate
programs in accounting
and information systems,
business information technology, economics,
finance, hospitality and
tourism management,
management, and marketing. The college
emphasizes the development of ethical values
and leadership, technology, and international
business skills. A member
of its marketing faculty
directs the interdisciplinary Sloan Foundation
Forest Industries Center
at Virginia Tech. The
college’s other centers
focus on business
leadership, business diversity, electronic commerce,
organizational performance
and services innovation.
The college is committed
to serving business and
society through the expertise of its faculty, alumni,
and students. It is named
in honor of Robert B. Pamplin (BAD ’33), the former
CEO of Georgia-Pacific, and his son,
businessman and philanthropist Robert B.
Pamplin Jr. (BAD ’64).
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Charles Jacobina, executive director of the executive
MBA program. Under the agreement, effective from
this spring semester, L-3 Communications Titan
employees will receive a 7 percent tuition discount
and a waiver of the application fee. The company
provides comprehensive information and communications products and services for national security.
The executive MBA program has a similar
partnership with Booz Allen Hamilton.
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he college and L-3 Communications Titan
Group, of Reston, Va., have established an educational partnership under which the firm’s
employees will receive a tuition discount for
Pamplin’s executive MBA program.
“In exchange, the college will be accorded ‘preferred provider’ status for executive MBA programs
by L3, which provides financial support for its
employees seeking advanced business degrees,” said
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Pamplin is published twice a year by the
Pamplin College of Business (0209), Virginia
Tech, Blacksburg, VA 24061; phone: (540)
231-6601; fax: (540) 231-4487; web:
www.pamplin.vt.edu. E-mail address changes
to cdjones@vt.edu. E-mail editorial inquiries to
sookhan@vt.edu. In this magazine, alumni,
with some exceptions, are identified by
degree and year it was received.
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Executive MBA program partners
with L-3 Communications

Mark W. Krivoruchka

Tech’s reputation on Wall Street has grown; the
quality and talent out of the finance program has
gotten better known.” He advised students interested in Wall Street careers “to be mentally and emotionally prepared — you’re going to be a freshman
all over again.”
Dial CEO: Brad Casper (FIN ’82), president
and chief executive officer of Dial Corporation,
spoke to students of management associate professor
Don Hatfield and finance professor Raman Kumar.
Casper (see cover story) discussed his career path, the
consumer packaged-goods industry, globalization,
innovation, and other critical factors for success.

Wachovia Distinguished Speakers: Fall ’07
Marshall M. Minor Jr. (FIN ’00), assistant
vice president of corporate finance at MGM Mirage, discussed “Taking Calculated Risks for Success.” Minor, who worked at Salomon Smith Barney in New York, AIG SunAmerica in Los Angeles,
and a boutique investment bank in Las Vegas, advocated striking out in new directions to continue
learning and advancing professionally. “Take some
risks. It is better to step forward into growth than
to step back into safety.” He urged students to develop interests outside of their studies — “business
is about more than debits and credits.”
In “Leadership: Managing for Success in
Challenging Times,” Shirley A. Edwards (ACCT
’82), audit and advisory services partner of Ernst &
Young, discussed growing up in rural Maryland,
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learning leadership skills at Virginia Tech, her career at Arthur Andersen, and the personal and professional impact of the firm’s demise. Excerpts:
www.pamplin.vt.edu/spotlight/spot071030.html
Read more about Edwards on pp. 10-11.
In “Steps to Success,” Mark W. Krivoruchka
(MGT ’76, MBA ’81), senior vice president of
global human resources at Cooper Tire & Rubber
Company, spoke about the lessons learned in his
30-year career in HR, including jobs at GE,
Pillsbury, Maytag, Whirlpool, and Hoover. He
discussed “talent management,” the traits of top
leaders, and emotional intelligence. “The most
important factor in being successful today is ability
to manage change,” he said. “Learn how to embrace
change.” Read more on Krivoruchka on pp. 12-13.

MICHAEL KIERNAN

Pamplin launches
innovative program
to address business
faculty shortage
esponding to critical doctoral
faculty shortages and rising enrollments in management education, the Pamplin College
has launched an innovative
program to prepare individuals
with non-business doctorates for faculty
positions in business.
Pamplin is one of five schools offering “post-doctoral bridge-to-business
programs” endorsed by AACSB International, the accrediting organization for
business schools worldwide. The programs are scheduled to begin next summer and vary in detail among the schools.
Pamplin Dean Richard E. Sorensen,
who chaired AACSB’s working group on
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the doctoral faculty shortage, said the college is offering an eight-week, residential
program with two tracks, finance and
marketing, aimed at those with doctorates
in related disciplines — economics, psychology, sociology, or statistics. “Ph.D.s
in economics, for example,” Sorensen
said, “already have basic research and
teaching skills and need only additional
training focusing them in finance.”
Citing examples of current Pamplin
faculty with non-business doctorates,
Sorensen said finance professor Rodney
Thompson received a doctorate in economics, while marketing professors David Brinberg and Kim Weaver hold doctorates in social psychology.

Accounting programs
ranked in top 25
amplin’s accounting programs were
ranked in the nation’s top 25 in 2007 in
an annual survey of accounting professors by Public Accounting Report. The
undergraduate program was ranked 21st and
the master’s program was ranked 22nd.
The survey asks accounting professors
and department heads to name the programs
offering accounting degrees that they “feel
most consistently turn out students capable
of some day attaining partner status.” The
editors note that “accounting faculty members often are influential in shaping the perceptions and career decisions of students.”
Other noteworthy rankings: Pamplin’s
overall undergraduate program is ranked in
the nation’s 50 best business schools U.S.
News & World Report. Pamplin ranks 41st
(which puts it in the top 10 percent of the
400-plus U.S. undergraduate programs accredited by AACSB International) and 24th
among the public institutions. The college
ranks 25th among U.S. institutions for number of business doctorates produced in 19962000, according to data in AACSB’s 2003
Doctoral Faculty Commission Report.

Pamplin’s program, limited to 25 in
each track, includes specially designed
courses as well as other graduate courses
and doctoral seminars. Frank Smith, director of the college’s management and
professional development office, said the
college has received a number of inquiries
from prospective applicants.
A former chair of AACSB’s board,
Sorensen has worked closely with deans
across the United States and throughout
the world to establish accredited business
programs. The post-doctoral bridge-tobusiness program, he said, “will have the
rigor and quality of our traditional doctoral programs that emphasize scholarship, research, and teaching excellence.”

Bridge to
business
To apply, please
contact Frank
Smith at
fmsmith@vt.edu;
(540) 231-4972.
On the Web:
www.aqbridge.
pamplin.vt.edu/
Other schools
offering the
bridge-to-business programs
are: the
University of
Florida, the
University of
Toledo, Tulane
University, and
Grenoble Ecole
de Management (France).

STUDY-ABROAD FAIR

KIM PETERSON

P

Hospitality and tourism management faculty member Pierre Couture answers
a student’s questions about a program in France.
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he college’s international programs office organized a study-abroad fair in the atrium of
Pamplin Hall last fall to promote its offerings for this summer.
Six programs are offered in East Asia and Western Europe for the first summer
session; another two programs, in Southern Europe and South Africa, are scheduled for
the second summer session. The college also offers two semester-long programs in Switzerland,
one each in the fall and spring semesters. The programs are all led by Pamplin faculty. For more
information, please visit www.international.pamplin.vt.edu.
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FINDING

C

FRAUD

THROUGH TEXTUAL ANALYSIS

JOHN MCCORMICK

Pamplin’s Greg Jenkins (left) and Patrick Fan (right) are
developing fraud detection software based on textual analysis.

an textual analysis help auditors identify fraud?
Patrick Fan and Greg Jenkins, associate professors of accounting and information systems, are
investigating whether the technique, which is used
extensively in the social sciences to scrutinize the
content of written and oral communication, can be
used to identify language patterns or trends in management
communications that are inconsistent with the company’s
financial performance or with others in the same industry. Such
inconsistencies may indicate fraud.
The professors have received a grant of about $196,000
from PricewaterhouseCoopers for their two-year project,
expected to be completed in 2009.
Fraud detection, Jenkins says, is a top priority for the
auditing profession, because of its “dramatic, negative effect on
the public’s confidence in capital markets” and its “staggering”
costs. “Glass Lewis & Co. recently estimated that high-profile
frauds resulted in the loss of almost $900 billion in market
capitalization from 1997 to 2004.”
There continues to be an “expectations gap,” however,
between investors, regulators, and the media on one side, and the
auditing profession on the other, regarding auditors’ responsibilities for detecting fraud, says Jenkins, a former auditor at
Ernst & Young, who currently serves on a research task force
that is providing guidance to the Public Company Accounting
Oversight Board on matters related to audit firms’ quality
control.
“Investors and regulators would obviously prefer that
auditors find all frauds. But, the current standards don’t require
them to do that — and, frankly, auditors don’t have precise
enough testing procedures to identify all frauds. The significant
numbers of transactions that lead to a company’s financial report
are such that it is difficult to audit enough transactions to catch
all frauds.”
Jenkins adds that audit procedures aimed at fraud detection
have remained largely unchanged in recent years. The methods
used include examining accounts and records for anomalies,
interviewing company employees, and reviewing the company’s
internal controls. Moreover, he says, academic studies suggest
that auditors do not always modify the nature of their procedures in response to fraud risks but, instead, increase the extent
of their audit tests, have more experienced personnel perform
them, and modify their timing — all of which may be less
effective in uncovering fraud.
Firms, he adds, are working to develop more sophisticated
fraud detection techniques. “It is also a matter of economics. Extensive testing is very expensive. While technology can be used
to perform many audit procedures, much of the audit requires
human effort.”
The Virginia Tech project is aimed at aiding that human
effort by developing a computerized tool to handle the tedious,
time-consuming, and, often, impossible task of manually examining all available text documents from the firm being audited.
Automated textual analysis, Fan and Jenkins say, may help
auditors assess whether management’s communications with
stakeholders are “appropriate and reasonable,” given the company’s financial performance. “A textual analysis of a company’s
press releases or annual reports, for example, could direct the
auditor’s attention to particular aspects of financial performance
— such as revenue recognition policies and practices or disclosures of liabilities — that may need additional examination.”

RESEARCH
In many cases where fraud is occurring, Jenkins says,
differences between a company’s communications and its
performance may be difficult to discern. Thus, benchmarking a
company’s communication patterns against those of other
companies in the same industry may be useful in identifying
unusual or unexpected differences. “If inconsistencies with
other companies can be found, auditors may be better able to
focus their efforts.”
He and Fan, a specialist in data and text mining and business
intelligence research, are developing new textual analysis
methodology for fraud detection that combine knowledge from
auditing and information systems. “We can use a technique
called text mining to automatically identify word patterns that
might be highly associated with financial fraud,” Fan explains.
The methodology, in prototype software, would recognize
language patterns or trends that are inconsistent with either the
company’s financial performance or communications issued by
other companies in the same industry. The software will be
“attention-directing,” identifying particular aspects of the
company’s financial performance that may need additional
consideration or areas in which management’s communication is
other than expected.
Fan and Jenkins plan to test their methodologies on large
volumes of text — annual reports, letters to shareholders, and
transcripts of analyst conference calls, for example — collected

from a variety of industries. The researchers are currently
examining companies in the technology, retail, energy, and
consumer products industries. They have compiled a set of

“Once we build a very good mining tool, we can
use it to screen all firms within an industry.”
known frauds — those at Enron, Xerox, and Rite-Aid, for
example — and letters to shareholders at the fraud companies
and companies in related industries.
They envisage their software serving as a decision support
tool — helping auditors speed up the auditing process, gain
additional sources of evidence, and, ultimately, perform better
screening and detection of financial fraud.
The professors, who have been conducting preliminary
work on their project for about a year, say that the grant from
PricewaterhouseCoopers will allow their research to be
completed more rapidly. PricewaterhouseCoopers launched its
“PwC INQuires” program of funding for applied research last
spring to assist faculty and Ph.D. students “seeking to increase
the knowledge base that contributes to the practice of auditing
and tax.” In its inaugural year, the program awarded more than
$580,000 to 37 researchers for 13 projects. The grant awarded to
Jenkins and Fan represents a third of this total.

WHISTLE BLOWING for profit

T

ered damages from fraud, protection for whistle
blowers, and fraud deterrence — clearly outweigh the costs — including false allegations,
prosecuting and defending legitimate claims, and
delayed whistle blowing.
The researchers propose improving the legislation by strengthening protection for whistle
blowers from retribution, providing them
temporary financial safety nets, and capping
amplin’s
Richard
Wokutch
has found
that the costs
of incentives
for whistle
blowing are
more than
offset by their
benefits.
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he costs associated with the operation
of the False Claims Act are more than
offset by the benefits of recovering the
damages and deterring fraud, new
research by management professor
Richard Wokutch shows.
Wokutch says that the legislation, which
offers whistle blowers financial rewards for
disclosing fraud against the federal government,
has raised “interesting ethical issues.”
Critics have raised moral objections to the
act (passed in 1863 and amended in 1986), he says,
“most notably, that it exerts a morally corrupting
influence on whistle-blowers.” The critics contend that altruistic motives are necessary as moral
justification for whistle blowing and that the law
creates incentives for employees to delay disclosure of fraud to maximize their financial gain.
In a study published recently in the Journal of
Business Ethics, Wokutch and co-authors Thomas
L. Carson, of Loyola University’s philosophy
department, and Mary Ellen Verdu, of Virginia
Tech’s human development department, argue
that there are no compelling moral objections to
the law and that it should be judged in terms of
its economic costs and benefits. Assessing these,
they conclude that the law’s benefits — recov-

awards in ways that provide adequate compensation for whistle blowing without making it “an
alluring temptation to gain windfall rewards.”
They also suggest that a similar mechanism be
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considered for protecting stockholders’ interests
in the private sector. “When corporations are defrauded, stockholders suffer financially. When
fraud is discovered and damages recovered, the
corporation and shareholders gain.” A few
companies, including GM and Bloomingdales,
already have whistle-blowing rewards programs,
they note.
“Whistle-blowers who today choose the
traditional route of external disclosure continue
to face the prospect of harassment, demotion,
firing, black-balling within industries, and significant emotional harm to themselves and their
families,” says Wokutch. The False Claims Amendments Act, he says, appears not only to be a
“remarkable remedy” to these problems but also
to offer substantial economic benefits for the
government and society as a whole.
Wokutch says there is considerable potential
for further research, given that many of the discussions and studies about whistle-blowers were
conducted in the 1980s. “The amendments to the
False Claims Act and the subsequent flood of
cases filed under the act provide rich opportunities for researchers to further discuss the
purpose, motivations, nature, and consequences
of whistle-blowing in this new era.”

KIM PETERSON

At the helm of Dial’s growth,
Pamplin alumnus Brad Casper

TELLING

THE STORY
OF THE BRAND

Ask Brad Casper
(FIN ’82) whether 20
Mule Team Borax
seems an oldfashioned anomaly
in his company’s
portfolio of brands,
and the Dial
Corporation CEO’s
response may also
tell you why, years
ago, he left a
finance job at GE’s
aircraft engines unit
to join Procter &
Gamble’s marketing
department.

he product goes back decades, he says; Ronald Reagan himself used to be the
pitchman. “But the longevity of a brand like Tide or Dial is evidence that old
things can be constantly refreshed and can look new and relevant to consumers. I want my employees thinking what else we can do to reinvent 20
Mule Team. How do we contemporize it? Can we line extend it — does it
always have to be powder in a box, or could it be a spray, a foam? Can we
make the imagery from the 1940s and the 1950s relevant to people today?”
Then again, the nostalgic looking box, plugging the benefits of the “natural
laundry booster,” may appeal to baby boomers as well as younger consumers who want
“clean products and clean clothes, but want to do something that feels authentic and
not gimmicky,” he says. “There’s a story to be told, and some people are willing to
listen.
Casper became president and chief executive officer of the Scottsdale, Ariz.,
maker of Dial soap and such products as Purex laundry detergent and Renuzit air
freshener in April 2005. Under his leadership, the company has picked up the pace of
growth, earned its best score in years on a national consumer satisfaction index, and
begun construction of a state-of-the-art headquarters and R&D center that represents
the largest new-facility investment worldwide by its parent company, German
multinational Henkel.
“I think we have an opportunity to be one of the sexiest consumer package-goods
companies in the United States,” says Casper, “and one of the few in the industry that
will have a headquarters co-located with an R&D facility.”
Managing and marketing consumer products, telling their stories to customers, is
where Casper found his forte and passion. He excelled as a finance major at Virginia
Tech, but “just because I was good with numbers doesn’t mean that I loved being
single-mindedly focused on numbers,” he says, explaining why he changed jobs,
companies, and industries in 1985. “I wanted more of the human side of things.”
At Procter & Gamble, he stayed 16 years, almost 10 of which were spent in Japan,
Hong Kong, and China. His ascent of the corporate ladder was brisk: brand manager
to marketing director in Kobe, Japan; general manager of the Hong Kong and China
hair care operations; and vice president, upon his return to Procter & Gamble’s Cincinnati head office. In 2002, he joined Church & Dwight, manufacturer of Arm &
Hammer and other products, as president of its personal care division.
Of his appointment to the top job at Dial, Casper says he has always wanted to
lead, but it was not until after many years at P&G that “I believed in myself enough to
think I could be a CEO of a major company. I wasn’t certain that I could do this job.
But over time, my experiences and track record gave me the confidence that one day I
would be a chief executive.”
Listing the common challenges before Dial and other companies in the industry,
Casper cites the relentless need to innovate; the domino effect of costlier raw materials,
particularly oil; the unceasing “war for talent”; consumers’ increased awareness of their
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LESSONS FROM ABROAD — AND BACK HOME AGAIN
f the many lessons Dial’s Brad Casper
learned as an executive in Asia, the first
was about cultural differences — within the organization. “Just because I was
in a P&G facility in Japan didn’t mean
that the culture of P&G Japan was like the culture at P&G in Cincinnati.”
Local mores always had to be taken into
account. In communication, for example, “how
to communicate, when to be transparent, when
to be more guarded are things you have to
learn on the job,” Casper says. He learned about
“tatemai,” one’s public face, and “honne,” one’s
true feelings. “There’s a time to be “honne” —
brutally honest — and there are times when you
give them the partial truth, and times when yes
doesn’t mean yes, yes means maybe, and maybe
it means no.”
He also learned the “art of empathy” and
how to become a cultural chameleon. “It is so
important, when you are outside your own cultural comfort zone, that you be empathetic and
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willing to take on aspects of the local culture if
you want to be accepted and respected. I think
that’s one of the most valuable things I learned.”
Working in a foreign culture also enhanced his
ability to handle ambiguity, change, and risks,
he says. “I was able to rebound from some failed
product initiatives. I launched some things that
never worked, started plants that I closed a year
later, but I learned from it. It’s OK sometimes to
fail, but it’s not OK not to try.”
Work experience abroad and an appreciation for multiculturalism, Casper says, are
“absolutely important” for success in business
today, “almost a prerequisite to advancement at
the senior levels.” As an employer, he wants a
workforce that is ethnically diverse, he says,
“and I also want people who appreciate diversity and are willing to look at the world through
a different lens overseas.”
Yet, not everyone is capable of moving
abroad and being successful, he acknowledges.
Along with the adventure and the journey,

own environmental impact and their expectations of businesses
regarding sustainability; and manufacturing and product safety
concerns.
About the latter and China’s recently sullied reputation,
Casper says supply-chain integrity is critical. “Consumer goods
companies like us have to ensure that people feel safe. Because
trust is what you buy when you buy a branded good.” Dial, he
notes, imports less than one percent of materials from China. “I
am proud to say that we manufacture virtually everything here
in the United States and that we have a very tight control over
quality, safety, and the environmental issues that come with
those products and byproducts.”

Dial is not, however, as innovative as he would like it to be.
“We need to be more disciplined about innovation. Most people
think of innovation as coming from a chaotic type of
organization. I think we can have chaos around an idea, but we
need discipline to move that idea into the market.”

Promoting innovation
Promoting innovation requires rewarding risk taking, he

8

says, as well as continuing discussions among the marketing,
sales, and R&D staff — and consumers — about unmet needs.
“In a category that’s existed for 1,000 years, like cleansing
products, is there any untapped need? The only way to find out
is to go back to consumers and ask them what they like best and
least about the products in this category. If you could wave your
magic wand, and create something, what would it be?”
Dial began as a transportation company and was known for
many years as Greyhound Corporation, but it has shed assorted,
unrelated businesses over the years, including airline catering,
fueling, and ground handling services; convention display
services; and, after Casper’s hire, canned meat products. “A lot
of companies figure out what their core
competencies are,” Casper says. “We’re
going to build our company around our
core brands.” Dial not only sold off Armour
Meats, but also scooped up household
cleaner Soft Scrub and, in a quest to “own”
more of a consumer’s “morning ritual,”
antiperspirant and deodorant brands Right
Guard, Soft & Dri, and Dry Idea.
The laundry, home, and personal care
businesses, Casper says, are currently the
right mix for the company. “I think we have
plenty of growth opportunities within each
of those areas,” he says. “The strategy is to
find those moments in time, stages of life, where our brands or
new brands might play an important role.”
“It’s a very dynamic time to be in American business,”
Casper says. “You can’t be content with just knowing what your
company is doing, you’re constantly having to benchmark,
constantly having to look over your shoulder, to search and
apply best practices from elsewhere. I live in a 24/7 world, with
a BlackBerry that’s on all the time.”
KIM PETERSON

“Most people think of innovation
as coming from a chaotic type of
organization. I think we can have
chaos around an idea, but we
need discipline to move that idea
into the market.”

there is always personal sacrifice. For companies, sending employees on extended assignments
abroad is very expensive, and the reentry issues
can be enormous.
He says that statistics show that, like him,
many former expatriate executives leave the
company within a couple of years of returning
home. About himself, Casper says: “it was a case
of never really feeling comfortable again at
Procter,” never “feeling the same amount of
autonomy and challenge that I did when I was
overseas.”
Employers have various coping mechanisms at their disposal, he says. “Some of it is,
how long you keep somebody out; do you assign them a mentor when they’re abroad, so that
there’s somebody to ease the transition when
they return? But a lot comes down to putting
people in a job where they feel that what they
learned abroad has the opportunity to be
reapplied in a way that’s important to the future
endeavors of the enterprise.”

GIVING BACK
hat Brad Casper loves about
his job is what “I’m able to
do outside it.” As a member
of the board of the Greater
Phoenix Economic Council
and the Greater Phoenix Leadership, he
has been able to help guide the city’s
economic and educational development
and was recently bestowed an “Outstanding Citizen” award for his efforts. “I
work for a company that believes in
corporate social responsibility and giving
back, it’s part of our obligation.”
Growing up in Cincinnati and
working for Procter & Gamble, he saw
firsthand how the company’s philanthropy and its employees’ community
service helped influence the economic,
social, and cultural patterns of that city.
“That was really part of the corporate
culture, to make the place where we live
and work better. I believe that, I lived
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Brad Casper (far left) engages students in Raman Kumar’s finance class.

He checks his e-mails everyday, he says, including “every
single day” on family vacations. But even so, he hastens to add,
he works for only a couple of pre-dawn hours when his wife and
three children are still asleep. “Then I can be fully engaged and
go out and snorkel and do the things that dads on vacations do.”
Constantly striving for work-life balance, Casper says he might,
for example, leave the office early to attend his son’s basketball
game but return to work later to meet visiting executives from
Europe for dinner.

Learning multitasking at Virginia Tech
He learned to multitask at Virginia Tech, he says, where he
juggled school work and the many extracurricular activities he
enjoyed — serving as president of Alpha Tau Omega, on Mortar
Board, and as a volunteer lobbyist for the proposal to build a
fraternity row. As a member of Student Alumni Associates, he
frequently led campus tours for prospective students and their
parents. The assignments intensified his pride in the university,
he says, but he also discovered that he enjoyed public speaking.
Taking stock of his accomplishments since taking over at
Dial, Casper says the company had “anemic growth — one or
two percent a year” — and has more recently grown 2-3 times
faster. Dial’s net sales in 2006 were $1.7 billion; it has about
2,300 employees. Employee turnover, in the “double digits”
when he arrived, has dropped to “around six percent.” “I think
people are seeing that they have an opportunity to build a career
at Dial and not just have a job.”
The corporate culture, Casper says, has shifted from being
“inward looking, primarily domestically focused, to one that
feels more like it’s part of a global enterprise.” Moreover, by providing opportunities for “broadening assignments” at Dial for
managers from Henkel subsidiaries around the world, he says
that he is helping to change the company “from the inside out,
on a worldwide, not just domestic, basis … because what we do

two lectures to the classes of management associate professor Don Hatfield
and finance professor Raman Kumar.
In addition to sharing his industry
expertise and experiences and dispensing
career advice, Casper couldn’t resist
making a playful pitch for his company’s
brands. “I think about brands everyday,”
he says. “I challenge my folks not to treat
our brands as commodities, or we fail.
We need to constantly reinvent them.”

in Scottsdale influences the practice of management in
Germany.”
As for how Henkel views his track record, Casper says, “the
fact that we persuaded the company to invest more in the new
headquarters in Scottsdale than anything they’ve ever done by a
factor of two is an indication that they must have confidence in
what we are doing!”
Scheduled to open at the end of the year, the building is a
350,000 square foot “gorgeous, state-of-the-art, sustainable facility” that will be LEED-certified as a high-performance green
building. It is located in a new development that Casper hopes
will become one of the most prestigious business addresses in the
country, a Southwest equivalent of Madison Avenue, Rodeo
Drive, or the Magnificent Mile.
“The idea of bringing an R&D facility and a headquarters
together is not a new concept, but, in our industry, most of our
competitors don’t have that.” Casper says he sought a work environment that would energize employees, promote informal
collaborations among staff in different divisions, and provide
opportunities for “consumers to come in off the street and give
us instant feedback on the product we’re working on.”
Take liquid hand soaps, for example, he says. These were
becoming commodities, with leading brands losing market share
to lower-priced generic and private labels. To compete, name
brands must appeal to consumers’ desire for “authentic,” “transforming” experiences. “The race will be won not by the fastest
or the strongest but by those that are best at anticipating and
dealing with change and capitalizing on unique opportunities to
differentiate their brand.” Tell consumers about the brand’s
innovative features, Casper says. “Create a story around the
ingredients — the soap’s yogurt proteins, or white tea and
vitamin E — and their ability to impact health and hygiene.”
Brands, he says, “are about connecting with consumers and
anchoring an important part of their everyday life.”
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“In a category
that’s existed for
1,000 years, like
cleansing
products, is
there any
untapped
need?”

KIM PETERSON

that, and I benefited from that.”
The built-in expectation for CEOs
to engage in community service aside,
there is also a built-in need in people
who have been successful to give back,
he notes. Planning to return to Virginia
Tech for a football game last fall with his
wife, Kay (who earned a degree in
animal science from Virginia Tech in
1982), Casper also offered to speak to
business students. He ended up giving

ACCOUNTING NO

FROM GLOBAL STANDARDS
TO CONTINUOUS AUDITING
Perspectives of an E&Y partner
isiting Pamplin last fall, Shirley
A. Edwards (ACCT ’82), audit
and advisory services partner of
Ernst & Young, chatted with
Accounting and Information
Systems Associate Professor
Greg Jenkins about trends in accounting,
including the push toward adopting the
International Financial Reporting Standards (IFRS) and the move away from the
U.S. Generally Accepted Accounting
Principles (GAAP), the guidelines for
financial accounting used in the United
States; the benefits of the 150 semesterhours requirement (for taking the CPA
exam); and diversity in the profession.
A 25-year veteran of the profession,
Edwards is based at Ernst & Young’s
McLean, Va., office, where she oversees
its audit practice in the Mid-Atlantic region. She serves on the firm’s gender
equity task force and frequently speaks at
conferences on technical accounting and
auditing topics as well as gender initiatives such as mentoring, networking, and
career advancement of women. Edwards
began her career at Arthur Andersen and
served on the professional staff of the
Treadway Commission. She is a member
of the Pamplin Advisory Council and the
advisory board of the accounting and
information systems department, the past
chair for Leadership Greater Washington,
and a member of the boards of the Girl
Scout Council of the Nation’s Capital and
Trinity University.
Jenkins (Ph.D./ACCT ’98) joined
the faculty in 2005. He is a former auditor
at Ernst & Young and the author of The
Enron Collapse (Pearson, 2002). He serves
on a task force of the American Accounting Association that advises the Public
Company Accounting Oversight Board
on revisions to quality control standards.

V

Shirley Edwards, Pamplin alumna and Ernst & Young partner.
Read excerpts from her Wachovia Distinguished Lecture
at www.pamplin.vt.edu/spotlight/spot071030.html.
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Career issues, elements of success
What do students need to do
differently to be successful now?

What do you wish students to
understand about the profession that
they are entering?
I think [when they start work] they are
most surprised about how team-oriented and
people-oriented it is. People think of accounting and auditing as papers or numbers. They
don’t see the human side, the interaction that’s
involved, the way we work as teams, the time
you spend with clients, interviewing them
and reviewing their processes.

What major changes have you seen in
the profession over the years?
The most significant changes have been in
the last five years. Technology has had a huge
impact on the way we do our work, the way we
communicate with our clients, and the expectations of our clients — it's really a 24/7 job now.
I can remember when there was no e-mail. Now,
everything’s very instantaneous.
We used to have a very U.S.-centric practice; our foreign operations are substantially
greater now. More of our people do global assignments. We work much more closely with our
international offices in serving our largest clients.
A lot of the changes have been about
reforms in the profession. With the advent of
Sarbanes Oxley, we’ve seen significant changes in
the type of work that we’re doing and the way
we interact with clients. Sec. 404 — internal
controls — is a new service that we provide our
public company clients. The relationships with
our clients are different — there’s been some
tension as a result of the reforms. The regulators
are much more involved in our work now.

Among all these changes, what has
really surprised you?
JOHN MCCORMICK

You know, through most of my career, the
U.S. has really driven our profession — we determined what the gold standard was for everyone. The push toward international standards,

“We need students
to be more
mobile...”
JOHN MCCORMICK

We need students to be more mobile,
have a more global mindset — open to living
abroad and learning foreign languages — and
a broader base of business skills. There’s been
so much focus on pure technical competence
in accounting, but, to really be successful,
they’ve got to have a broad business background. The 150-hour requirement is going a
long way towards giving them that full complement of courses and that complete skill set.

Greg Jenkins interviews Shirley Edwards
on topics ranging from audits to careers.

Do you find that the students who intern
with the firm end up mostly joining the
firm and being more successful?
Oh, absolutely! We get the vast majority
of our new hires from our internship program,
and those who have been interns progress more
rapidly and stay longer.
moving away from U.S. GAAP — I’m really
surprised at the way it’s picking up steam. It’s
going to put a lot of pressure on the profession
and even on academics, because we don’t have
people trained in International Financial Reporting Standards. We’ll have to invest a lot of time
and effort in doing that for our own personnel,
but you guys have got to deliver for us students
who understand international standards.

How do you see technology changing
the audit?
We’re looking a lot at continuous auditing,
being able to audit transactions as they occur —
whether the company can do that through its
internal audit processes, or we can test on top of
it. Clearly, technology will be at the core of that
type of approach. It’d be a much more efficient
audit when you can build controls into the system and be able to monitor them on a real-time
basis. To the extent that we can continuously
audit, then the client can continuously report.

What do you see will be the front-burner
issues five or 10 years from now?
That’s a tough one! I think we’re going to be
dealing with the IFRS issue for a good five years.
We’ll continue to work towards a more
diverse workforce. We’ve made tremendous progress on the gender front. We just had our largest
group of female partner promotes — over 30
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Do exit interviews show that women
who leave the firm do so because they
want to have families, or do they leave
because of work-life balance issues?
Is there a pattern?
They often will say work-life balance
issues, but they do not leave to stay home. Very,
very rarely do we lose a woman who stays home
with her children or her child. They may just
want more control over their schedule. One of
the things we’ve been very focused on is
flexibility. And that may be a reduced work
schedule, or how they work, when they work,
whether they work remotely sometimes.
A second issue we hear about is mentoring
and counseling and career advice — whether
that person had somebody they really felt was
looking out for them, getting them on the right
client assignments, which is the key to success in
our business. You have to remember, we’re still
a predominantly white-male partner group, and
people’s natural affiliations are with people who
are like them, so we really have to put a lot of
structure in place to make sure women are
getting the mentoring and counseling so they
can continue to progress. That has to be done in
a much more formal way than for most men.
percent of the promotions were women. But they
started in groups that were 50-50; we’ve had
about 50-50 in our hiring for about the last 12
years now. What we’ve seen — and this is true
across the profession, not just at E&Y — is we
stay 50-50 until about the senior ranks, and then
the attrition rates for women get higher.
Currently, about 18 percent of our partners
in the U.S. are women. I don’t know that we’ll
ever get to 50-50 in the partnership. Let’s face it
— women do have the children and the major
responsibility for child rearing, so there’s going to
be some impact on career progression or desire to
stay in the workforce as a result.
But if we can get to about 25 percent, that’s
kind of a tipping point, where you have enough
critical mass — enough role models and mentors
— that it changes the culture. You know, now
when I’m in a room with a group of partners, I’m
often the only woman or one of a few women.
We still have a long way to go, but we’ve got a lot
of good momentum.
On the ethnicity front, that’s a more
challenging issue, because you’re dealing with a
number of different cultures and locations. There
are parts of the U.S. that aren’t diverse — you can
go into some of our offices, and they aren’t
ethnically diverse. So that’s an even bigger
challenge, and that’s true for most of the firms.

CREATING THAT RICH,
INVIGORATING WORKPLACE
hen Mark Krivoruchka began his career in human
resources 30-plus years ago, it was called “personnel” and its focus was administrative, concerned
primarily with payroll, benefits, and unionization
matters. Its role and name have evolved over the
years, and today, its strategic importance to the
organization is well recognized, said Krivoruchka (MGT
’76, MBA ’81), senior vice president of global human
resources at Cooper Tire & Rubber Company.
Companies that are successful today are those able to
innovate, execute, and manage change, and critical to all
three abilities are the company’s people resources, he said.
“What you’re seeing is a high-level awareness that how
you attract, retain, and manage your people becomes a
competitive advantage or disadvantage.”
Krivoruchka, who has worked at GE, Pillsbury, Maytag,
and Whirlpool, notes that the HR function in many companies
is playing a greater role in change management and leadership
development, and that the senior HR officer is often part of the
company’s top strategic team.
At Cooper Tire, his responsibilities include leader development and succession planning. He is a member of the executive
committee and works closely with the company’s other senior
leaders. He views his role as “a facilitator of change management,” which, he said, is about “helping to prepare the
workforce to carry out the company’s goals.”
The job’s challenges, he said, include attracting, developing, and retaining good employees. “There’s a huge,
fierce battle going on for talent. When you have good
talent, people will want to try and attract it away.”
Krivoruchka said people are drawn to employers and
work environments “where they believe they can add

W

value and make a difference. You have to create working experiences that are rich and invigorating and challenging for people to
want to stay or come to work for you — such as opportunities
for leading the growth of the company by acquiring new markets or developing new products or improving plant efficiency.”
Another challenge lies in helping employees — especially

“How you attract, retain,
and manage your people
becomes a competitive
advantage or disadvantage.”

Lessons
from
30+
years
in HR

those whose jobs are more restricted in scope — understand,
accept, and participate in new programs and processes. “A tire
production worker in Georgia looks only at what he or she is
required to do from the beginning of the shift to the end of the
shift.” Big-picture discussions about “global competitiveness” or
“the rate of change,” he said, generally mean little to them.
Cooper Tire, which designs, manufactures, and sells tires
for cars and trucks, has plants in England and China as well as in
the United States, so managing a culturally diverse workforce is
yet another challenge of his job. U.S. manufacturers face more
challenges than their counterparts in services, Krivoruchka said:
“our competitors are not just down the street but on the other
side of the world.”
Noting that he has been fortunate to work at some “pretty
successful companies,” Krivoruchka said he has learned lessons at
each of them. GE gave him an early appreciation of the
importance of hiring good people — “things get done a lot

At GE, he
learned the
importance of
hiring good
people.
COURTESY OF GE
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At Pillsbury,
Krivoruchka
learned
about brand
power.

KIM PETERSON

Maytag
taught him the
importance of
moving beyond
a firm’s legacy.

levels of control varying from considerable to very little. It was
a small gesture, but he felt that it helped many people accept
what they “could and could not do during this time.”
It gave him some satisfaction in the end, he said, when
employees told him, “I don’t like the answer, but I feel like I got
treated fairly, and I’ve been given the necessary tools to get on
with the rest of my life.”
Shortly after Krivoruchka left Whirlpool, he was courted
by a Whirlpool veteran he had worked closely with during the
transition and who later left to become the chief executive of
Cooper Tire. He had no qualms about joining an industry sector
where he had no experience. “When you reach the senior level
of an organization, the attractiveness of where you are going to
work is less about the particular industry, the pay, and location,
and more about who you’re working with and where you’re
going to add value. What are the values and leadership principles
of your CEO? And what does he want you to do?”
Roy Armes, Cooper Tire’s new CEO, had big goals for the
company, Krivoruchka said, and offered him the opportunity to
“create value at a much higher level, work with him on a
strategic plan, and be his advisor. That to me is a rich experience
to go do.”
Arriving at the company’s headquarters in Findlay, Ohio,
last August, during severe flooding in the upper Midwest, Krivoruchka found that among his immediate tasks was assisting the
75 Cooper Tire employees whose homes had been flooded.
Krivoruchka, who grew up in Springfield, Va., credits his
Virginia Tech education, particularly the accounting, finance,
and management courses, for preparing him for the many challenges he has faced in his career. Courses on contract negotiation
and labor relations, he said, taught him how to manage conflict
— “and that has served me well throughout my entire career.”

COURTESY OF WHIRLPOOL

COURTESY OF MAYTAG

faster and at a higher level of performance” — and taught him
how to manage change.
At Pillsbury, he learned about brand power. “You have to
respect that piece of the business, you cannot be careless about
how you manage your brand. Brand equity, once acquired, is a
huge competitive weapon, but once you lose consumers’ trust in
your brand — for example, on a product recall due to some
contamination in your food processing — you will spend many,
many years trying to get it back. You may never get it back.”
The lessons from Maytag stemmed largely from “what we
didn’t do.” Maytag, he said, was a 100-plus-year company that
relied too long on its legacy of innovative products and failed to
keep up with its customers, marketplace, and global cost competitiveness. Its unresponsiveness, “complacency, and arrogance,” he said, hurt sales and profits and eventually led to its
acquisition by Whirlpool.
The merger, Krivoruchka recalled, was “a very challenging
and difficult time.” Appointed Whirlpool’s senior vice president
of human resources integration, he was the lead senior executive
for the transition: a 16-month period during which the proposed
merger was scrutinized by the Justice Department. “We were
managing through high levels of uncertainty as to what was going to happen to Maytag employees, communities, and plants.”
Tasked with motivating people to continue doing their jobs
without knowing whether they would still have them after the
merger was approved, Krivoruchka met with employees to
discuss their fears and concerns. It was imperative, he said, to
communicate openly and honestly with people.
Unable to offer them the comfort of knowing that their
livelihoods were secure but seeking to help them cope, he
distributed simple charts on which were printed three concentric
circles, representing aspects of their lives over which they had

HR CHALLENGES

Alumnus Mark Krivoruchka says the HR function
is playing a greater role in change management.

At Cooper Tire,
he seeks to
create rich and
challenging
work
experiences.

Whirlpool
taught him the
the value of
good communications during
uncertainty.

COURTESY OF COOPER TIRE

13

Studying marketing’s impact on obesity
Students moved to promote healthy eating

R
HEATHER DEMAY

Above: The group
distributed more
than 300 brochures
during the week
before Thanksgiving.

esearching obesity in America for their class project
last fall, a student group in a marketing class also took
action to promote healthier eating habits among
other students on campus.
The group was part of Professor Jim Littlefield’s
senior-level “Marketing, Society, and the Public Interest” class, which examined the social impact of marketing
from a multi-disciplinary and multi-stakeholder perspective.
The course, said Littlefield, explores marketing’s role in solving
societal problems. Topics discussed included at-risk market
segments, controversial products and practices, and social justice.
The course highlight was a group study. Littlefield divided
the 100 students in the class into teams of five to investigate a
research problem of the team’s choice and undertake a marketing
activity representing the students’ solution to the problem.
The group that examined marketing’s impact on obesity
concluded that although companies use advertising campaigns to
influence the purchase of unhealthy foods, many companies also
use advertising to promote the purchase of healthier foods.
“The decision is ultimately up to consumers. Therefore,
educating consumers, [including] Virginia Tech students, about
the negative health implications of being obese was our best option for doing something about the obesity issue,” the students
wrote in their paper, “Are marketers promoting pudgy people?”
submitted at the end of the semester.
The group decided to raise awareness about obesity by distributing informational brochures, created by a group member.
For two days during the week before Thanksgiving break, the
students stood outside the Dietrick dining hall for about an
hour, handing out more than 300 brochures to passing students,
faculty, and staff members.
The brochures included a condensed BMI (body mass index) chart, information about the health risks of and marketing’s
impact on obesity, and tips and resources for the overweight.
“We also created a poster-sized BMI chart so that people passing
by could calculate their BMI quickly and confidentially,” the
students wrote in their report. “Numerous people stopped to
check out their BMI.”
The group’s members were Zachary Coffren, of Virginia
Beach, Va.; Heather DeMay, of Chantilly, Va.; Meghan North,
of Midlothian, Va.; Trevor Reaske, of Chantilly, Va.; Natalie

HEATHER DEMAY

After concluding that
obesity is related to
consumer choice,
students developed
an awareness campaign for fellow
students. Right: A
poster helps
people quickly
calculate their BMI.

Sherbak, of Virginia Beach, Va.; and Timothy Tyrrell, of Glen
Mills, Pa.
DeMay said the group also conducted an online survey to
determine how students perceived their own BMI. The survey
was distributed through e-mail and listservs; a link was also
included in the brochures. In addition to perceived BMIs, the
survey asked about diet and exercise habits. “We had 114 respondents of whom 38 were in the ‘overweight,’ ‘obese’ or ‘extreme
obesity’ categories; 40 percent of those considered overweight
or obese eat fast food more than twice a week,” DeMay said.
The survey’s purpose was more important than the actual
results, the students’ report noted. It helped students become
more aware of their BMIs, “so they can take action if they are
overweight or obese and did not realize it.”
Other class projects examined such issues as credit card
debt, drunk driving, and gay rights and outlined various activities the students undertook to raise awareness of the issues or
help remedy the identified problems.
The course includes readings and lectures but it is not a
“lecture class,” said Littlefield, who is teaching the same course
this spring. “Students have to participate actively and regularly
in class discussions, based on what they have read and what they
believe,” he said. “Group projects must try to ‘save the world,’
or at least this little part of it.”

MBAs gain insider perspective through company visits
BA students recently visited several
companies in Roanoke to learn
more about business operations and
management.
“The aim is to give students exposure to real businesses and key executives,” said Steve Skripak, Pamplin associate dean of graduate programs. “They
hear about a variety of issues impacting

M

businesses ranging from healthcare to insurance to design and construction.”
The 21 students visited Hayes, Seay,
Mattern and Mattern/AECOM, Carilion
Clinic, and Shenandoah Life Insurance.
The visits were arranged by Stuart Mease
(MKTG ’97, MBA ’00), a special projects
coordinator for the City of Roanoke.
Mease, whose job involves retaining and
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attracting young adults to the area,
accompanied Skripak and the students
during the day-long program.
Skripak said similar visits to companies in Richmond are planned this
spring. The companies are selected with
the assistance of alumni. “We seek a diverse set of workplaces to cover a broad
range of issues and perspectives.”

BIT students attend APICS
Conference as Scholars
even members of the Virginia Tech student chapter
of APICS, the Association of Operations Management, attended the organization’s international conference in Denver last October as APICS Scholars.
The students, all business information technology majors, were Richard Armbruster, of Portsmouth, Va.; A.J. DiLorenzo, of Gainesville, Va.; Ryan Dupuis,
of Mechanicsville, Va.; Chris Gorman, of Alpharetta, Ga.; Matthew Kosak, of Danville, N.H.; Zachary Lewis, of Winchester,
Va.; and Peter Reid, of Chesapeake, Va.
The students were beneficiaries of the APICS Scholars Education Program, which provides industry support for student
participation in the annual conference, said Business Information
Technology Professor Robin Russell, the faculty advisor for the
chapter. This year, she said, companies, individuals, and chapters
in APICS Region XI (Virginia, North Carolina, and South
Carolina) raised more than $8,600 specifically for Virginia Tech
students.
The fundraising effort, led by K.C. Kasserman, APICS
Region XI vice president, and a prototype operations manager
at RF Micro Devices of Greensboro, N.C., “was a way to give
our students a positive, life-affirming experience within their
professional community as they try to return to normalcy after
April 16th,” Russell said.
The funds paid for conference registration, travel, meals,
and lodging. Each student also received a $200 stipend. At the
week-long conference, the students participated in leadership
training sessions, met with speakers and presenters, networked
with industry professionals, assisted in managing professional
development sessions, and worked with an executive mentor.
APICS is a professional organization that promotes the
advancement of knowledge in process management, supply
chains, quality, and productivity. With a membership of 70,000
worldwide, Russell said, “the association encourages education
and student involvement in society activities as a way to build

the profession and remain on the forefront of research and
industry practices.”
To learn more about APICS and the Virginia Tech chapter,
please visit www.apics.org and www.apics.org.vt.edu.
APICS students
pose in front of
a display that
includes their
chapter as the
recipient of a
2007 Gold Award
for excellence in
chapter management. Standing
from left: Chris
Gorman, Richard
Armbruster, A.J.
DiLorenzo, Zach
Lewis, and Ryan
Dupuis. Kneeling:
Pete Reid and
Matt Kosak

ROBIN RUSSELL

S

RICHARD ARMBRUSTER

Ryan Dupuis (far
left) was chosen
to represent the
student viewpoint
at a session on
careers in operations management.

usiness Horizons marked its 25th
anniversary last fall with a career fair
that drew about 150 national and
regional employers, including many Fortune 100 and Fortune 500 companies and
federal-government agencies.
The career fair is organized annually
by a team of about 30 Pamplin undergraduates who work for about 10 months
of the year on tasks related to managing
publicity, corporate outreach and correspondence, a Web site, volunteers, hospitality, and funds.

JOHN MCCORMICK

B
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The fair gives Pamplin students and
recruiters a good opportunity to meet and
interact with each other in an informal
setting, said Gary Kinder, Pamplin’s career services director for undergraduate
programs and faculty advisor to the Horizons team. “Many employers who attend
Business Horizons return to campus later
to do first-round interviews for new hire
and internship positions.” Five of the
college’s majors, he said, are routinely in
the 10 most sought majors by recruiters
visiting campus.

CAREER FAIR

Business Horizons attracts
150 employers in 25th year

PHILANTHROPY

Marriott gives $1 million for professorship

M

BB&T gives $1 million for capitalism program
The college received a $1-million gift from BB&T Charitable programs such as this one encourages meaningful dialogue around the
Foundation to establish a teaching program in the finance concepts of reason, individual rights, economic freedom, and the personal
department that explores the foundations of capitalism and free- pursuit of happiness.” BB&T, he said, sponsors similar programs at a
dom. The program comprises new undergraduate and graduate number of other major universities.
Finance Professor Doug Patterson directs the Virginia Tech program
courses as well as the BB&T Distinguished Lecture Series on
Capitalism.
and taught both the undergraduate (senior) and master’s courses last fall.
The lecture series was inaugurated in October by BB&T Chairman and “Free markets have implications for personal freedom, the efficient alloCEO John A. Allison with a talk titled “Leadership and Values.” Attendees cation of scarce resources, decentralized economic decision making,
received complimentary copies of Ayn Rand’s Atlas Shrugged and John globalization, and social welfare,” Patterson said. The courses examine different economic systems, including socialism and communism, and compare
Kenneth Galbraith’s The New Industrial State.
The curriculum “aims to present a balanced
them with the economic solutions offered by free
markets.
view of the strengths and weaknesses of free-marIn addition to the primary textbooks, students
ket economies, with particular reference to current
read various articles and examine other philosoevents and issues,” said Finance Department Head
phies. “We discuss Rand’s philosophy of ObjectivVijay Singal. “It complements the discussion of
financial markets that is an integral part of most
ism,” Patterson said, “but the value of each course
courses in the department,” he said.
comes from juxtaposing her views with the
Discussing BB&T’s gift, to be awarded in
philosophies, whether complementary or contradictory, of such scholars as Marx, Engels, Adam
$100,000 annual installments over 10 years, Allison
Smith, Milton Friedman, Keynes, and Galbraith.”
said: “We find that many graduates from business
BB&T’s John Allison (center) presents a
The lecture series will feature two speakers
schools, while understanding the technology of
business, do not have a clear grasp of the moral check to Dean Richard Sorensen (left) and each year and will also discuss current issues in
principles underlying free markets. Underwriting Vijay Singal, finance department head.
business management and government policy.

T
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Top: Steve Bauman, Marriott vice president;
Richard E. Sorensen, Pamplin dean; Anne
Gunsteens, Marriott Foundation executive
director; Rick Parsons, Marriott regional vice
president; and Rick Perdue, HTM department
head. Center: Students in the 80-member
Hospitality Management Association catered
the Marriott Day reception. Right: Marriott’s
Steve Bauman spoke to a class.

JOHN MCCORMICK

dowed professorship will contribute immensely
to not only developing financial acumen in your
students but as another means to attract the very
best high-school graduates to your business
school and the HTM program.”
The foundation is also giving the HTM
department $5,000 a year for the next three years
to fund scholarships in memory of the victims of
the April 16th campus tragedy.
During their visit, the 10 Marriott executives gave lectures on various aspects of the hospitality industry, led class discussions, and met
faculty and students at a lunch and reception,
both of which were catered and hosted by HTM
students.
In addition to “Marriott Day,” the department’s close ties with the hotel company include
active participation by its executives on the HTM
advisory board, numerous internships, and
frequent campus visits by recruiters.

JOHN MCCORMICK

arriott International executives visited the college last fall to celebrate
a $1-million gift by the J. Willard
and Alice S. Marriott Foundation
to endow a professorship in the
hospitality and tourism management (HTM) department.
The funds will enable the department to
recruit a prominent scholar for the J. Willard and
Alice S. Marriott Foundation Professorship in
Hospitality Finance and Revenue Management,
said HTM Head Rick Perdue. “Our students
need financial management knowledge to succeed in the hospitality profession,” Perdue said.
“This professorship gives us the resources necessary to attract the very best scholar in this field.”
Steve Bauman, Marriott vice president for
talent acquisition and selection, said preparing
hospitality leaders who have the technical knowhow plus the ability to motivate, educate, and
develop others is essential — not only to Marriott but to the hospitality industry in general.
“That’s the kind of experience that Virginia
Tech provides its students, which is a key reason
the Marriott Foundation has contributed significantly to this university’s efforts to raise the bar
when it comes to educating our industry’s future
leaders,” Bauman said. “At the core of any worldclass program is a faculty dedicated to academic
excellence and currency. We believe this en-

College seeks to raise $80 million
he college is seeking to raise $80 million as part of the campaign steering committee are
university’s $1 billion fundraising initiative, Campaign for Tom Byrd (ACCT ’80), president,
Virginia Tech: Invent the Future, which launched its public Anthem Blue Cross and Blue Shield in Virginia; Mike Clarke (FIN ’83),
president, chief executive officer, and director of Access National Bank;
phase last October.
Pamplin’s campaign focuses on supporting academic Doug Curling (ACCT ’76, MACCT ’77), president, chief operating
excellence through new professorships, programs, and library officer, and director of ChoicePoint; John Emery (ACCT ’86) chief
resources, and on enhancing the undergraduate experience through executive officer of Great Wolf Resorts; Ron Gridley (ME ’84, MBA ’87)
scholarships and multicultural initiatives.
private investor; Jim Hatch (MACCT ’72),
CAMPAIGN PRIORITIES
retired senior vice president and controller
As of Oct. 31, the college had achieved
of Wachovia Corporation; Ron Heinz
more than 50 percent of its goal.
(FIN ’80), managing director of Canopy
“Fundraising is critical to the Academic Excellence
Ventures; Mary McVay (ACCT ’78, MBA
academic success of the college,” said Pam- Professorships
$27.5 million
’81), retired portfolio manager, Burney
plin Dean Richard E. Sorensen. “We need
Libraries
$500,000 $51 million
continued private support to elevate the
Company; and Jim Pearman (ACCT ’70),
$23 million
principal, Fee-Only Financial Planning.
college to a higher level of quality and Programs
Pamplin alumni are also helping to
recognition. Such funding will enable us to
Undergraduate Experience
lead the campaign at the university level.
build a richer and even more engaging
$17 million
Former Goldman Sachs International
learning and research environment. It will Scholarships
help us anticipate the business needs and
$19 million Chairman Gene Fife (BAD ’62) chaired the
Multicultural
$2 million
challenges of the future and prepare the initiatives
university’s steering committee for the
campaign’s “quiet” phase, which began in
next generation of leaders and profesOther
July 2003. David Calhoun (ACCT ’79),
sionals to meet these needs.”
chairman and CEO of the Nielsen
The college, he said, is looking to its
Ongoing and
$6 million
Company, co-chairs the steering comalumni and friends as partners in its growth future support
and development. “They can help Virginia
$10 million mittee for the public phase. The campaign
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is expected to conclude in 2010.
Tech’s Pamplin College of Business Equipment
For more information, please contact
become even better known for business Capital projects
$2 million
Mark Begly, Pamplin director of developleadership throughout the world.”
$80 million ment, (540) 231-5662, mbegly@vt.edu.
The alumni serving on Pamplin’s Total
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MAJOR GIFTS
Emery ACIS professorship Junior faculty fellowship

Cox ACIS scholarship

ohn Emery (ACCT ’86) and Angela Absher
Emery (ACCT ’86), of Annandale, Va., have
presented the Pamplin College of Business
with a $255,000 gift to help create the John and
Angela Emery Professorship for Accounting and
Information Systems. Longtime supporters of
the college, the Emerys have also included a bequest provision in their estate plan to further
fund the professorship. John Emery, CEO of
Great Wolf Resorts, serves on the Pamplin Advisory Council’s fundraising committee and the
college’s campaign steering committee.

ally S. Cox (ACCT ’79), a retired financial
director of Hewlett-Packard, and John W.
Cox, of Washington, D.C., have pledged
$25,000 to create a scholarship in accounting and
information systems. Income from the scholarship will provide two awards of $2,500 each per
academic year. John Cox is chief financial officer
of the U.S. Department of Housing and Urban
Development. He has offered to speak to Pamplin students about governmental accounting.

J

Krivoruchka gift
ark W. Krivoruchka (MGT ’76, MBA ’81)
and his wife Terry, of Findlay, Ohio, have
pledged $100,000 to the college. Krivoruchka, formerly with Maytag Corporation, is a
senior vice president of Cooper Tire & Rubber
Company. He was a Wachovia Distinguished
Speaker last fall.

M

arrell D. Martin (ACCT ’73), executive vice
president and chief financial officer of Markel Corp., and Betty R. Martin, of Richmond, Va., have pledged an outright $250,000
commitment to establish the Darrell and Betty
Martin Junior Faculty Fellowship in Accounting
and Information Systems. The recipient professor
will carry the title “Martin Junior Faculty
Fellow.” The Martins are longtime supporters of
the department and college.

D

S

Smith MBA fellowship

Parsons HTM scholarship

ewis P. Smith (MBA ’67) and Christel S.
Smith, of Arlington, Va., have pledged
$25,000 to create an MBA Fellowship. Recipients must be MBA students enrolled in the
college who are in good academic standing. Smith
is executive vice president and chief operating
office of Group Marketing Associates, a marketing
consultant firm that works mostly with small
credit unions.

ichard D. Parsons (BAD ’78, MBA ’79), a
regional vice president of Marriott International, and Linda Harrison-Parsons, of
Frederick, Md., have pledged $100,000 to
establish two scholarships for hospitality and
tourism management students in honor of his
parents, Gene and Margie Parsons. They have
also included a bequest provision in their will to
establish additional scholarships in the college.

L
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FACULTY HONORS
John J. Maher, professor of accounting and information systems, has been
appointed the John F. Carroll Jr. Professor of Accounting and Information Systems. Maher, who previously held the L. Mahlon Harrell Research Fellow
position in the department, specializes in capital markets and accounting information, and information systems in accounting. His current research interests
involve decision modeling related to accounting and auditing, with particular
emphasis on debt markets. His previous research projects have investigated the
effects of non-audit service fees on perceived audit quality, the effects of industry expertise on
earnings quality, and the proper measurement, valuation, and reporting for ill-defined corporate
liabilities, such as pensions. His work has been published in leading accounting and finance journals.
An award-winning teacher, Maher teaches courses in accounting information systems and a doctoral
seminar in capital markets and directs the department’s doctoral program. The John F. Carroll Jr.
Professorship was established in 2002 to support accounting education at Virginia Tech.
Edward F. Fern, Laurence J. Moore, and Frederick M. Richardson have been conferred the

title of “professor emeritus.”
Fern, professor of marketing, has been on
the faculty since 1981. He
has made significant contributions in research on focus
group methods in marketing research, distribution
channels, and professional
selling. His books and acaLaurence Moore
demic publications number
more than 30. His services
to the profession and the
business community include serving as a reviewer
for journals and participating in academic and business conferences. He is a
Frederick Richardson recipient of
Pamplin’s
Ph.D. Teaching Excellence Award. Fern received
his doctorate from Ohio State University.
Research Excellence

College awards

Weiguo (Patrick) Fan, as-

sociate professor of accounting and information systems, has been selected to
receive the Research Excellence Award. Fan’s research
interests focus on the design
and development of novel information technologies — information retrieval, data mining,
text/Web mining, personalization and knowledge management techniques — to improve
business information management and decision
making. A member of research teams that have
received grants totaling more than $1.5 million
from the National Science Foundation and
PricewaterhouseCoopers, he has authored/co-

Alumni Award
for Excellence
in International
Education

Moore, the Verizon Professor of Business
Information Technology, joined Tech in 1970.
He has made significant contributions in management science research, writing three books
and more than 50 research articles. A Fellow in
the Decision Sciences Institute, Moore has
served as the organization’s national president
and national meeting program chair. He received the institute’s Distinguished Service
Award. Moore received his Ph.D. from Arizona
State University.
Richardson, a professor of accounting and
information systems, joined Tech in 1980. He
has published numerous articles in both
academic and practice-related journals and made
presentations in professional development
programs. In 1995-96, he served as the president
of Beta Alpha Psi, the national honorary
organization for financial information students
and professionals. Richardson received his
doctorate from the University of North
Carolina at Chapel Hill.

im Littlefield, professor of marketing,
received the 2007 Alumni Award for
Excellence in International Education last
fall. Littlefield’s numerous contributions
include the study-abroad programs that he
has organized and led every year since 1993 to
East Asia and Europe and the marketing
classes he has taught each fall since 1996 at
Virginia Tech’s campus
in Switzerland. A winner
of several teaching awards, Littlefield has also
worked at length with an
Albanian university, helping to develop its MBA
program. He is a longJim Littlefield
serving member of editorial review boards of several journals on
international marketing and has helped
organize international conferences on marketing and development. His publications and
presentations include many discussions of
issues in international marketing, economic
development, and globalization.
Sponsored by the Virginia Tech Alumni
Association, the award is presented annually
to a faculty or staff member who has had a
significant impact on international education
at the university. Selection is based upon
contributions to the internationalization of
Virginia Tech; the impact on students, the
campus, and community; and the significance
and sustainability of the initiative. Recipients
are awarded a $2,000 cash prize.

authored more than 80 refereed publications.
His work on text mining research — ranking
function discovery for search engine optimization, question answering on the Web, and text
summarization — has been extensively cited
and used as reading material in IT education.
Fan’s recent projects include assessing the
success, value, quality, and innovation in
knowledge communities; financial fraud detection using text-mining techniques (see pp. 4-5);
automatic genre detection and classification;
and e-business success and quality metrics. He
was invited to last year’s Google Faculty Summit. Fan, who joined Virginia Tech in 2002 after
receiving a doctorate from the University of
Michigan, has helped guide the dissertations of
eight doctoral students at Virginia Tech.

Excellence in International Education
Devi Gnyawali, associate
professor of management,
will receive the college’s
Excellence in International
Education Award. He has
led study-abroad programs
to Japan, South Korea, and
Hong Kong. He played a major role in
establishing a formal relationship between
Virginia Tech and Konkuk University in South
Korea and initiated collaborations with other
universities in East Asia. He serves on committees related to international programs, has
advised foreign graduate students, and taught
international management. He has consulted in
countries in Asia, Europe, and Africa.
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STUDENT AWARDS
KPMG Future Diversity Leader
Estee G. Rios, a junior in

accounting and information
systems, has been chosen to
participate in KPMG’s Future Diversity Leaders program. KPMG chose 50
students from across the
country to participate in the
program, designed to provide leadership training
and financial support for outstanding minority
undergraduate business students. Rios, whose
parents live in Roseville, Calif., was nominated
for the program based on her academic achievement, community and campus involvement, and
participation in diversity organizations. She is a
resident advisor at Newman Hall. She will
complete an internship at KPMG next summer.

Outstanding Graduate Student
Rebecca Lau, a Ph.D. can-

social exchange theory to understand relationship
conflict in the workplace.
Lau, who has bachelor’s and master’s degrees
from the Chinese University of Hong Kong, has
taught courses on organizational behavior and the
management and leadership practices.

Graduate Student Teaching
Trish Boyles, a Ph.D. stu-

dent in management, will receive college and university
awards for excellence in
graduate teaching. She has
taught courses, including
Applied Small Business Consulting, Ethical Leadership,
and Business Policy and Strategy. Her research
interests include workplace diversity, economic
development through entrepreneurship, and human and social capital in an ever-changing business environment. Boyles holds bachelor’s
degrees from Appalachian State University and an
MBA from Western Carolina University. She has
accepted an assistant professor position at
Muhlenberg College starting fall 2008.

didate in management, has
been selected to receive the
college’s Outstanding Graduate Student Award. Lau’s
research interests include organizational justice, conflict
management, and human resources management. Her dissertation, “Integration and Extension of Leader-Member Exchange
and Organizational Justice at the Individual and
Group Levels of Analysis,” examines exchange
relationships between leaders and followers and
followers’ perceptions of justice in organizational
settings.
Her other research projects related to social
accounts and managerial explanations and using

Va., has been selected to
receive the college’s Outstanding Senior Award. A
double major in accounting
and finance and a minor in
Russian, Mishina has made
the Dean’s List every semester. Her activities include service in Business
Horizons; Pi Sigma Epsilon, where she is a vice

Outreach Excellence

Doctoral Education

Outstanding Senior
Tatiana Y. Mishina, of Pilot,

Terry Cobb, associate profes-

Cliff Ragsdale, the Bank of

sor of management, has been
selected to receive Pamplin’s
Award for Outreach Excellence. Cobb, who specializes
in organizational politics and
organizational justice, has a
long history of service to the university and local
community. He recently worked with the Roanoke County Police Department to help officers
improve planning and clarify role expectations.
His latest pro bono work with the Free Clinics of
the New River Valley and Pulaski and the Mental
Health Association of the New River Valley
helped bring their boards and staffs together to
work on integrating their operations.

America Professor of Business Information Technology, has been selected to
receive the Outstanding Faculty in Doctoral Education
Award.
Ragsdale has served as the department’s
graduate program coordinator for the past four
years, during which he helped increase enrollment from six students to 10. Ragsdale teaches
the doctoral seminar in applied artificial intelligence. He has served on 21 dissertation committees, chairing four of them.

president; and Big Brothers Big Sisters. Mishina,
has received several scholarships and interned at
PricewaterhouseCoopers and Ernst & Young.

H.H. Mitchell Outstanding Leadership
Amy C. Clements, a man-

agement senior from Springfield, Va., has been selected
to receive the college’s H.H.
Mitchell Outstanding Leadership Award. Clements has
focused on leadership, activism, and community outreach. She is coordinator of a girls’ empowerment
program, education and outreach coordinator for
an international women’s issues awareness group,
and the receptionist team leader at the Virginia
Tech Women’s Center. She will be graduating
with a dual degree in business and interdisciplinary studies and minors in business leadership
and women’s studies.
Outstanding College Service
Stacey N. Fuller, a finance
and accounting double major from Roanoke, Va., has
been selected to receive Pamplin’s Outstanding College
Service Award, which recognizes a graduating senior
with a consistent record of
outstanding service activities. Fuller, who transferred from Virginia Western Community College in 2005, has served as scholarship chair of
Beta Alpha Psi and chief operations officer and
equity analyst of SEED, the student-investing
group. A recipient of several scholarships, Fuller
has participated in a GE student leadership conference and interned at a GE Energy facility and a
Roanoke TV station.

Teaching Excellence/Holtzman Outstanding
Educator
Joe Sirgy, professor of marketing, and Steve Skripak,
associate dean for graduate
programs and an instructor
in management, will each
receive the college’s Teaching
Joe Sirgy
Excellence Award and Holtzman Outstanding Educator
Award. The latter is sponsored by retired businessman
Warren L. Holtzman and
given to the faculty members
selected for the teaching
excellence award.
Steve Skripak
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STUDENTS LEARN
HILTON HOSPITALITY

JOHN MCCORMICK

he hospitality and tourism management
(HTM) department hosted 10 executives of
Hilton Hotels Corporation last fall.
The executives, led by Hilton Senior
Vice President Patrick Terwilliger (ACCT,
’74), gave lectures on various aspects of the
hospitality industry and interacted informally with faculty and students at a
reception and lunch. The group included two area vice presidents, a senior
sales manager, a recruiter, and directors
of various programs.
“Hilton Day offered a great opportunity for our
faculty and students to learn first hand from one of the
most respected names in the hotel business,” said Rick
Perdue, HTM department head. “Hilton Day is part of
our deep relationship with Hilton Hotels Corporation,”

T

Hilton executives visit
hospitality classes

Pamplin College of Business
1030 Pamplin Hall (0209)
Blacksburg, VA 24061
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Change service requested

Perdue said. Hilton representatives, he said, participate
on the HTM advisory board, recruit on campus, and
jointly teach lodging and food and beverage management laboratories at the Inn at Virginia Tech. HTM
students have interned at the company, and many alumni are Hilton executives. The department hosted a
similar visit by Marriott International executives last
year (see p. 16).
Above: Gordon Marr (left), director of food and beverage
at the Hilton Washington, demonstrated salad preparation styles
to students in the Food Production, Purchasing, and
Management class. Sitting with the students were Frank Otero,
Hilton Washington general manager, and La Tonya Roux,
director, succession management program, Hilton Hotels
Corporation. Lower right: Patrick Terwilliger discussed
Hilton’s transformation through mergers and acquisitions in a
Business Policy and Strategy class.
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