
The Muhlenberg Business Network (MBN) is a new volunteer led alumni organization, whose mission is to be the definitive professional out-
let for Muhlenberg alumni and students in business. The group aims to engage its constituents through networking, industry and topic-
specific seminars, publications and skill development programs with the goal of increasing alumni involvement, expanding employment op-
portunities and furthering the College’s reputation across professional industries.  

MBN Events Coming Soon: 
1) Stock Market Breakfast - 
Wednesday, April 6th  
@ 7:15 AM. Interested 
mbn@muhlenberg.edu 
2) Student Debt Refinancing 
Round-table - TBD 
3) Entrepreneurship Seminars - 
TBD  
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The Future of Media and Technology: A Conversation with Hulu and Google Veteran Brendan 
Haney '06 
By Jason Steinberg '11 and Kate Burdick '14 

Q:  Facebook and Google are reshaping the advertising landscape. As someone with over a decade of ex-

perience, elaborate for us on the changes occurring? A: The real change occurring is how we, as consum-
ers, are spending our time with media. People are accessing more content than ever on their own sched-
ule across more devices. This on-demand nature of consumption creates an expectation that each interac-
tion with media will be customized and places value on data that can make advertising dynamic and tar-
geted to each experience. Marketers continue to invest in platforms that can target their key audience or 

create engaging content that integrate their brands into those experiences. Q:  What have you learned 

at Google in your first 5 months? A: I learn something new every day. My biggest take away is the value 
of every person at the company. They believe and expect that each person on the team can bring some-
thing unique to the business that will create positive outcomes for every user that interacts with our prod-

ucts. Q: The bulk of your career was spent at Hulu. Describe the company in 2007? A: In 2007 we were a 
lean, goal oriented team. Everyone was very motivated to create something awesome and we all contrib-
uted to the varying parts of the business that could use our attention. Our mantra was to "sweat every 
pixel" and we weren't going to put a product on the market that didn't make us proud. We also had a lot 

of fun in process; our culture defined our company in those early days. Q:  Was it a risk joining Hulu in its 

infancy? A: Anytime you sign up to work on something new there is some risk but I wouldn't qualify myself 
as a start up pioneer. Hulu was joint venture between two major media companies so it was a very calcu-
lated risk. The adventure for me was moving across the country and taking advantage of an exciting op-

portunity. Q:  Would you recommend joining a startup today? A: Joining a company in its infancy can be 
an incredible opportunity to learn about an industry and gain hands on experience building a business. 

You need to have a passion for the project that outweighs the risk that many start ups take on. Q:  Why 

did you leave Hulu for Google? A: I had learned so much from my time at Hulu and was ready to take my 
experience to a new role where I could continue to learn additional dimensions to my career. This oppor-
tunity presented itself and while it was a hard decision to leave a great team who I had gone through a lot 

with I knew I had to leap at the chance. Q:  Hulu, Amazon Prime or Netflix, and why? A: Obviously I am a 
huge fan of Hulu. The service helps me keep up with a lot of shows that don't fit in my schedule. Netflix 
has a great line-up of original content that is worth some quality binging. I am a Prime subscriber but I 
really use that for the free shipping. I also have become very fond of what YouTube has to offer and have 
found a number of creators on the service that are producing content that engages a lot of my other inter-

ests. Q:  You started working for NBC right out of college. What was that like? A: I joined NBC as a Page. 
It was an amazing opportunity to work on all the different elements of the business and really see the ex-
citing things the company was doing at the time. I was working with 50 other recent graduates and there 

was a lot of fun had while we worked some pretty crazy hours. Q:  How was the transition from a media 

giant (NBC) to a technology startup (Hulu)? A: Pretty seamless. I was already working for a digital startup 
within NBC and brought that understanding of the media business to Hulu. The best part was sitting so 
close to the technology team and learning about how they built the service and how much effort went into 

developing a great user experience.  Q:  How did Muhlenberg help you get your job at Google? A: 
Muhlenberg provided me with many opportunities to explore a number of different disciplines and experi-
ences that help me form an adaptable frame of mind. I found that being open to continuing to learn and 
apply my existing knowledge base to situations that have come up in my career have been a great asset. 
That adaptability has allowed me to be an expert in some areas that were necessary for my role at Google 
while always having a willingness to learn and an awareness of that which I do not know.   I also place a 
lot of value on the type of people I work with and the culture of companies I have been lucky enough to 
have worked for. I attribute that value to the unique Muhlenberg environment of which we were all a 
part.  

Mules on the Move: 
Emma Taffet ’13:  Currently 
@ Buzzfeed Previously @ OMD 
Media Direction • Jake Casey 
’15: Currently @ Amazon • 
Brandon Stern ’10: Currently 
@ Bank of Tokyo Mitsubishi, 
Previously @ Dow Jones •  
Jessica Shegoski '12: Currently 
@ Bank of America, Previously 
@ Citigroup • John Carter 
’11: Currently @ Roku, Previ-
ously @ YuMe  
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Get More Involved and Join MBN  
Email: Mbn@muhlenberg.edu 
LinkedIn Group: www.linkedin.com/
groups/8402804 
FB Group:  www.facebook.com/

Manhattan Real Estate Fact-Pack 
Higher Ed. Showcase: Learn about impressive programs and initiatives to expand 
your professional horizon  

Columbia University in the City of New York’s Masters of Science in 
Information and Knowledge Strategy (IKNS) program trains students to 
thrive in the increasingly technical, analytical and interpersonal econo-
my of today’s corporate landscape. Recent graduate of the program 
Barrie Schessler ’10 notes that students learn to utilize physical 
knowledge assets, such as data, content, processes and tools com-
bined with formal and informal relationships to determine solutions to enhance compa-
nies’ corporate knowledge, analytics and collaboration. Candidates explore tactical skill 
sets of data findability, taxonomy, and synthesis, as well as strategies for implementing 
and managing firm networks and change. For more information on the program, don’t 
hesitate to connect with Barrie over LinkedIn.    

You Think You Aced the Interview … Did you Really?   
Undisclosed Reasons from Recruitment Experts Why You Didn’t Get the Job   
By Allisyn Weinshank '13   

 

 

Campus Corner: 
Muhlenberg Appoints First Ever Director of 
Innovation and Entrepreneurship  
By Rebecca Romano '14   
This past summer Rita Chesterton joined 
Muhlenberg’s faculty as the Director of Innova-
tion and Entrepreneurship (INE), the College’s 
first full time professor devoted to entrepre-
neurship. The INE Program is not housed in any 
specific academic department, and is open to 
students of all disciplines as shown by the clas-
ses quickly filling up. Additionally, Chesterton 
runs an on campus Challenge similar to the real-
ity TV series, Shark Tank.     
Prior to Muhlenberg, Chesterton founded Skaffl, 
a developer of mobile applications for the K-12 
market, and created its first app Braket to pro-
vide workflow solutions for schools. She has a JD 
from Temple, an MA in Instructional Technology 
from Arcadia and a Certificate in Corporate En-
trepreneurship from Lehigh.  
Feel free to email Rita Chesterton to inquire 
about any classes or programs she’s running:  
Rita.Chesterton@muhlenberg.edu.   

You just nailed the interview, everyone loved you and the role was made for you! We've 

all been there, right? Yet, the following week you receive the “we regret to inform you” 

email, or worse, no response at all. What went wrong? While for some, there are obvi-

ous reasons: not enough experience, compensation demands, or the conversation didn’t 

flow. But you must wonder what about the not-so-obvious reasons? Companies have a 

variety of rationales for not hiring candidates, many of which may not be disclosed. 

While certainly not exhaustive, here are several examples of why you may not havwe 

gotten that job after all:  

1. The hiring manager finds something they don’t like about you  Companies who 

search your online presence now delve deeper than basic social media. A staunchly con-

servative hiring manager may find a blog detailing your trip to Burning Man, thus making 

the manager unable to think of you the same way. Companies may utilize background 

checks beyond criminal history to spot inconsistencies in a candidate’s resume. A hiring 

committee’s assessment of you could be based on qualities unrelated to your career 

experience. You may partake in activities affecting work-life balance, keep your phone 

on the interview table or you forgot to remove your gum.  

2. Personal presentation was less than desirable No matter how qualified you may be 

on paper, a lack of adequate personal presentation may be all it takes for a hiring man-

ager to say no. At a prior company of mine, a candidate who interviewed for a position 

requiring extensive face time with clients couldn’t resist the urge to pick their nose dur-

ing three separate interviews. This may come as no surprise (but a possible surprise to 

him), he didn’t get the job. Candidates are also less likely to receive job offers if they are 

unkempt, maintain poor personal hygiene, or offer weak handshakes[1].  

3. The company already had another person in mind Based on the industry and respec-

tive federal guidelines, some businesses are legally required to post all job openings and 

interview candidates. You’re right, you really did nail your interview and the hiring man-

agers were smitten, but the hiring manager already secured their preferred candi-

date.   Keeping the aforementioned explanations in mind, if you leave an interview 

thinking you did well, you’re probably right! You know yourself better than anyone and 

can recognize whether you were able to give your best impression. Sometimes though 

the outcomes are just out of our control.  

Resources: 

Full Manhattan Residential Rental Market Report  

CBS News http://www.cbsnews.com/news/should-you-tell-a
-job-candidate-about-her-body-odor/  
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