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Known for his role in the

elopment of such shows
as "Dawson’s Creek” and “7th
Heaven” at WB Network and
“Home Improvement,” “Blos-
som” and “Boy Meets World” at
Disney, Jordan Levin now focus-
es on creating youth-oriented
content across multiple plat-
forms as founding partner at
Generate. With projects like
VH1’s broadband series “Home
Purchasing Club” as part of an
ongoing deal with MTV Networks
and a first-look film deal with a
major studio on the horizon, the
company is making strides in
content creation and talent man-
agement. The Hollywood
Reporter technology reporter
Carly Mayberry recently spoke
with Levin, who was the fea-
tured speaker Wednesday at the
Museum of Television & Radio’s
Industry Forum, about the mis-
sion at Generate.

The Hollywood Re-
porter: How would you
describe Generate as a company?
Jordan Levin: We are, at
our core, a company that’s
about developing and producing
content, and the reason we’re in
the new-media space is because
increasingly,
yvounger audiences
and younger cre-
ators are turning
toward new-
media platforms as a way to tell
stories and consume entertain-
ment. A lot of people say, “Wow,
you're in a lot of places,” but I
feel like we’re in one place.
We’re a very simple company.
We’re a pure-play content com-
pany, and we simply recognize
that you have to go to a lot of
places now to create value for
content.

THR: Why did you choose to
be involved in a start-up that
creates content for new-media
platforms?

Levin: I've always found the
challenge and reward of start-
ups to be something that I’'m
drawn to. Looking at the media
landscape overall, T felt that
after countless decades of the
control being in the hands of
the production infrastructure,
the studios and the distribution
outlets — and with the barriers
of production and distribution
falling — that the power is shift-
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ing toward those people that
can create compelling content.
The idea of working more close-
ly with those people as a pro-
ducer and manager was appeal-
ing to me and felt like the right
side of the fence to be on look-
ing five to 10 years out.

THR: How does Generate make
its money, and does the company
ever look for funding?
Levin: Our revenue generation
is largely twofold. Like most man-
agement and production compa-
nies, it is fee based. We make
management fees and commis-
sions and we make producer fees.
We also have an ownership posi-
tion in the content we create, and
in some of the businesses, we
develop both with our clients and
other partners like brand spon-
sors. We are also developing a
number of content-based Web
sites, which we think could devel-
op into stand-alone businesses.
We work with advertising brands.
(One project) that has made it to
market has been “The AE Cam-
pus Comedy Challenge,” done
with (retailer) American Eagle. As
far as funding, we initally chose
to bootstrap (Generate) ourselves
among the six partners, and that’s
what we’ve done. Now, at a little
over 13 months old, we’re start-
ing to get stabilized, and (outside
funding) is some-

with Jordan Levin

thing worth
exploring.
THR: What

about the new-media landscape
has caught you by surprise?
Levin: New-media content
invites a degree of user interactivi-
ty that is immediate and far
greater than anything linear-based
media can offer. A community of
users can quickly not only take
ownership of a site but contribute
to that site, and I think that is an
exciting opportunity for someone
who has an idea or wants to cap-
ture a specific point of view. It
becomes a creation that you share
with a community — and that’s
something that accelerated more
quickly than I expected. I thought
we were a couple years away from
that, but it is occurring right now,
and that is the basis for why we are
in the Web site development busi-
ness, because there are certain
ideas that demand that degree of
community interaction and con-
tribution.

THR: What in the entertain-
ment industry has digital media

affected the most?

Levin: Simple laws of supply
and demand have dictated a large
pool of talent that was always
trying to funnel through rela-
tively few distribution outlets: a
couple of broadcast networks, a
few cable networks and some
film studios. There was always a
larger supply of talent against the
demand for that talent. I think
the reverse is starting to occur.
There’s a greater supply of distri-

manner that affords the greatest
creative integrity? How do you
protect the point of view of that
idea or talent?”

THR: What is it about Gener-
ate that you most appreciate?

Levin: What’s particularly
appealing is not having to say no
to anything that I think is a good
idea simply because it wasn’t
part of my mandate to sell, as I
had at Disney, or part of my
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Generate founding partner Jordan Levin is generating new-media
content on multiple platforms that is targeted to the youth audience.

bution and there’s still a relative-
ly finite supply of talent, while
the need for content is increas-
ing. The demand is shifting
toward the talent, and that’s the
side I've placed my bet on.

THR: How does the content
development process work at
Generate?

Levin: We develop internally
and go out and pitch, but the
process for me is different than
I've ever had because it is com-
pletely open; there is no precon-
ceived ser of parameters by
which we have to filter any ideas.
If it’s something I or we like, we
go into: “Who is the audience
for the idea? What is the most
efficient way to reach that audi-
ence! How do you do so in a

mandate to buy, as I had at the
WB. It now is first and foremost,
“Is it an idea that we get excited
about?” It’s a position that
affords me the opportunity to
get more involved with the cre-
ative process from the inception
of the idea which I like doing

very much.

THR: How do you feel about
Generate’s progress thus far?

Levin: It’s been a busy year,
and we’re in the midst of a trans-
formative time in our industry,
and whether we can take advan-
tage of it quickly enough in a
way that is financially rewarding
enough remains to be seen. ... I
think that fortunately, we’ve seen
the industry trend in the direc-
tions we anticipated. ]

‘Prom’
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ting laid, Lauren tries to jump
Josh in her car, Lauren’s mom
comes on to Ben, and Chad gets
off-camera oral sex in the boys’
locker room. Typical “Degras-
si”-style titillation, but somehow
the MySpace tie-in makes it feel
more transgressive.

That’s why the show compels:
This could be your high school.
Or your kid’s high school. Each
segment feels like a synopsis of
daily drama, a “Max Headroom”
blipvert for an oversexed cohort.
It is among the first mainstream
online video dramas, and it
demands your attention. On that
very important level, “Prom”
succeeds. |



