
Lorimar + Warner: The making of a giant 
Merger of two companies gives new 
venture tremendous amount of 
programing product and variety 

In what has been described as "the perfect 
union," the acquisition of Lorimar Telepic- 
tures by Warner Brothers has produced a 
giant, not only in terms of sheer volume of 
product, but also in the variety of program- 
ing available, rivaled only by Paramount. 
The merger of the two companies has 
served to fill obvious gaps that both compa- 
nies had prior to the sale, and is yet another 
example of the continued consolidation 
within the entertainment industry. 

The merger, said Dennis McAlpine, vice 
president, Oppenheimer, "makes Warner a 

monster as far as programing. For Warner, 
they're now in first-mn, and for Lorimar, 
they've got cash. Lorimar was constantly 
running out of money, because the money 
they made from the sales of their series was 
used toward movies. Lorimar had been run- 
ning at a deficit as a result," he said. 

For Warner, the merger gives them an 
immediate presence in the first -fun syndica- 
tion arena, an area they had mot been in 
previously. "They [Warner] were very con- 
spicuous in their absence from first -mn," 
said Gordon Crawford, media analyst, Cap- 
ital Group. "It was an obvious hole in their 
lineup. Lorimar," he said, "didn't bring 
them a big hit, but [it] does have a solid 
lineup of shows and a good rapport with the 
stations, so they have the track laid down, 

whereas Warner would have had trouble 
getting their foot in the door." 

The merger makes further sense when 
one looks at two network development divi- 
sions. Warner is known primarily as a pro- 
ducer of half -hours with such series as 
Night Court, Growing Pains, Head of the 
Class, and Just the Ten of Us. Lorimar, 
with Dallas, Knots Landing, and Falcon 
Crest, is strong in the hour -long format. 

Also, Warner has an extensive theatrical 
film library, while Lorimar's library con- 
tains mainly made -for -television movies. 

Indeed, the first -run presence that 
Warner now has, under the new Warner 
Brothers Domestic Television Distribution 
(WBDTD) division headed by Dick Robert- 
son, is a formidable one. Robertson, who 

MCA consolidates in Los Angeles; Menchel to resign 
MCA announced a major reorganization of its television syndi- 
cation operations last week. The company said it will consoli- 
date all of its syndication activity under one roof in Universal 
City, just 
geles. It is the last of the major 
film and TV studios to consoli- 
date TV operations on the 
West Coast. The consolidation 
will necessitate the move of 
some 20 -plus staffers from the 
New York office, which will re- 
main open as a barter sales 
arm staffed by six remaining 
sales executives. 

In the shakeup, Shelly 
Schwab, who has overseen 
the first -run side of the compa- 
ny's syndication business from 
Universal City, emerged as the Schwab 
big winner, with word that he would now have responsibility for 
all of MCA's syndication activity. Don Menchel, an MCA veteran 
who has run the off - network division of the company from New 
York, will resign with that division's relocation to Universal City. 

Menchel said last week that he had declined an offer to 
relocate to Los Angeles to continue in his position as head of 
the off -network division. "My roots are here in this town," he said 
of New York. Menchel said he was currently in discussions over 
the terms of his resignation with MCA. Asked if it was likely he 
might remain with the company in some capacity, he said, 
"Probably not." At this point, he added, his future plans are not 
in place. 

Menchel joined MCA TV as vice president, director of sales, 
in 1975. He assumed the post of president in July 1978. 

Schwab has been based in Los Angeles as president, MCA 
TV Enterprises, since 1986. Last week he was named president 
of a newly expanded MCA TV, overseeing all off -network, first - 
run and barter advertiser sales activity. A small barter sales 
department will continue to be based in New York, where most 
advertisers are based, under David Brenner, senior vice presi- 

dent, advertiser sales. Brenner will report to Schwab, who in 

turn continues to report to Al Rush, chairman, MCA Television 
Group. 

Menchel 

Under the reorganization, 
two key sales executives are 
relocating to Los Angeles to 
oversee the off- network and 
first -run divisions, reporting to 
Schwab: Jim Kraus, senior 
vice president and director of 
sales, off- network, and Bobbie 
Fisher, senior vice president, 
director of sales, first -run. Also 
making the move to the West 
Coast is Mort Slakoff, senior 
vice president, creative ser- 
vices, and Don Micallef, vice 
president, research and sales 
development. 

Ken Arber and Lynn Oliver will continue to oversee program 
development for MCA TV, reporting to Schwab. The syndication 
division will continue to have regional offices in Los Angeles, 
New York, Chicago, Dallas and Atlanta. 

According to Schwab, the biggest benefit to the reorganiza- 
tion is greater efficiency. In terms of the day -to-day operation of 
the company, Schwab said one tactical difference under the 
new organization will be that instead of having two separate 
sales forces, the off- network and first -run divisions will share 
one large sales force. 

MCA has about 36 film packages in syndication, and is 
currently marketing Debut Network Ill. The company also has 
about 41 off- network series in syndication, including, most re- 
cently, Kate & Allie. The company is currently marketing Amen 
for fall 1990. 

In first -run syndication, MCA distributes Charles in Charge, 
Out of This World, My Secret Identity, The Munsters Today 
and The Morton Downey Jr. Show. The company is launching 
four new first -run projects next fall: Lassie, Pictionary, Star 
*Play and Reward. 
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