
ror took a reduced stake, 10 percent. The 
Outdoor Life Network was the first to 
launch, in July 1995. The new investors, 
Comcast and Continental Cablevision, 
came aboard at the end of that month, 
and Speedvision premiered on the first 
day of 1996. It was available to 3.2 mil-
lion homes, and programming included 
Wild About Wheels, Planes of Fame, Classic 
Boat, and The History of Trans-Am.

“Speedvision was a channel that 
was programmed really by gut. We put 
stuff on the air that, frankly, I and oth-
ers thought would be interesting to other 
guys like us,” says Werner.

The channel was filled with historical-
type series like Legends of Motorsport and 
American Muscle Car. It also put on low-
cost half-hour “newsstand” shows from 
the magazines AutoWeek, Motor Trend, and 

Hot Rod. A year’s worth of programming 
works out to 8760 hours, and that’s a lot of 
shows, so repeats were plentiful. With an 
initial $18 million programming budget 
for 1996, the average cost per hour was in 
the range of $2000; a network prime-time 
sitcom in 1996 cost at least $750,000 for 
a half-hour.

But within a strapped programming 
budget, Speedvision strove to find com-
pelling content to satisfy the TV racing 
junkie. A historical documentary might 
cost $5000 to $10,000 (to be repeated a 
score of times), whereas a race might run 
$150,000 and the F1 U.S. distribution 
deal would ring the register at $1.5 mil-
lion.

By Christmas 1996, a year after Speed-
vision’s launch, with everything on target 
and on budget, byzantine corporate poli-
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‘SPEEDVISION WAS A CHANNEL THAT WAS
PROGRAMMED REALLY BY GUT. WE PUT STUFF ON THE 
AIR THAT, FRANKLY, I AND OTHERS THOUGHT WOULD 
BE INTERESTING TO OTHER GUYS LIKE US.’ —Roger Werner

COMPARISON: ALL HOUSEHOLDS WITH TV SETS VS.
HOUSEHOLDS WHERE THE SPEED CHANNEL IS AVAILABLE
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