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Telecommunication 
Purchasing Trends Among 
Apartment Dwellers 
By Amy Cravens    In-Stat/MDR

A partments account for nearly 
20 percent of US households.  
From a residential communica-

tions service delivery perspective, this is 
a significant portion of the US residen-
tial market. The apartment market, or 
MDU, however, is unique from single-
family residences in many aspects, from 
property ownership to service delivery, 
and thus demands a unique approach.  

One unique aspect is the geographic 
placement of many of these proper-
ties.  Cities throughout the world tend 
to show fairly high concentrations of 
MDUs, as land in these urban environ-
ments tend to expensive and high-den-
sity buildings are the most economical 
building construct.  Thus looking at 
the MDU there is a unique geographic 
focus on the urban environment, 
whereas single-family homes tend to be 
more suburban and rural in location.  

The audience in MDUs also often 
differs from the single-family market.  
MDU residents tend to be younger 
(except in the instance of retirement 
communities), with a high concentra-
tion of college students and young pro-
fessionals.  It is also this demographic 
that is associated with heavy Internet 
usage and as strong adopters of new 
technologies.  The MDU resident also, 
however, typically has less disposable 
income versus the average single-family 
resident, making it important for pro-
viders to demonstrate the value of their 
service offering to potential subscribers.  
While this differentiation is not neces-
sarily as prominent in regions that are 
almost exclusively MDU (such as in 
certain parts of Asia), it is very much 
the case in regions with a mix of MDU 
and single-family properties, such as 

the US suburban market.
In-Stat/MDR recently conducted a 

large residential communications sur-
vey, which provided some insights into 
the unique nature of MDU residents 
and their communications services 
purchasing trends. The survey was con-
ducted through a series of structured 

telephone interviews with consumers 
across the US regarding their expected 
telecommunication service usage for 
2004 and in future years. Qualified 
respondents had to be a minimum of 
18 years of age.  In-Stat/MDR had a 
total of 1,000 completed individual 
interviews. The telecom adoption 
research was collected in April 2004.

Respondents were asked to clas-
sify their place of residence, including 
detached single family home, attached 
single family home, mobile home, 

apartment building with five or fewer 
apartments, apartment building with 
more than five apartments.  From 
this data, In-Stat/MDR was able to 
isolate those responses from apartment 
residing respondents.  The following 
conclusions are based on the survey 
findings.

Survey respondents were asked about 
the use of a variety of communications 
services, including local phone ser-
vice, long distance, cable TV, satellite 
TV, wireless phone services, Internet 
access, and in-home entertainment.  
According to survey results, apartment 
dwellers tended to have a slightly lower 
usage rate of most communications ser-
vices compared to the total respondent 
base.  The category with the largest 
differential was Satellite TV, followed 
by Internet access (50 percent of total 

Figure 1. Apartment Dweller Communications Purchasing Trends-Rate if Service 
Subscription
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respondents subscribed to Internet 
access, while only 38 percent of apart-
ment dwelling respondents were sub-
scribers).  

Among those apartment dwelling 
respondents that have Internet access, 
the majority has dial-up access (51 
percent of Internet using apartment 
dwellers), predominantly regular dial-
up, but some high-speed dial-up as 
well.  However, use of broadband was 
higher among apartment dwellers with 
Internet than among the total respon-
dents.  This indicates that while these 
respondents may have less income, 
those that have an interest in Internet 
access, are willing to pay for a higher 

level of service.
Survey responses also showed a 

high degree of loyalty for their current 
Internet provider among apartment 
dwellers.  Just under half of apartment 
dwelling respondents with Internet 
access feel “completely” or “very” loyal 
to their current Internet provider.  
This is just slightly lower than among 
the total respondent base.  While this 
response of loyalty is fairly high, there 
is still a significant market of non-loyal 
users, which presents an opportunity 
for providers to win these subscribers 
from other providers.  The vast major-
ity of those respondents that are not 
loyal are also planning to switch provid-

ers in the next 12 months, representing 
significant opportunity to “win” these 
subscribers.

There is also a significant interest in 
bundled services among respondents.  
Over one-quarter of apartment dwellers 
indicated that they currently purchased 
a bundle of services (meaning two or 
more services from a single provider).  
Furthermore, 42 percent of apartment 
dwelling respondents would be willing 
to consider switching providers to pur-
chase services as a bundle, especially if 
those services are discounted.  Looking 
at loyalty and willingness to switch pro-
viders, there is significant opportunity 
to win current Internet subscribers with 
improved service, bundled packages, or 
discounted pricing. 
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“It is also this demographic that is associated 
with heavy Internet usage and as strong adopters 
of new technologies.”
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