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With so much niche program-
ming being created today, it 
might be a good idea if some-

one developed a specific channel for our 
market segment. After all, our niche is 
actually quite large (1.5 million current 
customers and potentially 10 to 20 mil-
lion more), with a significant base of 
cable customers sharing a similar “renter 
household” lifestyle.

“Niche programming” has been in-
creasing over the years anyway, as we’ve 
gone further into smaller and smaller 
segments. We started with one national 
sports channel, then morphed into sev-
eral regional sports channels, then added 
several single-market sports channels. 
Recently, a new Big Ten Sports chan-
nel, covering only Big 10 schools and 
their secondary sports, was announced. 
(Does this mean the SEC Volleyball 
Channel is next?)

So why not a channel for our segment 
of apartment residents? We can offer 
more appeal than Ohio State volleyball 
or Michigan State wrestling, I think. 

Yes, we have a diverse group that in-
cludes young executives, empty nesters, 
families with kids, and retirees. Yes, they 
rent apartments for many different rea-
sons – some by choice (“I don’t want a 
yard anymore,” or “I don’t know if I will 
stay very long in Denver,”) and some by 
circumstance (“Once I save up enough 
money, I’m buying a home.”)

But there are many similarities here 
too. Renters like flexibility. They like 
convenience. And they like mobility.

Any time you start a new cable chan-
nel, you must think of your potential 
advertisers first. Will anyone see this 
audience as important? Who might ad-
vertise on such a channel? (That’s what 
recent successes like Oxygen did when it 
picked 18- to 49-year-old women as its 
key demographic.)

Well, we have obvious sponsors 
– beer makers, soft drinks, fast-food 
places and travel companies. But there 
are so many other key advertising candi-
dates, all of which are companies renters 
frequently use: Furniture rental. Storage 
space. Renters insurance. Automobiles. 
Resume and copy services. Wireless 
companies. Video rentals. Kitchen sup-
plies. Dating services. Fitness centers. 
And on and on. So, I think we can cre-
ate a strong advertising base.

Did you know this idea was tried 
once before? Back in the mid-90s, a 
cable company based in California was 
funded by a couple of studio executives. 
They created a demo tape of a proposed 
cable TV channel called Apartment 
Lifestyle TV, or something like that.

A Quiz Show
It was a great idea, although tech-

nologically ahead of its time. It was 
designed to have some entertainment 
(there was a proposed TV game show 
called “Name That Noise” about guess-
ing what common apartment noises were 
heard through your neighbor’s wall).

And there were self-help shows on 
decorating your apartment and cooking 
four-course meals for your boyfriend, 
all sponsored by advertisers. It was a 
cable station that was planned for chan-
nel 2 on every private cable system they 
owned across the country, available to 
all basic subscribers.

The founders of this cable company 
obviously understood the apartment 
customer in our niche, and did a nice 
job designing programming for this 
subscriber. However, the company lost 
its way, lost its funding, and lost its great 
idea for this new channel.

But the plan might still work. The 
Private Cable industry currently sup-
ports more than 1.5 million customers. 

This could be a nice base for an ad-spon-
sored channel, certainly as strong as the 
Big Ten Sports channel. And its audi-
ence could grow along with the rest of 
our industry.

Some of this is already happening in 
our market today, particularly at colleg-
es, which are offering special program-
ming on their private systems in student 
housing and dorms. 

And resident portals are popping up 
all over the MDU industry, with designs 
of putting specialized niche program-
ming on a broadband platform, or in an 
IP version at some point.

A channel specifically for apartment 
renters would also drive another point of 
difference between us and the franchise 
cable companies. Resident TV would 
be a nice addition in the leasing office, 
the model apartment and the common 
laundry room.

Maybe it’s like Headline News, and 
replays the same content every thirty 
minutes. Our apartment residents are 
typically hurry-up, go-go-go, drop in 
dirty laundry, check the mailbox kiosk, 
put more quarters in the dryer…and 
see a little Resident TV while folding 
clean clothes.

Well…maybe this thought still 
needs a little more time for technology 
to catch up. But I am hoping that some-
one will jump in and kick-start this new 
channel and bring us another episode of 
“Name That Noise!” BBP
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