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At Helen Greek Food and Wine in Houston, above, the music is meant to be
comfortable and familiar, with a mix including Taylor Swift and Ella Fitzgerald.
At New York City’s Charlie Bird, the predominant sound is hip-hop. Charlie Bird
upgraded its speaker system and acoustics for better sound control.

There are three things to re-
member when iPhone shopping.

The next iPhone will always be
better than the current one. No
matter the season, Apple will al-
ways try to sell you an iPhone.
And the next iPhones usually come
out in September, at which point
prices on at least some current
iPhones will drop.

Add it all up and you get my
patented iPhone No-Buy Rule™: Do

not buy an iPhone
once June rolls
around. Wait for
the new one.

This year,
there are plenty

of reasons to wait. The iPhone 6s,
while a very good phone, failed to
address some of the biggest com-
plaints we have about our smart-
phones—most notably battery life.
In the meantime, Samsung re-
leased the Galaxy S7, the best
phone hardware you can buy right
now. It has the camera to beat and
can survive a dunk in the pool.

The next iPhone, however,
could return Apple to the best-
smartphone throne. According to
my WSJ colleagues, it will look a
lot like the current iPhone and
(brace yourselves) completely lose
the headphone port. But it’s likely
to be thinner and more water-re-
sistant, with substantial camera
improvements.

Another big reason to hold out:
You’ll likely keep your next phone
for a while. As the introduction of
must-have features slows and car-
riers move away from two-year
upgrades, people are hanging onto
their devices longer. Now 12% of
iPhone owners have them for more
than three years, up from 5% two
years ago, according to Consumer
Intelligence Research Partners.

Other than Apple’s top brass,
no one knows for sure what the
next iPhone will look like. Based
on my colleagues’ reporting and
some of my own, however, we can
put together a lot of the puzzle,
with a few key pieces still missing.
An Apple spokesman declined to
comment on any of the following.

The iPhone upgrade cycle has
become as predictable as a Star-
bucks latte. One year, there’s a
fresh design. The next year, the
“S” year, it’s the same design with
key upgrades like a fingerprint
sensor or 3D Touch screen. This
year, Apple is expected to break

Please see IPHONE page D3

prominent role, with few apologies
for it being predominantly rap and
containing explicit lyrics. “If you
can’t handle it as an adult in
downtown New York City, you
can’t handle it,” Mr. Hardy says.

Shortly after the restaurant
opened in 2013, bartender Charlie
Reyes took over the music selec-
tion and created a base of 14 play-
lists on streaming-music service
Tidal, naming them things like
Chicken and Barolo (Friday Din-
ner). He updates them with about
an hour’s worth of changes a
week. Mr. Reyes, 35, doesn’t shuf-
fle songs randomly. Instead, he or-
ganizes playlists in phases, from
somewhat mellow to most ener-
getic, to correspond with the ebbs
and flows of service through the
evening.

Gradually escalating the mood
toward a song like Wale’s “Lotus
Flower Bomb,” with lyrics that are
both sung slowly and rapped at
lightning speed, helps diners leave
excited for the rest of their night.
It also “gives our staff the energy
to build up again” as one group of
diners leaves and another arrives,
Mr. Reyes says. He recently started
Audio Culture, a company that
consults on music for restaurants
and parties and handles the more
jazz-influenced soundtrack for the
Charlie Bird team’s new restau-
rant, Pasquale Jones.

Jonathan Heines, a 36-year-old
strategist at UBS Wealth Manage-
ment and a diner at Charlie Bird,

was excited to hear music from A
Tribe Called Quest, a high-school
favorite of his, upon a recent ar-
rival. “I wouldn’t come back here
if the food wasn’t great, but you
get the friendly bartenders, you
get the great music, it’s an all-
around good vibe,” he says.

“Light, color, sound, people,
and food. If one of those is miscal-
ibrated, you run amok,” says Sean
Sullivan, a vice president at the
parent company for Atlanta-based
chef Ford Fry’s eclectic mix of 10
restaurants.

To figure out what they want
the music to feel like, Mr. Sullivan
and Mr. Fry consider each new
restaurant’s menu and level of for-
mality. For Tex-Mex spot Superica,
in Atlanta, he says, “We came up
with a concept of: What if you
were Willie Nelson, T Bone Bur-
nett, Buddy Holly and Johnny Cash
driving along” the highway? That
idea led to ZZ Top’s early songs,
which feature the band’s recogniz-
able Texas guitar swagger but
challenge listeners with some
tracks they haven’t heard.

Once he has a general idea for
the music, Mr. Sullivan works with
a local music expert to choose
about 12 hours of music, then
sends those choices to New York-
based audio-advisory company El
Media Group. The company’s in-
house DJs select as much as three
times the amount of complemen-
tary music for the restaurant to
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At Charlie Bird in Manhattan’s
SoHo neighborhood, diners hear
hip-hop from The Notorious B.I.G.
while they twirl their tagliatelle. A
few blocks away at Carbone, lob-
ster ravioli comes with 1960s love
songs such as “Just One Look.”

Restaurant playlists have a crit-
ical role in shaping a diner’s expe-
rience and an establishment’s im-
age. Music may make guests feel
upbeat or calm. The right playlist
can ward off a stuffy customer and
attract a stylish one. It may also
prevent the staff mutinies that
come with hearing the same song
10,000 times.

Getting access to an eclectic
mix of music has gotten easier
now that Spotify and other music-
streaming services offer a vast se-
lection and simplified creation of
playlists. Whether hiring music
professionals or working in-house,
restaurant owners are taking full
advantage, meticulously managing
their music to create the desired
effect.

“I think it’s possible to drink
great Burgundy, eat great food,
and listen to music that makes
your head bob at the same time,”
says Charlie Bird chef Ryan Hardy,
describing himself and his busi-
ness partner as “hip-hop heads”
who want their guests to feel as if
they have been invited into the
restaurateurs’ home. To Mr. Hardy,
that meant music would play a

BY ERIN GEIGER SMITH

Restaurants Dish Up a Specialty: the Signature Playlist
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HOME & DIGITAL

one of several such efforts to make every day
office-cupcake worthy. In Woodman’s case, a
staffer purchased the proclamation as a sur-
prise for the restaurant’s owners.

With a motto like “celebrate every day,”
expect a full calendar. In fact, the National
Day Calendar also features a National Deep
Fried Clams Day on Nov. 1, though Marlo An-
derson, the calendar’s founder, says he
couldn’t find much research to substantiate
the origins of National Deep Fried Clams Day.

“We’re like, ‘Who eats fried clams in No-
vember?’ ” says Mrs. Woodman of the rival
designation.

When Mr. Anderson, 52, created the data-
base in January 2013 for National Day Calen-
dar—now part of Zoovio Inc., a company that
digitizes videos—he wondered, “How many
national days can we have?”

The number, apparently, is as limitless as
the day is long. Mr. Anderson lists some 1,200
holidays, many of which existed before he
launched his project.

In its short life, National Day Calendar has

become a go-to source for such celebrations.
The power of the site basically rests in the
fact that more than 20,000 media outlets sub-
scribe to it, free of charge, according to Mr.
Anderson, so if you’re on it you may get a
mention on a slow news day.

Mr. Anderson was moved to start the cal-
endar when he was looking for information
on a National Popcorn Day and couldn’t find
any. His calendar now includes a National
Popcorn Day (Jan. 19), as well as National Or-
ange Blossom Day (June 27), National Peri-
odic Table Day (Feb. 7), National Ferret Day
(April 2), National Drinking Straw Day (Jan.
3) and National I Love My Feet Day (Aug. 17).

The designations are typically used by or-
ganizations, small businesses and other com-
panies as promotional opportunities, often in
tandem with social-media campaigns and spe-
cial shopping days, to raise awareness about
a brand or a cause.

The notion of using a self-designated holi-
day as a marketing opportunity goes back a

Please see DAY page D2

When the owners of Woodman’s of Essex
opened their mail last summer, they were
elated to find a poster-size proclamation de-
claring July 3 National Fried Clam Day.

“It really was a big deal for us,” says Mau-
reen Woodman, a third-generation co-owner
of the roadside seafood restaurant in Essex,
Mass. For her, the recognition provides “just
one more stamp of approval” for the restau-
rant’s claim that its founder invented the
fried clam 100 years ago on July 3, then in-
troduced it to the public the following day
during a local Fourth of July parade.

The honor was granted by National Day
Calendar, a little-known group in Mandan,
N.D., with outsize clout to decide who gets
their own day. The group’s official calendar is

BY JILLIAN BERMAN
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multiple holidays on a given
date. The audience for na-
tional days is wide enough
not to be put off by a day
that includes, say, National
Chocolate Éclair Day and Na-
tional Onion Rings Day, both
on June 22, he says.

“It could be a niche type
of thing, but if you’ve got 10
million people in this coun-
try that really love onion
rings and when they post
about it, it trends,” he says.

The committee rejects
frequent requests from boys
wanting to impress their
girlfriends with a special day
just for them. “We don’t
honor individuals,” Mr. An-
derson says.

Mr. Anderson admits the
calendar is getting crowded.
He is considering retiring
some holidays, such as Na-
tional Deep Fried Clams Day,
that seem irrelevant today or

don’t appear to have a back
story.

The demand is high
enough to spark competition
among calendar makers. In
2006, blogger John-Bryan
Hopkins, 44, of Birmingham,
Ala., started designating
days in honor of foods as a
way to create a following for
his site, Foodimentary. He
simply named the holidays
Cereal Day or Eggs Benedict
Day. He later learned that
adding “national” to the
name “just got much more of
a response, like it was more
official,” he says.

The tactic worked. Mr.
Hopkins’s site has more than
860,000 followers on Twit-
ter. Now, he rarely adds a
new day. “There’s not really
much of a need for it,” he
says. Companies don’t buy a
day on his site, and there is
no application process. But

Chef Victor Albisu likes the music upbeat and loud at Taco Bamba, his Virginia taqueria.
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Artist Derrick Adams in his Bedford-Stuyvesant neighborhood, top. A local fabric store, above left, is a source of
materials for his mixed-media installations, right, some of which are currently on exhibit at Pioneer Works in Brooklyn.

A Brooklyn Artist Finds Inspiration Close to Home
Derrick Adams’s artwork has

been displayed in galleries from
Chicago to Paris and London. But
when the 46-year-old artist seeks
inspiration, he turns to the imme-
diate surroundings of home.

Mr. Adams moved to New York
City from his native Baltimore in
the early 1990s. For more than a
decade he has lived and worked in
Brooklyn’s Bedford-Stuyvesant
neighborhood.

“A lot of the things used in my
work have been incorporated from

this area, or at least
inspired by it,” he
said on a recent sum-
mer evening while
leading a tour of half

a dozen blocks along Fulton Street,
a main commercial thoroughfare in
his neighborhood.

For almost a century, Bedford-
Stuyvesant has been a hub for New
York’s African-American commu-
nity. Today, a slow wave of gentri-
fication has led to independent ca-
fes setting up alongside long-
established dollar stores and
eateries.

“They’re African-American, or
from Haiti, West Africa or the
Spanish-speaking countries,” he
said of his neighbors. “America is
structured on multiple dynamics
of the American experience. It’s to
your detriment if you don’t under-
stand that you don’t occupy this
space alone.”

Raising his voice to be heard
above a blaring boom box while
dodging a child in a Spider-Man
costume running down a sidewalk,
Mr. Adams paused outside Fouta

Toro, a gift shop selling knick-
knacks such as caps and brightly
colored trousers in unusual geo-
metric patterns.

“I much prefer looking at these
patterns than an abstract paint-
ing,” he said about the store’s
wares.

“They’re not made with the in-
tention of being for high culture,
but are merely decorative in pur-
pose.”

He popped into a fabric shop
where he is on a first-name basis
with the manager. He fingered a
dashiki, a colorful African tunic.

Mr. Adams was educated in fine
art at Pratt Institute and Columbia
University, in New York. He is
known for his use of bold colors
and complex patterns in his mixed-
media installations.

A solo exhibition of some of Mr.
Adams’s artwork is on view at
Brooklyn’s Pioneer Works through
July 17.

While Mr. Adams said he pa-
tronizes Bedford-Stuyvesant’s
stores primarily for artistic in-
sight, he occasionally makes im-
pulse purchases. Among recent ac-
quisitions: a canary-yellow shirt
custom-printed with the tag “I can
do bad on my own,” which he
wore to a photo shoot for his cur-
rent show.

“I end up being close to the
people here because of my creative
interests,” he said.

“When I say I’m an artist, they
think I’m a fabric designer or a
tailor. When I tell them I use their
fabrics for a collage or sculpture,
they don’t understand until I show
them a picture on my phone, and
they go, ‘Oh my God!’ ”

BY KRISTIANO ANG
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play. “I can, in real time, yea or
nay a song from the floor,” with an
app, Mr. Sullivan says, allowing El
Media to continue recalibrating.

El Media, founded in 2004, has
1,500 restaurant clients world-
wide, including upscale dining
spots, fast-casual restaurants and
nightclubs. Lower-volume, vocal-
free lounge music and jazz play at
New York’s Le Bernardin. Both Ma-
donna and James Brown make the
diverse list for Beauty and Essex
in Las Vegas. Nick Jonas and Jay Z
blast from the speakers at bi-
coastal vegan spot by Chloe.

“Each playlist we try to make
non-repeating for about 40 hours.
The art of it is in the shuffle,” says
company co-founder Josh Katz,
meaning that any song should
move seamlessly to the next.

Many clients visit El Media’s of-
fices in New York or Miami and
meet with DJs to help nail down
specific tastes, Mr. Katz says. “Of-
ten people will come to us and say
‘We want Coldplay,’ but there’s a
differential between the Coldplay
they like and don’t.”

Some restaurateurs still prefer
to do it themselves. Houston’s
Benjy Levit has created new play-
lists for 20 years for his flagship
restaurant and lounge, Benjy’s. His
tastes have moved through

Continuedfromthepriorpage
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DAY
long way. The Salvation
Army started National Donut
Day in 1938 as a way to raise
money for social services
during the Great Depression
and to celebrate the group’s
volunteers, who handed out
doughnuts to soldiers during
World War I.

The U.S. government des-
ignates federal holidays.
Some states also create their
own. Additional celebrations
can be recognized by presi-
dential proclamation, such as
National Maritime Day,
which was May 22.

Despite today’s crowded
landscape—and the cost of
up to $4,500 for a day—busi-
nesses still clamor for a spot
on the calendar. Mr. Ander-
son says he and his four-per-
son committee receive about
18,000 applications for new
national days each year. They
choose about 30, meaning
about 90 new days have been
registered since they started.

Applicants submit a brief
online form. The committee
must unanimously agree for
the day to be featured on the
calendar, which is offered in
print and online. If a day is
approved, the applicant must
pay $2,300 to $4,500—de-
pending on whether the
company wants National Day
Calendar help in promoting
the holiday—to be written
onto the calendar.

Mr. Anderson’s group
doesn’t shy away from listing

Continuedfromthepriorpage

he will help brands and or-
ganizations that want to cre-
ate a new food day find an
appropriate date.

Special days keep growing
as barriers to new celebra-
tions fall. Twitter, Instagram
and other social-media plat-
forms have made it easier
than ever for companies to
create so-called hashtag holi-
days and amplify special
days that fit their brand.

Despite the noise, some
business owners still see the
value in celebrating a con-
trived holiday. Greg Kempel
says he has made back four-
fold his $899 investment
(rates have since increased)
in a listing on the National
Day Calendar for National
Strawberry Rhubarb Wine
Day. Mr. Kempel and his
wife, who own Maple River
Winery, based in Casselton,
N.D., created the holiday in
2013 as a way to draw atten-
tion to one of their signature
products. They celebrate it
on the third Saturday of July
every year.

“When someone in Alaska
is enjoying our bottle of
wine on National Strawberry
Rhubarb Wine Day, you can’t
put that into perspective as a
small-business owner in
North Dakota,” Mr. Kempel
says.

This year he’ll share July
16 with National Corn Frit-
ters Day, National Personal
Chef’s Day, Toss Away the
“Could Haves” and “Should
Haves” Day, and National
Woodie Wagon Day, accord-
ing to the National Day Cal-
endar.

Competitors see who can cover themselves in the most grits on
National Grits Day on April 14, 2012, in St. George, S.C.
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phases—from acid jazz to swing to
a throwback 1980s feel. He begins
by selecting about 500 songs from
his approximately 3,000-song mas-
ter playlist, then adds 10 a week.
He comes across them via satellite
radio, new releases featured on
iTunes and watching movies with
his children. “I try not to put any-
thing on the playlist that’s on com-
mercial radio,” he says.

At nearby Helen Greek Food
and Wine, partner and wine direc-

tor Evan Turner, a former DJ,
wants diners to feel comfortable.
“I merely want a playlist that
whether you’re 21 or 61, at some
point during you meal you say ‘Oh,
it’s awesome to hear that song,’ ”
he says.

That means Ella Fitzgerald,
Christopher Cross, Led Zeppelin,
Taylor Swift and clean versions of
Lil Wayne—ideally, songs with be-
tween 80 and 110 beats per min-
ute. “Nothing too slow that takes

air out of the room, nothing too
fast where you’re trying to have a
nice meal” and the music takes
over, Mr. Turner says.

Complaints that restaurants’
volume levels make them feel
more like clubs are common
among professional critics. Pitts-
burgh chef Justin Severino admits
the volume of the music at his
first restaurant, Cure, distracted
from the dining experience when it
opened five years ago. An impor-

tant review called it “loud to ex-
cruciating.”

It wasn’t until he visited a res-
taurant on vacation—when he
shouted that the music was too
loud and his wife responded it was
quieter than Cure—that he
“cranked it back,” he says.

Cure’s current music includes a
mix of Pandora for Business’s cre-
atively named channels, such as
“hip hop BBQ,” and songs by The
Clash and Bob Marley. Mr. Sever-
ino allows kitchen and floor staff
to take turns choosing the music,
even if he regularly thinks, “I can’t
bear any more country music.”

At Chef Victor Albisu’s Del
Campo Latin American grill in
Washington, or his taqueria, Taco
Bamba, in nearby Virginia, “I try
to micromanage it as much as I
can,” says the lifelong guitarist.

Del Campo plays a mix of music
Mr. Albisu hears when he’s in
South America, which is light on
hip-hop and heavy on classic Span-
ish guitar music and now-classic
rock, like Pearl Jam.

But at the rambunctious taque-
ria, he goes with how he feels that
day. It is “very loud and very var-
ied,” he says. He plays rap from
the Wu-Tang Clan, for instance,
and had David Bowie on heavy ro-
tation after the musician’s death.

“When people complain about
the music, we put on opera,” Mr.
Albisu says. “All the sudden Pa-
varotti comes on … it takes on a
very different vibe, but it’s cool.”
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