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“ONE WISH”
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R&B_./Hip-Hop 7*
Rhythmic Top 40 7*

R&R
Urban 7*
CHR Rhythmic 6*

7500+ spins
70 million audience
and climbing!

VIDEO

“One Wish” in Heavy rotation on BET

- Reached #6 on BET 106 & Park
- “One Wish” premiered on MTV’s

Direct Effect on 11./1

- MTV Hits
- MTV Jams
- #4 this week on Music Choice
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TELEVISION

- Tyra Banks Show

- Late Late Show

« Soul Train

- BET 106 & Park performance
- BET 25th Anniversary

- Ray J stars in “One On One”

every Monday night at 8pm on UPN
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ONLINE
- “One Wish” video #5 on the AOL
Top 40 chart
> #1 on Yahoo! Music’s R&B Chart
for over 5 weeks
- - . iew THe D el
- “One Wish” video is #3 on Myspace

(Top 5 since 9./721)
- #1 selling voicetone on Zingy
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“SANTANA SHINES. A NEW RELEASE THAT
SOUNDS LIKE A COLLECTION OF HITS? v oaiy news

oantana all that iam

“Carlos Santana continues his collaborative magic. With Mary J. Blige, Steven Tyler, reggae star Sean Paul
and Los Lonely Boys, the guitar god covers the full spectrum. Fresh and funky is ‘My Man’ on which Blige
and Outkast’s Big Boi bring out the fly guy in Santana and ‘Twisted’ with Anthony Hamilton, his soulful side.
On four tracks Santana fires up his trademark spicy Latin-rock jams. Very Good.” People Magazine

“All That | Am’ enlivens the original Supernatural mold by featuring compositions worthy of its contributors.
From OutKast's Big Boi to Aerosmith's Steven Tyler, the songs themselves co-star including ‘I'm Feeling
You’, fronted by Michelle Branch. ‘My Man’ (Mary J. Blige) has melodic heft and ‘Just Feel Better’ gives Tyler
his most fluid pop song since ‘Don't Wanna Miss a Thing” N.Y. Daily News

“Santana’s brilliant guitar style is very much present. He and Los Lonely Boys are absolutely perfect for
each other. ‘My Man’ sets off urban thunder. Very Good Album.” Newhouse News Service

“The Santana band astounds. The ‘All That | Am’ album is full of catchy hits and great musicianship.
"Roger Friedman, Fox News

ALBUM DEBUTS AT #2 ON SOUNDSCAN'’S TOP 200!

BY POPULAR DEMAND: THE NEW SINGLE!
RED HOT AND MAKING HISTORY TOGETHER

SANTANA AND STEVEN TYLER
“dust Feel Better e o, om s

www.santana.com ARISTM: www.aristacom 2005 ARISTA RECORDS, A UNIT OF SONY BMG MUSIC ENTERTAINMENT
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RadioMonitor

Dear programmer,

To put you and your station in the holiday spirit and to provide a valuable
programming resource, Billboard Radio Monitor has put together a compilation of
new holiday music releases fresher than new fallen snow.

Comprising some of today's hottest acts on the charts, the Billboard Radio Monitor
Holiday Shuffle CD enclosed with this week’s issue includes new spins on holiday
classics from Rod Stewart to De Sol and MercyMe to Brian Wilson. These new
takes on seasonal favorites like “Up On The Housetop,” “Jingle Bell Rock” and
“Rockin” Around The Christmas Tree” are here to put some cheer into your holiday
programming.

And since you're on the right side of the "Naughty or Nice" list, the songs are also
available digitally through Musicrypt’s Digital Music Download Service, accessible
via BillboardRadioMonitor.com

Happy Holidays!

The Billboard Radio Monitor staff

770 BROADWAY * NEW YORK, NY 10003-9595 = (646) 654-4400 * Advertising Fax: (646) 654-4799 « Editorial Fax: (646) 654-4681
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AS THE HOLIDAY SEASON MOVEs intohighgcar,
SOMe major-myrker stations jre already Programming 4 41
Christmag format. S hoy do Christiam—formntted stations incor-
borate the spirit of Christmag into thejr music mjy?

There is ope right answer, according to Sajem Radio Network
PD Vance Dillard: Giye listeners what they want,

“We ask oy audicnces dCross the country whyy Christmag
music they woylg like to hear. and based on thejr responscs, we
give that to them,” ke says,

The Salem respondents nameq some of the mogt famous sec.-
ular classicg and best-knowp Christmag music performed by
Christian artists,

For ¢xample, Bing Crosby’s “White Christmag” ranks high
on the Salem survev. “It docsp’t E€tany bigger thap that
Dillard Says. “We also inclyde the Carpcntcrs, Brenda Lee and

Andy Willigmg on the list of 4] of those great Christmag songs
that we grey up with.”

While thig rescarch helpg map out a network playlist, Dillarg
says he also tries o accommaodate market-specific Programming
during the scason: “T try 49 b SCNsitive 1o whye all of oyr
Christian gy ncd«;md—opemtcd Stations acrogs the country may
and may not wyn; So I'm more Conservative, I'm poy trying to go
outand play every seculyr Christmag single that comes along, byt
We try to play the songs that captyre the nostalgiy of Christmag »

Salem Music Network GM Michuel Miller teljg Billboard
Radio Monjtyy, that his group’s Naghyille stations flip ¢o contin-
uous Christmag music each veyr from lage November through
Christmag Day. Each Station is frec g choose musjc that begt
SUILS its markey and listeners.

McVay Media VP/conqut;mt Danicl Anst;mdig works with 5
number of contemporary Christian radio stationg that play 4.
Christmag music during | december, «f )cpcnding on the station’s
history ang brand, we integrate some amount of traditiong) or
religious songs,” he says,

The stations that Anst-.mdig consults play Christmag classics
by Williams, Croshy, Burl Ives and the Carpenters, “These are
songs that haye become ap anticipated an cherished part of the
holiday season.”

Listeners also hcar some more-mainstream favorites by
Christian music’s staple acts: Amy Grant, Steven Curtis
Chapm;m, 1\IcrcyMc, Jaci Velasquez ang Third Day. “There Is
also a heavjer dose of format—speciﬁc songs.” he says, such ag
“What Chjlg Is This,» “Emmzmuel,” “Mary, Dig You Knowp»
and “O Holy Night.»

Dillard Savs some Christian artists who garner prominen yjp-
Play on his nety ork have croggeq OVer to stationg outside the rel;_
gious formay. Grant, for example, wil] be heard “op just about
any type of radijo station,” Dillard says. Michael W Smith js
another Chrisgjap artist who hag developed secular audience.

Edison Media Research vp of music and Programming Seyp,
Ross says the all-Christmag formar workg well in mogt markets.
And while People are stjj] waiting for , Saturation pojnt tq appear
€very vear, “it never materializes. There are always handful of
Mmarkets where doesn’t work or where the landscape g too
trowded, but there are many more Stations that sec 4 benefit.”

HERE'S MUCH MORE AT w www.BillboardRadioMonilor.com

Anstundig agrees. He says contemporary Christian radio
sometimes hegrg criticism from listeners who fec] thyy songs
from Gene Autry or the Carpenters are “unneccss:lry or detract
from the true meaning of the Christmag holiday, However,
these listeners 4 few and far bct\\‘een, and

in audience
research, we hayve Very rarely observed listeners tuning oy
because we played toq many hitg

Dillard’g programming mandate jg Capture the momen
and to be reflective of what people have gid they wane and
what they've ¢xperienced gyer the Years—wwhat Christmag has
come to be”

In that respect, he says, there’s ap ¢mphasis op having “tpe
right songs with Christ i them, becagge that is why W repre-
sent, but at the same time, we (o ¥ to put jn the right amount
of sccular, blockbuster, classic Christmag songs.”

One advantage thye Chnstian-formatted stations have during
the Season, Dillard says, is that “by the nature of what e do, it

Dillard, whe joined Salem in fall 2003, has been in radjo since
the 197¢s, Those decades of €Xperience mean he has heard 5 lot
of listener Tesponse to a lot of topics. “Ultimately, the feedback
from listeners means there are 3 fey songs that I fee) strongly

WorldRadioHistory
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spective, s 3 wonderful, competitive time of year,” he sayg.

Anstamdig adds, “Insgane gratification jg the most important
clement of the all-Christmas music tactic, Fy ery time listeners
turnon vour radig station, they should hear one of their favorjge
Christmag songs

Stations thay play novelty songs in high Totation (such
“Grandmg Got Run Oyer by a Rcindecr”) are the ones thyy hin-
der their owp Success, he says.

Dillard believes thyt there js always rogm for ar Jeast 5 couple

of novelty scasony] songs. Salem’s “Family Friend), .\Iorning
Show With Doug & Kim» has used ap intercsting approach to
Novelties. “Werye had great fup for the lagt couple of years,”
Dillard says. “Doug hyg taken ope artist and Kijm has taken
another, and we've pitted those tWo against ech other,”
Anst'.mdig Says sgations cap “reinforce the illusion of music

variety” in the all-Christmag Ormat by adding Strong remakes of
Popular songs 1o the Playlist, such a5 MercyMe's newly recorded
“Rockin’ Around the Christmag Tree.”

“That’s great example of song that cap bring new vigor to
an old favorite,” he says.

There is also €W music thyy deserves 3 place in rotation,
Ansmndig says. “We look for songs that pul] on he heart strings

NOVEMBER 18, 2005




Our competitors REALLY seem threatened by
us. They've threatened to sue us. They've even

offered to buy us out. The time has come to
REALLY piss them off!!

OPTIMUM GOAL

Finally! Intelligent software is available to e .
. y B Yot fcors Taget What's the Tempo goal for your station?
music programmers that can take the guess- 4 Categore
work and trial and error out of establishing A S, oot whero 1 MusicMaster v3.0 lets you dial in the average
rules and maintaining optimum rotations. sl Tempo that you would like to maintain as a scheduling
— . SERRRE I P— rule. You can do the same for any other values, such
The characteristics of your library are Swoep Taget o h ih ity familiari
dynamic, changing slightly with each add, —r b as research scores with average popularity, familiarity,
\ T i or burn. How about average year? You set the
move, or deletion that you make to catego- Sweep Marker ST -
. . : Bres Eoped parameters to meet your individual station’s
ries. can adjust to those - Recora Typa hedul |
changes automatically to maximize Artist Sapsad T scheduling goals.
Separation, Song Rest, Hour Exposure, Shift et [ wegmae p— "t Can your current seheduling software do that?
Exposure, and more. Just imagine—no It's almost 2006. . .why not?
n " o ] cmm
unscheduled positions and no editing.

1000+ new MusicMaster users can’t be wrong. If you’re too busy ...

N
Music Master

Scheduling”™ ) )
\_)
1-800-326-2609 or www.mmwin.com

Windows is a registered tracemark of the Microsoft Corporation.
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BY IVORY JONES

ith the holidays approaching, consumers find
themselves hit with not only the annual deluge of
radio format flips to all-Christmas music, but an
accompanying sleigh-load of scasonal advertising.

During the holiday season, radio sales associates ramp up the
hunt for clients cager to advertise their businesses and services.
But how cffective are holiday ad buys in driving scasonal busi-
ness? And once the Christmas trees are taken down and the orna-
ments are put back in storage, how many of those advertisers
remain with radio stations on a more permanent basis?

The annual Christmas Spot 10 list from Media Monitors
looks at radio advertising trends for the previous year. In 2004,
the company surveved 50 stations that flipped to an all-
Christmas format during the holiday scason.

One of the elements they examined was the stations’ top adver-
tisers and whether or not they continued to buy time once the out-
lets returned to all-systems-normal, post-holiday programming.

The 10 advertisers that topped the list during the holiday sea-
son were Kohl’s, Verizon, Home Depot, Radio Shack, Comp
USA, Geico, Toys “R” Us, Kroger, Walgreens and Meijer. Out
of that top 10, it should come as no surprise that eight became
major destinations for holiday shopping.

Once the all-Christmas stations returned to their regular for-

| mats, at least 60% of those advertisers continued to purchase

spot time on radio over the next 10 months. However, Media
Monitors research did not reveal how many of those advertisers
had been advertising on the stations before the holiday season.

| LET THE MUSIC PLAY

One subtle tactic to coax shoppers into the spirit of spending

is to use music. Media Monitors director of public relations

I
|
|
|
I
|
[
[
|
|
|
|
|

RADIO’S ALL-HOLIDAY TOP 50

Tom Zarccki points to the company’s findings that the tvpe of
holidiy music a station plays may directly affect consumers’
spending habits.

Of the top 10 songs played on the 30 surveved stations last
vear, none were overtly religious and only four were midtempo
or slower.

‘The Billboard Radio Monitor chart of the top 30 AC hotiday
songs shows a similar trend. More than half the songs in the top
10 are midtempo or uptempo, and none would be considered
religious-themed.

While it might seem to a casual listener that all Christmas-
themed stations favor softer songs with at least some religious
content, that 1s far from the case, Zarecki savs. And therd’s a
reason: “Sacred songs tend to be slower; they’re almost always
slow. You can draw the conclusion that stations that went all-
Christmas just wanted to be uptempo. The reality is that many of
the stations know that they are going to be plaved in stores. You

want to keep the tempo up, so people can buy stuff.”
Ironically, most marketing experts advocate slow or midtempo

music to relax shoppers, making them more prone to take their
time and spend more money.

Media Monitors’ findings indicate that during the holiday
scason, retailers and marketers mirror the frantic rush that can
characterize holiday shopping by leaning toward more uptempo
tunes. This unspoken rule cases as Christmas Day nears and

shopping expeditions begin to wane.

“By Christmas Eve night, the stores are all closed, of course
. Al "

and then the stations can be more haid back because the rush is
over,” Zarecki says. “You'll still hear those uptempo songs, but
now vou’ll hear two or three in a row about the Messiah, like ‘O
Holy Night.””

Nighttime also seems to be the right ume for these slower,
religious tunes. Zarecki tells Billbourd Radio Alonitor that prior to
Christmas Eve, such songs may garner airplay during the

SELLING

evening “as people are wrapping their Christmas presents.

That’s when those songs will come to prominence.”

TRADITION WINS OUT

Familianity 1s another factor that stations consider when select-
ing their holiday plavlists, Zarecki says. During a scason that
focuses on family and tradition, it makes sense that listeners pre-
fer to hear songs they know.

“Most of the songs that are extremely popular are not new,”
Zarecki notes. “Part of the reason for that is familiarity.
Christmas is a format where you can’t just play something new.
You can’t just play a new song by Nelly, for example. During the
holiday scason, listeners respond to what they know.”

Thus, stations that flip to all-Christmas music tend to stick to
the same traditional songs and the same artists, although they |
may play several varations of the same tune.

In 2004, “Have Yourself a Merry Little Christmas™—which
was onginally recorded by Judy Garland and has since been
recorded by evervone from Diana Krall to Coldplayv—topped the

| list, with 52 versions garnering airplay.

“Winter Wondertand™ and “The Christmas Song (Chestnuts

| Roasting)” round out the top three, with more than 40 versions

of cach nabbing radio spins.
Radio programmers also tend to stick with the samie artists.
Irank Sinatra tops Medi Monitors’ list of artists with the most

| songs on all-Christmas radio last vear. O Blue Eves had 32

holiday songs that garnered airplay, with Johnny Mathis, Harry |
Connick Jr, the Ray Connift Singers and Mannheim Steam-
roller joining him in the top five.

With a careful selection of tunes and strategic advertising, ali-
Christmas stations and their advertisers can continue on the road
to success. “Remember, the goal is that radio is a companion
product for people to listen to in their cars,” Zarecki advises.

“The impact can be made.” oo

»1 - www.BillboardRadioMonitor.com

SOURCE: NIELSEN BROADCAST DATA SYSTEMS, CHRISTMAS WEEK 2004

1 AHOLLY JOLLY CHRISTMAS —— Burllves | 26 STEPINTO CHRISTMAS ) Eiton John
2 ROCKIN" AROUND THE CHRISTMASTREE Brenda Lee 27 SLEIGH RIDE o -  The Ronettes
3 WHITE CHRISTMAS . Bing Crosby 28 _CELEBRATE ME HOME | ~ Kenny Loggins
4 THE CHRISTMAS SONG _ NN - Nat “King” Cole | 29 HAPPY HOLIDAY/THE HOLIDAY SEASON | Andy Williams
5 JINGLE BELL ROCK | ~ Bobby Helms 30 CHRISTMAS EVE (SARAJEVO 12/24) Trans-Siberian Orchestra
6 HAPPY X-MAS (WAR IS OVER) John Lennon 31 WHERE ARE YOU CHRISTMAS? Falth Hill
7 FELIZ NAVIDAD _ Jose Feliciano 32 CHRISTMAS CANON - Trans Siberian Orchestra
8 IT'STHE MOST WONDERFULTIME OF THEYEAR ~_ AndyWilliams 33 THE LITTLE DRUMMER BOY ___ Harry Simeone Chorale
9_ _IT"S BEGINNING TO LOOK A LOT LIKE CHRISTMAS Johnny Mathis | 34 DECKTHE HALLS s ~Mannheim Steamroller
10 MERRY CHRISTMAS DARLING The Carpenters 35 SLEIGHRIDE ~_Leroy Anderson
11 RUDOLPHTHE RED-NOSED REINDEER - ~GeneAutry | 36 IT'STHE MOSTWONDERFULTIME OFTHEYEAR Johnny Mathis |
12 PLEASE COME HOME FOR CHRISTMAS Eagles | 37 FROSTYTHE SNOWMAN i The Ronettes
13 BLUE CHRISTMAS Elvis Presley | 38 IT'STHE MOST WONDERFULTIME OF THE YEAR —— Amy Grant
14  DOTHEY KNOW IT'S CHRISTMAS7 - Band-Aid | 39 HAVEYOURSELF A MERRY LITTLE CHRISTMAS JamesTaylor |
15 LAST CHRISTMAS Wham! | 40 HOME FORTHE HOLIDAYS The Carpenters |
16 ALL IWANT FOR CHRISTMAS | ISYOU ~ Mariah Carey | 41 HERE COMES SANTA CLAUS (DOWN SANTA CLAUS LANE)  Gene Autry
17 WONDERFUL CHRISTMASTIME Paul McCartney 42 THE LITTLE DRUMMER BOY BobﬁSeger &The Silver Bullet Band |
18 WINTER WONDERLAND - Eurythmics | 43 SANTA CLAUS IS COMINGTOTOWN ~ Frank Sinatra |
19 THE CHRISTMAS SHOES i NewSong | 44 IT'S BEGINNINGTO LOOK A LOT LIKE CHRISTMAS ) Bing Crosby
19 SANTA CLAUS IS COMIN’ TO TOWN Bruce Springsteen | 45 SAMEOLDLANGSYNE Dan Fogelberg J
21 BELIEVE Josh Groban 46 O HOLY NIGHT ) Celine Dion
22 JINGLE BELL ROCK Dary! Hall & John Oates 47 SANTA BABY Madonna |
23 O HOLY NIGHT Josh Groban 48 PEACE ON EARTH/LITTLE DRUMMER BOY | David Bowie & Bing Crosby
24 DOYOU HEAR WHATI HEAR? i Whitney Houston 49 CAROL OFTHE BELLS (INSTRUMENTAL) ~ David Foster
25  LITTLE SAINT NICK The Beach Boys 50 CAROLING, CAROLING Nat “King” Cole |

NOVEMBER 18, 2005




The John Tesh Radio SHOW - Tne Fastest Growing
Independent Syndicated Radio Show in America

...imagine yourself in front of the largest newsstand M]’D

in the world, and suddenly every great article you

need jumps into your hands... rad S

Music and Intelligence r your life

...More remarkable is that Tesh’s five-hour show

g is on the air somewhere in the United States
during every day part - and on six different formats.
The buzzword here is versatility.

Chuck Taylor,
Billhoard Magazine

Your show is better than Oprah and Dr. Phil
put together.
- Amanda N., MT

...Music and Intelligence for Your Life is a

e io S

5 = safe haven for family listening. Children, men
and women of all ages can gain something
i " from the show.
Z
: J 2 / Radio Ink Magazine

Cover Story

N\ I am heading into my senior year of
college and I plan on putting your stress
and sleep advice into use every step of

the way!

tes

thejjohn

2y - Alesha D., ME

—
=y _Tesh's show features content which is
_. /,;_"'. so compelling, it is imperative that | get
== my daily fix of “Intelligence For Your Life.”

— —— 1 Julie Kertes
5 "Give us 20 minutes and Radio & Records

we'll make you o (TN [ a XY S Your show gives me the motivation to

. 8 try harder and keep on going. Whether
person in (of ([ Z010]7 /8 vou are teaching me how to stay fit, or
tips on how to get ahead, your words
are inspiring. Your show goes the extra
Affiliate Relations: Scott Meyers, The TeshMedia Group mile to help people.

888-548-8637 or 516-829-0964 scott@meyers.net - Chip C., SC
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ING, BURL AND
ILLBOARDS

BY PAUL HEINE

MAGI

im Rvan docsn’t mind his stations sacrificing their mar-

kets” AC position to flip to all-holiday music this time
of vear. After all, *tis the scason when Nat “King” Cole
becomes Elton John and when “continuous Christmas
favorites” replace “continuous lite favorites.”

As senior VP of AC programming for Clear Channel Radio
and OM of format beacon WITW (Lite 'M) New York, Rvan
oversces roughly 90 stations that, sometime this month, go all-
vule, all the ime. With ratings expected to surge by roughly one-
third in December, trading Mariah Carey and Maroon for Bing
Crosby and Burl Ives doesn’t seem like such a bad idea.

The way KOSI Denver PD Dave Dillon sees it, the Entercom
station docsn’t really give up the AC position for three to four
weceks. “We're just adjusting the position to what our audience is
into at that tme,” he says. And though he may field a complaint
or two about the music change, research shows most listeners

embrace the scasonal flip.

L.ikc the scores of stations that have alrcady switched or are
about to, WLTW has 300-330 holiday runes ready to rotate. By
the time the giant tree is litin New York’s Rockefeller Center, the
station is rolling roughly a dozen versions of “lHave Yourself a
Merry Little Christmas™ in diverse styles from different eras.

Rvan and his programmers began researching music for the
holiday scason in mid-September. “Short of local idiosynerasics
like ‘Christmas in llerald Square® by Tony Bennett that we
would only play in New York, the big songs are the big songs
evervwhere,” he savs. “You don’t see the differences, market 1o
market, that vou sce in current music.”

McVay Media VP/consultant Danicl Anstandig savs, “We
advise stations to program all-Christmas music as though they are
programming an adult top H) radio station. The giant hits like
“The Christmas Song’ by Nat *King” Cole or *Most Wonderful
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T'ime of the Year’ by Andy Williams rotate similar to power cur-
rents on an adult top 40 station. The audience turnover varies
from market 1o market, depending on the competitive situation.
Some stations rotate super-hits faster than others.”

With multiple Santa signals per market a common occur-
rence—Ilast vear WLTW and ABC Radio adult top 40 WPLJ
New York flipped—getting there first and pounding on¢’s holi-

day position are critical. Positioning, imaging, promoting and
marketing all come into play.

“When you go from “Today’s hits and vesterday’s favorites’ to
‘Nonstop holiday favorites,” you need to let listeners know every
time you open the mic,” Ryan savs. “You really want 10 make
surc they know what’s going on.”

According to Anstandig, stations generally usc one of several
lines: “Your home for the holidavs,” “Your continuous
Christmas music station™ or “Nonstop holiday favorites.” The
namc of the station, such as Lite I'M, remains intact.

“When creating formatics for all-Christmas, the regular for-
mat should be adjusted to reflect the holiday changes,” he savs.
“You should not give up quantity or quality image marketing just
because vou're playing all-Christmas music. Simply put, your sta-
tion continues as it has in the past, but now vou just happen to be
plaving 100% holiday music. Morning-show imaging should
remain the same. Benchmarks remain the same. ‘Continuous lite
favorites’ becomes ‘Continuous Christmas favorites.” *Mix means
variety” becomes ‘Mix means Christmas.” ”

Sweepers take on a holiday feel, laced with clips from seasonal
movices, sleigh bells and those ubiquitous Santa laughs. “All the
sounds of the season,” Ryan says. “There’s really no set formu-
la. Every station handles it differently.”

Dillon says, *“We image the station as if that was the format we
normally did. Jingles, sweepers, promos that sell the stvle of
music played—It’s pretty simple. Its basic radio.”

Clear Channel stations can utilize an abundance of holiday
imaging, courtesy of the company’s creative services group,
headed by senior VP Jim Cook (see story, page 9). Still, some
stations, such as AC KOST Los Angcles, would rather produce
all their creative in-house. When her station gocs into full-on
holiday mode, KOST PD Stella Schwartz wants it to sound pure
So Cal, where palm trees sway even as precut evergreens are sold
along Ventura Boulevard. Jock banter reflects the holiday tradi-
tions of the local market.

“In New York vou talk about the tree in Rockefeller Center
and the windows at Macy’s,” Rvan savs. In Pittsburgh it might
be Kaufman’s and in Philadelphia, Wanamaker’s. “Everybody
has those places where the big tree in town is located.”
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Dillon says seasonal jock banter intensifies as Christmas Day
nears. “But it’s always about whatever is relatable to what they're

wr

plaving and pop culture,” he says. “The jocks wouldn’t stop ad-
libbing about things of a pop-culture nature just because we're
playing holiday music. But they find ways to interweave things
about the holiday.™

I'rom Thanksgiving through the end of the year, Kris Kringle
takes the promotional calendar hostage. Stations represent at as
many tree lightings as feasible. “Embrace Christmas as much as
vou can,” Ryan advises. “You have to really wrap yvourself up in
the Santa suit.” To maximize the ratings boost, marketing bucks
must be spent. The best ber? Billboards.

“It’s the best use of outdoor at any time of vear, because it’s
real casy to get the message across,” Ryan savs. More involved
messages can get lost on drivers whizzing by at 65 mph. But at
Christmas, all that’s needed 1s the station logo, some tinsel or a
Christmas tree and the phrase “holiday music” to “iell your posi-
tion really well,” he adds.

Some stations use TV commercials like those created by
Chicago-based Super Spots and Atanta’s 1QQ Television. In
Penver, Dillon employs 1QQ's holiday TV spot. On the street,
KOSI is “*doing evervthing holiday,” he says, from tree-lighting
ceremonics to Christmas parades to Santa photos with the kids.
“If it’s got holiday in it, we try and be atit.”

Most stations flip around the time that turkey carcasses turn
into turkey soup, but depending on the competitive situation,
some go carlier. For example, Triad adult standards WLOW
Hilton Head, S.C., went all-holiday on Halloween, so crosstown
outlet Clear Channel AC WYKZ tollowed suit that night, right
after the final spin of “NMonster Mash.”

“It’s carlicr than we anticipated going, but we have done rthat
there for vears and vears and didn’t wane to give up that position
to someonc clse,” Rvan savs. Thanks to preprogrammed music,
he savs, every Clear Channel station has the capability to go all-
Christmas “within three minutes.”

With a Jewish population of nearly 2 million in the New York

metropolitan arca, going wall-to-wall Christmas for an extended

Jim Cook

- HOLIDAY MUSIC
SPECIAL
ISSUE
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period of time has the potential 10 offend a portion of WLTW’s
listenership. “When vou're in a market like New York, it’s advis-
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able 1o wait as long as possible™ before tlipping, Rvan says. “You
have to be sensitive to vour local market. We're AC; we don’t
want to alienate anvone. We're the format evervbody can agree
on at work. Yet a good portion of this market doces not celebrate
this holiday.

“Unfortunately, vou have to oftend some people. [t does drive
some of us crazy that we have 10 aggravate a certamn percentage
of our potential listenership some portion of the vear. But there
are more people who are passionate about it than those who we
offend. It’s all a question of numbers,”

Rvan savs the ratings spike varies by the week of the Arbitron
survey and how many stations in the market tlip to the holiday
format. When two stations go, generally one wins the position

and increases its audience in the month of December by as much

Righi
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as 50%. T'he other station will generally be flat.
But in some cases, cach may get a 202 ratings gain. Because
of survey machinations—ithe four-week period that Arbitron

calls November ends Nov. 16—flipping too soon can hurt

WASH-FM

Christmas music, all day, every day!

y November ratings because some listeners aren’t ready for Burl
Ives. “Then, by contrast, vour December could be three times
higher than your November,” Ryan says, “and vou still end up
with an incredible fall book. Generally, you can grow vour audi-

ence by a third in the month of December.” .

C CLEARCHANNEL

‘We advise stations to program all-Christmas
music as though they are programming an adult
—-DANIEL ANSTANDIG

top 40 radio station!

CLEAR CHANNEL'S SHARED RESOURCES

CLEAR CHANNELS CREATIVE SERVICES GROUP makes it easy for the company’s 90 or so stations that pro-
gram all-holiday music to trim their formatic tree.

A mother lode of artist holiday IDs, custom Christmas beds, jingles, imaging elements, sound design, promos and
graphic art is available. Custom holiday jingles, created with the help of Chip Davis of Mannheim Steamroller, have been
produced for specific brands, such as Koo, Lite, Love, Kiss, Magic, Star, Sunny and the River.

To bring the holiday imaging package to life, senior VP of creative services Jim Cook recorded children and adults talk-
ing about Christmas and what their holidays were like. Stations can access the vignettes as raw elements or as part of pro-
duced promos.

Cook also taped a "mad session” with Jonathan Winters and Gary Owens. He tossed out holiday concepts like Santa’s
elves, the guy putting the lights up on the big tree and Mrs. Claus, and had the pair riff on the ideas. Stations use the
resulting material for morning shows and Web site content.

The group also provides stations with the information necessary to obtain recorded holiday greetings from local mem-
bers of the armed forces serving abroad. "We share great promos from all around the Clear Channel chain,” Cook says.
"The best stuff from major, medium and smaller markets ends up on the shared-resources site”

In addition to fully produced pieces, "mix-outs” are available, from which any contracted effects or voice-overs have been
removed. Local stations customize them for their particular needs.

"Just about all of the [Clear Channel stations that go all-holiday] take advantage of at least some of [the offerings], if
for nothing else than for great ideas,” Cook says. "They'll come to this resource site to get wonderful ideas and then cre-
ate them themseives. If they have the resources on site, a lot of them want to do it on their own and make sure it's
tweaked specifically for their brand. But there are many stations that don’t have quite as many resources available to
them, so they can just take the shell as it is, plug in their voice person and, bang, they're ready to go. It can be used on
a lot of different [evels”

Separately, for non-Clear Channel stations, the company’s Premiere Radio Networks offers Launch Control. The package
includes more than 250 holiday promos, sweepers, sound-design elements, holiday memories from listeners and stories
from children as part of its Christmas package —all available in produced or raw form. —PAUL HEINE
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BY CHUCK TAYLOR

hristmas conjures colorful images of Santa Claus,

Jesus and the holiest Christian holiday of the vear. So
when radio stations flip the switch to all-holiday
music, do they celebrate both ends of the spectrum?

Of the 2004 Billboard Radio Alenitor top 10 AC holiday songs,
not one embodies a religious motif. Ior sure, Burl Ives’ No. 1 “A
Holly Jolly Christmas” is never going to be taken as an ode to the
Messiah, nor will staples from Brenda Lee, Bing Crosby, Nat
“King” Cole or Andy Williams.

But the vast majority of holidav-formatted stations embrace
both genres, focusing on the classics and striving to keep the mix
positive and upbeat while incorporating religious titles from sta-
ple artists—particularly as Christmas Day gets closer.

“It’s still the genesis of why the holiday is celebrated and the

foundation of some of the carliest songs that are still loved

MercyMe
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snowmen and jingle bells. It also signifies the birth of

LN

today,” Infinity AC WDOK Cleveland Scott Miller savs. “The
staple religious songs have been accepted for vears and don’t
carry that much baggage with them.”

Edison Media Research VP of music and programming Sean
Ross adds, “Anybody who is predisposed to listen to all-holiday
music is probably OK with religious-themed songs. You see ‘O
Holy Night’ mixed in with “The Christmas Song,” ‘Happy Xmas
(War Is Over)’ and songs like *Jingle Bell Rock.” ™

“Succeessful all-holiday stations must reflect the essence of the
holiday season above and bevond just music,” McVay Media
VP/consultant Danicl Anstandig says. “Listeners aren’t only
tuning in to continuous Christmas music; thev are tuning in to a
warm Christmas experience.

“Iivery market and audience is different. We don’t hesitate to
[suggest] songs with religious themes,” Anstandig savs. *\ good
Christmas song is a good Christmas song, whether it’s per-
formed by Brenda Lee or MerevMe”

In 2004, Entercom commissioned a companywide test of
Christmas music. The conclusion: “All genres of Christmas
music tested well,” Entercom AC WRVR Memphis PD Jerry
Dean says. “I try to balance the fun versus religious music as
equally as possible, with the religious hvmins more prominent in
the two davs before Christmas.”

COMFORTABLE ‘SHOES’

The religious song garnering the most airplay at AC stations in

2004 was NewSong’s “The Christmas Shoes,” which Nielsen
Broadcast Data Systems ranked as the No. 19 holiday song over-
all. The sentimental track was, in fact, the most popular seasonal
song last year at WRYVR and Clear Channel AC KSSK Honolulu.

The Iyric describes a bov’s eftort to buy new shoes for his ailing
mother, including the line, “I want her to look beautiful if Nama
meets Jesus tonight,” with the singer adding, 1 knew that God
had sent that little boy to remind me what Christmas is all about.”

Dean comments, “We aim for a 50/30 balance between the
lighter holiday themes and the more religious songs.” In addition
to “Shoes,” he savs, “two of our most popular titles are religious-
themed: ‘Little Altar Boy® by the Carpenters and “Mary, Did You
Know?’ by Kenny Rogers and Wynonna.”

KSSK’s championing of “The Christmas Shoes™ and other
religious titles is not a stretch tor its audience, says Paul Wilson,
director of programming for Clear Channel Hawaii. “Christmas
music is very subjective, especially when it comes to defining
hits,” he says. “I have a couple dozen songs in power rotation—
with two to three plays per day—Iike Elton John's ‘Step Into
Christmas,” Carnic & Wendy Wilson’s ‘Hev Santa’ and Nat

‘King’ Cole’s “The Christmas Song,’ but if a staple artist records




a religious song wirh the appropriate production values for the
station, | wouldn’t hesitate to play it.”

Infinity AC KEZK St. Louis assistant P1) Bob London says
his station’s most popular Christmas title is the more traditional
“White Christmas™ by Crosby—but running close behind is the
ingpirational “Mary, Jid You Know?”: “Big phones on that,”
London says.

In addition, KIEZK plays religious crossover acts like Amy
Grant and MerevMe during the holidays and includes pop
artists covering religious songs. “Our morning show features
local artists, like church choirs and such, though they never get
into regular rotation,” London says.

Clear Channel AC WLQT Dayton, Ohio, bends more toward
religious-themed music as the holiday approaches. “I'm not a
super-religious person, but 1 do believe that Christmas Eve is
somewhat sacred, so [ get rid of all the novelty songs and play
more religious music then,” savs Sandy Collins, 1D of the Clear
Channel outlet. *No one wants to hear ‘Grandma Got Run Over
by a Reindeer’ on Christmas Eve. But the nexr morning at 10,
when the Kids are screaming and plaving with toys and every-
one’s having fun, sure.”

\nstandig stresses that, just as during the rest of the year,
the most important task for programmers is 1o maintain a
sense of variety.

“Whether the station is mainstream AC, adult 1op 40 or con-
temporary Christian, we are always careful about scheduling
songs with similar themes too close together,” he sayvs. “We sep-
arate instrumentals, religious songs and less familiar songs from
cach other so that any F3-minute segment on the station offers a
variety of sounds and themes. Every |5 minutes on the station

should offer a snapshot of the total station sound.™

‘CHRISTMAS’ OR 'HOLIDAY'?
Most stations do not have a problem terming the seasonal hits
“Christmas music,” though some interchange the tag with
“holiday hits.”

Clear Channel AC WASH Washington, 1).C., uses the posi-

tioner “Washington’s home for the holidays™ and lines like “A
month-long of holiday songs.” But, P> Bill Hess savs, “There
are Christmas references as well. We may as well call it what it is.
Besides, the vast majority of our audience loves this and looks
forward to it. We began getting e-mails asking when we were
going to start more than a month ago.”

Darren Davis, regional VP of programming for Clear Channel
Detroit and AC WNIC, savs, “There are no semantics with the
station’s positioning. It’s ‘100% Christmas music’ the entire sea-
son. And we don’t hesitate to play the religious stuff right from
the beginning,” including multiple versions of such titles as
“Adeste Fidelis,” *God Rest Ye Merry Gentlemen,” “The First
Noel” and *“Hark! The Herald Angels Sing.”

“It might be politically incorrect, but I call it Tike 1t 1s,” adds
Tony Coles, PD/ND of Clear Channel AC KKCW (K103)
Portland, Ore. “When vou’re playing ‘O Holy Night” and
‘Angels \We Have Fieard on Tligh,” and vou’re doing a countdown
to Christmas—that would be Jesus’ birthday-—vou might as well
call it Christmas. Fortunately, most of the ACs that I have pro-
grammed have had pretty conservative audiences, so airing on

the side of religion has worked well.”

TOO RELIGIOUS?
As with anvthing thar has potential 1o be polarizing, holiday
plavlists generate their share of complaints that stations are being
too religious—or not religious enough.

You can’t please all of the people all of the time, concedes Ken
Payne, P1) of Clear Channel WMGE (Magic 107.7) Orlando,

“0O Holy Night” and
“Angels We Have
eard on High,” and
ou’re doing a
ountdown to
hristmas—that
ould be Jesus’

birthday —you might

as well call it
hristmas.’

-TONY COLES
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I'la. “It’s funny; the Christian music people complain that we
play too much secular music, and the Jewish people think we play
all-religious,” he says. “The truth s, most of the music i1s very
generic until closer 1o Christmas. Most of the heavy religious
stuft'is too down to play much carlier.”

Thom McGinty, OM of Entercom AC KUDL Kansas City,
Kan., suggests, “We should be celebrating the holidays by lead-
ing in the community—reminding people that we are celebrating
our freedoms and our differences. A hittle tolerance goes a long
way, and ’tis the season to extend an olive branch to evervone.

“I think a small group of people want to make a big deal about
it,” he adds. *“Neil Diamond and Barbra Streisand have both
recorded a lot of Christian holiday music even though they're
Jewish. My neighbors and somie co-workers are Jewish, but they
still come to my Christmas party and we're happy to toast one
another. Isn’t thar all part of the Christmas scason, the harvest
scason, the holidays? What's the big deal?”

l.ondon adds, “We may hear complaints from a few listeners,
but the positives outweigh the negatives. Besides, when vou have
two Jewish guys programming it, what are they going to say?”

So far, the Christmas format shows no signs of burning. Not one
programmer Billboard Radio Monitor spoke to thinks that holiday
music wears out its welcome in the last two months of the vear.

“The concept of plaving 100% Christmas music is, at first,
shocking,” Anstandig savs. “lHowever, most people in radio get
tired of evervthing long before the audience. The truth is that
continuous Christmas music is one of the most successiul cume

magnets when it is done correctly.” o

Josh Groban's "O Holy Night”
makes the grade on most
holiday-formatted AC stations.
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OUNTRY STATIONS
ELEBRATE THE
OLIDAYS BUT LEAVE
LL-CHRISTMASTO AC
Y PHYLLIS STARK

ew country stations do the all-Christmas format pop-
ular among so many AC counterparts, but that doesn’t
mean the holiday is not a big event for country radio and
its listeners.

Billboard Radio Monitor polled 18 country radio programmers
and asked them what their plans are for holiday programming,
whether they think the all-Christmas stunt is a good idea for the
format, how far they can stray from core country artists when it
comes to holiday music and how close to the vuletide record
labels should quit working new music.

"The first country station to start plaving Christmas music this
vear was New South Communications® WUSJ Jackson, Miss.,
which began airing a lot of holiday music on its Cory & Co.
morning show the first week of November.

PD Tom Freeman says that in his hurricane-ravaged area, the
music was intended to cheer people up. “It’s been a trving time,”
he says. “This area is so tired of hearing negatives.”

Freeman says it started organically during a morning-show
discussion and was not some “grandiose programming con-
cept.” But once the morning team began airing holiday music, it
took off “like wildfire.”

Under other circumstances, Freeman would have stuck with

14 MuchH More AT « Www.BillboardRadioMonitor.com
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the tried-and-true radio formula of starting holiday music on
Thanksgiving weekend, backing it down slightly for a week or
two and then increasing the holiday music volume cach week
unt:| the station is all-holiday by Christmas Eve, then dialing it
back down on Dec. 26.

Ed Hill, PD of Citadel KUBL/KKAT Salt Lake City, starts
the holiday music Thanksgiving night, “right after the last
mouthful of turkey is consumed.”

NO LOVE FOR AC

Country programmers have mixed, but largely negative feelings
abouat the all-Christmas format. Clear Channel West Texas
regional VP of programming Steve Gramzay is among those
who think it’s not a good fit.

“Unlike AC, country is a current-based format, and it’s what
the audience comes to vou for, so we integrate Christmas |[music|
with it,” savs Gramzay, who also scrves as OM of Clear
Channel’s Fl Paso cluster and PD of country KHEY.

Clear Channel WPOC Baltimore PD Ken Boesen calls it *a
stunt that works on formats where listeners aren’t as passionate
about the music. In country music, the fans of the music are big
fans. They don’t appreciate wholesale changes in the music that

for holiday music with our listeners. Overwhelmingly they do
not want it from us. They want to hear their favorite country
songs with holiday hits in the mix.”

“In the land of cluster love, T have an AC that gocs all-
Christmas,” says Eddic Haskell, Citadel country GM and OM at
KRST Albuquerquey N.M. “It is a better idea for them, because
the spectrum of artjsts and genres is more broad; I can play
Lonestar Christmas music along with Mariah Carey on my AC.
On the country station, I wouldn’t want to stray from country
artists, and that \\'()U?d limit the number of songs available.”

But several country PDs, including Hill, say they’re thinking
seriously about going all-Christmas this vear.

“I wish I had the guts to try it,” he says. “I’'m afraid that peo-
ple will really miss the hits. Country music is so close to
Christmas music in émotion. It’s a tough call.”

Another PD, who asked that his name not be used for com-
petitive reasons, savy he’s “going for it this vear,” with the all-
holiday format starting Nov. 25.

“For us, it’s a good idea,” he says. An AC competitor has done
it every vear and “stolen cume from a lot of people. This is as
much a defensive mdve as anything else. But I've also done a lot
of rescarch on this with our listeners, and from everything Pve

‘IN COUNTRY MUSIC, THE FANS OF THE MUSIC ARE

BIG FANS. THEY DON'T APPRECIATE WHOLESAL
CHANGES IN THE MUSIC THAT BROUGHT THEM T

THEIR STATION.

—-KEN BOESE

brought them to their station.”

Entercom WDAF Kansas City, Kan., PD Wes Mc¢Shay thinks
all-Christmas is “toa much. But at the same time, P'm tired of get-
ting my ass kicked by the ACs every December in the ratings.”

Citadel KHM Tueson, Ariz., P1D Buzz Jackson also thinks the
all-Christmas format is a bad idea for country. “There is not as
much variery available,” he says. “Sure, there are lots of country
artists singing Christmas music, but primarily what people want
to hear are the superstars singing the instantly recognizable hol-
iday hits. You run out of those in a hurry.

“Our success is built the rest of the year on familiar songs by
familiar arusts,” Jackson adds, “and we don’t want to deviate
from that just because it’s Christmas.”

Mark Grantin, PD of Mid-West Familyv Stations \WWQM

Madison. Wis., says. “We've “escarched many times the appetite

seen, they’ve given us the green light to move forward.”

Asked if the all-Christmas format is best left to “our friends at
AC,” Hill quips, “Ihave no fricnds at AC. They target my
females, and T hope they have a not-se-merry Arbitron (except
the one in my cluster, of course).”

But most country PDs say they are not willing to try all-
Christmas, or have tried it unsuccesstully in the past.

Clear Channel KXXY Oklahoma City gave it a whirl three
vears ago. “Although it did well that month of December—top-
ping another country station |that| did the same format—we
have not done it since,” PD/MD Bill Reed savs. “There was a
pretty substantial drop-off number-wise from December to
January |8.6-4.5].”

Clint Marsh, PD of l'ederated Media WBYT South Bend,
Ind., notes that a competitor went all-Christmas last vear and “it
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a religious song with the appropriate production values for the
station, I wouldn’t hesitate 10 play it.”

Infinity AC KI.ZK St. Louis assistant P1) Bob London savs
his station’s most popular Christmas title is the more traditional
“White Christmas™ by Crosby—Dbut running close behind is the
inspirational “NMary, Did You Know?”: “Big phones on that,”
London says.

In addition, KEZK plays religious crossover acts like Amy
Grant and MercyMe during the holidays and includes pop
artists covering religious songs. “Our morning show features
local aruists, like church choirs and such, though they never get
into regular rotation,” London says.

Clear Channel AC WLQT Dayton, Ohio, bends more toward
rehigious-themed music as the holiday approaches. “I'm not a
super-religious person, bur 1 do believe that Christmas Fve is
somewhat sacred, so 1 get rid of all the novelty songs and play
more religious music then,” sayvs Sandy Collins, PD of the Clear
Channel outlet. “No one wants to hear ‘Grandma Got Run Over
by a Reindeer’ on Christnas Eve. But the next morning at 10,
when the kids are screaming and playing with tovs and every-
one’s having fun, sure.”

Anstandig stresses that, just as during the rest of the vear,
the most important task for programmers is to maintain a
sense of variety.

“Whether the station is mainstream AC, adult top 40 or con-
temporary Christian, we are always careful about scheduling
songs with similar themes oo close together,” he savs. “We sep-
arate mstrumentals, rehigious songs and less familiar songs from
cach orher so that any 15-minute segment on the station offers a
variety of sounds and themes. Every 15 minutes on the station
should offer a snapshot of the total station sound.”

‘CHRISTMAS’ OR ‘'HOLIDAY’?
Most stations do not have a problem terming the seasonal hits
“Christmas music,” though some interchange the tag with
“holiday hits.”

Clear Channel AC WASH Washington, D.C., uses the posi-

“O Holy Night” and
“Angels We Have
Heard on High,” and
ou’re doing a
ountdown to
Christmas—that
ould be Jesus’

birthday —you might

as well call it
hristmas.’

-TONY COLES
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noner “Washington’s home for the holidays™ and lines like “A
month-long of holiday songs.” But, PID Bill Hess says, “There
are Christmas references as well. We may as well call it what it s,
Besides, the vast majority of our audience loves this and looks
forward 10 1. We began getring e-mails asking when we were
going to start more than a month ago.”

Darren Davis, regional VI of programming for Clear Channel
Detroit and AC WNIC, says, “There are no semantics with the
station’s posttioning. 1t’s ¢100% Christmas music’ the entire sca-
son. And we don’t hesitate to play the religious stuff right from
the beginning,” including mulriple versions of such titles as
“Adeste [ndelis,” “God Rest Ye Merry Gentlemen,™ “The First
Nocel™ and “Iark! The Fierald Angels Sing.”

“It might be politically incorrect, but I call it like it is,” adds
Tony Coles, PD/NID of Clear Channel AC KKCW (K 103)
Portland, Ore. “When vou'’re playing ‘O Holy Night’ and
‘Angels We Have Heard on High,” and vou’re doing a countdown
to Christmas—that would be Jesus® birthday-—you might as well
call it Christmas. Fortunately, most of the ACs that 1 have pro-
grammed have had preuy conservative audiences, so airing on

the side of religion has worked well.”

TOO RELIGIOUS?
As with anything that has potential to be polarizing, holiday
plavlists generate their share of complaints that stations are being
too religious—or not religious enough.

You can’t please all of the people all of the time, concedes Ken
Payne, PD of Clear Channel WMGT (Magic 107.7) Orlando,

[la. “I’s funny; the Christian music people complain that we
play too much secular music, and the Jewish people think we play
all-religious,” he says. “The truth is, most of the music is very
generic until closer to Christmas. Most of the heavy religious
stuff is too down to play much carlier.”

Thom McGinty, OM of Entercom AC KUDI. Kansas City,
Kan | suggests, “We should be celebrating the holidavs by lead-
ing in the community—reminding people that we are celebrating
our freedoms and our differences. A little tolerance goes a long
way, and ’tis the season 1o extend an olive branch to everyone.

“I think a small group of people want to make a big deal about
it,” he adds. “Neil Diamond and Barbra Streisand have borh
recorded a lot of Christian holiday music even though they’re
Jewish. My neighbors and some co-workers are Jewish, but they
sull come to my Christmas party and we’re happy to toast one
another. Isn’t that all part of the Christmas season, the harvest
scason, the holidays? What's the big deal?”

London adds, “We may hear complaints from a few listeners,
but the positives outweigh the negatives. Besides, when vou have
two Jewish guys programming it, what are they going 10 say?”

So far, the Christmas format shows no signs of burning. Not one
programmer Billhoard Radio Monitor spoke to thinks that holiday
music wears out its welcome in the last two months of the vear.

“I'he concept of plaving 100% Christmas music is, at first,
shocking,” Anstandig savs. “IHowever, most people in radio ger
tired of everything long before the audience. The truth is that
continuous Christmas music is one of the most successful cume

magnets when it is done correctly.” .

Josh Groban'’s “O Holy Night”
makes the grade on most
holiday-formatted AC stations.
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ALZWUN
AS SOON AS HALLOWEEN DECORATIONS

come down, the sights and sounds of the holiday scason shift into

high gear. And like Christmas wreaths and Santas at the mall, the
scasonal migration of adult top 40 and AC is a sure sign of the
impending holidays.

When stations flip—most by Thanksgiving, 1l not immedi-
ately after—the majority dedicate their plavlists to the tried-
and-true holiday favoritcs. So while the rise of the all-Christmas
format has led to more radio stations playing scasonal music
overall, it has become more challenging for labels to market
newer holiday releases.

Six weeks, maybe eight. That’s about all the time there is in
any given year to expose listeners to new holiday music. The
first all-Christmas format flip happened about cight vears ago,
but it wasn’t until 2001, in the aftermath of Sept. 11, that the
feel-good concept of stations temporarily flipping to holiday
music became widespread.

The proliferation of Christmas stations has resulted in labels

all s
A

L
i BY BRAM TEITELMA

releasing more holiday albums.

“r

TI'he first vear, the number of

Christmas stations was disconcerting. The second year, it was
disconcerting. And by the fourth vear, we said, ‘Let’s just make
more Christmas records!” ™ Curb VP of AC Linde Thuman
savs. “I'd worked at Elektra for 12 vears, and 1 think I’d had
mavbe one or two Christmas records. Now I have at least one
or two every year.”

Columbia has holiday music this year from Carly Simon, 1l
Divo, Delta Goodrem and Harry Connick Jr. “Any Christmas
music that we have scheduled, radio’s already had for weeks,” VP
of AC promotion Elaine Locatelli savs. “In the interim of AC
radio going to their holiday programming, the Delta Goodrems
and 11 Divos will still be top of mind on the airwaves.”

Curb’s holiday music has also been at radio for a while, as
Thuman sent a CD) sampler the first week in September that
features songs by Kimberley Locke, Natalie Grant, De Sol and
LeAnn Rimes. MercyMe is also a priority release for the label.

“Doing this for as many vears as [ have,” Thuman says, “I

VIE

know they start looking for Christmas songs to load into their sys-
tem, to get their Christmas list ready. Because on Oct. 31, when
vour competitor has switched, vou’ve got to be ready to go.”

Brian Wilson, Kenny G. and a song from the fourth install-
ment of Rod Stewart’s “Great American Songbook™ are Arista/
J’s holiday offerings. VP of marketing and artist development
Scott Seviour says that although the Wilson and Kenny G.
albums each have a focus track, the label has also shipped five-
song samplers to AC and adult top 40.

One of the best-selling holiday CDs of the season is expected
to be Diana Krall’s “Christmas Songs,” which shipped 500,000
copies. An edit of *‘Jingle Bells” is being worked at jazz, smooth
jazz, triple-A and AC. “We¢'ve worked really hard at building
Diana up over the last 10 vears,” Verve senior VP of promotion
Suzanne Berg says. “The jazz stations will go a few songs deep,
but we’ve edited ‘Jingle Bells’ for the other formats. If someone
clse wants to play another track oft the album, as long as they
announce it, that’s fine.”

'THE FIRST YEAR, THE NUMBER OF CHRISTMAS STATIONS WAS DISCONCERTING.
THE SECOND YEAR, IT WAS DISCONCERTING. AND BY THE FOURTH YEAR, WE
SAID, “LET’'S JUST MAKE MORE CHRISTMAS RECORDS!"’ -LINDETHUMAN
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YULETIDE RADIO HAS STANDARDS
With little more than a month to familiarize listeners with new
holiday music, stations find it casier to program the tried and
true. So while an original song like Mariah Carey’s “All T Want
for Christmas Is You™ can sometimes make it through the cracks,
becoming a rare modern holiday favorite, you’re more likely to
hear yet another version of “The Christmas Song.”

“New Christmas songs don’t do well,” Thuman says. “It takes
a long time for them to become familiar. They’re not familiar so
they don’t test, because they only have a six-week period of time
to become familiar. Mariah Carev’s is a current, and that’s about
1) vears old. Trans-Siberian Orchestra does well because theyv're
a known Christmas artist.”

Columbia’s Locatelli agrees that most stations want tradition-
al holiday fare, but it’s not an absolute. “Every station and every

market is different,” she says. “Every now and then vou get a sta-

tion that wants something different. It depends on how many of

one title they already have programmed. Stations have so many
difterent artists doing songs like *O Holy Night’ that they might
want something different.™

The list of most-covered Christmas songs numbers about 32,
Thuman says. If an artist records a popular song that hasn’t
been covered as much, there’s more of an opportunity to make
that artist stand out. “There are 14 to 17 versions of *O Toly
Night’ plaved, so vou have a much better chance of getting vour
song heard often if vou do something that not a lot of people
have done,” she savs. “The only version of “‘Up on the
Housetop® ever sent to radio is the one that Gene Autry did. So
[ had Kimberley Locke do that.”

Locke isn’t the only Curb artist to consult Thuman. “I picked
the LeAnn single two vears ago, and I picked the Natalie Grant,”
she savs. *“And if any of my artists are going to do a Christmas song,
I steer them all toward doing something uptempo.” She adds that
seeular songs get plaved more often and carlier than rehgious songs.

With such a narrow time trame for holiday releases, labels
have to cast as wide a net as possible to raise awareness. Seviour
savs Arista/] has sent samplers to restaurants, high-end retailers

and spas. He has also locked in TV campaigns for Wilson and

Kenny G, trying to get them on morning and evening shows.
“Radio is an important component of a whole program here for
these albums,” he savs. *“You have a consumer that has to be hit
multiple imes in a very short amount of time. This is not an album
release where we can work it at radio and hopefully cross it over to
another format and keep working it for a year. The sweet spot is
the week of Thanksgiving to the week right before Christmas.”
Seviour adds that three things make a holiday artist top of
mind: Radio, TV performances and retail positioning. “You want
to have the people see it, then hear it, then they go into the store

and it’s right there sereaming at them from an endcap display.”

WORKING ALL THE ANGLES

While the all-Christmas stations are an obvious target for holi-
day music, so are stations that don’t flip. Locatelli sends music
10 her whole panel and to consultants. “I think 1t’s great for the
artist,” she says. “The spins count, and airplay is important
exposure for the artists’ latest releases. [ believe it’s very impor-
tant, which is why I'm actively working all of Columbia’s
Christmas and holiday music.”

- HOLIDAY MUSIC
3

Arista/] wants to “get the most attention at the stations that
flip,” but is targeting all of AC and adult top 4}, Seviour says.
“I‘or the Wilson record, Arista is doing some giveaway campaigns
with classic rock, oldies and Jack stations, and we'll do ‘win 1t
before you can buy it’ promotions wherever we can as well.”

Thuman says the AC stations that don’t flip but play some
Christmas music are almost more valuable than Christmas-only
outlets. “If vou’re an all-Christmas station, vou’re removed from
the pancl, so I work the stations that don’t go all-Christmas
harder, because thev’re more likely to make my record chart than
the stations that have gone all-Christmas.”

But while Thuman would like the records to chart, she doesn’t
push for adds. “I bug my stations 50 weeks a vear; [ won’t do it to
them at Christmas,” she says. “It's just not fair. But if they’re going
to call in and actually add a Christmas record, then Id like them to
report my Christmas record. 1f not, Il just ask them 1o play it.”

Berg agrees that awareness is more important than chart posi-
tion. “I would rather have a station play it 20 times than give me
an add and not play it,” she says. “P’d love for it to chart, but I'd
rather have the airplay with it front-sold and back-sold.”

ENCLOSED WITH THIS WEEK'S ISSUE:
THE BILLBOARD RADIO MONITOR HOLIDAY SHUFFLE CD

OFFERING NEW VERSIONS OF SEASONAL CLASSICS —
FRESHER THAN THE NEW-FALLEN SNOW!

FEATURING TODAY'S HOTTEST ACTS ON THE CHARTS FROM ROD STEWART
TO DE SOL AND MERCYME TO BRIAN WILSON

AVAILABLE DIGITALLY THROUGH MUSICRYPT'S DIGITAL MUSIC DOWNLOAD
SERVICE, ACCESSIBLE VIA BILLBOARDRADIOMONITOR.COM

HAPPY HOLIDAYS!

NATALIE GRANT
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OUNTRY STATIONS
ELEBRATE THE
OLIDAYS BUT LEAVE
LL-CHRISTMAS TO AC
Y PHYLLIS STARK

ew country stations do the all-Christmas format pop-
ular among so many AC counterparts, but that doesn’t
mean the holiday is not a big event for country radio and
its histeners.

Billhourd Radio Monitor polled 18 country radio programmers
and asked them what their plans are for holiday programming,
whether they think the all-Christmas stunt is a good idea for the
format, how far they can stray from core country artists when it
comes to holiday music and how close to the yvuletide record
labels should quit working new music.

The first country station to start playing Christmas music this
year was New South Communications’ WUSJ Jackson, Miss.,
which began airing a lot of holiday music on its Cory & Co.
morning show the first week of November.

PD Tom Freeman says that in his hurricane-ravaged area, the
music was intended to cheer people up. “It’s been a tryving time,”
he says. *“This area is so tired of hearing negatives.”

Freeman says it started organically during a morning-show
discussion and was not some “grandiose programming con-
cept.” But once the morning team began aining holiday music, it
took off “like wildfire.”

Under other circumstances, Freeman would have stuck with

14 M + www.BillboardRadioMonitor.com
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the tried-and-true radio formula of starting holiday music on
Thanksgiving weekend, backing it down shightlv for a week or
two and then increasing the holiday music volume each week
until the station is all-holiday by Christmas Eve, then dialing it
hack down on Dec. 26.

Ed Hill, PD of Citadel KUBL/KKAT Salt Lake City, starts
the hohday music Thanksgiving night, “right after the last
mouthful of turkev is consumed.”

NO LOVE FOR AC

Country programmers have mixed, but largely negative feelings
about the all-Christmas format. Clear Channel West Texas
regional VP of programming Steve Gramzay is among those
who think it’s not a good fir.

“Unlike AC, country is a current-based format, and it’s what
the audience comes to vou for, so we integrate Christmas [music|
with 1t,” savs Gramzay, who also serves as OM of Clear
Channel’s Fl Paso cluster and PD of country KHEY.

Clear Channel WPOC Baltimore PD Ken Boesen calls it “a
stunt that works on formats where listeners aren’t as passionate
about the music. In country music, the fans of the music are big

fans. They don’tappreciate wholesale changes in the musie that

for holiday music with our listeners. Overwhelmingly they do
not want it from us. They want to hear their favorite country
songs with holiday hits in the mix.”

“In the land of cluster love, I have an AC that goes all-
Christmas,” says Eddie Haskell, Citadel country GM and OM at
KRST Albuquerque, NN “It is a better idca for them, because
the spectrum of artists and genres is more broad; I can play
Lonestar Christmas music along with Mariah Carey on my AC.
On the country station, I wouldn’t want to stray from country
artists, and that would limit the number of songs available.”

But several country PDs, including Hill, say they're thinking
seriously about going all-Christmas this year.

“I wish I had the guts to try it,” he says. “I'm afraid that peo-
ple will really miss the hits. Country music is so close to
Christmas music in emotion. It’s a tough call.”

Another PD; who asked that his name not be used for com-
petitive reasons, says he's “going for it this vear,” with the all-
holiday format starting Nov. 25.

“I'or us, it’s a good idea,” he says. An AC competitor has done
1t every year and “stolen cume from a lot of people. This is as
much a defensive move as anything else. But I've also done a lot
of rescarch on this with our listeners, and from everything I've

‘IN COUNTRY MUSIC, THE FANS OF THE MUSIC ARE
BIG FANS. THEY DON'T APPRECIATE WHOLESAL
CHANGES IN THE MUSIC THAT BROUGHT THEM T

THEIR STATION!

—-KEN BOESE

brought them to their station.”

Entercom WDAF Kansas City, Kani., PD Wes McShay thinks
all-Christmas is “too much. But at the same time. I'm tired of get-
ting my ass kicked by the ACs every December i the ratings.”

Citadel KIIM Tucson, Ariz., PP Buzz Jackson also thinks the
all-Christmas format is a bad 1dea for country. “There is not as
much variety available,” he says. “Sure, there arc lots of country
artists singing Christmas music, but primarily what people want
to hear are the superstars singing the instantly recognizable hol-
iday hits. You run out of those in a hurry.

“Qur success is built the rest of the vear on familiar songs by
fanmiliar artists,” Jackson wlds, “and we don’t wanr to deviate
from that just because it’s Christmas.”

Mark Grantin, PD of NMid-West Family Stations WWQMI

Madison, Wis., says, “We've researched many times the appetire

seen, they’ve givenjus the green light to move forward.”

Asked if the all-Christmas format is best left to “our friends at
AC." Hill quips, “I have no friends at AC. They target my
femaices, and I hope they have a not-so-merry Arbitron (except
the one in my cluster, of course).”

But most country P1s say they are not willing to try all-
Chrisimas, or have tried it unsuccessfully in the past.

Clear Channcel KXXY Oklahoma City gave it a whirl three
vears ago. “Although it did well that month of December—top-
ping another country station [that| did the sume tormat—iwe
have not done it since,” P/ MDD Bill Reed savs. “There was a
pretty substantial drop-oft number-wise from December to
January {8.6-4.51.”

Clint Marsh, PD af Federated Media WBYT South Bend,
Ind., notes that a competitor went all-Christmas last vear and *“it
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“fatled miserably.”

midnight during the holiday season.

only know them as country 1o listen to a new format.”

TO BING OR NOT TO BING?

because that’s [the music| people remember.”

Christmas Baby'| and Burl Ives.”

didn’t move the needle for them in ratings or revenue.”
Clear Channel WNIZQ Waskington, D.C., PDD) George King
also says he tried the all-Christmas format on the weekends at

a country station m another market a few vears ago and it

“If no other station in your marker is doing it, vou might want
1o think about it,” King sayvs. *But it’s tough to compete against.”
Joel Dearing, PD of Clear Channel WZBL Roanoke, Va., and
WYYD Lynchburg, Va., savs WYY *has had success from an
audience standpoint and revenue standpoint with our ‘Christmas

in the Country” all-Christmas block,” which airs from 7 p.m to
3 ) I

But he thinks all-Christmas doesn’t work as well for country
as 1t does for AC because country has more male listeners, and he
has seen no indication that all-Christmas music appeals to men.

“It is better left 10 AC,” savs Justin Case, P1) of Cox WZZK
and WNCB Birmingham, Ala. *They are already a mainstream
compromise for many who just want music on at work, so it is
not such a leap to become the Christmas station. Country sta-

tions would have to get the message out and invite people who

“It you service a market that doesn’t have a strong AC high-
lighung Christmas, it might be good for a country [station| 10 give
it a crank,” savs Shane Finch, PI) of Asterisk Communications
WTRS and WYGC Ocala, Fla. “Just not too much, too soon.”

Almost every major country artist has recorded at least one
Christmas album, so there is no dearth of material for stations to
choose from at holiday tirie. Bur many country programmers say
Christmas is the one time of vear they’ll stray from their core
artists and play the classics from Bing Crosby, Nat “King” Cole
and Peggy Lee, and the perennial country radio favorite “N I
Want for Christmas Is You™ by Vince Vance & the Valiants,
“Christmas is a time of tradition,” Freeman says, “so it’s good

to hear Bing Crosby and Nat ‘King™ Cole on a country station,

“You have to play the standards,” savs Randy Chase,
ON/PD of Double O Radio WWNU and WWNQ Columbia,
S.C. “Year after year, vegardless of who releases what, the top-

requested songs are Bing Crosby, Charles Brown {‘Nlerry

Eddie Haskell

Gramzay savs at KHEY he plays *99% countrv” and “1%
classic others.”

“We do play some artists outside the format, but not many,”
WDAITs McShay says. “We have great versions of just about
any country song [by] our favorite country singers. We stick to
that, for the most part.”

Bill Black, PD of Clear Channel WKS]J Mobile, Ala., savs he
has an “advantage” over AC stations in this area because “I can
play most of their titles, plus all the big country titles. 1t never
hurts me 1o play Nat ‘King’ Cole, bur an AC station cannot play
‘Merry Christmas I'rom the Iamily® by Montgomery Gentry.”

IT’S THE CHRISTIAN THING TO DO

“Of course we play the artists in our format, but have also
strayed a littde with some of the standards, including some
Christian artists such as Amy Grant and Steven Curtis
Chapman,” KXXY’s Reed says. “We've found listeners enjoy
some of the different cuts as long as it doesn’t get too far off.”

The country P who is planning to go all-Christmas this vear
savs he will go “very wide™ musically and challenge the AC rival
“for the championship of Christmas.” Or, as WZZK’s Case says,
“We can learn from the ACs. I think people enjoy a mix ot it all.”

Hill says the home runs for his stations are the songs with
humor or emotion, regardless of artist. So he cues up the
“Laughing Santa” song, along with “Porky’s Sitent Night,” Bob
Rivers” parody of *“Fhe 12 Days of Christmas™ and the “Singing
Dogs.” On the emotional side, NewSong’s “Christmas Shoes” is
a winner in Salt Lake City and elsewhere.

“I'm a big believer in plaving the best holiday music from
country artists but also mixing in familiar holiday hits that our lis-
teners can sing along with,” WWQM s Grantin says. “We do play
non-country songs in a ‘spice’ rotation such as ‘You’re a Mecan
One My Grineh® and *Irosty the Snowman.” Some of these nov-
clty or non-country titles are our biggest-testing holiday songs.”

Programmers say there’s a certain point in the calendar when
i's almost pointless for labels to try introducing new singles,
because they'll get ost in the shuffle of holiday music. But when
exactly 1s that point?

McShay says it’s “right now. [ would never try and get some-
thing new on after the first week of November.”

Emmis KZL\ Los Angeles ON R .. Curtis agrees. “We're in

the zone right now where it’s sort of crazy for labels to trv and

- HOLIDAY MUSIC
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get any momentum for non-Christmas tunes.”

[taskell says the timing “depends on whether the song can
survive the holidays. We don’t go all-Chrisumas, so we need
new music the first couple of weeks of December. But when we
get 1o more than one song per hour, it is usually the brand-new
music that gets sacrificed.”

He pins the cutoff date at the first week of December.

Black says labels tryving to work new music is “a waste of time”

[Tig

by the second week in December. “There’s just not enough room
on the playlist 10 add before the end of the vear.”

But Reed says, “A hit is a hit, no matter what time of the year
it comes out.”

King agrees, but adds, “The truth is, the holidavs are just

another reason to not have to add a suft”

NEW MUSIC NO TABOO
Other PDs want the new music to keep on coming.

WEBYT’s Marsh says, “1 love having some fresh, new, current
stuff to put in after Christmas, so bring it on.”

“We continue to play current music all through the holiday sca-
son, $0 we continue 10 make music decisions weekly,” Grantin savs.
But he concedes that “most titles released after mid-November are
probably going to struggle until after the holiday break.”

“I'say keep releasing” new singles, declares Chase, who has
also worked on the label side of the business. He notes that
“almost everybody still plays cight 1o 10 [currents] all the way
through Christmas.”

“Pve seen labels launch a record before the freeze and make it
out the other side,” WZZK’s Case says. “Itis risky. The reps just
need to know that a reduction of spins during the holidays has
nothing to do with the performance ot a record.”

WPOC’s Boesen offers some final words of advice.

“Livery year a number of country stations get hit pretey hard
by otherwise sleepy AC stations’ holiday music,” he savs. “It’s
one thing they really do well. We have to over-deliver on the hol-
idays to keep our audience. That means the right songs, the right
number of songs, imaging that actually touches the listener,
engaging promotions that entice people to listen and at least one
over-the-top holiday charity event that lets listeners pour out
their hearts.” .

George King
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THE PHOTOS

FOR THE WEEK OF NOV. 21
Artist

Title {Labet)
MAINSTREAM TOP 40

Fall Qut Boy

Dance, Dance {IDIMG)
Weezer

Perfect Situation {Geffen}

MAKING A DENT
Lisa Dent of WUSN (US 99.5) Chicago recently won the Country Music Assn. award for

RHYTHMIC TOP 40
Ashanti Feat. Paul Wall & Method Man

major market broadcast personality of the year. While the actual award wasn’t Still On it {IDIMG)
presented to Dent until Nov. 15, some of the Infinity Broadcasting brass stopped by the QT WITH CUTIE g:‘;i"ck T

station to congratulate her. Pictured, from left, are WUSN PD Mike Peterson, Dent, Death Cab for Cutie recently stopped by Clear Channel modem rock KDGE (the

Infinity chairman/CEO Joel Hollander, WUSN VP/GM and Infinity director of digital Edge) Dallas to play an acoustic set a<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>