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Beauty, Fashion and Wellness creators join forces• 40 Years of the black doll show • 1500 Sound academy finds success
®
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STREAM THESE PRESENATIONS (& MORE!) ON LUCKMANARTS.ORG                                                                     

KANY DIABATÉ
A VIRTUAL EXPERIENCE                                                                                             NOW STREAMING!

BUIKA
A VIRTUAL EXPERIENCE                                                                                             NOW STREAMING!

JAAKE CASTRO
A VIRTUAL EXPERIENCE                                                                                             NOW STREAMING!

DISCOVER OUR VIRTUAL EXPERIENCE SERIES OF EXCLUSIVE MINI-CONCERTS & ARTIST INTERVIEWS!

LILA DOWNS
A VIRTUAL EXPERIENCE                                                                                             NOW STREAMING!
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BLACK-OWNED 
BUSINESSES  
 FIGHT   TO  
 SURVIVE   THE  
 PANDEMIC   
Through forced closures,  curfews and limited 
operations,   Black-owned businesses look for ways to 
survive amid a pandemic that has ravaged  the sector.
BY ISAI ROCHA

I t   has   been   nearly   a   year   since   CO-
VID-19   flipped   the   U.S.   on   its   head,  
 with   schools   shutting    down,   pro-
fessional   sports   leagues   postponing  
 their   seasons   and   businesses   across  

 Los   Angeles   being   asked   to   close.
The   economic   impact   of   the   pandemic  

 was   felt   almost   immediately   by   Black-
owned   businesses  in the U.S.,  as   by   April  
 2020,   41%   of   them  were   forced   to   close,  
 compared   to  32% of  Latino-owned busi-
nesses, 26% of Asian-owned and only 17%  
 of  white-owned   businesses,   according   to   a  
 report   by   the   New   York   Federal   Reserve.     

The   report   connected  the   scathing 
percentage  to  two things; one being  that 
Black-owned   businesses   have typically  
 been  located   in   COVID-19   hot  spots. The 
other cause of the closures was attributed 
to  federal   aid ,  such   as   the   Paycheck   Protec-
tion   Program ,  covereing  less   than   20%   of  
 U.S.   counties   that   are  densely   populated   by  
 Black-owned   businesses.   

“All   of   the   things   that   they   say   are   avail-
able   as   business   resources,   are   not   really  
 available   for   

Black-owned   businesses,”   co-founder of 
Black Lives Matter Los Angeles, Dr. Melina 
Abdullah   told L.A. Weekly.   “Even   your   abil-
ity   to   get   those   emergency   funds,   it   really  
 was   dependent   upon   your   relationship   with  
 banks   and   a   lot   of   Black-owned   businesses  
 don’t   have   relationships   with   banks.   This  
 economic   crisis   is   hitting   Black   workers  
 really   hard   and   even   harder   when   we   talk  
 about   Black-owned   businesses. ”   

Beauty   Pro   L.A.,   a   West   Hollywood   salon  

 that   specializes   in   nail   and   waxing   services,  
 had   its   

grand   opening   days   before   a  state   of  
 emergency   that forced  many  businesses  
 to   close   their  doors   until   there   was   more  
 clarity   on   the   coronavirus.     

“We   opened   on   a   Monday   and   closed   on  
 a   Friday.   That’s   how   our   business   started,”  
 Eleni    Fields,   co-owner   of   Beauty   Pro   L.A.  
 said.     

Nail   salons   in   particular   were   hit   with  
 stricter   regulations   than   most   California  
 businesses,   as   

one   of   the   first   reported   outbreaks  in the 
state  came   from   a   nail   salon.   

Through   the   early   months   of   the   pan-
demic,   nail   salons   and   other   close-con-
tact   personal   care   services  such as barber 
shops and tattoo parlors  had   to   sit   on   their  
 hands   as   they   watched   restaurants,   shop-
ping   malls   and   several   other   sectors   reopen  
 before   they   did.     

While   Fields’   nail   salon   took   an   immedi-
ate   hit,   she   and   her   business   partner   Sun-
shine   Chung   had   a   little   luck   on   their   side,  
 as   their   landlord   did   not   charge   them   for  
 the   time   they   were   closed.  

They were  also  able to use  the   closures  
 as   an   opportunity   to   maximize   the   vision  
 of   their   salon.   

“It   gave   us   time   to   gather   how   we   really  
 wanted   to   present   ourselves,”   Fields   said.  
 “It   gave   us   

time   to   invest   and   sharpen   our   website  
 and   gain   access   with   people   in   the   commu-
nity. Knowing how people felt about being 
in public, we didn’t want to open something 

where people felt unsafe.”   
In   early   June,   a   social   media   push   to   sup-

port   Black-owned   businesses,   anchored   by  
 Black   Lives   

Matter,   made   waves   across   the   country,  
 as  a   concerted   effort   was   made   to  raise 
awareness toward  Black-owned   shops   and  
 restaurants   that   were   fighting   their   way  
 through   the  pandemic.     

The   “Buy   Black”   campaign   was   inspired  
 by   a   holiday-season   campaign   that   Black  
 Lives   Matter   started in 2014  called   “Black  
 Xmas.”   The   annual   tradition   was   posi-
tioned  to   persuade   people   to   shop   at local 
 Black-owned   stores   in   lieu   of   doing their 
holiday  shopping   at   major   retailers.   

Instead   of   limiting the  “Black   Xmas”  
 campaign to  the   holidays,   the   concept  
 has been extended and renamed, “Veri-
fied Black Owned,” but still provides the 
“Black Xmas” resources where one can 
search for Black-owned businesses, Black-
run organizations and Black-run banks in 
their area.     

It   was   that   push   to   “Buy   Black”   that  
 connected  Beauty Pro L.A. and BLM Los 
Angeles co-founder, Dr. Abdullah,   as the 
nail salon was highlighted on the “Verified 
Black Owned” website.

Beauty Pro L.A. became Abdullah’s go-to 
nail salon during the pandemic, which in of 
itself showed the effectiveness of the “Buy 
Black” campaign.

“This   year   was   more   urgent   than   ever  
 because   of   the   pandemic,”   Abdullah   said 
about the movement to buy Black.   “We’ve  
 been   kind   of   leading   much   of   that   work,  
 even   though   people   don’t   know   that  it’s  
 us.   It’s   been   really   a   struggle   for   Black-
owned   businesses   and   so   that’s   one   of   the  
 reasons   we’re   so   committed   to   making   sure  
 that   we   amplify   Black-owned   businesses.   I  
 know   some   of   the   businesses   that   I   used   to  
 frequent   are   gone.   I   know   Black   business  
 owners,   like   a   good   friend   of   mine   who’s   a  
 barber…   I   have   to   check   in   with   him   on   his  
 ability   to   even   eat.   He   was   a   really   popular  
 barber,   but   they   shut   down   barber   shops  
 and   he   wasn’t   able   to   make   money.”   

Although small businesses have been rav-
aged by closures, communities have rallied 
around their local favorites when possible.

“I’m happy and I’m blessed that people 
always support us, even before that, you 
know what I’m saying?” Craig Batiste, own-

er of Mr. Fries Man in Gardena, said. “The 
community, they’re always supporting us. 
We was never scared. Once you panic, you 
going to sink like the Titanic.”

From the moment the pandemic hit, 
restaurants and bars in the hospitality in-
dustry have had to work around curfews, 
prohibition of indoor dining, prohibition 
of outdoor dining and COVID-19 health 
and safety guidelines.

“At first, the hardest part was getting all 
the customers and stuff used to it,” Craig 
Batiste, owner of Mr. Fries Man in Gar-
dena, said. “We tell them they got to wear 
a mask and they still want to take their 
mask off. A lot of them didn’t want to go 
by the rules.”

Dozens of sit-down restaurants that 
weren’t equipped to handle non-indoor 
dining were forced to shutter, while many 
had to adapt and operate through pickup 
or delivery services, only. 

Even through all those challenges, Batiste 
attributed his restaurant’s survival to the 
community and support he has continued 
to receive through the pandemic.

While the COVID-19 vaccine rollout has 
been far from ideal, with Los Angeles May-
or Eric Garcetti continually pointing out 
that the city is not receiving enough doses, 
vaccinations are still being administered 
and the troubling numbers that L.A. saw 
in early January are diminishing.

The week of Jan. 4 saw a peak in CO-
VID-19 infection rates, but as of this writ-
ing, the Los Angeles Department of Public 
Health reported a 67% decrease in positive 
cases rates.

While the end of the pandemic feels more 
real than it has in months, only time will 
tell what type of damage will have been 
ultimately inflicted on Black-owned busi-
nesses. Dr. Abdullah noted projections that 
up to 50% of all Black-owned businesses 
may shutter when it is all said and done. 

Even then, there are Black-owned busi-
nesses that have continued the fight with 
support from communities and even a 
mainstream movement to uplift the hard-
hit sector. 

“Support for Black-owned businesses 
isn’t just about Black support for Black-
owned businesses,” Abdullah concluded. 
“We need everyone to support Black-
owned businesses.”

S P E C I A L  I S S U E  /  B L A C K  O W N E D  B U S I N E S S

� 626.584.5555  |  Fuller.edu/FPFS

The clinic of the Fuller School of Psychology

ANXIOUS? DEPRESSED? 
RELATIONSHIP ISSUES?
Receive therapy in your home.

Receive therapy in the comfort and safety of your 
home through Fuller Teletherapy. Clear video and 
audio through your smartphone, tablet, or computer. 
Convenient. Private. HIPAA-compliant. Affordable. 
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FOR GODDESSES, 
BY GODDESSES
Black-Owned Beauty, Fashion and Wellness Creators 
Join Forces 
BY LINA LECARO 

The women of Goddess Gifts Stu-
dio in Inglewood had long de-
sired a space to showcase their 
handmade wares that was free 
of the exorbitant vendor fees 

they often encountered selling stuff 
at pop-up events, craft fairs and 
the like.

Sannae Hopson, of the 
natural skincare line 
Dame Body, had made 
a name for herself 
at local events via 
workshops, helping 
women of all skin 
tones to get beauti-
ful inside and out, 
mixing consultation 
and customization 
into the marketing of 
her handmade beauty 
products.

As her popularity grew, 
she decided to join Von 
“Elle” Watson hosting their 
own women’s wellness events, 

which spotlighted the numerous local ven-
dors they met along the way.

“We never had shelves to fill, so we were 
full of excitement and uncertainty. In the 

past, we hosted community events or pri-
vate home parties,” says Hop-

son. “In 2020, Elle began 
looking for a space 

to rent to create a 
suite for women 

that specializes 
in handmade 
p r o d u c t s , 
s o m e t h i n g 
that was rare 
in South L.A. 
After looking 
for a couple 
weeks,  she 

found a cute 
office space in 

Downtown In-
glewood on his-

toric Market Street. 
It was perfect.”

In March 2020, Hopson 

and Watson, along with co-founder Fantajia 
Thomas, finally opened their new space, af-
ter designing the layout, purchasing fixtures, 
painting and stocking the shelves with a 
variety of merchandise from their circle of 
crafters and creators.

But only two weeks after being open their 
dreams were cut short. The first shutdown of 
small businesses was implemented in L.A. 
due to the pandemic, beginning a struggle 
that many local brick-and-mortar spaces are 
still dealing with today. The goddesses kept 

S P E C I A L  I S S U E  /  B L A C K  O W N E D  B U S I N E S S Dame Sannae 
Hopson 

Fantajia 
Thomas

Inside the studio

LaVon “Elle” 
Watson

Iroc Charms 
Inspirational 
Jewelry Brand 
full of Beauty, 
Light & Love

Inside the 
studio

Fantajia 
Thomas
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busy creating and making sure the space was 
safe as they adjusted their public shopping 
experience.

“Since COVID, we have operated by ap-
pointment only,” explains Watson. “This 
helps to control the number of bodies in 
the building, keep track of who’s coming 
in the space, and gives us time to clean and 
sanitize between clients. Curbside pick-up 
is also offered through our website.”

Operating during stay-at-home orders 
has been a challenge, but Goddess Gifts 
Studio got a boost at least, following the 
Black Lives Matter protests and the col-
lective focus on supporting Black-owned 
businesses. This made a tough year a little 

bit better.  
“In 2020, we definitely experienced an in-

crease in supporting Black-owned/women-
owned businesses due to the Black Lives 
Matter movement and concerted efforts to 
shop locally,” says Hopson. “Because we had 
systems in place, we were able to handle 
the influx of sales. We were so thankful for 
the outpour in support of our workspace/
online platforms.”

In addition to their relaxing, well-stocked 
Inglewood space, GG Studio ships products 
all across the U.S. and to some international 
locations, striving to provide excellent cus-
tomer service and a personalized connec-
tion, which promotes sharing and connect-

ing independent and handmade business 
models.

“Our philosophy is to create, make and sell 
locally,” adds Watson. “We offer a space to 
create your vision, make the products and 
provide a retail space to promote revenue. 
The vision for our collective work space is to 
help build and nurture women in a creative 
environment that allows them to thrive and 
find a new work/life balance.”

As their website touts, “each goddess spe-
cializes in a gift created by her mind, heart 
and hands.” Info on GG Studio vendors 
below. 

I Love Juellez – LaVon “Elle” Watson’s 
handmade custom beaded jewelry. 

www.ilovejuellez.com
IROC Charms – Fantajia Thomas’ hand-

made one-of-a-kind glamorous earrings, 
bracelets and necklaces. msha.ke/www.
iroccharms

Dame Body – Sannae Hopson’s collection 
of scrubs, soaps and body butters.

www.instagram.com/thedamesannae
My Daddy’s Recipes – Nekia Hattley’s 

plant-based food company “on a mission 
to enhance the quality of life of people of 
color through health, wellness and heal-
ing.”

mydaddysrecipesbychefkia.com

Jaire IC – An edgy L.A.-based contempo-
rary clothing line.  

jaireicstore.com

Teaschool – 12-year-old Chancellor 
Clark’s organic loose-leaf tea line.

www.instagram.com/shopteaschool

Pretti Lyps – Mary Carpenter’s cosmetic 
company specializing in pretty colors for 
pretty lips of all shapes & sizes. 

www.prettilyps.com

Spread The Light – Micayla Coquia’s 
environment-friendly candle company.

www.instagram.com/stl_candleco

Piece Love Sew – Stephanie Ellis’ unique 
uupcycled sweatsuits, aprons and jackets.

Goddess Gifts Studio is now accepting 
bookings for small events at their space with 
strict health & safety precautions. Those 
interested in hosting an event email info@
goddessgiftsstudio.com. 

233 S Market Street, 113. Inglewood.  
(401) 232-4810. More info at www.god-
dessgiftsstudio.com

Sannae  
Hopson 

LaVon “Elle” 
Watson
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JOY AND 
RECOGNITION: 40 
YEARS OF THE BLACK 
DOLL SHOW
The William Grant Still Arts Center Gets All Dolled Up
BY SHANA NYS DAMBROT

Since 1977, the William Grant Still Arts 
Center has operated a hub for music, 
art, place-making and creative educa-
tion. Dr. Still’s vision –as both an ac-
claimed composer and an engaged 

community leader  – has expanded and evolved 
over the years. With the support of ambitious 
and dedicated directors and staff, the DCA, and 
most of all, the tireless efforts of members of the 
community, the WGSAC remains as active and 
essential as ever.

Probably their best-known program is the 
center’s world-famous Black Doll Show, which 
has been going strong for four decades. They 
haven’t missed a year since artist and pioneering 
curator Cecil Fergerson (1931-2013) curated its 
first edition (except for the year they celebrated 
the AKA centennial instead), and despite the 
dreaded pivot to the virtual world, they made 
it work this time too. All Dolled Up: A 40 Year 
Celebration opened in December and was re-
leased in stages, with a gorgeously designed 
e-issue catalog (shoutout to Myshell Tabu, a 
previous BDS curator who tried to recreate 
the energy of the site-specific installations in its 
design), and live online events. The show has 
been rolled out in three parts: “Getting Dolled 
Up,” “Going to the Club” and “The Gala” which 
goes live on Saturday, February 6, honoring the 
history of the show and the artists and collectors 
that have loved it.

Over the years, the shows have ranged from 
the all-out fabulous, to the jazz-inspired, mate-
rials-driven, mass-produced and mythological, 

showcasing “traditional dolls, rag dolls, baby 
dolls, porcelain dolls, manufactured dolls, rep-
resentations of Black childhood, fantasy and 
mythology, Afrofuturism and Black liberation.” 
Maxine Waters had pieces from her collection 
in an early show. Legendary artist John Out-
terbridge was in the very first show, and subse-
quent editions as well, and the roster of featured 
artists and guest curators includes some of the 
most respected artists, makers and designers 
in Los Angeles. The center’s early, foundational 
directors include Hakim Ali, James Burks, and 
Kamau Daáood.

Their current Director Amitis Motevalli, 
herself an artist, tells the Weekly that for the 
2020 show, All Dolled Up!, it was important to 
properly center “how the show has been upheld 
through all these years by Black women who 
never got credit for it. We need to thank them.” 

Women like Billie J. Green, who started 
collecting dolls in the ‘90s – especially the 
Shindana dolls, famous for being not only a 
Black-owned business (seeded with Operation 
Bootstrap funds in the wake of the Watts Rebel-
lion) but also for making dolls intentionally 
reflective of the true, diverse Los Angeles com-
munity. Green tells the Weekly that what grew 
into a lifelong passion and probably the largest 
Shindana collection around, all started in her 
own childhood. “Growing up in the South, in 
Arkansas,” she says, “my dolls were brown, my 
Santa was Black (that’s how we found out it 
was my dad!). I never took my kids to the mall 
Santa, and their toys were always a reflection of 

them. It was important to me. Shindana were 
my daughters’ first dolls.” Barbie didn’t look 
like them – or like any woman for that matter. 
It didn’t work for her because, as she says, “art 
and toys are so you can know who you are.”

Sending kids out into the world with positiv-
ity, Green says, is something that needs to start 
at home. “There is trauma when the culture is 
not built for you.” And gender is a factor too. 
Apparently the most rare and expensive Shin-
dana now, if you can even find it, is Slade – a 
secret agent based on Shaft. 

Peter Woods, who works with the program-
ming at WGSAC, speaks with reverence of the 
“weight of this show,” and the true depth of the 
history it’s been addressing from the start. “Rep-
resentation matters in instilling self-worth,” he 
says, “and this show has consistently been an 
entry point to artistry, especially for BIPOC 
and women.” Danielle Brazell of the DCA 
rightly calls the show “legendary,” and affirms 
its embodiment of “play, ritual, and joy, while 
affirming identity.”

Adah Glenn, a fine artist and designer who’s 
lost count of how many of the BDS shows she’s 
been in at this point, recounts that dolls are at the 
intersection of everything – industrial design, 
fashion, jewelry, styling, painting, sculpting, 
storytelling, and more. “Coming from the hip 
hop generation, we all did everything – cloth-
ing, music, art – it was all presented together,” 
she says. “My featured BDS room in 2019 had 
animation. My dolls are not cute, and they are 
not meant for kids – but kids do love them!” 

Glenn worries playtime is getting cut short 
now, and with kids growing up so fast, maybe 
it’s no wonder that adults are drawn to her work. 
“Heartbreaking psychology is absolutely an 

aspect of this work,” she says. “How people’s 
minds are a war zone, processing trauma, deep 
connections, and serious experiences – even 
beyond what the maker intended. That’s art.”

Teresa Tolliver – another artist who like 
Outterbridge was in from the very first show 
– makes transgressive objects with punk and 
funk roots. At the time, she was creating soft 
sculpture dolls that were more realistic than 
her current dolls. She sold one to Stevie Won-
der who gave it to his daughter. “The doll was 
made out of fabric with jointed wrists and was 
beautiful. After that I moved to mixed media 
dolls with clay heads, hands, and feet. Since that 
time, I have made wrapped dolls out of twigs 
with cloth heads, or found objects for heads. I 
do not limit my art. I also have made sock dolls, 
stick dolls, creative recycling dolls, gourd dolls, 
flower pot dolls, and more. I also made a doll 
for a museum. It was called Gutsie and it was so 
big that the children would get inside of it to be 
born. I made a life-size mermaid doll that was 
hand-painted that my grandmother put on her 
couch. She said it did not get her house dirty 
and it kept her company.”

Montevalli is proud to be honoring these and 
other artists, like Pat Shivers whose works she 
describes as “beautiful, complex, significant 
works touching on the history of figurative 
sculpture,” along with collectors like Green, 
and the towering figure of Dr. Cynthia Davis 
– a curator, advocate, and advancer of a public 
health-centered practice merging doll-making 
with philanthropy and AIDS education, in 
order to promote healing from trauma both 
personal and generational, in the name of the 
empowerment of women and girls.

“The true history of this show is the history 
of its struggle,” says Montevalli. “It was always 
a challenge for it to even exist, and through 
lean years it’s been the artists and collectors 
who’ve collaborated with the WGSAC staff to 
ensure its survival – even in the midst of budget 
cuts, federal politics, and the pandemic. One 
silver lining of at least this latter condition is 
that going virtual has allowed for much greater 
national and even international access. “We 
have new artists and new audiences,” she says, 
“from the Bronx, to Philly, Detroit, Atlanta, and 
beyond. The community just keeps growing.”

Follow WGSAC on Instagram and flickr, pe-
ruse the flipbook of the 2020 exhibition; get dolled 
up for February 6, and encourage the kids in your 
life to express themselves at the February 13 doll-
making art workshop with Alek Tabu.

S P E C I A L  I S S U E  /  B L A C K  O W N E D  B U S I N E S S

ALL IMAGES ARE 
COURTESY OF 

WILLIAM GRANT 
STILL ART CENTER.
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BACK TO SCHOOL
Inglewood Music Professionals Find Success in 
Education
BY BRETT CALLWOOD

Dig through the website copy and 
promotional blurbs, and the mis-
sion of the 1500 Sound Academy is 
pretty simply: the more you know 
about the music industry, the better 

chance you have to succeed. That seems like a 
no-brainer, like stating the obvious. But it’s often 
the case that people within the music industry 
find their niche and then stick to it, honing very 
specific skills. The folks at the 1500 Sound Acad-
emy insist that, by looking outside of your own 
circle of knowledge, you’re simplifying your own 
life, and career.

The academy was founded by singer, songwriter 
and producer James Fauntleroy and Grammy 
Award winning producer Larrance Dopson about 
four years ago, and the pair was soon joined by 
entrepreneur Twila True. 

“We had been thinking about it for many years 
before we started the school,” says Fauntleroy. “It 
started off just as a bad experience in the music 
business. Then it turned into us wanting to help 
people have a better experience than we had. The 
people that we worked with, some of the new art-
ists, some of the collaborators. Whoever wanted to 
listen – we just wanted to share as much wisdom 
as possible, which is not a popular activity, at least 
it wasn’t when we started – sharing information 
in the business, because it’s such a competitive 
business. After that, we were having a couple of 
middle school students come by.”

Fauntleroy started working on a textbook about 
creativity, inspired by talks by Monty Python 

man John Cleese, as well as David Byrne’s excel-
lent How Music Works book. That turned into 
a seminar, which saw Fauntleroy and Dopson 
write and produce a song from scratch in front 
of an audience.

“Before the performance I would talk about 
brain activity,” says Fauntleroy. “Some of the tech-
nical and scientific things about creativity, and 
then we make a song live. I’d ask the audience 
for a topic – it was always something ridiculous. 
We’d make a song. That was our initial goal, just 
to get the information out as much as possible. 
Then, while we were in the process of doing that, 
around that time, the building next to our studio 
became available. So we went from having one 
room to having this unnecessarily huge studio. 
That was part of the vision – getting this facility 
and having all this space to have people come 
through, collaborate and work.”

The team saw what was happening at the Black-
bird Academy in Nashville – a school next to a 
studio opened by sound engineer John McBride, 
wife of country artist Martina McBride. 

“He got a school next to the studio because he 
wanted to teach the people he was hiring,” Fauntle-
roy says. “I loved that idea so much. We put all 
these things together with Twila, and that’s how 
1500 Sound Academy was born. A nearly 20,000 
square foot building in Inglewood, eight minutes 
from LAX, across the street from Snoop Dogg. He 
has a huge facility across from ours, and he told us 
he got the idea from our facility. We stole that shit 
back. The rest is history. The support we’ve gotten 

from the community and the city of Los Angeles 
and Inglewood has been above and beyond. It’s 
been a hard journey.”

Dopson says that they have an advantage over 
other similar institutions because they both bring 
“everything” to the table.

“The whole point of us is that everybody could 
do everything, individually,” Dopson says. “When 
we come together, it’s the Power Rangers. That 
we taught each other everything, and we learned 
all the rules to break them, now it’s easier for us 
to teach.”

Still, there was a learning curve. The team had 
to transfer their knowledge of the entertainment 
industry to education. Fauntleroy says that church 
helped.

“We’re always going to be looking to do things 
better,” he says. “Each class, each graduation cycle, 
we learned new things to implement. Pre-school, 
we were already thinking about online curricu-
lum. The pandemic really has given us a new level 
of learning curve. Teaching is something that I 
think comes naturally to me and Larrance, and so 
many musicians, especially musicians who come 
up through the church system.”

Now they offer courses in music production, 
engineering, songwriting, the music business, 
mixing and artist branding. It all comes back to 
the original message – everyone needs to learn 
everything.

“We all do so much, and we’ve all seen the im-
pact that multiple skills have on your career. That’s 
the premise of what we want you to learn,” says 
Fauntleroy. “If you come in and you’re a producer, 
it behooves you to also learn about what a song-
writer is thinking about, what an artist is doing, 
what the engineer is doing. For one thing, you 
may need to do or facilitate some of these things. 
But also, you can learn to speak the language of 
the other people. If you know how to use Adobe 
Illustrator and Photoshop, that means you won’t 
have to get someone to do that. If you learn how to 
engineer and you’re an artist, you can record your-
self. If you’re a producer, you can record the artist.”

It’s working. Now partnered with Roland, grad-
uates of the academy have been hired to engineer 
for artists as prestigious as Young Thug. The team 
is working with the likes of Justin Timberlake and 
Roc Nation. None of this is just promo lip service 
– the results are tangible. 

“That’s the goal – jobs, money and being able 
to support yourself while pursuing your dreams,” 
Fauntleroy says. “We hope to have more. We have 
clients coming up with internship pipelines. We’re 
trying to come up with an even clearer pipeline. 
We have a constant flow of active, real-world prac-
titioners coming in and talking to the students on 
a regular basis.”

While 2021 will see us remain locked down for a 
while, 1500 Sound Academy are striding forward 
thanks to their online classes. Meanwhile, they’re 
looking to build a new studio.

“In the future, we’re building what’s probably going 
to be the most advanced studio in Los Angeles,” says 
Fauntleroy. “The premise is proximity and the value 
of exposure. That’s what I took from Blackbird, and 
will turn this into even more of a valuable experience. 
We’ll be able to take them from the classroom to 
actually be around the business. Nipsey Hussle was 
a good friend of ours – he promoted the school at the 
beginning, he had an idea that we’re putting to this 
studio side, for an observation studio. For celebrities 
to be able to have premium experiences with their 
fans, they can come and look at them while they’re 
in their elements. They can see what’s really going on 
in the studio, without disturbing the process. That’s 
what’s coming next.”

Visit 1500sound.academy for all information.

S P E C I A L  I S S U E  /  B L A C K  O W N E D  B U S I N E S S
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JAQUI RICE 
UNLOCKS THE 
MAGIC OF 
MUSHROOMS IN 
G.O.A.T FUEL 
The entrepreneur has teamed up with Hall of Famer 
dad Jerry in their new family business - a better for 
you energy drink.
BY MICHELE STUEVEN

Cordyceps is a parasitic fungus that 
sprouts long, slender stems  out of 
the heads of  certain dead caterpil-
lars in the high mountain regions 
of China.  For G.O.A.T. Fuel energy 

drink founder Jaqui Rice, they are a thing of 
beauty.

Found in traditional Chinese medicine for 
centuries, these mushrooms have been used to 
treat everything from fatigue and kidney prob-
lems to low sex drive. It’s the secret ingredient 
in the low carb brightly colored energy drink 
developed by Rice and her Greatest Of All Time 
dad, NFL wide receiver Jerry Rice.

“My dad is like the bionic man,” entre-
preneur Rice tells L.A. Weekly at the North 
Hollywood headquarters of G.O.A.T. Fuel, 
the first all Black-owned beverage company 
in the energy space.  “While me and my fi-
ance, Trevion “Tempo” Stokes, were dragging 
ourselves out of bed, Jerry at age 58 is on the 
peloton every day at 6am, meticulous about 
everything that goes into his body.  We wanted 
to put that into a can.”

The younger Rice was already an energy 
drink devotee, but wanted to see a cleaner ver-
sion on store shelves and used her business 
experience to  launch the company in Decem-
ber of 2019.  The keto friendly drink is the only 
one on the market that uses mushrooms, has no  
preservatives or sugar,  200 milligrams of natu-
ral caffeine,  10 different vitamins,  electrolytes 
and green tea green tea with epigallocatechin 
gallate, which is said to boost metabolism.   Four 
flavors include blueberry lemonade, peach 
pineapple, tropical berry and pink candy and 
come in at 10 calories per can. 

 “Tempo  and I are  really into mushrooms,  
they are amazing,” says the Georgetown Uni-
versity graduate.  - “They’re  so intelligent, there 
are so many of them, they’ve got their own 
kingdom.    We did a lot of research and became 
more and more fascinated with them.  Why not 
put them in a drink?”

In that research she came across the tale of 
the charming caterpillar fungus.  According 
to Rice, the story goes that goat herders in the 
Himalayas  noticed their flocks  eating some-

thing  out of the ground that made them more 
energetic and vibrant than usual.  So the herders 
took the fungus back to their villages and tried it 
for themselves. In traditional Chinese medicine 
cordyceps would be used in soups to help the 
body  utilize more oxygen.   They found that it 
gave them energy and their respiratory systems 
started working better.  

Together with Chief Creative Officer Stokes 
and her Executive Chairman  Hall of Famer 
dad, the team did an all-out blitz  of tastings 
at their Benicia, CA flavor house starting in 
2018 as well as nailing down distributors and 
manufacturers. Using the Rice business acu-
men, they launched online to great success at 
the end of 2019, right before the pandemic 
shut everything down.  Raising money was an-
other feat in and of itself.  The last check from 
investors came in out of New York on the same 
day that Gov. Andrew Cuomo  announced a 
state of emergency.   The former San Francisco 

49er would sit in on distributor meetings and 
sales calls, never missed a formulation meet-
ing and did  production runs together for days 
at a time alongside his daughter, flying in from 
the Bay Area where he lives.  

“He’s always been very disciplined,” she says. 
“ That ethos has transferred into the beverage 
and our company culture.  We’re a small team 
of six, but we’re all driven and ambitious.  When 
you have something that says ̀ `Greatest of all 
Time” on the can, the bar is set kind of high.”

“As for the future I do feel there’s a long way 
to go, but i’m so inspired by seeing how people 
have rallied behind black businesses in the 
last few months,” says Rice. “ 2020 was an eye 
opener. If you just look at how many people 
are paving the way now, starting with this ad-
ministration.  It’s exciting to see that we’re on 
the right track to have some equitable things 
happen in this country and change it for the 
better. “

S P E C I A L  I S S U E  /  B L A C K  O W N E D  B U S I N E S S GF November

Jerry and Jaqui Rice Jaqui Rice

MICHELE STUEVENCOURTESY GOAT FUEL
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EQUITY CANNABIS 
OPERATIONS BEAT COVID, 
BUT FEW NEW FACES
While many cannabis equity operations have been 
killing it during the pandemic, it’s been more difficult 
to join their ranks. 
BY JIMI DEVINE

While many cannabis business-
es have found wild success 
during the pandemic, sup-
porting new cannabis en-
trepreneurs from the com-

munities hit the hardest by the enforcement 
of misguided weed laws has been a bit trickier 
than in the past.

The idea of equity in the cannabis industry 
has spread east from California after the execut-
able form of the concept first went through its 
growing pains in Oakland, and is still going 
through some fine-tuning in L.A.

But now, as the movement to em-
power those communities in an 
industry that they once found 
themselves incarcerated for 
at disproportionate levels 
grows, it’s facing a pan-
demic. This current 
state of the world is 
draining the coffers 
of many organiza-
tions looking to get their 
foot in the door. But those who had jumped 
through the necessary hoops to exist in this 
moment? They’re doing pretty awesome – just 
like everyone in the industry who hasn’t used 
the pandemic as an excuse for bad business 
plans. Sure, there were operational challenges 
of the bat, but if you have a mechanism to get 
decent weed at a reasonable price to people’s 
door, you’re probably doing well.

While the conversation around equity in 
the cannabis industry is stronger than ever, 
how executable is the idea at this moment? Not 
very. The pandemic has proven more difficult 
in the permitting aspect of the industry with 
delays costing people more and more as they 
continue to pay rent on facilities they hoped 
to get licensed. 

At the moment, people are talking more 
about equity in cannabis than ever – all the 
way from L.A. to DC. But we haven’t had a lot 
of new faces to talk about over the last year.

One of the folks that’s helped or inspired a lot 
of equity applicants across the U.S. over the last 
few years is Amber Senter. Her advocacy with 
Supernova Women and tangibly supporting 
equity brands through her Breeze Distribution 
has been huge. 

Senter spent much of the year working to 

open a commercial kitchen via the Equity-
Works! Incubator. It will provide infrastruc-
ture to equity brands on the come-up. For 
smaller edible companies finding their way in 
the world, building out your own commercial 
kitchen is a foolish use of resources when you 
could rent a certified kitchen and use the other 
cash to help grow the company. 

Senter was quick to note things haven’t 
sucked for folks who were well positioned go-
ing into the pandemic.  

“Yeah, business has not been bad, that’s for 
sure. It’s been good, though permitting 

has been a bit of a challenge,” Senter 
told L.A. Weekly. “Dealing with the 
city, you know, local government 
and hopping through all the hoops 

required to get different sign-offs for 
our facilities, that’s been challenging. 
Definitely.”

Though she had her own trials and 
tribulations when securing a permit 

during the pandemic, she also gener-
ally has eyes on a lot of folks going through 

the process. We asked what it’s been like watch-
ing those entrepreneurs she’s provided support 
and advice hit the roadblocks despite putting 
their best foot forward.  

“People have definitely been hitting brick 
walls a lot and I’ve been trying to really help 
them break down those walls. A lot of it has 
to do with engaging with the government and 
not being able to go into places in person and 
talk through stuff,” Senter said.

Senter noted outside the biggest issues that 
permitting presents, there are other factors 
complicating growth for startup cannabis busi-
nesses as lockdown continues. Things like in-
store demos and in-person staff training simply 
aren’t a thing anymore. They’d traditionally 
been a key tool for anyone trying to elbow 
their way into more coveted spaces. You could 
add to Senter’s take on consumer education 
that a lot of the times the big dog dispensaries 
have decades-old relationships with vendors. 
It’s tough to get on their radar if people aren’t 
asking for them. 

We asked Senter if it had been easier for eq-
uity permit holders to get a permit this year, 
would the snowball of progress be even bigger? 
Despite the hurdles faced be so many, did it 
actually slow down the cause?

“You know, I don’t think so,” Senter quickly 
replied. “I think everybody was sitting at home, 
actually paying attention. There were no sports, 
so people were forced to see the ugly side of 
what black and brown America faces every day. 
And they saw and they were appalled.”

On occasion, Senter had to deal with the awk-
wardness of people in the cannabis industry, of 
all places, announcing their newfound aware-
ness for the complex relationships between 
communities of color and law enforcement. 
While shocked at the obvious much of the 
time, Senter tried to give folks the benefit of 
the doubt.

“There were so many distractions before that 
they just didn’t see it, you know. And now that 
they’ve seen it, like oh my gosh, we have to do 
something about this,” she said of those mo-
ments of the early summer dialogue around 
police brutality that in turn fostered more sup-
port for equity programs. “The issues with a lot 
of the equity programs that I’m seeing outside 
of the bubble that I’m in is, there’s no funding, 
you know? How can we provide any type of 
support whatsoever without any extra money 
behind it? What do you?”

One common practice in various time zones is 
equity programs getting scapegoated as a result 
of wider issues attached to various state and mu-
nicipal well-intended equity programs with little 
funds in the coffers. Senter concurred with the 
sentiment and spoke to the amount of lip service 
equity operators have seen in recent years. 

“It’s lip service until they start putting dollars 
behind it,” Senter said. “Otherwise, like I said, 
how did they expect these things? How can you 
provide support if it doesn’t come in the form of 
money? All support is money, especially from 

the government. These equity programs need 
funding. Then there’s some of the crazy stuff I’m 
seeing, like in Massachusetts with the lawsuit. 
What is that? Blatant racism playing into equity 
programs, you know?” 

Senter savagely went to town on the Com-
monwealth Dispensary Association’s lawsuit 
attempting to derail the effort to protect the 
Massachusetts delivery permits for equity li-
censes and give them a head start when the 
delivery opens up. One of the reasons delivery 
is a popular option for equity operators getting 
into the industry is it provides the lowest bar 
for entry. 

“You want to sue, because the equity program 
they’re trying to set up to do what it’s supposed 
to do? This is insane,” Senter said about the legal 
move. “This is insanity. So, I think that I really 
don’t know what to say about Massachusetts. 
Really appalling. What happened out there is 
gross and atrocious. And those people ought to 
be ashamed of themselves for even being any 
kind of part of that whatsoever.” 

Senter is a lot more chipper when speak-
ing on the potential for the “EquityWorks!” 
Incubator being run through the kitchen. The 
plan is to provide low-cost commercial space 
to cook, mentorship, and revenue via Breeze 
Distribution’s connections to shelf space. One 
of the trickiest parts is getting that initial wind 
in your sails for any company. 

“It’s really pretty awesome. We meet with 
the operators twice a week on Thursdays and 
Fridays. Fridays is a two-hour Q&A so anybody 
can just pop in and ask any old question from 
anywhere from licensing, compliance, R&D, 
to branding, marketing to data and market 
trends,” Senter said. 

S P E C I A L  I S S U E  /  B L A C K  O W N E D  B U S I N E S S



 W
W

W
.L

A
W

E
E

K
L

Y
.C

O
M

   
|  

 F
eb

ru
ar

y 
5 

- 
Fe

br
ua

ry
 1

1,
 2

02
1 

  |
  L

A
 W

E
E

K
L

Y  

12

Injured at work? 
Workers Comp Law Firm 

READY TO HELP!
For a FREE consultation, please call 

310-664-9000 x 101 or text 310-849-5679
Website : www.workinjuryhelp.com

Warning: 
Making a false or fraudulent claim is a felony  subject up to 5 years in prison 

or a fine up to $50,000 or double the value of the fraud whichever 
is greater, or by both imprisonment or fine.

Thank you Saint Jude, Saint of the Impossible, EC

WANTED HOTWHEELSWANTED HOTWHEELS
1968-19851968-1985

COLLECTOR WILL PAY TOP DOLLARCOLLECTOR WILL PAY TOP DOLLAR
(562) 708-9069(562) 708-9069

acmecollectables.comacmecollectables.com

$$Top Dollar Paid$$

Medallia, Inc. has following 
opportunities in Los Angeles, 
CA: Data Scientist: Under 
direct supervision of the 
manager: Interpret data, 
analyze results, and provide 
ongoing reports to internal 
stakeholders. To apply, mail 
resumes and ref. job title to 
L. Schwind, Medallia, Inc. 575 
Market Street, San Francisco, 
CA 94501. Background checks 
required.

Software Engineer (Houzz, 
Inc., Santa Monica, CA) 
Dvlp Houzz.com’s website 
functionality, platform, & APIs. 
Reqs: Master’s deg or foreign 
equiv in Comp Engg, S/ware 
Engg, or Comp Sci + 1 yr exp. 
Exp to include performing 
back-end platform dvlpmt 
(reqmts gathering, system 
dsgn, task planning, execu-
tion). Mail resumes to 285 
Hamilton Ave., 4th Flr., Palo 
Alto, CA 94301.

Business Intelligence 
System Architect required by 
Universal Music Group at 21301 
Burbank Blvd Woodland Hills, 
CA 91367. Responsible Arch 
and dev ent rep BI apps, strat, 
SAP Business Obj.  Send re-
sume to Attn: 5678 Eire Juarez, 
Human Resources, 2220 
Colorado Ave, Santa Monica, 
California 90404. NO Phone 
calls or emails. Ad paid by an 
equal opportunity employer.

Logistics Manager. Req’d: 
Bachelors in Business Admin, 
Logistics, or related. Mail 
Resume: Max IGL, Inc. 1250 
W. Artesia Blvd., Compton, 
CA 90220

inMarket Media seeks Chief 
Financial Officer (Culver 
City, CA) to lead financial 
strategy across the org., 

partnering w/leadership to 
dvlp & implement strategic 
biz plans & operating initia-
tives. Oversee the co’s. fiscal 
activity which incl forecast-
ing, budgeting, reporting, 
& auditing. Dvlp finance 
organizational strategies, 
policies, & procedures. Liaise 
w/ co’s. external tax advisors. 
Oversee legal aspects of org 
by monitoring & ensuring 
legal & regulatory compliance 
on all financial functions. 
Supervise financial reporting 
& budgeting teams, as well 
as Chief Legal & Privacy 
Officer. Reqs: Bach’s deg in 
Biz Admin w/concentration 
in Accounting (or foreign 
equiv) & 5 yrs of exp as Dir. 
of Finance. Mail resume: Att: 
HR Mgr, inMarket Media, LLC, 
10100 Venice Blvd., Ste. 114, 
Culver City, CA 90232

IT Project Lead in Santa 
Ana, CA. Oversee the Servers 
including network database 
& phone system. Guide IT 
team in troubleshooting & 
resolving hardware/software 
problems.  Req: AS in IT/CIS/
Comp. Sci., or related & 3-yrs 
exp. as project management, 
IT Analyst, Project Lead, or 
related. Mail resume to: HR, 
Cole Instrument Corp. 2650 
S. Croddy Way Santa Ana, 
CA 92704

Director, Business Develop-
ment (Marina Del Rey, CA) 
Support business teams in US 
& Europe as sales leader. Drive 
business dvlpmt efforts for 
finl svcs tech platform. Reqs 
Bachelor’s or foreign equiv 
in BizAdmin, Finance or rltd; 
1 yr in job offd or as Comm’l 
or Relationship Mgr or rltd, 
Exp in corporate banking, 
BizDvlpmt, strategy, Europe 
bank regs.  Mail resumes: HR, 
Spring Labs, 4551 Glencoe 
Ave, #100, Marina Del Rey, 
CA 90292.

Accountant (City of Industry, 
CA) Prepare & examine 
accounting records. Master 
in Accounting or Biz Admin. 
Skilled in GAAP, financial 
analysis, Office & Accounting 
Software. Team player able to 
multi-task & meet deadline w/ 
communication skill. Apply to 
New Wave Lending Group Inc. 
17800 Castleton St. #588, City 
of Industry, CA 91748

ANALYST, BPC Planning & 
Analysis Film positions (NBCU-
niversal Media, LLC; Universal 
City, CA). Responsible for 
supporting & administrat-
ing SAP BPC solution being 
implemented for Film Finance 
FP&A group, as part of MF&SP 
FP&A IT support team. Send 
resume to Kelley Alvarado at 
kelley.alvarado@nbcuni.com & 
indicate you are applying for 
the Analyst, BPC Planning & 
Analysis Film (HK21LN) open-
ing. NBCU is an EOE.

ENGINEERING 
Gale Banks Engineering has a 
Calibration Engineer opening 
in Azusa, CA. Develop base 
calibration of full engine man-
agement suite on production 
ECUs. Refine calibration suite 
to suit specific non-standard 
engine applications for spe-
cialty vehicles. To apply, email 
resume to jobs@bankspower.
com & reference job # AS100

Manufacturing Engineer 
Supervisor – (Garden Grove, 
CA) Air Industries Company, 
a PCC Company:  Develops & 
implements forging progres-
sive operation standard 
work. Identify, prioritize & 
implement process improve-
ments. Req.s: Bach’ degree* 
in mechanical, aerospace, or 
industrial engineering + 1 yr 
of exp as an engineer or engi-
neering supervisor. Exp in de-
velop & implement cold, hot 
forging progression (Formax 
National, Carlo Salvi, Sakamura 
and Asahi Machineries) & 
Hot Press for Titanium, Wasp 
alloy, Inconel, A286 headed 
aerospace fasteners & Carbide 
tooling design; Apply DEFORM 
2D/3D simulation software 
to optimize forging progres-
sion & tooling; Assemble 
interdepartmental teams & 
lead them thru failure mode 
& effects analysis; Project 
mngmnt to ensure all correc-
tive actions are implemented; 
Assists in development & 
implementation of Capital 
projects, including evaluating, 
planning & industrializing 
machinery to improve qual-
ity, increase production, & 
reduce cost. *will accept 3 yrs 
of exp, including the above 
exp, in lieu of a bach’ degree 
+ 1 yr of exp. Any suitable 
combination of education, 
training, or exp is acceptable. 
Mail resumes to: Jennifer Her-
nandez, 12570 Knott Street, 
Garden Grove, CA 92841 

ENGINEERING 
Pole To Win America, Inc. 
seeks Sr. Audio Engineer in 
Marina Del Rey, CA to be re-
sponsible for audio and video 
engineering. Apply at https://
www.ptw.com/careers.

Community Outreach 
Director: BA’s in Christian 
Education, Political Science, 
Counseling, or related. Mail 
Resume: The Peace Church 
of Jesus Christ 2538 W Pico 
Blvd., LA, CA 90006

LEGAL NOTICES
 

Lopez v. Kintetsu World Express 
(U.S.A.), Inc. 
NOTICE OF CLASS ACTION 
SETTLEMENT 
If you worked as a non-exempt 
employee for Kintetsu World 
Express (U.S.A.), Inc. in California 
between September 22, 2013 
and June 21, 2019, you may be 
a class member and entitled to 
receive money from the 
Maximum Settlement Amount 
of $1,150,000.00 and your rights 
may be affected by the release 
of claims in this case.  For more 
information, please contact 
Simpluris, the settlement 
administrator, by calling (833) 
200-7667. To receive payment 
from the settlement (or to 
exclude yourself or to object), 
you must contact Simpluris no 
later than February 19, 2021.

 

REAL ESTATE

ROOM FOR RENT 
2116 Portland Street. 
Bedroom with private 
bathroom. Rent is $1,100/
month, Wifi, A/C and all utilities 
included. Close to USC and 
downtown.  
(213) 215-1350

EMPLOYMENT
& EDUCATION

Now that the 
massage par-

lors are closed... 
Come and Enjoy 
a Great Massage 

in My Private 
Home! 7am to 
6pm  562 500 

0673

Classifieds
ADULT  

MASSAGE

TO ADVERTISE CONTACT US AT  
PUBLISHER@LAWEEKLY.COM

310-574-7314


