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with Essence sponsoring its
Essence Music Festival in New
Orleans and  Essence’s  Black
Women in Hollywood Awards,
but this event went further and
that intrigued me to the point that
I ventured down to Atlanta to get
a firsthand look at this microeco-
nomic model Essence had cre-
ated for black women and
women of color to birth busi-
nesses in underserved minority
communities. I was especially
glad to see in one of the seminars
a presentation on Opportunity
Zones, an initiative from the
Trump administration developed
by U.S. Sen. Tim Scott, the only
African American U.S. senator
who happens to be a Republican.
Now having said that, what I am
sick and tired of in the spirit of
Fannie Lou Hamer is that the
names of “Trump” and “Repub-
lican” and “Senator Scott” are
forbidden. Nevertheless, the in-
formation about Opportunity
Zones was gotten out compre-
hensively and unapologetically
by presenter Edward S. Smith,
Ph.D.  whom I had the pleasure
of talking to afterwards.  Smith
is the Opportunity Zones and
Special Initiatives Manager in
Atlanta with the InvestAtlanta
organization. Those interested in
building a business and/or eco-
nomically revitalizing their com-
munity to become conducive to
an economic environment where
businesses want to invest should
be flocking to him. More can be
learned about Smith on the In-
vestAtlanta website at www.in-
vestatlanta.com . 
Smith was making his presenta-
tion alongside his InvestAtlanta

LOS ANGELES – OWN: Oprah
Winfrey Network announced
that Jennifer Giddens has joined
the network as Head of Market-
ing reporting to OWN president
Tina Perry. 
Giddens holds a B.A. in Broad-

casting and Communications
from the University of Ten-
nessee, Knoxville.

In her new role at OWN, Gid-
dens will oversee strategic mar-
keting for the network’s diverse
slate of African American female
focused programming, including
its robust slate of acclaimed
scripted and unscripted series, as
well as special programming and

colleague Lonnie A. Saboor,
MBA, who is the director of the
Small Business Development de-
partment. Both men provided the
framework on how the Opportu-
nity Zones work and why they
are essential in creating these
micro-economic opportunities
and models in blighted urban
areas to create long-term jobs
and careers.
Unlike all of those other initia-

tives such as C.E.T.A., Empow-
erment Zones, Enterprise Zones
and My Brother’s Keeper by pre-
vious presidents, Opportunity
Zones actually include Historical
Black Colleges and Universities
(HBCUs) as a cornerstone in
black economic development.
The beauty of this Essence event
is that it had HBCUs Meet Ups;
yet, I am sure that many of the at-
tendees do not realize that under
the last administration HBCUs
were on death row because there
was this underlying movement to
get rid of them by replacing them
with community colleges and the
like. Several years ago, we went
on an editorial war campaign
when we learned that Tennessee
State University’s funds were
being diverted to a community
college and undermined by a
state legislator. Now, the Oppor-

Essence introduces a micro-economic model for underserved
communities ... from front page

tunity Zones have enhanced the
HBCUs, and President Donald J.
Trump in his State of the Union
Address on February 4 an-
nounced permanent funding for
HBCUs, albeit you won’t hear
much about it in black press and
in the black community, be-
cause, unfortunately, the  black
community has developed a
Pavlovian attitude of the words
‘Republican’ and ‘Trump.’  The
President said in the State of the
Union: “My budget also contains
an exciting vision for our na-
tion's high schools.  Tonight, I
ask Congress to support our stu-
dents and back my plan to offer
vocational and technical educa-
tion in every single high school
in America.  To expand equal op-
portunity, I am also proud that
we achieved record and perma-
nent funding for our nation's his-
torically black colleges and
universities.”
To reiterate, “permanent fund-

ing” of HBCUs is the key here.
It is unfortunate that in too many
instances, the African American
community still has the propen-
sity to ‘react’ rather than ‘act’ in
its best economic interest, which
remains dominant in getting
food on the table and ownership.
That is not only unfortunate but
detrimental, but I shall not linger
on the point as we shall be doing
more on this subject. At present,
we are thrilled to see that
Essence, under the innovative
leadership of Richelieu Dennis,

has created these micro-eco-
nomic models. 
I went down to Atlanta with my

sister-in-law who invited me.
Wow! I thought. We have been
getting press releases from and
covering Essence for decades,
but somehow, we did not get
anything on this new venture
Essence was embarking on. After
being a bit P-O ed by not know-
ing, I could then appreciate that
Essence wanted to perhaps do
this slowly and without much
fanfare. Sort of in a sub-rosa bib-
lical way of “precept by precept.”
And in this case, that precept was

the micro-economic model
where under its banner, Essence
would sponsor and design the
event for these underserved
communities, where there is so
much untapped talent.

During the week of December
13-15, 2019 at this Essence En-
trepreneur Summit (also spon-
sored by Target), Essence
offered a venue for businesses
mainly owned by women of
color to showcase not only their

businesses but their vision as
well. My sister-in-law informed
me that she had already joined
Essence New Voices network;
thus, why she knew about it.
Wow! I said again. All of this
was happening under my nose
and I did not know about this
network which allow thousands
of women of color entrepreneurs
to communicate and pass on
ideas and knowledge to build
what is so badly needed on a 21st
Century black economic agenda.
I experienced the ‘beauty’ to
walk around and talk to these en-
trepreneurs who spoke a differ-
ent language from what is
usually portrayed in mainstream
media which is the victim and
poverty mentality. When I spoke
casually to some of these ven-
dors, I hear their stories. This is
vital that you ‘hear’ their stories
and how they got where they got
and or getting where they’re
going. It’s nice to ‘hear’ healthy
ambitions.Their ilk will never if
seldom get the attention in main-
stream media. 
The event was held at the West

End Production Park, 713 Ralph
David Abernathy Blvd. (And let
me do add this which is that
these were some of the cleanest
restrooms I’ve ever been to at an
event in a public facility.).

Richelieu Dennis pulled to-
gether and put together notable
persons, corporate entities, and r
businesses to expose an array of
knowledge that will benefit all

Kim Kimble

parties. Among those were giant
companies such as Goldman
Sachs, Target, and Instagram.
Yes, the celebs were there, too,

such as Queen Latifah who is
teaming up on an album with
new female rap artist, Rapsody;
and Master P who founded the
Rap Snacks. I had the opportu-
nity to speak to one of the black
young men of Atlanta, Anthony
Dupoux who is Special Events &
Marketing Specialist for Rap
Snacks in Atlanta (for the record,
these Rap potato chips are some
darn good tasting chips. I had
tasted them long before the At-
lanta trip!).   There, too, were
other enterprises participating.
Among them, Ryan Wilson and
TK Petersen, founders of The
Gathering Spot; Toya Wright and
Lucinda Cross who took atten-
dees on  “A Mom-prenuers Jour-
ney” as an inspiration to working
moms; Rodney Sampson, author
of “Kingonomics: Twelve Inno-
vative Currencies to Transform
Your Life, Inspired by Dr. Martin
Luther King, Jr.”, and a Senior
Fellow at the Brookings Institu-
tion and Executive Chairman &
Chief Executive Officer of Op-
portunity Hub (OHUB); Monica
Hooks, executive director of the
Women’s Entrepreneurship Ini-
tiative; and  Kim Kimble of Kim
Kimble, a company specializing
in beauty and hair products.

Another bright spot was
Essence offering the opportunity

Jennifer Giddens joins OWN:
Oprah Winfrey Network
as new head of marketing 

TV movies, which were recently
introduced to the lineup. She will
also handle marketing for the
network’s growing podcast busi-
ness and work closely with
OWN’s ad sales team to identify
and create impactful marketing
solutions for partner brands and
advertisers. 

“Jennifer has an extensive
background delivering strategic
and impactful 360-degree mar-
keting campaigns across numer-

Jennifer Giddens 

“Where there is no vision, the people will perish.”

ous high-profile entertainment
brands,” said Perry. “Her vast ex-
pertise will help us reach our pas-
sionate audience in new and
exciting ways and we are thrilled
to have her join the OWN team.”

“I’m very happy to be joining
this talented team to oversee the
network’s marketing, and to help
reach an audience who see them-
selves reflected in and enter-
tained by OWN’s programming,”
said Giddens.

Giddens’ extensive marketing
experience embraces a wide va-
riety of programming genres, in-
cluding scripted, unscripted, live
action, drama, comedy, anima-
tion and sports. She has led mar-
keting teams for Netflix, and for
cable and media conglomerates
NBC Universal, Turner Enter-
tainment and Scripps Networks.
Most recently, Giddens was Head
of Creative Marketing, Kids and
Family for Netflix, with over-
sight of their creative marketing
team and development of global
launch campaigns, from strategy
development to creative execu-
tion and production. 
Prior to Netflix, Giddens spent

several years as Senior Vice Pres-
ident, Marketing & Digital for
Universal Kids, where she over-
saw brand strategy and consumer
marketing development and exe-
cution managing the company’s
brand marketing, social media,
digital and brand creative teams.
She also served as VP of Market-
ing for Sprout. Previously, Gid-
dens oversaw TNT’s brand
marketing team and was respon-
sible for the creation of multiple
high-profile campaigns for the
network’s award-winning series.
In 2017, Giddens was named as

one of the industry’s most no-
table marketing executives in Va-
riety’s Marketing Impact Report.
Over her illustrious career, her
work has been recognized with
Clio Awards, Emmy nomina-
tions, Peabody and Promax hon-
ors. She has also been awarded
Kidscreen’s Brand/Channel De-
sign of the Year and was a Mar-
keter of the Year finalist. 

In her new role at OWN, Gid-
dens will oversee strategic
marketing for the network’s
diverse slate of African Amer-
ican female focused program-
ming, including its robust
slate of acclaimed scripted
and unscripted series...
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Edward S. Smith


