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The Perfect Storm of Sponsoring 
 

This time of year - as we share with ladies about how Premier can meet needs in their lives - we                  
typically hear the answer, “Well, maybe I should wait until after the holidays.  Maybe I should get 
started after the first of the year.”  BUT - there are several GREAT reasons for helping and                              
encouraging ladies to get started BEFORE the year ends.  Here they are: 
 

1. For all jewelers who come into Premier during November or December, Premier is giving them an 
extension on their Quick Start.  Their year it is an even BIGGER extension and adds almost an                 
entire additional month to their opportunity to ear either $200 or $300 in jewelry for their display 
table. 

 

2. If they get started before the end of the year, all of their start-up costs (whatever they might be) are 
deductible on this year’s income tax.  (If they wait until January to get started, they will have to 
wait an entire year to begin deducting expenses.) 

 

3. From whatever date a new jeweler received their jeweler #, they have 30 days to conduct their 
training show and still receive the hostess benefits.  The Quick Start clock doesn't start ticking until 
the date of their training show.  So...they could get a jeweler # (officialy) for example, on December 
28th, push their training show into January (sometime before the 28th) and still qualify for the 
Quick Start extension. 

 

4. Premier typically always does a promotion in January.  Their training show would qualify for that. 
 

5. NEW jewelry in January!! 
 

6. They are still taking advantage of the “fresh start” of a new year, but have the extended Quick 
Start advantage and also the income tax advantage by getting that jeweler # in December. 

 

7. As a sponsoring jeweler, the holiday time (after mid-December) is more of a down time, so you have 
more time to work with your new jeweler and help her get off to a GREAT start after the first of 
the year. 

 

8. She will most likely be with lots of friends and family during the holidays and can share with them 
about her new business with Premier. 

 

9. This can also work for jewelers who come in during later November or early December.  They can 
still have their training show around the holidays and capitalize on the holiday shopping and then 
cluster book January from that training show and have an awesome start to their new business                 
after the first of the year.  With the generous Quick Start extension, they shouldn’t have any prob-
lem achieving that. 

 

10. At the end of the year and during the holidays, people are most reflective and will take a look at 
something new or different to make the coming year better.  They will most likely be more open 
and receptive to hearing about Premier as you share with them - in love - how this amazing                         
opportunity can work for them.   

 
The “perfect storm” is brewing.  Let’s set our sails and ride right into it!   The timing couldn’t be              
better. 
 
         -  Cookie Strickland, 2 �  Designer, FL 
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9 Tricks If You Are Bad With Names 
If remembering others’ names is downright impossible for you, try out these tips from Anne Barber & Lynne Waymon: 
 

1. Repeat the first name or confirm the last name.  Simple saying, “It’s nice to meet you, Chuck!” or “and your last name 
was…?” will help you register the name and give it a better chance to implant itself into your memory. 

 

2. Ask a question or make a comment about the person’s name.  Nice to meet you, Julia.  My college roommate’s name was 
Julia, so I’ll have no problem remembering you.” 

 

3. Ask the person to spell his or her name.  “Abby, do you spell your name with a ‘y’ or an ‘ie?” 
 

4. Associate the name with a picture in your mind.  If you meet a CEO named Arthur, visualize him as Kim Arthur with the 
knights of the Round Table.  “Some people like this technique; others say it confuses them,” warn Barber and Waymon.  “Only 
use it if it’s helpful.” 

 

5. Ask how the person got his name.   “Savannah, were you named after the city?” 
 

6. Tell the person what you have heard about him.  “I heard you organized this whole event, Peter.” 
 

7. Keep your energy level high.  Let your body language and tone of voice signal that you are honestly trying to learn the other 
person’s name and teach her yours.  According to Barber and Waymon, people say this is flattering. 

 

8. Always say the person’s name again as you leave her.  “It was good to meet you, Jen.” 
 

9. Handle forgotten names with grace.  No, whining about how bad you are with names is not graceful.  Instead, ask a friend to 
remind you, or if you can recall where you met that person, say, “I remember meeting you at the conference in Seattle.  I’m                   
  .  Will you tell me your name again?”  The person may have forgotten your name too, and will be grateful for your 
reintroduction. 

 
Always remember: making small talk about a person’s may take time, but it could save you embarrassment later on!!! 
    - Taken from www.careerbuilder.com 



 

The Impact Of Different Clothing Colors 
 

Have you ever wondered why police officers wear blu e or the clergy wear black?  Or why pur-
ple and red are colors of passion while white and y ellow denote innocence and cheer?  It’s 
because different colors impact people in different  ways, evoking emotions from trust to jeal-
ousy and everything in between.  Scientists have st udied the effects of color for centuries, 
and savvy people have used these findings to create  buildings that inspire awe, furnish 
rooms that denote power, and build wardrobes that c ommand attention. 
 
Now while everyone brings different cultural and li fe experiences to every situation this is 
how, according to color psychologists, the majority  of people respond to different colors: 
 
BLACK  is the color of authority, power, and drama.  Popu lar because of its slimming effect, 
black can also make its wearer appear aloof and ove rpowering.  So avoid it when interview-
ing, unless in small amounts or as an accent color.  
 
WHITE is symbolic of purity, chastity, and cleanliness.  Worn by brides to convey innocence 
and doctors and nurses to imply sterility, white is  a neutral color that goes with everything.  
It’s usually worn in shirts and blouses year round,  yet confined to the summer months when 
worn in large doses. 
 
BLUE denotes tranquility, authority, trust, and loyalty .  It’s the best-selling color on the planet, 
and the one with the biggest success rate in interv iews and sales calls.  A favorite of law en-
forcement and the military, blue is the ultimate “p ower color.” 
 
RED symbolizes heat, danger, power, passion, and stren gth.  The most emotionally intense 
color, red stimulates a faster heartbeat and breath ing.  When used as an accent color, it can 
motivate people to make quick decisions and increas e expectations.  However, it can also 
heighten emotions during negotiations and confronta tions, so avoid wearing large amounts 
of red when faced with one of those situations. 
 
PINK can inspire a variety of emotions from fun and exc itement (vibrant pinks) to calm and 
low energy (pale pinks).  Pink is viewed as a femin ine color, and like purple, should be worn 
with discretion in business situations.  In profess ional men’s sports, the visiting team’s 
locker room is often painted pale pink to reduce en ergy and to emasculate. 
 
GREEN signifies nature, success, wealth, and security.  A calming, refreshing color, green is 
the easiest color on the eye nad currently the most  popular decorating color.  People waiting 
to appear on TV sit in “green rooms” to relax.  Dar k green is masculine, conservative, and im-
plies wealth.  Want others to feel comfortable with  you without standing out in the crowd?  
Wear a mid to dark green. 
 
YELLOW inspires a wide range of emotions, from cheer and goodwill to caution, decay, and 
jealousy.  It enhances concentration, which is why it’s used for legal pads.  However, people 
lose their tempers more often in yellow rooms than in rooms of other colors, and babies will 
cry more in rooms that are painted yellow.  It is t he most difficult color for the eye to take in, 
so it can be overpowering if overused.  Wear in sma ll doses in business situations. 



 

 
ORANGE, like red, stimulates strong emotions.  Associated  with warmth and the autumn har-
vest, people who wear orange are perceived as havin g a strong personality.  Bright orange, 
like bright red, will attract attention and evoke i ntense emotions, so wear sparingly in job in-
terviews, negotiations, and when expecting confront ation. 
 
PURPLE symbolizes royalty, richness, power and sensitivit y.  It’s also the color of passion 
and love.  Purple stimulates the imagination, but b ecause it’s often viewed as a “feminine” 
color, avoid wearing purple when negotitation with men - particularly in situations where 
there’s strong gender bias. 
 
BROWN communicates credibility and stability.  It’s the color of the earth and abundant in na-
ture.  It’s also a good color to wear when gatherin g information, as it creates a neutral envi-
ronment for open discussion.  Men are more apt to s ay that brown is one of their favorite col-
ors. 
 
BEIGE and TAN, like brown, are calming, stress reducing, earthy colors that invite communi-
cation.  Perceived as nonassertive and passive, the se are the colors to wear when comforting 
others or gathering information. 
 
GRAY symbolizes neutrality and sophistication.  After b lue, it’s the second most popular 
color to wear to an interview.  If you want to look  authoritative without being oppressive in 
black, opt for gray.  It’s a great choice. 
 
Depending on your situation and your regular wardro be needs, you might build your closet 
around specific colors.  If you regularly watch the  local or national news, you’ll often see poli-
ticians in blue and gray suits.  Why?  Those colors  evoke trust and confidence.  Your favorite 
news anchor will probably be in a dark color as wel l, trying to look nice without distracting 
from the star of the show: the news. 
 
If you could use a little excitement ( red), trust ( blue ), serenity ( green ), or whatever in your day-
to-day dealings, try harnessing the power of color in your wardrobe.  Sometimes a small 
change can make a BIG difference.  Try it for yours elf and see! 
 
-  Gayle Foster, Gold Executive Director, GA  


