




Profit building is easy with Teltrust's prepaid calling services. Low network costs. Great
margins. Room for multiple distribution channels. Two debit platforms for the best
feature groups in the business. Premium card design and production - stock or custom.
Bilingual customer service representatives. And a streamlined account architecture for
optimum flexibility.

Find out today how you can build a profitable prepaid calling program with Teltrust.
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OPPORTUNITY ISN'T JUST KNOCKING, IT'S RINGING OFF THE HOOK
AND...

CUSTOM AUDIO PROMPTS RECHARGEABLE

Guaranteed to increase your product's expo- Let our staff design acustom card to fit your The ability to extend the life of the card

sure with an audio message every time the promotional needs. serves as an on going source of advertising

card is used.
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PLAYERS' ASSOCIATION

GET INTO THE GAME!

Introducing Parkhurst
NHLPNM Calling Cards

For more information call 1-800-607-1133

• Limited Edition collectibles
• Use the 800# to call long-distance
• Easy instructions help you to make your call
• Enter your PIN# and you'll be told how

much time is left
• Long-distance phone service is good from

anywhere in the u.s. or Canada

Prepaid phone cards are a convenient way to make
long distance calls and keep your telephone
expenses under control. And now, through
Parkhurst, they're a great way to enjoy hockey,

Parkhurst calling cards are produced in limited
editions and feature a hockey star on every card,
Plus, you can use your ,Parkhurst calling card to
access the Hockey Hotline™ to play hockey expert
Liam McGuire's hockey trivia game, Anyone who
beats Liam gets a special signed certificate,

Coming Soon to the Hockey Hotline™

All of the latest NHL, Minor and Junior hockey
scores, team reports and player stats will be
available on the Hockey Hotline this fall. Getting
the "scoop" on your favorite team or player has
never been more convenient.

PREPAID
CALLING
CARDS NHLPA

TM

1. Dial 1·800·589·1130 from any touch·tone telephone.

2. Enter personal identification number: SAMPLE
3. To Call:

USA/Canada 1+Area Code +Number
International 011 +Country Code +City Code +Number
Information Network '01

4. To make another call: Press ## (pound key twice).
5. For customer service, call 1·800·607·1133.

2500 of 2500
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Next time you're in a Barnes & Noble
Superstore look for us.

Phonecards from 25 different issuers
will be evaluated...

We're Two and We're New!

So, what do you think of the
new cover? For many of us here it
feels a lot like discarding a comfort­
able old flannel shirt in favor of a
starched new Oxford - we love the
shirt, it's just a little awkward.

Change is inevitable, right? You
can be sure it is, and our new cover

is only the beginning. Special thanks
go out to J.P. Sartori for his expertise
in putting together our new eye­
catching look. It was our desire to
create a logo that would command
the attention of the first time reader.
With Mr. Sartori's help, we think we
have succeeded and hope you agree.

Next time you're in a Barnes &
Noble Superstore look for us. We
should be there, jumping into your
hands. If you don't see Premier
Telecard make sure you talk to the
store manager so he/she can be sure
to keep a full stock next time
around. It is time to reach the gener­
al public - ready accessibility at
Barnes & Noble is one giant step in
that direction.

Before I fill you in on Premier
Telecard's new direction, I'd like to
offer up a self-serving note of con­
gratulations. (Hooray for us!)
Premier Telecard first hit the market
back in July 1993. With this issue we
enter our unprecedented third year of
publication. The first magazine to

focus on the U.S. prepaid phonecard
industry, and the burgeoning ranks
of telecard collectors, Premier
Telecard is also responsible for a
number of other notable firsts ...

- First company to combine
eight different telcos and issuers to
produce a unique set of eight first
issue phonecards celebrating the
arrival of telecards in the U.S.A. and
the first issue of Premier Telecard
Magazine. (July 1993.)

- First to launch phonecards on
a nationally recognized platform, the
Phone Card Phair in San Francisco,
March 1994. With over 3,000 atten­
dees and 113 exhibitors, this remains
the most successful U.S. phonecard
show to date, the event all others are
measured against.

- First U.S. magazine to con­
tract with an internationally recog­
nized artist to advance a tiled set of 6
phonecards along with a lithograph
of the original artwork. The 6
"Keane Eyes" cards together formed
a representation of the happy chil­
dren depicted in Margaret Keane's
Love Makes a World of Difference.
(March 1994.)

- First U.S. company to publish
a telecard collector's primer. Dr.
Gary S. Felton's The World of
Phonecards, originally published in
June 1994, continues to enjoy great
success as a concise educational tool
for beginning phonecard collectors.

- First to introduce a collector's
starter package including over 12

phonecards from various companies, an
album, Dr. Felton's book, and several
issues of Premier Telecard Magazine.

- First to publish a prepaid calling
card calendar, the Telecard Classics 1995
Phonecard Calendar.

Premier Telecard remains a pioneer­
ing influence in the phonecard industry
and continues in that spirit with this
issue. With the new cover design comes a
new direction. Premier Telecard, which
began as "The Collector's Network" will

now serve an even broader customer
base. We aim to inform the novice
phonecard user and collector with regu­
lar features such as TeleBasics and
TeleSIZZLE; the experienced collector
will continue to be able to turn to us for
all the up-to-date U.S. phonecard infor­
mation they have come to expect; corpo­
rate America will find in our pages all
they need to know to hook up with
responsible phonecard providers; and
industry insiders will be kept up to date
on their peers.

Starting in October look to Premier
Telecard for concise telecard evaluations.
This feature will come as welcome news
to responsible issuers and Telcos - it
will make others pay a little closer atten­
tion to the quality of their service.
Phonecards from 25 different issuers will
be evaluated in a broad range of cate­
gories, from connect time to overall cost­
efficiency. We will add new names to the
list every issue so be on your toes, issuers.
The user needs to know which cards can
be relied on and which are just someone
else's money-maker. ,.

Good;eadi;~
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Qwest for the
Very Basics
A Brief Telecard Primer

A prepaid telephone calling card is

not connected in any way to your phone

bill. If you are given a phonecard, you

are given phone time. If you purchase a

phonecard, you purchase phone time.

There is no possible way for you to use

more phone time than is represented on

the phone card. The only exception is if

you choose to call the

telephone company

who provided the time

on the card to renew or

"recharge" your

phonecard. Most, but

not all, phonecards

manufactured in the

U.S. can be recharged

with a major credit

card. This would be

similar to depositing

more money in your

bank account for you to access later with

your ATM card.

A prepaid calling card is alternately

referred to as a telecard or a phonecard.

"Telecard" and "phonecard." are often

prefaced with the word "prepaid." More

often, especially within the phonecard

industry itself, "prepaid" is assumed.

This creates some confusion for the aver­

age consumer who is accustomed to

using phone company credit cards. You

will know if your card is a credit card or

a prepaid phonecard by any combination

of a number of factors - namely, a

credit card will most often include your

home or business phone number as part

of the account number; the word "bill"

or "billing" will likely appear some­

where in the instructions on the back of a

credit card, and there will be no dollar

amount or "unit" amount printed any­

where on the credit card as there is on a

phonecard. If you ever receive a

phonecard as a gift, you can be sure it is

a prepaid phonecard, or else someone is

being very generous with their credit.

Volume 3 Number 4

card is expressed in units. This can

be a little confusing as a "unit" can

be worth anywhere from 2 minutes

to only 1/2 a minute domestic calling

time. Units are often a more conve­

nient way for a company to divide its

time because of varying costs for

international as opposed to domes­

tic calls. The Qwest

Communications phonecard I have

in front of me is good for 30 units

of phone time. If I make a phone

call within the U.S., each unit is

worth one minute. If I call Europe,

each unit is worth 1/3 of one minute

of phone time.

..
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A "phonecard" or "telecard" is a

prepaid telephone calling card that

can be used to make long distance

phone calls. It is not a credit card,

but a debit card, meaning the calling

time on the card has already been

paid for. A phonecard is similar to an

Automatic Teller Machine (ATM)

debit card. When you use a

phonecard it is like drawing money

out of your bank

account with an

ATM card. The

money is already

yours, the card

merely accesses it.

You will never be

billed for using a

prepaid phonecard.

To put it as simply

as possible: If you

have a phonecard

in your hand with a

face value of $5, you have $5 worth

of phone calls you can place without

any further charge.

How many minutes of phone

time that $5 is good for depends on

who is providing the services on your

card. This has nothing to do with

what phone you are calling from, or

which long distance company you

use at home - a phonecard is entire­

ly self-contained. How much phone

time equals $5 is determined by the

company who agreed to provide the

phone time on the card you are hold­

ing. Often the face value of a phone-
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recorded operator welcomes you to

"the Qwest Communications

Prepaid Calling Card Network,"

then asks you to enter your card

number. You enter the account num­

ber (or "code" as it says on the back

of the card - you

have already

scratched off a

black patch on the

back of the card to

reveal the num­

ber) then hear a

short sequence of

tones. The

recorded opera­

tor asks you to

enter the num-

,~:~~~~~;.....iiiii••: ber you wish to
call. You enter the area code and

number you are calling. (Some

phonecard companies ask you to

dial 1 before the area code. In this

case it is not necessary. Full instruc­

tions will usually be included on the

back of the card or in the recorded

instructions. On the back of the

Qwest Railway card it says to mere­

ly dial the area code and number so

that is what you do.) The operator

then thanks you and tells you how

much time you have remaining on

the call - in this case a full comple­

ment of 30 minutes.

The next time you use the card

the operator will inform you once

again how much time is left. If you

are in the middle of a call and run­

ning out of phone time, the operator

will come on and let you know

where you stand. And there's no

need to be embarrassed, you're the

only one who can hear.

It is an easy concept to learn

and an even easier process to utilize.

And it sure beats a pocketful of

change.

optic systems along Southern Pacific

right-of-way, and today has com­

pleted two of the toughest fiber

optic construction projects under­

taken in recent years - crossing the

Rockies and the Sierras. Although

the company's new name is Qwest,

its construc-

tion division will now

be called SP Construction Services.

A Denver-based company,

Qwest designs and constructs fiber

optic networks; manages its own

nationwide long distance network;

offers long distance services to com­

mercial users; and is a premier "car­

rier's carrier," providing network

transmission facilities to other long

distance companies.

Now let me talk you through

that call. First, punch in the access

number from the back of the card,

in this case 1-(800) 858-6124. A
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Most phonecards in the U.S. are

"remote memory" cards. Unlike your

ATM card which interacts directly

with the ATM machine, your

phonecard interacts remotely with a

computer that has all the account

information from your card and thou­

sands of others stored in its memory.

This means the phone time is accessed

via an 800 number on the back of the

card rather than through direct inter­

action with the telephone. Some com­

panies' phonecards do interact directly

with telephones in certain parts of this

country using a magnetic strip similar

to the one on the back of your ATM

card. In the U.S., in order for a

phonecard to interact with a pay­

phone, the phone must be built specif­

ically for that one company's

phonecard. In Great Britain, to men­

tion one of a great number of coun­

tries who have been at this much

longer than the U.S., virtually all

phonecard calling is done with direct

telephone interaction

from any public

phone in the country.

Let me talk you

through a phonecard

call using the card I

mentioned earlier.

The card we are using

is a 30 unit Qwest

Communications Rail

Series "Daylight"

Telecard. The back of

the card tells us it was

issued by a company called SP

Telecom. Through a little study we

learn that SP Telecom recently pur­

chased Qwest Communications, a

full-service telecommunications com­

pany, and took its name. SP Telecom

was founded in 1988 as a subsidiary

of Southern Pacific Rail Company,

the nations fifth largest railroad. The

company got its start building fiber



The Thunderous Voice
of Bell Atlantic

Introducing the James Earl
Jones phonecard

One of the" biggest" and
most recognizable voices in the
world, the voice behind
Mufasa in Disney's The Lion
King, and Darth Vader in the
Star Wars series, is now
online thanking callers
for using Bell Atlantic IQ
phonecards. The thunder­
ous voice belongs to
James Earl Jones, the
accomplished actor
whose likeness adorns the
latest series of
phonecards from Bell
Atlantic. Not just a voice, Mr.
Jones has also received acclaim
for his work in a myriad of
movies, including Field of
Dreams, Conan the
Barbarian, The Hunt For
Red October, and The
Great White Hope.

Jones recently signed
a new advertising "exclu­
sivity" contract with Bell
Atlantic. The contract
allows Jones to continue
to work in the movies
and on television, but
guarantees that he will only be
seen in commercials for Bell
Atlantic.

Bell Atlantic CEO Ray
Smith made the official
announcement, saying
"Frankly, I don't think we
could have made a better
choice of spokesperson. I
believe our slogan 'The Heart
of Communication' is embod­
ied in James Earl Jones, a
courageous man who convert­
ed the most difficult challenge
in his life - speech - into an
awesome and powerful facili­
ty." As a young child, Jones

10 •
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had serious speech difficulties
that he has since overcome.

For the past year Mr.
Jones has been the first voice
customers hear when they call
Bell Atlantic's Directory
Assistance. "Welcome to Bell

Atlantic," Jones booms before
customers are transferred to an
operator. Now customers using
their Bell Atlantic phonecards
will also hear Mr. Jones' inim­
itable voice after they present
their calling card number.

One hundred thousand
individually numbered James
Earl Jones phonecards were

produced. The design features a background similar
to the "Premier" Bell Atlantic phonecard. There are
no plans to reproduce this phonecard, although Mr.
Jones may be involved in future cards promoting
other Bell Atlantic products and services, or in pro­
motions with Bell Atlantic phonecard distributors or
partners.

The James Earl Jones phonecard is the third card
from Bell Atlantic. The Premier Card-1994 Version
depicted a telephone headset in a colorful array of $2,
$5, $10, and $20 denominations. A second printing,
titled the Premier Card-1995 Version has been com­
pleted. This set includes new dialing instructions on
the backs of the cards. And, to accommodate a
Washington, D.C. request to illustrate local calling
prices, the Premier Card-Washington Version has also
been produced.

The second card produced by Bell Atlantic, "The
Owner's Meeting," was provided for the Public &
Operator Services 1995 annual meeting. Of the 5,000

numbered cards printed, 1,500 were pre­
sented to employees. The remaining 3,500
were sold within 48 hours to collectors.

The "First 100" of the James Earl
Jones cards will be extremely difficult to
obtain. Each of these cards was uniquely
serialized and autographed by Mr. Jones.
Ten of these autographed cards will be sold
in connection with a Bell Atlantic / National
Communications Consultants, Inc. fund-

raiser to be announced at a later date. A por­
tion of the remaining 90 cards were given to Bell
Atlantic employees and the rest will be used in future
promotional activities.

Bell Atlantic Corporation, based in Philadelphia,
is the parent of companies that provide a
full array of local exchange telecommunica­
tions services in New Jersey, Pennsylvania,
Delaware, Maryland, Virginia, West
Virginia, and Washington, D.C. The corpo­
ration is at the forefront of developing a
variety of new products, including video,
entertainment and information services. It

BELL ATLANTIC
JAMES EARL JONES PHONECARDS
COLOR DENOMINATION QUANTITY

"The First 100" $2 100
Raspberry Red $2 25,000
lime GreenlWashington $2 5,000
lime Green $5 20,000
Lemon Yellow $10 25,000
Blueberry Blue $20 25,000
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Setting the Standard
Quest Telecom and the
Liberty "WAVE"

In the collector's arena, the
Liberty "wave" is a sign of a high­
quality, collectible phonecard, but
many collectors do not know about
the company behind the wave­
Quest Telecom.

Quest Telecom - a specialized
telecommunications carrier since
1986 - entered the prepaid
phonecard industry during its initial
rise in 1993. Quest was one of the
original developers of prepaid call­
ing systems in the United States.
Richard Dewitt, president and CEO
of Quest, took a look at the
telecommunications industry and
decided that the product of the
future was the prepaid phonecard.

A former lawyer, Dewitt built
Quest's products on the taxation
and tariff issues that would later
become so important in this indus­
try. Dewitt's foresight allowed
Quest to "get the jump" on the
competition by beginning the long
process of authorization and certifi­
cating well in advance of other pre­
paid calling providers. Quest
Telecom is authorized as an interna­
tional resale carrier with the FCC.
Quest has also developed systems to
collect and pay the taxes associated
with telecommunications products,
such as prepaid phonecards.

Quest's first prepaid phonecards
were printed in-house using a
Datacard machine. These cards,
printed one at a time, include some
of the rarest collector phonecards in
America. Some of these, including
the original Liberty logo card, the
APCC 1993 Silver and Gold cards,
the NACS Denver card, and the
Harris Protocall test cards, are sold
by phonecard dealers at up to 540
times their face value. Quest's first
professionally printed card "Get

12

Out Of Jail" has been valued at
more than $300. This $5 card, used
by Quest as a giveaway card at a
correctional industry trade show, is
a collectors' favorite.

Late in 1993, Quest released
five new cards, Vincent, Liberty
Wave, Seurat, Degas and
College/Career (See Premier
Telecard Magazine, September
1993, p. 7.) which soon became
popular among collectors. These
cards, discontinued by the company,
are only available through select
phonecard dealers. At that time,
Quest also produced the company's
first private cards. Promotional and
fundraising cards were produced for
organizations and customers such
as East Carolina University, The Pro
Football Hall of Fame, and the
Children's Home Society of Florida.

In 1994, Quest expanded their
corporate facilities, and brought on
an in-house graphic designer, J.P.
Sartori. This artist quickly devel­
oped a distinctive design style that
is echoed in all of Quest's cards.
Quest and Sartori continued to pro­
duce both private and public card
offerings. Sartori's designs, most
incorporating the "wave," have
become the cornerstone of Quest's
success in the collector market. In
1995, Sartori introduced his first
"signature card" - Sartori
Porcelain Me. Based on an original
charcoal drawing by the artist,
Porcelain Me has proven to be a big
hit with collectors. It's stark, black
and white image contrasts with
Quest's usual vibrant colors.

Quest Telecom has designed
cards for many different market
segments and uses, including cards
for collectors, premium giveaways,
fund-raisers, and utility cards.

These private cards have
proven to be extremely hard to find
for the average collector. In many
cases, they are only available from
the company that issued them.
Among Quest's latest releases are
cards used by the Mother's
Day/Father's Day Council to raise
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funds for children's charities.
Quest's public cards are much

better known. Cards such as
Van Gogh II, the African Card,
Atlanta Skyline '94, Funky Faces
I, Liberty Spectrum, "Make A
Call," and Hidden Liberty show
off Quest's strengths - clear, vivid
colors and modern designs. These
cards are available directly from
Quest Telecom. Out of print and
hard to find cards can be pur­
chased from phonecard dealers
across the country.

Two Quest collectors' series
issued in 1994, "People and Places
- Kathmandu," and the "Sir
Charles," (Charles Barkley) sets of
cards are very popular and have
steadily increased in value since
their release. Quest also issues cards
with an ongoing "Fine Art" theme.
The work of painters such as Van
Gogh, Seurat, Degas and Renoir has
been developed into some of the
most beautiful Quest prepaid
phonecards. This theme group will
continue to grow with art releases
planned for 1995 and 1996. Also,
"People and Places" will unveil new
destinations in the future.

Quest Telecom has adopted a
new slogan: "Setting the Standard."
This slogan demonstrates Quest's
decision to continue to make their
cards the standard for comparison
in the phonecard industry. By set­
ting high standards for their own
products, Quest can be sure their
phonecards exhibit the features and
qualities that provide the most
value for their customers. By mak­
ing sure that all taxation and tariff
issues are resolved, Quest Telecom
can assure their customers of the
validity and integrity of each
phonecard purchased.

Quest continues to solidify its
place at the top of America's
phonecard industry. Late in 1995,
Quest will unveil new cards
designed specifically for the collec­
tor's market. Watch the back cover
of Premier Telecard Magazine for
their arrival!
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BEHIND
THE
WAVE

Quest has always been a

leader in the technology of

prepaid phonecards. The

company owns and operates

a state-of-the-art switching

system including four Harris

2020 switches maintained at

three separate points across

the U.S. Quest acted as the

beta test site for the Harris

Protocall debit software that

is used by many industry

providers, and developed

proprietary software to man­

age inventory, activation, and

customer service. Quest's

cards offer many features,

such as speed dialing, restric­

tive calling, and information

services. Quest will continue

to expand their capabilities in

the future. ew technologies

on the horizon include mag­

netic stripe cards, ATM, fax

on demand, and more.
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Florida's Future

u•··.·····..'··.·.··.··... . , . 11'
i. !'
i ........ ~

1'4

with the help of Florida Education

AssociationJUnited Art director, Danny Capps

who laid the card out.

Each phonecard is good for 20 minutes of

national and international long-distance call­

ing and comes complete with a unique autho­

rization number, calling instructions and six

language options on the back. The card also

includes a 24-hour customer service number.

The venture represents a landmark collab­

oration between the Florida Education

AssociationJUnited and North American

Telephone-TPA, Inc. FEAlUnited, Florida's

oldest statewide teachers union, represents

more than 72,000 of the state's teachers and

school-related personnel.

Based in Tampa, Florida, North American

Telephone is licensed by the Federal

Communications Commission and the Public

Service Commission to provide long distance

Teresa Logan created the FEAlUnited prepaid

telephone card specifically to advance technology

efforts in Florida's classrooms. All proceeds from

the sale of the phonecard go directly to the

Foundation for Educational Achievement. The

money collected will help fund technology purchas­

es for Florida's students and will also be used to

provide teachers with the latest instructional tech­

nology tools and information, including computers

and computer software.

"For a mere $10, phonecard collectors can help

improve public education and make a sound invest­

ment at the same time," said Ms. Logan, who has

taken temporary leave from teaching to work for

the Foundation for Educational Achievement. In the

short time she has worked on this project, Logan

has become a phonecard believer. "A lot of people

told me not to do this, but I didn't listen. I love

phonecards," she said. "The appeal of this card is

great, as its limited-edition status offers a greater

chance for value appreciation."

With only 2,500 printed, Logan is confident

these numbered cards will be a hit with collectors.

The fully-colorized plastic cards depict a multieth­

nic group of smiling children fixed above the cap­

tion "Support Public Education... it's Florida's

Future." Logan designed the card and its message

service. "The staff at NAT all became part of

our team and gave us support throughout the

entire process," said Logan. "I had numerous

questions and 'bugged' NAT often for answers

to which they were always patient to satisfy."

FEAlUnited President Pat Tornillo said,

"The potential of this venture is immense, as it

represents a collective commitment by

FEAlUnited and North American Telephone­

TPA, Inc., to ensure that Florida's teachers are

technologically equipped to face the challenges

of the 21st century. "

For more information on FEA/United, the

Foundation for Educational Achievement, or the

FEA/United phonecard, call (904) 224-1161. It

14 •=.r..el11le.-
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CALL FOR OUR CATALOGUE
AND MORE INFORMATION

415.494.9911
fvi@aol.com

Fax 415.494.3208 or 415.494.3209

Fantasam Visuals, Ine™

937 Commercial St.

Palo Alto, CA 94303



Tele Scene
INTERNATIONAL

Use of the Prepaid
Phonecard Internationally (Part 1)

CALLING CARD VENDING MACHINE

* Only 9" Wide, 20" High, 10" Deep
* E-Z ro locate, takes little countet space .
* Self diagnostic bill validarot, price programmable
* Asahi Seiko dispensing system, holds 200 cards
* High security, drill proof "T" handle locks
* Model #1060 bolts into any payphone enclosure
* Oprional: 1/8" plate cold rolled or stainless steel

NORMALLY $1395.00,ON SALE $988.00 or lease@$31.00/mo

SILVEREAGLEVE DING SYSTEMS 1 800 688 5010
WEST PALM BEACH, FLORlDA - - -

• Phone Cards available at 17.5 cents per minute

by Max Erlichman

It might be interesting and educa­
tional to take a look at the U.S. pre­
paid phonecard today, approximately
three years after its first introduction
in this country. Why has the advance
of the prepaid phonecard been so dis­
appointing and discouraging? Which
are the factors hindering and thwart­
ing the acceptance of the phonecard as
a common, simple tool to place phone
calls outside the home? Looking over­
seas, where the prepaid phonecard has
been an acceptable, convenient tool
for almost two decades, might give us
an idea what we should be aiming for,
or give us at least a hint what we
should consider doing, or not doing.
We should also look to see if there are
some basic underlying reasons
explaining the difference in the rate of
acceptance of the prepaid phonecard
in the U.S. compared to overseas.

The reasons for introducing the
phonecard overseas were many. They
of course differ from country to
country, and these countries' success
factors range from very successful to
not so successful. In this country
completely different factors deter­
mine the phonecard's progress or the
lack thereof. Knowing these factors
could clarify and explain why the
phonecard is laboring to grab a
foothold and become accepted as a
universal, convenient means of plac­
ing phone calls in the U.S.

In Europe, until quite recently
the telephone companies were state­
owned monopolies. In fact, as of this
date, the German telephone company
still is a monopoly. Admittedly, the
decision to privatize the Deutsche
Bundespost (or, as it is now called,
Deutsche Telekom) has been made,
and some time within the next 18
months it should be brought to mar-

keto It is expected to bring the state
the sum of $10 billion. (This liquidi­
ty allows it to buy an equity in
SPRINT). The monopoly of NTT,
the Japanese telephone company was
lifted some time ago. Not having any
competition facilitates the introduc­
tion and marketing of a phonecard
immeasurably.

With the exception of the U.S., in
practically all other countries one sin­
gle entity runs the telephone and tele­
graph operations, i.e. the PTT, (Post,
Telephone & Telegraph), or as they
are now called, the "Telecom or
Telekom." In various countries, the
PTT also collects the state-imposed
radio and TV "listening/viewing" fees.
Owners of TV's and radios, car radios
included, must pay a given amount if
they wish to use a radio and/or TV. If
you wonder why, let it be known that
the air around us, through which
radio, TV and telephone waves are
transmitted (in Europe at least)
belongs to the STATE.

Whatever disadvantages accom­
pany a monopoly, in the case of the
prepaid phonecard, being a monop­
oly is a distinct advantage. A PIT
decides to prod uce a prepaid
phonecard. A standard denomination
is established. Than the face or the
"motive" is determined. And that's
it. Marketing or sales presents no

problem and requires no effort whatsoev­
er. The phonecards are sold in Post
Offices, on newspaper stands, in agencies
etc. so the card is easy enough to obtain.

The rates are determined by the call­
ing distance. Each time slice is given a
"click." One click (sometimes the clicks
can be heard while using the phone) rep­
resents a given length of time. A local call
might require one click for a given time
slice. A call to a phone 100 miles away
might require 4 clicks and an internation­
al call might need 15 clicks, all for the
same length of time. This compelled the
phonecard to be denominated in currency
and not in time or units. A discount is an
added incentive and is quite attractive,
considering that people make phone calls
anyway. Denominations are such as 12
German Marks or 50 Danish Krone, 10
Dutch Guilder, etc. and the discount is
given as say, a 5% reduction over normal
phone booth rates.

Part 2 of this article will review the
difficulties facing the U.S. prepaid
phonecard and what, if anything, can be
done to better this situation.

Max Erlichman was formerly data­

bank manager, TeleTicket, AT&T. Today,

he is a consultant with Fone Cards

International, a Sunnyvale, California

based consulting firm. He can be reached

at (408) 773-9370.
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IDEALDIAL
YOUR FULL SERVICE

800/TELECARD SERVICE

Ask for Gerard or Ron
IDEALDIAL CORP

91 0 15th Street
Denver. CO 80202
FAX 303-595-8707

IDEALDIAL

Offering diverse audiotext information
services.
Minutes sold on usage, not in bulk,
avoiding slippage/wastage risk.

• On-line recharging to all major credit
cards.
Customized voice messaging, card balance
accounting and PIN # decrements.

IdealDial is a state-of-the-art service
bureau with clients like USA Today,
CNBC and Coors Brewery.

IdealDial is an authorized distributor of
AT&T 800/900 services.

CALL 1-800-582-3425 TODAY!!

IDEALDIAL

This BT Telecard was made for use in HM (Her Majesty's, that
is) prisons only. This rather plain utilitarian 20 unit phonecard came
free with the June issue of Dr. Steve Hiscocks' International
Telephone Cards Magazine (ITC) out of England. The time on this
card was used up in two calls (by one prisoner we assume) as indi­
cated by the black vertical lines imprinted on the white strip near
the top of the card. Wonder what he was in for?

Hi Mum,
Send Pick Ax

Minneapolis
Company Inks
Picasso

Minneapolis based Provident Worldwide
Communications, Inc. in associa­
tion with TeleEditions, Inc. has
been selected to reproduce, mar­
ket and distribute the art of
Pablo Picasso on prepaid tele­
phone calling cards throughout
the United States, Canada and
Mexico.

Picasso, the late Master who
has been described as the "most
important artist of the 20th centu­
ry," created over 60,000 works of
art during his lifetime. The
Picasso reproduction
rights secured by
Provident are
authorized
by Spadem
and the estate
of the late artist.

1l'~i~Kevin Pollari, !~

President of
Provident, stated that
"Provident is honored to have been selected to repro­
duce and market the great works of Picasso. Our posi­
tion in the prepaid phonecard marketplace and reputa­
tion for quality artwork reproduction were critical fac­
tors in the decision. Now, as we enter the collectibles
market, we will actively seek marketing partners."

Provident, the largest full-service prepaid telephone
card company in Minnesota, produces personal, business
and collectible prepaid telephone cards. ...

August 1995 •=.Lemler-
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A "Crack" Idea

By Sean McElhiney

1995
WORLD'S FIRST
CALL-PEEL-COLLECT~

U CRACK'EM
U PEEL 'EM
U COLLECT 'EM

the city where there are a number of sunken
boats." The islands, Helicher relates, are "too
small to be charted, but they offer a serene escape
from city life and hold a treasure of material for
great photographs."

The Serenity set consists of three cards with
20, 40, and 80 minutes of phone time provided
by B & ] Telecard, Inc. etwork Services. The
20-minute card features a photograph of a
sunken boat at "ultra low tide." The 40-minute
card features a photograph Helicher calls "The
year 2525," and the 80 minute card features a
photograph of a pair of sunken boats in winter.
The prototype set featured on this page was limit­
ed to a printing of 660. This highly-desirable set
can be identified by a mistake on the backing
card: Etc. is printed as Ect., an error since cor­
rected. Total production of the Serenity
phonecard set will be limited to 2,000.

Mr. Helicher,
who is working
directly with B
& ] Collectibles,
is currently in
the process of
setting up a base
of manufacturers
he will use to
provide cus­
tomized cards

40 for his growing
MINUTES list of clients.

A bold, "easy­
read" type face
created by
Helicher is also
featured on the
back of each
Call-Peel-Collect
phonecard. "It's
about time some­
body offered a
type style that
can be read by
older phonecard
users," he said.
The "easy-read"
type takes eye-

strain out of the
process of dialing a phone number.

In the future, this busy inventor also has plans
to introduce an anti-counterfeiting device. "That's
just one more of a list of innovations I'm working
on," Helicher said. "I'm always thinking."

phonecard and an extra
promotional or infor­
mational card.

It is easy to envision
coupons, advertise­
ments, and a variety of

informational charts,
lists, and graphics filling
this second card. The
"ad card" can then be
stored in the second
clear-coated side of the
wallet for easy access
and readability. The pos­
sibilities are endless. "We
can even seal a third card
or a coupon inside the
two for still more surface
space," Helicher said.

The first series of
cards issued to introduce
Call-Peel-Collect is the 3­
card "Serenity" set. The
Serenity cards feature
photographs taken by
Helicher on some of his many
excursions off the coast of New
York City. "I'm an avid jet­
skier," the up-beat Brooklynite
said. "I spend a lot of time skiing
out to these small islands near

thumb and forefinger then bend­
ing it until the plastic seal
"cracks." The adhesive plastic
sheeting used to seal the cards is
easily removed and discarded,
leaving a

PI'C_I~ F..dIUoaPAT. PENDINGC.t::: .Col. 1115

to the problem of concealing
account numbers on the backs of
telecards. Most phonecards are
either packed in envelopes to
conceal account numbers, or the
account numbers are hidden
behind scratch-off material.
Helicher's new telecards are
actually two cards in one, sealed
back to back to keep the account
number hidden. Not only does
this ingenious idea solve the
number protection problem, it
also provides two extra surfaces
for the phonecard issuer. Call­
Peel-Collect telecards offer a
whole new sales angle for pro­
motional phonecard providers.

Presented in a wallet as one
phonecard, the user simply has
to "crack" the card, then peel off
the backing to reveal the access
and account numbers inside.
Cracking the card means simply
holding it by the edges between

Leonard Helicher of
Brooklyn, New York, a trading­
card collector, card-flipping afi­
cionado, coin collector, and coin
dealer, has taken it upon himself
to offer something truly new and
innovative to the world of pre­
paid calling cards: the four­
sided phonecard.

In the process of creating
the new Call-Peel-Collect tele­
card, this inventor "extrordi­
naire" created a simple solution

18 •=.!:.ernle.-
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HEATH SHULER
''PERSONALIZED "
LONG DISTANCE

PREPAID CALLING
CARDS

-THREE DIFFERENT CARDS-15 UNITS
EAGI, ONE FEATURE BONUS CARD
WITH AUTHENTIC HEArn SHULER
AUTOGRAPH-40 D'S.

'MUST FOR COLLECTORS!!
15 UNIT CARDS
4000 PRODUCED OF EACH

40 UNIT BONUS CARD
ONLY 500 PRODUCED!

'HEATH SHULER VOICE PROMPTS
•EACH CARD SEQUENTIALLY
NUMBERED

teleQuipe™
OFFICIAL HEATH SHULER

UCENSED PRODUcr



Tic Tac Tel Talk
Here is a great example of

the type of high profile promo­
tion that is solidifying the
phonecard industry in the con­
sciousness of the American con­
sumer today.

The Tic Tac Telephone
Instant Win Game offers con­
sumers the chance to instantly
win the Grand Prize of up to a
year and a half of free phone
calls, or to be one of 10,000
winners of Tic Tac phonecards
good for 15 minutes of free U.S.
long distance calling time. In this
promotion, which started in
May 1995, Tic Tac buyers can
get more than just a mouthful of
flavor and fresh breath, they
also have the opportunity to win
one of the hottest collectibles of
the 1990's.

"Talking - up close to oth­
ers in social situations - is what
the Tic Tac brand facilitates,"
commented Andrea Kelly, senior
brand manager for Tic Tac.
"Our Telephone Instant Win
Game uses the latest communi­
cations technology to give con­
sumers a chance to be social
with each other over a great
distance at no cost." Each 15­
minute-calling-time winner gets
three, 5-minute phonecards with
network services provided by
GTS, Inc. The grand prize win­
ner gets 300 minutes of long dis­
tance calling time per month for
18 months.

Thirty-five million Tic Tac
packs feature the promotional
peel-off label. These labels imme­
diately notify the 10,001 instant

winners of their
good fortune.
A specially created
television commer­
cial featuring Tic

Tac's recognizable
spokesperson, Kelly Harmon, aired national­

ly in May and July on highly rated network shows
such as "Oprah," "Good Morning America," and
"Full House." The promotion is also being high­
lighted in-store by using Time, Inc.'s Media One
Lights in over 5,700 supermarkets. At the same
time, high-impact floorstands and shelf talkers
have appeared in stores across the U.S. It
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YES, for a limited time only, this is our way to help introduce you to this exciting
new hobby, so send your check or money order to:

BJE Graphics & Publishing, Inc. P.O. Box 2297, Paso Robles, CA 93447
Ph. (805) 547-8500 • Fax (805) 237-2530

HOW MUCH IS ALL OF THIS WORTH? $155.40

WOW, ALL OF THIS FOR ONLY $49.00!

Two EARLY ISSUES of Premier Telecard Magazine, one of which is our famous Elvis
issue, these chronicle the growth of this industry in America since 1993 $13.50

A customized ALBUM with 10 additional archival sleeves (You can add more a needed).... 9.00

''THE WORLD OF PHONECARDS" booklet, the first American "how to"
book on collecting, by leading international collector, Dr. Gary Felton $3.95

The first "Telecard Classics" CALENDAR $8.95

12 different COLLECTOR TELECARDS featuring sports figures, Elvis & others.
(Face Value of all phone time exceeds $50.00) Collectors value is $100.00

An Introductory four issues SUBSCRIPTION certificate to
PREMIERE TELECARD MAGAZINE $20.00

•s..-elTlle..-=
elecanJ~

The
World~

1st
Telecard
Calendar

The cards shown mayor may nor be in rhe acrual srarrer pack.

20

AND THE ADVENTURE BEGINS HERE!
THE TELECARD COLLECTOR'S ESSENTIALS
starter kit has all you'll need for getting started
in your new hobby of collecting TELECARDS!



What are you paying on your
prepaid calling card switch...

18¢, 19¢, 20¢ ?!

PayAs LowAs 15¢Domestic*
Alaska, Hawaii, Puerto Rico Included Taxes included.

Australia . . . . . . . . . . . . . . . . . . . . . . . . .. .30
Bahamas. . . . . . . . . . . . . . . . . . . . . . . .. .45
Canada .30
Brazil .60
France. . . . . . . . . . . . . . . . . . . . . . . . . .. .45
Argentina .45
Bermuda .45
China 1.65
Columbia .75
Dom. Rep. .60
Ecuador. . . . . . . . . . . . . . . . . . . . . . . . .. .75
Germany .45
Hong Kong . . . . . . . . . . . . . . . . . . . . . . .. .60
Japan. . . . . . . . . . . . . . . . . . . . . . . . . . .. .45
Mexico. . . . . . . . . . . . .. . . . . . . . . . . . .. .60
Singapore . . . . . . . . . . . . . . . . . . . . . . . .. .45
Greece. . . . . . . . . . . . . . . . . . . . . . . . . .. .85

Haiti. . . . . . . . . . . . . . . . . . . . . . . . . . . .. .90
India. . . . . . . . . . . . . . . . . . . . . . . . . . . .. .90
Ireland .60
Israel .90
Italy .60
Sweden. .. . . . . . . . . . . . . . . . . . . . .. .. .30
Switzerland . . . . . . . . . . . . . . . . . . . . . . .. .45
Taiwan. . . . . . . . . . . . . . . .. . . . . . . . . .. .60
United Kingdom .30
Venezuela .48
Jamaica. . . . . . . . . . . . . . . . . . . . . . . . .. .90
Korea , .60
Pakistan 1.05
Phillipines . . . . . . . . . . . . . . . . . . . . . . . .. .90
Spain. . . . . . . . . . . . . . . . . . . . . . . . . . .. .75
Trinidad .75
PLUS 150 MORE COUNTRIES

REVERSE INTERNATIONAL TOLL FREE (International to Domestic)

Australia. . . . . . . . . . . . . . . . . . . . . . . . .. .75 Israel. . . . . . . . . . . . . . . . . . . . . . . . . . .. .90
Bahamas. . . . . . . . . . . . . . . . . . . . . . . .. .60 Italy. . . . . . . . . . . . . . . . . . . . . . . . . . . .. .75
Barbados. . . . . . . . . . . . . . . . . . . . . . . .. .75 Japan. . . . . . . . . . . . . . . . . . . . . . . . . . .. .90
Belgium. . . . . . . . . . . . . . . . . . . . . . . . .. .75 Korea. . . . . . . . . . . . . . . . . . . . . . . . . . .. .90
Bermuda . . . . . . . . . . . . . . . . . . . . . . . .. .15 Luxemburg. . . . . . . . . . . . . . . . . . . . . . .. .75
Chile. . . . . . . . . . . . . . . . . . . . . . . . . . .. .90 Malaysia. . . . . . . . . . . . . . . . . . . . . . . . .. .90
Colombia . . . . . . . . . . . . . . . . . . . . . . . .. .90 New Zealand 1.05
Denmark. . . . . . . . . . . . . . . . . . . . . . . .. .75 Norway. . . . . . . . . . . . . . . . . . . . . . . . . .. .75
Dominican Republic . . . . . . . . . . . . . . . .. .60 Panama. . . . . . . . . . . . . . . . . . . . . . . . . . .75
Finland. . . . . . . . . . . . . . . . . . . . . . . . . .. .75 Portugal. . . . . . . . . . . . . . . . . . . . . . . . . . .90
France. . . . . . . . . . . . . . . . . . . . . . . . . . . .75 Singapore. . . . . . . . . . . . . . . . . . . . . . . .. .90
Germany. . . . . . . . . . . . . . . . . . . . . . . . . .75 South Africa 1.05
Greece. . . . . . . . . . . . . . . . . . . . . . . . . .. .90 Sweden . . . . . . . . . . . . . . . . . . . . . . . . .. .75
Guam. . . . . . . . . . . . . . . . . . . . . . . . . . .. .75 Switzerland. . . . . . . . . . . . . . . . . . . . . . .. .75
Hong Kong. . . . . . . . . . . . . . . . . . . . . . .. .90 Thailand. . . . . . . . . . . . . . . . . . . . . . . . .. .90
Hungary. . . . . . . . . . . . . . . . . . . . . . . . . . .75 United Kingdom. . . . . . . . . . . . . . . . . . . . .60
Indonesia 1.05 Canada . . . . . . . . . . . . . . . . . . . . . . . . . . .15

Call 1-800-604-000
or (516) 333-4630

ask for Steve or Peter
* Some Restrictions May Apply Recharge Available



using UV links, coatings and curings on
plastic substrates.

Like most phonecard manufacturers,
UV does not just make phonecards. Their
product line includes colorful static clings,
back-lit transparencies, Animated Coins,
trading cards printed on foil, vinyl binders,
clear vinyl packaging and shelf wags.

With four presses onboard they can
cover the smallest job to the largest.

They utilize a single
color 6" x 8" Texel
which is capable of
running phonecards 4­
up. This press is ideal­
ly suited for extremely
small quantity runs. A
Six Color plus Coater
20" x 28" Komori
runs cards up to .020"
in thickness. Their Six
Color plus Coater 28"
x 40" Man Roland
and Seven Color plus

Coater 28" x 40" Man
Roland can both print

up to .040" thick. All four of these press­
es are UV equipped.

Caulastics of Daly City, California is
another leading phonecard manufacturer.
They are a worldwide supplier of credit,
ATM and prepaid calling cards. Since
opening its card division in 1973, this
company has produced millions of cards
annually for the financial and member­
ship marketplaces. Mike Caulley, a Vice
President with Caulastics said, "we start-

A non-holographic reproduction ofa Caulastics holographic foil card.

Dan Frederickson of UV Color and Kevin Pollari, President of
Provident, with press sheet of Picasso phonecards.

strictly in the background. In fact,
30% of their business comes from
other printers, both
large and small who
take advantage of their
serVIce.

UV specializes in
high-quality, multicolor
printing on plastics
with Ultraviolet (UV)
inks, coatings and cur­
ing. UV President Dan
Frederickson developed
the concept for his
company after visiting
the Graph Expo in
Chicago in 1985. At
that show Frederickson
encountered an Australian company
using modified offset presses to put
ink on vinyl. After five visits to
Australia over an 18 month period in
which he learned everything he could
about the process, Frederickson
founded his own company. For the
past eight years he has been an indus­
try leader in perfecting the process of

by Sean McElhiney

The Card Makers
An Inside Look at an Unsung
Industry Segment

If you hand a telecard to some­
one who is not familiar with the
phonecard industry and ask them
who manufactured it, chances are
they will name the card issuer. If you
give them a second chance they
might name the Telco who provided
the phone time. The third time
around they will likely give you any
other name they can find on the
card, including corporate sponsors,
co-issuers, artists, designers and sub­
jects. Often the manufacturer just is
not there.

The simple identities behind a
phonecard can be confusing to the
industry outsider. Unless the manu­
facturer is directly identified on a
card, they are usually the one
involved party that goes unnoticed.
Surprisingly, those "in the know" are
often as much in the dark. A single
phonecard can be printed by one
company then farmed out to another
manufacturer to be sealed and cut.
Often a third company will be
responsible for "pinning" the card
and covering the PIN numbers with
scratch-off material, a high-security
process. Ask a phonecard pro who
the manufacturer of such a card is
and they too will be stumped.

Let us shed some light on this
often overlooked, critically impor­
tant segment of the phonecard indus­
try.

UV Color, Inc. of Roseville,
Minnesota, is identified as the manu­
facturer of Provident Worldwide
Communications' new line of Picasso
telecards (see page 17). On other
cards manufactured by UV they are
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understand that they will be
immediately terminated if they
are ever caught with prepaid
phonecards or trading cards out­
side of UV Color's manufacturing
facility.
- All doors are access controlled
with a Honeywell security system.
- Cameras are installed in the
Pin and Scratch room and over
the rear entrances.
- The front entrance requires a
sign in/out of all guests. No

unescorted visitors are allowed past
the front office.

- All active prepaid phonecards
remain in the Pinning room until ready

for shipment. The door to the Pinning
room is locked after hours.

- Jobs shipped are sent via Federal
Express with insurance or via truck with
a sealed trailer.

- Pinning disks are stored in a
locked safe within the Pinning room.

- All Pressroom, Die-cutting and
Pinning waste is destroyed.

- Overages are destroyed or saved
depending on the client's requirements.

- "Live" samples are never given
out. Inactive cards are used as samples
only with client authorization.

- PIN numbers are covered with a
foil stamp, secure scratch-off.

There is more behind a phonecard
than meets the eye. Next time you pick
one up, take note of the manufacturer-if

you can. It

A Colorfast show card - no question who manufactured this one.

measures:
- All UV employees sign

Confidentiality Agreements. They all

ness cards, postcards, and a full line
of promotional products for 9 years.
They have been in
the phonecard
industry for the
last year and a
half and have
come to be
admired for their
consistent high
quality.
Colorfast's team
of professional
artists, printers
and lab techni­
cians work
together to bring
their clients the best in full color cus­
tom photographic material.

One of the most important
aspects of printing and manufactur­
ing telecards is the inclusion of PIN
numbers and a scratch-off coating to
cover them. It is critical that these
numbers remain secret for the pro­
tection of the issuer, the phone time
provider, and the end user. In the
wrong hands, these numbers (worth
thousands of dollars) are very easily
lost or stolen. UV Color, for one, has
implemented a very strict security
policy to ensure their clients that not
a single minute of phone time gets
into the wrong hands. Here is part of
their impressive list of precautionary

1. From any touch-tone phone, dial 1-800-979-9056
2. At voice prompt, enter personal ill #

3. Dial Area Code + Number.

Additional Calls: Press # and hold for 2 seconds, repeat step
Services Provided by Ascot, Inc. Utilizing AT&T 800 Access.

This Card is Rechargeable - Please Do Not Discard.
International Calls May Yield Fewer Minutes.

For Information on Custom Programs Call (800)-867-8931
Provident Worldwide Communications, Inc. 4644073

How to Use Your Prepaid Calling Card

A UV-manufactured card - could you tell by looking?

resume.
Colorfast has been printing busi-

ed manufacturing
phonecards after attending
Premier Telecard's Phone
Card Phair in San Francisco.
We would have started soon­
er if we knew about the
industry."

Caulastics has an in­
house art department and a
separate graphics depart­
ment; the company's entire
printing operation is geared
for producing high-quality
graphics on plastic. "If it can
be printed on paper, we can
print it on plastic," Caulley said.
One of Caulastics' latest innovations
is the Holographic foil card. In this
case Caulastics designs the cards,
Crown Roll Leaf, Inc. of Paterson,
New Jersey prints the design on
holographic foil, then Caulastics
completes the production process ­
another case of a joint manufactur­
ing effort. These extremely appealing
cards are expensive to manufacture,
but well worth the price to clients
looking for a high-impact phonecard.

Other Caulastics' innovations
include the Green Card, an environ­
mentally sound card manufactured
from recycled plastic, and the devel­
opment of a "photorealistic print­
ing" process. Using random dot
placement instead of fixed placement
of varying-sized dots, the photoreal­
istic process yields an image that is
exceptionally detailed and vibrant.

"Short runs" and "fast turn­
around" are the buzz words at
Colorfast Marketing Systems, Inc. of
Chatsworth, California. "We turn
jobs very quickly," boasted Mike
Elk, President of Colorfast.
Colorfast's impressive client list
includes such industry leaders as
USA Card and LDDS. A well-known
series of Marilyn Monroe telecards
and a highly successful Hard Rock
Cafe card are among the myriad of
manufacturing jobs on Colorfast's
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Andy Moog • Parkhurst· RM Picasso, Nocturnal Landscape
Provident Worldwide Communications· RM

Houdini· CardCalier Canada· RM

Premier Telecard 1st Edition - Uberty/Quest - RM, R

LDDS
KI[K~ff [lA~~I[
Saturd.y, Augua. 1 Z, 1 ••8

Kickoff Classic - LDDS - RM

Legend: SM-Stored Memory, SMC-Stored Memory Chip, SMO-Stored Memory Optical, SMS-Stored Memory Stripe,



Tie Tae - GTS - RM

Spree Sample - Sprint - RM

Gold Spike - Owest Communications - RM

Embassy Suites - Provident· RM

Talk TIme - Financial Services, U.S.A. - RM, R

Africa - Liberty/Quest - RM, R

RM-Remote Memory, R-Renewable, NR-Non-Renewable, TR-Transfer Time
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hat do I entitle an article about the world's most recognizable,

successfully advertised brand name product? Do I try to create a

catchy, eye-grabbing headline? Well, maybe, but I know full well the

headline will pale in comparison with the many famous phrases the

product has inspired. "The Pause That Refreshes," "It's the Real Thing,"

"Things Go Better With Coke," "Have a Coke and a Smile," "Just for the

Taste of It," "Coke is It!" and "Can't Beat the Feeling," are only a handful of

Coca-Cola's many renowned slogans. (I am willing to wager you can think of

more with a modicum of effort.)

So I decide to bow humbly before this giant and use one

of these phrases, verbatim, as a title. It's an easy way out

(I know), but using an established slogan (I tell myself) is

a great way to show respect for Coca-Cola (I've given up)

and Coke's many creative advertising writers, past and

present. I settle in, content with this plagiaristic plan, and

try to choose just the right slogan. That's when it dawns

on me that almost all of Coke's slogans have become so

well known, they're virtual cliches. Not that they're trite,

it's just that they're so well known any use of them outside

of Coke's control borders on overuse.

This is horrible news for an editor, part

of whose job it is to avoid cliches, and

great news for Coke. Any business

would kill for one slogan that sticks in

the minds of consumers all over the

world, let alone one, after another, after

another, after another, ad infinitum.

True, as an editor I would kill for a

headline that does the same thing, but it

would have to be mine. Woe is me.

Defeated, sans title, I proceed to write.

The U.S. telecard industry is dominated
by American images. This may be one
result of the early desire to establish
the phonecard as a viable American
venture. American flags, eagles, U.S.
stamps, U.S. coins, city skylines, nation­
al monuments, NASA, baseball, foot­

ball, basketball, Elvis Presley and Marilyn Monroe all make regular appearances on
hot-selling telecards. The idea is to find a uniquely American image recognizable all
over the world. To this end, what could be better than the most familiar trademark
in the world and the world's best-selling soft drink? Just about any item produced
with the Coca-Cola trademark becomes a collector's item instantly. Many different
variations of Coca-Cola phonecards are among the best-selling collector cards in
the world today, popular with phonecard collectors as well as the thousands of
Coca-Cola collectors in the U.S. and around the world.

The latest phonecards featuring the Coca-Cola logo have been released through
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The World of Coca-Cola
Pavilion in downtown Atlanta,
Georgia. The World of Coca­
Cola has been the city's most
popular indoor attraction since
opening in August 1990. Nearly
five million visitors from around
the world have experienced this
one-of-a-kind pavilion, show­
casing Coca-Cola. The pavilion
contains the world's largest col­
lection of Coca-Cola memora­
bilia, plus numerous interactive
displays, theaters, and of
course, a soda fountain that is
unmatched anywhere!

The World of Coca-Cola, an
operating unit of the Company's
marketing department, entered
the prepaid telecard market in
April 1995. All other Coca-Cola
cards previously produced
in the United States were
created as premiums or for
specific promotions and
were not available for pur­
chase in the open market.
Now the World of Coca­
Cola has teamed up with
The ScoreBoard, Inc. to
produce cards exclusively
for the pavilion.

Coca-Cola telecards
have been popular within
the Company's interna­
tional system for many
years. The first Coca-Cola
card was produced in
Japan in 1985. Since then,
hundreds of cards bearing
the familiar Coca-Cola
trademark have been pro­
duced and have become
highly valuable. Most are
produced in very limited
quantities for promotional use or
for customers of the company.

Since The World of Coca-Cola
Premier Edition card (2,500 issued)
was released in April 1995, second
edition (5,000 issued) and third
edition (2,500 issued) cards have
been introduced. The second and
third edition cards were produced
for a promotion and an event; this

will also be the focus of The World
of Coca-Cola cards in the future. The
cards are available at the pavilion,
but are not expected to last long. At
this time, only 2,500 cards will be
produced for future retail editions
through the pavilion.

All cards are individually num­
bered and come in a beautiful, cus­
tomized package. These cards, and
future Coca-Cola phonecards, are

sure to become instant
hits in the Coca-Cola
and telecard collecting
worlds.

The World of
Coca-Cola Premier
Edition telephone card
was produced to com­
memorate the Coca­
Cola Collectors' Club
"Springtime in
Atlanta" convention,
April 13-15, 1995.
Each card contains 10
minutes of calling time
provided by Sprint,
and expires on
December 31, 1996.
This card features a

full color photo of The World of
Coca-Cola pavilion and is presented
in a laminated, individually num­
bered folder. The Premier Edition
card, originally priced at $10, sold
out in three days.

The Second Edition telephone
card was produced to commemorate
the 1995 summer promotion "Coca­
Cola Red Hot Summer '95." This
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card, issued in June 1995, features
customized artwork from the promo­
tion featuring the Coca-Cola contour
bottle, the sun icon with sunglasses
drinking a Coke, "The World of
Coca-Cola," and "The Hottest Spot in
Atlanta." Like the Premier Edition
telecard, the Second Edition contains
10 minutes of Sprint phone time. It
expires in July 1996.

The World of Coca-Cola Third
Edition telephone card was also
released in June 1995. It was produced
to commemorate America's first
National Convention of Soda Jerks,
held in Omaha, Nebraska, June 14-18,
1995. This phonecard features "The
National Association of Soda Jerks"
logo and 10 minutes of phone time
provided by Sprint.

The Second and Third Edition
cards are packaged in full-color,

specially designed laminated collector's cases denoting
the edition. At the present time, all cards issued by the
World of Coca-Cola will only be available through the
Pavilion in Atlanta.

All this talk about highly desirable, limited edition
Coca-Cola phonecards makes one stop and wonder what

would happen if
Coca-Cola were to
mass produce a user
phone debit card.
What if Coca-Cola,
The ScoreBoard,
Inc., and Sprint
teamed up to pro­
duce one or two mil­
lion phonecards for
John and Jane Doe?
Imagine the impact
this would have on
the profile of the
American phonecard
industry. The highly­
recognizable Coca­
Cola logo is definite­
ly a hot item with
collectors, but why
not take it one step
further? Why not
put a Coca-Cola
phonecard in the
hands of a million
people who have
never used or heard
of phonecards
before? This, more
than collector fod­
der, is what the

phonecard industry needs to become the dominating, recognizable, communica­
tions industry it promises to be. What if?

Somewhere in the process of reading press releases, talking to big shots, and
perusing Coca-Cola company literature, I came across the Coke slogan for the
90's. I'd heard it before, but it hadn't stuck with me yet. It's a play on an early
Coke slogan, "It's the Real Thing," but even though the decade is already half
over, it isn't overtly recognizable in its own right. I studied it a bit. It says
exactly what I've been trying to say. It expresses my fear of trying to outdo
some of the world's greatest advertising writers, it gives credit where credit is
due, it takes me off the hook, and it subtly admits defeat for me. I have a title
(and a victory by default).

Now I'm thirsty. T

Can't Beat the Real Thing
by Sean McElhiney
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OPERATORS ARE STANDING BY I I I

You can develop new markets instantly with this
original promotional motherlode

just by using 'em.

Promotional TelCards and TelCode Phone Stickers.
by IQ..Uu.CtJ' ~otb

Fast on the heels of VersaCards/VersaCoupsTM
(Premier Telecard Magazine, April '95, pgs. 39 &

40. Get it!), one of the most innovative, information
carrying phonecards ever seen, comes TelCards and
TelCode phone stickers. It's almost good-bye to
'phonecard' production costs as we know them.
Here are two hot new items you can buy for instant
test-marketing and resale, or stock in multiple sheet
form to turn out measured promotional quantities
'in-house', through your own printer. Businesses and
individuals that wish to promote and advertise prod­
uct or service to consumers via the new medium of
prepaid 'phonecards', now have a marvelous and
uniquely time and cost efficient approach. Calling
time and instructions are provided either on an 8.5"
x 12", three-up vertically imaged and perforated,
micropunched TelCard with its self-contained carri­
er. Or, try the TelCode pressure sensitive removable
phone stickers, by sheet or strip. The TelCards come
with a single tear away voucher and room for a pro­
motional message, or triple tear away promo
coupons. The TelCode phone stickers may be affixed
to virtually any item for promotions, giveaways,
value added redemption, students in residence, trav­
elers, etc. and can be placed on cash receipts, busi­
ness cards, photos, products, packaging and any­
thing else you may imagine. The list goes on. The
sticker, with its calling information becomes a part
of the item or even becomes the item itself. There are
16 stickers to a 5.5" x 12.5" sheet, 8 per column,
individually perf'd for easy division & separation
and each has an edge-tab for a hassle-free lift from
the backer. Time is allotted at 5 minutes per sticker,
80 minutes to a sheet, #20 (at retail) for 16 5-minute
stickers. Each item has an individual PIN and the toll
free '800' number is accessible from the US and

Canada. Minimum time on a TelCard is 10 minutes
at 33¢ per minute =$3.33 X 3 cards on a sheet for
$10. The quantity X the number of minutes X the
cost per minute X the # of sheets is your cost.
Distributor pricing is available.

OPTIONALLY, BOTH TELCARDS AND

STICKERS MAY BE CUSTOMIZED BUSINESS­

WISE OR PERSONALLY.
TelCard and TelCode phone sticker information

and order forms may be retrieved by Fax on
Demand at (905) 770-4559, Ext. #999, Doc. #1234
or can be ordered by telephone through the number
listed below. Both prepaid calling items make long
distance telephone calling simple from a user stand­
point and highly profitable for distributors. Charged
with a pre-determined amount of time, time used is
automatically deducted from the total time allotted,
and a warning message lets you know when there's a
minute left. PIN's may be re-charged with additional
time using VISA and MC through customer service.

Fast. Easy. Convenient. Make the call. Try some.
Your order will be mailed 1st class within 24 hrs.

TelCards/TelCodes at 1-800-240-5381
(for customer service & credit card orders)

or
(905) 770-4559 ext. #999 & doc. #1234
from your faxphone for fax order form.

'2~'u/k,~~~~
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BRASS ASS CASINO

USA Card

USA Card

April 1995

1,000

N/A

$5

Mfg:

Issuer:

Carrier:

Face Value:

Limited To:

Release Date:

herds that roam the streets of the town. King nearly
went to jail for including the word "Ass" in his busi­
ness name but was able to persuade a judge to let the
name stand by showing him that the word "ass"
appears 23 times in the Bible while the word "donkey"
does not appear once.

"The Brass Ass of Cripple Creek" came to include
"The Brass Ass Casino" when Colorado voters passed
the gaming initiative allowing limited stake gambling.
"The Brass Ass Casino" was the first granted the new
Colorado gambling license, putting Cripple Creek back
in the "firsts" business. Why stop there?

The issuance of the "Brass Ass Casino" phonecard
is yet another
first for Cripple
Creek: the first
phonecard
issued to a
Colorado casi­
no. Issued by
USACard
Corporation,
this card fea­
tures the his­
toric "Brass
Ass" logo. =t.

returned at the war's end. In 1922
the May Company closed its doors,
and the population of this once
bustling city dwindled to less than

1,000. The building which once
housed the grand department store
stood vacant for many years and fell
into great disrepair.

Enter Denver entrepreneur
George L. King who bought the
building in 1968 and completely
refurbished it. King reopened a retail
store on the site in 1970; the "Wick
and Candle Shops" flourished for a
number of years. The store was later
renamed "The Brass Ass of Cripple
Creek" in tribute to the donkey

First Things First
In 1890 gold was discovered in

the granite canyons of Cripple
Creek, Colorado. Over the years,
more gold was found in this one
town than in the California and
Alaska gold rushes combined. At its
peak, there were 582 operating gold
mines in Cripple Creek.

During its boom, Cripple
Creek had many historic firsts,
including the first street car, first
traffic light, and first fully lighted
business sign. It was also the loca­
tion of the first May Company
store. The store was housed in a
building which boasted the first ele­
vator west of Chicago. In fact, the
store was fully electrified, which led
to another Cripple Creek first ­
the first city to use electricity as its
exclusive source of power.

Cripple Creek's heyday was
short-lived, however. Most miners
were called to fight in World War I
and only a fraction of them

An Accidental
Sellout
The officers and staff of the Central

States Numismatic Society Convention
were supposed to get a complimentary
official phonecard at the April 26-28
event in Milwaukee. However, the
demand from the crowds in line was
so intense that the staff sold their own
cards without realizing what had hap­
pened until it was too late! A true "sell
out" had occurred.

Fortunately, USACard
Corporation was able to take care of the Society's
officers and convention staff from the small compa­
ny library normally reserved for publicity and
exhibits.

The $5 USACard issue continues their series
of official phonecards for major coin & col­
lectibles conventions. Earlier shows commemorat­
ed on USACard phonecards include the Chicago
International Coin Fair in March 1995, and the
Long Beach Coin and Collectible Exposition in
February 1995. Each of these show cards,
including the Central States sellout, have a
mintage of 1,000 and are good for $5 in long

distance calling. ,.

•••Baseball is Back
With Phonecards

An aerial photograph of Coors Field in Denver,
the brand new home of the Colorado Rockies,

graces a new phonecard set
released by USACard
Corporation. The pho­
tographs were taken during
the April 26, strike-delayed
opening day game in which
the Rockies beat the New
York Mets 13-11. The first­
ever game at Coors field
ended when Dante Bichette
hit a dramatic three-run
homerun in the bottom of
the 14th inning to win it for
the hometown heroes. It

turned out to be an extra­
long game to reward fans for enduring an extra­
long, strike-lengthened off-season.

Issued in denominations of $5, $10, and $20,
buyers of complete sets will also receive a compli­
mentary card. The $10 issue "Inaugural Day April
26, 1995" and the $5 "Wish You Were Here" card
each have a mintage of 1,000 cards. The $20 "Field
of Dreams" card and the $1 Complimentary card
are limited to only 500 each. =t.
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Issuer: ACMI

Carrier: ACMI

Face Value: $6

Release Date: 5/95

Limited to: 540

Mfg: BCe

]FK PhilaTELECARD

-I <""I I ~-_./..~....e<...... Je4.e."'~t::iC4d".

ACMI has taken
out a Patent Pending on·
this new combination
card called a
PhilaTELECARD. The
first PhilaTELECARD
issue featured five U.S.
stamps on stamp collecting,
the second series were U.S.
stamps with an Olympic
theme. Each of these sets fea- '--------,
tured five $6 cards and were
limited to 2,000 of each.

The card pictured here features an
Irish stamp with a portrait of President
John Fitzgerald Kennedy. This card was
limited to 450 pieces.

Stamps "in" Cards

COIU C9LQ2 Card Coins

Jeremy Baher of First
PhoneCard in London, England
has invaded the U.S. with a
stamp phonecard. This is not
just a phonecard with a picture
of a stamp on it or a phonecard
in the shape of a stamp, it is
actually a phonecard with a real
postage stamp sealed inside.
Baher approached an American
phonecard company with his
idea because the U.S. is the only
major user of remote memory
phonecards, the ideal vehicle for
a phonecard with a stamp lami­
nated inside.

Invasion of the Philatelists
and Numismatists

The Calling Coin ™ is the
"World's First Remote Memory
Phone Coin." The Calling
Coin ™ will do any­
thing and everything
a conventional
phonecard will
do, the only dif­
ference is that it
comes in the
friendly and famil­
iar form of a coin.

Introduced by
American National Phone
Card (a division of The
Money Company), The
Calling Coin ™ is avail­
able in three different
forms: the general circula­
tion Copper-Nickel Calling
Coin, a Special Deluxe
Collectors Limited Edition ren­
dered in proof quality of one
ounce of pure .999 silver, and the
very limited Silver Pattern Strikes
Edition made in proof silver.
Only 50 numbered pattern strike

pieces are in existence and
those lucky enough to get their
hands on one also receive one

of the first 50 numbered
pieces in the Deluxe

Collectors Edition as
well as a general circu­
lation coin, all present­
ed in a beautiful silver­
lettered Lucite plaque.
The Special Deluxe

Collectors Limited
Edition is limited

to 1,000 pieces
(950 were
made available
for purchase
after the first

fifty which
accompanied the

pattern strikes). This
unique Proof Silver Coin

comes in a special presentation
case with a Certificate of
Minting that also incorporates
considerable information about
"The Calling Coin."

Now that you know what the Calling Coin
has to offer to collectors, here's some of what it
provides to the user:

- Domestic and international long distance service
- 20 Units (10 minutes) of domestic calling time
- Fully rechargeable (at only 40 cents per minute

domestic)
- Low international rates
- Voice mail service
- Speed dialing
- Informational services (including weather

information, lottery results, precious metals
quotes, and more.)

Coins have been one of the most popular
themes on American phonecards. With this in
mind, when American National sat down to
design the Calling Coin ™ they decided to "do it
backwards." Instead of having the image of a
coin on a phonecard, they.designed a coin with
the image of a phonecard on it! The principle
design on the front of each coin is one of
American National's own "Made in the U.S.A."
phonecards.

American National is confident the new
Calling Coin ™ will help keep phonecard collect­
ing and coin collecting tied solidly together for a
long time to come.
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"Note"able Firsts
The American Symphony

Orchestra was founded by the
great Leopold Stokowski. A
world-renowned musician and
conductor, Stokowski is better
known to the American masses
as the first person to appear in a
movie with a cartoon character.
The conductor shared the screen
with Mickey Mouse in Walt
Disney's classic Fantasia.

Today, the American
Symphony Orchestra performs
mainly at Carnegie Hall and
Lincoln Center in New York
City. Its many television appear­
ances have included perfor­
mances with outstanding artists
ranging from Luciano Pavarotti

to Sting.
When the
orchestra
accompanied
Placido
Domingo and
Linda Ronstadt
in New York's
Central Park, over 300,000 people attended.

This phonecard, the first produced by
Amaris, Ltd., of Princeville, Hawaii, is believed
to be the first ever made for a major symphony
orchestra. The American Symphony Orchestra
utilized this card to express its appreciation to
its leading corporate and individual supporters.
It was also used as a gift to the sponsors of the
orchestra's 1994 tour of Japan.

Amaris produces customized compact
discs of music for luxury hotels, resorts, air­
lines and cruiselines around the world. The

-':;:':~d' <Jekq.aci:J,N
AMERICAN
SYMPHONY
ORCHESTRA

Issuer: Amaris, Ltd.

Carrier: MCI

Face Value: 15 units

Release Date: January 1995

Limited to: 600

Mfg: Brilliant Color Cards

five year old company recently
entered the customized phonecard
field, acquiring numerous clients
intrigued by this new promotional
approach. t·
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• Test Cards
• 1st Edition
• Low Prices
• Unique Images
• Top Companies
• Rarities

Univox
IIIt~s In The Cards"

7 Park Avenue, 6th Floor., New York, New York 10016
(212) 545-7501 • Fax: (212) 545-7511
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55

reM ASSOCIATES, INC

Prepaid r.allin~ eMU

Prepaid Calling Card

111I reM ASSOCIATES. INC

New Orleans...
All ThatJazz

Issuer: TCM

Carrier: Teleworld

Face Value: $20 setl$5 promo card

Release Date: April1995

Limited to: 1,000 (4-card set)
1,500 promo card

Mfg: Continental Plastics

55 The newly released, strik-
ingly beautiful All That Jazz
phonecard set from TCM
features artwork by Ken
Touzet. A $5 promotional card
was also released. =t

l)rcp.ud (;alhn~ Card

.,.. reM ASSOCIATES. I~

I"repaid (alllni-: (.an.!

1>r..-p.udCilll"'1;Lm.l

111I '-CM ASSOCiATES. INC

Issuer: TCM

Carrier: Teleworld

Face Value: $20 setl$5 ea.

Release Date: March 1995

Limited to: 2,000

Mfg: Continental Plastics

Air Force Series II

These Air Force fighter jet
phonecards comprise TCM's second
series of Air Force cards. The first
series featured a $5 F-15 Eagle, a
$10 F-117 Stealth, a $15 F-16
Falcon and a $20 B-2 Bomber. Air
Force Series II, pictured here, is
made up of four $5 cards featuring
beautiful in-flight photographs of
the KC-135 Stratotanker, the C-5
Galaxy, the T-38 Talon, and the A­
10 Thunderbolt II. Vital statistics on
all four planes, including speed and
range capabilities, are provided on
the presentation folder.

Prepaid Calling Card

Face Value: $20 setl$10 ea.

Release Date: March 1995

Limited to: 2,500

Mfg: Continental Plastics

~ TCM A5S()Ct.-,TES. INC

And All That Jazz

Little Girls Gossip
Issuer: TCM

Carrier: Teleworld

TCM Associates, Inc. markets
their phonecards in beautiful 6 1/2
inch square cardboard presentation
folders. The sets shown here repre­
sent three of the latest releases from
this up-and-coming phonecard
provider and dealer.

Little Girls Gossip is a two-card
set featuring artwork from Wood
River Gallery in Mill Valley,
California.
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Continental PlasticMfg:

Issuer: ATS

Carrier: ATS

Issuer: Phone Cards Hawaii, Inc.

Hawaii's Finest

Carrier: Access International

Limited to: 1,000

Face Value: $10

Beale Street Music
Festival

Release Date: May 1995

Limited to: 1,000

Mfg: N/A

Face Value: 5 Units

The Hawaii's Finest phonecard was produced
for Cards N' Things, a sportscard and collectibles
store owned by a retired Honolulu Police
Department Lieutenant. The phonecard features a
reproduction of the well-known Honolulu Police
Department (HPD) shield over the famous
Diamond Head background. The HPD badge is
recognizable from the broadcast days of the pop­
ular television program Hawaii Five-O which fea­
tured a group of highly-skilled and dedicated
police officers
and detec­
tives. The
simplicity of
the overall
design of the
card reflects
the simple,
but breath-
taking beauty Release Date: May 1995

of Hawaii....

Hawaii's Finest

phonecard,
took place at
Tom Lee
Park on May
5,6 & 7.

This col­
orful telecard
is a repro­
duction of
the commis­
sioned festi­
val poster painted by renowned African­
American Artist George Hunt. t-
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Memphis in May
Memphis in May

International Festival, Inc., in
association with ATS Network
Communications, Inc. issued a

Prepaid Long Distance
Calling Card to com­
memorate the
Historical Beale
Street Music
Festival. The
month long
Memphis in May
celebration in
Memphis,
Tennessee
honors a differ­

ent country each year.
The 1995 honoree was

Thailand.
The celebration included four

major events: The Beale Street
Music Festival, The Thai Ballet,
The Memphis in May World
Championship BBQ Contest and
The Sunset Symphony. Each event
took place on weekends in a park
located on the Mighty Mississippi
River. The Beale Street Music
Festival, represented on the

Cards in Play in the U.S.A.

News Cards

interactive marketing activities.

This menu includes audience-spe­

cific information and promotional
services that can be updated

instantly. An ever-growing roster

of clients is tapping into the
potential of PPC Plus as a cutting­

edge marketing tool.
NBC News and AP Broadcast

Services are among the newest
clients to place orders for Select

Media's PPC Plus phonecards. The

NBC and AP cards were distributed
to TV station general managers and

promotion executives at the June
1995 PROMAX Conference in

Washington, D.C. The NBC News

card pictured here is good for 10

minutes of free domestic calls.
Network services are provided by

Access Telecom, Inc.

Select Media Communications

is a television and entertainment
marketing company based in New

York City. =t

Select Media's PPC Plus

phonecard is a state-of-the-art pre­

paid phonecard that features dis­

counted prepaid long distance call­

ing time, colorful graphics and a

customized menu of
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Te/e-News Flash
A Classic
Finish

In the June issue of
Premier Telecard
Magazine ("Trade You a
Stick of Gum for a
Phonecard," p. 30) we
incorrectly identified the
Assets Racing series of trad-
ing cards and telecards as "Classic" Assets Racing. This set of
cards was actually produced by Finish Line Racing in conjunc­
tion with Classic Games, recognized leaders in the NASCAR col­
lectibles industry. The set is referred to simply as Assets Racing.
We apologize to Finish Line Racing for failing to include their
name and contribution to Assets Racing in the article.

Finish Line Racing has been producing low-mintage, high­
quality NASCAR collectible trading cards since 1993. The com­
pany expanded its product line to include phonecards late in
1993 and added phonecards to foil packs in 1994 (See Premier
Telecard Magazine, July/August 1994, p. 22 for more informa­
tion on Finish Line's entry into the world of phonecards.) Finish
Line and Classic now include one phonecard guaranteed in every
foil pack of Assets Racing and plan to introduce more NASCAR
telecard series in the future. lit

Have you ever, cash-in-hand, weighed the pros and cons of
paying $40 for one relatively new Coca-Cola card when you can
get 4 very limited cards promoting another, lesser soft drink for
the same $40? Did you consult your crystal ball before investing
in that gross of pretty American cards with ducks upon 'em
(while ignoring the ugly 01' goose) or did you just "wing it?"
Now are you wondering where you went wrong as your duck
cards just kind of sit there and your soft drink cards go flat, while
your (ex)friend's goose and Coke cards go up and up and up?

Smart buying decisions are not easy to make. The wisest
of collectors will ask as many questions possible to help them
make a good investment. But, even the most seasoned collector
will fail as often as not. There is no surefire way to ensure that
the cards you invest in will go up in value. The information in
TeleSIZZLE is provided to aid the collector in making wise,
up-to-date purchasing decisions. By letting you in on what a
handful of dealers are calling their current hottest sellers we
are giving you information that can be very useful.

Like anything else though, this column must be treated
merely as one part of your search. We do not ask the dealers
listed here why a card is sizzling hot or even why they think it
is selling so well, we merely ask them to give us their #1 best­
seller. Whether a card is selling because there is a great
demand for it or because the dealer has a great deal of it on
hand is something you must find out for yourself. Good luck,
and happy hunting!

HOT CARDS

Not all of the above cards are still available; call individ­
ual dealers for information. Prices were current at the time this
column was compiled. Individual dealers reserve the right to
change prices without notice as the market demands. A listing
in TeleSIZZLE does not constitute a dealer endorsement by
Premier Telecard Magazine.

If you are an established dealer interested in adding your
input to TeleSIZZLE please call (805) 547-8500.

DEALER PRICE

Bittle Telecards, (510) 673-9725
Pacific Bell $5 Cellular Santa $45

Carson City King (718) 531-0490
Elvis Presley AmeriVox (4 cards) $100

Collector Showcase, (510) 484-4503
Pacific Bell Christmas Set (12 cards) $245

First PhoneCard, (England), 44-181458-1174
JFK PhilaTelecard $26

Hawaii Police Designs
McDonald's Ala Koana $25

Kars Unlimited, (904) 441-6910
Singapore Disney-Kodak (5 cards) $85

Keep the Change!, (407) 629-CARD
SNET McDonalds $35

Kricke Telecards (Germany), 49-8841-47858
First German Mickey Mouse $35

North Americards, (206) 641-6057
US South Communications (2 cards) $35
General Grant & General Lee (40 units ea.)

Phone Card City, (800) 218-4181
Azalea Festival McDonaldstWal Mar $22

PM Powell, (800) 528-8819
Ameritech remote coin$aver (1st 13 cards) $185

Telecards Hawaii, (808) 373-3345
Charlotte Mtr. Spdwy (Coke/Red Dog) $15

For a quote call
Bob Reebenacker

617665-1997
FAX: 617-665-3013

Fact:
Homisco has the
only true call
processing switch
with these voice
processing features
on board, totally
co-resident.

Assumptions:
• Switches do call

processing
• Features beyond call

processing are
necessary to be competitive

• Voice processing features
are the differentiator for a
call processing switch

• Voice processing
means

• Voice Recognition
for Dialing

• Speed Dialing
• FAX
• Conference Calling
• Voice Message
• Delivery
• PIN On Demand
• Real Time Credit
• Card Validation

"""'"HOMISCO"""'""""'""""",••••,....
WII...""III111111

DEBIT SWITCHES

WITHA tWI~1
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Source Vivid and The CO. The CO., whose wonderful programs
are funded in part by the various facilities
involved in the outings, seemed the per­
fect match for Jean Francois, the benefi­
cent artist whose work will be featured
on an upcoming series of phonecards
from SourceVivid Communications. (See
Premier Telecard, June 1995, for the full
story on SourceVivid and the incredible
artwork of Jean Francois.) Francois'
paintings are aimed toward helping to
wipe out graffiti. The artist works in con­
junction with various programs through­
out the western U.S. to teach kids that
there are constructive alternatives to
defacing public property. Francois creates
his "Dream Scapes" using nothing more
than spray paint and a few rudimentary
tools. Part of his message is that the sim­
ple tools and talent it takes to make graf­
fiti can be used profitably to create last­
ing works of art.

Denise Parks, project coordinator for
The CO., was on hand at the American
Tele-Card Expo to accept a painting by
Jean Francois. The painting, an original
recreation of Francois' SourceVivid
Communications show card, was donated
to The CO as part of the artist's continu­
ing "Stop Graffiti" campaign. Francois
wowed a crowd of hundreds of expo
attendees at a June 1 luncheon by recreat­
ing his show card image in less than ten
minutes for presentation to The CO.

Those who have seen Francois' work
but have not been privileged to see him in
action are missing out on a real treat.
Until you see the artist at work, it is hard
to believe that such richly-detailed paint­
ings can be completed in so short a time­
frame. Along with the donated painting,
The CO. received a promise that Francois
will return for a special mural program
this summer to demonstrate his talent
and share his message first-hand with
CO. members.

More exciting news is in the works
as a result of the meeting of SourceVivid
Communications and The CO. Denise
Parks has agreed to sit as chairperson for
a national foundation SourceVivid is in
the process of establishing. The founda­
tion (which had not yet been named at
the time this article was written) will pro­
vide programs similar to those sponsored

Volume 3 Number 4

charge, hands-on trips to
rodeos, botanical gardens,
and SeaWorid. The CO. also
holds regular athletic compe­
titions between CO.-spon­
sored athletic teams to help
build self-confidence, self­
worth, and self-esteem.
Kenny Houston and John
Meads of the Houston Oilers
professional football team
are among the better known
people who have spent time
working with CO. members.

James Brown, a CO.
recruiter who works with
kids in low income, high
crime areas of San Antonio
says the program has bred
many success stories. "Some
'feisty' kids who come into
the program actually become
peacemakers," Brown said.

"The CO. gives these kids a great
atmosphere in which to widen their
scope and perspective on the world."

Brown's own teenagers, Christal,
13, and Devin, 16, are actively
involved in The CO. "The program is
especially good for helping to keep
kids off drugs during the summer
months when they get bored more
easily," Devin said. Christal agrees
whole-heartedly with her brother. "It's
a good program," she said, "it allows
kids to get off the streets because
there's always something to do."

The COALITION provides
recreation and educational activities
for children from 6 to 19 years old at
350 sites in and around San Antonio.
This organization, known simply as
The CO., is part of the City of San
Antonio Parks and Recreation
Department. Among other programs,
The CO. has provided, free of
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The American Tele-Card
Expo in San Antonio, Texas
(June 1-3) has come and
gone. This latest phonecard
get-together provided yet
another opportunity for
industry insiders to say
"hello" and ''I'll show you
mine if you show me yours. "
As industry gatherings in the
U.S. go, this show was as
much a success as any other
- memorable for some,
humdrum for others. But,
apart from the ordinary, at least one
non-phonecard organization was
greatly effected by events at the
show.

Jean Francois, Neal Reifsnyder, Denise Parks, Christal Brown,
Devin Brown and James Brown.



establishing art contests
for these kids to funnel
their talents into a con­
structive arena." The win­
ners of these contests will
be awarded artist contracts
and scholarships to rep­
utable art schools to fur­
ther encourage their tal­
ents. Any profits realized
through this foundation
will be spent with integrity
and responsibility for the
kids' benefit.
SourceVivid will release
the first series of Jean
Francois Dream Scapes
phonecards this September
at the Telecard World '95
East show in New York.

Photo Card ofJean Francois with painting donated to The San Antonio show
The CO. {Card created by Mike Fe/tau/t.} card pictured here is an

enticing preview of what
is to come from this focused and charita­
ble-minded industry newcomer.

know-how
and experi­
ence. "We
intend to
sponsor a city
by city pro­
motion of
youth and
artistic talent,"
Reifsnyder
said. "We anticipate working closely
with gang members and kids who are
in danger of entering that lifestyle by

by The CO. and GRASP (Gang
Related Activity Suppression
Program) in Cathedral City,
California. Mike Scacco, the
GRASP program leader who has
worked closely in the past with Jean
Francois and SourceVivid, will also be
involved in this new national program.

Neal Reifsnyder, the president
and founder of SourceVivid, Inc.,
said Parks and Scacco will help him
get his foundation headed in the
right direction with their combined
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NATIONAL PARK SET*'

BULL CARIBOU
BROWN BEAR
MT. McKINLEY

ARCTIC VISIONS SET*'
NORTHERN LIGHTS
DOG MUSHING
ESKIMO HUNTER

COMMEMORATIVE CARD #1 __
SHIPPING &HANDLING PER ORDER

($3 u.s,. $8 ourSlOE u.s.)
TOTAL (IN u.s. DOLLARS)

~2RCDA~fl~E:~E~~I~~9p~R~~~EC8r2MiE~~~ATIVE.
- DEALERS CALL FOR QUOTES­

o CASHIER CHECK 0 MAsrERCARD 0 VISA
CARD 1' _

SIGNATURE, _

PRINTNAME, _
ADDRESS, _

CITY =--__
STAT&COUNTRY

Dog Mushing, $10.50·5,000 Northern Lights, $26.25·5,000 . Eskimo Hunter, $52.50·5,000

~ INTERNATIONAL TELECOM A P.O. BOX 230750 A ANCHORAGE, ALASKA 99523 A FAX (907) 344-8176 A CALL (907) 349·6557
~ .... .... . ..... ~ ~ .... ..
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Grand Prix of Cleveland phonecards to two
worthy causes: the Diabetes Association and
Shoes for Kids. The Diabetes Association
has been serving communities like Cleveland
for 41 years. Working across a broad spec­
trum to provide support and information
about this devastating disease, the Diabetes
Association has had a major impact on
those affected by the disease through ser­
vices such as 24 hour information lines, free
blood glucose screenings and funding
efforts.

Shoes for Kids, created in 1969, has
given thousands of pairs of brand new shoes,
socks, knit hats, underwear, mittens and
gloves to needy children. Working closely
with many schools and school systems,
hunger centers, and social service agencies,
Shoes for Kids helps insure that children can
go to school and have a better chance to
learn and succeed.

One-quarter of the proceeds from the
1,500 $5 phonecards commemorating the
upcoming Grand Prix of Dallas will also be
donated to a charity. This time the welcome
aid goes to the Shelby Heart Fund. Founded
by famed racing driver and entrepreneur
Carroll Shelby, the Shelby Heart Fund raises
money to pay for heart operations for indi­
gent children. The fund gives a child a
chance at life by providing financial assis­
tance for the numerous expenses associated
with a child's heart care.

Images on Lifesaver Communications'
Grand Prix Series of phonecards were creat­
ed by Greg Presley Design and were exclu­
sively sanctioned by each event. Lifesaver
Communications has its own platform which
is located at its long distance carrier, IXC, in
Dallas, Texas. Lifesaver phonecards allow
you to call anywhere in the U.S. and abroad.
Phone time is rechargeable at thirty cents per
minute, domestic; international rates vary.
The Grand Prix Series offers sequentially ser­
ial numbered pieces which may be purchased
separately or in a 3-card set.

Customized Lifesaver prepaid phonecards
were also sold at the Edina Realty LPGA
Classic, June 7-11 in Brooklyn Park,
Minnesota. The sale of these cards benefited
the Fairview Health System's WomanKind
Program, which was founded to identify and
treat victims of domestic violence.

Lifesaver Communications, Inc. devel­
ops and delivers top-quality, cost-effective
prepaid phonecard programs that provide
marketing benefits to sponsoring organiza­
tions while furnishing a steady source of
revenue for charities.

Lifesaver Communications, Inc. of
Arlington, Virginia is committed to raising
money for charity through the sale of its
prepaid phonecards. Twenty-five percent
of all phonecard sales and recharge rev­
enues are donated to a worthy cause. With
its private label clients, Lifesaver donates
the 25% to the charity of the client's
choice. In the event its client is a charity,
Lifesaver donates the 25% directly to that
organization.

The Grand Prix Series of
phonecards from Lifesaver
Communications commemo­
rates three premier race stops
on the Indy Car and Trans
Am racing tours. One card
from the Grand Prix Series is
offered to the public at each
race event as the official
phonecard of the race. The
three events represented in
the series are the ITT

Automotive Detroit Grand Prix,
June 9-11 (Indy Car), the
Grand Prix of Cleveland pre­
sented by Dairy Mart, July
21-23 (Indy Car), and the
Grand Prix of Dallas,
September 8-10 (Trans Am).
Lifesaver provided 2,000 $10
phonecards and 1,500 $5
cards for the ITT
Automotive Detroit Grand
Prix. Detroit's Music Hall

Center for the Performing Arts
was the charity that benefited
from the sale of these cards.
The Music Hall is a not-for­
profit arts center dedicated to
preserving and providing the­
ater arts and educational
opportunities for the Detroit
Metropolitan community.
Music Hall provides educa­
tional and entertaining the­
ater experiences to more

than 65,000 visitors each year. In
addition to donating 25% of its Detroit
Grand Prix phonecard revenues, Lifesaver
Communications also donated 1,000 addi­
tional $5 Detroit Grand Prix phonecards
which were given to attendees of the Music
Hall Grand Prix Ball. This gala celebration,
held during the Grand Prix weekend, is the
organization's primary fundraising event of
the year.

Lifesaver is donating 25% percent of
the proceeds from the sale of 1,500 $5
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Carson City King

Issuer. ConQuest

P.O.Box 360-122 J 718-531-0490
Brooklyn, NY 11236-0122

Hours: Mon.-Fri. 10 am~ pm

Carrier. ConQuest

Limited to: 2,500

Mfg. N/A

Face Vallie: 25 Unitsl$8.75

BOBBY RAHAL

Release Date: May 1995

Fantastic Business Opportunity
$ Eam Extra Money $

This is itl Earn mooey today and for the ret cfyour
life. Tc1cphane credit cards arc the wave cfthe future.

Easy. fd and simple. Got in early. dan't miss outl
Call today: 718-5314l90

4 Card Set Only $99
Other CerrJs Aveieble. Pfeese edd $3 postege.

mE KING IS SELLING
Carson City Dollars in original Government
Holders with box and card. Don't be fooled by
other ads. These coins come in original
government plastic
holders; they are not
raw coins.

I878-CC........ 95.00
I879-CC........ POR
1880-CC........ 130.00
188'I-CC........ 160.00
I882-CC........ 60.00
I883-CC........ 55.00
I884-CC........ 55.00
188S-CC........ 190.00
1890-CC........ 375.00
I 891-CC....... 350.00
TERMS: • 15 day return privilege· Postage and
insurance $5 on all orden • NY residents add sales
tilt • Check or Money Order must acx:ompany order.

~!l~~ Priees lubjeetto change.

tures an
action photo
of Rahal dri­
ving the
Miller
Genuine
Draft Special
Indy car, a
Mercedes
Benz powered
1995 Lola.
Voice prompts
for the card
have been
recorded by
Rahal, and fans who wish to follow Bobby's progress
throughout the season can access recorded updates
after each race as a menu option on the card. ....

equipment, a solid
team, and hard work," said Rahal. "I
see a similar style in Conquest with
their experimental style, entre.preneurial
spirit and their 'doing-more-with-less'
resourcefulness. "

Conquest has produced 2,500
Bobby Rahal prepaid calling cards.
The card sells for $8.75 and has 25
units of calling time. Each unit equals
one minute of long distance calling
within the Continental U.S. and can be
recharged. International calls require
multiple units for each minute of talk.

The limited edition phonecard fea-

The Racing
Spirit

"Conquest has been very selec­
tive in promoting prepaid calling
cards or any of our other services
with corporate or celebrity identi­
ties," said Peter Buoniauto,
Conquest's Vice President of Sales
and Marketing. "Bobby Rahal best
captures the essence of winning and
excellence. We chose him because he
has that spirit on and off the race
track."

Rahal-Hogan Racing, Inc., and
Conquest Long Distance Corp. have
teamed up to offer the first prepaid
calling card featuring the three-time
PPG IndyCar World Series
Champion, Bobby Rahal.

"As a racer, I believe in a few
principles for success - proven

TeleNews Flash

ScoreBoard Scores
Baseball Victory

The ScoreBoard, Inc. has entered into license agreements
with the Major League Baseball Players Association (MLBPA)
and Major League Baseball Properties, Inc. (MLBP) to manufac-
ture, distribute, promote and sell prepaid phonecards in the U.S.
featuring players, team logos and uniforms from Major League
Baseball. ScoreBoard is only the second company to receive
MLBPA and MLBP phonecard licenses (following in the footsteps
of GTSfUpper Deck.)

"We are pleased to extend our existing relationship with
ScoreBoard to include prepaid telephone cards, a very exciting
and rapidly growing product market which should help further
raise the visibility of Major League baseball players," said Judy
Heeter, Director of Licensing for the Major League Baseball
Players Association.

Ken Goldin, Chairman and CEO of ScoreBoard stated,
"Prepaid telephone debit cards represent the most significant new
collectible market in this decade. Now with licenses from the
MLBPA and MLBP and initial shipments slated for the third
quarter, ScoreBoard should be able to extend its leadership posi-
tion in this rapidly growing market. Phonecards are a particularly
attractive product line as they combine utility, convenience and
collectibility. "

The ScoreBoard markets authentic autographed collectibles,
NFL trading cards, Classic sports draft pick trading card sets,
prepaid telephone calling cards, and other collectible products.
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Nothing competes with high resolution

lithography for eye-popping crisp images.SHARP.
Really And with Caulastics' four-color press, the sharpest

phone cards are only one pass away.

h
That saves you time. Which means your fabulous

5 arP phone cards get into collector's hands faster.

• And better. Which is what Caulastics is all about.

It's this kind of quality, service and high speed production that have earned Caulastics a 25-year

reputation as the finest fusion-laminated PVC card manufacturer/printer in the business.

But our expertise doesn't end there. There's our award-winning graphic design team and savvy

electronic prepress department. Our specialty products, like recycled plastic and full-face hologram

cards. And our complete phone card fulfillment packages. Oh, and there's our knack for pulling your

project together under the tightest deadline.

Now, that's what we call pretty sharp.

--------------•



Constructive Response
Greg Filson, general manager

of Reynolds Construction

Equipment of Indianapolis, tells

us, "It is hard to get customers to

complete and return our surveys

indicating their satisfaction level

with the equipment they have

purchased. The survey forms are

very important to us and to John

Deere. We decided to offer a set

of four equipment telecards as an

incentive for customers to return

these forms."

First TeleCards International,

a division of Premiere

Communications Group, is

proud to introduce a set of tele­

cards featuring the newest John

Deere construction equipment.

This set of four ten-minute cards

(time provided by TeiTrust), was

produced for Reynolds

Construction Equipment and is

limited to

1,000 num­

bered cards

per design.

Each card

depicts a dif-

ferent line of equipment: the

850B Long Track Dozer, the

650G Dozer, the 690E LC

Excavator, and the 310D

Backhoe.

Reynolds entered the farm

equipment business in 1955 and

later expanded into lawn and

garden and construction equip­

ment. They are one of the top ten

lawn and grounds-care dealers in orth America

and one of the largest agriculture and construc­

tion equipment dealers in their area, according to

company president Gary Reynolds.

athan Birky, Premiere Communications

Group president, notes that equipment owners

are avid collectors of John Deere memorabilia.

John Deere stores are filled with mer­

chandise featuring the Deere logo,

from belt buckles, sets of trading

cards, to miniature tractors. Prepaid

telephone cards that display John

Deere equipment

have been added

to the retail

offerings of

Reynolds. Birky

says only a limit-

ed number of

these cards

will be made

available to

collectors.

PHONECARDS USA, INC. PO Box 2020 Aiea, HAWAII 96701

517 J(J{oby Street. Son Rofoel, CA 94901
415.257.2273. FAX 415.257.2280

email: info@brillianfcard.com

...' ' 'AJaauee •
One Stop Shopping For Your

Plastic and Paper Cards
• Cords For Every Applicotion

• World·Closs Grophics & Computer Design
• Digitol Photoprinting & Litho Presses
• Only Fully Recycloble Cord Progrom
• Cuslom Pockoging ond Fulfillment

• Consulting Services Avoiloble

DIAMOND HEAD BEAUTIFUL

1\1
Specializing in

~AR GTE Hawaiian Tel Phonecards
Call for pricelisl

PHI/FAX: (808) 454-0889

'93 HAWAIIAN OPEN

28th ANNfVERSARY
GOLF TOURNAMENT

W,inla. Coul/lTy Cll/b

Prepaid Adult
Conversation Debit Cards....•........•..............................................•........................................•.......................

Capture a slice of a 2 1
/2 billion dollar pie!

• Earn up to 1.25 per minute • Distributor, Dealer, Sales Rep opportunity's available

• Renewable with C.C. [Residual Programs) • Complete Point-Of·Purchase Materials
• "Private Labels" available • 16 variety's of collectable "Limited Editions" available

Call Speakeasy Communications, Inc. at 1·800·393·1281
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Interactive
Trivia
Shootout

Volume 3 Number 4

Incomnet (Woodland Hills, CAl, who
implemented the computer and audio­
tex systems used by the card and serves
as the telecommunications carrier.

Liam Maguire created the Trivia
Shootout questions, which are all mul­
tiple choice, at moderate, intermediate
and expert levels of difficulty, with
moderate questions worth 1 point,
intermediate worth 2 points and expert
worth 3 points.

"To access the Hotline, you dial
the telecard system using the 800 num­
ber and then enter your pin number as
with a regular phone card." said
Caswell. "You can make a telephone
call at that point or dial a speed num­
ber - "·01 - to access the Hockey
Hotline. When you get to the Hotline,
you can get the latest info on the world
of hockey or take Liam Maguire's
Trivia Shootout.

"The Shootout is controlled by an
audiotex computer. The system gives
you a series of questions that add up in
difficulty to 18 points randomly from a

data base of
hundreds of
questions. No
two players
will ever get
the same
test. Quite
frankly, the
Trivia
Shootout is
tough. If
you can
get 16
total

points or
more, you can consider your­

self a trivia expert. In fact, we'll send
you a certificate to verify it."

To support the audiotex version of
Trivia Shootout, which is played using
the telecard, Parkhurst has also intro­
duced a computer game version that is
played on either a PC under Windows
or on a Macintosh. The Goalie Series
and the Trivia Shootout are being
unveiled at the 16th National Sports
Collectors Convention to be held from
July 24-30 in St. Louis, MS. It

"Can You Shoot It Out With The
Best?" That's the challenge that is being
given by Parkhurst, which is the oldest
and one of the most respected names in
the world of hockey trading cards, as
well as one of the newest entrants into
the telecard industry.

Parkhurst bills its new Goalie Series
as the world's first interactive sports tele­
card. The Series consists of seven leading

hockey goalies in a limited edi­
tion of 5,000 cards apiece. The
telecards are licensed by the
National Hockey League
Players' Association (NHLPA).
At the heart of the Goalies
Series telecards is the ability
to access the Hockey Hotline,
an audiotex information sys­
tem featuring Liam
Maguire's Hockey Trivia
Shootout. Liam Maguire is
recognized as the world's
leading expert in hockey

trivia and is also an accom­
plished broadcaster and jour­
nalist. In 1981, at the tender
age of 21, Maguire made his
trivia debut on a two hour
radio program in Ottawa,
Ontario in which he
answered an astonishing 143
questions correctly out of
150. Since then, he has
made more than 750
appearances displaying his
hockey trivia skills on
radio and TV programs

and at hockey banquets and
dinners. He has done promo­
tional appearances for teams
such as the Montreal
Canadiens, Toronto Maple
Leafs and Ottawa Senators
and has worked with nation­
ally-known broadcasters
such as Dick Irvin, Don
Cherry and Ron MacLean.

"The Hockey Hotline
and the Trivia Shootout
convert a phonecard into
an interactive entertain­

ment card by giving the card's user a
challenging and entertaining way to use
the card," said Steve Caswell of

•5rernler=
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Schneider inaugurated ltalk with this survey of 195 of their own
teleconferencing customers. The phonecard is perforated on the mailer

Sunplycalll-aOO-223-8661 and follow n voiCe plompts You will be
asked to enter this pm code . Please make Sille you
have th1S lnJormation handy. Atlm compl~ting the bIlel swvey_ you
Will be issUed yow own fJCf90nal authorlzaliOn cod(' .!lO that you ccm
activate the calling card fOJ yOUI Pf'tsonal usc

feedback on trade shows or seminars, determining cus­
tomer satisfaction with a new product or service, survey­
ing readers about a new publication, surveying cus­
tomers on legislative issues, or learning more about the
thoughts of customers or prospects on specific issues.

"Schneider recently inaugurated Italk through a sur­
vey of 195 of its teleconferencing customers," Winkowski
said. "The response rate was a whopping twenty-eight
percent compared to the industry standard of five to

eighteen percent."
One apparent reason

that participation rates
increase so dramatically is
that it is easier and takes less
time than more traditional
telemarketing surveys.

"Successful businesses
know their customers and
anticipate their future
needs," said Dan Fabry,
Schneider director of prod­
uct development. "ltalk
uses the latest technology to

obtain that information cost-effectively."
Schneider Communications provides telecommuni­

cations services to more than 18,000 businesses through­
out the upper Midwestern U.S. The company is a whol­
ly-owned subsidiary of Schneider National, the largest
full-load trucking company in North America. It

Would you toke two rrunules to respond to ale:w qu~t1ons?

Directions:

Thank you Vf::ly much 101 yOUl relp Wfl OPPI'l..--dcrtc yow
busU"l.e5S and val~ your mput

After the survey is completed,
the caller is able to activate
his/her phonecard. The interac­
tive voice response system then
tabulates the responses and

compiles them in a final report.
"ltalk lets you conduct

market research in a way that
is easy for respondents, pro­
vides quicker results and costs
less," Winkowski added.

Italk is ideal for soliciting

All Talk to Italk
Schneider Communications,

Inc. has introduced the next gener­
ation of telemarketing research:
Italk. A new market research tool,
Italk uses the latest telecommunica­
tions technology to obtain quicker
survey results at lower costs.

"ltalk combines interactive
voice response and a prepaid call­
ing card to collect customer
responses to a series of questions,"
said Chris Winkowski, product
manager/enhanced services of
Schneider, the Green Bay,
Wisconsin based provider of busi­
ness telecommunications services
in the Midwest.

With Italk, the survey question­
naire is input into the interactive
voice response system. Customers
receive a mailer, complete with a
prepaid calling card printed on it,
which directs them to dial a toll free
number. The caller is then prompted
to answer each question using the
touch tone buttons on their phone.

• Retail

A Value Added Product For •. ..

5101 Firestone Place
South Gate, Ca 90280

800-200-1453
Fax 213-567-0305

pr~er
'Te{~f~

• Sales Promotion

Pre-Paid Long Distance Phone Cards

• Fund Raising

• Collectors

To Find Out How Your Company or

Organization Can Benefit From This

Exciting New Value Added Product, Call

800-200-1453

* Easy to Use * Two Piece Snap Together
Crystal-Clear Construction *Stackable *

Serving the Hobby with Various Cardholders
Since 1989!

1078 Tunnel Rd. • Asheville, N.C. 28805

704 -299-8222
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Ad Finder
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Ameritel .
BjE Graphics & Publishing
Brilliant Color Cards
Carson City King
Caulastics
Colorfast.
Fantasam Visuals
FonNet
GAF ...
Homisco
IdealDial Corp.
Incomnet .....
International Telecom

.48
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.41

.43

.47

.16
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.43

.46

.41
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..2
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McDonalds/Arnerica Online
cards, $10 ea. Star Trek, Star
Wars cards, $10 or negotiable on
price. Any cards with poppies or
daffodils on them, price nego­
tiable. D. Cameron, 179 iblick
Rd. #329 Paso Robles, CA
93446.

Buying used GTS private label
cards for companies such as
Dewar's, Dow Chemical, Ford,
Lufthansa, R.]. Reynolds,
Rollerblade, Success Magazine
and Taco Bell (unused). Paying at
least $2; up to 20 each. Larsen
Luke, Phone Cards Hawaii, Inc.
1638 Kealia Drive, Honolulu, HI
96817 (808) 847-7015.

THE TELECARD TIMES EXPO
'95 will be held at the Travelodge
Hotel, ]FK International Airport,

ew York, NY on August 26 &
27. If you would like more infor­
mation on the Expo call Dave
Friedland at (516) 795-2788

Liberty / Quest .
Lifesaver Communications
Phone Card USA
Premier Telecom
Provident Worldwide
Communications ...
Silver Eagle Vending
SmarTel
Snap-It
SourceVivid Communications
Speakeasy Communications
TalkMedia
teleQuipe
TelTrust
Univox.

WANT TO BUY

Anyone or all of the
BClSPRI T promotional calling

cards, $10 ea.

Buying Mint: All AT&T
"Teletickets" in original envelopes:
25 units @ $22; 50 units @ $45.
Limit 20 each design. Buying Visa­
United (Disney) "Telecom Magic"
paying $100 - any quantity accept­
ed. SEARS, ROEBUCK Phonecard
Dept. 27001 U.S. Hwy 19 No.,
Clearwater, FL 346210
(813) 791-7535.

card was issued to commemorate
the 100th Anniversary of Field &
Stream magazine. Simply send $4
for shipping, handling and labor
to: Collector's Communications,
615 Highway AlA orth Suite
105, Ponte Vedra Beach, FL
32082.

FREE PHONE CARD To intro­
duce you to our company, we will
mail you a mint condition, unused,
25 unit prepaid phone card. The

FOR SALE

MICHIGAN BELL CASH CARDS
from the first trial, Landis & Gear,
$.40, $5, $20 series. Technicians
test card, Supervisor Strategic
Directions with gold carrying case.
Price negotiable. Write to K.S.
43211 Citation St., Novi, MI
48375.

CELEBRATE BABE RUTH with
our "Show Collection", a yearlong
12-card series. While they last,
Legends of Baseball, The Wizard
of Oz Series, & Steve Garvey Set.
Info: TELETRADING CARDS,
INC. 8210 Shadowridge, Fairfax,
VA 22039 (703) 239-1432 fax:
(703) 239-2435.

FREE
AD

RATES: S1.00 per "word"

(5 letters including spaces;

one word). Minimum 25

words. Double the word

count for large type head­

ings. All ads must be paid in

advance.

SEND CHECK OR MONEY

ORDER TO: P.O. Box 2297

Paso Robles, CA 93447

Premiere Telecard Magazine
subscribers may now place a
FREE AD to buy certain
cards at a stated price. The
ad must be mailed or faxed
and cannot be submitted
over the telephone.
The ad format is specified
and must read as follows:
WANT TO BUY:
1. Name of cards by issuer
2. Quantity of cards desired
3. Price to be paid
4. Name, address, phone
number.
The ads will run on aspace
available basis.
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We offer you more

than just good
COMMUNICATION

More conventions ha...e chor.en USACard ll.!f thelrofficllJ! PhOl'k.--card producerO\er any othet
company. liSACard~ ha"f' been the choice worldwide by ['lrominent n.nn~ such as lht
Amtrican B:m.knote CompJll), China Ew~lem Aithne~ lUld the Singapore Mint and by other
notable~ II celebrity ani.. ' Steve Ho~kln' .md Jerry Rice of the World Champion
San Franci~o 49crS.

The delemumn~ factor; in the valut at a culleclible phonecard .rt Subject. Be-otuty, Quabl)
and Rllfil)' 8ef~ i",uing an) of jt~ card~.l:SAClltdw..~ till of lhi int01lCC()Unt And. what
Yo prodOC4! are sotne of the _Md'!', l1lt t coUeclible Telephone Card

o E FREE special telecard included only with my 6
MONTH SUBSCRIPTION to Premier Telecard
Magazine for only $18.00, includes shipping & handling.

u.s. Subscription
o TWO FREE special telecards included only with my 1
YEAR SUBSCRIPTIO to Premier Telecard Magazine
for only $30.00, includes shipping & handling.

Payment enclosed for u.S. Subscription in the amount of

$----

International Subscription
TWO FREE special telecards included only with my 1

YEAR SUBSCRIPTION to Premier Telecard Magazine
for only $60.00, includes shipping & handling.

o E FREE special telecard included only with my 6
MO TH SUBSCRIPTIO to Premier Telecard
Magazine for only $33.00, includes shipping & handling.

Check/Money order in u.s. funds, drawn on a u.s.
affiliate bank, enclosed for International Subscription in
the amount of $ _

untlted Mmtage. Auracu\c- Image. With much soughHlfter i ues a! the June. 1995 loJ'lg
Beach Coli' and CoUectUblc EXpo'iltiCln phonecard ("'hleh tripled ill value by ..how·s end),
l:SACard <kmooStt'ite.s ib t:onllnuiopo recognition 4l$ the PhorHx:ard of Performance.

USACanl. The confident choice 01 dealers and collectors worldwide.

Qualtty Ask your dealer for a complete list or USAGards, QuaUty
Produdion Of call3Q3.777·3034 for a distributor near you. TeJecommunkatJont

-==U5Ar~1l! 538 S Broadway. Denver. Colorado 80209

Date: _

Name: _ FonNet
Company: _ Prepaid Calling Cards
Address: _

City: State: _
Rapidly growing company, looking for
independent agents and distributors.

Zip: Country: _

Phone: Fax: _

Method of Payment
Check or Money order 0 LY in U.S. funds, drawn on a
U.S. affiliate bank
Payments made to:

B.].E. Graphics & Publishing, Inc.,
P.O. Box 2297, Paso Robles, CA 93447
caLI (805) 547-8500 or fax (805) 237-2530

Mail Orders ONLY - Photo copies accepted

Like Money in the Bank!

For More Information:

Cross
Communications

We offer:

- RAMI (Remote Account
Management Interface)

- Low Domestic and
International Rates

- Credit Card Validation

- Wholesale Rates

- Private Label Program

(818) 789-8700

Fax (818) 789-1604
- 8 Years Experience

- Volume Discounts
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From the World of Fine Art...
to the World of High Tech Collectables...

Attention
Golf Lovers/

Loyal H .
Chapman~
Infamous

Golf Holes!

:::J Money Order/Cashiers Check
o Visa

PROVIDENT Toll Free 1.800.867.8931
WORLDWIDE COMMUNICATIONS.INC.

_.....-..- ..--

Card Expiration Date _

Authorized Signature _

Name _

Address _

City State Zip Country _

Phone Fax _

SEND ORDER TO:

o Check
MasterCard

Total

2.xcl"s'.t J"'tl7tS

B70"7ht to "'fa" 6¥

TM
TM

~JPicasso Women
4 Card Set

Limited Edition
of 5000

$10.00

$55.00

$10.00

$10.00

$15.00

$15.00

$15.00

$15.00

$15.00

$15.00

Unit Price

#2. 8ull fi ght

#2. seated woman
. Therese Walter)(Mane-

1937

Description

Picasso #6 Bull Fight #2

Picasso #5 Bull Fight #1

Picasso Women 4-Card Set

Picasso #4 Seated Woman

Picasso #1 Portrait of Dora Maar

Chapman No.3 Redwood Forest

Chapman No.2 Smokey Mountains

Picasso #3 Woman with Hairnet

Chapman No.1 Victoria Falls

Picasso #2 Seated Woman

Picasso's
Bullfight

Limited Edition
of 5000

.:. Limited Editions

.:. Numbered in Series

.:. Matched Sets Available

.:. Dealer Inquiries Welcome

.:. Utilizing AT&T 800 Access

.:. Network Services Provided by Ascot, Inc.

Shipping & Handling
1·50 Cards $3.95 50+ Cards $7.95

Outside Continental U.S.
1·50 $6.95 50+ $12.95

Subtotal

Ship/Hand

Total

Provident Worldwide Communications
2452 Prior Avenue N.
Roseville, MN 55113

Toll Free 1.800.867.8931 Fax 612.379.7480

In cooperation with Tele-Editions, Inc. Picasso is a Trademark of the Succession of Pablo Picasso ©1995 Licensed through SPADEM, 75012 Paris



All eyes \ViII be on
Quest's ne\V PhoneCards.

You'll soon be eyeing the new line-up of prepaid
PhoneCards from Quest - the providers of LIBERTY.

With LIBERTY you do not pay an activation fee and
you'll always receive our high-quality long distance
telephone service at our standard tariffed rates of
only 33¢ per minute...Anytime, Anywhere in the
continental United States. Quest also provides low
international flat rate calling.

............. Q1[EST
TELECOM

"Setting the Standard"

To place an order for any of Quest's unique cards
or to add your name to our mailing list, call our toll­
free order line, fax, or mail your order to us. Please
provide your VISA, MasterCard, American Express,
or Discover account number and expiration date.
Shipping and handling is based on the shipping
cost to a specific destination.

Call Today! 1-800-964-0702

242 FALCON DRIVE' FOREST PARK. GA 30050 . 1-404-608-6000 . FAX 1-404-608-6104
©1995 Quest Telecom· A Quest Group International Company

LIBERTY Cards, including special edition, out of print, and select Hhard to findHcards are also available from quality telephone card dealers:

• Keep The Change: 1-800-510-0101 or 1-407-629-CARD • PM Cards: 1-800-528-8819 or 1-212- 332-8105
PI 6-95 Sears Coin & Stamp: 1-813-791-7535


