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Announcing the

NSW National Parks & Wildlife Service &
Unique 15 Phonecard Collection *

Gelegem Phonloard

Now - one of the most excifing releases ever! The Iurgesl series ever )
issued in Australia, this strictly limited Collection features breathtaking

wildlife and environment themes, from endangered species o fire

fighting ... whale rescues to helicopter water bombing ... and much

more! Presented in a splendid album, this unique world first is

expected to be snapped up by knowledgeable collectors in Australia and
overseas who recognise its investment potential.
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A family treasure! This is indeed a Collection to cherish and show
with pride. Admire the handsome cover design, embellished with gold
leaf. Fine presentation, worthy of this valuable Phonecard Collection.
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S oot e 10 reasons why this is a MUST for YOUR collection!

e el
e

o First, limited issue only 5,000 reserved for Australia with 5,000 for the
rest of the world including 900 low number editions

o Unique Australian themes by acclaimed Sydney artist Gregory Bridges,
one of the world's top illustrators

o Hand matched serial numbers - 15 different cards and the album all
 bear the same number

o Exclusive option for owners of the collection to obtain the
same serial number for future issues :
FREE!

WORTH §35 ¢

o Largest collection ever issued in Australia

o Special commemorative custom-designed album

a. s 4
o Deed of Authenticity NATIONAL mxs Y

d o Official personalised Transfer of Ownership Certificate ‘

< o A percentage of proceeds donated to NSW National Parks & Wildlife

B,

Service (helping nature conservation)

o Ecologically sound - recycled plastic becomes art pieces

GOMINEYINE WATIYE PLANTE
y

If coupon has been removed write to or call: Worldwide Collectables Pty Lid, ACN 066 438 720 Level 12, 456 Kent Street,

= g The l;honecards pictured are concept images, and the final image; n:ay be further enhanced. Sydney NSW 2000 Australia. Phone Infernational Access + 612 283 1142 Fax 612 283 1800
Bezm
RESERVATION CERTIFICATE ekl 1
Address
-t Phone, mail, or fax to: Worldwide Collectables Pty Ltd, ack 066 438 720,
s @ = Level 12, 456 Kent Street, Sydney NSW 2000 Australia. Postcode
"~ QY7 Phone International Access + 612 283 1142 Fax: 612 283 1800
- = " p —— 1t (1 Bank Draft enclosed for $
. fi
= - m? =1 s oals ] Charge my L] visaCard (] MasterCard
complete with collector's album as indicated below and enrol me as a member
@ of the Foundation For National Parks & Wildlife absolutely FREE. [ American express [ Diners lub ccount vith §
W |
(] Low NUMBER EDITION (only 900 available) Issue price $160 plus $7.50 Account No

packing & certified mail (add extra $10 for insured mail)
ExpiryDate __/__/__ Signature

Ed{], STADARD EDITION e price 39550 plus 7.50 pocking & crfed il g NOTE: SPECIAL SERIAL NUMBERS AVAILABLE ON PHONE REQUEST
(add exira S10 for insured mil) Delivery expected late Dec. 1994/early Jan 1995. 30 DAY MONEY BACK GUARANTEE FROM DATE OF DELIVERY.  PTM




Announcing the
Western Union Phone Card
Historical Telegram Series
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Western Union has been communicating the news of historic events since 1851.
Our first series of collector-quality Phone Cards celebrates three of these great moments.
For more information, call 800-374-0909.

g

The easiest way to keep in touch:

Limited print run of 15,000 per card.
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Story on page 36
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Every emerging, pioneering
technology has at it s nucleus a
small cadre of businesses and
individuals who are catalysts
which keep things moving for-
ward. To say that “it’s a small
world” in the telecard industry
maybe cliche, but it is true.

Premier Telecard Magazine
has been at the forefront of this
industry almost from its incep-
tion. We were the industry’s first
magazine. We held the very first
Phone Card Phair in America
which welcomed over 3,000
attendees to San Francisco. We
were the first to blend phone
cards with sports cards at the
International Sports Card Show
earlier this year.

To top off our first year
anniversary, we published Dr.
Gary Felton’s WORLD OF
PHONE CARDS booklet, which
is enjoying great success as a
primer for the industry. We were
one of the host sponsors at the
American Tele-Card Expo in
Houston, Texas, in October.
And during all this, we moved
into new offices. So we’ve had a
very busy and exciting year!

Why do we mention this
here? Because we thought it was
an appropriate time, given we
have a new editor, Tom Parsons,
who comes to the magazine with

o
||'

remier

-l'élecard'"

I

It's My Call...

an extensive background in mar-
keting as well as writing.
“This is one of the hottest
consumer markets today!”
That’s not us talking. Those are
the words of many marketing
experts who have contacted us
and are excited about getting
into the field of telecards, either
as a dealer or as a producer/mar-
keter with a new product to sell.

Things are moving so fast, it
is a challenge for the production
facilities to keep up with demand
for new product. Plus, telephone
switching technology and new
processes for services are devel-
oping so rapidly that no one pro-
gram and no single service has
yet become a standard for the
industry to follow. Fortunately,
the government regulators in the
United States seem willing at this
time to let the industry seek its
own standards through competi-
tion and innovation. Let’s hope
it stays that way. And let us
hope that all these newcomers
entering the market with new
products to sell, are aware of
their responsibilities in their sales
efforts and the production of
their products. We must all
remember that the scrutiny of the
zealous regulators in Washington
and at the state level is directly
related to product penetration
into the consumer market. . .
which is precisely the market
which is experiencing explosive
growth at this time.

On the other side of that same coin, the courts
and juries seem all too eager to make any consumer
a wealthy victim for the slightest oversight of indus-
try. And we offer the following as our suggestion
for a motto for our industry as we enter the bur-
geoning consumer market. Be fair. Be truthful,
with full disclosure. And be honest in your product
offerings.

We’ll end as we started by reminding all our
readers that “it’s a small world,” this
phonecard/telecard/debit card industry, and
although none can control the growth— and no one
should— one of our missions at Premier Telecard is

“This is one of the hottest

consumer markets today!”

to help the industry grow in a way that benefits
everyone associated with it. As a company totally
dedicated to the telecard market, we are committed
to strengthening each segment of the industry
through our various industry activities. As an
international publication and a voice of the indus-
try, our mission is to record our associate’s achieve-
ments throughout the U.S.A. To do the best job
possible in accomplishing this mission, we need
your help as readers.

We would like to hear more from you. What
interests you? What excites you? What are your
concerns and the issues you feel are important? In
general, what are your thoughts regarding what you
see happening in the industry as we report them to
you. Please write to us and let us know about you.
Offer suggestions about how we can improve the
magazine. We may even print your letter in our
next issue.
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International Pre-paid Calling Cards

The Innovator in Custom Card Design,
Production and Packaging

GTI soudin Y ; GTI SUNJET " amey,.

SN
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LISTENER ADVANTAGE CARD

For more information on GTI Custom Telecard Programs and Custom Telecards,
please Contact: 507 N. New York Ave., 2nd Floor, Winter Park, Florida 32789

International Headquarters - (407) 629-2300 FAX (407) 629-1597
On the leading edge of high-tech global communications




Tele Kid Collectors

A Quest for People and Places

“You went where?
Kathmandu?”

That’s right. Kot’ maun
doo. It’s easy for Richard
Dewitt, president of Quest
Telecommunications, and his
wife, Luba, to say. They trav-
eled there in November, 1993.

Kathmandu is the capital of
Nepal, a landlocked country in
southern Asia bordered by
China and India. With its north-
ern border marked by the crest
of the Himalayan mountain
range, Nepal has some of the
most rugged and dangerous ter-
rain in the world. It is the land
which presents such a formida-
ble obstacle to trade, to agricul-
tural development, and to
industrialization. As a conse-
quence, Nepal remains relatively
isolated and is one of the least-
developed nations in the world.

The Dewitts visited
Kathmandu during their trip to
Lumbini, birthplace of Buddha
Gautama, to attend the dedica-
tion of the Seva Foundation Eye
Hospital. Founded in 1978 by a

small group of physicians, pro-
fessors, spiritual teachers, and
friends that include Larry
Brilliant. Seva is a non-profit

organization that has imple-
mented worldwide projects to
help alleviate physical maladies
and human suffering. Brilliant
Color Cards donated printing
and Quest Communications
contributed time for phonecards
issued by Seva as a fund-raiser.
(See the February 1993, Premier
Telecard Magazine, Volume 2
Number 2, page 28.)

Luba was the official pho-
tographer on their trip, and she

and Richard were elated to find her pictures had
captured the character of the people of Kathmandu
and the city’s unique confluence of cultures. J. P.
Sartori, Quest’s graphic designer, selected five
prints of Luba’s personal
favorites to make up Quest’s
first thematic series, “People
& Places.”

This new series focuses
on people and landmarks
from interesting or unusual
places in the world. The first
set of cards issued was the
“Kathmandu” set. Four of
the cards have a $9 denomi-
nation and feature a Hindu
holy man, three little girls, a

baby boy, and a beggar. The
fifth card is a free $2 bonus card and portrays the
historic monkey temple featuring the eyes on the
side of the temple, which have become a symbol of
Kathmandu.

Printing was limited to 5,000 sets available at
their face value of $36. The five-card set has $38 of
calling time at Quest’s tarriffed flat rate of
33¢/minute. Each card in the set has matching print
run numbers and is packaged in a distinctive display
folder which contains information about the places
and people the cards depict.

To what exotic location will Quest take us next?

Volume 2 Number 9
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James Rizzi...
is a. man fascinated with fun. His enthusiasm and zest for life
can be experienced in his animations that range from life’s daily
occurances to the wacky world of sports. Rizzi, a doodler turned
contemporary artist, gets much of his inspiration from living the
everyday spectacle that only New York has to offer.

Rizzi’s distinctive 3-D style of art is perfected with his use of up
to twenty colors of ink, his precision cutting, and his
mastered layer placement. So why does Rizzi do as Rizzi does?
“...because it makes people laugh or touches them personally.”

TeleWorld is delighted to present on Pre-Paid Calling Cards,
a selection of the Rizzi Sport Series and Rizzi Diptychs
(two-picture set). Imagine the fun Collector’s
can have creating their own Rizzi gallery.
TeleWorld International solves the Pre-Paid Calling Card
puzzle. As a service provider utilizing the AT&T 800
A ) Network, we supply the latest in technology, combined
' with superior clarity and total reliability. We have
developed a high quality, cost effective, convenient,
. multi-lingual system. The TeleWorld advantage offers
. private label, wholesale, agent, and foreign distribution
= programs to meet every need.

TeleWorld invites you to join us at
the 1994 International Collector Shows
in Cologne, New York and Houston.

telefforid

Bach card is individually numbered for authenticity

GA-LO-01
BA-UC-01
__BA-JS-01

GA-HY-01
~ GA-BB-Ol
~_GA-FB-Ol _

GA-S0-01
 *BPECIALS

TeleWorld International, Inc. * 4801 MUMM,MSIOEMWM 33328
U.8.A.: 1-800-434-2499 * Int: 1-305-434-8692 * FAX: 1-305-434-3762







Operating Companies and originator of the
Michigan Bell CA$H CARD, introduced the first
in a series of new debit cards being offered this year:
the goingaver™ card.

It’s the first remote memory debit card issued by
a Regional Bell Company...it can be used at all
240,000 Ameritech Pay Phones. And it’s backed by
Ameritech, an established Regional Bell Operating
Company servicing 12 million customers in the

Midwest. To obtain Ameritech cards, contact your

local debit card dealer. é?ieriteCh

Your Best Link
To Better Communication

©1994 Ameritech Corporation




International Sportscard & Memorabilia Expo:

Sports Collectors
and Telecards Team Up

Anaheim, California. . . Sportscard collec-
tors attended their first telecard “training camp”
at the 1994 International Sportscard &
Memorabilia Expo held at the Anaheim
Convention Center near Disneyland in
California. In a show of marketing solidarity,
companies representing various facets of the
telecard industry teamed up under the
Phonecard Pavilion sponsored by Premier
Telecard Magazine. These telecard industry
representatives provided a virtual training
seminar focusing on issues for both collec-
tors and sportscard dealers regarding the
world of telecards.

Premier Telecard Magazine/BJE
Graphics and Publishing introduced The
World of Phonecards, a book written by

Dr. Gary Felton, prominent author and
lecturer and expert in the field of tele-
cards. The publication is a primer for

the beginner, introducing novices to

the hobby of telecard collecting. The
guide quickly brings the uninitiated up to
speed and allows them to make educated decisions regarding tele-

iy . Felton
aty

card collecting. Dr. Felton was there to visit with neophyte and sea-
soned telecard enthusiasts.

“It was a real pleasure to
be on hand at a first-time
event such as that,” said
Publisher Bill Jordan. “You
could feel the excitement
generated by sportscard col-
lectors and dealers gathered

. around Dr. Felton.”

Jordan concluded, “We
at BJE Graphics and
Publishing are proud to help
disseminate information and expand the knowledge of the industry at
this juncture of phonecards and sportscards.” Jordan gratefully
acknowledged the support of loyal friends in the phonecard industry
who joined the magazine at the Expo.

12
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Premier Telecard Magazine
released its “1st Anniversary
Celebration” card to commemo-
rate three significant events in the
annals of telecard history. The set
of three cards celebrates the first
edition of the magazine, the first
year completion of the publica-
tion, and the first Phone Card
Fhair in America. Each card was
issued for $5 with phone time sup-
plied by three separate carriers,
Comid, GTT and PTC. Each of
the carriers provided 7,777 PIN
codes for those cards with their
logo on the front. (For related
article, see July/August, 1994,
page 39.)

Enthusiasm for telecard col-
lecting spread rapidly among hob-
bists attending the Expo. News of
a first-time Upper Deck telecard
aroused immediate interest among
dealers and collectors after Upper
Deck gave a telecard to each
exhibitor at the convention. A
buzz filtered throughout the auc-
tion hall when Upper Deck’s
“Major League Baseball 125th
Anniversary” was going for as
high as $75 among dealers and
collectors. The Upper Deck tele-
cards offered 3 minutes of phone
time and were strictly promotion-
al. There was no retail price
assigned. A total of 2,000 tele-
cards were produced (see PTM
July/August 1994, page 32).

The Upper Deck baseball card
is the company’s first entry into
officially licensed telecards. The
company is the world’s leading
manufacturer of full-color licensed
sports trading cards.

Classic Games, Inc., a sub-
sidiary of The Score Board, Inc.,
was another major sportscard
manufacturer to unveil their first
entry into the telecard arena at the
Expo. Harrison Woodard, product
manufacturer for Classic Games,

Volume 2 Number 9




Inc., revealed the game plan for a
two-pronged release of the Glenn
Robinson basketball telecard. A
limited edition of 125 telecards
was given away throughout the
course of the Expo. Each card was
autographed and numbered by the
athlete. Expo registrants literally
flocked to the Classic booth to
enter the drawing.

A second Glenn Robinson
limited edition set of 125 was also
given away at the national sports-
card and memorabilia show in
August held in Houston, Texas.
For many attendees at these
shows, it was their first exposure
into the rapidly expanding phe-
nomena of telecard collecting.

A number of companies at the
show were there to debut their
entry into telecard marketing.
They ranged from sportscard
memorabilia wholesalers and
dealers to individuals who have
formed companies specifically to
market their own telecards or
those of others. The majority of
the latter category are consultants
who act as brokers in transactions
by contracting for everything from
card printing services to acquiring
access to the switches of major
telephone companies.

Many of the people who
joined in discussions at the
Phonecard Pavilion were interest-
ed in entering the telecard market
as dealers or in other commercial
capacities. Telecard industry exec-
utives were on hand to address
questions and concerns.

On the question of unit pric-
ing, visitors were told that a unit
generally equates to one minute of
telephone time. The cost per unit
depends on the distance of the
call. Also, one of the key consid-
erations is the point at which a
minute starts to count down. This
is an important question to

December 1994

LA .
T Jesue 1st Year Completion

Premier Telecard Magazine

15 First Anniversary Celebration *5

July

address for business people as well
as private consumers when they are
buying a debit card telecommuni-
cation service package.

Another concern was the expi-
ration date on some cards. A key
issue with cards which expire is
that companies give full disclosure
to the cardholder. Federal and
state regulatory agencies are look-
ing very closely at this issue. There
is concern that consumers who pre-
pay for telephone time receive the
service they purchased.

Industry veterans counseled
business aspirants who would enter
the telecard industry to be very
cautious getting into this business,
and deal with reputable people.

On a positive note, these
experts pointed out that the big
difference between a sportscard
and phonecard is the phonecard’s
intrinsic value of phone time. This
makes telecards doubly attractive
to collectors. . . as long as they are

affordable.

With the affordability issue in
mind, it should be noted that base-
ball card collecting got started by
kids who could afford them.
Youngsters can provide the market
to move telecards into mainstream
collectibles.

Alan Lewis, vice president of
Collector’s Edge, agrees. He is
convinced that youngsters will

1
st Phone Carg Ph
air

become a substantial segment
of telecard collectors.
Collector’s Edge joined
TeleChange(TM) in a joint
venture to issue its first series
of three TeleChange cards
featuring fantasy art work
geared toward kids. The tele-
cards made their debut at the
Expo. Until this release,
Colletor’s Edge had been
known as a company which
specialized in printing sports
trading cards on plastic.

In addition, an array of information services
come with the card without surcharges for access.
These special lines include news, weather, sports,
and other special interest information for only the
cost of the call.

TeleChange also independently released a lim-
ited edition of 500 22K gold-embossed telecards
as a part of a promotion. The TeleChange tele-
cards were printed by Raymond Enterprises of
Denver, Colorado.

It was clear from the reactions of Expo regis-
trants that telecards represent a new and intrigu-
ing medium for collectors, especially sports mem-
orabilia collectors, who appear eager for more
information about telecards. This coming year
should prove to be pivotal in the growth of sports
telecard as collectibles. Sportscard dealers are
interested in new opportunities for sales to their
established clientele. They are investigating tele-
cards with a lot of anticipation and expection.
They seem to sense the start of something really
big in telecards.

13
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TeleCards For a Cause

B & J Telecard

Brings it all Together

Even as we inwardly groan
at the fat grams and extra calo-
ries of Girl Scout cookies or the
chocolate almond candy bars
offered by the local high school
service club, our desire to help a
good cause will often motivate
us to buy what we do not really
need.

B&]J Collectibles, based in
New Jersey and parent company
of B&] Telecard Inc., has put
together the perfect fund raiser
for a worthy cause: “The 1994
Garden State Games Card,”
commemorating the 12th year of
the New Jersey games.

The games are high school
level athletics programs involv-
ing nearly 5,000 students during
the summer. Support comes from
an extensive volunteer network
with very little paid help.

With his reputation as one
of the largest and most respected

Look For

Panthers In

The Grass

dealers of baseball cards and
sports memorabilia in the indus-
try, Joseph Meerman, president
of B&]J Telecard,

explained

graphic of an Olympian runner carrying a torch.

The card is offered for a $10 donation, which is its

face value. A custom voice introduction thanks
users for their donation.

The card carries 15 minutes of prepaid time
which may be used to make local, domestic,
and international calls.
B&J Telecard

expects sales will
raise over $30,000
for the Garden
State Games.

the criteria
for his company’s first card
specially created as a fund
raiser. “We wanted to create a
card that would benefit a wor-
thy cause within our own state.
We also wanted to produce a
sports-oriented card that reflect-
ed our parent company, B&]
Collectibles.”

B&] has
released a new
telecard in asso-
ciation with WPL] Radio
and Critique Records to benefit The
Committee to Prevent Child Abuse and Neglect.
The card will feature an introduction by well-
known New York DJ, Rocky Allen, thanking peo-
ple for helping the charity.

Yes, B&]J has got it together: utility, image, and
The phonecard, illustrated personality—a good value without the calories!
by New Jersey artist Linda

Heyinger, features a full-color

Protect the Panther
N %

m Protect the Panther

N
N

FLORIDA

Signed and sealed. . .this telecard has been authorized by the State of Florida

The State of Florida and Global Telecom Network (GTN) of Fort Lauderdale have
joined forces in the battle to protect the Florida panther, believed to be the most endan-
gered mammal in the world today. Dubbed “Tele-Tag” series, these are telecard versions
of Florida’s most popular environmental license plate. “Protect the Panther” telecard is
a state-supplied authentic, card-size reproduction of the license plate featuring a full-face
Florida Panther in sawgrass.

The card will be sold for $10, and an advisory on the back of the card clearly states
“A portion of the proceeds go to the Florida Game & Freshwater Fish Commission,
Solely For The Panther Fund & Habitat.” It is signed with a panther paw print.

14
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They’re hanging up his jersey but Michael’s number still works!

Introducing the commemorative Michael Jordan M]23 Phone Card.

Even qfterﬁ"‘they retire his jersey, you can still"enjoy air time-with #23.

form belowﬁto 'ﬁéorder by mail.

r------_--------_-1

(Please print clearly)

Name

Address

City State Zip

Phone

Please send me Michael Jordan MJ23 Phone Cards.

I have enclosed $23 plus $2.99 for shipping and handling per
card ordered (maximum 10 cards per order).

Total amount of check or money order enclosed:

Send completed order form plus check or money order to:
Phame PhoneNet, Inc.
5335 Wisconsin Avenue, NW, Suite 850
Washington, DC 20015

L-----------------J

Actual size

Quantity is limited; orders are filled
on first-come, first-served basis.




INTERNATIONAL

Canada

Military buffs will recognize
the SR 71 Blackbird prominently
featured on Smart Talk
Network’s (STN) CANEX
Privilege Card. Available at
the canteens and snack bars
on Canadian military bases,
this telecard is also given to
members of visiting troops

a top speed of 45 mph. Shown
on the right is a guided mis-
sile frigate.

stationed on the bases.

The SR 71 is a Lockheed
strategic reconnaissance plane The telecard is axailabla in
used for taking aerial pho-

tographs. The plane weighs

denominations of $25 or $50 and comes in a
black and white sealed envelope. Inside the

118,000 pounds at liftoff and has being speed tested by NASA, the envelope the telecard is affixed to sturdy card
flown from coast to coast in 68

planes have been officially retired. stock depicting the same scene which is on the
TS ?md from New Yorl? i card. Instructions are in English, French, and
London in 1 hour and 56 min- Portrayed on the left is the M- German.
utes. At a speed of 3,100 feet per 1 tank, well known for its utiliza-
second, this plane moves faster tion in the Persian Gulf during Visitors to Canada may wish to plan a
than a 30.06 bullet. With the Desert Storm. Powered by twin little reconnaissance mission themselves and

exception of three Blackbirds Chrysler engines, the tank can reach  locate this card for their collections.

Almost Anywhere in the World

In these days of international “Deutschland.”
travel, American tourists now have The first issue is 5,000
the option of obtaining the first in the following denomi-
ACMI International Origination nations: 3,000 in 30 units;
Telecard before they leave for 1,500 in 60 units; and 500
Europe, the Far East, Australia, or in 150 units.
any one of 41 countries through-
out the world. Calls originating in To commemorate
these countries may terminate in Amsterdam CardEx ‘94,
over 200 other countries around (see related story) Diane
the globe. Storey designed a telecard
similar to the International for international origination and 500 cards in $3
This brightly designed card Telecard, but with the added denomination for domestic use in the U.S.
lists the names of the originating feature of the Amsterdam flag
countries, spelled in their national in the background. This issue U. S. Collectors, if you missed CardEx ‘94,
language, e.g., Germany is spelled offers 500 cards with 10 units make sure you do not miss the domestic version.
16 Volume 2 Number 9

remier
elecard”

9

-




INTEODDIANG
MARYTL S LD
PHDNEGIRDSY,

They're cool! They're
collectible! They're
available for a limited time
only. Four limited edition
phone cards feature
Spider-Man, The X-Men,
The Fantastic Four or
Iron Man and Force Works!
Each spectacular card
gives you 10 minutes of
calling time plus a 2
minute Holiday message
from a Marvel Super Hero!
They make super gifts!
Call J=800=-280-°1465
for more information, - T
or see your favorite comic RS G
book store. ANDNERIEERT
Get ‘em now, while Jutz 21y

7 RITIMI N N
* supplies last! il o
a

,VM'J TM & © 1994 Marvel Entertainment Group, Inc

‘&mﬁ@

All rights reserved.
Telecommunications provided by GTS.




TRA’s Prepaid Cdlllﬂg Card Council Provided a reasonable number of 800 toll-

: : ; free network access circuits to process their calls
A P
dOp o Op eraung Guldehnes’ with minimal, if any, call blockage due to over-

y loaded capacity.
Cardholder’s

Provided, upon request, up-to-date time
&k B- I I f R- »y and/or dollar amounts remaining on their pre-
I o I s paid calling card account during the use of the
card and at no additional cost.

=

WASHINGTON, D.C. — s vyt o b :
i Informed of the depletion of the
The Telecommunications . . . 3
Resallers Assoviarion Prapaid \ gl 0 l /it‘g account in advance anc.i durlng. a conversa-
\\ tion not less than one minute prior to the

card expiration.

Calling Card Council has adopt-
ed Operating Guidelines for

members providing prepaid call-
ing card services.. The guidelines & L e
generally outline a prepaid call- o S

Guaranteed that service rates will remain
uniform or in no instance be increased during

; ; L i rd.
ing card providers obligation to the life of the ca
consumers on issues of disclosure Informed of the prepaid call- ) )
D SR ing card’s rates, terms and condi- Guaranteed that rates will be charged in
forth 4 “Bill of Rights* for con- tions of use prior to purchase of increments not exceeding one full minute.

the card.

sumers of prepaid calling cards.
PR R Provided call detail records upon request.

The Cardholder’s “Bill of Guaranteed that they will . : .
1 e ———— ) receive a reasonable level of set- Given immediate access to the service upon
ing card users should expect to be:  vice quality on every call. BUREASE,

CALLTO FAME

Introducing the officially authorized Roberto Clemente
prepaid calling card series from Smarlel.

To commemorate the 21st anniversary of Roberto long distance calling from any phone to any des-
Clemente's induction into the Baseball Hall of tination in the continental United States.
Fame, SmarTel, the prepaid calling card special-  Collect each card separately for just $12.60, or
ists, has developed this series of collectable calling  order the complete set of four at the low rate of
cards. Each individually numbered, limited edi-  $49.99 and receive a fifth 10 minute Forbes

tion phone card provides 21 minutes of prepaid  Field card absolutely free (a $6.00 value).
¥

In honor of Roberto Clemente’s 3000th
hit, a special commemorative collectors
card (pictured right) has been created.
Thhis very limited edition premium card
(only 1,000 printed) offers 165 minutes
of Continental U.S. long distance
calling time for only $99.00.

Order now to commemorate the 21st anniversary of Roberto Clemente’s induction
into the Hall of Fame. For more information, or to place an order with your
MasterCard or Visa, call:

1-800-775-2947 (& } f=
MCI ’ We get people talking.

©1994 Roberto Clemente.
Licensed by Prostar, Carmel, NY

Long Distance Service
Provided by MCI
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In addition, TRA members
must ensure their cards are
packaged in such a manner so
as to cover the authorization
codes, etc. The following infor-
mation must appear on the card
or the materials with which it is
distributed:

The name of the TRA mem-
ber company providing the pre-
paid calling card service to the
end user.

An 800 toll-free number for
end users to contact for cus-
tomer service.

An expiration date or a
clear statement that the prepaid
calling card has no expiration
date.

The prepaid calling card
authorization number for use of
the card.

Dialing instructions for use of
the card.

A warning to users to protect
the prepaid calling card as they
would money or a credit card.

The denomination of the ini-
tial card value in minutes, units or
dollars/currency.

The TRA Prepaid Calling
Card Council is an advisory com-
mittee designed to guide industry
policy and to serve as a clearing-
house for information to TRA
members on prepaid calling card
services.

As the national voice for
resellers, TRA represents and pro-
motes the interests of companies
involved in the resale of telecom-
munications services. Resellers
typically make volume purchases
of network services from facili-

ties-based carriers and offer customers discounts
and value-added services, including customized
billing, customer service and consultation.

TRA strives to ensure fair representation
before federal and state regulatory bodies, to
build and maintain strong relationships with
major local and long distance telephone compa-
nies, to promote ethical operation practices and
to create awareness of services its members offer
to the calling public.

AKE T

CALLz

1994 Finish Line Racing
Series Il $25 Each

e EaWre
=% Sl

Collector's Communications introduces limited edition prepaid calling
cards to start or add to your calling card collection. Each prepaid calling
card is produced in very limited quantites with precision printing on high
quality plastic & serial numbered to insure it's collectibility.

10 OF NASCAR'S TOP DRIVERS

N,
\‘]\ 600 rrobucep oF EacH $25.00 CARD
‘g\ 1800 rrobuced oF EacH $10.00 CARD
©)
* Sealed custom envelopes.
* All cards serial number.

* Matched numbered sets available.

ANNIVERSARY
COMMEMORATIVES

LIMITED SETS OF SERIES | AVAILABLE -

CALL FOR MORE INFO

TOLL FREE
1-800-676-3226

Motor Racing Network $10 (5000)

—RACING~  pegler Inquiries Welcome

December 1994

BEG2
1994 Finish Line Racing
Series Il $10 Each

120N

MM2

or send check or money order
(include $1.50 shipping and
handling)
to: Collector's Communications
P.O. Box 274030
Tampa, Florida 33688-4030

DJ2
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Western Union Moves
iInto a New Frontier

20

For over 140 years, Western Union has served the
ever-demanding needs of America. Intertwined with
the expansion of the country, Western Union has
become part of the rich history of the United States.
As the frontier pushed
further and further west-

ward and a raging Civil
War threatened to tear
the United States apart,
Western Union became
a vital communica-
tions link that
spanned the continent
and played a major
role in holding a
fragile nation
together.

The Western Union legend
began in 1851 when a group of New York busi-
nessmen from Rochester organized the New York and
Mississippi Valley Printing Telegraph Company. With
550 miles of wire and a licensed house printer, the
company set out to establish a nationwide communi-
cation service based on the efficiency of technology,
manpower and materials. Within five years, they had
acquired and developed telegraph lines operating in
five states north of
the Ohio River
with one feeder line
running all the way
to St. Joseph,
Missouri, in the
West.

WES'I'EIIH' IEHI.:IND”E

When the
Union shelled Fort
Sumter, South
Carolina, in 1861
igniting the

American Civil War,
communication with the western territories was still
dependent on the pony express - -a ten-day galloping
horseback ride from the Missouri River to
Sacramento, California. The distance is 2,000 miles
and it began with serene river landscapes which
opened onto forbidding treeless plains. The route
then climbed into the rarefied air of the rugged Rocky

mier
Iecard

='1

Mountains and across the Sierra
Nevadas as it wound through
Ponderosa Pines and Douglas Fir
until it ended in the fertile basin
of California’s gold rush country.

“I think it is a wild scheme.
It will be next to impossible to
get your poles and materials dis-
tributed on the plains, and as
fast as you complete the line, the
Indians will cut it down.” That
was the assessment of President
Abraham Lincoln in his discus-
sion of the project with Hiram
Sibley, then president of Western
Union. Engineers at the time
estimated 10 years to complete
the line.

Other telegraph companies
flatly refused to join the project.
However, Western Union, under
the direction of Edward
Creighton, forged ahead. He
was given the mission to join the
West with the East, tying vastly
separate parts and diverse per-
spectives into one great nation.

The project called for two
teams of builders. On July 4,
1861, Creighton began construc-
tion from the East while James
Gamble took charge of the work
beginning in the West. The
Indians were persuaded that the
telegraph was the voice of the
great Spirit, Manitou, and
should not be harmed. Brigham
Young arranged for Mormon
contractors, using both supply
wagons and cattle, to haul the
needed poles hundreds of miles
across the plains.

Just 112 days later, Western
Union completed the “ten-year
project.” The two ends of the
wires were joined at a ceremony
in Salt Lake City, Utah, on
October 24, 1861. The nation,
divided by war at the time, was
held together with the telegraph
line, and Western Union became

Volume 2 Number 9




inextricably woven into the fab-
ric of American life.
the people of the United States
continue to share their rich her-
itage with the image and the leg-
end of Western Union.

Western Union, as a leader
in communications, entered
another new frontier in 1993
with its initiation into the
international prepaid phonecard
market. With a network of
sales outlets at 15,000 agents
across the country, the Western
Union Phone Card quickly
became the most widely distrib-
uted card in the United States.
The disposable phonecard is
available in denominations of

$S, $10, $20, and $50.

The company’s legacy is one
of announcing pivotal events in
American history, of document-
ing turning points in the live’s of
individuals and families, of

“Protect The Panther”

Clinton Series Il Set Of 4

“Old Flame” 20 units

“Rambill” 20 units

“Hillary’s Husband” 20 units
“Missing Reagan”

As a nation,

20 units  $10.0
$40.00

HISTORICAL TEL[:( RAM
S E Rl l:

bringing together the people of
the United States in times of cele-
bration and joy and sorrow and
sadness. The “Western Union
Phone Card Historical Telegram
Series” celebrates great turning
points in America’s history.
“Gold Spike” portrays the open-
ing of the transcontinental rail-
road; “Wright Bros.” features
the telegram sent by Orville
Wright advising their successful
flight at Kitty Hawk; and “War
Over” expresses the heartfelt

A Portion Of Th Proceed< GoTo Ihe
“Flonoa/Game & Freshwater Fish Comm
o Protect Hw Panther Habitat
OaAL TELE‘C(A)
o

{ /NETWOF\\L
400 West Cypress C

N bt Lauderdale. Florida 3;

Address

City

Sub-Total Of All

Sales Tax ( Fl resi E:
S/H ( 5% domestic / 10%
‘Total Order Amount

American Flag
GTN Promo Card
Holiday Card

100 units $50.00
10 units  $5.00
25 units $19.9

 Signature
Make Checks Payable to GTN, ;

December 1994

thanksgiving of a
» World War II sol-
‘ dier headed home.

These attrac-
tive black-on-
white and sepia
phonecards are

@ available in com-
soue of 15000 | plete sets of three.
— Only 15,000 sets

have been printed

using U.V. coated
stock. The cards are attached to folded over
parchment paper, and then cellophane wrapped.
PIN numbers are on the back. The domestic rate
is 60¢ a minute, and the cards have an interna-
tional range.

Western Union helped forge the destiny of
America in the 19th century, and it helped illu-
minate the momentous events of the 20th centu-
ry. Now the company pledges to continue its
telecommunications leadership role into the
frontiers of the 21st century.

NeromtiGnal § Uomes s
phoge talling Coard
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The: Last Issue Of Our
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Southern Heritage
Preserved on Phonecard

The Center for Southern
Folklore, located on historic
Beale Street in Memphis,
Tennessee, was established in
1972 to preserve the history and
culture of the southern people.
Just as Beale Street was the cen-
ter of the black community and
its social life, the Southern
Folklore Center reflects the cul-
ture and traditions of
the tri-state area of
Tennessee, Arkansas,
and Mississippi
through crafts, phg- %ﬁ%%lf&
tography, and music. FLOKLORE

The Center is “an idiosyn-
cratic place that is equal parts
gift shop, exhibit hall, music
shrine, performing arts show-
case, bookstore, and unofficial
guide to what’s happening in
Memphis on any given day of
the year” (Los Angeles Times).

Judy Peiser, co-founder and
executive director of the Center,

Memorial Park Funeral Home

ATS Network Communications, Inc. approached Memorial Park
Funeral Home with a unique concept. When a grieving family comes
into arrange for the funeral of a loved one, they are presented a card
by the funeral director. “We know that in times like this , you will be
placing long distance calls to your family
and friends to let them know a loved one
has passed away. On behalf of Memorial
Park Funeral Home, we would like to give
you this calling card. Just another quality
service provided by Memorial Park.”

The card picture is a pen and ink of
the fountain that graces the entrance to
Memorial Park. Renowned Memphis
artist, Majorie Schwartz, was commis-

sioned to do the drawing.

22
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explains the non-traditional,
interactive spirit of the pro-
ject: “There’s usually stuff

on the walls, but we also

use people’s voices and skills
as a way to communicate
about the region.” This
means visitors can hear
Saturday afternoon perfor-
mances by 75-year-old blues
and boogie-woogie man

Mose Vinson, watch the
award-winning film All Day
and All Night: Memories from
Beale Street Musicians, observe
quilt-makers and doll and toy
makers demonstrate their art, or
listen to storytellers spin their
tales about folklore and history
of the southern people.

The front of this telecard is a
reproduction of a turn-of-the-
century photograph of a family
in a mule wagon taken in front
of a mercantile store on Main
Street, Memphis. There were
1,000 of these unique black and

COTIOHN FA

M) ey
3 s

£

white phot cards issued in a $10 denomination.
Sam Maropis—a man who truly loves his trade—
from Ultra Plastic Printing of Cleveland, revealed
that the telecards were printed “the old-fashioned
way,” using a negative.

A substantial portion of the profits will benefit
the Center. This was made possible by the coopera-
tion of the ATS Network Communications, Inc.,
and ACMI, both located in Memphis.

With an archive of hundreds of thousands of
photographs visually documenting decades of the
changing South, collectors can anticipate a continu-
ation of this historic series.

,

resPaid Long Distance Calling Card
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INTERNATIONAL
World Class
cnuecuun!

Reach for the world with these newest
collector cards from California.

Still available our First through Fifty Edition
cards along with our 24 card Soccer ‘94 series.
Dealer inquiries encouraged

Attention

Agents and Distributors

Access International is looking for experienced
agents and distributors to market our debit card
program to the retail and business community.

Over 30 years experience in the telecommunications
business make us one of the most advanced companies of
our kind. Our service uses the most advanced technology
available including fiber optic circuits and we operate our
own network

Al has has the most aggressive profit package in the industry.

Al will make every effort to be flexible to customize
products to meet your requirements

Al has full-time dedicated agent/distributor staff.
Al customer service personnel are dedicated to providing

each customer the personal attention that is required to
assure complete satisfaction

To get details regarding this unique opportunity, call or write:
Access International, Inc. » 725 Lakefield Rd. Suite F
Thousand Oaks, CA 91361, U.S.A.

(805) 374-2460 » Fax (805) 498-6872
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NBC Fall Shows Debut
Sprint Calling Cards

If first impressions are considered important,
what would you call a billion impressions? NBC
and Sprint have initiated the first phase of a mas-
sive, three-part future-theme campaign which
launched NBC's fall prime-time schedule with an
interactive joint promotion: “NBC/Sprint StarFon
Sweepstakes.”

This marks the first time a network has made
phone technology and calling cards a part of its fall
season promotion.

From the middle of August to the end of
September, TV viewers were exposed to more than
a billion consumer impressions. The first phase,
August 15 to 31, featured NBC/Sprint; the second
phase promoted McDonald’s/America Online; and
phase three follows with Toys “ 5 Us.

Adrian Toader, vice president
and general manager of Sprint
Telemedia, explained, “NBC
pulled the viewer directly into its
fall promotion by using Sprint’s
FonMagic(sm) telephone interac-
tive marketing and prepaid cards.
Telephone interactive marketing
put viewers in personal touch
with the stars, and prepaid cards
acted as mini billboards for the
shows.”

The NBC/Sprint StarFon
Sweepstakes consisted of two
advertising components: 1. An
extensive print campaign in major
publications which announced the
contest and displayed the col-

According

o Alan .Cohen, The Martin Short Show Tuesday 8:30-9:00 p.m.
Serior vice The Cosby Mysteries Wednesday 8:00-9:00 p.m.
president of Friends Thursdays 8:30-9:00 p.m.
marketing, Madman of the People ~ Thursdays 9:30-10:00 p.m.
NBC-TV, “We ER Thursdays 10:00-11:00 p.m.
felt NBC’s bold Something Wilder Saturdays 8:00-8:30 p.m.
new schedule Sweet Justice Saturdays 9:00-10:00 p.m.
demanded an Earth 2 Sundays 7:00-8:00 p.m.

equally bold

approach to its promotion. This first phase of our
future-theme fall launch celebrated the uniqueness
of each show through Sprint calling cards, which
are destined to become pop-culture collectibles and
represent the next wave in how we interact with
phone technology.”

Viewers were encouraged to dial a special 800
number to enter the sweepstakes. When the call
was answered, the viewer was asked to select an
NBC show and then was treated to a message from
one of the stars of that show. Callers were eligible
to win all-expenses-paid trips to California to view
tapings of the new shows. Grand prize winners
received personal phone calls from NBC stars.

lectible card designs while urging
consumers to call the special
Sprint 800 number; and 2. On-
air promotions designed to
encourage viewers to look at the
ads for the 800 number to call
NBC for a chance to win.

So what do we call one bil-
lion impressions? Awesome?
Stupendous? Monumental? Our
choice of words is unimportant.
We salute the nationwide
NBC/Sprint telecard promotion.
Whether we are collectors or
users, this has been a momentous

: 'ﬁ A Instant winners received one of the eight collectible
yg phone cards featuring an NBC show and offering

s 10 minutes of free long distance calling time.
g g
78 wede

1 0 SUNONY

step forward for the telecard
industry.
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ong distance
vice within 10 ¢ eturning our sig
ees

achines to speed-dia

S Per Week Your Cost Per Mi

$0.67 to Singapore
gdom $0.83 to Central & So.Ame
, France, Sweden & Australia:  $0.87 to South Africa
pain, Finland & Japan y D.94 to Russia & C.1.S.
ong Kong : .98 to Israel & Saudi Arabia

COMPLETE AND FAXTHIS FORM TO 510-672-2030 OR 415-692-6749 TO RECEIVE YOUR

APPLICATION AND COMPLETE RATE SHEET

Company Name

Contact Person

Phone Number

Fax Number

For Additional Information Call 510-672-0323

V.M.




Largest Limited Edition
From Down under

ecom Phonecard |

; 0.40

0.50
" 080

Getecom Phonecard

0.00
f 0.40

SAVING ENDANGERED SPECIES

&P 5
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by Tom Parsons

The New South Wales (NSW) National
Parks and Wildlife Foundation (NPWF) of
Australia recently launched a worldwide fund
raising drive with a unique, limited edition
phonecard collection — the largest to be
released yet in Australia.

Only 10,000 sets will be issued, and
5,000 of those are reserved for Australia,
according to John Bushell, director of
Worldwide Collectibles Pty, Limited.
Worldwide Collectibles is the Sydney-based
phonecard company working through the
NPWF on the fund raising project to benefit
the NSW National Parks and Wildlife Service
(NPWS).

Original art for the 15 card set was creat-
ed by critically acclaimed Gregory Bridges,
one of the world’s best illustrators. Bridges is
a resident of Sydney.

“We have approved only the 15 concept
designs at this stage,” emphasized Bushell.
“The artist and other graphic designers are
currently finishing enhancements which will
add more color detail and finer graphics
before the cards are ready for production,” he
noted.

Bushell also commented that he and the
Foundation expect the final renditions to be
highly prized pieces of art.

“The series will contain some of the most
exciting and beautiful illustrations ever pro-
duced on phonecards,” Bushell remarked.
“The scenes will tell a story of the NPWS’
work and of the parks’ environment, such as
the organization’s work with endangered
species and post-bushfire regeneration.”

According to current production timeta-
bles, a delivery date is anticipated for some-

time in January, 1995. The talk on the
international scene is that collectors
should place their reservations at the
earliest possible date.

The National Parks in New South
Wales were besieged with bush fires
last January, leaving behind hundreds
of square kilometers of destruction,
including bushland, animals and
human lives. The sweeping flames left
only ash and charred rubble in their
paths. Two of the cards in the set
honor the men who fought bravely to
protect lives and property in the wake
of those fires.

The main theme of the series
reflects the mission of the NSW
National Parks and Wildlife
Foundation, which is to “Protect
Australia’s bushland and its inhabi-
tants; preserve historic sites; promote
environmental awareness; and make
national parks more accessible to the
community.”

The National Parks and Wildlife
Foundation is an independent, non-
government organization which works
closely with the NSW NPWS to raise
funds for the Service’s projects.

Each collection comes with a free
year’s membership in the NSW
National Parks and Wildlife
Foundation, normally $35 annually.
And of course, each phone card will
be made from recycled plastic in the
spirit of environmental awareness. As
Bushell likes to point out, his company
is creating lasting art from trash.

Collectors may also order from an
inventory of 900 low number editions.

The price for the standard edition
is $99.50 plus handling and shipping
via certified mail. The low number
edition list for $160.00 plus handling
and shipping. Insured mail is also
available.
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Excitement Reigns at
American Tele-Card Expo

Houston, Texas

Excitement filled the hall.
The exhibitors felt it. The dealers
felt it, because it was the conven-
tioneers who were generating it.

And why not? No other
show has introduced, displayed or
premiered as many cards and new
methodologies as the American
Tele-Card Expo in Houston,
Texas. This was the first
phonecard Expo held in the
southwest, the first of an annual
event.

Researchers and executives
from around the world converged

on Houston to enhance their
knowledge of the phonecard mar-

* Bull Caribou in Fall, $10.50 « 4,000
Y ARCTIC VISIONS SERIES

Dog Mushing, $10.50 » 5,000

December 1994

ALASKA
Northern Lights, $26.25 » 5,000

ket. Experts such as Edward
Olsen, a noted researcher of the
1987 University of Michigan
phonecard trials, moderated at
a seminar. Rubens Ramos
Fernandez, researcher and
developer of prepaid
phonecards in Brazil, also con-
ducted a presentation as did
Kevin McAuliffe, manager of
promotions for NBC. Henry
Dreifus, one of the first people
to research the validity of debit
cards in the United States, was
also there to give his thoughts
on the direction and future of
the industry.

In addition to all the shop

talk from an international per-
spective, collectors had a field

Frderaii, o ST

: . Eskimo Hunter, $52.50 » 5,000
INTERﬁATIO_NAL TELECOM A P.0. BOX 230750 A AN.L‘HOHAGE, ALA&A 995'23 A FAX J907) 344-8176 Al CALL (907) 349-655] ﬂmm

day with new
collectibles fea-
turing a wide
variety of
subjects
from
Rudolph and
Santa to
Allen Leavell,
star of the
Houston Rockets
basketball team. And of course, we can’t leave out
the sneak preview of superstar Michael Jordan’s
first in a series phonecard, “M ] 23.” One young
collector ordered 10 and later brought his father
back to order 10 more.

The American Tele-Card Expo was sponsored
by Homisco, SmarTel, Security Card System, Inc.
and Premier Telecard Magazine. Next year should
be even bigger.

S\ NEW! (15,000)

" ‘ g ‘ REE with
‘,‘ :

£\ Depicts al card

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., $6 OUTSIDE U.S.)

TOTAL (N u.S. DOLLARS)

* 3 CARD SETS ARE $89.25 EACH. COMMEMORATIVE
CARD #1 IS FREE WITH PURCHASE OF 2 SETS. »

~ DEALERS CALL FOR QUOTES -
[ CASHIER CHECK [ MASTERCARD [ VISA
CARD #:
SIGNATURE.
PRINT NAME.
ADDRESS.
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The World's 1st TeleGard Calendar...

inthe U.S., Enjoy 12
featuring 12 months Months
of telecard favorites of phone
has just arrived! card

classics!

This calendar will help you keep track of all major events here and abroad
involving telecards. The full-color printing and glossy pages that make up

this 11"x17" calendar will add to your enjoyment, so will the price $8.95 %
plus $1.50 for U.S. postage. International S&H add $4.00 @ e
Place your order now and be one of the first to receive this special calendar! @ S

(805 5478500 2~ &°¢

B.J.E. Graphics & Publishing, Inc. « P.0. Box 2297 Paso Robles, CA 93447 fAX: (805) 237-2530
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Get ready for chills, thrills.
and spills... blood spills, that is!
The Cryptkeeper is your horrific
host for the hit adult series
“TALES FROM THE CRYPT",
which is based on the original
E.C. Comics title. These
tantalizing, tongue-in-cheek,
terror tales have audiences
screaming for more. TeleWorld
gruesomely presents these

Protecting the Earth since 1066 is ULTRAMAN, the
popular Japanese superhero. A 130 - foot - tall red and
silver giant from Nebula M78, ULTRAMAN saves us
from alien invasion, fighting off hideous monsters from
every comner of the galaxy. Thank you ULTRAMAN!

Series Qty of each Qty. of Collector's Qty of Cards Card
Title Individual Card Portfolio in Series Value

Tales From The Cryp 000 1.000 $10.00

Ultraman 1.000 ) $10.00

1.000 $10.00

N/A 3 $10.00

TeleWorld's Limited Edition Collector's Series of Pre-Paid Calling Cards shown
have 30 minutes of pre-activated talk time. Also, call and ask about

TeleWorld's Fine Art Series featuring Leonardo Nierman and James Rizzi.
Each card is numbered for authenticity.

horrific Collector’s Pre-Paid
Calling Cards featuring
the Cryptkeeper.
Guaranteed to frighten...

you'll die for them! ?

£
=

age
Hents of
ang linked
ors Mickey
v, and Fred Astaire.,
de countless classics
as “Easter Parade”,
Born”", and “The Wizard
Oz". Judy Garland is...
“Miss Show Business”.

teleffiprid

For Brochure or to order call:
TeleWorld International, Inc.
4801 S. University Drive, Suite 310W
Fort Lauderdale, Florida 33328 US.
U.S.A.: 1-800-434-2499 » Intl: 1-305-43 89
Fax: 1-305-434-3762
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Memphis,

Gray wolves are among
the most social of all carni-
vores. They have a complex
social hierarchy within their
pack. Pack sizes vary from
two to twenty members.
Wolves were once known
for their ability to travel and
thrive over the widest and
most diverse geography of
all other mammals except
for humans.

Today, the gray wolf has
vanished from much of its natur-
al range due to hunting, trap-
ping, and encroaching develop-
ment of the wilderness.

ACMI offers a tribute to the
gray wolf with the release of the
“G” telecard, the sixth in a series

of seventeen telecards, which
spell out “ENDANGERED
SPECIES” when the set is com-
plete. Each of the cards features
a different species on the
nation’s official endangered list.
One letter appears in the lower
right hand corner of each series
card. When each card in the

with over 1,000.000 shareholders & 65,000 employees,

AMERITECH'S

complete set
is laid side by
side, the series
spells out
“ENDAN-
GERED SPECIES.” The first six cards in the series
are: PANDA “E;” HARP SEAL “N;” HUMPBACK
WHALE “D;” MACAW “A;” CHEETAH “N;” and
the newest, GRAY WOLF “G.”

remote cards will become a MAJOR RARITY!!!

WE HAVE ASSEMBLED 300 OF THESE SETS AND CAN OFFER
ALL 18 CARDS AT $125 00!

4-Card Set. A 20¢ Complimentary (not pictured)
will also be included. 13,900 sets issued

32

\_MARK ETJ’N G SYSTEMS
MEL: 81118.407.188

Wholesale Pre-Paid
Calling Card Minutes

You supply the marketing, we supply the minutes

Fox Offers Competitive Rates, Customer Service, Voice Mail,
Fax store and forward, Reloadable capability,
Customized branding and more

7 years experience, Redundant switching
platforms, Experienced management

Call 206-562-2900
Ask for Debit Card Services
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Cards in Play in the

Mission: Moonwalk

Twenty-five years ago, NASA
astronauts traveled 250,000 miles
to the moon with a mission to be
the first humans to walk on the
moon. Buzz Aldrin and Neil
Armstrong fulfilled their destiny
and their place in history as they
lived a dream of millions of peo-
ple who watched in awe through-
out the world.

To celebrate this achievement,
GTE Card Services has released
its second historic prepaid calling
card series featuring an actual
photograph from the NASA
archives.

The first card, “Lunar
Visions,” is a well-known photo-
graph of astronaut Buzz Aldrin on
the moon in his space suit. The

Limited to only 10,000 cards of
each design, each card is worth 20
units and sells for $11.80. (See page
47.) Domestic calls are one unit per
minute and international calls vary
depending on the country called.

A-OK: Mission
accomplished. Do
you copy, Texas?

second card, “Aldrin
Autograph, “ portrays
Aldrin on the moon in
front of an American
flag. The card has been
autographed by the astro-
naut in honor of the 25-
year anniversary. The third
card, “One Small Step,”
shows one of the astronauts
taking his first step onto the
moon from the Apollo 11.

J&M’s elegance in phonecards

Licensed & registered Dealers

USA - Hawaii-Europe-Australia and South Africa (prices in US $)

ALSO: Coca-Cola-Sport - Movie Cards - Superstars - Space - Japan - Disney -

50 QUALITY MIXED MOVIE CARDS $265 - Plus hundreds of other mint/used movies. USA Michigan Bell .40c comp
$450 or best offer * USA Michigan Bell 2,5,10,20,40 $450 or best offer * USA Ameritech Ist edition set of 13 $120 * Alaska
flag set of 2 $120 * USA GTI 25 card soccer sets $96* USA Worldlink Premier edition Marilyn Monroe 3 card sets $60*
USA Flintstones set of 2 $24* USA AmeriVox st edition Indian set $28 2nd edition $26* USA Nynex D92 $1100* AT&T Mc
Donalds $110* Nynex Ellis Isle $45* Wish You set $30* Nynex Luge $21* Co-Op Phair set of 7 $44* Paul McCartney $11*
PTI NASA set of 16 $200* AT&T Liberty-Eagle-Module-Golden Gate all $12* AT&T ET $27 Giant Debit Card Woman $185*
Normal $35* BCC Phair set of 4 $20* Sprint Las Vegas $5* Titanic Sinking $15* Indian art set of 5 $98* NY Metro card set
$75% $3 seal $22* Cominex car set $80* South Africa-the genuine rare Lion chip card $270* Proof Kruger numbers 49&50
“active” $120 each* Rare Beatles cards $150* Denmark Barcelona pack $75* Gold Chief John Tree $80* Bruce Springsteen
$60* Whitney Houston $50* Brooke Shields $40* Julia Roberts $35*Very rare German StarTrek set $550* Set of 26 Aust
packs $5000* Hawaii GTE all the hard cards from Hawaii - best prices

PO.BOX 26 THIRROUL NSW 22515 AUSTRALIA - PHONE 042-681992 FAX 042-681814 Payment by International cheque
- FREE PRICE LISTS ALWAYS AVAILABLE - HUGE STOCK TAKING ON NOW - MAKE AN OFFER - SATISFACTION OR
YOUR MONEY REFUNDED
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Phonecards Debut for
Disney Cast

Walt Disney World Resort,
Florida

Vista-United Telecommunications,
a Disney subsidiary serving the Disney
World Resort in Florida, recently
announced the release of two separate
series of phonecards exclusively for use
by Resort cast members (employees, for
those not familiar with the Disney des-
ignation) and a third series for
Disneyana conventioneers.

The first series of cards is being
sold from vending machines located in
employee areas. In addition, Company
D, the cast members exclusive merchan-
dise store also carries the cards. There
are three pre-paid cards in the series

[ THE WORLD
) C o
| PHONECARDS

available in denominations of
$5, $10, and $20. This first
edition uses Vista-United’s

logo on

the card

—a

stylized %é

trade ;.g X

mark o

mouse § § Service is accessed
face, s : through a local Lake
with P Pho Buena Vista number.
round Free access is also pro-
ears, set vided from Vista-United pay phones
against horizontal lines form- located throughout the Walt Disney
ing an inverted pyramid. In World Resort complex. Vista-United
the center of the face is a noted that the next issue of the exclu-
simple grid-like phone pad. sive cast card will expand its service to
The colors are blue on gold. include 800 access.

The Hottest Collectibles In The World !

Dr. Gary S. Felton
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THE WORLD OF PHONECARDS!

The ottest Collectible in the World

What are phone cards? ® How do they work? * How are they made?
Where are they sold? © Why buy phone cards? * Collect or invest?
What’s hot? What's not?

The answers to these and many other questions about prepaid, or debit
phonecards, also known as telecards, can be found in this new book by Dr.
Gary Felton, well-known author and lecturer from Los Angeles California.

THE WORLD OF PHONECARDS is a primer for beginners, introducing
them to the hobby of phonecard collecting. With almost 200 full-color pic-
tures of telecards, THE WORLD OF PHONECARDS is an exciting introduc-
tion to telegery...a fabulous new collecting pastime.

The perfect guide for new collectors, or as a gift to friends or relatives
just now learning about telecard collecting. Order 3 or more, and we’ll pay
the shipping & handling. $3.95 plus tax, in California only.

Add $1.50 single copy S&H; Orders of 3 or more, FREE S&H
Personal Check or Money Orders ONLY.
Allow three weeks for delivery. First Printing, June 1994.

Call and order yours today...

(805) 547-8500

Another Quality publication from...the publishers of Premier Telecard Magazine
BJE Graphics and Publishing
P.O Box 2297 e Pasa Robles, CA 93447
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The second series exclusively for
Disney cast members is titled
“Telecom Magic ‘94> after the semi-
nar hosted by Vista-United in
September. Cast members from
around the world converged on
Disney World for this professional
development seminar. The cards were
included in the seminar registration packets and offered
to those who attended only the exhibit as well.

The third series, the Disneyana card was given away
at the 1994 Official Disneyana Convention.
“Disneyana” is the name given to people who collect
Disney items. The illustration on the card shows the
Russian dancers from the movie, “Fantasia,” which was
the theme of this year’s convention. The purpose of the
card was to encourage convention goers to answer ques-
tions to a survey. Those completing the survey received
a card.

SEARS

SEARS COIN,
STAMP &
PRECIOUS METALS
DEPARTMENT i e IO PRE CARD

has just released their
first set of prepaid phone cards with the SEARS logo, and
the design is that of a collage of U.S. postage stamps and
coins. They are made of three different colored papers,
printed with black ink and stiffly laminated. The Silver
card has 5 minutes of phone time and the mintage is
1600. They are complimentary to SEARS customers with
a purchase of over $50.00, or if you happen to be a pre-
ferred customer you may have already received one in the
mail. The Gold card has 10 minutes of time with a
mintage of 400 and will be given away with a purchase of
$200.00 or more. The Green card has 20 minutes of
phone time with a mintage of only 100. These will be
given away to customers who spend $1,000.00 or more
on phone cards or accessories. None of these cards may
be purchased. The terms and mintage are printed on the
reverse side of each card and are rechargeable at
$.35/minute. They are packaged in an envelope and
attached to a card stock instruction page which hides the
authorization number. The telecommunications provider
is ConQuest Long Distance Corporation. Stephen
Schwartz is the head of this division in Clearwater,
Florida.Way to go SEARS!

December 1994

Available in *5, *10, *20, *50 and *100
Dealer and collector inquiries welcome
Call 1-800-815-PICK for information

PICK Inc., a Telecommunications Company
189 Berdan Avenue, Suite 171, Wayne, NJ 07474-0936

TM registered trademarks of PICK Inc. © copyright PICK Inc. 1994
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M.J. Flies
High Again
In Chicago

by Tom Parsons

The loud speaker blasted out his arrival. Moments later he appeared in
the distant runway descending expectantly, deliberately in a flood of runway
lights as a deafening roar of applause and cheers rose from the 20,000-plus
fans, friends and family who filled the United Center in Chicago. Air Jordan
had landed. He stood humble, smiling nervously. Michael Jordan. Athlete.
Family man. Father. Friend. Hero. Superstar. It came from the mouths
and hearts of so many that night, “Michael is a very special person.”

It took several minutes before the din quieted and the audience settled
back into their seats. But it was hard to hold emotions in check. After all,
they loved and admired the guy and they wanted him to know it. It was for
only one reason these people had ventured out into a cold November night in
Chicago: To honor Michael Jordan, the man who took the sport of basketball
out of the play book and molded it into art.

TI‘le occasion was “A Salute to
Michael Jordan,” a fund raising
event for the creation of the “James
Jordan Center” for the Boys and
Girls Clubs of Chicago. Michael’s
team, the Chicago Bulls, has com-
mitted $4 million to help build the
center and expand the scope of the
programs offered by the organiza-
tion. The ceremonies that night, to
honor Michael by retiring his jersey,
raised $1.5 million of the total com-
mitment for the project. The new
center will carry his father’s name.

It was also the occasion to

" ; _

/ WMW
CHICAGO B

1964 — 194

Photos by Bill Smith Photography
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introduce the “M]J 23” phone card,
created by Phame PhoneNet, Inc.,
Washington, D.C. Phame is a homonym
for FAME, the firm of Falk Associates
Management Enterprises, which is the
marketing manager and agent for
Michael Jordan and 30 other National
Basketball Association (NBA) players.

Phame was created to deal exclusive-
ly with debit card marketing, according
to David Falk, president of Falk
Associates. To develop the product and
marketing strategies for the phone card,
Falk called on Randy Wright who heads
Leading Concepts, an Oregon-based mar-
keting firm and one of the foremost
experts in the phonecard industry.

“We know shoes, balls, soft drinks,
cars, and Quick Service Food,” said Falk,
“but we’re not experts in debit card mar-
keting.” He went on to remark, “A good
friend and former client, Kermit
Washington, mentioned Randy’s name
when we were researching the phone
card market.”

Falk confided that he had
been approached by several oth-
ers in the telecard field through-
out the previous year. However,
he was convinced that Wright’s
firm provided the strategic mar-
keting alliance which would most
benefit Michael Jordan and his
other clients. He added that
Leading Concepts will help devel-
op a number of different col-
lectible cards over the next six
months.

The second player to be fea-
tured by Phame PhoneNet will
probably be Patrick Ewing of the
New York Knicks. Falk and
Wright agree that he would be a
natural choice to begin balancing
out the company’s collectibles.
What they want to avoid is rely-
ing solely on Michael Jordan and
his current endorsement arrange-
ments. A Patrick Ewing card
would obviously have a lot of
appeal. However, Falk and
Wright both said they are still in
the concept phase, and no design
has yet even been proposed.

All strategizing aside, it does-
n’t take a rocket scientist to figure
out that whatever “thing” you
have with Michael Jordan’s pic-
ture or voice or autograph, it is
going to have global and univer-
sal appeal. And that is probably
an understatement where M.]. is
concerned.

Michael Jordan is truly a
global superstar. He has fans in
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every nation on earth, and as
Falk pointed out, he has had the
greatest commercial success of
any athlete in history. So what’s
the production run on a limited
edition of the “M]J 23” phone
card? Phame Phonenet has not
released that number yet, but
whatever the number, it is going
to be too few to satisfy the
demand.

The price: $23; and the
buyer has 23 minutes of domes-
tic phone time provided by
Dynomics, with no activation
fee. The card was produced
using 30 ml plastic, and it comes
in a window envelope showing
the face of the card with dia-
logue about Michael on the
envelope. Leading Concepts
already has another M.]J. card in
the works which commemorates
the salute and jersey retirement
event in November. In fact,
there may be several subjects for
phonecards developed from that
event.

One of the greatest tributes
to Chicago’s hero that night was
the unveiling of a 20-foot tall
bronze statue that captures the
athlete’s strength and control
and reveals his ballet-like grace
as he flies toward the basket.
The bronze, created by artist
Omri Amrany, commands the
entrance to Chicago’s United
Center, the new home of the
Bulls. The statue has possibili-
ties as the next card in the M.].
series.

Another possibility might be
the picture of Michael holding
his youngest child, Jasmine, in
his arms, as he helps his two
boys, Jeffrey and Marcus, hoist
Number 23 to the top of the
arena. Maybe it will be M.].
with his mother, Deloris, and
Amad Rashad as they greet the
fans. Michael the family man.
Whatever image is on the next
card. . . or cards, the world will
see the second in the series some-
time in early 1995, which is the
projected issue date.

December 1994

The marketing strategy,
according to Wright and Falk, is
to cast Michael as an all-around
athlete and businessman as
opposed to his image as a bas-
ketball player exclusively. That
was the reasoning for the picture
on the first card which shows
Michael wearing a business suit.
Emblazoned in gold over the
image is the number “23” in the
lower right corner.

It will be a difficult proposi-
tion for the marketing strategists
to relegate basketball to an equal
status with Michael’s other
endeavors, however. Even the
voice prompt on the “MJ 23”
phonecard is Air Jordan himself
expressing his thoughts and feel-
ings about having his basketball
jersey retired. Even the floor in
his new trophy room at his home
will be recreated from the actual
center court floor from the
Chicago Stadium, compliments
of the Chicago Bulls organiza-
tion.

Michael was a vital part of
the University of North Carolina
team which took out
Georgetown to win the 1982
NCAA Championship. He was
twice honored as college player
of the year while at North
Carolina, and he received the
John Wooden Award for
Outstanding Performance, both
on and off the court.

All this happened after he
had been cut from his high
school basketball team because
his coaches thought his perfor-
mance did not measure up.
Jordan said that experience only
spurred him to work harder.

Michael Jordan played bas-
ketball for the Bulls for nine
years and then retired in 1993 at
the pinnacle of his career. The
decision must have tormented
him. The fans loved him. He
had to feel their warmth when he
was among them. And he loved
the game and held a deep affec-
tion for the fans. It was appar-
ent in his face. As he looked

Iele(;ard"’

around at the cheering crowd at Chicago’s United
Center, his eyes filled with tears of appreciation and
affection.

It should be said in defense of the coach who
cut Michael
from the high
school team
that during
the following
season, he
never failed
to pick him
up from his
home at 6:00
am every
weekday
morning so
Michael
could get the
extra practice
he needed.

Will the
greatest who
ever played
the game ever

return to

basketball?
Only Michael

knows the
answer to that
question. For
now, his goals seem
to be part of anoth-
er dream centered
on baseball, and
who knows, maybe
another incredible
segment of the
man’s destiny is yet
to come.

Basketball fans
may be disappoint-
ed, but baseball
fans may be the
ones cheering when
in another nine
years, Jerry Reinsdorf, owner of both the Bulls and
White Sox, erects another sculpture of Michael for
White Sox fans to admire.

With that prospect in the future, the possibility
for an unending series of Michael Jordan
phonecards looks better and better. And after base-
ball, how about Michael Jordan at The Masters
Golf Tournament?? . .. Naaw.
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iEESports

As the media hyped the

sport of soccer, telecommunica-

tion companies and issuers
scrambled to join the celebra-
tion. When streams of visitors
from countries around the
world became part of the four
million spectators in nine U.S.
cities, they found phonecards
commemorating the event

awaiting them.

Sprint gained notoriety
because of a legal dispute
involving the World Cup ‘94
logo. Sprint lost and had to
recall their original issue. In its
place they issued a 24-card set
honoring 24 of the world’s top

soccer-playing countries.

Ameritech, with home
offices in Chicago, Illinois, host
city to the World Cup ‘94,
released three different cards
featuring battling soccer play-
ers. As the games moved their

SmarTel prepaid calling card programs deliver unique and exciting

promotions. Connect with your customer by providing free long

distance calling and take advantage of this unique opportunity to

broadcast customized messages and advertisements before each call.

Share the gift of communications and make a lasting impression.

SmarTel - leading the U.S. in promotional prepaid phone card programs.
4 P PrEpy prog

For more information on SmarTel corporate
: x I
promotional programs contact SmarTel at:

51 Sawyer Road, Suite 400
Wialtham, MA 02154
(Tel): 617. 894.7000
(Fax): 617. 894. 8153
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America’s Love Affair with
World Cup ‘94

way across the U.S., GTI,

Winter Park, Florida,

entered the affair with
2,000 sets of 25 soccer

telecards depicting the

flag of each participat-
ing country, along with
a black and white soc-
cer ball.

Global Telecom
Network, Fort Lauderdale, Florida,
was commissioned to issue a telecard available
only in Germany.

Access International of Westlake Village,
California, kicked off their new Collectors Card
Dealer Division by issuing a spectacular 24-card
series World Card Soccer ‘94 with the slogan,
“Come play with US.”

Volume 2 Number 9




Southern Californian, Raj
Iyer, a consultant from for

ACMI, “wanted to be part of
this historic

event,” and
so designed
and issued
“Soccer
1994.”

As the final
game was
played at the
Rose Bowl in
Pasadena,
California, Cal
West Enterprises,
Inc., Agoura Hills,
California, issued what they
termed was the “Unofficial
Official” World Cup ‘94 / USA
PhoneCard.

Who won? Well
Brazil won the tournament, but
telecard collectors count them-
selves the true winners in

America’s affair of the heart
with World Cup ‘94.

The Phone Card Mankek is
Exploding...
We can help you make money!

At Ultra Plastic we are committed to
offering you the highest quality
printing possible, with the technical
background that comes with 12
years of producing quality products.

» Short run quantities, 500 to100,000

* Fast 1-2 week delivery on quantities
under 10,000

* Complete in-house art department

* Quality 4 Color Process Printing

* Complete customized numbering

12955 York Delta Dr. #N
Cleveland, OH 44133
216-582-8500 800-777-8080

Fax 216-582-8502 /

December 1994

remier
elecard”
S S = iy = T s




SmarTel Gets People Talking

True to its mission, “We get
people talking,” SmarTel, Inc.,
based in Boston, Massachusetts

b
has introduced several innova-
tive “firsts” in the prepaid
phonecard industry.

Here are the phonecards
SmarTel is talking about: the
“New York Rangers 1994
Stanley Cup Finals”, featuring
first-time audio highlights; Dick
Clark’s celebrity voice message
on “American Bandstand’s #1
Hits”; TV advertisement of the
“Robert Clemente Collector’s
Set”; and the industry’s largest
promotional phonecard pro-
gram with Phillip Morris,
involving 8.7 million minutes of
time.

SmarTel represents
Fortune 500 customers along
with smaller businesses, orga-
nizations and charities.

“SmarTel operates first
and foremost as promotional
consultants to its clients and,
secondarily, as a debit card
provider,” explained

Johnathan S. Slater, SmarTel’s

president and CEO, referring

to his company’s concentration
on the promotional aspect of the
telecards.

Dyed-in-the-wool New York
Ranger hockey fans get a kick
out of using the championship
card with audio highlights that
feature screaming crowds and

p

1994 STANLEY CUP FINALS 2

~ COLLECTORS EDITION "
> | PREPAID PHONE CARD b/

the play-by-play account of Stephanne Matteau’s
goal in game #7 of the Rangers vs New Jersey
Devils in the Eastern Conference Championship.

Tied at 2-2, the double overtime, sudden
death semi-final’s game was the most watched
hockey game in NHL history. Each time they
place a call, the fortunate hockey fans with
SmarTel’s Ranger phonecard can hear these glori-
ous moments over and over . . . and over again.

We create & publish custom telephone cards.

We publish our own highly collectable cards.

We work with most major telephone companies.

The Collectors' Advantage is the only newspaper in
the country that features telecards. Call today for
your subscription $10 yearly U.S. / $20 international.

1-800-VALUE-01, in N.J. (201) 796-5552

N.I.N.A., Inc. * 17-10 River Rd. #4D, Fair Lawn, NJ 07410 * Fax: 201-796-2250 8 0 0 5 8 2 5 i 8 3 0 1
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CARD-EX ‘94
A Global Gathering

Amsterdam, the Netherlands. . .Billed as the first
international conference dedicated exclusively to the hobby
of telephone card collecting, CardEx ‘94 brought 150 dele-
gates from 25 countries together to discuss the lat-
est releases, innovations and collecting
strategies with more than 3,500
phonecard enthusiasts.

There was
something for every-
one. Marketing firms
unveiled 42 new cards
specially designed for
debut at the conference.

Both sponsors and
exhibitors were pleased
with the outcome. “Very
interesting, and very prof-
itable!” was the comment of a
Russian representative of
Comstar Telecommunications.

A special awards dinner to close the event gave sponsors
the opportunity to recognize industry achievements with the
prestigious “CardEx Awards.” These were given to organi-
zations which have continued to raise awareness and have
projected a high profile through their developments within
the telephone and telecard industry.

“And the winners are!” For Innovative Card Design -
PTT Telecom Netherlands; For Environmental Emphasis -
Telecom Australia; For the Best Card Series - Uniphone Sdn.
Bhd, Malaysia; For Humanitarian Emphasis - Brilliant Color
Cards; and For Best Technical Innovation - Ameritech Pay
Phone Services.

And next year, CardEx ‘95 is projected to be even bigger.

Do we see a trend developing here?

“Prepaid calling CARDS OUR SPECIALTY”

BRILLIANT
SUCCESS

One Stop Shopping For Your
Plastic and Paper Cards
@ (Cards For Every Application
© World-Class Graphics & Computer Design
# Digital Photoprinting & Litho Presses
» Only Fully-Recyclable Card Program
+w/(ustom Packaging and Fulfillment
R \T[qnsulhng Services Available
b w / BRILLIANT
< /MarysCOLOR CARDS
7 Jur.ob; Street ® San Rofael, CA 94901
mm- FAX 415.257.2280

‘93 HAWAIIAN OPEN
Specializing in
GTE Hawaiian Tel Phonecards
€0 AR, Call for pricelist
K S
\ / ° PH#/FAX: (805) 531-7533
; DIAMOND HEAD BEAUTIFUL
a
@ O
Hawaiian
Open z
e
28th ANNIVERSARY
GOLF TOURNAMENT
Waialae Country Club J

PHONECARDS USA, INC. 1050 LUNALILO ST. #404 HONOLULU, HAWAII 96822

@.

L ﬂ:lTM

* Earn up to 1.25 per minute
* Renewable with C.C. (Residual Programs)
* “Private Labels” available

Conversatlon Debit Cards

Capture a sllce of a 2'/: billion dollar pie!

* Distributor, Dealer, Sales Rep opportunity’s available
¢ Complete Point-Of-Purchase Materials
* 16 variety’s of collectable “Limited Editions” available

Call Speakeasy Communications, Inc. at 1-800-393-1281

Prepaid Adult
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Tele Technology

Answering the
Important
Questions

of Life
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International Callback
Approved by FCC

In a decision earlier this year, the Federal Communications
Commission (FCC) ruled that international callback operations are
lawful businesses. By removing the cloud of uncertainty which had
lingered over callback for several years, the FCC has given birth to

a wildly growing new industry. Barely in existence two years ago,
callback is likely to have billings of $200 million in 1994, accord-

ing to some projections.

By Thomas K. Crowe, Esq.

Callback is simple in concept. Overseas callers seek-
ing to place international calls dial a callback operator in
the U.S. and obtain outbound U.S. dial tones to complete
the call.

In its recent ruling, the FCC granted “Section 214”
applications of VIA U.S.A., Ltd., (Viatel), Telegroup, Inc.,
and Discount Call International Co. (DCI) to resell
international public switched services to provide callback
services. From a legal standpoint, callback operators are
classified as resellers since they obtain capacity in bulk
from underlying carriers such as AT&T, MCI, or US
Sprint to provide service.

The three com-
panies granted
authority to provide
callback service all
propose to offer a
“code calling” or
uncompleted call
signaling service. In “code calling,” the foreign customer
places a direct dial call to the callback provider’s U.S. tele-
phone number. The caller is instructed to let the phone
ring a specified number of times, then hang up before the
call is completed. Although the call appears to be an
abandoned call on the network, the call activates a device
which automatically places an outbound call to the for-
eign caller’s telephone. When the foreign caller answers
the outbound U.S. return call, a U.S. dial tone is provided.
The customer can then complete calls to anywhere in the
world at comparatively cheaper U.S. outbound rates.

“Code calling” is contrasted with “completed call
callback” services. These services involve completed calls

placed to the callback provider’s
operator or computer in the U.S.
The overseas caller is prompted
to enter an account number and
the foreign telephone number at
which the customer can be
reached. The customer then hangs
up and a computer or operator
makes an outbound U.S. call to
the customer, again generating a
U.S. dial tone.

The FCC’s recent action
specifically approved applications

Instead of the call being rated at higher foreign collection rates,

the call is billed at lower U.S. collection rates. In most cases, cus-

tomers’ international calling charges drop by between 50% to 70%.

involving “code calling” where
the overseas call is used to merely
signal the callback provider’s
switch. Completed callback, how-
ever, is also lawful since it
involves calls completed at tar-
iffed rates. AT&T had vigorously
opposed the callback applica-
tions, arguing that the interna-
tional carrier whose facilities are
used to transport the call from
the overseas customer would not
be compensated for the use of its
facilities.
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The FCC rejected AT&T’s argument in its recent ruling,
finding that “code calling” did not occur often enough or
make sufficient use of the network to impose costs on AT& T
or its rate payers. The FCC did, however, note that AT& T
and its foreign correspondents do have the ability to address
“code calling” practices which impose costs on them. For
example, according to the FCC, AT&T could implement tar-
iff provisions authorizing termination of service to specific
customers whose use of the AT&T network to provide
callback interferes with AT&T’s provision of service.

The FCC was also unsympathetic to AT&T’s argu-
ments against callback since AT&T itself employs uncom-
pleted call signaling in one of its answering machines. The
answering machine employs a “toll-saver” function which
allows owners checking messages from remote locations to
hang up after a designated number of rings if there are no
messages to be retrieved.

The FCC confirmed that callback providers are regulated
common carriers subject to the FCC’s jurisdiction and, there-
fore, must obtain a “Section 214” authorization or license to
resell international switched voice services from the FCC
before providing service. Callback providers must also main-
tain a tariff on file with the FCC which reflects their interna-
tional rates and practices. In addition, they are generally sub-
ject to the FCC’s jurisdiction as well as the Communications
ACT of 1934, including the obligation to respond to formal
and informal complaints filed by customers and competing
carriers.

The callback industry faces many challenges in the
months and years ahead. Since the FCC has not determined
that callback operators are regulated carriers subject to spe-
cific regulatory requirements, the FCC can be expected to
step up enforcement activities against those companies which
fail to come into regulatory compliance. Penalties for non-
compliance can be severe (i.e., $100,000 per violation with a
cap of $1 million), not to mention the expense and disrup-
tion of an FCC enforcement action. Compliance for most
callback operators will probably mean filing a relatively sim-
ple Section 214 application before the FCC and following it
up with a tariff once the application has been acted upon.
For others, the steps may be more complicated.

Callback operators also face challenges from AT&T, for-
eign carriers, and overseas regulators. AT&T (and perhaps
other carriers) may attempt to establish restrictions against
the provision of service to callback operators through its tar-
iffs. On a related front, AT&T has filed a petition for recon-
sideration of the FCC’s recent callback ruling and can be
expected to file an appeal to have the FCC’s ruling over-
turned in federal court if its reconsideration request is
denied. In addition, foreign, monopoly-based carriers view
callback as a bypass of their networks and have vigorously
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contested callback operators which serve customers in their
countries. Regulatory conditions will vary on a country-by-
country basis.

Callback operators, however, ultimately face the chal-
lenge of their own success. Callback is likely to eventually
pressure overseas carriers to lower collection rates to more
competitive levels which will reduce callback profit mar-

the FCC can be expected to step up enforcement activi-

ties against those companies which fail to come into regula-

tory compliance. Penalties for non-compliance can be severe

(i.e., $100,000 per violation with a cap of $1 million),

gins. While a shakeout is probably inevitable, innovative
service providers and companies which establish sound
foundations for future expansion are likely to become last-
ing fixtures in the international telecommunications infra-
structure.

Thomas Crowe is a Washington, D.C.-based attorney spe-
cializing in telecommunications legal matters. He repre-
sents numerous international and domestic resellers,
including callback providers, and can be reached at
202-986-8040.

TELEPAX: Middie East Cards

A spectacular collector set:
Four countries: Germany,
US (AmeriVox), Holland,
Belgium, three phonecard
technologies: Landis & Gyr,
Chip, and Remote Memory,
one theme: The most
memorable handshake

in recent history: Yassir
Arafat & Yizhak Rabin,
on September 13, 1993 in
Washington, coupled with a
fund-raiser for the
UNESCO PEACE program.

Order yours today for our low introductory price of $75, while
supplies of this limited edition (2500 sets worldwide) last. Send
your payment (Check/Money Order) to:

Millennium Management Inc.
40 Rampart Road,

South Norwalk CT 06854-2417
Phone (203) 866-3975, Fax (203) 853-2748
Include $4 for shipping and handling (total $79).
CT residents add 6% Sales tax (total $83.74).
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Classified Ads

FREE

A

Premier 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 a space
available basis.

RATES: $1.00 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

New rates begin in 1995.

Access International

Ameritech . .

ATS Network . . ...
Brilliant Color Cards
B.J.E. Graphics & Publishing Inc.
Color Fast . .
Collector’s Advantage
Collector’s Communications
Communi Cash
Pick Inc . . ..

Comm Net

Fox Communications

GTI-Telecom

GTN - Global Telecom

GTS..... .

OPPORTUNITIES

START YOUR OWN PHONE COMPANY.
Provide U.S. long distance rates from any-
where, Issue, Call back Accts. or Debit Calling
Cards. 800-226-8200 X15, 407-478-1312,
Fax: 407-686-7225.

LOCATIONS! LOCATIONS! LOCATIONS!
We have the experience, know-how and con-
tracts to get you the best Debit Card locations
in your market place. Call Rick @ 1-800-590-
7769, Silver Star Locating, Inc. (Nationwide)

Partner retiring, opportunity to buy majority
control in 60 exclusive Southern California
retail sites selling prepaid telephone cards.
(818)449-3499- L] Scamahorn.

FOR SALE

USA PHONECARDS. Write for free list. The
Stamp Window, P.O. Box 57-PT, Richboro, PA,
18956, (215)357-2997,Fax:(215)357-5202

NZ,USA,Movies,Coca Cola
pricelist available on request.
Worldwide Telecard, Box 9094, Te Aro,
Wellington, New Zealand.

phonecard

German phone cards for sale. Elvis, Swatch,
Marilyn Monroe. Samll editions. E.Zaksek,
Haferacker 2, 47137, Duisburg, Germany.

BAHAMAS PHONECARDS 4 different fine
used phonecards for US$10.00, postage includ-
ed. Dealers welcome. Alain Pautard, Box 494,
FPO, AA 34058, USA.

Babe Ruth $20, Griffey $25, Honus Wagner
T206 $20, Shoeless Joe $20, Gretzky $25, $2
postage. Free list. Dealer info. (612)490-9855.
CNC 3673 N.Lexington, St.Paul, MN 55126.

Sears - stamp, coin + Phonecards
Stephen Schwartz Clearwater, Florida
813-791-7535

Project Wild “Eagle” AD TEL CARD The
Ultimate in Collectable Phone Cards - This card
utilizes the highest quality, full color printing
on .030 Plastic Stock and is issued in denomi-
nations of $2.50, $5.00, $10.00 with a base
price of fifty cents per minute to the end user
with full recharge capabilities. The Bald Eagle,
an American icon, is the first in a series of cards
to be offered by the quality conscious AD
TELE CARD company. Only 5,000 of these
cards will be run, and they’re sure to be much
sought after by card collectors. For ordering
information, call: AD TEL CARD
1-800-996-3210

TELEPHONE CARD ALBUMS
& ACCESSORIES

Finest quality-absolutely safe for your
phone card collection! All materials used
are without any chemical softeners. Dealer
inquire welcome!

For free catalog write to:

LINDNER Publications, Inc.

P.O. Box 5056-PT, Syracuse, NY 13220
Toll-free 1-800-654-0324

DATA-PRO CARD SERVICES - Full service
plastic card. Issuance, personalization, hot-
stamp scratch-off pin #, barcoding. . . call us
for your phone card issuance needs.

800-759-6401 or (fax) 317-576-6410.

PrePaid Phone-In Card, Race Results, Sports
Updates, Win Big Best Bets, Live Adult, Live
Psychic. 1-800-868-3405

FREE CATALOG! The most illustrated catalog
of U.S. Phone Cards and accessories. Send a used
phone card to: Keep the Change! The Phone
Card Store 2819 Northwood Blvd. Orlando, FL.
32803 USA or call 1-800-510-0101.

WANT TO BUY:

1. AT&T “Epcot-Center”, “Illical” and “ Vip
Industries” at 150$ or change against Rolls
Royce, E.T. set, Canusa, D92. Answer to Reiner
Knauf, Haydn Str. 53,44145 Dortmund,
Tel/Fax01149-231-833353

1. Amerivox $10 Nyson 1 Eagle, Pay $20

2. Amerivox $5 First Credit Card & Telecard
Convention, Pay $75

3. Ameritech $1 Snow Flakes Complimentary
Card, Pay $8

4. AT&T McDonalds 3 Unit, Pay $60

5. AT&T Universal Pictures E.T. 10 Unit, Pay
$20

Quantities from 1 to 20.

T.J. Fan, P.O. Box 244, Hawthorne, NY 10532-
0244, (914) 784-7069.

WANT TO BUY Vatican City phonecards, 10 or
more, Last Judgement Michaelangelo’s paint
card- pay $20 ea. San Marino State
phonecards, 10+ Aerial Panoramic view of Old
Town graphical card- pay $15.ea. Write to:
Antonio Carretta, 2550 Lincoln Blvd. #219,
Marina Del Rey, Ca. 90291.

WANT TO BUY Expired Cards, Wholesale,
Negotiable, Eric Elias, Philcard International
01144813491610, PO Box 1000, London N3
England 11/94

Image

;BN ITI Alaska ... ..
J&M Elegance . . .
.4 Liberty / Quest ..
41 Mellenum Management .
.30 NWS Nat’l Parks & Wildlife Servuces 2
. 32 Phame Phonenet
.40 Phone Card USA . ..
.19 PM Powell Associates ................ 32
.19 SmartTel .....
- - Speakeasy Communications, in
......................... 45 Teleworld . . ..
..... 32 Telco Donna Intn’l . . .

Ultra Plastics ..

PR 48

LR R BB BT RS S N 41

o.o......18&38
C.........M

.......... ceeen.. 9831

21 Worldwide Collectables ............... 2
A7 Worldwide Response
Western Union ..
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Subscriplion Form

plocntial

U.S. Subscription

d TWO FREE special telecards included only with my 1 YEAR
SUBSCRIPTION to Premier Telecard Magazine for only
$30.00, includes shipping & handling.

[J ONE FREE special telecard included only with my 6
MONTH SUBSCRIPTION to Premier Telecard Magazine for
only $18.00, 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.

0 ONE FREE special telecard included only with my 6
MONTH SUBSCRIPTION 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 §

Date:

Name:

Company:

Address:

City: State:

Zip: Country:

Phone: Fax:

Method of Payment
Check or Money order ONLY in U.S. funds, drawn on a
U.S. affiliate bank

Payments made to:
B.J.E. Graphics & Publishing, Inc.,

P.O. Box 2297, Paso Robles, CA 93447
call (805) 547-8500 or fax (805) 237-2530

Mail Orders ONLY - Photo copies accepted
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INCREASE YOUR SALES!

WorldWide Response, with it's five year experience in telecom-
munication document retrieval, fax broadcast, Emergency
Medical Information (EMI), PetFindSM, ChildTraxSM and an
abundance of creative marketing ideas can be your value-
added service provider. Our past clients include the U.S.
National Guard, UniHealth, and A.J. Foyt Racing.

Let’s work together. Your telecard’s identification PIN # and
WorldWide Response’s document database and fanfold shrink
wrap, can create the best of all value-added packages. Your
cardholders simply dial WorldWide Response’s 800 number and
follow the prompts. In an emergency this document retrieval
is invaluable, and as a service to your customers this means
re-charges, renewals and customer loyalty at a cost that
maintains your profit margin.

Open your operation up to new target markets. We can direct
you to HMO's, Insurance, Sports Marketing, Travel, and
Employee based sales, Fundraisers, Hospitals, Charities, etc.
Give your customers “something special”. We provide the conve-
nience of “point of purchase” or input from an individual’s
personal fax to download into our database. We also feature
mail-back in-house scanning, and 24 hour document
retrieval access for your cardholders. All customized docu-
mentation formats to suit your clients and cardholders needs
are provided by WorldWide Response, including “Living Wills”
and other legal documents.

Sample Memo:

1. Call (310) 596-2731

2. Follow the prompts

3. Provide fax destination#
including area code.

4. Enter PIN# 12345678

: : WorldWide Response

5152 Katella Ave. Suite 101
Los Alamitos, California 90720
Tel/ Fax: (310) 596-5260

COMM — NET SERVICES CORP.

WOlCLTl (:Ryan

PREPAID CALLING CARD
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Someone wentto
great lengths to bring you this series.

Add the ultimate in long distance to your collection with GTE’s Marn On The Moon prepaid calling cards.
Twenty-five years ago, three Americans traveled half a million miles to the moon and back - an unforgettable
achievement brought to you in a series of three prepaid calling cards from GTE, the largest local telephone service
provider in the United States. Each 20-unit card features an official NASA photograph and costs just $11.80 plus
shipping and handling. This is a limited edition; only 10,000 of each design exists, so order today by mail,
fax or phone. One small step now means a giant leap for your collection.

| Order now. Quantities are limited.

Name Card Quantity | ¢, m)Pftl.che (US)
Shipping Address A. Lunar Visions

City/State /ZIP /Country B. Aldrin Autograph

Telephone ' C. One Small Step

Fax Set of 3 ($35.40

A minimum order of $20 or maximum of 500 cards per customer, please. Sibotil

Accepting Credit Card Payment Only . R Shipping & Handling

I wish to pay by (Please circle one) @ E._.';-B Inthe US.  (Postal Service) $2.00

Credit Card Number Outside the U$ ‘?\J\r\m:hx:\]m :‘:52;0

Exp. Date Total Due

Signature X
Complete and mail to: GTE Prepaid Calling Card, P.O. Box 22336, Denver, CO 80222

Order by phone: In the U.S., call 1-800-GTE-3804, ext. 603. Outside the U.S., call (303) 743-4138, ext. 603. Or fax (303) 727-4994.

GTE

Ity amazing what we can do together:




OUR THE WORLD WITH LIBERT
"DEOPLE & PIACES SERIE

First Destination: KACThmMANOU

With this first set of LIBERTY prepaid telephone cards issued in our
“People & Places” series, we take you to Kathmandu, one of the most

and fascinating places in the world. Known as the jewel nestled in
the heart of the splendid Himalayas, the Kathmandu Valley is an
inexhaustible storehouse of exciting places, geographical wonders and
people who captivate you with their faith and traditions. It has been called
the fabled Shangri-la, the green valley of great people where gods mingle
with mortals.

Our Kathmandu cards were designed to capture the ethnic mosaic that
makes life in Kathmandu a cosmos.

The new “People & Places” series will focus on people and landmarks from

e unusual placesaround the world. New telephone card sets in this continuing

Swayanbunath Temple series will be issued about every three months. Each set will be comprised of

Exclusive$2 BonusCard ~ four $9 cards together with an exclusive $2 Bonus Card which will only be

available with the set. The five telephone cards in each set will have

matching print series numbers to further enhance their collectability. The cards will be
packaged in a special display folder and be limited to only 5,000 sets.

Purchase your ‘People & Places” limited edition telephone card sets for only the face value of
the cards. $36, and receive the exclusive, $2 Bonus Card FREE. With LIBERTY you never pay an
activation fee and always receive our revolutionary long distance telephone service at our
standard tariffed rates of only 33¢ per minute, anytime, anywhere in the continental USA. and
our low flat rates for international calls.

Sets will be sold on a ‘first to order” basis. Order now to receive low print numbers. Sign up for
our standing order arrangement and we guarantee you will receive each new set issued in the
| seriesand that it will have the same print numbers as your other sets. To place your order for
| thisexclusive series..or to add your name to our mailing list for information on new cards and
special limited edition cards..you're at LIBERTY to call our 24-hour toll-free order line or fax or
mail your order to us. Please provide your VISA, MasterCard, American Express, or DISCOVER
account number and expiration date. Shipping and handling USA. - $650 , International is
based on shipping cost.

1-800-964-0702. LIB[RW

UEST
msccg%mmom HE PR[DnID (numc (nRD

- < - 242 Falcon Drive - Forest Park, GA 30050 ©1994 Quest Telecommunicaions
Sadhu in Dakshinkali PH: 404-209-0945 - FAX: 404-209-9642 A Quest Group International Company



