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Scene

Collecrors will want to take
note of these three musical oriented
German Coca-Cola Telefonkarten,
Five hundred of these 3-card sets
were ordered from the
German Telephone Co. as a
giveaway tor a Coca-Cola
sweepstakes in 1992, An
interesting feature is that
both sides of the card are
full depictions. One side
shows the Coca-Cola logo n
German along wich che
stored memory golden chip.
The other side portrays a
saxophone player; two cards
show other musicians also. One
musician is drinking a Coke, and
there is a Coca-Cola logo in the
background. This 3-card ser is an
interesting example of Americana
marketing in the world scene. 1‘

Crekkid

(Ccatels

The international cachet of the Coca-Cola logo is tastefully reflected in a variety of
phone cards from around the globe.

._:EMINENTLY COLLECTIBLE

- WoRLDcALL 2000™
~ The World's Most Advanced Prepaid Telephone Service

325 g‘f S Face Values

550 Ice Breaker
03

THE TELEPHOME
MONEY CARD"
) $10 The Original
2y 01

‘Start your Worldcall 2000 card collection today with these
- three first issue cards. Collect all three ($175) and get the
T $10.00 Telephone Money Card free.
. This is only the beginning . . . much more to come.

MasterCard and Visa accepted
To Order Within U.5. & Canada

Call 1 800-595-3124

Qutside U.5. & Canada

Call 1 212-595-3124

= TELEFONKARTEGDM

SERVICE

It's 1n our nature.

CardCaller Canada

Total service for the plastic card industry worldwide,

An accepted leader in four colour graphic reproducrion.
Preminm qualiny imapes, printing and limination.
Complete manufacturing and processing under one roof,

Full Visa, Mastercard and Diners International security certification.

COoLLECTABLEY NaTURALLY. CALL FOR INFORMATION.
SECURITY
CARD S¥YysTEMS INC.

399 DENISON STREET, MankuHaMm OnTario, LIR 1B7
TeL: (905) 475-1333 Fax: (905) 475=5107
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il Cards

| ™ Automotive images have
o collectors in high gear

By Grant Draper

ike automobiles rolling down the Detroit
assembly lines, phone card issuers are begin-

ning to capitalize on America’s love affair with

American collectors. They appeal Lo a broad audience
that includes car collectors, auto racing enthusiasts,

and many more collectors with special interests inter-

their cars. Porsche, Corvetle, Lamborghini, related to automolive

NASCAR,

Motoreyeles, Greyhound Bus, and ﬂytlt:r Truck tele-

F.iIH!

e lar cards from
Sprint (1],
Cominex [2].
Roadeall (3]
and

P Cards (4]
have already
ITOVEN
popular
AMONg Car
fans

sic cars was released in May 1993, and includes a 35
Auburn (15 units). 36 Packard (25 units), 60 Corvette

Puugcnl, Indy car, Indian

themes.
phone cards represent just a small fraction of the esti- Car collectors who
mated 25 to 100 million telephone cards being pro- view their cars as objects
duced worldwide. of art, style, design and
Familiar images and B}’ﬂ'ﬂﬂt{jh[ﬂg dcsigns are fucl- perlormanee, tend to

ing Morth America’s growing love allair with telephone loolk for these same qual—

cards as items to be used, saved, traded and collected. itics in telephone cards.

Collectors concerned about limited financial resources  The shifting demand 1o more recent model
or who question which types of cards should be col-  cars in the collector car marketplace testilies
lected would be wise to choose a to the notion that collecting cars is timeless
theme, a topical area or follow an and allows collectors to relive or experience

interest for their lch:phm‘lu card a specilic n::[]ju}-'ﬂhlc time in their lives.

307 Ammiversary
19847 Models

collections. Jerry Gabris of Cominex acknowledges

Enhanced with colorful and ithat his company’s choice Lo feature four
popular images, telephone cards classic cars on its inaugural telephone card
that feature or are eonnected to series was easy because “we're all car
automohiles and transportation- addicts.” Cominex’s lour-card series of clas-

related themes have quickly

become popular among MNaorth

Locatolac



Stingray (50
units), and an
‘88 Lambor-

chini (100
units),
Cominex

iz believed 1o
bree Morth
America’s
first issuer to
feature elas-
sic cars on tele-
phone cards, A total
of 3,000 of each

g company.
Cominex works
with eccllular
tele-
phone
compa-
nies  in
.S,

and Latin

the

America
Lo pro-
vide cel-
lular

“remote

of the Cominex [
classic car tele- |

phone cards

memory” pre=
| paid service

by feedi ing

were produced,
with sequential 3
numbering.
Collectors

still

G
purchase
Cominex’s inau-
gural card series
“loaded™  or
“unloaded”™
{with no telephone call-
ing time for hall-face

value) through their clos-
The very first
[arsinbes o .,
marketedby G om
mimericn o v
IS5 LETE | Hoarbor
SRS gy
card Porsche o
SEries.

sl IJEHJFH! card

dealer, or by
ominex

Drive,

BEVEN
signifi-
canee for col-

lectors are the capabili-
ties of Cominex tele-
phone cards to work
from your ear, depending
on your cellular service

cellular tele-
phone cus-
tomers” calls
through their
swilching
[acilities.
'#"L".r:r' rare
and prized by
collectors
worldwide are what are
commonly uf:k]lnwlndgml

as the first cars of any

type leatured by an
American  telephone
company — Sprint’s

Porsche promotional

four-card series. The set
was produced in limited
edition (1,375 of each
cari) and distributed in
Europe during late
1992, according to
dealer and distribu-
tor Bob DeMareo,
Superior Telecards.
“Taday they sell
for nearly $200
apicee, but you
find

can  only

Locatolad

i T96din
“ESigned & Builf By

them [rom European
dealers,” he claims. A
fifth Porsche promotional
telephone card, die-cut in
the shape of one of the
(rerman cars. was also
reportedly  released,
though few, if any, have
ever surfaced,

Another  visually
compelling European
telephone card series is
Peugeot’s two six-card
promotional series pro-
duced by Telecarte
{France).
card series commemorate

The two six-

Peugeot’s two victories in
the 24 hours of LeMans,
and feature 12 individual
action photographs of
Peugeot’s 905 race car.
Strong interest in
auto ruuiug Lcll:phunl:
cards in the United States
is due, in large part, to
the nature of the sport.
Millions of devoted auto
racing fans travel hun-
dreds of miles to attend
American races.,
NASCAR  Properties
President, Bill Battle,
indicated that NASCAR is
presently considering
licensing two or three

official telephone card

chi'

companies. According to
Battle, “We think it s a
zood opportunity and we
hope to have a signed
deal by year's end.”
Among the North
American telephone card
companies producing
auto racing cards are
ACMI, Sprint, TravelTel,
Collector’s Advantage.
PM Cards,

American

Amerivox,
MNaorth
Telephone (NAT) and
Finish Line Racing.

Auto racing enthusi-
ast and publisher Steven
Lowenstein, was an early
issuer and marketer of
telephone cards featuring
cars. His [irst telephone
card, issued in October
1993 and produced in
conjunction with ACMI,
illustrated the Mello
Yello 500 NASCAR Race
Motor
Mello

at  Charlotie

The

Speedway.

SEFTEMEEIL, 10U



A total of 1,000

cards were pro=

duced and dis-
tributed at the
Charlotte Motor
Speedway.
Lowenstein
followed with a
second limited
cdition  tele-
phone card commemo-
rating the Hooters 500
one month later. A total
of 1,500 Hooters 500
NASCAR Race 55 com-

memorative I:‘!.El,l'di wiers

Yello 500
NASCAR Race

$G COmImemao-

braphically,
SOMme cards
BVEN feature
holograms.

rative card

includes  the
Coca Cola 600
MNASCAR Race

logo, along with “Racing

produced in association
with TravelTel., A two-
card autographed series
was later added, J'naluring

Under The Lights” seript. :
famous race car designer

and  builder Henry
“Smﬂkﬂy” Yunick and a
1964 Indy car. The

cards were sold as a set
and produced  with
Amerivox,,

In May 1994, Luis
PM Cards/Powell
Associates helped pro-
thuce a "4 Coea Cola 600
NASCAR Race card, with

design and original art-

Vigdor,

work by renowned artist
Anthony ﬂuppﬂrﬂlli.
Only 2,000 of the $3
commemorative cards
were produced.
Capparelli enjoyed

working on the project

and applauded the use of

original artwork on the

T be Sky’s The Limit!!

To Confi i } our Purchase Call Us Toll Free:
1-800-528-8819

ATET Bell
PREFRIDCARD

nmsurrmsus.ﬂm' 0
TTH-IOS + TOLL FREE: 600528468510 1

Cocatolad

The
artist 15 exeited about the

telephone cards.

prospect of prnducing
maore LEIL‘[.IhUﬂE carids
be

involved in the business

because *1  can
end and the artwork.. As
a result, | have an oppor-
tunity for greater input in
conceptualizing and com-
ing up with the whole
package.” Auto racing
enthusiasts, Coca Cola
collectors and car collee-
tors are just a few of the
potential buyers targeted
by Powell & Associates..
Motoreycle enthusi-
asts will be interested to
know that a another
Indian Motorcyele card
series is due oul soon.
Some 2,500 of the $10 -
20-unit cards feature a
1940 Indian Spu-rls Scout,
1,500 $20 - 40-unit cards
display a 1941 Indian
Military Scout bike, and
500 $50 - 100-unit cards
show an Inline 4 Indian
cyele,
The
Veterans Racing Team™
produced by North

American Telephone,

“Salute To
card,

honors the veterans of
World War [, World War
II, Korea, Vietnam and
Desert Storm. A total of
1,000 cards featuring the
Veterans Racing Team
race car were produced.
A portion of the proceeds
from each card will go to
the
Foundation,

Veterans Racing

which in

SEFTEMHER, 1994



Finish Line is
the first
I55UEr to com-
bine sports
ards with
phone cards.

lurn supports
the race car
Leqm..
Mike
Fitzsimmaons
combined his
love of auto racing with a
unique opportunily pre-
sented by Amerivox’s net-
work marketing pro-
gram.. Thinking that the
Amerivox  telephone
cards would be a lantastic
opportunity for NASCAR
drivers to repay their
fans, he intated a letter-
writing campaign to some
of the lop names in rac-

ing. Unable to renerate

much interest via the lei-

ters, Fitzsimmons decided
he needed to present his
case in person. He trav-
eled to Daytona and
asked Richard Petty il
there was a wiay Lo repay
his lans lor all their sup-
port, would he be inter-
ested?  Petly jumped at
the opportunity, and his
5,000 Amerivox/Richard
Petty telephone cards are
hot off the presses.
According to
IFitzsimmons, the wheels
are in motion for an early
SUmmer

release by

Amerivox Tor an R.J.

Locatola s

Reynolds
Winston
Cup Series
set of
NASCAR

telephone

cards fea-
turing 20
current
drivers and
their ears,
including
Geoll Bodine,
and Bill
IElliott.

Art West ol

Finish Line, the idea for

For
his cards originated
when he spotted a tele-
phone card in a conve-
nienece  store. He
believed that he conld
produce more appealing
telephone cards in con-
junction with his Finizh
Line Racing Trading
Cards.

Alter concluding a
retail distribution agree-
ment with The Pantry
convenience store chain,
Finish Line, in conjune-
tion with North American
Telephone, produced a
[ive-card series of S10
telephone cards featuring
five NASCAR drivers with
the Finish Line Racing
Card logos. Released in
January 1994, the live
Bill

Gordan,

drivers include
Elliott, Jeffl
Bobby Labonte, Sterling
and

Marlin Rusty

Wallace.

The company’s see-
ond series of telephone
cards, released in July
1994, feature 140
NASCAR  drivers in
gequentially numbered
$10 denomination cards.
Approximately 1,800 of
cach card, along with a
special edition of 600
$25 Bill Elliott and $25
Ernie Irvan telephone
cards, are being pro-
duced. NASCAR drivers
in the second series
Bill Elliott, Jeff
Gordon, Dale Jarrett,
Darrell Waltrip, Mark
Martin, Rusty Wallace,
Geoll Bodine, Kyle Petty,
Ricky Rudd and Ernie

lrvan.

include:

Collectors of phone
cards and trading cards
alike should be on the
lookout lor Finish Line’s
$2.50 denomination tele-
phone cards randomly
nserted in foil packs of
the recently announced
Iinish Line Gold Edition
premium  collectible
sports trading cards. A
total of 27,000 of the
phone cards are being
produced as the first
packaged together with
gports trading cards.
Odds of finding a Finish
Line telephone card in a
Finish Line Racing sports
trading foil pack are
aboul 30:1.

SEFTEMBEN, 1uwq
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Pm]muml"l['[‘lﬂﬂnﬁ tomer to make calls. Our
GAIG MOMENTI.
- LTTH AUTO-RELATED

Hn 1‘.u:=iii:r “'H:r' IIL'II' Our cus- m I:"nih"d TI:"II-'IiI'.‘i.. CUsLDImers
received an additional 15

average passenger has an minutes of ealling time.
annual income of less than Long distance network ser-
$25,000 and really appreci-

vices were provided by

ates a less 1:x[|:*-|1.‘.i1.'1' way 1o HFJJ'irIL

Lnng Dist
= dane
Calling Carg.

make a phone call. * Renters of Ryder

kR i N i bl

Greyhound plan s a full trucks in Febroary/March

ulomotive related com-

I1.;|r|.51::-i h"\'“ I::I!:E"l'l

among the leaders in
using phone cards as ele-
ments in their marketing
mix, Here are just a few
examples:

In their Texas test mar-
feest amed lI!'miHH viden 1.l|1.r|1|i||g
Im uf:]li[":ﬁ, ‘.:'rl::_.'hl Fil I'Ill .Hl,]?'i
Lines offers GREYHOUNE
PHONE CENTS carda.
Comments PR Director Liz

Danne “We think that this is

national launch this summer

to sell itz $5 and 310 cards
at bus passenger terminals,
Larlier this year, Midas
Muffler service centers pro-
moted suspension ingpec-
tions by olfering their New
York City area customers a
MIDAS MINUTES CARL.
The initial card was good
for five minutes of long dis-
tance calling time, but after
a suspension inspection and

completion of any recom-

1994 had a chanee o use

the RYDER TRUCK EASY
CALL telephone card. OF
thie 3OH0, 000 cards prinlt*li.
appl'uxinmlu-l}- SO0 were

stamped “Collectors”

Series.” Ryder’s telephone
vard value-added promotion
included @ one week nation-
al print, television and radio
advertising campaign 1o
heighten consumer

AWAreness,
(o (e e a5 |
Crant Draper

RING...RING...RING

PHONE CARDS...PHONE CARDS...PHONE CARDS

Telephone Cards are the HOTTEST new collectible in the United States! They have been covered
in USA Today, The New York Times and on CNN ..... not to mention every collector magazine in
the U.S. and hundreds of other publications. They are being called “the best new collectible” as
well as the new “techno-collectible” of the 90's!

Join thousands upon thousands of collectors and investors as well as industry manufacturers at
THE SINGLE LARGEST TELEPHOME CARD CONVENTION EVER HELD IN THE UNITED STATES.
Start your collection NOW as interest in this new, exciting collectible spreads across the United
States. Join thousands of collectors, dealers, suppliers and telephone card manufacturers as they
display the latest and most exciting new collectible in years.

REMEMBER...

Sept. 29, 30 and Oct. 1
TeleCard World™ 94
Conference & Exposition

Jacob Javits Convention Center
New York City, NY USA

Locatolab



(RITICAL ART

IMES SQUARE ON TELECARDS Forty-second

Street and Broadway — Times Square in New

Yorl City! What a place; aggravating and color-

ful, dﬂzzli.ug and brazen, ju:,'ful and lurid, ravcous

and seduetive, tacky and unnerving, yet zany and
vital!  Millions of people pass through Times Square
(above or below ground) each day, surely making it
one of the major erossroads of the world. Measured by
the square-lootage of neon signs and billboards, it must
also be judged one of the busiest communication
exchanges in the universe.

Given its endless fascination, it is no surprise —
indeed, it is a delight — to find Times Square the sub-
ject of a three-card series of phone cards produced by
HT Technologies of San Franciseo. Each card repro-
duces a segment of a photorealist painting entitled “An
Evening in Times Square.” Placed side-by-side, the
cards present a panoramic tableau of this famous site,
seen from an elevated viewpoint.

The set was issued to commemorate the Telecard
World Conference and Exposition, which took place in
New York City during late September. HT
Technologies plans to continue the series by issuing
additional cards to commemorate the sites of future
conferences.

The painter of “An Evening in Times Square™ is
Aexander Chen, a Chinese-American artist living in
the San Francisco Bay area. His original acrylic paint-
ing measures 25 1/2 by 36 inches, which means that in
reducing it to fit the three-card format, a total of about
six inches had to be shaved from its top and bottom.

m

Cocatola’

Thiz loss was unavoidable (the size of the cards, after
all, must remain uniform), but it was also most unfortu-
nate. Sacriliced were dramatic parts of the N.Y. skyline
at the top of the painting, and the wonderful sweep of
traffic at the confluence of Broadway and Seventh
Avenue at its bottom, The resulting view is noticeably
more constrained, less open and expansive than the
original image.

Nonetheless, in most other respects, the transfer of
the painting onto the cards has worked quite satisfacto-
rily. The colors are well printed, and they successfully
capture the brassy nighttime glare of office lights, neon
signs, and traffic. The gigantic signs, billboards, and
marquees that are such an important part of the origi-
nal painting are especially effective in the smaller for-
mat, providing large blocks of pure color (i.e., the red
in the Coca Cola ad, or the blue in the Panasonic)
which serve as a foil for the minute details of Chen’s
realistic deseription. Furthermore, the letters on these
signs create abstract shapes interesting in their own
right. Note the interplay of figures and letters in the
partially visible *United Colors of Benetton™ billboard,
just beneath the helicopter on the right..

But these letters also form words which boldly and
aggressively advertise an array of products, services,
and entertainment. o fact, Chen's painting seems to
celebrate Times Square as the epitome of commercial
America — a commercialism that is nonetheless benign
and even cheery. Indeed, in this artist’s vision of the
city, all is well with the world. The evening iz clear (a
digital weather sign even promises that tomorrow will

FEERVARY, 1085



also be fair); traffic is maoving smoothly; an ad for that
upbeat musical, “Guys and Dolls™ shines brightly from
a ceniral marquee; and Jay Leno (TV's *Mr. Nice
Guy™} smiles out at us from a billboard high above
Broadway. Indeed, to borrow a phrase from an exhibi-
tion brochure describing the artist’s work, Chen'’s
urban scenes appear “hlissfully happy, surrounded by
beauty on the optimum day” (or, in this case, night).

Almost lost in the laleidoscope of colors and lights
are two tiny fizures suspended above the square. One
is & worker in a hard-hat who appears to be rappelling
down the side of a building to join his teammates on a
cat-walk. The other is a video cameraman dangling
Irom a helicopter above Seventh Avenue, filming the
street below him. The surprising discovery of these fig-
ures rewards the careful inspector of the cards. In their
state of suspension above the Square, the two figures
sugoest the sense of giddy pleasure one derives from an
encounter with a particularly exciting and vital urban
environment.

Alexander Chen is a 42-year-old artist born and
educated in China, who immigrated to the United
States in 1989, While in China he had painted rural
life; but upon settling in America he scems to have
become lascinated with its urban culture. e has of
late been painting a series on the great sites (and
sights) of Ameriea’s cosmopolilan centers, and many of

these works appeared recently in San Franciseo at an
exhibition entitled “Alexander’s World,” In addition to
his Times Square composition, he showed paintings of
Wall Street and Central Park, Sunset Boulevard in
Hollywood, the Magnificent Mile o t Chicago, and
panoramas of San Francisco and San Diego.

Chen’s cheerlul and idealized city scenes, with
their happy colors and wealth of realistic detail, have
an unmistakable appeal to a wide audience. For those
who can’t afford the original paintings (which range in
price from just under $6,000 to $24,500), many of his
images are available as limited edition serigraphs
{available through his agent Edward Duniven ol
Binder Fine Avts), as jigsaw puzzles published in Japan,
or as collsetors’ edition phone cards, such as the ones
reviewed here.

(Given the arlist's popularity, we can hope to sce
more of Chen’s cityscapes appearing on phone cards in
the future. Indeed, two additional New York scenes —
“Santa Comes to Radio City™ and “The Magic of
Rockefeller Center” {depicting skaters on the ice rink)
recently appearcd on two new phone cards issued just
hefore Christmas. I this trend continues, *Alexander’s
World” will soon be at the fingertips of phene card col-
lectors and users throughout the world.
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ALUAYS COCA-COLA

A-COL ENS ‘PHONE HOME
FREE' PROMO A special holiday pro-
motion sent consumers serambling for
Coca-Cola products in seven midwest-
ern and mountain states. The solt-
drink giant kicked off its “Phone Home
Free™ campaign during mid-November,
with free collectible phone cards inside

DON'T BE LATE !

Only 1000 Collectors will move
into the 21st Century
with the COMPLETE 20-card

20th Century Edition

by Laser Radio/ GOIPHONE
{ The Marilyn Network )

No other Marilyn cards will
Appreciate like ours.
{(We have a track record for appre-
ciation - some over 1000 %
...just in one year !)

Laser Radio @

Crder Now

307-745-4170
fax 307-742-5136

specially marked 12-packs of Coke
products. Consumers had a one-
in-10 chance of finding one of the
holiday phone cards inside packs
of Coea-Cola Classic, Diet Colie
and Sprite.

The promotion was launched
through selected grocery chains in
the seven-state test market: all
Smiths stores throughout Utah,
Idaho, W}'nming and Reno, Nev.;
all Dillons Food Stores in Kansas;
United Supermarkets in Oklahoma;
and United Supermarket stores in
Northern Texas.

Consumers also had an oppor-
tunity to register at each retail out-
let for grand prize drawings of 100 hours
of [ree long-distance calling. Four grand
prizes were to be awarded — one for each
retail chain. Four different phone card
designs were used for each of the retail
chains, aumrding to Coke officials, rang-
ing from the nostalgic Sundblom Santa to
the ever-popular Polar Bear currently
seen in Coca-Cola commercials,

The prepaid phone cards are valid
for 3, 10 or 60 minutes of long distance
time.

“We wanted to make the cards spe-
cial, so we used a variety of our best-
known designs,” explained Coca-Cola
regional marketing manager Lori Hall.
“It’s too easy just to slap your logo on a
collectible and ask the public to buy it.
Our collectors expect more from us.”

Tek-Tel Marketing and Century
Telecommunications provide the services
for the “Phone Home Free” holiday tele-
cards. (Quantities of each card was were not
revealed by Coca-Cola.

Certain to be a hot commodity simply
because of the Coca-Cola name, the cards
became even more
collectible when the
issuer decided that
they would not be
available to purchase
separately.

It looks like most
Coca-Cola collectors
will just have to wait a
few weeks until the

F @% eunatpef +

[unITED]
Bmansdih

Coea-Cola {'Uni[ed'
“real things™ show up Supermuarkets, Dillons,
in the secondary mar- Smith's); Century

Telecommunicaiions; 3=, 1=
and G-minuies; quaniity
unknown; November 1994,

ket.

SMARCH, 1905
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America:siMost Gollectible

made a predietion in last month's column, and it
came true! It's called Disney, Disney, Disney.
“America’s Most Wanted” is dominated by Vista
United's 14-card product line this month, Disney's
private telephone company for users inside the
Disney World property has been on almost every
dealer’s tongue for the last two months, as customers
seurry to obtain the very limited supply of cards,

In strong contention this month the three-vard
Christmas Angel issue, Vista United's Telecom Magic
card, the Disneyana I Convention card, and the three-
card Children’s Christmag Angel set.

VISTA UNITED
PREMIERE

AST MEMBER
SET This three-
card set and five
other Digney cards were represented on several dealers”
lists this month. The price for the entire 14-card set has
increased some 25 percent from last month, and some
issues are nearly unavailable. Perhaps the limited issue of
cards was geared to create excitement, or the production
figures were chosen for internal company reasons, The
price skyrocketed when collectors caleulated the demand
and compared that to the number produced.

The really searee issues are not the hest sellers, how-
ever, as collectors and investors seem to be concentrating
on the more obvious first set of three cards — the
Premicre Cast Member set and the companion *reneral
issne” set,

. II_}NQTTRS OF
THE GRIDIRON
After slumbering sinee early
last year, the Monster has come
back alive and kicking, First
seen at the Phone Phair in
March 1994, it created quite a
slir, with cards trading at $120 wholesale for a few hours. By the
end of the show, the price had dropped to around $40. The rumor
of a large available quantity forced prices down to 825-835 whole-
sale, where they seem to have settled. [ don't believe the large
quantity ever traded hands in the U5, and it could have found a
new home in Europe,

Now the supply is tightening and interest is building again, az it
should. This is & Coca-Cola card, which commands the attention of
Colee eolleetors eround the world. Tt has all the indicstions ufbl:ing
another McDonalds story — many produced and few preserved for
eollectors, Better get yours before the price hreaks 575, which I
believe it will do during 1995.

bz
aniiech

Zoinfaver- :
I e

itz
LiL 10 THOMAS SET
The popularity of the
Frank Thomas set is due
to the tremendous perfor-
mance and personality of
this baseball superstar.
Other players’ cards —
those perhaps just as tal-
ented = can't come close
to the drawing power of this set. Additionally, the extra value of a major
Regional Bell, like Ameritech, can’t be ignored (players with less visible
issuers have a steep hill to climb just to catch up). This set is recom-
mended at or near issue price: supplies are limited and more and more
sports card collectors are discovering telephone cards. Some telephone
cards are starting o make the sport eard price guides, which means
increased demand,

Sprint.

LIBERTY 510 AFRICA! The

brightly eolored motif attracts the

younger crowd; the low per-minute
rate (33¢/min.) makes it a thoughtful-
ly designed user card, A low produc-
tion run of 1,200 has made this card
an instant hit, both for the ssuer and
dealers in the secondary marker
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Phone Cards a Mecca for Licensed Images

atch two three-year-olds play-

ing with a toy and you'll prob-

ably see the concept of owner-

ship illustrated, as they grab

for it and shrick, “Mine, mine,
mine!” Most adults are vuguel}r aware of
trademark, service mark, m‘}p}rright, and
patent regulations that protect videos, cas-
sette tapes, books, magazines and computer
programs.

But what about phone and other debit
cards? The moneycard world is fraught
with areas in which those in the industry —
consumer, collector, producer, issuer —
must exercise caution. When working with
art and graphics, you must also deal with
marketing licensing rights — who has the
leal permission to reproduce a logo, mark
or an image?

Remember that licensing is a legal
procedure, and there are firms of attorneys
that specialize in the process. This article
is designed to outline the various aspects of
licensing and show some examples of the
different levels on specific cards. For those
interested in obtaining licensing agree-
ments, we sugrest researuhing huuks,
newsletters, and organizations, and we
strongly recommend obtaining legal guid-
ance, since any such venture has hidden
risks to the uninformed or inexperienced.

It licensing seems relatively unimpor-
tant, too confusing, or just plain boring to
you, consider this: Last year, licensing con-

By Nancy Blackburn

These Dizney cards may look
preity Ffal'n, but the r.ig-'a&a 1r
the mouse ears have made
thiz one of the most sought-
after cards in the LS.

Lirensing can tale on several
different levels, On this card,
the right.u have been obtoained

rom tha ar, Hakesm
fﬂlujuwailﬁl not from the
National Bashetball
Associafion or feam {Hnu.efa:ﬂ.
Rockets), Therefore, no NBA
or team logos could be shown
on the uniform,

Cocatolall

tributed in excess of $66 billion annually to
the retail sales volume of goods and services
in the United States. That’s $15 million an
hour in sales.

Reflect on the phone card releases in
1994, and you will quickly realize the
impact that licensing had and will continue
to have on the market. Global
Telecommunication Solutions (GTS) of New
York appeared to lead the field, with a
dozen licensing apreements: Marvel
Entertainment (Spider Man, Incredible
Hulk, and X-Men), Upper Deck (Mickey
Mantle), Major League Baseball, National
Hockey League, and the U.S. Postal Service.

zlobal Telecom Network (GTN) of
Florida had us looking cross-eyed at the
Magic Eye Series, an art form popular in
Japan and Germany. WorldConnect of
California signed licensing agreements with
Adrian Fernandez of Galles Racing Team
and Jimmy Chianis of SCCA Dodge Shelby
Pro Series fame. And several celebrity and
entertainment personalities came to life on
cards: Marilyn Monroe, Elvis Presley, Jerry
Lee Lewis, and Patsy Cline.

Sports fipures skyrocketed to telecard
Pruminennﬂ: GT1's Hall of Fame series,
Ameritech’s Robin Yount, ACMI's Larry
Bird and Green Bay Packer Hall of Famers,
Quest/Liberty’s Charles Barkley. and
SmarTel’s Roberto Clemente. And when
soccer mania reigned this past summer,

Sprint and MasterCard entered a legal battle

AFHIL, 1005
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over licensing rights to the
official World Cup logo.
When Sprint was forced to
withdraw its original set of
soccer cards from the market,
collectors scrambled to obtain
the few available sets for their
private collections, and prices
shot up overnight.

The collector market
already reflects the wisdom of
choosing phone cards hased
on a good reputation. When
collectors ask what telcos
have issued cards that have
appreciated the most in value, the general answer is
the Big Four and the Regional Bell Operating
Companies — AT&T, NYNEX, Ameritech/Michigan
Bell, ete.  So there is valid reason to pay attention to
the reputation of the issuing company.

However, in this fledgling industry, today’s
insignificant company can become the giant of tomor-
row. This is where the variable component of licens-
ing comes in, and where the fun and challenge begins.

When Sprint obiained World Cup rights lasi
year, they found ol too lale the licensing did
not include usage on card-based payment
services, MasterCard had previeusly locked
up those rights, and all Spn’n[phnne cards
swith the World Cup logo had o be destroyed.

Product logos like Coca-Cola hove such a strong fal-
lowing thai collectors will literally buy anything that
includes the sncred seript loge, (Vbtaining the rights to
use the Coca-Cola loge virtually puarantees a success-
Jul cerrd,

when the agreement
ends, because even
though the agree-
ment may be signed
for perpetuity, cir-
cumstances can
change and the
licensee can suffer
substantial losses.

| NASA images
are consid-
ered publi
domain, so

N buying the
rights o the
picture
ineludes all
potential
applications.

New, smaller telcos are relying on the attraction of
licensing agreements with reputable products, services
or celebrities to attract prepaid card users. In this new
hobby, collectors are in a position to select cards that
appeal to their lifestyle, sense of taste, and pockethook.

How popular are licensed figures on prepaid
phone cards? Mucho, for some. According to James
Robinson, vice president of marketing for
Scoreboard/Classic, the largest holder of sports licenses
in the U.5., his company began to secure licensing
rights for phone cards nearly two years ago. In
December 1994, Classic became the first company to
include a phone card with each pack of trading cards.
With five trading cards and a Sprint prepaid Foncard
(ranging from one minute to a $1,000) in each pack,
the series sold out in just one week!

How much do licensing rights add to the cost of
producing the cards? Sometimes plenty! According to
John Guthrie of Laser Radio (Go!Phone), about a year
ago there was a frenzy of anticipation in the licensing
market, following the release of the AmeriVox Elvis
Presley series. Guthrie entered the market, paying a
hefty sum for the exclusive rights to 300 photographic
images of Marilyn Monroe. But the situation has
changed dramatically since that time, and Guthrie’s
rights may have been jeopardized in the process.

When licensing is well-managed, the licensee pur-
chases three things: the image itself, publicity rights,
and the privacy rights of the celebrity. Unanticipated
delays in producing the cards may end up costing
Laser Radio’s rights to use those images, even though
they were allepedly legally purchased. One year later,
Guthrie’s advice: Anticipate what can happen if or

For a more pre-
cvise idea of the costs
that can be added
by royalties, Phil
Barrett, director of
sales and training at
International
T el
Communications
Network (ITCN), indicates a range between 1-10 per-
cent of a $10 card. For a series of photographs by a
local photographer, ITCN paid a rock-bottom one per-
cent per card denomination, which equals five cents on
a 55 card and 10 cents on a $10 card. However,
licensing on the internationally known Magic Eye
cards ran as high as §1 a card,

On the opposite end of the spectrum, Kevin
Pirolo, president of ACMI, very frankly states that his
company does not pay up-front royalties to obtain
licenses. ACMI typically looks at 15 license agree-
ments a week, actually completing about one every
month. Pirolo believes that since ACMI iz primarily a
telecommunications company with a proven ability to
sell phone cards, the licenser is the unproven variable.
Use of the images on phone cards is long-term free
advertising for the licenser because it is advertising
that pays for itself.

With MGM’s 1994 movie “Blown Away,” ACMI
became the first teleo to coordinate a simultaneous
release of a movie with a prepaid phone card. The
licensing arrangement obviously proved successful, as
future telecard releases will include MGM’s “Pebbles
and the Penguins,” a full-length feature film, that

. - i
“Ehlumbis”, First Siearibe LA
T am., April 1.2, 1381
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(Ibtaining the rights to the
movie “Blown dway™ set the
stage for additional film releas-
es for ACMI. Upcoming movie
“Pebbles und the Penguin® is
expected fo move I5 million
itemns of licensed merchandise

through Wal-Mart.

Issuers like GTS have built their
reputations around obiuining
licensing rights frorm sports stars,
cornic bool characters, and spe-
cial events,

anticipates 15 million items of
licensed merchandize to be sold
through Wal-Mart stores.

United Artists has also
jeined the roster of ACMI's
licensers with plans to release
nine telecards centered around
“Lord of Husions” and “Tank
Girl,"

Az a rule, ACMI looks for
images that already have mass
appeal. Well-known images
obviously attract attention and
introduce the public to the com-
pany’s primary business — selling
the service of long-distance time.

When collectors snap up
licensed phone cards, the story
ends for ACMI because the time
is rarely used. The money is
paid once and that is the end of
their profit. The goal of most
issuing telcos is to make a single
sale that results in continued
incoming profit. Figures indi-
cate that usage of phone time
on licensed-image cards ranges
from a low of 1 percent to a high
of 75 percent. When the cards
are used, 74 percent are replen-
ished at the average amount of
$20 per month. Translated into
dollars and cents, when four $10
cards are sold to collectors, prol-
its are made on $40. If the cards
receive high usage, there will be
profits on up to $520 a year.

But what does all this mean
to the phone card collector?
Why should the collector be
concerned with licensing agree-
ments! And how can the collec-
tor even know if images on the
cards are authorized? After all,
what is there to prevent an issuer

from infringing trademark or copyright laws and using
an unauthorized image?
First, there is the ethical consideration of purchas-

ing illegal goods. Then there is the concept of fair
play: if one company pays royalties of 8 to 10 percent
to obtain desirable celebrities, and another does not
pay for their use, there is definitely an unfair advan-
tage to the violator. And there is always the possibility
that the illegal cards can be seized, even if you are
unaware of the violation.

There is also the long-range collectibility value of
licensed images. In the end, collectors will likely recov-

er any extra fees charged to cover licensing. Since
licensing agreements can allow for use of team
emblems, logos and uniforms, this can have a direct
impact upon the value of collectible moneycards.

“It's simply a matter of what attracts collectors to
cards,” claims dealer Chris Garibaldi, owner of
Americards. “In the U5, the image is all important.
Issuers are using personalities and logos with maxi-
mum commerecial appeal.”

According to John Bridges of Keep The Change, a
licensed image adds the element of perceived value to
the card. “Collectors are now looking for the licensed
images on the cards. Dealers are proudly displaying
signs advertising that their cards are licensed. In the
long-term, it will add appreciably to the value of the
card.”

Bob Gourd, owner of Bobby G's, claims that it's
geiting tough to sell a card without a team or product
logo. “There’s literally no secondary market right now
for that type of card. Collectors want appreciation on
their cards, and they feel more confident when there is
a recognizable person or product pictured.”

Sears Coin & Stamp refuses to carry cards that are
unlicensed, no matter what the image or how hot the
subject. “It’s wrong ethically,” explained Stephen
Schwartz. “When you sell or even collect unlicensed
cards, you acknowledge their existence, which serves
to support their cause.

“Licensers are actually renting a reputation,” he
continued. “Just as musicians and artists are paid for
their talent, sports stars have a right to cash in on their
name.”

“Celebrities, logos and events generally are a plus
towards the value of the card,” adds Roger Streit,
owner of International Phonecard Exchange.
"Generall}f, celebrities are much more interesting on
cards than, say, a landmark.”

Even though other countries are not as oriented
towards personalities as U.S. collectors are, Phil
Flanagan (Flanagans Phonecards} still sells a great
number of licensed cards. “It comes down to value for
the money. If a subject is important enough to require
a license in the first place, chances are good that col-
lectors will continue to want the card in the future,”

Flanagan also points out that when you see a card
with a registration mark, you're also pretty well
assured that the numbers are accurate.

Among the most popular licenses suggested by
phone card dealers include sport superstars, Marilyn
Monroe, Elvis, John F. Kennedy, and Coca-Cola,
McDonalds and Disney logos.

Which do you think will prove most valuable five
years from now — Major League Basehall’s Most
Valuable Player pictured in his team uniform or wear-
ing a suit and tie? Obviously, collectors have a lot to
pain by sticking with licensed cards.

APRIL, 1985
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ALL THE NEWS FOR COLLECTORS
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HT Technologies Finds Phone
Card Collectors’ Treasure!

) therefore refused to al-
low his photo to ap-
| pear on the cigarette
cards, which is what
this original photo
was taken for. So this
| is a rare photo now
available on a tele-
phone card. That’s
great., Telephone

San Francisco

HT Technologies,
[ne,, “one of LDDS
largest distributors,”
has unearthed tele-
phone card collectors’
treasure in its series
of collector cards in-
cluding issues by art-
ists Marie Fox and [
Alexander Chen and cards have produced
the classic “Calling on ~Honus Wagner # such  fresh, rare,
History" sports collec- one of a 4 card set haunting images and
tion with Champion Sports and  this is one of the best.”
Premier Marketing Group. In an article in MoneyCard
For the Sport of k! Ca!!eci‘ar Steve Fritz said,

Aboutthe HT Technologies “...people forgot that Wayne
card featuring baseball great Grctsk}' was willing to pay a
Honus Wagner, telecard guru  half million dollars for a T-
Larry Brilliant said, “Thisisa 206 Honus Wagner."
preat card. I remem- Fritz also states,
ber when I saw that §# “Sprint and GTS
hockey great Wayne had better be ready
Gretsky had paid for a lot of compe-

aver 600,000 for the tition... Some of
original Honus | them |phone card
Wagner card. 1 manufacturers],

thought it was a leg- |§
endary photo of
Honus Wagner at [§
that time, but later §
learned that the rea-

% like HT Technolo-
i cies, hook up with
people like Cham-
pinn Sports (one of
the largest middle-
som it was so rare was that men in the sports card
Honus Wagner had religious  world), to become forces to
objections to tobacco and be reckoned with.”

The Marie Fox Collection

Tlmes Square on Telecards

maore of Chen’s cityscapes
appearing on phone cards in
the foture. Indeed, two
additional New York scenes -
‘Santa Comes to
v Radio City® and
N ‘The DMagic of

i Rockefeller Center’
(depicting skaters
on the ice rink)
recently appeared on two new
phone cards issned just before
= Christmas. If this

“Civen its endless fasci-
nation, it is no surprise —
indeed, it is a delight — to
find Times Square the sub-
ject of a three-
card series of [
phone cards pro-
duced by HT Tech-
nologies of San §
Francisco. Each
card reproduces a segment
of a photorealist painting en-
titled ‘An Evening g

in Times Square) trend continues,
Placed side-by Alexander’s World®
side, the cards will soon be at the

present a pan-fs
oramic tableau of
this famous site, seen from
an elevated viewpoint.
“Given the artist’s
popularity, we can hope to see

fingertips of phone
card collectors and
users throughout the world.”

— Dawn Glanz- Moneycard
Collector

Alexandar Chen images - 81995 Alexandear's Warld

Collectors Eagerly Await New
Releases from HT Technologies

Call For
New Release
Schedule

HT Tﬂﬂhnﬂlﬁglﬁﬁ, |III:.
220 Montgomery St., Ste. 611
San Francisco, CA 94104

phone (415) 421-8980
fax (415) 421-2622

Phone Card Hotline

1-800-820-8980

* Honus Wagner imagas ©1924 Henus Wagner Estate by Curlis Management Group, Indianapelis, IM 46202
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HOUSE OF CARDS
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7™ ANNUAL RONALD McDONALD HOUSE FUNDRAISER
SPONSORED BY FRANK & SON CARD SHOW

NOVEMBER 12™ & 13™ 1904

Y

7™ ANNUAL RONALD McDONALD HOUSE FUNDRAISER
SPONSORED BY FRANK & SON CARD SHOW

NOVEMBER 12™ & 137 1894

ONALD MCDONALD HOUSE CARDS RAISING

COLLECTORS' PULSES McDonald’s and Coca

Cola are proving to be a sizzling combo for tele-

card collectors. A series of four-card seis

released last November bearing the logos of the
two food-industry giants have been selling like... well,
Big Macs.

But it’s not just the dealers and collectors who
have benefited from the popularity of these cards.
Ronald McDonald Children’s Charities of Southern
California received approximately $25,000 from initial
sales during a charity promotion Nov. 12 at Frank and
Sons” warehouse in Walnut, Calif. Frank Zamarripa,
owner of Frank and Sons, designed the cards and
AmeriVox produced them.

In addition to the Golden Arches and Coke logos,
each of the four cards [eatures an illustration from
each of the four Ronald McDonald Houses — housing
where families of eritically ill children stay while their
children are receiving specialized treatment in
Southern California medical facilities.

These facilities hold a special place in Zamarripa’s
heart. He has a fundraising booth set up at his twice-
a-week warchouse shows to raise money for the
McDonald’s programs. Zamarripa figures he's donated
about $500,000 to Ronald McDonald houses over the
past seven years.

“I'm a big collector. I've always collected
McDonald’s pins,” he explained. “I've set up a muse-

",

TMANNUAL RONALD McDONALD HOUSE FUNDRAISER
SPONSORED BY FRANK & SON CARD SHOW

NOVEMBER 12™ & 13™ 1984

T™ANNUAL RONALD McDONALD HOUSE FUNDRAISER
SPONSORED BY FRANK & SON CARD SHOW

You don't have to include nﬁ:nq}' dﬂigﬂ when you include
thie [ﬁgﬂ# :{f:ﬂnﬂunn[d’s and Coca Cola. AmeriFox,
Ronald Mellanald House four-card set fprimuc issucj,ﬁm
minutes phone tire, 500 sets plus 100 single cards,
November 1994,

um at my warehouse. | started doing little shows, but I
didn’t want the money. 5o I donated it to the Ronald
houses.”

The little shows have spawned a big show that he
sponsors annually, with proceeds going to the
MeDonald’s charity. Usually baschall cards are the hot
ticket, with lats of the game’s big stars on hand to sign
autographs. Not so at the Nov. 12 show. “The basehall
strike really hurt us,” Zamarripa said. “l couldn’t get
the name players. Now I wish I would have limited it
to phone cards.”

Production of the cards was limited to 500 sets
and 100 individual cards, most of which he sold at the
show. Fach of the cards includes five minutes of phone
time through AmeriVox. Prices started at $50 a set
and $15 for an individual card.

“I kept a few of the cards for MeDonald’s collec-
tors on my club mailing list, but most were gone h}r the
end of the show,” the card creator said.

Zamarripa plans to produce a new card in March,
which should suit telecard dealers Buzz and Betty
Houghtaling just fine. Owners of B&B Trading Cards
in Alta Loma, the Houghtalings had a booth at the
Nov. 12 show. Initially, they purchased 20 sets of the
MeDanalds cards and sold them for $60 each, then
hought 30 more and sold all of those. At the end of
the show, they bought 20 of the remaining sets.

The dealers were astonished at how quickly the
cards were snapped up. “They were absolutely on

MAT, EO05
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fire,” Buzz claims. And that fire has not yel gone out.

Within a week after the show, the price of the
cards jumped to $100 a set. Shortly after that,
Houghtaling sent 12 sets to a show in Germany and all
12 were gone within five minutes — at $200 each!

At press time, B&B was retailing the cards for
$400. with wholesale price at $300. The Houghtalings
expect the pr[cc to continue to escalate = to p::rh.'ips o
high as §1000 by year’s end. “In our opinion, it's the
most valuable, most recognized ph-::ng: card around
today,” Buze said.

Maybc so, but that may come as a big surprize to
many of the buyers from the McDonald's charity show.
“Shows like that draw more than just collectors,” Betty
explained. “They draw the fund-raiser’s supporters,
and those people probably have no idea what they
have. Many have probably never seen a phone card in
their life.”

Aceording to the California dealers, there are sev-
eral reasons for the card’s meteoric rise. Only 500 sets
were produced, which is a small number when YO
consider there are countless numbers of Coca Cola and
MeDonald’s collectors out there, European collectors
are another major factor. **We get a lot of calls from
overseas — especially Germany,” Buzz said. “Many
dealers are ca"ing, and ﬂm}-‘ want sets.”

Phone card collecting is “big time™ in Europe,
Houghtaling said — especially for cards with images of
true American classics hike MeDonald's and Colke.

The couple started their business a few years ago,
mostly selling sports trading eards. About a year ago
they noticed the surge in sales of telecards throughout
Furope and decided to include some in their invento-
ry. Phone cards now make up the bulk of their busi-
ness, with trading cards and aceessories now taking a
back seat.

“Investors are Eturf:hing for the right buys, and
they're finding them out there,” Betty said. “Right
now, the right buy appears to be MeDonald’s telecards.
Une collector bought 10 sets from B&B at the original
500 price and refused the Houghtalings’ later offer of
5200 per set. “He knows the price is going up,” she
laughed. And members of a club in Ohio who are into
MeDonald’s and Coea Cola collectibles called and
ordered six sets — at $350 apiece.

“We've been working for a year to find the
strongest collectibles,” Betty said. “I think we've won
big-time with McDonald’s.”

(s e oy 1 |
Susan McDonald
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RICH AND RARE

OME OF THE MOST EXPENSIVE

PHONE CARDS IN THE 1.5, For collec-

Lors wiiling to pay the price, there are

some rare finds in the collectible phone

card market today. A word of warning,
though: like fine wines, scarce and truly his-
torie eards fetch high prices as they age.

So, what are the most valuable U.5. phone
cards at the preseot Lime, and why are ﬂju:.f 50
collectible? There’s more to the formula than
simply rarity and image, Moneycard Collector
decided to launch a quest for some of these
elusive cards and to find out from the experts
just how much they're worth = just in case
you win the lottery this week or have a
few thousand dollars left over from your

STOCETY MOney.

One of the oldest colleetible cards in
the U.5. is the Iulu[l_'xpu card h:.-' Landiz &
G}'r. Priced at around $1.250, the card
has acquired a “true collector value™
sinee it was released in 1985 as 2 demon-

stration card, according to

{
7™ ANKUAL RONALD McDONALD HOUSE FUNDRAISER
SPONSORED BY FRANK & SON CARD SHOW

NOVEMBER 12™ & 3™ 1094

-,

Klaus Degler of Rocky
Mountain Coin in Denver.
“This card is truly rare,”
{perhaps as few as 500) said
Degler. “It was not create:d
for general use. The fact that
it’s 10 years old — there's no
chance of 50 or 100 of these
just showing up. I think it’s

underpriced right now.”
On the other side of the coin
are also some flash-in-the-pan

Fram top: Landis & Gyr
Inielexpa demaonstration card
51, 250; Ronald MeDonald/!
Coca Cola fouwr-card set, $4000;
NYNEX 57 National

Democratic Conveation eard,

F800,

“superstars” that may or may not
stand the test of time. “Some are
pricey because of speculator
demand,” Degler suggested. A sin-
glc dealer can push up the price —
not necessarily because of true
buyer demand. If a price goes up
too rapidly, it's usually speculative. What 1 tell
people is don’t try to chase things. There’s
always something else to buy. You might get
lucky and make a quick profit, but that
doesn’t ulwﬂys happen. The best thing to do is
wail and let prices settle.”

But there are other factors to consider
when a eard skyrockets in value, he contin-
ued. The Ronald MeDonald House/Coca Cola
four-card set, for example, also combines low
mintage — Dnl}' 500 sets 1ssued — with the
worldwide popularity of the MeDonald’s and

Cocatolall

Coke logos to produce a sure winner.

“Maost of those cards were exported to
Germany where the Coke collectors are,”
Degler explained. “Very lew were lelt to sell
in the LS. market. The market in Germany is
very strong and that drove the price up, even
though the demand was not established in the
LL5™

The sets, which originally sold for $50,
quickly jumped to $300 in Germany, and
gome have zold for more than $400 in the
United States. The representative retail price
ol the set was listed at 5400 in the May 1995
Price Guide.

Disney cards enjoy the same type of popu-
larity, according to Scott du Pont of Keep The
Change, in Orlando, Fla. “There are hun-
dreds of thousands of Disney collectors world-
wide.”

A set of three of the Premicre Cast
Member cards worth $35 in January had cata-
pulted to $350 by March, he said. Only 1,000
sets were issued and they were available only
to cast members at Walt Disney World in
Orlando. “They had to go through an under-
ground tunnel to buy them at a vending
machine inside the cast quarters,” he said.

One determined German collector dressed
in a cast member costume was reportedly
caught trying to buy the cards at the park,
du Pont said.

But the Orlando dealer agrees that it's the
“historic aspect - the purpose of the card -
that makes it mueh more valuable in the long
rum.”

“They need to be the very first or you had
to be there to get one,” he said.

A £3 5ERH — AmeriVox card dedicated
to Steve Hiscocks, puhlishcr of International
Telephone Card magazine, is very rare and
worth well over $1.000 because of its place in
the history of the industry, du Pont says, Only
44 of these cards were issued during the very
first telecard convention, and they were the
first-ever remote memory cards denominated
in British pounds.

S0, what are some of the other “rich and
famous™ cards that collectors and dealers
covet? Here's a brief list of a few of them,
along with some lore about each:

* 1994 Sprint World Cup Soccer 24-card set,
issued June 1994, Value: $3,250 for a dol-
lar-denominated, withdrawn-issue specimen
sef.

= The Michigan Bell Strategic Directions card.
Value: $2,750. These cards were given out
at a convention sponsored by Michigan Bell,
the first U5, (mainland) phone company to
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issue telecards. There were 180 cards
with convention attendees’ names on
them and 20 without names. Some cards
have a name prinlml in the lower lelt-
hand corner. Cards without names are
worth between 55,000 and S6,000,
Promotion cards — cards used [or expos
— all have a story, according to dealer
and Moneycard Collector contributor
Steve Eyer.

* AT&T America’s Cup card, issued May
1992, Value: $2.500. The first card
ever produced by AT&T, examples were
U[II}’ handed out to the ﬁhipﬁ’ Crew
members,

NYNEX Slmmburg Carlzon trial card
with Waverly Hotel on the reverse.
Value: $2.250. Less than 25 of the $10
cards are known to exist — possibly as
few as 10,

Clockwise, from upper lefi; Brilliant

T-unii jumbe Telecard Man, S3N; One of
Hallmark's original 47-piece Long
Distanee Greeting Careds, 51,3?5(52.!) &TE-
Haeaii Diemond Head trial eard, $2,500.

AmeriVox Elvis Presley 21-card speci-
men set, issued during 1993, Value: $1.500.
AmeriVox Fagle charter membership card, issued
February 1992, Value: 51,250, This card was included
in a start-up kit for AmeriVox sales personnel. The
cards were hand-cut with a paper cutter, and with seis-
sors used to trim and round the corners. The cards are
irregularly sized and were the first remote memory
cards in the LS. Only 1,500 cards were issued.
Brilliant Jumbo Telecard Man, issued September 1993,
Value: approximately $200. Only 1,000 of them were
produced and you had to be at the Richmond conven-
tion to get one.
USACards $49 ]urnr Rice. Value: $250. Only 127
cards were issued to commemaorate the San Francisco
49ers star receiver's NFL record-breaking 127th
touchdown catch last year. Most foothall fans know
and love the talented player, and the card has become
a hot commodity.
Other Most Valuahle
* AT&T = Charles River, Boston (10 units) ...........45 1,800
* GTE-Hawaii Diamond Head original trial card. $2.500
* Vista United 14-card set ... b 1,750
* Michigan Bell U of M $4ﬂ Card v i hand
unnotehed .. weeerenrip 1,000
* AT&T Oceans of '[J'pporlumt}'-‘ﬁaunca Eag, card$i,am]
* Hallmark original 47-card set w. greeting cards.$1.295

L]

* GTE-Hawaii Hanauma Bay. overprinted ........... £1.200
* GTE-Hawaii 25th Hawaiian Open...cnne: $1.000
* NYNEX 81 Democratic Convention card ..o $800
« AT&T 25-unit Rr:puhl:-:an National Conv. ¢ .1rd ..... $650

* GTI Epeot Center card... e $500

There you have it — a current lisl uf SOt uf the
most valuable 1.5, cards issued to date. Where's Santa
Claus when you n::l]lj-‘ need him?

et b Dip = ke =i o R IS
Susan Meldonald

Unique Canadian/ULS.
Corporate Commemorative Set
Rare Collector Opportunity

A special pairing of Canadian and L5, corporate commemorative
phone cards is now .w.uldbte in a fimited ed of 6000 se1s_ For j
51995 (plus shipping : T o e o full-color cards as
shown, each good for 25 units of phone time, Bach card is rechargeable
and 15 sure to appreciate in collector value:

Eiay Flines {in case there's uq_uﬁlnnm_m-mﬂm
Send tu: Viziva E‘ummumhns Gmup.. LiE] Yirgimin, Iq:l]m m&ml
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(OCA-COLA CLASSIC

FLCOME TO COKE'S *WORLD' The World

of Coca-Cola joined the world of telephone

cards with the release of the first issue of a

licensed Coca-Cola card in the United States.

Some 1,200 Coca-Cola memorabilia collec-
tors who attended the “Springtime in Atlanta™ con-
vention on April 13-15, 1995, immediately recog-
nized the importance of thiz new card.

With an issue of only 2.500 cards, savvy collec-
tors immediately purchased their limit of 10 each.
and came back again the next day. The first 1,000
sold in two days, with the remainder gzoing the fol-
lowing day. By the end of the convention, the cards
were allegedly exchanging hands for between 520
and $30.

Scoreboard/Classic teamed with The World of
Coca-Cola and Sprint to produce this special col-
lectible §10 FONCARD. Sequentially numbered to
2,500 and presented in an individually numbered,
laminated folder, the card features a stunning full-
color night scene of The World of Coca-C n|.1 pavilion
in Atlanta, Ga. The top is captioned “The World of
Coca-Cola™ and “Springtime in Atlanta 19957 across
the bottom.

Each card includes 10 minutes of domestic long
distance time provided by Sprint. The cards carry an
issue date of April 1995, with an expiration date of
December 31, 1996. The World of Coca-Cala’s regis-
tered trademark appears on the back of each card.

According to Mark Grauer, director of The
World of Coca-Cola Pavilion, exciting plans are
already underway for the second and third cards of
the series.
will be released during mid-June, with a third card
expected to commemorate the International Coca-
Cola Collectors’ Club Show in Kansas City in July.

The Coca-Cola’s Collectors” Club is a separate
organization, not affiliated with

“Coca-Cola Red Hot Summer Promotion™

gf; E ( —l:"!‘.{.wiu o s f:_.'?ﬂ-"_"' £L= {.:.II{_J .I‘.I:.!

Scorboard/

Classie,

& World af

B Coca-Cola,

”[ nutes.

card, Grauer explained, “Coca-Cola is more than just
a soft drink company; it is a worldwide symbol of
American culture.”

With world hq:adquaritrﬁ in Atlanta, Coca-Cola
has carved out a rich 109-year history. The 45,000-
sqquare foot Pavilion opened five years ago and has
proven to be Atlanta’s busiest tourist attraction, with
one million people visiting the facility each year.

Even though phone card collectors have seen
Cola-Cola cards released in Europe and Japan, this is
the first strictly retail, licensed production of these
cards in the U.S. Previously, the trademark has been
relegated to promotional or premiums cards, like
those randomly inserted in 12-packs of Coke in
Kansas, Oklshoma, and northern Texas.

Present plans call for limited telephone cards to
be available exclusively through The World of Coca-
Cola Pavilion in Atlanta. The limited-edition phone
cards with the registered trademark will focus on spe-
cial events and sponsorships.

So, if you want an “out-ol-this-world” memento
to cap off your summer vacation, plan to swing by
The Waorld of Coca-Cola Pavilion in Atdanta. The
facility is located at 55 Martin Luther King Jr. Drive,
Atlanta, GA 30303; telephone (404)676-5151.

Naney Blackburn

10 minutes
ufpﬁune
tirme, 2,500
Fasued,

April 1995,

The Waorld of Coca-Cola,
However, every Easter Week
approximately 1,200 Coca-Cola
Collectors’ Club members make
the pilgrimage to Atlanta for the
annual springtime meeting. The
organization numbers some
7,000 worldwide, and the July
1995 International Club Show
should draw around 3,000 to
Kansas Cit}'. It you are near that
location during July, it would
make “cents” to pick up some of
these highly collectible cards.
Cummﬁnﬁng about the

Ulti-Multi-Media Card {n}
= 10 access unlts j/

Network Debut Card {51]l]}$2!l l][l 3[I7r 745-4170/ fax 742-5136

immediate popularity of the
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AmericasiMostiGollectible

wo noteworthy trends appesr on this month's Most
Wanted list = the dominanee of the major teleos
and strong thematics, Just what do we mean by
thematics? Ask a stamp collector; they use it every
day in their hobby. Germans call it “motiv,” the
French, “motil,” but we'll just think of it as a theme.

Popular phone card colleeting topies this month
include Coca Cola, MeDlonald's, Disney, Space, Star Trek,
and the newest entry = advertising or promo carids,

Big issuers were vory prominent among our dealer
respondents this month (including Baby Bells such as Pac
Bell, Ameritech, BellSouh, Bell Atlante, NYNEX, and
L5, West, and non-Bell giants Sprint and GTE), but only
Pacifie Bell could muster enough strength to gain a place
among the tap 10,

Conspicuous by their absence are sports cards, proha-
Bly due 1o the sheer number of different issues available,
Twao sports figures that have traded extensively on the
wholesale level this month are Jcrr}' Rice and Steve
Young, We'll soon see il they were scooped up by the
speculators or are offered on retail lists, | know they're
bath on mine!

CENTURY TELECOM COCA-COLA

1| CARDS The Phone Home Free §3 cards
take the top spot this month — especially

the ones picturing Santa and his reindeer, and

the famous Polar Bear sipping his favorite bever-
age, The full 65-card collection is very difficult
(o obtain, due to the Very low nliulul:rq:-“ in the
highest face values, There are 16 versions of the
%3 denomination, and these are by far the most
common and the most actively traded. Waich for
this one to eomtinne on the chart hecaose there
are enough of the Dillons, Smith's, and United
Supermarket cards to go around for awhile,

PACIFIC-BELL

7

520 Prepaid Card

PACIFIC BELL
E FIRST EDITION

SET The %5 LA
Seene, Numbers, and Olvera
Street are back at the bridesmaid position
again this month, with the $20 series also
receiving honorable mention. Way down
at the bottom of the list was the $10
series. T'wo schools of thought seem Lo
prevail: 1) Buy the lowest value type

PACIFIC 3 BELL.

*3 PREPAID Cana

cards, or 2) Buy the low mintage cards
and wait for thirsty collectors,

There was a re-release of Christmas
cards at TeleCard World West show in
March that soured |;|||il1,'. a few spr:nulalnt's
on the Pac Bell operation, This is the fourth Bell collector disaster that | am aware of;
long=time collectors can surely help, if only consulted. But perhaps the Pac Bell disaster
will make it easier for collectors to obtain sets reasonably in the future when Pac Bell

has its distribution problems worked out with the Public Utilities Commission
VISTA-INITED MI¥

. ANDERSON CANCER

CENTER CHRISTMAS CARDS

This lovely two-card set of chil-

510

dren's art cards of a Christmas
scene ($3) and a flamingo (% L0}
lay dormant for months while

other Disney sets rose in value to
ridieulous prices. With undis-

L,

— i '

CHILDREN]

tributed supplies now withdrawn

and presumably destroyed, the I
two-card sets have issue quantities

of less than 1,000 for each card. As could be expected,
the rush to obtain the sets is too late! The price will now
pm!]ab]}' climb to jnin the other V-1 issues.  But there
i one hang-up; “Disney™ is nowhere to be found on the
card, The only tie to Disney is the Vista-United phrase-
alogy.

PTINASA 55 CARDS Especially popular among the PTI
geries this month is the Apollo I1 card. Many of the NASA cards

have been reported by our Florida respondents as among their top sell-

S . e

ers. The tourist market is one that
hasn't thoroughly been addressed. Is
this a separate market seement; are
these users, or are they (momentary)
collectors? This might be a worth-
whle 5|;g111tnl L1}] Lurg{'.t for gn?ater
sales of phone cards — a market that
g0 far has been addressed by just a few
larsighted dealers and issuers.

JULY, 1995
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rll"l- -‘I
T AHHUAL RONALD MzBONALD HOUSE FUNDRAISER
5 AMERIV NALU SFORSORED BY FHANK & 50K CARD Show 520

MCDONALD HOUSE/COCA- WOVEWBER 12% & 1™ 1434

COLA SET These popular cards
come two ways: in a nice full-sized fold-
er, and in the [obnoxious) envelopes that

teleworld

each and every dealer and collector will S 7 uswusL s0kec MepanaLD Hovse Eunoaaizss
o’ SPONSDEED BY FRANK & SOK CARD SHOW Litkning e ATET 800 Metwerk
grow to hate. Take the cards out of the HOVENES 12 & 13° 1030
S = (=T
envelopes, Enjoy the cards. Pitch the paper. b @ TELEWORLD $10/$20 GENERIC Listed fre-
5 Y g ; )
I've had it ““_h paper. SII:'E“‘iIE“““ would _]ustlas ) rquently in the past, this user card shows who's
f""h?m“ff‘ﬂ]}' ':I'E:':""]M* saying “How do [ know it E‘m miving the best deal on telephone time this month.
1z mint if the envelope is compromised ¥ What — 3 £ ere 10 stan up? i als .
i ol T™ ANNUAL BONALD BcBONALD HOUSE FUNDRAISER A“FMd"' el care o FEARUD bk |:rﬁp¢hH]=- o te
§ YOur opin . SPONEORED BY FRANK & S0 CARD SHOW respondents,
won? Wrte a T ANMUAL BONALD W=DOMALD MOUSE FUNDRAIEER ROWVEMEER 15" & 117 1984
BPORECRED 0¥ FRANK L 508 CARAD RHEW
letter to the MOVEWSER 11 1 13 M ; A
i mﬂ ﬂ, 1 CBC il WHEN YOU WANT ONE,
yOur voice ; [ ROOT BEER Here i —
el ] : -
be read! - emmm | . { is another of those
" advertising cards, this one
OMNITEL DUNKIN' DONTTS issued to promote A&W root

CARDS The two five-minute

Dunkin’ Donuts promo cards made
more than one list this month, This is all
strange to me hecause the only donuts the
author is familiar with is the kind the hospi-
tal prescribes for a sitzbath for treatment of
you-know-what,

beer. The bright, vibrant
colors are extremely attrac-
tive, and the well-known v
hl:‘dﬂd mamie ]'I.H.‘i d [ﬂ“u“'illg "Illl'}'[' 'l.'.,:l'\"f [}\I!_I.
of its own. T R45 CALLING VALIE
But how do you separate
an advertising card (A&W) from a theme (7-Up, or Coca
Cola)? I'm not sure, but it might be good to see if the

hrand in question has a fan club, or a magazine promot-

Part of the popularity is recognition of the
popular donut-man, Fred the Baker, who is
pictured on the cards. Another factor is sports
fans’ sentimental attachment to the famed
Boston Gardens, which the cards commemo- i ;n;-.-..-dﬁ-ﬁ af"_;t'- L
rated. Sixteen-thousand of them were hand- =

ing sales of its branded products via mail order sales, or if
the company has merchandise stores showing only their
own branded sweatshirts, tee shirts, colles mugs, ele,
What do vou think? Letters to the editor are valuable in

ed out to attendees at the annual Beanpot Shootout = a local shaping our hobby. The topic subject is so important to
hockey tournament held every year at the facility. stamp folks that they have their own specialty society to
handle all the eollectors of themes or topics — the
FUTURECALL STAR American Topical Association.
? TREK GEN NS SET
The 13-card set P
B repald Calling Can

murn? to the 2[!!%1 L Em-memmmﬁ Oiperated Pay Phones
bury with a real winner. 1.8, SOUTH 10 COMPLIMENTARY
lartienBac Teck s 1| [I UNIT coMPLIMEN- [ (S ST
WEre mninl_].' inferactive. TARY BLUE CARD et : l::::,:‘:::‘ln:::ﬂnm
You had half of a tele- Bringine up the rcnrlhut stilil on e T
phone card: you dialed &5 P it

the list this month i U5, South,
It is quite difficult to use these
chip cards, with =0 few phones,

an 800 number but
[rom then on you were
locked into their com-
puter, selecting only

so comp carids are commonly sold for a few dollars cach. Tt serves to publicize
T.I'H'. TIHETLE, “'Eli]l'. I?Hﬁ]irlg A El:“' 1]1]”}“’5 1[l COYET Dpﬂmtiu“& Thiﬁ. Pﬁwtﬂ‘ meﬂ“},-
has some very pretty designs, along with phones in Birmingham and a few other
southern locales, so far, Good luck to them,

from a menu of items
until your time had
expired. Personally, I'd
rather talk to my moth-
er-in-law. She's much more entertaining
than a computerized voice! Star Trek fans
and others continue to purchaze the cards,

L '!'II-'L-FI'.'III TIHE 5"“;}:

however, which has sent sales into another
dimension.

Locatoladl



MAKING THE GRADE

HE FUTURE GRADING SYSTEM OF

PHONE CARDS As the U.S. phone card

market evolves, collectors are becoming

increasingly knowledgeable about which

cards to seek. Collectors are relying more
and more on pl‘il:ﬂ guid:-:a like the one in
Moneycard Collector. They are raising questions
about which prices should be included, how
prices are established, and how used cards will
]'.'I‘E vu]ued.

Price guide values are determined by the
prices collectors are actually pay-

Ty Ha' v e e

ing for the cards, This is accom-
plished by surveying a group of
dealers to find the most accurate
market price.

I believe the U.S. should
work toward a two-tier pricing
schedule similar to those in place
in Furope and Japan. In those

I’urkusi'ng can dra-
m,atl'mﬂ}r a_ﬂ"eﬂ! value:
the ATE&T MeDonald's
Telaticket with
brochure: $11i; with-
aut, about 533,

established collector communi-
ties, the cards are simply rated “mint” or “used.”

Collectors who might see some similarities
with trading cards need to remember that some
of the factors, most notably to what extent cor-
ners are frayed, almost never apply in the case of
a phone card that's been reasonably well cared
for. Another difference is that many phone
cards come with very specific packaging that
enhances the value and interest of the card; the
brochure that came with the AT&T MeDonald’s
Teleticket, for example.

When we assess a card at our store with a
view to buying it from a collector, here are the
things we look at:

1) To what extent are there any surface
scratches? Solid plastic cards are very seratch-
resistant, but laminated ones can often be easily
scratched. We usually won't deduct any value,
though, if a seratch is just a production flaw.

2) If the card has been presented to us as
“mint,” is the scratch-off intact or the PIN still
concealed? More about this as you read on.

3) And is all of the packaging with the card?
I empathize with collectors who are frustrated by
many cards that are over-packaged. What we
usually do is look to see if the package has been
opened with care. If an envelope has been cut
with a razor blade and at first glance looks like it
has never been opened, we'll usually assess the
card at 99.9 percent of its unopened counterpart.
So, open the packaging and enjoy your cards, but
do it carefully!

One of the great ironies of our market here

Cocalola oo

in the UL.5., as compared with markets in Asia
and Europe, is that so far we have no used
phone card market. 1 have been to airports all
over the country and it is almost impossible to
find used phone cards lying around. 1 can not
afford to wait for two or three years for the
“used” market to develop, just so I can add
cards to my collection without spending a lot of
money (perhaps none at all if I get lucky by
finding the cards!). The same applies to trading
used U.S. cards for used foreign cards with my
many foreign friends.

There seems to be a fallacy spreading
throughout the hobby that phone cards are not
to be used and are worthless in value as col-
lectibles il the time has been used. I have
recently had a few hobbyists come to our store
and ask if we actually had any phone cards with
time on them. After | explained to one gentle-
man that was all we sold, he asked why sell the
cards if they could not be used.

One of the dealers and/or telcos had told
this newcomer that he would ruin the card by
using it, thus making it absolutely worthless as
a collectible,

| picked up a Sprint World Cup Soeccer
card in mint condition sitting on display and
asked him to tell me if the card had ever been
used or not? He could not tell me! When [
showed him a Disney card with the scratch-off
removed but otherwise in rel;ll.ivﬂl}' gﬂﬂd condi=
tion, I asked him if he would still consider buy-
ing it if I reduced the price slightly from the
one next to it with the seratch-off intact. He
smiled and said “Yes, | would love that eard if
the price was right.”

Here's the point. With most cards — espe-
cially the low-priced ones — you might as well
use the time and get the practical value out of
each of them. Then carefully slip the card into
a sleeve or store it in your album and watch
your investment grow by following the price
guides.

Even though I use most of my cards before
storing them, | must admit on the really limit-
ed, high-value cards (such as a rare Coke or
Disney card) | will probably sacrifice the
minuscule three minutes of calling time.
Whether you use your cards or not, make sure
that you keep the cards free of seratches, and i
the card comes with an attractive carrier, enve-
lope or display, keep it in a safe spot should a
future buyer want it for a premium. Then you
can sit back as the market grows and hope you
ret to “Keep The Change.”

s = o e e |
Scott du Pont
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HT Technologies Announces Fine Art
Cards Now Available To Collectors

‘Alexander’s World’
Features San Francisco

me first mleasc collee-
tors have avidly sought the
speclacular phone cards featur-
ing the art of Alexander Chen,
According to Dawn Glanz of
ManevCard Collector, “Given
the artist’s popularity, we hope
to see more of Chen’s
cityscapes appearing on phone
cards in the future” HT Tech-
nologies has taken heed and is
announcing new Chen re-
leases—this time featuring im-
ages of San Francisco. Followe-
ing a 2-vard panorama of 3F%

1205 Alexandaer's Warld

Waterfront comes a 3-card
depicton of Union Square, filled
with fascinating detail and bril-
liant color, and capturing the
spirit of San Francisco in a way
only Alexander Chen can do.
This new part of
“Alexander’s World” will make
a worthy addition to any phone
card collection. And for the
collector who already has
Chen's New York cards, this
release will be a necessary part
of what may become the
industey’s most valued series,

New Release For Sports Series

HT Technologies and LDDS
WorldCom find an-
other collector’s trea-
sure with the issue of
a phone card image of |
the legendary—and in-
famous—Chicago
White Sox great,
Shoeless Joe Jackson,
The “Calling On His-
tory PhonePass ™
series from LDDS
WorldCom, Champion
Sports and Premier
Marketing Group continues
HTs tradition of offering lim-

ited ed;tll:m and very rare, im-
7 ages of sports legends
to phone card collec-
tors, Given thet these
cards {such as the
previously released
Honus Wagner) uti-
lize images which in
their original formats
have sold for over
600,000 the cards

A~ may represent the |
Shoefess Joe Jackson

collector’s only op-
portunity o possess

one of these powerful sports
poirtraits at an affordable price.

At
callectors
have al-
Ways Te-
sponded
10 Images
of nature
and col-
lectors of
phone
card art
are not
excep-
tions. With this in mind, HT
Technologies has announced
the release of phone cards fea-
turing nature—by artists Larry

Busagea's Calla Lily

elevating phone card art to a
new level and leaving others
playing “catch-up™ once again.

Larry Taugher's work cap-
tures the beauty of nature so
often om]m}kecl bw modm n

Nature Comes To Phone
Cards In New Releases

man, conveying nature’s feel-
ing of peace and serenity. The
artist’s meticulous attention to
detail is captured in this 5-card
series by HT showing animals
in natural environments,

Mark Busacca'’s contribu-
tion, feamuring elegant and grace-
ful images of plants, presents the
viewer with intricate and evoca-
tive works which are beautifully
reproduced in this limited edi-
Hon set featuring the bold col-
ors and visual illusions for which
Busaceca is famous.

The success of these
releases reflects the explosive
growth of interest in fine art
phone cards. They are a “must-
have™ for any serious collector,

Mamlnw Fans t:all For Info.

HT Technologies pushes the limits of phone
card collecting again by issuing the Barry
hanilow International Fan Club card with BMIC
and Stiletio Entertainment. Fans can receive
congerl and personal information aboul Barry
Manilow when using the card to make calls. The
first card, featuring a picture of Barry Manilow
goes to the 2,000 most active elub members,
Other cards and other clubs will follow,

HT Technologies, Inc.
275 Battery St., Ste. 1480
San Francisco, CA 94111

contact Edward Duniven
phone (415) 421-8980
fax (415) 421-2622

Phone Card Information Hotline

1-800-820-8980

Shoetess Joe Jacksan images 1995 by Gurbs Management Groug, Indianapolis, [N 48202

Cocabola od
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HD’#;V
LAS VEGAS
(ROCK) TIME, Quantum

Communications uses the
trendy “Hard Rock™ logo to

ereate art for a new card prom-
ing the Hard Rock Hotel in Las
Vegas. Similar in style to the
well-known Hard Rock Cafe
logo, the Hard Rock Hotel logo
includes the *Save the Planet™
slugurl across the Lo

A total of 2,500 of the §10
Hard Rock Hotel cards were pro-
duced for the promotion. The

UEST/LIBERTY

SALUTES

MOTHERS,

FATHERS You
may have missed
Mother's Day, but if
you're still looking for a unique
and affordable Father's ﬁn:r' g‘]Ft,
(Juest/Liberty has issued the
Offieial Prepaid Calling Cards of
the Mother's Day/Father's Day
Couneil,

The maternal offerings say
“Happy Mother's Day,” with a
bouquet of fresh-cut flowers pie-
tured on the {ront side. The cards
carry 35 and 510 worth of tele-
phone time (15 and 30 minutes),
at a rate of $.33 cents per minute.
Proceeds will help support chil-

dren’s educational and health

cards were ssued in Mareh 1005,
organizalions,

The Official Liberty Mother's
Day/Father’s Day eards can be
purchased at retail stores or
ordered direetly from (uest by
calling (B00)964-0702.

(Juantum is a division of
Global Communications
Network, Studie City, Calif. Call
(B18)755-9589 or fax your order
to (B18)755-0503.
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Hﬁ’nfl-knuwn phone card artist Alexander Chen has issued a set of
cards to commemorate the Los Angeles phone card show held during
March 1995.

Chen's delightful rendition of the picturesque Santa Monica Pier has
heen produced as a puzzle set. Priced at 15, the set is comprised of
three 10-unit pieces, each of which were produced in quantities of
2,000,

Call HT Technologies at ($15)421-8950 to order.

RT CARDS HIT MARKET The works of M.C.
Escher, Salvador Dali, John Margulies and Andy
Warhol are featured on new art cards from E.T.

Tel Communieations,
The special edition collector series was introduced during
early 1995 and will be limited to just 1200 of each card.
Each edition is printed with sequential group and PIN identi-
fication for authenticity.

Included in the art colleetion are Escher’s Hand with
Globe, Ascending/Descending, and Day & Night; Dali's
Madonna & Child; Margulies® Gas
Pump; and Warhol's Telephone, All
but the Dali cards are available in
25 and 50-unit denominations,
which are priwd at $11 and $22,
respectively, The Madonna & Child
carries an 30 unit face value, and is
priced at $32.

Call E.T. Tel at {310)472-8690 to
order.
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bat do 1 entitle an article about the world’s most recognizable,
successfully advertised brand name product? Do [ try to create a
catchy, eve-grabbing headline? Well, maybe, but 1 know full well the
beadline will pale in comparison with the many famous phrases the
product has inspired. “The Pause That Refreshes,” “It’s the Real Thing,”
“Things Go Better With Coke,” “Have a Coke and a Smile,” “[ust for the
Taste of It,” “Coke is It!” and “Can’t Beat the Feeling,” are only a handful of
Coca-Caola’s many renowned slogans. (T am willing to wager you can think of
more with a modicum of effort.)
[?EE Won ﬂi‘ . /( Dot C-J L:t So [ decide to bow Inf:m.frrfy E?Eft?l‘t? Ehff giant and use one
of these phrases, verbatim, as a title. It’s an easy way out
— - (I know), but using an established slogan (1 tell myself) is
g great way to show respect for Coca-Cola (T've given up)
and Coke'’s many creative advertising writers, past and
present. | settle in, content with this plagiaristic plan, and
try to choose just the right slogan. That's when it dans
on me that almost all of Coke’s slogans bave become so

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

it’s just that they're so well known any use of them ouiside
of Coke’s control borders on overuse.
This is horrible news for an editor, part
of whose job it is to avoid eliches, and
great news for Coke. Any business

would kill for one slogan that sticks in

i
'Ib|j"|..... T T

i xR ) el e 7 the minds of consumers all over the
N ; ' world, let alone one, after another, after
another, after another, ad infinitum.
True, as an editor 1 would kill for a
beadline that does the same thing, but it
wold have to be mine. Woe is me.

Defeated, sans title, I proceed to write.

The U.S. telecard industry is dominared
by American images. This may be one
result of the early desire to establish
the phonecard as a viable American
Tlle WOllld Of C()c a-Cola venture. American flags, eagles, U.5.

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

The latest phonecards featuring the Coca-Cola logo have been released through

Cocalola oo



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

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

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

Since The World of Coca-Cola
Premier Edition card (2,500 issued)
was released in April 1993, second
edition (5,000 issued) and third
edition (2,500 issued) cards have
been introduced. The second and
third edition cards were produced
for a promotion and an event; this

.y . ..
THE HOTTEST SPOT IR ATLANTA

LIMITED EDITION OF 5000
JUNE 1995

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

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

Locatola oh

THE WORLD
OF COCA-COLA
COLLECTION

SECOND EDITION

COCA-COLA
TELEPHONE CARD

&« * @ 8 » @9

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

The World of
Coca-Cola Premier
Edirion relephone card
was produced to com-
memaorate the Coca-
Cola Collectors’ Club
“Springtime in
Atlanta®™ convention,
April 13-15, 1995.
Each card contains 10
minutes of calling time
provided by Sprint,
and expires on
December 31, 1996,
This card features a
full color photo of The World of
Coca-Cola pavilion and is presented
in a laminated, individually num-
bered folder. The Premier Edition
card, originally priced at $10, sold
out in three days.

The Second Edition telephone
card was produced to commemorate
the 1995 summer promotion “Coca-
Cola Red Hot Summer ‘93." This




THE WORLD
OF COCA-COLA
COLLECTION
THIRD EDITION
COCA-COLA
B TELEPHONE
CARD

NATIONAL CONVENTION
OF SODA JFLES

card, issued in June 1995, features
customized artwork from the promao-
tion featuring the Coca-Cola contour
bottle, the sun icon with sunglasses
drinking a Coke, “The World of
Coca-Cola,” and “The Hottest Spot in
Atlanta.” Like the Premier Edition
telecard, the Second Edition contains
10 minutes of Sprint phone time. It
expires in July 1996,

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

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

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

All this talk about highly desirable, limited edition
Coca-Cola phonecards makes one stop and wonder what
would happen if
Coca-Cola were to
mass produce a user

THE WORLD OF COCA-COLA.
(OLLECTORS' SERIES

phone debit card.
What if Coca-Cola,
The ScoreBoard,
Inc., and Sprint
teamed up to pro-
duce one or two mil-
lion phonecards for
John and Jane Doe?
Imagine the impact
this would have on
the profile of the
American phonecard
industry. The highly-
recognizable Coca-
Cola logo is definite-
ly a hot item with
collectars, but why
not take it one step
further? Why not
put a Coca-Cola
phonecard in the
hands of a million
people who have

Naticnal l_:':)nv{mtlnn

D
Soda Jerks
Bt 14-15, 1995

10 MINUTES

never used or heard
of phonecards
before? This, more
than collector fod-
der, is what the

LIMITED EDITION OF 2500

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

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

Now I'ne thirsty.

Can’t Beat the Real Thing

by Sean McElhiney

Cocalola of



America's Most Gollectible

his month’s listings and those that didn't make

the final list read like a “who’s whe™ in col-

lectible corporate America — McDonald's, Coca-

Cola, Dunkin' Donuts, Star Trek, Nike, Red Dog

Beer, Kathy Smith {(Who?} Exercises, A&W oot

Beer, Ford, Disney, Union 76, Hallmark. Whew!
What happened to all the classic cards - the old, tradi-
tional ones? Well, [ suppose the oldsters need a little
rest. There sure aren’t enough of the claseic cards to go
around, and the brash upstarts need to take over for
awhile to give the oldies a time to rest.

The Wo ':'..fd.r o (Toaa —I"_1-:ri:.¢

SCORE BOARD WORLD OF COCA-
COLA “SPRINGTIME IN ATLANTA"
The price has quickly risen beyond the $100
level on this 1+-minute card, and the calls still continue,
The problem is that the current international and LS.
markets can absorb 5,000 to 10,000 cards or sets near
issue price and only 2,500 were issued. The action was
like a classic land grah.

PACIFIC 3 BELL
E PACIFIC BELL :

INAUGURAL
SET OF 3

More orderly was
PacBell's set of 5, $10,
and $20 issues of late i

1994 — Olvera Street, PACIFIC ¥ BELL.
Numbers, and Los Angeles
Scenes, This set will
endure the test of time
since it is from an RBOC,
Spon it and future izsues
will he available by mail
order. Telcos seem to for-
get collectors in their tarilf
filings and get bombarded
with requests they cannot
fulfill, both here and in
{:H.!IH[IE.

$20 Prepaid Card

of Kaudj

NAT HAWAIT PACIFIC
&TIDNAL SPOR
RD EXPO North
Mm.ncu.rg Te!uphum. (NAT) makes
frequent appearances on our list
because of its excellent user cards for tourists. They surprised everyone, however, with
the 2,500-card issue at this year’s Hawaii Pacific National Sporls Card Exposition,
Featuring Kanai's McDonald’s logo on the front, the card completely outsold Sprint’s
entry for the Expo — a card that merely promised a donation to the Ronald MeDonald
House without showing the Golden Arches, The image makes all the difference.

DUNKIN'
OMNITEL UutTsS
DUNKIN'
DONUTS SET
'U'mn.l.Tﬂ’s entry into
America's Most Wanted is
the unusual 2 x 5-minute
1995 Dunkin' Donuts
Boston Gardens Beanpot
shootout cards reported
by two of our Florida i
dealers. [suspectacor- — CESSECERF:
porate overape, but the “:;: ?
cards are quite interest- ORI P

ing,

F:huri

F|'|H‘il FMEEII Fhl]‘ EGARD H]HIIH{’IEE AND ERFASITION

I]HEFIll[l UIFIU
FUTURE CALL 10-UNIT STARFLEET
ACADEMY A splendid card in support of the
recent International Phone Card Expo in San

Franciseo. This 10=unit Star Trek Starfleet Academy

card may have convinced everyone that in order to be

classified as a telephone card, it must be capable of
making an actual telephone call.

AUGUST 19935
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q 1' There's a big traffic jam near the end of

HT the ratings this month, so we'll just list
TECHNOLOGIES them and let readers sniff at the ones
AZALEA they think don't belong, Attack!

FESTIVAL HT and LDDS

quietly issued a set of two W

notable phone cards for the MARATHON Many of these 10- |58

Azalea Festival in Muskogee, unit cards were taken to Japanby 1§

Okla. Only 1,000 sets were the Japanese runners, and ignored

available with just 600 retained |\ O H R v i by the U.8. runners; so we ]w“.] an

for the collector community. overage and the dealers are quick

The 10-unit card is readily available because the mintage is 5,000, but all the five- to spot a good deal for lhmr collec 154

unit cards ended up in Oklahoma. There are no less than five corporate sponsors’ tors. I‘\rc.seen "I"E other Nike md' 2

logos printed in color on the back of the card, one of which just happened to be ]I:'“i only in specimen form, not in

MeDonalds, This one should go far. issued form. So we may have a

first here,
LIBERTY/QUEST LDDS AMERICA'S CUP' Set of 6; 75 units; 1995.
? $10 WAVES As This may not be the coffee table bragging set of 1995,

customary each but T'll bet that plenty

month, at least one low-rate-
per-minute “use” card makes
our Most Wanted list. This
month’s top seller is Quest’s
10 Waves cards, which
show tremendous popularity
in the Flonda tourist market.

of New Zealanders

took them home. A
lovely race to watch
and a lovely set of

cards.

Donaid
& serint o Amﬂfrer?an
1055995,

= .umnunsEns ]

| e TR L ld-qllll

SPRINT/ASSETS ANFERNEE HARDAWAY

These one-minute cards are making big headway in
Florida, In case you are a functional illiterate regarding
basketball, “Penny™ Hardaway is Orlando Magic's out-
standing point guard. And yes, I had to ask!

SPRINT MCDONALD'S
H 40TH ANNIVERSARY

SET We are just recovering
from the long series of telephone calls
requesting the highly controlled Sprint
MeDonalds two-card set, commemo-
rating the 40th anniversary of the orig-
inal McDonald's in [llincis. The cards
carry 5 minutes of phone time, and
only 1,000 were produced. Why, I
don’t know, unless emus rule the cor-

TELECOMM USA 56 COCA-COLA 600 New
from Collector’s Advantage and TeleComm USA, this
is the latest Winston Cup stock ear race card. This

EM ear, the Coca-Cola logo grew, but the best one is
‘ last year's original, and it is still the company’s best
card,

porate McDonald’s roost. Can we say Well that's it, and the amazing thing among all the respondents is the lack of overlap
“sand dune,” hoys and girls? Five between their reports. 1t is still imperative to receive all the lists and read all the ads to
thousand to 10,000 cards would have obtain the full complement of cards. Thanks to Acme Telecards (B00)405-2263; B&B
given a lasting McDonald's advertise- Collectibles, (909)466-1666; Steve Eyer (217)864-4321; International Phone Card
ment. Now, we'll have 1,000 mini-ads Exchange (201)857-2121; Keep the Change (407) 629-3273; North Americards (206)
carefully locked away in a bank vault, 641-6057; and Sears Phone Card Department (B13) 791-7535.

too valusble ever to be seen!
T o = b =i P AW TR ——= BN R —_— i —=—ul|

Steve Eyer

Cocatolacd



READERS ALUAYS URITE

-
TP ANHUAL ROHALD MeDONALD HOUSE FURDRAISER
SPONSONED BY FRAMK & 30N CARD SHOW
HOVEWBER 12% & 13 1954

-

EFONBORED BY FRAKK & 50K CARD SHOW

-
fm ANNUAL RONALD WOOHALD HOUSE FUNDRAISER

The real proof

There has been so much interest in
the spectacular set of four Ronald
MeDlonald House (with Coca Cola logo)
fund-raiser cards that were released on
November 11, 1994 thrut]gh Frank
Zamarripa (Frank & Sons), and [ wanted
to clarify one question we have been
asked.

Originally, there were 3-4 blanlk-

s '|||.|.”_|._4‘_.||

Cake confusion

[ would like
clarification on
the recent article
viting the 1995
Atlanta Coca-
Cola telecard as
the first licensed
American Coca-Cola issue. It's unclear to many
eollectors how telecards issued by grocery store
chains, in packages of Coea-Cola trading cards,
or the Monsters of the Gridiron issue don’t quali-
ty as licensed products.

Furthermore, if a produet is first in the market

and authorized by Coca-Cola, why should collec-
tors be coneerned about licensing? Unauthorized
roducts are a different matter,
While the Dillons and Monsters of the
Gridiron have a second logo, the trading eard
issue does not. It would be helpful if you could

clear up the confusion.

backed proof sets printed on the same
18-mil thickness as the actual 300 sets
released in folders, Suhsequenl 1o that,
15-20 complete (fewer on some of the

. | four individual cards and a few more of

* others) blank-backed proof sets were

v introduced on 29-mil — noticeably thick-
er — for the purpose of sending to pub-
lishers, editors and a few top dealers to
publicize the set.

The true “proofs” were those few 18-
mil blank-backed ones originally pro-
duced in October of 1994, The other
28-mil versions were made primarily for
publicity and public relations reasons,

[t is wonderful when a phone card can
raise about $27,000 for a most worthy
cause, Ronald MeDonald House, and gen-
erate tremendous interest from collectors
around the world at the same time.

HOVEWBER Ie"' B13™ e

{-ﬂ'-'ﬂ"l‘\l!!

-
™ ANRUAL RONALD MoDONALD HOUSE FUNDAAISER
EPOMGORED BY FRANE & BON CARD SHOW
WOVEMBER 12* & 13% 1684

I R A T
{areg Pelischek, Hutehiinson, Kan,

The entire area of licensing is extremely confusing. We
stated that the World of Coke “Springtime in Atlanta™
card was .’ﬁeﬁral! eard uﬂiciaﬂ_j' ISSUED b:r' the giun!
sofi drink manufacturer. The carlier promotional
cards that you mentioned (Dillons, Smiths, United, and
Monsters of the Gridiron) inclided authorised Cocn-
Colu loges, but they were issucd by other organizations.
Far from being unimportant, these cards have repeat-
edly appeared on our monthly “America’s Moat
Wanted™ list of the month’s top-selli eards.
Collectors value the “first” of just about anything, but
tefeen it iz afficially issued by the company itself, there
1% an added !egi!:':mur:y to the collectible. Add to this
entire seenarto, the worldwide collector appeal of any-
thing with the Coca-Cola lago printed on i, and yvou
have a full-scale phone card feeding frensy.

s ™
T ARMUEL AOHALD NeDOHALD HOWSE FUNDRAISER
SPOMEARED AY FAAKK & 30N CARD SHOW
HOVEVBER 157 & 137 1904

& 'r-.
% - | I
o d . |
o el | | |
L -

| MeDamars

i b e 5w bk
Ui Mlichae! Easlis, Exee, Viee President, AreniVos

More overseas cards

Whilst Moneycard Collector is a good read each month and now arrives more
promptly here in Europe than previously, we would like more recognition that
there are cards out there from more than 170 other countries.

Your feature on prison cards, “Eullﬁtling With Conviction”, would have been
an admirable opportunity to feature a few non-American prison cards, such as
those in use in Norway, England and Scotland. We draw your attention to three
very photogenic cards normally available only for “insiders.” They are available
from dealers, like myself, for a low price.

What's the value?

[ would like to know if the col-
leetible phone cards have a value
after you use up the §3, $10, ete.
value of the card. | understand about
the phone cards which have a little
hlack scratch-off area to obtain the
authorization number, Do these
cards have to be reactivated each time
they expire, in order to be col-
lectibles?

Fhanecard

£ [
HEII'II!-H I'II'iI]ﬂ 5[I'L'l||{i

Erie Elias, Phileard lnternational, Loaden, Englarid

Thanlks for the input from acrass the pond. Stnce the
varsd majority r.rfr.r!lr subscribers fsu_,l"ﬁr} reside in the
U.5., we have pretty nuch confined our editorial cov-
erage {0 American ssues. There have been some
notable exceptions, however: Alex Rendon’s five-part
history af phone prepaid cards, Gary Felton's feature
on multi-piece cards, and Aré Becher's piece on (ren-
atl cards,

As for our prison r:nrdfaﬂ!llre_. "Euﬂec!ir:g Fith
Conviction,” our freelance writer consulted with see-
eral different dealers for exarmples of such cards and
Jound only the anes mentioned in the story. We real-
ized that there were prabably ather examples out
there, bui we simply couldn’t include all of them.
Thanks for shuring these with our readers.

e S S T
Pat Corveiti, Baliwin, Y.

Yes, most eards teill retain a certain
dellar value, even when all of the
phone time has been used up or
expired, At the present time, collectors
are paying e higher price for unused
cards, but that could sorme da;,- level ﬂﬂ:

Not all cares are rechargeable, and
it is not necessary to add time for i to
be collectible. Adding time will net
mike the card “lilke new” egain,
despite what some people believe,

r_u.u transferable

Fhonecard

FOR USE fM HM' F‘HiEDME"'ﬂNL‘I’_

FJIurru'arri 20 umts |

SEFTEMDER 19935
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FRANKLY SPEAKING

the level of demand,” Zamarripa said.

Like the first set, each card carries five
minutes of domestic phone time and the
common logos, the card theme featured in
the center and lightly rendered McDonald's
logos forming a background pattern.

Variable elements on the cards in the
upper left and right corners of the cards are:
Ronald McDonald and a child’s drawing of
three people arm in arm; “Birdie” and the
logo for Ronald McDonald House of Orange
County; Hamburglar and a child’s rendering
of RMH in Los Angeles: and Grimace with
the logo for Ronald McDonald House in
Loma Linda.

ECOND FRANEK & SONS' MCDONALD

Ji [ V1T
LECTORS “It was probably the most
unbelievable thing that I've ever done.”
That’s how Frank Zamarripa, owner of
Frank & Sons Truuking in Walnut,
Calif., described his phone card efforts
— the fabulously successful four-card
Ronald McDonald House
(RMH)/AmeriVox set, and now its suc-

cessor produced with Premier

i e

.....

\agng
ATAT
BE e

FIVE MINUTES

Telecom.

The second set of cards
marks the 40th anniversary of
MeDonald’s and its parlnership
with Coca-Cola. Unlike the first
set, however, the telephone
company involved with the
cards is not AmeriVox, but
rather Premier Telecom utiliz-
ing AT&T services.

In the “Letters™ section of
this issue, David Michael Eastis
of AmeriVox publicly

SPONS™

ML PRCCE

FIVE AINLTES

Il:l: OCEENS GO0 TR

SPONSORED B‘I’ FHANK E SGM CAHD EHDW

N explains the circum-
stances surrounding the
printing of extra proof
cards, This incident
prompted Zamarripa to
look elsewhere for pro-
ducing the second set.
A total of 1,000 of

the second sels were

Premier Telocom, Frank & Sons’ Ronald MeDonald
House four-card set; 85 denomination/ 1,000 sefs
issued; S0 denomination/50 sels issued, 5/10 min-

utes of phone time, June 1995 release,

Satellite-delivered Medla...
by pre-paid card! e

produced. “Tt was obvi-
ous that just 500 would
have heen unfair, given

And yes, Virginia, you can ALSO

make phonecalls with if!
Stay Tuned!

From Galaxy 4 ...to the I-Net ...1o your fﬂcaf PD....MSEH Iean's'”

For mare an satellites,

Locatoladl

Network Debut Gard
S00-minted; $20.00
A historical milestone!

The big winner in this second effort,
like the first, was Bonald MeDonald House.
In the space of just three and one-hall hours
on June 14th, Zamarripa and his staff sold
out the sets, penerating a net profit for RMH
of $32,000 and adding to the $350,b000 he
has raised for RMH over the past 25 years.

According to Zamarripa, some dealers
were paying $100 on the spot to purchasers
of the cards. *That didn't bother me a bit,”
he confessed. “I feel | made my money for
the canze. Sure, I could have sold the sets
at $100 with no problem, but I want my
customers to feel they got a good deal so
they’ll want to come back.”

Another aspect of this set that is identi-
cal with the first is that Zamarripa also pro-
duced 50 sels of 10-minute cards and sold
them for $250 each, one to each dealer. *1
did that as a goodwill gesture,” he said. So
far, it looks like dealers and collectors are
holding onto these sets. To date, Moneycard
Collector has not seen any published prices
for this ultra-rare 10-minute set.

In his interview with Moneyeard
Collector, Zamarripa announced plans for
his third set of cards to be
issued (etober 2 1st, but there-
after he may start to limit the
issues to one per year,

He concluded with some
predictions for the first edition
sets. “I'm a collector myzelf
and now we're going to have
1.00H) collectors with the sec-
ond set chasing the 500 sets of
the first issue. And this is the
fun of collecting.”

e e g |
Murray Church

smartcards and the future; 307-745-4170/ FAX 307-742-5136
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AUIK TAKES

ONGO COLLECTIBLES  LDDS, Pepsi and

Paramount Pictures have joined forees to pro-

duee the industry's |.1rge5t promaotion — 15 mil-

lion phone cards — in the Discover Congo Prizes
program. Based on the highly publicized summer movie
“Congo,” the promotion hegan June 1. LDDS provided
the 15 million PhonePass cards, as well as the 800-num-
ber service for the promation,

Spet:ial removeable labels were placed on four mil-
lion Pepsi pruduuh& nationwide. "'l‘li"inuing Labels revealed
an B0-number and a seven-digit code, 1o addition to
the 15 million PhonePass cards, prizes included Lrips Lo
Arica, hiking boots and Congo T-shirts.

COLA
(o
RELEASED

Official issue quanti-
ties from Coea-Cola's
pnpuhr Phone
Home Free promo-
tion are as [ollows:

DESCRIPTION

LOGO

MIN. OUANT.

Polar Bear

Don't Forget Coke wammummna SIS w1 6879
Santa @ Fridge s SIS e L0 osore L350
Polar Bear/3anta wowmmens SIS aem a0

SIS arrenid sremsee | BBTY

Polar Bear v United/TX . e 1327
Santa/black backgrd. .. United/TX v e 1327
Santa @ Fridge womemmeUnited/ TX w1 0o 108
Polar Bear/Santa neme Iited T ocmnen 27
Sprite/Reindeer Dillon’s wumsseed sosrenne W03
Santla w. List Dillon's e 0,363
Santa @ Fridge coeemmmoe D00 1 00ininnnn 749
Polar Bear/Santa s D008 sonemenene 187
Polar Bear..eemme ISR o seeenieses 4,901
Santa/black backgrd....... United/OK ...... R e 4901
Santa @ Fridge asmes United/OK 1000 392
Polar Bear/Santa cwwene DN O 0 ssrostersn 30

EREAL CALLS It'snota

toy they're looking for,

but many adult collec-

lors are returning to
their childhood days when
they search eereal hoxes for
the prize inside. This time
the prize is a new five-minute
phone card from Sprint and
General Mills. Ten million of
the eards have been inserted
in speeially marked boxes of Basie 4, Raisin Nut Bran, Total Raisin Bran and
three kinds of Oatmeal Crisp.

The promotion will be flagged on the front of each cereal box, with the entire
back panel dedicated to details about the giveaway, The prepaid cards will e
advertised in national television eommercials throughout the summer, and con-
sumers will also be informed through coupons inserted in local newspapers during
August. The promotion runs through September and is expected to generate
more than one hundred million brand impressions from the cereal boxes alone.

With the giant giveaway, Sprint has renamed its prepaid cards “Spree Instant
Foneard.” Spree will be available for sale in major retail chains throughout the

U8

frea minutas

pe.

instant foncard:

L
=
(-
=
=
&

FREE

Sprints ﬁ'
Loy

ty auction held at the American

Tele-Card Lxpo in Sun Antonio

helped raise 51,500 for the Red
Cross in Oklahoma City. Show pro-
moter Laurette Veres, and Aeme
Telecands' Bruce Harmon received donations of cards from dealers, manu-
facturers and even collectors,

Ameng the most notable cards auctioned were a matching numbered
“Big Hurt” set from Ameritech; a 10-card Judy Garland set from
TeleWorld: a four-vard NHL Ray Bourque set from OmniTel; a diamond-
studded card of Super Model Linda Sobek (believed to be the first dia-
mond-studded Pi]unc card) ]J:r Gem International; and a Harley Davidson
card from AmeriVox {the only licensed U.S. Harley Davidson card).

A big thanks goes out to all who donated eards — especially the collec-
tors who felt that this was a great cause to which they wanted to contribute.

u KLAHOMA CITY AID A chan-

MERITECH CARDS

ARRIVE ‘UNLOAD-

EIY Ameritech’s new

prepaid phone cards,
which were inserted in 500,000
residential phone bills during
July (see “Baby Bell Notes™ on
page 16), should bring some
much-needed phone card
exposure to the general public
in the Midwest,

The trial cards have been mailed, along with educational advertising, to
customers in Illinois and Wisconsin. Unlike typical prepaids, customers must
“load"” the eards by using their MasterCard or VISA. Cards ean be charged
with between $10 and $40 worth of phone time, which is decremented at $.40
per minute, Like pre-loaded cards, however, each eard has its own unique
PIN eode.

Aceording to Ameritech officials, it is possible that the trial could be
expanded to include vending machines in the Midwest. The same designs
would be applied to plastic cards for the vending machines.

Ameritech

SEFPTEMBER L0935
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RED HOT CARDS

OCA-COLA HEATS UP SUMMER CARD COLLECT-

ING [It's diffieult to follow up on a blockbuster issue,
but it looks like The World of Coca-Cola has =ome
more red hot cards this summer. The popular Coca-
Cola attraction recently released the second and third
of its limited series of prepai[i phone cards — “Coca-Cola
Red Hot Summer "95” and “America’s First National

Convention of Soda Jerks.”

Produced to commemorate the 1905 COrporate promo-
tion, the Red Hot Summer cards feature the famous con-
toured bottle and the sunglass-wearing sun icon drinking a
Coke. The text includes the line *The Hotlest Spnt in

Atlanta.”

A limited edition of 5,000 individually numbered cards
were produced, with each card packaged in a special full-
color laminated collector’s case. Fach card includes 10
minutes of Sprint long distance calling time.

The Soda Jerks card was produced to commemaorate
the national convention held in Omaha, June 14-18. A lim-
ited edition of just 2,500 of the cards was issued, with each
registered convention member receiving a free card.

Like the Red Hot Summer cards, the Soda Jerks pre-

4y r ; it
1930 V1 (3 PHAETON

* The first Cadillac to feature
“sixteen cylinders',

1995 SeviLe STS (WG

» 100,000 miles or 4 times a.mmd
the world withont a tune-up,

1903 MopeL A Ruwanour

Cadillacs first production car.

it oonavo Baocan
* The last hand-built, limited edition
autemobile produced in the U.5.

Cair Tonax! w

* Available only in the five card set,
this logo card solutes the oldest and
most prestighous e
luxury automobile == =
manufacturer in ==z
the United States.  ConQuest

Confduest + 55040 Frante Road = Dublin, Ohie 43017

Score Board/Sprint, The World of Coca-Cola, Red Hot
Sumrmer 95, 1) minutes of phone

time, 5,000 issuedd, $10 refail price,
June 1995, i ; - 9

paids include 10 minutes of
calling time, carry a July 1,
1996 expiration date, and
are pu:_'l-;ug:-:d in a laminated
collector's case.

The front of the con-
vention card leatures art-
work from a 1927 ad show-
ing a Coca-Cola serving tray
with a soda jerk image,
ﬂlnng with the name and
date of the convention.

Priced at $10, both of
the new Coke cards will only
be available through The
World of Coca-Cola pavilion
in Atlanta.

The World of Coca-Cola
has been Atlanta’s most pop-
ular indeor attraction since opening in 1990, Nearly five
million visitors have experienced this unique pavilion,
which showcases the world’s largest collection of Coca-
Cola memorabilia, numerous interactive displays, the-
aters. and a soda fountain unmatched anywhere.

The first international Coca-Cola eard was produced
in Japan in 1985. Since that time, hundreds of cards
have heen produced bearing the most recognized trade-
mark in the world.

The first issue from The World of Coca-Cola,
“Springtime in Atlanta,” was released during Apl‘il 1995,
The card immediately skyrocketed to the top of
“America’s Most Wanted™ list, where it ranks number
two this month,

All other Coke cards previously produced in the U.S.
were created as premiums or for specific promotions,
and were not available for purchase in the open market.

The fourth card from the organization — the Alfa
Romeo Owner's Club, “Festa di Atlanta” was scheduled
for release on July 21. Details about the card will be
included next month. The World of Coke will continue
to issue a limited series of cards each year to commemo-
rate various events and sponsorships.

Adard (TEYE
Moaliceal l.} nventicn

i
Soia Jerks
Bavd DisI%, FFBS

| 10 MINUTES |

Score Board/Sprint, The
Waorld of Coca-Cola,
Nationol Convention of Soda
Jerks, 10 minutes of phone
time, 2,500 issued, 510 retail
price, June 1995,

SEFTEMRER 1905
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ALL THE NEWS FOR COLLECTORS

e

OCTOBER/NOVEMBER 1895

James Dean Sighted at HT Tech.

u,

San Francisco

James Dean may have
plaved a “rebel without a
cause” but with the upcoming
release of HT Technologies'
James Dean series he won't be
accused of being a rebel with-
out a phone card. This series
captures the mysterious aura
that surrounded the actor with
subtly colored and cnhanced
photographs of lames Dean
being himself. There are very
few people who have, in such a
brief span of time, captured the
imagination of Americans as
did James Dean. His meteoric

New Series Announced

The James Dean colleciion

rise in Hollywood, his icono-
clastic and aloof persona, and
the mystery surrounding his life
and death have made James
Dean a cult figure for genera-
tions of fans. And these im-
ages offer a unique opportu-
nity to look into the man and
to share the legend.

For the collector the com-
hination of rarity, sensitive and
artistic images, and a cult per-
sonality is irresistible. There is
little doubt that HT's James
Dean collection will be one of
the most desirable sets of phone
cards in history,

More Busacca

Adding to HT Technolo-
gies’ successful phone card
fine art series by Mark
Busacca are more of the
artist’s popular floral designs..

Birds of Paradize

Sunflowers

The series now includes
“Moveable Forms 1 & 117 which
are classic Busaceca images,

Moveable Forms | & I

Fishing for Fine Art
in a Sea of Phone Cards

Fine art collectors and
phone card collectors once
again are finding a common
ground with the release of the
“Tropics of Conversation™ set
by HT Technologies. This three
card set, depicting a dynamic
and diverse community of reef-
dwelling sea life, is marked by
the lavish use of brilliant color
and the beautiful and detailed
rendering style that distin-
guishes the work of artist Larry
Taugher, The set is an extension
of the artist’s much sought al-
ter nature series which is a
“must-have” part of any com-
plete collection,

The Larry Taugher series
joins HT Technologies’ well
known collection of fine art
cards by Alexander Chen,
Mark Busacca and other estah-
lished fine artists.

A

“Tropics of Conversation™

Gone But Not Forgotten!
The Good News & The Bad News

The good news — HT
Technologies is pleased to
announce that the
McDonald's
Azalea Festival e

This illustrates once again
the importance for collectors to
keep abreast of new offerings

sepee a5 the cards are
| being released

card was named rather than
as one of the * waiting. HT
“America's . Technologies
Most Wanted” § ¢ recommends
cards by Money- e aesy that you call
Card Collector McDonald's Azalea Fastival their Phone

Card Informa-
tion hotline (1-800-820-8980)
to find out about coming op-
portunities, It's free, and it can
keep you from missing out!

magazine,

The bad mews — If you
didn’t already get one from
HT, it’s too late. The release
15 sold out!

HT Technologies, Inc. phone  (415) 421-8980 Phone Card Information Hotline
275 Battery St., Ste. 1480  fax ( 415) 421-2622

internet htsales@htti.com 1'800'820'8980

http: / www.htti.com/~telecard or 1-800-938-8162
Cocaola 34

$an Francisco, CA 94111




he word is “Sprint, Sprint, Spriat.” Our top three — er,
make that four positions — are occupied by ane group,
which has been able to sign the hottest licensing proper-
ties around — MeDonald's and Coca-Cola. Other eards
ran at 4 distance,

The only problem with the listing this month & that each
and every one of the top sellers is a low mintage controlled
issue, not available in quantity to the collecting public at lssue
price. The same thing happened last year with the Vista-
United cards. Hopefully, some of that problem has been
solved with the issuanee of o V-U large mintage eaed that
everyone can own antd enjoy.

1F you are a eollector, Tsugzest you re-evaluate your priori-
ties: o you want 1o [ollow and enrich the speculators, or do
you wanl to eollect reasonably priced cards?

1 like collecting lots of moderately priced cards so [ can
really enjoy them, The most fun in the hobby this year was
collecting the Gillette Final Four caris, where a high price was
mayhe $8. There are hundreds and hundreds of cards that
sell for less than $10, many of them with images far superior
to the current fad cards. Some of them are truly scaree, too!

I feel better now! Lets go to “America’s Most Wanted,” which
for the first time contains no RBOC eards,

: P RD
! -COLA “SPRIN
il IN ATLANTA” The inaugursl

issue from Atlanta was distributed at a

Coca-Cola convention with a 10 card-per-
collector limit. As the first and a limited
mintage of 2,500, this will end up being
the: best of the whole series. If you just
have to have one of these Coke cards, this
is the one.

-_"-:,-,-1 "':'.' Fine i

MESSAGING CARD
Back for a second month is the fir-
ly plain card with the strong AT&T
appeal. This hardware software
group handed out 2,500 at a trade
show, leaving just 500 for the col-
leetar market. o

' CDG $10 AT&T

R’
-

ATET

Erntiz rr-nH Ml“\-‘-ll-!gu'liﬁ

PHONE
MCDONALD'S OF ALA-

MOANA Sold out in just two
hours, this 1,000 mintage card was issued
without fanfare and quickly advanced in
price. It is currently priced like the NAT
and Sprint MeDonald’s from the sports
card and collectibles show earlier thas

Welonald's
40th Annlversary
1955—19‘?5

?S‘prfﬂf-

SPRINT 41]"[‘
. ANNIVERSARY
L This 15 the [I!l!}' gl in
our respontlents’ list wilh
significant time = {1
domestie and 50 interna-
tional minutes on each
cardl. The problem is the
low |ni||!z|gt ol 1000 T"r’hut

sary [rom the puh]m'

BOARD COCA-
COLA “RED HOT
SUMMER" Number two

frovm the zevies, this 10-

E SPRINT/SCORE

minute card his a very low
mintage of 5,000 and a 3
bright, vivid design.

SPRINT/SCORE

BOARD COCA-COLA

SS0DA JERK” Here i
issue number three at a mintage of
2.500. Not even all of the Soda Jerks
convention delegates got one of
these.

3= _’rp'jlfff
UMURGERS g

peaa CulH - B S
=

L 10 MINUTES ]

e,

? TELEWORLD %5
EIDZ KARDY This is

our entry this month
for the Florida tourist/user
market, I's & cute eard and col-
lectible in its own right.

Utilizing AT&T 800 Network
. J

RS ADVANTAGES

SPEED CALL $6 RED DOG 300
I's not the Red Dog that brings this entry to the
Most Warted liet this month, it’s the Coca-Cola
logo that does it- Therc are quite a few Red Dog
cards on the market, but this one garners
almost 70 percent of the attention, The others
are for small local pubs in the Northeast,

THE INAUMILRAL IIIIPIHIIII.-'1
HAT AT, 19EE

LDDS NIKE
HONOLULL
MARATHON
Probably the firsl Nike
card, and it 15 hard Lo
find. A strange design,
but 0 are their esm-

mercials.

OCTOBER 1905
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It’s Coke’s World
(We Just Collect In It)

On August 3, 1995, The World of Coca-Cola
celebrated its fifth anniversary as Atlanta’s

= most popular indoor attraction. To commem-

orate the passing of this milestone, a Fifth
Edition World of Coca-Cola Collection Coca-Cola Telephone
Card Set was issued. Limited to 2,500, this two card release
follows on the heels of four prior, extremely successful World of
Coca-Cola phonecards.

Once again The World of Coca-Cola has given lovers of phonecards
and Coke memorabilia a beautifully packaged and printed collectible. The
fifth edition cards are presented in a laminared folder featuring a striking,
full-color photo of the pavilion and two phonecards protected in plastic
sleeves. The front of one card features cus-

tomized artwork depicting the pavilion’s reg- e .
istered trademark and the dates of the 2 'f/f £ (Hfﬂﬂf‘ﬂi‘ﬂfy
anniversary. The second card features the . (:’;' geest 3, (Q95

World of Coca-Cola logo surrounded by L
o (o [ il

24

A8 Tm.alnd .
A LA H]'F.’I.-

= e .-;F'f*'" H oy -

Locatola db

international Coca-Cola bottle caps
and a fireworks design.

These ten-minute cards include
the issue date of August 3, 1995 and
expire on September 1, 1996. The
World of Coca-Cola registered trade-
mark appears on the back of each
card where you also find the card’s
serial number and user instructions.
The set retails for $20 and is avail-
able only at the pavilion.

A special VIP set of fifth edition
cards was also issued for guests at a
private breakfast held the morning
of the anniversary. This edition of
cards was limited to 300 sets, most
of which were given to staff mem-
bers, Coca-Cola executives, and
Atlanta city officials.

In addition, The World of Coca-
Cola enlisted BjE Graphics &¢
Publishing to print a special edition
of Dr. Gary Felton’s The World of
Phonecards for the anniversary cele-
bration. The booklets were given out
at the anniversary breakfast and are
now available to the public at the
pavilion. The World of Coca-Cola
World of Phonecards book offers
first time phonecard buyers an excel-
lent education on the phonecard
industry and the value of phonecards
as collectibles. It also acts as a won-
derful complement to any of Coke’s
handsomely-presented phonecards.

The Fourth Edition World of
Coca-Cola Telephone Card was
issued on July 21, 19925 and expires
on August 1, 1996. This card, limit-
ed to 2,500, was produced for the
37th National Convention of the
Alfa Romeo Owner’s Club. Like the
first, second and third editions, these
cards sold for §10 each and offered
10 minutes of phone time. (See
Premier Telecard, August 1995 for
the full story on The World of Coca-
Cola’s first three phonecards.) The
fourth edition is packaged in a slip-
case featuring a vintage Alfa Romeo
in front of an Iralian Coca-Cola cart.



The phonecard features Haddon
Sundblom’s energetic and refresh-
ing Sprite illustration which was a
signature advertisement for Coca-
Cola around the world for
decades. The throw-back adver-
tisement on the front of the card
which encourages the Coke
drinker to “Drive Refreshed” was
chosen specifically for the Alfa
Romeo Owners Club

The World of Coca-Cola

ALFA ROMEO
Owner's Club
-37th Mational Convention
Le Carte Telefoniche

= 10 MINUTI

THE WORLD

Collection phonecards are pro-
A 2l duced by Score Board, Inc., the
makers of Classic Assets
phonecards and trading cards.

Lereeed O ordider

The calling time on the cards is

ap— .
PHONECARDS

The Hottest Collectibles In The World !

provided by Sprint. The World
of Coca-Cola plans to issue a
limited series of
phonecards each
year T COIMmImen-
orate various
events and
sponsorships.
Unavailable
through phone
orders, these cards can be pur-
chased at The World of Coca-
Cola pavilion at the time of

issue. Sounds like a trip to
Atlanta might be in order! For
a recorded message dial 800-

676-COKE.

Stay in Touch with Be3J Telecard

DoMESTIC & INTERMATIONAL PREPAID CALLING CARDS

More and more people in ~ For more information

Morth America are enjoying
the convenience of using pre-
paid phone cards for making

about our phone card pro-
grams, please call 1-800-388-
0912 for a B&| representative

domestic and international near you.
long-distance calls.

B&] Telecard helps you + CusToM NETWORK SERVICES
reach this audience through + INTEANATIONAL ORIGINATION
interactive card promotions = DESIGN & PRINTING
designed to meet your needs. * MARKETING SUPPORT

We also offer attractive + FULALLMENT
retail programs for phone card
vendors interested in selling
B&| cards or marketing their
own affordable cuscom cards.

Telecard World East 957
Booth #6153

B&| TELECARD INC.

999 AlRroRT RoAD
Lakewoon, M., 08701
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Fans finding new ways to worship entertainment idols

veryone has their favorite

hern. Whether it's a

movie star, sports super-

star or rock 'n' roll band

member, we a_ll tend to
idolize at least a few people in their
chosen field of expertise.

There has always been a market
for collecting images of sports figures,
but only recently have the movie and
music industries attempted to create a
similar market. Starting with a trickle
of country music entertainers on
phone cards just a few
months back, the pace has
now inereased to a stead}r
flow of all types of stars.

Here is a brief puide to
some of the more recent
entertainers on phone cards.
Top billing has to go to HT
Technologies, which seeur-
ed rights to reproduce the
“Rebel Without a Cause.”
The first three James Dean
cards of the planned 18-card
series are black-and-white
photos from Roy Schatt of
New Yorl.

Licensed through the
James Dean Estate, the

E}r Nancy Blackburmn

Localtola 3o

HT Technologies, James
Dean, three-card set, 10
units phone fime on each,

5,000 issued, dugust 1993,

cards have been carefully color
enhanced and printed by Colorfast,
using a digital photo process. There
are 5,000 of each of the 10-unit
phone cards, which retail for $6.
Plans also call for 500 jumbo cards,

In the first series of cards, the
ever-classic Dean is pim.ured sitting
on a Coca-Cola crate; with his arms
stretched above his
head; and walking
Manhattan's sidewalls
at 5 a.m. on a hrisk fall
morning. Call HT at
(800)820-8980 for
more information.

The second set,
which was scheduled
for release at the
TeleCard World New
York during late
September, will picture
scenes [rom his third
and final movie,
“Giant.” including a
shot with Elizabeth
Taylor. A third set, to

commemorate the 40th memorial of Dean’s
death on September 30, 1995, will be released
later in the year.

SOVEMIER (095



' PREPAID CALLING CARD $10.00

Integrity Telecom and
In Touch Services (ITS)
recently released two
Grateful Dead cards. The
sudden death of Jerry
Garcia, the thin, shaky-
voiced singer with the sil-
ver-toned guitar, has gen-
erated even more interest
in these cards, News of his
death Mashed on the Dow
Jones tape. Even President
Clinton observed that
/. Garcia “had a great gift”

and expressed the hope

that his death would “serve

as a lesson about the con-
sequences of sell-destruction.”

The $5 “Get on the Bus” card celebrates the “col-
lective feeling shared by Grateful Dead fans,” and
“Dead in Vegas”™ (§10) commemorates five years of
annual performances by the Grateful Dead at the Sam
Boyvd Stadium in Las Vegas.

There are 5,000 each of the individually num-
bered cards, All the cards are rated at $.40 a minute,
and 20 percent of the proceeds from each card will be
donated to charity through The Rex Foundation.
Enhaneced DeadLINK services
prm‘id{f a free voice and lax
mailbox, az well as informa-
tion services that inelude a
Tour Merchandise
Hotline and Ticket Charge by

[a g T id §6 K88 "wyogl
Beale Sireet Music Festival.

LT FOTY e P v Litrai Wisuris Bisiri

s AT
[
g e

e —

ATS, Beale Sireet Music
Featival, $10 denominaiion,
LA issuieed, ﬂ.l'{r_}f 19495,

and

Croative Commun-
iemaitons, J'Ifoodjr
Blues, four-card
sef plus bonus
card (Time
Traveller), 30 min-
wides plone time on
eacl, 2500 issued
{80 sigmeed acts),
June 1993,

ML Rolling
Stones Vovdoo
Lownge Tour,
Jour-card set, 10
wniils of phone
fime on each,

SN0 izsned, :
Iy 1995, '
July WaRLD 1008 54/3
UBO0GH {086
Phone. Call

(800}4 I'TS-123
for information.
Anather set of
hot eards from the
musie industry is
MCI's  Rolling
Stones Voodoo
L[]'LlIi.gL* Tuur.
lssued

[ “Raid 100

ROLLING STONES 94/95

during
July, the four-card J
set wasted no time
getting some “satisfaction™ by vaulting
into Moneyeard Collector’s “America’s
Most Wanted™ list,

Three of the 10-unit cards feature {UNUHSTIHRLLIT
the Stones” trademark tongue icon, with
the fourth using the “Bunny Man™ logo
from the group’s "94-95 world tour. Five thousand of
the sequentially numbered cards were Pmducad._ with
500 additional sets marked as “Promotional.”

Chris Garibaldi at North Americards (206)64.1-
6057 is the exelusive 1.5, distributor of the cards,
while Carrier Services, Inc., (CSI) holds the exclusive
worldwide license and 15 an authorized distributor.

Fans of one of the most progressive bands of all
time will now have a chance to carry mini versions of
the group’s album covers. The Moody Blues phone

card collection is a four-card set featuring artwork

GTS, Jimi Hendrix, 10 minutes of
domastic phone time, 2,000 issued,
September 1995,

Locatola 3



America:sMost Gollectible

here's a wider vaviety of telephone companies this

month, but still not a Baby Bell in sight! The only

RBOCs [Hc:gilllml el {]l]l‘l'utillg Emnp:min?s] men=

li']ll{'d HI ﬂ” Wit P:Iﬂiﬁi' Hl"“ HTH‘I II]':‘ TELEWY kill Lk

the block, Southwestern Bell, which introduced o
Stan Musial card at the Sports Collectors Convention in
51, Louis,

Spli.“t jl,rl[| !_-:n-l‘jl,-[:nhl ilgﬂill |||}|11ir|:it!' 1h|" 1'|'|.H.|'15, 'l'u';”l
the long distance giant represented three times and the
gofi drink iron shown on four cards,

With all the attention of the Go-Go crowd fixed on
Corca-Cola and McDbonald's, smart colleciors are linding
many i gem by looking past the glitz, One of the most
popular is the Crayola Crayons issue, which is ranked
mumbier four this month. |'|u]]f:|'h||:.'. the sueeezs of this
l'{llll '|||'i” nu ﬁl:lu“'ll l[] (11} EI} [lll""r {_:ﬁJJ"'l]il |J|'.‘iIEEJ:|Su
Enough is enough,

While everyone seems to be fixated on 1.3, corporate
varils, consider the many, many foreign cards which dis-
I_IL'[}' t]llf I][l[llllﬂ]’ [.:"} |‘]Eﬁl.‘i; Pri(:l::ﬁ 1]{1[':“ I]::girl Ell.j”hl. d
few dollars. And there is a mood selection.

I vou expand your horizons, you'll be richer and
much less frostrated. Your collections will be much
maore il!ll‘.rl::!-'lirlg Ell:"ﬂ'l. .l.'l'l': LR b - | ]L"H.lli.[lg {:ﬁ[:u [.'ﬂhl f\'nl."
lection, and it is just plain boring!

COKE 10-TINIT SODA JERK Issued for

the Mational Soda Jerk Convention, the 2,500
mintage and snappy design based an an old serving
tray h{'ipl."lil ' ™

SPRINT/SCORE BOARD WORLD OF

springboard this
issue Lo the top,
The card was
listed by three
of our zeven
dealers,

Arriea®s irs
salivral Convention
of
Soda Jerks

Fara Bd=1%, 1D

| 10 MINUTES

VISTA-

UNITED

A-UNIT
CONTACT 06 The most
interesting 1995 card
issued =0 [ar by Disney, this
one was designed to woo
Convention attendees 1o
the Orando 96 Disney
convenhion. The other 9%
Disn["" ['uﬂ]s hﬂ'ﬂ': hl.':l[}'l'l'
average designs, and are
unlimited mintage.

‘8 q_i_"_lf[!_!_i_l__ﬂ__l_!_l_liﬂn_f Colors| TOLA CRAYON
™ With an extremely limited
mintage of just 500, this card was a

IQ f“ésmu ??S H"E A CDG 10-MINUTE

trial run 1o lest aeecplance of the
prepaid concept within the corpora-
tion. Lets hope they like it, The
eard is really hot!

\CRAYONS

SPRINT/SCORE BOARD

WORLD OF COKE 10-U

ALFA ROMEQ One of the most
popular of the WOC series, thus far. the
2.5 cards sold out almost instantly, The
card also is destined for stardom with the
overseas topical collectors who colleet auto-

related phone eards, so it should become
even more scarce in the long berm,

o
ALFA ROMEO
Chwner's Club
3Tth Mational Corvention
L Carte Tebefoniche

10 MINUTTI

L u BETTRREENY =

HIER@HA{ Piiﬂh[ GARD EONFLRENGE AKD EPFJ]"!HL‘H

l‘LJTI RE CALL 10-UNIT STAR TREK
5 STARFLEET ACADEMY  Tssued for the
Inernational Phone Card Expo in San
Francisea, this is the first Future Call show card,
Because of its success, it won't be the last, Tl bet

Reasonably priced and recommended.

BROVEMEBELRE 1095
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& Sprint. 4mh Annlversar".' J
1055-1995,,
P _rﬂ.llf"

| = i muts 4 i

ItlH!IIHEEIIE 1

. T MCD S CORP TE
CARD SET OF 2 Sometimes known as the
Hamburger U, cards, the puir commemorates the 40th
anniversary of MeDonalds, One card earries 50 min-
utes of domestic time, with the other carrying 50 min-
utes of international time, With a mintuee of just 1,004,
few collectors will ever own a set, which could make
this one quickly forgotten,

? : NGO PEPSI
CARD Filieen million of these cards were produced as
prizes for the Discover Congo eontest, and the cards inelude the
Pepsi Logo to boot, 1t will be an issue to rival the Gillette mass r-
duced eards that helped spread the prepaiil telecard word 1o the

g[:mrr}ll ]Jupulalinn. I really like this one!

s
HINS

Sold 8z g uzer cand in the
Florida touriet market, it
is hoth lovely and has a
low per-minute ele-
phone rate,

VINITEL 10-MINUTE
SUNKIST/CANADA

DRY A multiple logo card

issued for a hotiler's convention in

Chicago, this one oozes with col-
lectibility. The text welecomes the
Coea-Cala ;Iil:rlt]in;__: Con, of {:llil':!l-_:!).
See the "'[.'ﬂr|m:rdlr: Comer” in this
month’s issue for further details.

L D LDDS/HT TECHNOLOGIES
10-UNIT DUCK HEAD
CLASSIC This card combines two popu-
Ii.:IJI |?1'.|J'|Iﬂn||l.: |ﬂgﬂ.‘i i]]li(:k Hl‘:ﬂfl EII'Hl I:’l:lk{‘}

with the appeal of the Ronald MeDonald
House, | helieve thiz is the frst Duek Head
|r|mru1 card 1o be ssaed, Dhsinbuotion |:|ruh-
lems muddied up the first issue of the card,
bt the next edition should be on the mar-
ket by now,

#Ohutsdcle the USA, call 603-855-3844,

Cocatoladl
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Even more red hot

Coca-Colan; Red Hot Summer givenwey;
S1 denomination: 16 mintes of p}rufa{e
time; 22,000 issued (20,000
English/2,000 Spanish); June 1993,

Special card printed for radio station
giveaways. According to Coke officials,
the only way to get one of the cards was
through one of the stations or via sec-
ondary market. Large percentage of the
cards were likely discarded, since most
were awarded to non-collectors,

-

\ FUN WITN & PURPOSE

y

)
Mt te 0 S

 —  QALIFORNI
 pa1D-STAZ
. g g

5 ar

All's Fair... deod

Empire Cards; California’s Mid-State Fair;

ki i USACard;
-Eg;‘f;numrrm.rimr, L0 e e Lith Mid-American _E"Ol'rz (Jomhr‘ririmf_: 10
denomination; 20 minutes of phone time;
Produced for the “Biggest Little Fair in SiH issued; June 1995; contact (303) 777-
the World,” the eard was a joint venture 334,
with Wendell Hamilton Award Design USACard; 19th Intl Paper Money Shouw;
Medals and Imperial Shrade Cutlery. S0 denomination; 20 minutes of phone

time: 2,100 isswed; June 1995; contact

Fulfillment by INET, with proceeds bene- (303)777-3034.

ﬁtil]g local 4-H and FEA Jrrograms,
Both cards printed by Colorfast,

BGT ‘Shrines’ on

fif;?‘ f'.‘”.rf-frlr)frlf[‘.f,' ?}"lrifﬂ_l'r Sj””!-l" ?}"fﬂplrl"".: ,ﬂfﬁ I'.rf"HI'i"HI"FH [II'”],' fﬂ m rlﬂ Hr!".‘; ”j’f}hfﬂ'r? "III]E",: -’;f}{}
issued; August 1995; contact (800)344-7262 ar (200)732-2784.

Ultra-low mintage with one of first Shrine card themes. Produced as fund-raiser to benefit
crippled children, Cards can be recharged at §.40 per minute, Network services by AT&T.
Each card numbered and dated.

Back issues of Moneycard Gollector are available
s0 you can complete your collection. All copies are
$3.25 each, which includes postage and handling.

Vol 1 #1 Vol | #2 Vol | #3
September 1994 October 1994 November 1994
Vol I #4 Vol Il #1 Vol Il #2
December 1994 January 1995 February 1895
Vol Il #3 Vol Il #4 Vol Il #5
March 1995 April 1995 May 1995
Vol Il #6 Vol Il #7 Vol Il #8
June 1995 July 1995 August 1995
Vol Il #9 Vol 11 #10
September 1995 October 1995

Call 1-800-645-7456 to order

Please allow two to three weeks for delivery.

Locatolads
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World of Coke celebrates 5th

Score Board/Classic; The World of Coca-
Cola bl Anniversary; 2-cord set; 10 min-
ules of phone time on each card; 2,500 sets;

August 1995; contact (B00)676-COKE.

[ssued to commemaorate the 5th
Anniversary of the Coca-Cola muse-
um. Fifth in a series from Coca-Cola
corporate. Comes mounted on beauti-
ful carrier board. Nearly sold out at
press time.

TR

BOGART

RIS
(107)393-1177.

ACMI i s 12
AmeriVox ... e
Brilliant Color Eanfls .......... Cﬁver 4
Conquest..... A ]

D:u]quesu’ \iﬂneycard Eaﬂectur

Gem International ... 11
HT Technologies ... 15
Moneyeard Collector......ccccooeve.. 49
DANER i, 39.41. 43. 45
Provident.......... phhee i I
Quest/Liberty.....o... swnasnnnsOVET 2
LDDS. L
ScoreBoard Classic ... 13

Telecom South ATFCH coeeenreenend T
LSBT e 48
LS West e Lover 3

Here's looking at you...

Clobal Phone Tulle; “Bogart: In Search of my Fother™;
3 minutes of phone time; 500 issued; July 1995; contact

Une component of an overall adverrising
campaign by the issuer, Dutton. Cards were sent
1o kr:}r accounts and sales reps in July. A very lim-
ited amount of the numbered cards were made
available to the collector market in September.

OmniTel paints
Boston

OmniTel; Bostan; four- (8§
card set; 10/25/50/ 100 |55
unris; 50000, 000K i
SO 2000 issued;
Surve 1995: conteet

(800)505-NOV A,

Four-card set from paintings of the city
of Boston by world renowned
Impressionist John Terelak. Cards are: 10
unit!/Boston Common; 25 unit/Church al
Copley; 50 unit/Solar and Stream; 100
unit/Public Gardens. All were printed by

Plastic Graphics.

InComm rolls video
InComm; Kids

Hame Video
(Captain of the
Foresti A4 errm-‘_}.'
through Fairvland”; B8
5 minutes of phone
time on each card;
SO0} issued; July
1995; purchase at
1 'urlr__:':-'.[ slores.

Issued by Prime
Time Yideo as pro-
motional gifts pack-
uged with the two animated [eatures. The
videns were marketed through ’I'.':rget dis-
count stores across the country. An order
form enclosed with video allows customer
to order additional cards.

Erﬁﬁ?{d}:&d‘?qg-';.‘a.;&

~¢| Helping Hand
il ACMI: Comee Aid: $6
denomination; 10 min-

utes of phone time;

AmeriVox
salutes Arts
Festival

AmertVox: "0
SOV o you E.
s, avhat™ 810 e
denamination,
GO0 issued; S20
denominalion,
106 issped;
August 1995;
confaet

(908)985-7207: fax (908)985-8060,

Issued for the 8th Annual New Jersey
African American Arts & Heritage
Cultural Festival. Conceived by
AmeniVox representative Sharlyne
ﬂal]uwarWashingl on, the card illus-
trates a mother and child sitting before
O Glory,” with the inscription “Oh
say ean you see..what”, the title given
to the work by artist Clayborne E.
Chavers in 1973, Galloway-
Washington believes this is the first
phone card ever produced depicting a
non-celebrity black female.

Localolad

10K} cards issued;

July 1995; contact (901)363-2100.

Made with Commission On
Missing and Exploited Children to
help promote programs to prevent
child kidnappings, abuse and Imgleut.
Each card features a missing child,
along with vital descriptive informa-
tion and where they were last seen.
Printed by Brilliant Color Cards.

Vastar has
medn
machines
Vastar; Street
Muachine
Nationals: 10} minutes of phone time; 4,200
fssued; June 1995; contact (800)243-9885 or
(317)236-6515.

Commemorates 20th anniversary of
Street Machine Nationals show.
Distributed to attendees at '95 show and
prf:-mg'istrunis Lo next }-'ear’s evenl.
Cards are individually numbered.
Artwork by Jay Bruce, with network ser-
vices by Planet Telecom & Technologies.

MOVEMBER I%%5



The squawk over Duck Head cards

By Naney Blackburn

n June 1995, HT
Technologies issued
cards to mark the
Ronald McDonald
House - Duck Head

Golf Classic in Atlanta. A

number of difficulties were

encountered in producing the

Duckhead Golf Classic card, and as a result, five differ-

ent cards have been identified to date.

Identifying the different cards, how collectors can
distinguish them, and how each came to be created,
has kept the industry abuzz for a number of weeks
nOW.

The cards were issued by HT to help henefit the
Atlanta Ronald McDonald House. The following are
the known cards and their distinguishing features:

* Card 1 ({back not pictured} — 5-unit event cards,
mintage 1,000, which were provided to event orga-
nizers.

* Card 2 — 10-unit cards, mintage 2,000, which were
split between the event and phone card collectors.
The cards carry a four-digit batch number at the
lower left corner on the back of the card. followed by
the serial number, issue quantity, date and the print-
er designation {e.g. 2002.1825.2000.6.95.BCC). Both
Card 1 and 2 carry a June 1995 (6.95) issue date.

HT Technologies; ﬂck Ilmd I:'Imsic; T} umiis;
2,008 Event cards/ 4000 Collectors Edition coards issued;
June August 1995/ August 1993,

« Card 3 — 10-unit cards,

mintage 4,000, designated on

the back as a “Collectors

Edition.” The cards are

numbered on the back with

a tour-digit batch code, fol-

lowed by the serial number,

mintage, date and the print-
er designation (e.g. 2003.0001.4000.8.95.BCC). These
numbers appear at the lower right corner and carry an

August 1995 (8.95) date. Includes HT Technologies

logo and black band in lower lelt corner.

* Card 3 Variety 1 — 10-unit card identical to Card 3,

but with numbers positioned in lower left. Mintage

designation says 2,000, with a July 1995 (7.95) issue
date. Serial numbers are 2000 and lower, Both Card

3 - Varieties 1 and 2 are pre-production iterations of

Card 3. At this time, the total number of these cards 1s

unknown, but we believe it to be quite small.

* Card 3 Variety 2 — 10-unit card identical to Card 3,
but with numbers in lower right corner, mintage des-
ignation of 4,000 and no black band in lower lefi.
All serial numbers are 2001 and higher.

In iight of the sequence of events and the different
cards that have resulted, several dealers and collectors
are unhappy with the situation. They feel that inten-
tionally or otherwise, the issue was misrepresented to

Locatoladd



Atlanta Ronald MeDonald Howse

rom 1-800-231-4091

1. Enter surd number when prompted

0000-000-000

3 Follow automatod wilo: prompes
o mal! Disar @ Bvie o i Saafie A el
4. Press o @ to ploce multiple enlls withoat banging up,
5. To renew orpurchase nddltlonad long disance minates press = amd have yoar
V¥isa or MasicrCord rendy. Ench ilme you rechorge yoar card,

Atlantn Ronnld MeDonakd Homnse nill recelve proceeds.
Cumamer Service 1-SIN-008-4040
T aboer privine [abel cheds of fof msee MRrmatian o Debi Crnds ol
Erkebelby BehH CArds 1-HH-2TH-2271

Technicall wppart g lded by 1T fechealagics

Expires: 12 Mos. 1ﬂ
2002, 1825,.2000.6.05.8CC LINITS

Card 2

them. They further contend that had they known in
advance what was to occur, they would have pur-
chased fewer cards or none at all.

Suggesliuns have been made that the 4,000-issue
“Collector’s Idition™ was in reality an unplanned sec-
ond edition conceived after the 2,000 event cards were
oversold by HT. The separate numbering and
“Collector's Fdition™ designation is believed by some
to indicate an addendum to the original event run.

The dealers claim they were advised over the
phone that (:111:,.' 500 hveunit and 2,000 10-unit cards
would be issued, for a total mintage of 2,500, and that
no “Collectors Edition” was initially disclosed.

One dealer reportedly wanted to order all 2,000 of
the available 10-unit cards, but was limited h}r HT to
1,000, He received a fax on May 31 from HT confirm-
ing that there would be “2,500 Coke/Ronald
MeDonald House card: and that 500 will be going to
the tournament.”

MNearly five weeks later, on July 3, a memo was
sent from HT to all customers in order to “clarify any
confusion regarding the Ronald MeDonald House -
Duck Head Golf Classic card. The edition breakdown
is as follows: 1000 - 5 unit cards / Donated by HT to
this event; 2000 - 10-unit cards / produced to be sold
at event. A separate edition marked *Collector’s
Edition’ was produced for HT distributors to sell to the
public. Collector’s Edition - 4,000 - 10 unit cards.
Total edition = 7,000 cards.

“Due to the ﬂv&rwhe].ming response, we delivered
a portion of the event 10-unit cards to some of you.
The collector’s edition will be available within 12 days
and the balanee of your order will be shipped ASAP.”

Dealers apparently became frustrated when they
compared notes and discovered that more than the
originally stated maximum of 2,000 10-unit cards had
been pre-sold. During the month of June, some report
that they were asked by HT personnel to accept less
cards than pre-ordered, even though they had already
paid for their original complete order of cards. Others
became concerned when they heard that some orders
had been filled and others had not received any cards
at all.

The dealers were quite adamant that HT's July

announcement of a 4,000-card collector’s edition was a
complete surprise to them. According to the dealers,
coin and stamp dealers address unintentional oversells
by: 1} distributing the available merchandise in a pro-
portionate manner; 2) writing customers an explanato-
ry letter, perhaps including other free product as a
token of good will; or 3) going back to the market and
making every effort to buy back product to meet the

orders, even if it means taking a loss.

HT’s version of the events is quite different.
According to HT’s Peter Heitmann, his company
issued 1,000 five-unit cards that were donated and

handed out at the event.

According to Heitmann, the original licensing
agreement provided for a collector’s edition, but the
exact figure was not decided until all parties and their

attorneys had reached final agreement.

The figure of 4,000 was reached the same day that
solicitation began for the collector’s edition, Heitmann
said. Before the day was over, the entire issue was sold

out, however,

Heitmann denies that the cards were oversold, and

-~
INSTRUCTIONS ‘-f'i r.f' \ Card 3
COLLECTONRS EDNTION .'? "'.-I'q ':-I &Y JH’BT’['B d
1. Dol 1-800-237-4091 | "'E‘”'E‘ ; L] "Cc_; !_Ism,!firs
2. Enter your Glabal Quiskcoll numoer:  EREERSER - Erd'“’-"" i
- ar Numbera at
3. Domestic Calla: Dial 1 + Areo Gode + Telephone Humber, et e,
4. Imemational Calls: Dial 011 + Cauntry Codo + Telephone Numbar. 4000 mﬁru; i
E, Additlanal Colls: Prass (W] [¥] . walt for the message, diod 1?935’ i
1 + Arga Code + Telaphons Number, st
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H?s:";:ll::npli;é or Distavar cand rendy. i::"c'i* E:m’rd L
Foi addliiianel cuslwionse, call Cushames Sarvles ar: 1-600-B30-4048 ﬁ LR
e N units: 10
Mubwzik durviin provided b LODE Cs keflzfd Zﬂﬂﬁ_ﬂm.iﬂﬂﬂ.ﬁ.ﬂi.ﬂcb
(e INSTRUCTIONS )
COLLECTORS EDNTION ﬁf i‘ !
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Fariety 1 | 5 gater your eiobal Quickcall number. B i :
Numbers at | o pooocue calls: Diol 1 + Aea Cods + Talephone Numbes.
lvwer left; | | | amationsl Calls: Digl 011 + Country Code + Talaphona Kumber.
2,000 | & againonal Godls: Pross (£ (4], walt tor the message, dial
mintage; July 1 + Atag Code + Telephone Number,
1995 tssue T puschass oodlinal tmo pross ] 3] end have your
= O ranew Of
date; serial ViR, Movhrtand o Discoer Gied pndy, E
Hil-l'ﬂ{iﬁf‘-* Lﬂﬂﬂ For adeiilonal oaslshanee, call Gunlomir Servica of; 1-B00-038-4B40
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attributes the problem to disappointed dealers who
expected to receive the remainder of the original event
cards and had pre-sold or promised these particular
cards to collectors at a double or triple markup.

In retrospeet, Heitmann states eategorically that
HT will never again issue a collector’s edition of an
original event fund-raiser card. What HT saw as a
solution to satisly the eollector’s market has caused
confusion, he says, and the organization does not care
to repeat the experience.

AL any rate, the situation has caused quite a stir in
the colleetor COMLMuUnity, im:lutling non-stop discus-
sions on the CompuServe and America On Line net-
works for the better part of two months now. Were
any laws actually broken, or was it simp]}-' a lack of
communication between issuer and dealers?

One question is whether state or federal consumer
protection laws that govern Ihn'prmluction of sport
memorabilia, coins, or collectibles would apply to
phone cards that are advertised as collectibles.

California, for instance, has some very striet laws
pertaining Lo limited edition collectibles and destruc-
tion of plates to ensure precise production runs.  That

If you would like to
your localFAmervox
Corporate Office at 415.694

s datipies Lonee Wisial Ans Frodech, (s, 1905,

law was made necessary by the abuse of the word
“Limited Edition™ by the sports collectibles industry.
Mo determination has been made. thus far, whether
the law applies as such to phone cards issued, sold, or
used within California.

Anaother obvious problem is how to satisty the col-
lector’s market while retaining the integrity of a fund-
raiser. Perhaps the question of greatest importance to
collectors is whether a “Collector’s Edition™ will have
the same value as the general event issue.

At this time, most dealers are retailing the original
10-unit event card between $35 and 350, with the
“Collector’s Edition” going for less than $10.

The lesson to be learned from this sequence of
events is that issuers must communieate all the details
of their programs with dealers and distributors, and
that once the cards are unnuunced, lIIE:_L' musl proce ed
exactly as explained. If a supplementary issue is even
contemplated, that information must be revealed from
the outset. At stake is the collector community’s confi-
dence in the issuer, the marleet performane: ol its [past,
and future issues.

| D TITCN AL WAL CF AT AT
It's not the pi ing
artheg:th%l: r

¢ Entemprises, Inc
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ALL THE NEWS FOR SERIOUS COLLECTORS

DECEMBER 1995 / JANUARY 1956

Fleet Week Sails Onto Phonecards

Gujden Gate Diamang

Fleet Woeek is San
Francisco's annual celebra-
tion of the city's long asso-
ciation with the U8, Navy,
The celebration traces its
roots to 1908 when Teddy
Roosevelt’s Great White Fleet
sailed to San Francisco. Fleet
Weck became an official cel-
chration in Sepiember 1919
when 36 Mavy ships from the

Pacific battleship fleet
steamed into the bay. This
year, Fleet Week 1995 took
place from October 4 through
[ 1. The parade of ships was led
by the aircraft carrier Carl
Vinson which launched and re-
covered jet aireraft in the
shadow of the Golden Gate
Bridge — within a few hun-
dred yards of 300,000 cheer-
ing spectators.

formance by the U.S. Navy
flight demonstration team. the
Blue Angels.

This year, for the first
time, HT Technologies and
Pier 39 capture the fun and
the spectacle of this one-of-
a-kind event in The Flee
Week 1995 Collector Card Se-
ries. Share and preserve the ex-
perience with these fabulous

limited edition

The Fleet Week
air show fea-
tured some of
the world’s best
agrobatic pilots
and was cli-
maxed by a
stunning per-

The John Mason Collection

New Worlds Dlscovered

For most of his 35 vears
JTohn Mason has brought
beauty to life in his music,
painting and computer ani-
mation and now with the re-
lease of the John Mason se-
ries by HT Technologies, on
phonecards, ln viewing the
stunning images in this series
it is difficult to believe that
the strikingly beautiful and
realistic universe depicted on
these cards is solely the prod-
uct of John Mason's fertile
mind. One simply cannot
look at these scenes and not
feel that these are real places.

. These
', umqm, and

£ | medium for
his vision.
Iohn Ma-
B son has

brought
new places to the world of
phonecards and a new dimen-
sion to art. A few fortunate col-
lectors will enter this amazing
fantasy universe with the John
Mason series phonccards.

Frar 39 1'1-"El1lﬂ\:lﬂ1£'

phonecards.
The Fleel
# Week phone-
card series in-
cludes images
W of Flect Week
participants in-
cluding  the
Blue Angels
and ships of all kinds from
around the world. The set
carries logos of sponsors Coca-
Cola, Swatch, Kodak, Citibank,
United Airlines and others,

{'Brian's Angels
Contact HT Technologies

orour distributors for informa-
tion on the Fleet Week Series.

The Automobile Turns 100

Celebrate the 100th anni-
versary of the automobile in-
dustry with the
ongoing series
of automobile
phoneccards
from HT Tech-
nologies, the
Mational Auto-
motive Histori- |

first issues will depict a Dodge
Viper (shown), a vintage
LaSalle and a
1817 Buick
and will be fol-
lowed by addi-
tional cards
during the cen-
tennial year.
Interested col-

cal Collection
and the American Automaobile
Centennial Commission. The

lectors should
order now 50 a5 nol (0 miss
any of these beautiful cards.

Contact HT's Distributors for Info.

USA:

Promotional Phone Cards——(B00) 722-8993

Powell Associates

Europe:
Sirius

(800) 528-8819

011 49 611 95 2880

HT Technologies, Inc.
275 Battery St., Ste. 1480
San Francisco, CA 94111

phone
fax

(415) 421-8980
(415) 421-2622
internet htsales@htti.com
http: /www.htti.com/~telecard

Phone Card Information Hotline

1-800-820-8980

or 1-800-938-8162

Locabolad?



AmericarsiMostiGollectible

his month's Most Wanted is gaining a little more
sanity after a steady diet of nothing but Coca-Cola
amd Melonalds. We |1:|u]|_1.' have aver hall the list
devoted to other cards,

It% hard to belicve so many colleetors can want just a
rn“' I]I"'ll]l:' I::H:rd 1}']“:‘.‘{- Nu “'UHI:'I:T H'll: |Jri{‘-|,‘.ti are :lri‘f'r;ll
1o short-term unrealistic heights.

If you are a beginner, be careful of newly issued cards
:il'.“illg al |'..14:1r1~|r|1'.|].I high I;r]i'ﬁi. You _jm-ﬂ |||ighl gi'.l‘. bt -
ten, It's much better to zo slowly and select a less specu-
lative gubject. Study mintage, price and demand {long-
term demand) and make vour own judmnents aboul pur-
chasing.

One of the most interesting developments is the entry
ol some of the EEIHj(:r teleos into the 00 hosiness. Seems
like their dedicated telephones and stored memory cards
do not provide all they had hoped for.

fl‘]‘H: lilﬂjﬂm dan: }Hfhﬁl'llli.llg 1o “l“.‘: l[l] “'i.l.]'l Hnl} [:L‘Ird_-i =
NYNEX, GTE-Hawaii, and foreigm stalwarts sueh as
Deutsehe Telekom of Germany, and British Telecom.

One L5, BO0 card is rr.‘prr!.liirnlt:d here IO our best
sellers: the lovely GTE-Hawaii Lahaina card — the

iszner’s first B0 |}L'|:rdu|:t.

Al MeDonald's = Tamarac, Flor

F SCARD MA CME

Chnly 2,000 of the 1-minute cards were
issucd in Florida and they are reasonably priced,

for a change. Recommended at under §25.

il Amntiviersery
o Frpgment &Y, PG

SPRINT/SCORE BOARLD,

WORLD II.".IF' COCA-COLA 5TH

! E!I I '.55
TELECOM NBC ;
NEWS PEACOCK This CERCELENTLC

10-minute promotional card S
spreads its wings this month as third most requested.
Six thousand cards were minted, but they're already

priced too high for me!
L| DRY An unusual comhbination of
logos created by a bottler to wel-
eome a new member o the fﬂm'li}' -
Coca-Cola Bottling of Chicago. Hol
drinks make for a hot card.

MN CTINK T

ROMEQ Created for 2 national con-
'||'1_"r|.|,iU“ ﬂr r\.il]l]ﬂ TGS |:|J I.II']'H: “‘Inrjd

of Coca-Cola... but at a huge price. With
2,500 issued, this is a better buy than the 5th
Anniversary sl shown in 72,

ALEA ROMEO
Diwner's Club
Fhih Natinaal Convention
Le Care Tolefomiche

0 MINUTI

EHILQE.

ﬂl. new=

comer Lo l:hr: Jml, this card
has a lot going for it (Steve
Young, Snoopy, and AT&T),
whether signed or unsigned,
The anly problem seems to

THE WORLD
e EOF e m

ANNIVERSARY
Ill.'rcﬂ:ard set with
minules of (ime on

for the Sth
Anniversary ol the
popular Atlanta
tourist atiraction,

S04 comes irl ] J'Ii!!ﬁ

l‘.Hl.'h II!HJ'I'J. Wils iE!’ilJl.-

The

falder, bt hags alre

]'_Il',‘ |,|1r|_: |:1'gh n'li[lngl!. Epnrns
10 experts will say that Steve
Young is not controversial
enough to gel the lans excit-
e, but excellenee alone

should make the 49-minuie

il

ou) ‘54N & snLsed

card popular, Special packag-
ing, unique to the autograph
_ju:tla'u:1 adds to the H|.'||:|L‘-i1|.

aidy
o

reached suary prices.

Locatoladd
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ROLLING STONES 94/35

Jimmnis - Q000000 (0UNGE TOUR

100000 L0UNGE : :

”—} ROLLING

LTI | §TONES

of Lg, " = 0
S I[] ﬂ [5 oy SET The four-card set makes a puzzle. This one started ot very expensive
L o f and is geiting worse. Very limited mintage of 1,500 sets of the three-unit cards
I' " P I-I 1 1 r
27 wis ssued and released with .-i|:[:1'u|.| “Meal Deal” OIS lll]rll!g Sﬂ]llemilfr,

The linal spol ulwu:.a: seems Lo gel lm,-__:gnd down
with candidates. Tl just list them all, and if you

need details, call me.

MCDONALD'S' 5TH

ITHE PREPAID CLLLING

MCI ROLLING STONES SET The 10-uni : » )
? limited edition “Complimentary Se1” was ere- OLI.T L ME=

ated for Rolling Stones internal use (indiges-

tion anyone?}, media, and complimentary giveaways. . 2
The roll-out ol the First Edition was scheduled [or i Tonher
this summer, with the bright and bold cards o he
sold on the group’s Yoodoo Lounge World Tour.

PTIT 85 NASA cords.

-..—_.'_

TH1 IKIRERATHINAL

AIDS MEMORIAL

QUILT,

Beor ALL RarTies

GTE-Hawaii 20-unit Lahaing ~ LeieTrading/

remote access card (their first). E’TELIE‘;M"‘

ARE FOUGIT WITH A Swionn, P ™ Tribute set.
THANK Y¥OUu
HT TECHNOL, S 5-UNIT Phase Four
AZALEA FESTIVAL Thero are two aueey Okiaho
cards to this set. The 10-unit card was widely Dis:s:::'"a
distributed at about $12, but only 1,000 of the 5- Edvcation Fund,
unit cards were produced and 700 were “cap- I(‘f_"“-‘gf;?""*d by
tured” for collectors at the Muskogee, Okla, Walter Payton)
Festival. A rare colored logo (MeDonald's) %
eraces Lhe back side of thiz card. AtCall 3-unit Ala Moana
McDonald’s card (speci ﬂf%'

marked “Employee lssue”

Locatolad



READERS ALUAYS URITE

Thanks, USACard

[ would like to publicly thank USACard Corporation of Denver and appland them for
how they have handled the situation they were put in by HT Technology's failure to deliv-
er the Atlanta Ronald McDonald Honse Duckhead 10-unit original event {2,000 15sue)
cares.

Back in May, I purchased 50 of these cards from USACard, part of the 1000 which had
heen sold to them by HT. In July, Tlearned from USACard that only 100 of the 1000 had
been delivered to them by HT. 3

In August | was informed that the halance of the cards were available but that HT had
delivered instead part of the new production of 4000 “collector’s edition” cards, 1 was
asked il [ would accept these cards, but | declined. Tripling the mintage of the image and
then giving me the higher mintage version was not what [ ordered and took market risk for
back in May.

Recently, in October I have received from USACard = free of charge — five of the origi-
nal event cards. The accompanying letter explained that they (USACard) had been trying
but unable 1o resolve the non-delivery and excess mintage i=sues with HT. As a goodwill
gesture to their customers, USACard divided up proportionally among their customers the
100 eards that had been received.

While the five free cards are not quite the same as receiving and (gladly) paying for all
30 originals, it demonstrates that USACard is doing everything possible to take care of their
customers while their attorneys deal with HT. They may lose money with this giveaway,
but they have this customer for life.

Thon Contrad, President, Homisen, Mefrose, Moz,

Season's Greetings

Season's greetings from all of us at HT Technologies.
Thanks for the great job you are doing to help build the
collectible phone card market. We have experienced
tremendous growth this year thanks to our collector
customers, our dealer networlk, our suppliers and the
industry press. Qur wish for 1996 is that everyone will
da all they can to educate the world about the potential
of the collectible market.

During the second half of 1995 HT had some block-
buster issues — from the James Dean series to a new
Alexander Chen puzzle set. Another highlight was the
sponsor-studded (Coca Cola) Fleet Week commemora-
tive set put together with Pier 39 in San Franeisco, We
promise to continue the effort in '96 - with many hot
new promo issues and exciting artwork on phone cards.

The "Red Hot Wings” article pertaining to the Duck
Head eards may make them one of the most valuable
collector editions in phone card history. Upon reading
it, many of our dealers and distributors called to con-
firm, that in their experience, the price differential
hetween the editions has been negligible, All of the 40
editions of promotional and collectible phone eards we
have issued sinee Angust 1995 have been clearly defined
prior to issue. HT is committed to providing the high-
est quality product, and we appreciate your support.

Fhawr Faiv
-
& MINUTES
i Sea

Number correction

Thank you for the coverage of
the Blue Jays “HELLO! Phone
Pass™ in the November issue of
Moneycard Collector. However, the
phone number mentioned was
incorrect. The eorrect number for
collectors to call is (604)654-7535.
While these eards are no longer
available from Bell, collectors who
call this numhber can obtain the
names of the dealers who are han-
dling them in the secondary market.

= Ty e Ty T
Stacey Sehultz, Prodhict Mar., Bell Canadla

Thandis for the updated information,

Have a great holiday season. We look forward to

another year of gmwﬂl for us all.

Peter Heitmann, Sr. VP, Sales & Marketing, HT Technolugies

Thanks for sharing your perspective with ws. The prices and differ

Localola 5l

For Dealer Inquiries:

ACMI

5425 East Raines Road, Suite 1 * Memphis, TH 38115
entials quoted in the story aceurately reflected the values provided to : . Fax {Qﬂ 1 ] 363-9707

us ol the time by several prominens phone cord dealers,




Mot everything is ‘Ducky’

ﬂ(:gﬂrdiug your December story on the HT T[f[!]l]]ﬂ]l’)i'__[iﬁs
“Duckhead™ [ﬂmuL cards, we were one of the dealers who were
sold these cards directly h"r HT. 1t was the most distasteful EXpE-
rience we have ever |1ﬂ{| since heing in the business,

The: controversy is not merely a misunder sl'mdmg between
the: issuer and the tlm]Pm The time line of events is evidence
otherwise. Let the readers draw their own conelusions:

May 26 - While on the phane with HT huying other products,
we were solicited to purchase “Duckhead” 10-unit phone cards,
We were told that the mintage would be 500 fve-unit cards for
the tournament and 2,000 tep-unit cards for the collector mar-
ket. Alzo, we were told that we were the first to be oflered them.
We: offered to buy all 2,000 of the cards, After their internal dis-
cussions, they agreed to sell us LOOO of the 2000 {ten-unit cards),
They faxed a contract later that day confirming that we were pur-
chasing 1,000 cards then “in produgtion” and that they would be
available “in the next 3 1o 4 weeks”, We signed and returned the
contract.

May 27-28 - Colleagues reported that they too had just pur-
chased cards and were also told the mintage would be 2,000,
Adding quantities supgested that slightly more than 2,000 cards
may have been sold.

May 31 - After several requests, HT finally faxed us a memo stat-
ingr 2,500 was the total mintage, of which 500 {five-unit) cards
were going Lo the tournament. (leaving 2,000 ten-unit cards).

June 6 - In response to HT's request by ph one for a ;._-,mmutw
af our card purchase, we faxed HT conlir ming UH‘ “total mintage
|]|?1I‘|g 2,500, with JUU going to the tournament™, We dul]mlm*[i
our VISA account to be debited upon shipment, exactly as was
done on an earlier transaction.

June 11-12 - The Atlanta Ronald McDonald House Duekhead
Gold Clasie Tournament was held,

June 13 - HT called to inform us that our {confirmed) order of
LOOD event ten-unit cards would be eut back to 800, They
acknowledged that they had made internal mistakes and had
oversold the cards. We declined any cut-hack of our order
hecause we had already confirmed nearly all {1000 cards) to our
dealer customers. They said they would “sce what they could
o™ and get back to us.

June 14 - Another dealer called us, ivate that HT tried to eut
back his quantity.

June 15 - HT called to say they had “good news". They would
indeed be able to sell us the or lgmal LOOU cards mduLd but
that they would need immediate advance payment. We cnmpl:,
by bank wire in full the following morning.

June 30 - We received 100 cards only. We telephoned to
express our coneerns but were informed, among other things,
that the additional 900 due would come [rom a new mintage of
4000 cards. Further, we were told that the cards would he distin=
guished by the words “colleetor’s edition.”

July 3 - We received by lax {as did other dealers) the HT memo
as noted in your story. The memo admits, among other changes,
that 7000, not 2500 eards were being produced. It also promised
delivery of balances within 12 days.

July 3 to July 11 - We engaged in several phone conversations
with HT, trying to educate them as to the problems they created,
and Lo encourage honesty and cooperation in making amends to
the dealers and collectors affeeted by the so-called “confusion™.

Late July -
Unable to resolve
the matter by
direct communi-
cation with the
HT stalf, we
turned the matter
over to our attor-
ney.

August 11 - We
received 891 "collector’s edition”™ cards from HT which, after dis-
cussions with our customers, we returned to HT as “non-con-
forming.”

To this date, HT has neither delivered conforming cards, nor
returned our payment. Our attorney interprets their stance as to
take: the position that there is no difference between Uriglﬂai
event and "eollector’s edition”™ Duckhead cards.

Event organizers have told us that despite HT's July 3 memo,
no |{(-unit event cards appeared at the tournament, nor have any
pmrwds heen gm‘n to henefit the Ronald MeDonald House, We
were also advised that written evidence exists that HT requested
permission (o make additional 10-unit cards after the event,

[ R e e e e e e Y e e R L A e A e e T |
Kzus Degter, President, SACan], Dever, Calo.

Wanted: more information

I enjoy very much reading the “American Most
Wanted” seetion, It is always ﬁxmtmg to find out about
the hot cards on the market. However, | would like to see
more information than just the rankings, For example, it
would be very helpful it you can include the number of
cards being sold for each issue. The rankings only tell the
readers that number one sells better than number two,
but does not tell how well the overall market is. There is
i hugﬂ difference between 10 cards and 1,000 cards being
sold.

[ would also like to see the average selling prices of
each of the cards. I remember that a few months back the
NYNEX Peace card was ranked as number one. 1 was
wondering how much these cards sold for as they were
available (and still are) at face values of $5 from the
NYNEX 800 order line. 1 cannot understand why people
would buy from dealers and pay higher than the face val-
ues. The “Price Guide” does not necessarily reflect the
actual market. It prices the Peace card at %0, but You can
still get it for 55 today!

T O T T e e T | e O g N PR (]
T.1 Fan

e pxpers our full-time catologuer o be joining vur stofis shorly,
Wihen that happens, we wall staet to pather wiore yforneation, secl as
arctual sales, o nake Sdnerien’s Mose Waned™ an even becter tool. It
is doeelifil, owvever, et prives will be included'in this seeton, sinee
that is the function of our newoly expanded Price Guide.

Regnrding your comment on why @ price in the Price Gutde cam be
higher tohen the card is still meetlable from the Bsuer, this i tepical in
any eoflectibles morket, When it comes fo new cords, every colleeior
should first think of checking witl the issuwer o see i any product i
averifable af Bsee price, Unless on Ssuer muves o dealer o very signifi-
contd discount for o volume purchase, 1008 vinually tmpossible for o
dealer to sell at the tssuer’s price. TTe Moreyeard Price Guide price of
B9 for the NYNEX Peace card is based on actual dealer price lists aed

is r welied price in e dealer morket. Tt simply reflects what collectars
are paying dealers for the card,

Locatolal



ﬁmmmg The Premics Edition of
7 _Sprint. Phone Cazds /Cels

The Bear Fact Is, One Phone Card Is

GUARANTiﬂD In Every Pack
-
@
e W
Pn @ Q j !
We are prowd to be the bearers of goad

newds The Premier Edition of "Coca-Cola”
- Sprint Phone Cards/Celd v now avail-
able at your local Hoblny Dealer. There
it one Coca-Cola” - Sprint Prepaid
FONCARD™, with a mininuun valte
of §2, GUARANTEED in every pack.
“Coca-Cola™- Sprint Plone

Carda/Cels bears gifte, namely the 55,
I and §25 phone cards that feature
both utility and collectibility.

The phone cards are fust vome of the
bear necewities in "Coca-Cala - Sprint
Phane Carde/Celv. The vet containg

48 cely featuring commemorative

Coke” memorabilia, such a.q
international images, the Sprite Boy,
the "Coca-Cola” Santa, ofd
adverttiements, and the “Coca-Cofa”
Polar Bears. Alve inclided are

HOT BOXES, which contain aff
tnvert cardy, tnefuding bvo phone
cards per pack.

“Coca-Cola”- Sprint Phone
Cards/Cels: Always Collectible.
And thaty the bear truth.
AVAILABLE DECEMBER 1995

AT A HOBBY STORE NEAR YOU

.‘% Sprint.

¥ Marketed by
5 Eenps

e .I';}- LI b
T \__) TRELARARTEE R

The Score Board, Inc. P.0. Box 1250 Cherry Hill, N 08034 » Direct Dealer Inquiries (609)428-355¢ « Made In U.S.A. « Item #257490

Dt ol et wry] g fovabuing e Buka B i1 Beirnie's Primol 1o Pl Mt Dol v £ REREART = 1200 5 FOREIRD =113 45 Sol ARCAFD = 3 910 DiLae ORCARD = 4 18 FPasAFD =14 1 b B iy A Casen
Atk B 1R The So-tola Compeny 81 egh ey COREACOLE (3 E dve Byrondp Firbon oevine. et pe=dgn pf o podsar Baciie dned S gl o o B D004 CT0E, Pt Dt 5% 1 fuwkis iof Th Cees-Dils ooy
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ACMI project ‘canned’ by Coke

By Murray Chuerch

or us, the issue was never

the money — it boiled

down to customer rela-

tions and our reputation

as a totally above-beard
communications company and issuer
of licensed image cards.”

With these words, the president
of Memphis-based ACMI. Kevin
Pirolo, summed up how he viewed a
decision by Coca-Cola headquarters
in Atlanta, which prevented ACMI
from producing what would have
been one of its most notable card
images — the NASA Space Can. It
was a decision which left in its walke
a number of frustrated U.5. phone
card dealers and collectors.

The idea to produce the car
was [irst suggested to Pirolo by well-
known dealer, Jeremy Baher of First
Phone Card in London, England. Baher had seen a
similar image on a British Telecom (BT) issue and
knew it would have exceptional appeal in the U.S.
market. One thousand of these live-unit BT cards had
been produced and released for sale in November
19494,

Intrigued with the idea, ACMI looked into the
matter further and ended up in touch with the man
behind the issue, Stephen Brayden of Slingshot
Promotions in Scotland. Brayden had hegun work on
the BT cards during late 1994 by contacting Coca-Cola

s |

%

R

i Biritish Telecom, NASA Space Can, 5
urits, TG issued, November T9HEL,

(Great Britain/Ireland for permission
to use the image,

To his surprise, Coca-Cola’s
written response was negative, but
not for the reason that he Expﬂcled.
A letter addressed to him on
November 3, 1994 read in part
* .in this instance, we are unable
to give our permission... It is our
understanding that the rights to this
particular can are vested with NASA
and we are, therefore, not in a posi-
tion to approve its use,”

Subsequent contact with
NASA's agent for licensing images
in the UK, the Seience and Society
Picture Library (S&SPL), resulted
in obtaining the necessary authority
and the cards were produced.
Coca-Cola in Atlanta was silent, and
to this day has not objected to the
BT phone cards.

Given the suceess of the BT issue, Brayden and
Pirolo saw an excellent opportunity to coellaborate on a
5. issue using the same subject. Brayden was to
secure authorization from the S&SPL for use of the
(Coke can image again — this time on a U.5. card — and
ACMI would produce and market the cards.

In response to Brayden's request for 1.5, rights,
the S&SPL wrote to him on May 17,1995, granting
permission to use the image: “This is to confirm that
permission is given to reproduce the image of the pro-

el
| gm

oea

m,

Cocatola 5a
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Fromaotions,
NASA Sparee
Carn, 56 denom-
ination, 5,000
ixsnerd, August

totype coca-cola (sic) can on Ll:li:plmm' cards
with a print run up to 5,000 for U.5.A. only.”
“At this juncture we were very certain

that we could produce the card,” Pirolo said,
“and like many of the cards we produce we
began to pre-sell it.”

With a $6 face value and retail price,
sales were brisle. The issue was sold out with-
in a week.

Given the flurry of pre-sales activity, it
was not a surprise to ACMI that Coca-Cola
Atlanta heard about the card. What did surprise them
was Coke’s request not to produce it.

“We were stunned by this development.” said
Pirolo, "and were on the horns of a veal dilemma. We
were certain we had the authority and the cards had
already been pre-sold. Coke Atlanta was contradicting
its UK subsidiary, but our reputation was on the line.”

ACMI appealed to Coke officials to reconsider its
deeision, but to no avail. Coke’s position was that
ACMI did not have the rights and that it was not pre-
pared to enter into a licensing agreement with ACMIL

“We really had no alternatives at that peint,” the
ACMI executive explained. “We were certain that we
were right.  But the bottom line was that the cost of a
court fight might have seriously damaged ACMI and
that was something | just wasn't prepared to do.”

Thus, in late July, ACMI informed Coke that the
agreement with Slingshot had been voided and that
they would be refunding all of the money received
from card pre-sales.

Brayden, however, was not prepared to let the
matter drop. “He had been counting on this card
being produced for the U.S. market, and believed he
had the full authority to do s0,” Pirolo noted.
“Stephen told us that he intended to use his own chan-
nels to market the card and that he wanted to buy the
PINs [rom ACMI.

Pirolo could have refused Brayden’s order for the
PINs. “We have worked ourselves silly to promote
ACMI and the industry,” he explained. “Brayden had
the clear rights to issue a card in his own name and
was gﬂing to acouire .5, PINs, regardless of what we
did. Coke Atlanta had never requested that Brayden
not do a card and had not intervened in any way with
his BT issue. So. we decided to sell him the PINs.”

Pirolo took great pains with Maneyecard Collector
to insist that this was not an “end-around”™ move by
ACMI to circumvent the desires of Coke Atlanta.

“We didn’t use Stephen Brayden to do an end-
avound Coke in Atlanta. We took the blame and the
wrath of all of our customers when we canceled their
orders, We relunded their money. But we totally
resisted the temptation of telling them that Brayden

1995,

ACMI; NASA Space Can; 56 denomination; profotype
card fnever issued); May 1995,

would be doing similar cards. To act in good faith
with Coca-Cola, that iz what we had to do.”

When asked how he felt now that the cards have
been marketed by Brayden rather than ACML Pirolo
sighed: “Well, we're not neophytes when it comes to
licensed images on cards, An ACMI Coke card would
have been great for us, and for Coke, too, | think. 1
don’t agree with Coca-Cola’s interpretation of the facts:
nor do [ agree with how they handled it. But I do
understand it.

“In the end, we compromised. But | think we did
so in a way that was right under the circumstances and
in a way which protected our reputation as a responsi-
hle issuer of licensed image cards.”

Brayden's view is that Coke has been “quite
unreasonable” about it. “They had wanted the pr. in
connection with Challenger mission 515 in the late
‘B0, and that’s why the can was produced in the first
place.” Ironically, mission 518 was aborted, as was
Coke's exclusive on having the only pop can in space.
NASA re-thought siving Coke an exclusive on the can
and subsequently gave Pepsi the OK to produce a simi-
lar item.

And what of the Brayden NASA Space Can card?
Brayden stated that since its launch in mid-August.
approximately 3,000 of the 5,000 cards produced have
been sold. mostly outside the U.S. Brayden claims that
he has no plans to produce additional Colee cards.

Localolan



TREASURY NOTES

INT DIRECTOR SUCCESTS MONEY CARDS AS
FUTLRE CL |i|ilﬂ The U5, Mint appears 1o be

|r.uning towards stored value cards as o potential sub-

stitute for coins and currency. In testifying belore a

congressional subcommittee on “The Future of
Money™, Mint Director Philip N. Diehl stated that “as the use
of stored-value cards evolves, many consumers might be
expected to replace coinage and currency transactions with
‘e-eash’ transactions, tl]u:- creating a new form of currency.

“As electronie forms of payment become more common-
place, reducing the demand for coinage and currency...the
Federal government must be prepared to address the policy
concerns That will arise.” Dheh] said.

The idea of a Treasury=issued, universal stored-value
eard presents the potential for recouping the lost seigniorage
revenue from a lower demand for coinage, espeeially consid-
ering lllt‘ high dollar value that could be stored on such a
card. Seigniorage is the difference between the cost of pro-
duecing a coin ;mr] its face value,

uiﬁﬁllﬂﬂt'-l'- f.l'll c]L‘.gﬂl EU['III'.T.' ‘.:ill.lll't‘-ll \'ilillﬂ Ulll‘d 'WHI.II'IJ iIH[H'l'

the Federal Treasury to retain seieniorare profits that would
a4 ml [l I

otherwise be reduced by a decline in the demand for coinage.

MONEYCARD.COLLECTOR SAVS THANK YOU

A big “Thank 'fnu” gues to all of our subscribers who respnnded to the Muneycard
Cuﬂector!HWEx reader survey. Listed below are the wmners_uf MFNEX prizes!

FIRSTIPRIZE.  SECOND PRIZE

-

Labo Tast Card

]
T

| Labao Test Card

thus avoiding the !1l‘[‘l‘! for additional tax revenue or
additional hm rowing,” Diehl said.

In an October 12 telephone interview with Coin
Waorld, the Mint Director elaimed that the Treasury
Department should take the lead in the evolutionary
eycle of monetary policy, including whether to enter
the stored-value card market.

According to Dichl, the Treasury needs to examine
the long-term implications and get out in lront of the
mf:hnn]t}g}q not |.'1;__f behind it. Diehl pointed to smart
card products from major financial service providers,
such as Westminster Bank’s innovative Mondex card,
The card allows lor electronie translers of value from
one person directly to another person or husiness using
an off-line system, without the intermediation of a
finaneial institution,

Also testilying belore the subcommitiee was Alan
S. Blinder, vice chairman of the Federal Reserve Board
of Governors, who expressed the view that the U.S.
government should proceed “cauntiously™ in developing
an official government stored-value card. The govern-
ment should not. however, hinder private development
of several different electronic currencies. Blinder said.

Randy Moser
Aetenenctedunrents: Coin World, October 30, 1905,

'Jmﬂmym.' L

Del Deligianis, nm

Donna Engle, MI

Ralph Ruggieri, Rl Herbert Hall, MD
Jerry Parsons, CA David Gecil, AL
Curtis Collier, TX Brian Helmuth, CO

Watch for survey results in an upcoming

issue of Moneycard Collector!

Locatola 55



AmericaisMostiGollectible

inally! A breath of fresh. .. cards! Just when [ was ACCESS
resigned to write hright and witty things month E TELECOM NBC
after month on the same cards, collectors woke up NEWS st shown

and got tired of paying inflated prices for Coea-

HE & [H’JJIIJ'JLT “lirund”™ card in
Cola, MeDonalds, and Vista-United cards.

last month's Corporate
I belicve that a Coca-Cola card priced at 350 0 3100 Comer column, Tssued dur-

each is way too much for a card only months old that ing April 1995 (6,000
originally retailed for 510, And 5200 is too high for a mintage), the price of the peacock logo is beginning to

MeDonald’s set that sold for $50 a year ago. 1 get more Shar
[r|{‘:ﬂﬁllr{‘: [“ ﬂﬂl]ﬂﬂﬁllE él r;ll‘:ﬂ'ﬁ11il {::H’d rijr ||"'.'jﬁ Ellﬁ'l'l i5
dollars that has a clever background and commemorates

some significant event, CABLE &

An outstanding example is the Summerset Festival in 3 WIRELESS/PCMA
Arlansas, which displays the Coca-Cola lugo and s hunch MCDONALD'S
{.I].éimi.lf‘,!r laces, or the Tulelake Festival eard with the Mﬂlﬁ&ﬁﬂm
neat animal caricatures and the hig Pepsi lowo, Here iz an ENEH"P'E of a card {10

There are many truly clissie old cards from the late Minutes, 2,000 mintage) that
*Bis and early "Ws available for less money than the was not manipulated, was issued

high-flying speculative issues, and fabulous new cardg are alan affordable price, and is still
being designed and sold today that are available for just a reasonahly priced — even

[ew dellars. Ask your dealer aboul some of the underval- ﬂmugh it iz now sold out.

ued eards an the market today. Congratulations to Phone Card

MIII!HEI':I:[![!H‘I I'I-llr'l||[rl.r!]'i{'ll El:?r

THE PREPFPAID CALLING CARD

doing things right.

Steve Eyer

Sfrontier

FRONTIER CALL TIME $20 (hur hest-

Hﬂ”irlg HEEr uard ETCI]I] lellii:!’, W"li![:l!, [Il,l!} 1or Hﬂ[!lli.‘-ﬂl—

tionz, is one of the larest private long distance compa-
nies around. I'm sure you'll hear more from them soon.

e S Ir'l!r'-, 7 STHmNi

| AN Y
Falorsby 1) Biledae fii
] el 1| Ao

SPRINT PEARLRIDGE HAWAII PULZLE SET With o mintage of
1,500, and an fJJ'igillH' st ]’Iril,!l'. ol $abund |{1'|||‘|||r|i!|.g the |1m[trl:|!l_1:r_',' H'lg .

characters that form the puzele for the four-card set, The going price on the set has

Macs), the set shows seenes of old Hawaii, with an overlay of MeDonald's

VISTA-UNITED VOICE AWARD Tssued

as 2 reward for employes suggestion award win-

now skyrocketed up to multiples of face value. Six thousand Big Maes were con- ners at Disney World in June 1995, Low mintage (700)
sumaed for these 1,500 cards and the lines were long, The cards sold out within min- often makes a valuable, but not necessarily a beautiful
utes into the few hands who arranged the lines. card. Disney must be saving its nicer designs for ils first

licensee, [f you look at the Japanese Disney cards,
vou'll see just what must be waiting in the wings for the
[irst {well heeled) licensee,
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AT&T STEVE YOTNG
AUTOGRAPHED JU

With anly 999 of these cards issued,
the autographed version is bound to be trea-
sured by some foothall fans, Howevor, |
haven't seen a signed card yet that [ didn't

feel was defaced. Lot your opinions be
heard inea letter o the editor, Do vou like
or dislike hand-antographed cards?

| uny 20 - AUGUST 12; 1995

MCL/GAFT FRIT MER
? CIRCIS - FLORIDA Another example of a
“brand” card, this one features Frito Lay’s
Chester Chectah, “Brand” collecting can be fun and
inexpensive. Many of the cards are quite spectacular,
and often commemorate signilicant events. The [un
began in 1993 with AT&T's MeDonald's 3-unit card, but
wetual “brand™ eolleeting really started much later, with

more recenl cards like Fred the Baker (Dunkin® Donuts),

Red Dog Beer, and the Gillette series. {My friends have
emough razors to shave a mediumesized nation). The
Summer Circus card has a fun image, a reasonable price
and a low mintage.

E TELETRADING

| GEHRIG
ME_EEI ['his pair
of $1 caris, issued in
HL‘:phrmh-l'r for the
[nternational Sporiscard e
Expo in Anaheim, com-
memorales | 995 ereal
moment in sports when Cal
Ripkin beake Lou Gehrigs
:Ff:l'}'!:ﬂr "lll rl.:{:l::'nl l.’?i 2..] 3 J
comseentive games played,
213 jumbo sets also were
also produced.

HT/LDDS/CELEBRITY DEBIT DUCKHEAD CLASSIC The card that

has caused so much controversy (see story in December issoe), i@ nonetheless a

nice card, ::umplntr with the Jll:l;-_r‘il: Coea-Cola and MeDaonald's |n§u.-=. A Jluuilh}'

mintage (1,000} of the Collector’s Edition keeps the price reasonable, but I'd recommend
the first edition (10-unit event card), dated 695 with & mintage at 2000, or the very elu-
give five=unit card, also dated 6/95 with a mintage of LK, Given away at the celebrity

;::u]r Loz, r|||'.:.' are: without the words *Caollector’s Edition™ on the back.

PHONECARD
T

1| D VISTA-UNITED 85
TECHNOLOGY
MAGIC Another of the low
mintage {600) eurds from Vista-
Linited., this 1994 izsue 15 hared 1o
ahiain, g5 most eards are stll held

by Disney emplovees who attended

the communications conference in
Orlando,

“Americr’s Most Wanted” is compiled monthly by dealer
Steve Eyer of Mi. Zion, ll. This month’s results are cour-
tesy of Aeme Telecards (305)742-0054; B&t Collectibles
(909)466-1666; Steve Eyer, Inc. (217)864-4321;
frrfr-.'rfrrr!fﬂrrrrf Hlllurr:-'rﬂrtl E‘.'l'l"f]!iﬂé"!‘:' {2” .HHS :"'2 I.? I: HHEF
The Change (407)628-2273; Pt Michiels (808)923-
1008; aned Sears Phone Card Department (B13)791-7535.
The apinions {ij,lr(u::ﬁrf are thase rJ_ll"le-' 1irer.
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"COCA-COLA’ AROUND THE WORLD

SUGGESTED RETAIL PRICE: $39.95

]
gy’

IICOE-"'.-CGE.-"'.",J".HGUND THE WORLEY [5 TUET THAT - COC A AT M AGES FROK
WCOCA-CHELS NADUKD THE WORLD TARART GERMAMNY, AMDTHE LIMITER STATES BEALFTIELULIN DIESPEAYED ORI THIEE
[0-MIMUTE SPRINT PREPAID FONCARDSS

CGOCA COLA. SANTA EBITION

SUGGESTED RETAIL PRICE: $110.00

i o S0
PR »
: {'.‘::}'—'-L‘::_
i T RETTER ND‘T POET BETTER KNOT S BEECAUSE HERE COMESSTHE "EQEA-CEEAT

SAMTA EDITION THOME.CARD SET. THIS SET IS PERFECT FOR. THE "COCA-COLA
ERMTHUSAST OM YOUR SHOPPIMG CIST THERE ARE BIVE SPFRIRT [FRLERPARL
FOMTARDS™ - [M 5, 10,15, 30 AN 60 MINUTE DENOMIMNATIONS - FOR A TOTAL OF
120 MITSUTES OF PREEAID LOMG DISTARCE CALLIBG TIME

For further information on purchasing these or any
“Coca-Cola” stand-alone phone card products, please contact
one of our exclusive master distributors:

UNIVOX THE WORLD OF COCA-COLA SPORTS TALK LOGOFON FOWELL ASSOCIATES
BOD-227-3506 404-676-5151 212-336-5121 B00-280-1166 B00-528-8819

IHH[[TH E'l

-y

i
i

= Arhwl-. @1995 Tﬁe Coca- l.’.‘—:ﬂa Enm:m;. AR Rigits Rezerved. COCA-COLACOXE, tha COCA-COLA Santz, and the desipn afihe mntnur batiare
e R : ' 1|‘a|iama.1‘5:5 of The Coca-Cala Company,

| _Euna—EnlaEH
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15 mpiey, Tora-Lls”

S'prhrr Muonsters ufl'fw
Gridiron; 33 denomina-
tion; 60,000 isswed, July
1993,

~y

\gﬁm : -- o 3_‘,!- Vi
'y rll"'-uﬂl':-l:\-? = ’_-,- o
Jire i

E'ﬂ.;h}'l}kmimup,lm AN ¥

MONSTER  ALERT

OOKING FOR A BARGAIN? Collectors

and dealers recently watched in astonish-

ment as Coca-Cola’s elassic NFL Monsters

ol the Gridiron cards were tlumpcd on

the market and prices began to plumm:-.l.
An important card that waz solidly entrenched
in the $40 to 50 range suddenly
dropped down to a single-digit
value,

Collectors take heed: Don't
just stand there with your
mouths open! This is a rare
nppn:'l.unil],' to purt:huse a5 many
of these cards as you can while
prices are low. To quote directly
[rom the back of the Monster
card, “Remember, with Coea-Cola Classic, yom
are always in the game.”

According to Lori Porreca of Univox, “To
maintain a strong market, cards must be in the
hands of strong distributors. If a wealk’ or
uninformed dealer does not realize what
hefshe has and rushes to sell at

Sprint.

a below-mar-

ket price, the card will quickly lose value.
However, when dealing with a ‘blue chip’ card
like Monsters of the Gridiron, the market will
stahilize and rebound.”

What is it that makes these cards a classic
and thus so desirable? First, the Monster
cards were one of the earliest promotional
prepaids to carry the highly desirable Cola-
Cola logo.

Initially handed out in Atlanta at NFL
games in 1993, many of the cards were dis-
carded by football patrons. However, Coke
memorabilia collectors quickly recognized the
value of the cards, and even though there
were 00,000 issued, that's still not a large
number in the international world of col-
lectibles, For example, two %1 NYNEX com-
plimentary phone cards with issues over
70,000 have held steady at just under $50.

So, for those who fecl they missed out on
all the “bargains” of the carly days, this may
he the uppm‘tunin you've been secking.
Porreca’s advice: “These are solid cards, and
the market has no way to go but up!”

e PR e I ey ek = |
Nancy Blackburn

I .1men"rﬁ-t Collectn

nDept. 7
{ 1091 Korth $h miuua Buulmuﬁ‘i

E.LMILME‘_.:Q n';"rfr T 15905,

i

| qe any nf AmeriVox's Spemr:ular L.mds
jox director or contact Chris Hardcastle

himmmjn‘l-'lﬁwj 9411431325 MI.:-; = Ameri VoK |

Ei?ﬁ%m |.I'I.'
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Certain foreign cards are hot sellers

By Beity Houghtaling

ith an increasing

awareness of the

popularity among

American collectors

of certain interna-
tinnal card:s with Americana
themes, Moneycard Collector will
begin to cover the most notable of
these issues,

Coca-Cola

Most important of the Coke issues has been the
two Sprint sets from Germany. The first — Stories Told
— is a six-card set in a folder depicting old-time Coke
images, with a mintage of 1,500, released in March
1995. The set originally sold in Europe for $135 (U.S.)
and now retails for $300. Though never offered to
L.5. buyers, dealers purchased them Lhmugh Germans.

The second issue from Sprint Germany is the five-
card set, entitled Jukebox (2.000 issued). The set is
absolutely beautiful in the specially designed jukebox
folder. The cards inside are from Sprint and can be
used by both LS. and international calling
(as above).

It is our understanding that approxi-
mately 1500 sets remained in Germany
for a contest. These sets are now selling in
the 1.5, for $200
each. They were
released in July for
$125.

From Australia
Telecom, the lirst
Coke series was a

two-folder series -
Palar Bear and

= COCA‘COLA BOTTLES

British Telecom: Coea-Cola Boitles; £2
denomination; 1,000 issuwed; Sﬂplﬂ'ﬂilﬂf 19505,

The two-folder sets now sells for
$60 1.5, The second series fea-
tures Red Hot and Cool Down,
with a $2 complimentary card.
There was also a 10,000-card
issue in June 1995, which now
sells for $55.

Other international eards of
note in this category were the
Hungarian two-card Coke and Lite
Coke, quantity unknown, sclllng
for $30 per set; the Coke Belacom at 830 per card:
and the Shanghai Coke card at $50. While these are
the cards Coke collectors request, others are available
at various prices [rom Britain, ]ﬂpﬂn, Sillgﬂ]mm._
Thailand. Europe, and Africa.

McDonald’s

Though most of these cards originate in the U.S.,
issues from Hungary and British Telecom command
high dollars, due to their scarcity in the U.S.

The Hungarian McDonald’s puzzle set is little
known, but highly sought after and commands big
bhucks. The British Telecom MeDonald’s Breakfast
four-card set is often ignored (mainly due to the opti-
cal hand on the [ront of the card, which is often seen
as a negative by U.S. buyers), but sells for high dollars.

¥

Disney

Disney’s failure to produce its own phone cards
{other than cast member and convention cards) has
forced collectors to seek foreign issues for their Disney
fix. Most popular are the Pacilic Rim cards. Of note,
Event Masters/New Zealand Telecom have been pro-
ducing high quality, low-mintage collector sets for the

Sprivt/Germany;
Jukehox: five-card
sei; 1) unids each;
2000 sets issued;
July 1995,

past year,

The first Disney issue, Mickey - The Early Years -
Part I wasa pi'h'atr:‘- izsue of 1000 cards. The set never
sold in the U.5., but made it here later in very low

Sania — released
at Christmas, with

an 1ssue of 100000,

Cocatola bl



numhbers. These sets sold in New Zealand originally
for §125 (U.5.). and are now commanding $650 and
higher.

;'Hi{'fct'_}r Part I, which was sold out prio]' to issue,
caused a near panic in New Zealand. Officials there
stated that on the day of its release, 3,000 calls came in
for the 1,500 sets.

Originally, 300 sets were to be allocated to the
U.5, and 300 to Australia, but the allocations were cut
]J}f more than one-half. lIIiLEFj”}' priced at $125, with-
in days the sets jumped to §300 and, if they can still be
found, probably will cost more. Event Masters is
attempting to buy back some sets to meet its customers’
demands in that country.

Event Masters has also produced three extremely
attractive and low-mintage Disney movie collector sets:
» The Lion King, issned Stapl. 1994, mintage 4,000;

* Snow White, issued February 1995, mintage 3,000
* Pinocchio, issued May 1995, with mintage of 3,000,

Most recently released were the Pocahontas cards
from Chile, with a mintage of 3,000, Despite their low
|1-mﬂlc in the U.5., these cards
have sold very well here. Also
extremely popular in the U.S.
are the German Disney series,
most notably the various puzzle
sets issued over the past few

Hang Kong Telecam (Singapore);
KEC{Coke; tiwo-card set 20,000
mimtage; Sepleniber 1995,

wCoke Vs f,
[OCE-TOLA Bmety |

mmmam:‘luﬂ_u
BEE D it N""‘E‘

NTT/ Tokyo
Disneyland {Japan);
Mickey Mowse
Collection; siz-card
sty 2006 isseeed;

A ugust 15,

years, Dlll'- one German dealer had access to these
cards, which created a high-dollar price tag. The sets
include Beauty and the Beast, .TI!LM.} s fath Birthday,
_fm:rg.fﬂ Baolk, Lion King and H!LI’EE:} s World Tour.

The first 1ssue fr[]:rl Kodal bm.gapurc was a four-
card Mickey and Minnie set, packaged in an attractive
folder. Issued during early 1995, mintage was high for
single cards but only 5,000 folders were produced.
The sets now sell for $125.

The next Singapore issue was a five-card movie set
consisting of Cinderella, Snow White, Sleeping Beauty,
Pinocehio, and Alice in Wonderland. Like the first set,
mintage was high for single cards, with only 5,000
folders pmducf:d. These sets are pric{‘.d at approxi-
mately $75 in the ULS.

Britizh
Telecom;
Spaceship
MeDorald's;
5 enita; 2,000
isaned;
Se'p[ember
Juas,

. FORVALUE THATS OUT OF THIS W

ORLD o,

- 5 b
=ril

sELEFO'\l

hﬁl-'l‘l"“

Telefon Kariva (Hungarian); MeDonald's puzsle

sely 2,500 issped; Novernber 1994,
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Australia Telecom has also pro-

duced zome |mJJuL|L Disney series
The first Disney Down Under was a
Lwo-card folder set hmluung Mickey
and Donalid walvr-skiing. Ten thou-
sand cards were issued =
. the usual quantity pro-
duced by Australia
Telecom — with the our-
| rent retail price about
$535. The sccond series
is the ."I'H:'f:f*_r Perty sin-
glv in folder with poster
and is presently selling
B (o 335,

'|1|1uu;__r|| Coca-Cola,
MeDonald’s and Disney
are all pictured on Japanese cards,
inding these cards is hoth diflicol
and [r ustrating.
foreed Lo |:u'l. unh' what 1s made avail=
able to them, rather than the cards
they may wish to purchase. In addi-
tion. these cards sell [or high dollars
in ,[EIFIHIh and dealers there often
refuse Lo sell to outsiders,

CHILESAT:
Poenhantos; six-
cared set; 000 sets
issued: Awgast 1995,

"l]mn dealers are

Cards From the Etlrnpt:url markel,

Singapars
Telecom;
KovelalefIiax
ney Coellect-
ivny five-card
sel; 52
denomina-
fion on each;
3, (NN}
fufdsre:f sels:
149595,

Aladdin and Pinocchio series. are
sometimes overlooked, as thr}}' are not as attractive as
the Pacific Rim cards, Dpiiral bands on the front are
slightly distracting, but should not deter potential
hu;-'['.r:c, as the cards do show a healthy investment
potential for serious collectors,

Phone card dealers look for those cards that are
not only low mintage. but also have a collectible
image. Therelore, more and more American dealers
are starting to recognize the sales aip]u‘.u| of certain
international 1ssues.

such as the BT

Just as the l'nJ't.‘igll market is steadily increasing
their P rehases of LS. issues, the U5, market should
look to foreign shores for some good huys.

The author is cosaener r:-ll'- BN Pleewee Cerrels, Al Loma, {,'m']l'lf:

* Collectible Series - $3 & §7

¥ All American Silver Series
[30z. solid .999 silver ingof]

'*Hisio of Fiesta Bowl Series - 25 curds
{r’nr: luding 1996 JUMBO Phonecard)|

% GEM's Exclusive $1000 Phonecards

EXCLUSIVE
LICENSEE
Marilyn Monroe
Boyz Il Men
NFL Greats

CALL TO ORDER

For Product Service & Distributor Information
Call: 1#8009GEM*3004 or Fax: 1961984690457

For Direct Dealer Inquiries Call: 18619264947229 F}Ej?_w

PREPA]]) PL ONECARDS |

__ Your LIMITED EDITION
Fiesta Bowl XXV Phonecards

3438 Rancho Diego Circle
El Cajon, CA 92019

Locatola ba




NEW ISSLES

PACIFIC 3| BELL

PACIFIC 3 BELL.

Pac Bell has
new holiday
designs

Pacific Bell; Holiday
Sertes: three-card sel;
55 - 40,000 of ench
tfe.'i;gﬂ; 310 - 4{?.[}{}{];
520- 20,000;
November 1995; eall
{BOGNGON-0004,

Each image iz avail-
able in all denominations, All cards are bi-
lingual. Packaged in “opened” holiday

greeling card with plain white envelupe for
mailing. Total of 300,000 cards produced,

USACard
wraps up Pink
Panther

USACard; Pink
Panther
Christmas; 10
ants; 20060
issued; November

| 1995 contace
{303)777-3034 for
| nearest dealer.

Second in a series of Pink Panther holiday
cards. Cards available through selected
phone card dealers.

Tele-Tagz hails soccer team

Premier Telecom/Tele=Tags; Mclleuvil;
SN carreds isswed; September 1995; eall
(BI18)447-4174 or fax (B18)447-0428

Jor information.

Sor information.

on cards
Classie; Cocn-Cola
Santa series; five-
card set;

S0 5300040
minuie denomine-
tions; 2,500 of
erch denomire-
tion; December
1995; contact
(609)427-3527

Second series of Coca-Cola cards from
Classic/Seore Board. Suggested retail price
for set is 5110, To order, contact a Seore
Board master distributor: Univox
(800)227-3506: Sports Talk (212}330-
3121: Powell Assoc. (800)528-8819; World
of Caca-Cola (404)676-5151; or Logofon
(80002801166,

-~ -
3 x in Kaiserslautern
1 x in Ramstein

2 3 UNITS |

Commissioned by McDonald's of Germany, acknowledsming one
of the hottest soccer teams in the country, “Very limited quanti-
ty"” printed and numbered. Price: $18 each.

Locatolaba
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How To SugeeeD In BusiMEss
WhitHouT Reafiy Tonpc!

SmarTel ‘succeeds’

with Broderick

SwmarTel; How to Sueceed in Business
Withowt Really Trying; 15,000 issued;
Augnest 1995; contact ((18)338-6000,

Celebrates Broadway re-make of popular
1961 play. Cards were passed out to travel
industry professionals, Actor Matthew
Broderick’s voice 15 used on card’s interac-
tive audio features, which include options
of listening to east members, or a direct
link to a ticket sales office.

GeEMurME CHEVROLETS

See the USA...

ATS; 1957 Corvetie/1955 Bel Air; 10 min-
wies on eqch coard; 5,000 issued Corveitel
2,500 issued Bel dir; September 1995,
conteed (BO0)068-1287,

Issued hy Chevrolet Motor Division to
thank Chevy dealers. Corporate message
on card has theme song, “See the USA in
Your Chevrolet.” Printing by Continental
Flastic Card Company.

i This one’s ‘Glueless’

F‘ﬂ':.l”;!’”]‘ﬁ' F!'JIIF:‘-I"-I’H'I’;.W’I.HD._Q,’
Clueless: 1 minates; 2,500
M issued: August 1995; con-
| et f:ﬂ fﬂ)i?ﬁ-ﬂﬁzﬁ‘ r.lrﬁm:
| (FI0)4T5-0032,

|| Limited edition card pro-

ﬁ moting the popular
— Paramount movie of the
sume name, Cards dﬂpiul movie character
Alicia with her ever-present cellular phone
in hand. Card retails for $10 and comes
with a dictionary of cﬂlluquial terms from
the movie.



Millenium pro-
motes SPECIES

Milfernivm TelCard/CommCard;
“SPECIES™; five-card set: 10 minutes on
each eard; 5000 individuel and 5,000 sets
issued; September 1995; contact (703)968-
O,

Officially-licensed, limited-edition cards
from MGM/UA film, *SPECIES.” Five-
card sets are mounted within a four-color

portfolio. Retail price for the set is $40.

i 1 -
Deltacom shoots for ‘Moon’

Deltacom; Moon Pies; four-card set; $2 (5
minutes), 83 (12 min.), $8 (20 min,)/$12
(30 min.); 2,500 sets issued; August 1995;
contact (B0 240-4100.

Designed to help Chattanooga Baking Co.
commemorate the Thth Anniversary of that
famous southern tradition — Moon Pies.
Four-card set comes with attractive folder.

Coke collectors

phone home free

Century Telecommunications/TekTel
Mhketg.; Smith’s/Coca-Cola; four-vard set; 3

minies; q‘!h‘.rr?.l'i’f_!r' tnavaidable; November
1695,

Part of Coca-Cola’s Phone Home Free pro-
motion, which runs Nov, 15-Jan. 31.
Cards are available only inside specially
marked 12-packs of Coea-Cola products at
Smith’s stores in Utah, ldaho, Wyoming
and Nevada, Promotion offers one-in-
eight chanee of winning one of the four
cards, which picture winter scenes from
Coea-Cola archives, Inside carton promo-
tion from Moneyeard Collector provides
habby information, as well as a free maga-
zine offer,

Red Dog in Pour House

OmniTel; Red Dog Pour House; 5 minutes;
2,000 issued; September 1995; contact
(800)505-NOV A for details.

This promotional card, designed for a
popular Boston restaurant/bar, is part of
an ongoing promotion which will eulmi-
nate in round trip air fare for two for the
lucky winner.

Localola bl

Phase Four salutes Rosa Parks

| Phase Four; Rosa Parks; 15 minutes;
| 25,0000 issued; September 1995; contact

{B00)405-2263.

—/ 'The card marks the 40th Anniversary of

the Montgomery Bus Boycott, with the
image of the woman who has been dubbed
“The Mother of the Modern Day Civil
Rights Movement.” Callers are greeted
with quotes from Mrs. Parks from her
book, Chuiet Strength. A portion of the sale
of each card and recharge will support
vouth activities,

Argo City
taps L.B.
Cole art

Argo City/HT
Technologies:
L0, Cole Art; fowr-card set; 10 units each;

L0 sets issued; September 1995; eall
(800)315-0155.

Artwork from well-known comic artist is
comprised of “Mask Comies #2";
“Suspense Comics #87; “After Dark™; and
“Conversation in Green.” First two pieces
are from 1945 actual comic covers; latter
two pieces are unseen artwork. Regular
sefs are numbered, with special Artist
Edition of 100 hand-signed sets. Regular
ediion retails for $10, with Artist Edition
priced at 515, Long distance service pro-

vided by LDDS: pﬁnting by Brilliant.



ATCALL features ‘jazzy’ art

ATCALL; Montreux Detroir Jozz Festival;
Festival card plus six-card poster collection;
$5 denomination on each cord; 2,000
Fesitonl mrff.»:, E,Eﬂﬁ Prster Sets issued;
August 1995; contact (800) 7004445,

Single card features art from official 1995
souvenir poster. Six-card set commema-
rates past event posters from such artists as
Andy Warhol, Keith Hﬂril]g and Jean

Tinguely. Poster art series retails for Ha0,

ADVERTISER INDEX
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B T T e e e ot 49
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USACard
scares up

Pink Panther
U8 ACeard; Pink

Panther
Hallowween; 20
unais; 2,000
issteed; Oerober
19945; contact
(303)777-3034

for nearest dealer,

First card in new
series of licensed Pink Panther s[mt:iul
oceasion prepaids to be issued over the
nexl lwo Years.

Ameritech,
Bell Atlantic
| co-issue com-
| memorative

Ameritech/Bell
Atlantic; Telecom
New Fealnnd 5th
Anniversary; 10
minuies; 1000

S U iscucd; September
Mkl | /5; call Pouvell
B ssociates at

(B00)528-8819 or

USACard at (303)777-3034.

First jointly issued eard between two
RBOCs; commemorates the joint purchase
of Telecom Corp. of New Zealand, and its
5th anniversary. Remote memory card
allows eallers to seleet either LDDS or
MCI long distance service,

£, -l
Tune in with Timothy Leary
Quantum Communications/Global

Communications Network; Timothy Leary;

S0 (33 minwtes); 1,000 cards issued;
October 1995 contact (800)530-3333,

Limited edition, sequentially numbered
psychedelic-looking eards: pictures one of
the most celebrated leaders of the “60s
movement. Author of “Flashback™, “The
Game of Life” and *Chaos & Cyber
Culture”, Leary was probably best known
for his quote, “Tune in, turn on, fine
tune.”

Locatola b5

First Coke
stand-alones
available

| Classic/Score Board;
Coea-Cola Arovurd
the Warld; three-
card set; 10 minutes
on each eard; 2500
sets issued;

& e, 1O Wemectes| Nopember 1995,

First in the long-awaited monthly series of
Coke cards from Classie/Score Board.
Cards feature Coke images from Japan,
Germany and the U.S. Suggested retail
priee for the set is $39.95. To order, con-
tact a Score Board master distributor:
Univox (800)227-3506; Sports Talk
{212)336-5121; Powell Assoc. (B00)528-
8819; World of Coca-Cola (404)676-5151;
or Logofon (800)280-1166.

Lifesaver cards
benefit children of Bosnia

Lifesaver Communications; Children of

Basnia; .EI{]J.?EWESI!? denominations; 1,000

a each issued; August 1995; contact
703)522-1076 for information.

Collectors set available in three denomina-
tions. Sold in conjunction with CD and
video by the artist called “Hisham.”
Proceeds (25 percent) benefit the children
of Bosnia.




America's Most Collectible

his month marks a major change in the manner

that we determine the most popular cards in the

market lﬂtla:r. Thiz momhk’s ll;il,ing i5 based an

actual retail information submitied on a confiden-

tial basis hy 15 of the most active and prominent
5. dealers,

The top 10 zales lists from dealers remain quite
diverse, which makes it tough for collectors, You'll prob-
ahly need to acquire several price lists and spread your
business among the dealers, sinee no one husiness is like-
Iy 1o have all the cards listed here,

5o let your lingers do the walking and call to request
a price list from dealers listed in this month's Dealer
Directory on page 38, '

L

FIVE FLAVOR

FREE MINUEBES
INNOVATIVE TELECOM
=

i v I This brightly colored

two=card sel has the same uErFH*ul as last month's NBC

Peavock cand — u veritable kaleidoseope of colors at

your fingertips. The two cards make a strong case for
adding some corporate/ promotional eavils to your
collection.

b b kbR |

ACMI GRE [
PHILATELECARD SET With the

Grenadian stamps embedded into the actual tele-
cards, this is an innovative way to collect Disney, Up
until now, the only extensive series of Disney cards was
from Japan. Perhaps these cards will finally force Disney
1o unlock its bulging library of animated images o the
voracious conmunity of Disney collectors.

Sprints

SPRINT MONSTERS
OF THE GRIDIRON

.-'|||"tl:r H Irmg :ih!"!!IHH‘._ ”'I.I.!

Mansiers have popped back up on

GKIINN

i T Cien-Cels Enspany. Toen Sale’ b o spgetirnd sl mwan o

our list, Why now? Because a large
sinsh of the cards rL‘.::::lII|J‘ Lzllaugi.'rl
hﬂll[lﬁ. “']'Iii_:h Urﬂﬂil:l_'i d ]'l{'ﬂl!]'l} ﬁlll!li:}' .‘iill”l'.'iﬂ"n. I-II:H,:' ﬁ'ﬁnl i.‘i ] gﬁﬁll
buy at levels under 810, and will become fairly scarce amain in a year
or two after this supply is dispersed around the world,

REMIER " RHHUAL RONALD MeDONALL HOUSE FUNDRASER
:\'_ L bl

EDITION Limited to
one per customer al the
tth Annual Ronald
MeDonald fundraiser dur-
ing October, the price i SPONSORED BY FRANK
o Hovaring jist under H‘RJ’L‘IIH.uI..I'II:II'MLIJIh'b‘[H'l'h'IJ.I}I-'EILFEEFIJHIJ.HMEEH

$100, or twice the issue
price. The mintage was
1500 this time and the
graphics are the hest of the
three sets, A salute to
I'rank Zamarripa and all
the other donors who've
raiged more than hall a
million dollars for Ronald

and his projects,

ROOT REER

A nice pmmmlun-
al card from one of the
tl:k“i;]'lg rimi hl'.':!' Jdel“:‘
5. \ “f‘]lﬁ’lll"lh[}' Ill‘iﬂ(:li
starter card for soft drink
card collectors. I you
limit yoursell o one of
each Mavor/brand of soda,
Vil wian'l o hroke on the
Coca-Cola “Machine.”
'|'|'.|'|i[:h l'ULlII:I “ll“{'ﬁ H" [3[

your spare change,

Locatola bR



Now with a mainland-produced folder, the set has made a mini

comeback., The holdered sets usually come with matched serial
numbers. The attractive four-card puzzle set was created to commemorate
the [ifth anniversary of the local MeDonald's restaurant and includes the

ever-popular Coen-Cola logo on each card.

SPRINT/SCORE

BOARD
HOLIDAY SET This
beawtifully produced five-
card et features vignettes of
olil time Coca-Cola holiday
ads dusted off from the

Adlanta archives, The only
disadvantage to the cards is
the hefty retail price of $110
[or the sel,
which aver-
ages out to
$.91 per
minute of
long dis-
tance time.
The
mintage is

2500 sets,

PHONE CARDS

HAWAII MCDONALD'S

ALA MOANA Though a
desirable card 1o many, the El]]]pl}'
was 100 short and the distabution
was just a bit too secretive for colloe-
tors to participate. Nonetheless, the
graphics are good and several main-
land dealers have started selling them,

Just he wary of the ]Jrimr that you pay.

:I- %‘- '-..
i (.-fi -r;ul-l‘

EdN sradewsalura

Lt .3

Locatola b7

40

unifs

GIN FAGLE A solid

Favorite this month among

“psers." this GTN card {ea-
tures the patriotic image of the Hald
Fagle and the American flag.

NG
g gﬁﬁ |
N1 X
= W
e PEAFE s
ATAT
Sy FivE MATES
SPONSORED BY FRANK & S0
b il PROERSE G070 M L Wiielnad S HOCTE OF e 3
Lt Lh_".:
72 TIVTE MINUTES

£1 “ERANK & 50N CARD SHOW

SN MO S e TALFORRL, g

R Arzean

FIVE MISUTES

SPONSORED BY FRANK & SON CARD SHOW

Y e PROCEIGE GO FORALD DOMALS HOUEES OF SOUTHERN CULEDRAR f
PREMIER " M FRANK :
SECOND EDITION lssued for the June
1995 fund-raiser show for the Southern

California Konald McDonald Charities, the set was an

early sellout. Also limited to one per customer at 550,
Frank Zamarripa's second set features small images of
the McDonald’s characters in the upper left corners, The
eurrent $175 retail takes most of the investment hopes
ot of the set, bt it is 2 musi-have for McDonald's col-
il:{:l.“ni.



Maddon Sumdllom
“Santa™

Sprint; Collect-A-Cord;
Caca-Cola four-cord sei;
33 denominations; five
rreimneeles of domestic
phane itme on
ench cerd; 13,000
sefs of four;
Janmary 1995;
cortact {313)

BN EHE e

(OCA-COLA CHASE

. [ SERIES IS
| II,= EL L‘SH Many of the collectors
now chasing after the popular Waorld of
Coca-Cola phone cards have been a bit
surprised to discover that they may not
have found the “frst” U.S. licensed Coea-
Cola set of prepaids.
The now-elusive first Coke issues were
distributed by Collect-A-Card. Greenville, 5.C.

According to Mike DeBoer, distributor for the

company, it took over five years o wo rk out
the licensing necessary to produce the four
different LOU-image trading card sets, sp[‘.ciﬂl
limited print inserts, and phmm carids,

The popular non-sports trading card
series features nostalgic images from the
Coca-Cola archives in Atlanta. And, as might

be expected,
the cross-over
distribution of
chase and
insert phone
cards portray-
ing the ever-
popular Coke
icon was imme-
diately targeted
by collectors.

It was the
fourth and final
series, released
during early
1995, that
included the $3
phone cards.

Roelacell’s “Bay gone
Fishin®

“Sprite Boy"

“Hr’g Red Coke Machine,™

Cocatola o

“Home Run™;
55 ease card;

4,500 issuerd.

Collect-A-Card produced 15,000 each of four
different Coke calling cards. Phone time was
provided by Sprint.

The first card in the series is a “Haddon
Sundblom Santa.” Memorabilia collectors
know Sundblom as the artist who painted an
exlensive series of Coca-Cola Santas over
many years. The second portrays Norman
Roclowell’s “Boy gone Fishin™ painting, while
the third shows the famous “Big Red Coke
Machine,” and the last is the “Sprite Boy.”

For those unfamiliar with these trading
cards, they came sealed in individual pack-
ages with eight cards in each pack. Each box
contained 36 packs, with 20 boxes per case.
The insertion ratio was one phone card per
60 packs of cards,

The term “chase” refers to the fact that
since there is a relatively small nunber of
these highly desirable prizes available, collec-
tors must “chase after” them to find even
one, much less obtain a complete set.

Even more scarce is the §5 “inzert”
phone eard which was packed in each com-
plete case of 20 boxes. The card pictures a
1977 Coke ad of a visiting team haseball
player watching a home run fly over his
head. There were 4,300 of these cards pro-
duced,

The cards could not be purchased direct-
Iy from Collect-A-Card. Some dealers have
recently advertised that they carry these
cards, and the December Moneycard Price
Guide indicates a value of approximately $30
apiece. You can also call Mike DeBoer at
(313)434-5474 for more information.

And s0, collectors, the Coca=Cola chase is
on...again!

I o e Y R LU S T
Naney Blackburn



America's Most Gollectible

m Jmpp-j' Lo see the list this month containing
=01 |.|i'|"|\|.} |||".‘ii"__':|il:'|:| HsCT t‘;||r|i = [ |_]'|E|1. SI."'“
fore E5-8 10 That's what our hobby should be
abwout — inexpensive, nicely designed eards that
sin b nsed, and ave e, h‘}' 1l ll1lljﬂl:ll_'|' al
byers,

. USACARD 10-
LINIT PINK
PANTHER
CHRISTMAS

A delightful desigm of the
naughty troublemaker,
and the second card of 4
hu|id:|}*-r|=.|u!vd series. An
alfordable spocialized
topie from a good user-
caril company. Cher
iggners should make g note

ﬂl llli.'i SLLECEESD il‘j J-l.l.sl. s

easy (o make a truly interesting user canl s it s 10 make
a dull one. Use your art departments lor art, not just
dralting,

S

E USACARD 5-MINUTE ME rtm

CHRISTMAS/TTAPPY NE

Last year's successful Olde Tyme Santa cand
prompted the eirea 1900s Santa on this set of nearly
identival cards. The imare i the same, but two dilferen
{:,Tci:lillgﬁ ST the two five-minute cands. The sels intro-
duced first-time hll:-'l."li 1o ]JI]ﬂIIL' cardls in stores, where
many were used as Christmas gilts for friends and
employees. Sure heats another Christmas hum,

3 TS 3-MINU
MCDONALD'S
WARRIOR/HULA
U"!N[:EH EI:IET I-H‘III! l“'l'l‘“l,'llrrl sl

was issucid in o standard size format, as

well as limited-edition jumbos.
Interestingly. the only reference 1o
H[l:[](i:lﬂitr:i amn ”I.I:: EhrT:E:-minuH“ ['.ur(ls
i5 2 logo in the upper lelt corner.

{;T?ﬁ- [;Jlli{;IJE ['f\'rr}' rIHIII”‘I S¢S o ]1Ti|1z_.'| ill il Il‘}i.‘il e gi"l'l{"['i[: [lE‘.SL!'_F.'I'I

appearanee on our Most Wanted list is GTN's 40-unit Eagle canl. The card has o nice

canil as one of the top sellers, Most often, the “use™ cards are purchased from

dealers in southern areas of the country, Making its second consecutive

|h'||.l]n|.it' tl['!‘.if._'ﬂ EIII1J i I.IJ'.'I-' Fll‘l""lllilliilll‘ AL, “'l‘li[!il ]IILII'U!!:-'L i1 'I.'II!]':]' [Il!]IIIIIHI' “’F[h IIJ-I_II'iSI_S.

5 HT TECHNOLOGIES 10-
UNIT SOUTH CAROLINA
STATE FAIR A pleasant
design with one of the largest cen-
trifuges Uve ever scen. The cand
includes the ohlizitery Cor-Cola
“hulls eve” logro that has mwined HT =0

many sales, but it also comes with a
twist — a Marlbora Jogo,
loth aflordable and eolleetible.

The card 15

A eolleetion of 5= 10 eards from HT, LDDS, [fele!]ril_','
and others coulid be started with the Coke “holls 1‘}'[!" ]ngu us thee theme. Maost of the
cards are colorful. varied and interesting,

CABLE & WIRELESS 5-
MINUTE. GROUNDED BY
WOODPECKERS NASA's resi-
dent hirds, which seuttled Flight 5TS 70
with a Tuel tank attack, inspired a low-
mintage telecard showing the Mission arm
pateh with a larger-than-life woodpecker,

Designed by one of the shuttle erew mem-
hers. the live-minute card would be an
interesting addition 1o any phone card col-
[ection,

Cocatola b



JNASA |

Annned 5

ABLE & WIRELE

Spacnilight

? $3 NASA 100TH
\[ﬁh’\]"n FLIGHT An historically significant
card, this $3 prepaid was issued in hoth standard

and jumbo size. 1's a pity that only 300 cards were cre-
ated = mogt of them going to NASA personnel. A must

lor space theme collectors,

rﬁ&.&‘pn’nnﬂ,ﬂ = g 3”‘“ﬁ

H FLIGHT This isnt a typo or an echo. it’s
another phone card commemorating this truly

monumental achievement. Though this issue adds anath-

er LOON cards for collectors to enjoy, it s still not enongh

for the demand. Where are vou, Western Union?

L D TELECOM NEW ZEALAND $5
POCAHONTAS The lirst foreizn-issued card

to grace our hest-seller list is a privately commissioned

card, and one that sells for well over faee value. The lim-
ted=edition version 1= included ina costom folder with a
special CD, Collectors need to judge whether the packaze

is worlh the premium price,

ASCOT S-MINUTE DOMING™S PIZZASCOCA-
COLA lssued as a test market eard for zome Minnezota
Domino's stores, there were
2500 of these "||4*|*Er ilish

delights" produced and dis-

tributed — some of them to

L‘ﬂ”l"l:l!] =il I'HJ dl‘él | 5.

PHASE FOLR 15-

MINTI SA PARK
Another historically significant card,
this one Itm'mg ] F];__‘:I'Ii“l'illt[ event in

.'t!lll!l'i'!il‘!'i I:!II'I.'“ Tighl!; TRRCRy el [.H'I"l'
page 57 of January Maneyveard
Callector), Cards commemorating
J1isl|:r|':_r-uhungin;__: events should be

valuable for years 1o come,

providing;

LDDS 10-
MINUTE NIKE
Mﬂm This June
1994 issue of 1000 s 4 very
striking design and-has

Who Is Provident Worldwide Cummunlcatluns Inc.? ]
Pravident is a full service Phone Card manufacturer,

State-of-the-Art card printing technology
Retail & Display packaging

Highest quality SS-7 network services
Interactive Survey & Data Base programs |

FHIE Iﬂﬂ-ﬁ' dlsf.&ugf. {nc"lfh
In-house graphics & design

C—

appeared before on the best-
sieller listings of our dealer
respondents. [t never has got-
ten to the finish line as
cu-mp]em sefl=out, bt rr|.'|_'g'|:ru
this spurt will finally put i |
into collectors” hands, [

Complete Rep. support & training .'I @ TAH GE T /|

DOMIHOD'S lll! MIH Pl

A L A

All Taae Cities Loations B35-3535

Call Provident Worldwide Communications, Inc. today for a free

consultation and confidential pricing 1-300-35?-3931

Cocatola?l



NEW SPORTS ISSLES

‘Ma’st
valuable
player card
OmuiTel; Mo
Vaughn; $&
denomination;
5,000 ssued:
Oetoher 1995; eall
(R 686G,

The card features
Boston Hed Sox i
slugger and winner
of the American League’s Most Valuable
Player award.

|

advY> ANOHd

7-Eleven calls
on OB Club
ol 7-Lleven; NFL
Cuarterback Club
Colfector Series;
five-card set; 15
| minutes phone
timme; o, E0 sets
tssued; Oetoher
1995: cafl
{R00)952-1970.

Limited Edition series from the nation’s
largest retailer of prepaid phone cards
includes a replicated autograph and
recorded voice message from the featured
player. lmages include John Elway, Steve
‘i"u;:ulungf [an Marino, Boomer Esiason and
Michael Irvin. Only 100 cards provided to
each of the 5,100 1.5, 7-Fleven stores.
Suggested retail price is $5.99 each.

TELECARD

five Bird
cards
issued

ACMI: Larey Bird
Teleeard Series (final
Sive cords): S (5,000
crarels :'.'i.wuf:’.r), .'f-fﬁ'
(L.000), $20 (800),
S50 (200 ; December
1995 call (9601)363-
2100,

Cards Y-D from
series which spells
out “LARRYBIRD.”

Four dilferent denominations and
rechargeable at 560 per minute,

Fan Club releases 49ers prepaid

G 4 9rs Pan Club; 85 depormination: 5
minutes; {250 cards issuedd; December
1995; eall (2003)353-8881 for information.

Front shows members of the 1995 Super
Bowl champion team. The team licensed
eard is available only through the Forty
Niners Fan Club.

n

Locatola’l

Aussie racing cards
available in U.S.

Promaeared It VGAF Teleeoms; Ausiralion
Touring Car Racing; two-card set; $5/510
denomirations: TODNSN cards issued;
August 1995; available through Incl
Phonecurd Evchange, (2000857-2121.

First set designed to introduce U.S, cards to
Australian collectors and Ameriean
tourists. Pictured are popular Australian
Touring Cars, which are similar to 1.5,
NASCAR racers.

Pivotal strikes
the pose

Prooverd Comeni-
cations! Tel Trusi;
Heisman Memaorial
Tropliy; 60 min-
wtesy 5,00 careds
issued; December
19495; call
(BOOMA9-2272 or
{TTON399-3050,

Limited edition

collector’s card commemorates Glth
anniversary of the most prestizious award
in college foothall. Each card is individu-
ally numbered. Retail price is $25 each.

PTi issues Olympic salute

Prepaid Telecommunications; 1) Years of
Olympic Games; $1.50 denomination;
L0 cards isseeed; November 1995; eafl
(305) 6T0-0393..

Manufaetured for International Collections
Ltd. of Hong Kong, the card features seven
Olympic
rnners
in front
of ancient
Roman
columns.




N ISSUES -U.S.

South Florida
‘breaks’ with Ronald

Phonecard Management of America;
MeDonald’s “Afier the Holidays™; two-card
set; 12025 minutes; 2,500 seis: December
1995; call (800)405-2263.

Matching number sets feature the
MeDonald’s and Coca-Cola ltlgus and come
complete in a folder. The 12 and 25-
minute denominations correspond with the
12/25 issue date. A portion of the pro-
ceeds henefit Ronald MeDonald's childrens
charities of South Florida. The cards are
exclusively distributed by Acme Telecards,

GTI ‘Bonds’
with movie
collectors

GTT; 007 Galden-
Eye; seven-card set;
S35 107820 denomi-
nations; quarntity
ongoing; December
1995: eall B00-
S64-9202,

Set ineludes pro-
motional and
poster images from
the latest James Bond flick.
The rate per minute is $.25.

IAVIDS
i .E..H’.«L": iy

sl

I.-'I J E Y- [rullmm. 201
"HEERARD CALLTNG CARLY I I*

o

MCI revs up with Harley cards

Mﬂffﬂrfehmy Lehit l'.:.m'd'i Hﬂ.rfe}“-
Davidson; 20-unit and $10 cards; quantity
unavailable; December 1995 quaifable at
local H-1) dealerships or by calling
(B00)578-7553 ﬂi’fa.:rmg {’T?Uj?ﬁ =,

Cards feature 1996 Sportster XL 1200
Custom and the FXSTSB Bad Boy motor-
cyeles. Each set contains a 20-unit and a
$10 card. Users can access Harley produet
information, events, promotions and trivia,
and have aceess to MCI's Traveler's Assist.
The cards are priced at 49 retail, plus s'h.

Local church
issues card

AmeriVox, Gloria
Dei; 810 denomi-
neation; 30 min-
uites; 100 cords
issted; Secpe'ﬂnﬂmr
1995 eall
I"ﬁ“ﬂ[.‘l’”"m Iﬂ-l"_
at (215)646-
.'fﬂﬁﬂfar informao-
tion.

Card pictures hell

tower from suburban Philadelphia
Lutheran church, Retail priccd at $20,

AmeriVox reps wish
upon a convention

AmereVox; Wish L'pan A Star; $20 denomi-
nation; 2,777 cards issued; January 1996;
(415)694-4977.

Produced for the annual AmeriVox
Convention, which was held January 4-7 at
Walt Disney World.

Localola?e

Two more Endangered Species
cards available

ACMI; Endangered Species Series; Indian
Elephant / Zebra; $3 (5,000 issued), $7
(2,800), $20 (1,500), $50 (500), $100
(200); December 1995; (9{”}3{53-2 1),

The ninth (*E”) and tenth (*D™} cards in
the popular ACMI series. Printed by
Brilliant Color Cards and rechargeable at
$.25 per minute.

Dobres pictures Pope

S Dobres/Life Saver Communicotions;
Pupr-.' Johin Pawl Visit; 810 denomina-
tion {20 minutes); 3,000 issued;
October 1995; (B00)342-5083.

Imagc shows a view of Baltimore's
Camden Yards, where the Pape
spuku, along with an insert photo of
the Pontifl. Users can call more than
60 countries, and the cards are
rechargeable at $.50 per minute.
Sequentially numbered cards retail
for $15 each. Service by ATCALL.



Score Board unveils Premier Edition Cels Paris.” Cards are seri-

Sprint/Seore Board; Coca-Cola Phone Cards/Cels; $2/85/810/825 denominations; quanti- ally numbered and
ties unavailable; December 1995; (609)428-3354. rechargeable at §.25
per minute,

Fach pﬂck of the new Coca-Cola eands features vintage Coke images on numbered eels,

Provident
paints Renoir

Proviedeni
Wfﬂ':l'.h r.=i-|‘fH,'
Renoir; three-ceard
sel: $10 denomi-
nations; 20 min-
utes per card;
25000 sets;
November 1995;
call (B00)867-
8931 or fux
(612)782-8956.

Images taken from
works of the great
artist, Auguste Renoir.
Paintings include “A
Girl with a Watering
Can,” “The Daneer™
and *Pont Neuf,

uluug with a Sprim prepaid FONCARD. There are 10 special die-cut S10 phone cards.
Each is sequentially numbered to 1,250. There are also three different 10 die-cut
phone cards in the shape of a Coke bottle and bottle cap, with each numbered to 895.

TeleGCard World™ '96/Smart Gard ‘96

CONFERENCES & EXPOSITION e April 24-27,1996 e« Cobb Galleria Centre e Atlania, GA

Atl '96
HET
T e e

D —— ——-— ——

The LARGEST Telecard
Convention in the U.S.

Call Jim Main or Jim
Barton at (713) 974-5252

for more information.

Telecard industry champions share
their secrets to success...

e 4-day Networking Marathon e Does your company fit? |

* Learn the Ropes * Meet the Competitors
* Three-day Exhibition » Over 150 Exhibitors
* Three-day Conference » 50+ Conference Sessions

International & Domestic Collectors * Telephone Companies
Long Distance Carriers * Service Bureaus ¢ Card Printers
Switch Manufacturers ¢ Enhanced Services Providers
Card Issuers * Advertising Agencies
Premium & Incentive Companies * Promotional Firms

TeleCard World™ « P.O. Box 42190 « Houston, TX 77242
(713) 974-5252 » fax (713) 974-5459

Cocalola?s




READERS ALUWAYS URITE

Warning! Australian amplification

I'm writing this letter to warn all the (phone Included in the November issue of
card) dealers about a person named Paolo your impressive magazine was an article P —
Rizzi, located at 2245 Bl,s::a}ne Bay Drive, ahout Australian phone cards, Author .
North Miami, FL 33181, It is my opinion that Phil Flanagan made mention of PayTel in the story. Informative as it is, [ am
Mr. Rizzi conducted a serions mail fraud. concerned about some inaccuracies that I feel do not fair ly represent our

On November 19935, Mr. Rizzi contacted me.  activities. We are not merely “providing phone service on the ferry...” For
He told me that he read my ad in Moneycard example, we have put a considerable amount of energy into the design of our
Collector and would like to place an order. He world-first satellite payphones, which governments for most Australian states
made two orders (5680 and EEH{]} and promised  are installing on their passenger train services.
to wire transfer the total amount, $1,260 to my Due to contractual arrangements with our state governments, the majority
account at Bank of Ameriea. The next day he of our 1906 izsues will be trains or train=related.
faxed me a “Funds Transfer Request” form o T e T o B S ST s |
from the First Union Bank of Florida as a proof Start Hooke, Sales Manager, PayTel Australia

of payment. The form was signed by him and
“approved” by a bank operator. 1 sent out the
two packages. It turns out that the “Funds

Transfer Request” form was a forgery. I con-

tacted the First Union Bank of Florida and w: Hawaiian Eye L3
1 s s e oy e it I received the January Moneycard Collector and looked over the price list

On January 1996, Mr. Rizzi disconnected his for the GTE Hawaii L'H.I‘d.“:'.‘ In my opinion, the listings are uhlmul mess and are
phone and could not be reached, I re ported the nowhere near what the prices should e, You need some kind of input from
N eidenito the Dieet Uston Baak aed fled = collectors, as well as dealers who know what they are talking about. If you
complaint to the Postmaster at North Miami ‘In'alll my help, [ will be glml 1o supply InpuL ar you can lfeup ol pulllishing
Fla. Paolo Rizzi has a strong European accent,  imformation that is not even close to reality. Iand my friends who also read

and collect Moneycard Collector are totally disgusted at how you are listing
these prices,

Thanks jor getting us on the right “track.” Readers will note some of the PayTel cards
heing affered in owr “New: Tedernational Tssees™ section on page 58,

T.J. Fan, The Stamp Fan, West Covina, Cali,

A certified letter sent by Moneycard Collector to Mr. Rizzi Do Whitmaore, Flainsiew, NY
produced no response. If any of our readers huve any addi- J

tional information on this persen, please contuct ws and We appreciate your concern aliout the GTE-Hawaii card prices. Traditionally they have
u.‘.?’!']'pﬁ_ﬁﬁ it oot T, Fan. et some of the miost lln!ﬂ!ifepﬂ!:rf.ﬁ' on the telecard marer, e r¥.|’_1.' !ufn.l’f_v o dealer il

o extallish the prices that we report eacli month, and we Tove faith i those well established
dealers. Ovcasionelly, theve is an eveor in entering this informedon, but for the most part, we

ll‘.}EﬂtlflﬂﬂtlDﬂ, are confident s to the validity of these prices. [ yvou fave a problem with the prives these
piease dealers are actually charging for these cards, we can only suggest that you confact then

[ have some cards
in my colleetion that |
have not been able to
find any information
on. One has a John
Deere Industrial Track
Backhoe pictured, and
was given Lo customers
who purchased and
financed new industri-
al equipment. The
other card is a 30

d:'rm{y, T:I'w:.' are fisted eoch moath in Hl{.'pre_'fuce to the Price Guide section,

Not ‘the real thing’ S —— )

I collect lelup]mnu cards that feature the Coca-Cola Hat 5, tuba
theme. Most Japanese and other foreign-issued Coke (£
cards feature Coke advertisements. 1 eagerly seek
cards showing reproductions of Coke billboards or
magazine ads from the 1900z, and on up into the
"dls. These make a delightful collection, and there
are both 1.8, and fnrf-lg._n issues of these,

Many current U.S. eards carry the Coke logo as a
small part of the card, incidental to the mrl:l’l s prinei-

Polaroid with a camera and telephone. pal theme. The recent HT cards with Coke logos are
< We appreciate your magazine here in West Texas.  of this type, as are the Charlotte Speedway cards, the
Keep up the good work. die-cut race car issues and others,

Rarbars Frell Midlan, Teae @S to what is truly a Coca-Cola card, and that misconception is being fostered

for profit purposes. To me, | see no sense paying the preminm Coke card
The John Deere eards thas you refer o were isswed by F i g i LR ! S
CDG. The thre cards inclisils five minutes of time each, price for an event r:_ard that happens to i:u:_ar a Coke logo.
and only 350 sets were issued in August 1995, The If you publish this, look for some self-righteous howls from dealers and

Polaroid fologram cards were premiums available after issuers of the cards | mention, But the truth hurts,
purrfm-sing;mrks of film. Five-minwie, 2f-minuie and 6-
minute carids were sent by mail, depending on the number

of ralls purchased, GTI p-mu;.l'ﬁf the phone time, Mike Orien, Sandwich, [IL

Locatola™
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McDonald’s + phone cards = an irresistible treat

By Nancy Blackburn

hether  you
admit to having
grown up in the
50z or not,
maost Americans
associate MeDonald's with the
wards, "last food.” Mun:.-‘ a child
has ::ugurly awaited those four

TELETICHET

i i

et Ve

The next set of McDonald’s
telecards was  issued in
November 1994, through the
efforts of Frank Lamarripa, a
man who had combined his pas-
sion of collecting MecDonald’s
memorabilia with his dedication
lo raising funds lor Ronald

magic words from Mom or Dad
on Saturday or Sunday after-

ATET Big Marc TeleTicket

noon: “Let’s go to McDonald’s.”

The c]aumring chorus from the
f:—]mil_y' vehicle can still be heard
some 40 vears later, only nowadays
the clamor is coming from phone
card collectors.

MeDonald's first venture into

the U.5. phone card market was a

Melonald the
Southern California area (see
Moneyeard Collector, Sept. "95).

The prepaids are designated as
the Frank & Son phone cards, Series
[-I11. .l‘-.{:r:urdiug Lo Zuluurripu, “The
first set of 500 did not even sell out
at the first show in November 1994,
and 1 had about 150 sets on hand.
Suddenly it took off and people

Houses 1n

three-minute AT&T TeleTicket
included with each Extra Value Meal
in 11 test cities. Originally scheduled
for a three-month run. ."lpril | to June 30,
1993, the promotion was prematurely shut
down by individual franchise holders in
nine of the 11 cities.

AT&T and McDonald’s were bhoth
unhappy with problems that arose, and the
project was terminated early. One major
difficulty was the American public’s unfa-
miliarity with phone cards, which prompt-
ed extra questions that slowed down the
usually speedy fast-food lines. And AT&T
was not happy with the number of young-
sters who used the 1-800 help line number
to make rude or abusive calls,

Phone Cards Hawaiif ATCALL Ala

|Hlﬂi.l'r!li J‘f!:’DI‘.'"I!!I M"zr

Phone Cords Hawnii
MeDonald’s Ala Maana IT

Cocalola?s

were calling and offering  me S500

a set, and now I have no problems

selling them.”
Zamarripa was not out to turn a profit
for himsell, but to raise money for the
local Ronald MeDonald Houses.
avid MecDonalds collector, he conducted
bi-weekly shows in his 25,000 sq. ft.
Southern California warchouse, and in
four years raised more than a half-million
dollars for the Camp Ronald MeDonald
and Houses in Los Angeles, Orange
County, and Loma Linda.

The main annnal event is scheduled
for a weekend in October or Novemhber,
with smaller shows held every Wednesday
and Saturday. And for the last two years,

Az an



SPONSORED BY FRANK & SOM CARE SHOW

THAHRUAL ROKALD MeDDMALD BOUSE FUNDRARSER
NOVEMEER 1§ 1™ g

7™ ANHUAL RONALE McBONALD HOYSE FURDRAISER
SPORSORED ST FRAMK & 508 CARD SHOW

KOVEMBER 12 & 13™ 188
e
S b

T AMKUAL RORALD MeDORALD HOUSE FINBRAISER

e 3

~

SPONSORED BY FRANK & 50N CARD SHOW
KOVEMBER 13™ £ 13™ 1o

Premier Teleeom Frank & Son sponsor cards

this is when and where the very popular
Frank & Son phone cards have been
unveiled to collectors.

it
T™ANNUAL ROKALD MeDONALD HOUSE FUNDRAISER
SPONSORED BY FRANK & 50N GARD SHOW

NOVEMBER 12" & 13™ 1984

two releases,
McDonald’s and phone cards have been an
unbeatable meal ticket for American issuers. One of
the most recent offerings, the second such set from
Phone Cards Hawaii, is a corporate phone card por-
traying the Plumeria lei, for the Ala Moana
MecDonald’s in Hawaii.

The first issue, which showed the Llima lei, gained
notoriety when all 1,000 cards sold out in less than 35
minutes, drawing the ire of nearby merchants when
lines of people blocked entrances to their stores.

According to Phone Cards Hawaii’s Brian Ching,
the release of the second edition coincided with the
rupture of a main high pressure water line in front of
the driveway entrance, just as hordes of Christmas
shoppers were battling their way into Hawaii's !;]rgcsl
shopping center. One thousand cards were sold on the
first day. and many customers were relieved to find
1,500 cards remaining the following day.

MecDonald’s franchise holders can request usage of
the MeDonald’s lugu when sponsoring an ﬂpprovctl
event or benefit, such as for the Ronald MeDonald
House. Franchisees can also ask corporate permission
to use the logo for a sales promotion. In this case, cor-
porate MeDonald's instigated the issuance of the first
corporate phone cards and authorized the cards.

Perhaps the rarest set of McDonald’s cards is part
of the “Have you
had your break

ludu}f?h set issued by

Since those first

Premier, utilizing
AT&T s 800 access.
The four-card set
was limited to 500
matched cards seal-
ed in individuoal
envelopes, designat-

ed with locations in
Southern California:
Costa Mesa, Wesi-
minister, San Pedro
(Gassey Street, and
San Pedro Western
Avenue.

HTH..LIS ﬂiml’:ﬁend L'I':r:

AmeriFox Frank and Son 1

LI

FIVE SN TES

SPONSORED BY FHAHH ! El.'ﬂ"l CARD SHOW

L SRGEDH 0 R THE RO 5 OF STEE J-"'l:vq_..l

( Hmjllhadﬂlrlrﬂttular;

Premier Telecom Frank and Son IT

Grimace

LIMITED EDITION
142 of 500

PremierfAT&T “Harve
vou hod your break
ooy ?"

However, there are
only 50 special-edition
5-card sets, packaged in
a legal size folder that
has all four of those
cards plus a Epeciul card
that says “VERY LIM-
ITED EDITION™ in red.

Collectors secking
less expensive MeDon-
ald’s ecards should look
at phone cards featured
on franchise-sponsored
releases. Several attrac-
tive cards are available
in the S10 to $15 range.

Name of the Game -
Tele-Tagz obtained 1.000 of a 2,000-card issue featur-
ing McDonald’s in {'}unnan}' and *Batman Forever.”
This three-minute promotional card came in an attrae-
tive folder and was =old with a McDonald’s meal pur-
chase. The DC Comics Batman logo is prominently dis-
played, along with the famed Golden Arches.

HT Technologies has released several cards with
McDonald’s logos. The 1995 Azalea Festival in
Oklahoma is featured on one of the cards. which

Premier Telecom Frank and Son T

EFDHEVEH

JUNITS

Premier Telecom Batman Forever

Cocatola?h




o (:Imu Times Square

rcitﬂﬂ!"g*

includes one of the first col-
ored logos (McDonald’s) ever
to appear on a card back.

Also from HT were the
controversial Duck Head
Classic cards, which included
the Ronald McDonald House
logo on the front and the
Golden Arches logo on the
reverse. And sharp-eyed col-
lectors will note that the
Alexander Chen artwork on
HT’s popular three-card set,
“*42nd Street,” includes the
recognizable restaurant sig-
nage from New York's Times

Cable & Wireless/PCMA “Back to
School™ The MeDonald's Way

NAT Hawaii Pacific Collectibles &
Sports Card Expo

Square landmark.

“Back to School The McDonald’s Way™ was an
attractive card co-issued by Cable & Wireless and
Phonecard Management of America (PCMA) to benefit
McDonald’s Children’s Charities of South Florida. The
10-minute card was sold at face value ($10) and
remains quite affordable on the secondary market.

Other *Mickey D issues have included a popular
NAT show card from the 1995 Hawaii Pacific
Collectibles and Sports Card Expo; the nostalgic two-
card Sprint set commemorating the 40th anniversary
of the first McDonald’s restaurant; the beautiful four-
card Pearlridge (Hawaii) puzzle set also from Sprint;
three additional MeDonald’s issues from Premier
Telecom: and McDonald's-related cards from
Southern New England Telephone (SNET), MCIL, Talk
N Toss and Cable & Wireless.

With the proliferation of Golden Arches popping
up throughout the phone card industry, the question
now on the lips of many phone card collectors and
dealers is: “Can there ever be too much of a good
thing?” When it comes to McDonald’s, the reactions
are mixed.

Amber Zaferis, sales representative for Diamond
Promaotional Phone Cards in Mesa, Ariz., suggests that
collectors look for corporate McDonald cards that also
display a second or third well-known logo or trade-
mark. “McDonald’s phone cards are solid because you
do not depend only on collectability, but on the utility

i 3

1.5. MCDONALD'S CARDS m
DATE  ISBUER DESCRIPTION DEHOMINATION QUANTITY el 2
G TR L e Big Mac: TeleTickst..., Bt e e e 4,300,000
g LT B 1) 11T Frank & Son .o
11094, HT Tech Cnen Times Squara
495, AT ....Hawall Paciic Collectioles . E:",.‘EMET PREFAID PHOME CARD
4185, Sprint . oA ARG S e EEI min 8 A0 e ; :
4055, HT Tech.. I R D-US/EATES e 4,000/1,000 SNEL Konale Mollenais ChudeE e |
B BNET i ...Ranakd McDanald Children's Charities.... >
B/D5.........Premier Telacom .. i T S o e R
Bia5 s T O B e e
o A == L ——
7195......... Enone Cartds HawaiTCALL 1,000 standard issue/
.................. 250 pmplayee cards
A/95........Cahle & Wirgless/POMA............ Back fo School* The McDonald's Way.......... e pe R A 2,000
oy 4 1| R eSS e Plcar I, WG oo vt st ANNNERan 1,500
Q05 e PTAIRE TEROAM vearres oo Barlmnan Fomsmer ol R e L2000

10/45.....-. Pramigr Teleeom ...
10/95.....Premier Telecom....
10/95...... Premier Telecom....

& :::M:Dcnalu'sf:.annectinutTurnplh&....
W 12195...... Fhone Cards Hawal ..............McDonall's Al Moana . ....coiconcie i

A 105, Catlo & Wireless/POMA ... Alter the haldays,

venans desenves & break

Cocatola Tl

2 00D tagufar, 300 Jumho

.......................................... 12025 A, i

WE AHE HLUE, WE AHE WHITE,
WE ARE SCHWABEN DY N-O-MITE!

............. quantity umknawn
2 800 500 marked
'EI'I'I|]|IJ'!. B Issie” HARK YOHI FOA SURPCRTEG 10
IIIIIIIIIIIIIIIIIIIIIIII 2 .EW 5&15 -TI-r 'u:num:lu -":ll:l:znu.u: UNIT

OF BUY FALD GROVE, [LLINEE

Premier Telecom
MeSchwaben Soccer Club




Premier Telecom
(rerman
MeDonald’s cities

MeDonalds
s .i.rnqwrsar:.'
5 1995

= .. muunnini

o oEn § MRS

Sprint 40th Anniversary aet

market and modern technology. Phone cards combine
advertising with promotions in a commodity. The tele-
phone is a necessity, and phone cards are a collectible
— a combination that will go far.”

Dave Valdez of Tele-Tagz offered a perspective
relative to memorabilia collectors in general: “Twice a
week, every week, 5,000 to 10,000 people walk
through each Frank & Son collectors’ show in Southern
California. For a large weekend show, 30,000 people
will walk in and out. The market is not flooded and it
is not dismal. It is very, very bright.”

This is a sobering thought, when we reflect on the
point raised in a recent letter from Bruce Harmon in
Moneycard Collector (February 1996), “Where is every-
body?” Maybe “everybody” should be at these type of
collector shows, since that seems to be where the action
is taking place. Has any U.S. phone card show or expo
truthfully reached public attendance figures approach-
ing 10,000 to 30,0007

But not everyone is bullish on McDonald's tele-
cards. According to one East Coast dealer, McDonald’s
cards may not always hold their value. “When phone
cards are issued like candy and high prices are asked
for contrived issues, the market will die.”

The dealer strongly believes that based on the
track record of sports cards, collectors should be care-
ful to buy cards that are numbered, as an assurance
that only a designated number of the cards were actual-
ly issued.

Concern was also voiced that large numbers of

cards might be declared “sold
out,” when they are actually
on consignment or being held
by dealers to resell
on the secondary

market, Again, the

|Jl asens

3 UNITS

admonition to
“know your dealer”
applies.

Even Frank

Zamarripa agrees
that the market is
currently  being
flooded by too
many McDonald's
cards. “But.” he
says, “since I'm not
out there to make
moaney for myself,
it'’s been nice being able to
raise a quick $30,000 to
$40,000 for Ronald MeDon-
ald Houses,

“I'll keep doing this for as
long as it is fun, and will only
stop when it becomes work. |
enjoy doing this worthwhile
cause for lids and 1 have a blast mcetmg people from
around the world.”

During the past 40 years, the popular Golden
Arches have been firmly interwoven into the fabric of
the typical American family's life. Just as McDonald's
changed the way families have eaten and interacted, so
are phone cards expected to impact the telecommuni-
cations of the 21st century.

More than just a haven for fast food fanatics,
MeDonald’s has become the theme of some of the most
sought-after phone cards in the hobby today.

Cable & Wireless/PCMA After the holidays,
everyomne

Talk & Toss McDonald's
Connecticut Turnpike

Cocatola 7o



America's Most Gollectible

ho else but Betty Boop could hop onto the

America’s Most Wanted scene and take charge

as if she ownedd the joint? We certainly don't

mind, for as far as the American National Phone

Card series goes, America’s cartonn darling can
visit us anytime.

In any case, Betty sushays in, along with a few old
favorites... corporate cards! The vibrant OmniTel
Carefree Gum card proves once again that collectible
promotional cards can be well designed and larger than
life. And just when we thought Coca-Cola issues were
heginning to wane, 50 percent of this month’s list is
devoted to this thematic.

America’s Most Wanted once again faces repeat offend-
ers. The popular Ascot Domine’s Pizza/Coea-Cola card
has hit us two monthe in a row. And, the vibrant
Innovative Telecom Lifesavers set also revisits. No doube,
attractive, steady selling issues are what our collectible
needs to build a strong foundation and to move ahead.

AMERICAN
| Sy (TR

PHONECARD
BETTY BOOP
Ameriea’s lovable Betty
Boop climbs to the top of
our Most Wanted list this
month, with visits o Las
Vegas and the North Pole.
Betty struls her stuff on
hoth Jumbo and standard
size ANP cards. The
etrong artwork allows the
Jumbo eard to show off its
true capability as a billboard or poster.
Credit for much of this sales sueress
has to go to the marketing savvy of
ANP President, Richard Nelson, who

has developed a loyal group of coin

and phone card dealers. The cards
are fun and inexpensive.

E SPRINT C “COCA-COLA™ AROUND T
WORLI The object of strang advertising and intense media inter-
est, this three-card set was propelled into second place by a flurey of

pre-selling, The heautiful artwork
represents ads [rom Japan, Germany
and the U8, With just 30 minutes of
Sprint long distance time and a retail
price of $39.35, calling can be very
expensive on this ereated-for-collee-
l1:|r$-un]}' sel.

COLA SANTA SERIES The

live-card set was first advertised in
the: Coca-Cola merchandise catalog as early
as September 1995, The lofty $110 initial

SPRINT/CLASSIC COCA-

tion unlikely, but for the ardent Coke col-

lectors with resources, it has become a

must-have, The five cards inelude a total of

120 minutes of [nhurtl: firne,

BUSETING IITH SLASE

OMNITEL CARE {
Ll This delightful card is the highest

placed corporate advertising card on
Ameriea’s Mozt Wanted this month.
Corporate cards are currently enjoying a run
of popularity beeause there are a lot of differ-
ent issues, and they are generally inexpensive.
The cards also provide a familiar image — one
with which colleetors can relate.

PIZZA/COCA-COLA Here's

another corporate card, with the
added lure of & Coca-Cola logn,
Advertising their Deep Dish Pizza, this
Minnesota-distributed card should be

mﬂm

another Coea-Cola winner for Cocahaolic
collectors,

( MeDonald's Pin Club Deutschland |

L Grifiter MeDonald's Pin Club weltweit

PREMIER

TELECOM

MCDONALIFS
PIN CLUB-GERMANY
New from the producers of
the famous Frank & Sons’

A

Cocatola?y

MeDonald's sels, this win-
ner showed up as a top seller on
several dealers’ lists this month.
The Pin Club card shows a small
lion cub pin and a hot air balloon
pin as one of a series of German
McDonald’s phone cards. Pin col-
lecting is big in Furope, and I sus-
pect the MeDonald's ping are some
of the most collectible. With a
uJintage of 2000, the card should
be a pood ane if the Fin Cluh
nmrnlu:rﬁhip in Gcrman}r
approaches this number,
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BEEH
AI\ Fllﬂ, ome-
hination keychain/tele-
carid iz one of the most

handy I've ever seen. i
has an attraciive design
and fits the popular mold
of corporate cards — low
ilriw with an aliractive
design. A winner for the
Boston-hased beer and L

ister alike.

H HOMISCO WORLIFS FAIR 1939 One of
the firsl show cards (o ever make the Most Wanted Dist,
this card dates back 1o last September’s TeleCard World
East Fxpo. Always creative and quality conscious,

DISTANCE CALLING €

LIFESAVERS)

| VATIVE
TELECDM

LIFESAVERS 5ET
Here is the third corporate card
this month, and the design speaks
for itsell — l:r]ghl anil hald, and
one that we're all familiar with.
Other bright and bold cards from
IT are the NBC Peacock and
Crayola cards, all which have been

FIVE ELAVOR E

'FREE MINU

winners with collectors,

CABLE & WIRELESS APOLLO XTIT
TELECHIPS One of the most innovative prepaid prod-
uets to hit the LS. market. TeleCHIPS are designed to
Took like gambling chips. Made from elay epoxy, they feel
and even sound substantial. The Apollo XITT example
ineludes the popular patch design artwork in a unigque bt
useable format. Look for a story on this new stored value

product in next month’s issne,

Homisco has also produced cards of the
old San Franciseo Chinese Telephone
Exchanee and Alexander Graham Bell on a
stock certificate. This one is 3 unique mas-
terpiece,

(Bmiify)

CENTURY TELECOM
SMITH'S PHONE HOME
FREE SET A beautiful et of four cards
[rom a Smith’s store promotion in five
Western siates this st fall |:.'Hr.i'ne_'|'r.ﬂ:rrf

FJJHPT.TI’?T, El.. Fﬁ?._ _L'II'I. T:I{:I:l.‘ ||'||f' l:ﬂ'l'l]ﬁ wiere
premiums in | 2-packs of Coke. The three-
minute cards feature pleasant winter scenes
from the Coca-Cola advertising archives. If
we ean blow our horn a bit, Honeycard
Collector was a |JHI1I1I.‘F in the [T,
providing information sbout the hoebby

imside the cardboard containers.

INTRODUCING THE NON-PERISHABLE

MOON PIF,

ITgwuer

2,600 numbered, four card sets

Flirtation, e cevenieanes S0 Minutes

Lazy Day 20 minutes
i 12 minutes

Commemorating . 5 minutes

Packaging:

F uI[ L1J|HI matching card holder

DELTACOM

Pre-Paid Phone Services

I youi e 4 dealer inlerosted i carrylng Deltatam
Pro-Paid praduecis, cal 1,800 2909100,

Locatola gl



8ct Gol;-SPRINT PHONE CARDSICELS %
Phone Cards and Cels thatfollow “Coce-Cola” Through he Years

They're back! After a successful debut in 1995,
*Coca-Cola™ - Sprint Phone Cards/Cels ‘062 is bet-
ter than ever. And there’s still one Sprint prepaid
FONCARD®™, with a minimum value of %2
GUARANTEED in every pack.

1

The Phone Cards in “Coca-Cola” - Sprint Phone Cards/Cels '06
range in value from $2-$25. There are $2 Gold Edition
Phone Cards, while the $5 Phone Cards feature either
# | "Coca-Cola” calendar girls on silver foil-stamped
A cards or historical “Coca-Cola” coupons on etched
acetate, The 510 phone cards come in micro-lined or
die-cut versions, with the latter printed on tin stock
and featuring special “Coke” can or “Coke” tray
designs. There are also heautiful $25 Four Season
Phone Cards that go together to form a 5-part puzzle,

In addition to the phone card in every pack,
“Coca-Cola” - Sprint Phone Cards/Cels '96 also features
four “Coke"” cels parallel to the 52 phone cands, in every
pack. The front of each cel depicis a popular “Coke”
advertisement “Through The Years” and the year of
the ad, with the back containing three challenging

“Coke™ trivia questions that both inform and enter-

tain. There are also Gold Edition cels and a subset of
phone cards and cels feataring “Coca-Cola” athletes
“Through the Years,” including Cal Riplken Jr. and other \
exciting players,

Available Spring 1996

: ﬁsﬁ %- PMMarketeo by

e - *Confents subject to change _%Spﬁnt HLLS. Domestic alling only o
o = @gw
o v 1996 The Score Board, Inc. 1951 0ld Guthbert Road, Chery il N 08064 (609428:3354 « Nade 0 US A lom 12670

Locatoladl




Americais Most Gollectible

ay’s “Most Wanted” list is a pleasant mix of
Coca-Cola, MeDonalds, pmmulimnl. movie

FRONTIER X-FILES 510 Pheas fard
3 The first of what eould be :

and sports eards. We cven have a TeleCard i
several eards tnalurtng the

World Expo giveaway card for the second

: : ; apular Fox Network TV series
month running. Most of the cards are inex- FOp

was izzsued in November 1995,
This $10 card is available at about
face value, Although a Fairly high
mintage, many are heing used in

[.,H,"fl.&ji'I.'I.'“!.| Hlll:l .lld r|‘.[:n|1'||11l.'r||] Efifl'i.il'lg llp ] fﬁ“‘
of these if they appeal to you.

ATET/WORLD OF COCA-COLA vending applications and most will 510 Fhaae Gard
]] RONALD MCDONALD never reach the collector market.
HOUSE/ATLANTA I've seen al least one additional X-Files card [rom overseas. 1'd recommend grabbing
Tsstied in .lummr}' 1944, this . : some of these for later I;rudi:%; collectors will want them in the Tulwre.
two-card set of 10-unit cands :
o 4
benefit the Ronald & &

MeDonald Houses of
Atlama. [t looks like all par-

+ OMNITE 7
i B Ll POLR HOUSE Five
ticipants donated their time

- ) - minutes; September 1995,
and material for this is=oe,

HRonald
Anothe lar Red Dox =
from the rll‘.‘iiglll.'!rﬁ anid Y mm LS nother popllar e O§r COT]I

) ¥ rate example that continues the
printers to the issuers, Even | Hm S
T, ;"

AT&1 fttl-l]:l_iﬂit llzt . Bl | e The “oieed bréod® sards
telephone time. This -

e p et @ b i{ &H & features bath the Pour House and
; J Red Dog hounds.
ever Teatured m “w m #

“Mew lssues™ thal e NcDonald! &
simultaneously took House

“America’s Most 'ﬁ i - ; " New Yerk Warlds Fair | I ‘ﬂ 193
Wanted™ top spot : - E - it e |95 o) "m WORLIY'S FAIR
Ry T ) @ g ! H - i Five minutes; September
™.
2 |

OmniTel mini-series of Red Dog

1905, This |nwl}' card was {irsl
HEE‘I‘! 5 3l Shu'll.' gi‘il'ﬂﬂ“'ﬂ}' {r[ll'-ll'fﬂul'll
World 93] in September, and the
remaining inventory has just now
come to the market, Always sport-
ing a classy design, Homisco cards

o Ftlanta

@ 10 mintes &

LS )

OMNITEL CAREFREE GUM
E Another very strong showing for the card that have heen a soughi-alier regular at
promates the popular sugie-Tree pum. Tssued in telecard expos.
November, the [ive-minnte card sports a pleasant design

and an inexpensive price L,

& . b GTE SUPER BOWL XXX
Five ]_:nils:_ .]JHIIIE.I]'",' 1996, Almost all of

ll'I.DEE! l'al‘{ls WETE lnl'i'l.'l.‘l'l Jt'l'l'ﬂ"]' Ly liEILEI'JH:IJd'

ers gl the 1900 Eupcr Bl game i Phoenix,
Although a mintage of 80,000 is substantial, only
a small percentaze of those likely entered the eol-

leetor market. That quantity should he sufficient
enm:gh i allow eallectors 1o find them t]1mug;h
phmm card dealers, however (see “New S]]DHE
lzzues,” page 51).

FPrefrzicl
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ENTURY TELECOM SMITH'S
MARKETS COKE SE

Created for the second Smith’s Supermarkets

Coca-Cola promotion late last year, these four-card sets
are now available from telecrd
dealers. The mintage is 10,000 of

each three=minute card, and the
overige leads me to believe the
investment Jmle'mia] should be
minimal. From an investmeni
;JE‘1‘5|}[‘L'l]H", I would e Mmores
inelined to buy the first set of
Century cards hecause of their
low mintage and

hizh mortality
rate. However,
the second sef iz
very attraclive
aned available.

MIER TELECOM
MCDONALD'S/BATMAN FOREVER

Three minutes; September 1995, A striking

desizm on this mintage 2,000 MeDanald's promational
card makes it an instant colleetible, This is pmhuhl} the
l]f\'?"“ Il‘ll]"iillg ”l. H” ||'H" ];ﬂll]u[“ t'fll'-l'l.ﬁ '|||I""'N'I’L
seen, and a good value at under $15.

IIFEHF'_VEH

3 UNITS

QUEST/LIBERTY
NABISCO ME, PEANUT

Here iz a card Tor snpek Tood

Junkies, 1t has no less than eight different
Nahiseo logos, including Mr. Peanut him-
self. With a %4 face value, T'd smuess that
this one would be 1 good investment if
purchased for less than 520, Additional Indi
information appears in this month’s Ll
”'f:ﬂrpﬂnm' Corner” column on page 9.

[PNasiscol] S
W E
W o iirea)

I\‘r’fl"'
2,500 uutﬂhPH:d four card sets

Commemorating 75 y
Packaging:

[/ 5 WEST SUPER BOWL XXX

£1 comp card: January 1996, Another super desion from the progressive

g A

. RBOL. Given

out to partieipants at the
Super Bowl Host
Committes meetings, the
31 comp card was
restricted (o the Host
Committee logo due to
licensing constraintz

However, the prevailing
price of 350 has already AR T8 N A 59

taken it out of the fun- COMPLIMENTARY TELECARD

to-eollect category,

INTRODUCING THE NON-PERISHABLE

N PlE,

30 minutes
0 minutes
2 minutes
o minutes

&ual r._ud" av: .:llI.:l].lll-' at Iace i 11ue.

DELTACOM

Pre-Paid Phone Services

IT you are a dealer interested in carrying DeltaCom
Pre-Paid products, call 1.800.230.9100.

Cocatolada



NEW ISSUES

2y j'q;ifm.m-u-n-

31 PrePaid’

1 PrePai

MCI shares Smlthsunlan
treasures

MCI; Smithsonian Treasures; four-card set;
$5/810 denominations; quanities unavail-
alle; February 1996; (800) 929-0015,

MCT's largest series of prepaid cards to
date, lmages depict Teddy Bear (1903);
Wright EX “¥in Fiz" plane (1911);
Pocahontas Quilt {1900); and Childe
Hassam's painting “The South Ledges,
Appledore” (1913). A portion of all pro-
ceeds will be donated to the Smithsonian.
Cards are numbered and wrapped in cus-
tomized packaging,

UniDial features winter scene

Unilhal; Mare and colt; 16 menutes; 4,250
issuerd; December 1995; (502)244-6066.

Produced as a Christmas card [or Canadizan
Coca-Cola bottlers, Numbered cards are
priced at $10 each.

Phone cards help teach politics

EastWest Telecom; “Race jor the
Presidency™; 100 minutes {100 cards
issued), 10 minutes (1000); “We the
Pmp&? Telecommunivations Foster;

5 minudes (250 cards); February 19%6;
cedl (B0 505-6652,

“Race for the Presidency” cards show the
Eﬂgle crest, while the *We the Peuplt“
poster art was taken from the winning
poster in a contest, The 100-minute cards
were given to Massachusetts children to
call the President or their regional elected
officials. The five and ten-minute cards
were handed out to school children as
rewards [or |eamiug aboul important
national issues,

WOC drops by
Ronald’s House
AT&TWorld of Coca-
Cola: Ronald McDonald
House Atlanea; 10 minutes; 2,500 sets;
Jonuary 1996; call (404)676-6745 or fax
(404)676-5432 for information,

The sixth eard from The World of Coca-
Cola was produced as a fundraiser for the
Atlanta Ronald MeDonald Houses, Phone
cards include the “Always Coca-Cola”
trademark and come pnnkaged i a beauti-
ful, full-color, laminated collector's presen-
tation folder. Retail price of the set is $25,
with all profits going directly to the two
local shelters.

CocaCola il

MINUTES

Prepaid Calling Card | st

Happy Valentines Day

Phoneecards USA; Valentine’s Rose; 10 min-
utes; 300 issued; February 1990;
(619)233-6200,

Phone card was affixed inside a eustom
greeting card and mailed as a s«elf-prmml.iuu
piﬂuﬂ. Cards are sequentially numbered with
]ong distance tme rated at $.40 per minute.
Three hundred second edition cards are
available to collectors for $4 plus s'h

U.5.S. Maine [ : N
sailswith | Do MAINE
AmeriVox

AmeriVox; LSS,
Maine: 5 minutes;
741 rssweed;
September 1995,

crll (207)439- Commissioned
7023, July 29, 1995
Promotional BtbeiaIne
phone card shows w2 Sk |
ship’s insignia

logo. Cards are SEL]l.lHIIlId.u\' numbered

and chhargeahlf- Priced at 10 each.

Flying Buffalo cards grounded

flying Buffalo; Play-By-Mail; no face
value; 1,0 cards tssued; December [995;
call (602)945-6917 or fax (602)994-0658.

Though mint in appearance, cards have no
phone time since service provider (ITG)
went bankrupt. Attractive cards are now
being offered wholesale for $2 cach.

Lssuer plans to reissue similar active cards
at a later date.



Batoirl flies for second time

AmeriVox; Baggirl II; 5 minutes;
1007 ecards issued: fonwary 1990;
call (310)281-7340 or (217)8064-
4321,

The second in a series of five cards
commemarating the 30th anniver-
sary of the “Batman™ TV series. The
1967 image features Yvonne Craig as
the ariginal Batgir] character.
Frinting by Brilliant Color Cards.

Marilyn mystique at ANPC

Arrr:—;r?-.{.ﬂrr N".rfll'.lﬂ": Plri{}ﬂ.t'." ':‘ﬂrfj,'
Marilyn Mystique; two-piece phone
If'ﬂfd:"l.‘ill.fl?[‘ff I':I'J‘rlﬁ .'tiE'r;
10 wredts; 1,500
i“ﬂ.ﬁu{-!l":; J"F!”-I'H}"
1996; call (B18)609-
ThiH.

Cards are serial-
numbered. Image of
Marilyn’s face magi-
cally appears when
coins cateh the |'%h1.

PCMA flags
Daytona 500
GAF

Telecommunieations)
Phorneceard

Min MEEEIRERE; ﬂﬂ}"!ﬂﬂri
S ot roce;

&h {Tﬂ mr'.ru:.[r-:ﬁ),' 3,000
tssuerd; February 1996,
call (B00)405-2263 for information.

Produced as the official card of NASCAR's crown jewel stock
car race, the card was initially available at the Daylona race
track souvenir stands,

TTA ‘on e road’

ACMI; Telecard Trading Association; $2 denominations; 1,000
sefs tssued; January 1993; call (901)363-2100 or fax
{901)363-9707,

Attractive puzzle set promotes ACMIs collector service. Tmage

shows the world on the road to telecard collecting. Rate is S.00

per minute,

||’ '
"r.|!|_lf .

gl

HT offering Union Square puzzle set

HT Technologies; Union Square; three-card puzzle set; 10 wniis on
each; 5,000 sets issued; January 1996; call (415)421-8980 ar fox
(415)421-2622.

Another puzzle set from popular artist Alexander Chen, Three-piece
image shows San Francisvo's premier shopping district. Set retails
for $18, with .60 per minute phone time.

UniDial spotlights
“The Puzzle Place”

Unildial; PBS “The Puzzle Place™; 10
minutes: 1,300 issued; Ociober 1995;
call (502)244-6606 for information.
Imagc features popular PBS chil- —

dren's show, Entire stock of cards was given away at the 1995 PBS
Development Conference in San Antonio.

OPPORTUNITY

2ND EDITION
NZOIL

. Limded Sdovime
[ |'_'IH!, EMORATIVE PHOME CARD,

Pluu a:l-:l $3.00 insured sthplng & h il
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here is no argument from
Coke collectors that the 100-
year-old tonic once mixed
with cocaine is just as exhila-
rating as ever, especially if its

1ugu is emblazoned on ﬂn}rlhing!

l:lun'rlg the past few years, as prepaid
phone cards descended upon North
America, the world’s favorite tried-and-
true tonic has also made its presence

known on one of our favorite col-
lectibles — and caused a frenzy among
collectors.

Coca-Cola History 101

More than 100 years ago, Coca-
Cola was patented as a cocaine-
based, caffeine-rich tonic syrup for
good health, What an exhilarating
combination that proved to be!
When mixed with carbonated water
at drug store soda fountains, the
sweet new drink became an overnight

sensation.

By the turn of the century, a
_ unique distribution system had been
._?m]ﬂl}m&nt&d The  Coca-Cola
- Company produced only the syrup,
_ and then signed licensing agreements
~ with independent bottlers who pur-
-:;Z.chased the syrup and then prepared,
bottled and distributed the beverage.
This forged a close relationship, and

NAT Christmas profotype

P S e, N e T T e e e T S T A L ey i e i e i o e e gl i el g e SR ALl

May We See Your License!

|"."|anr Grauer, director of The World
of Coca-Cola Pavilion in Atlanta,
explains that bottlers must obtain the
corporate approval from Coca-Cola
before the Coke logo can be slapped on
promotional items — whether T-shirts,
coffee cups, posters or prepaid calling
cards. Bottlers” sponsorship of worth-
while events must also be approved
before Coke emblems can be applied.
Grauer further states that promo-

TELETICKE

o ot

tional items are specifically identified
as merchandise that is not to be sold,
but given away. The Smith’s, Dillon’s
and United “Phone Home Free”
phone card promotion met this crite-
rion because it was done through
Coca-Cola USA, the marketing arm
for North America, to benefit major

~ Coca-Cola has developed a policy that encourages hot-

AT&ET Big Mac TaleTicket

Sprint Monsters of the Gridiron

Ctlers to produce promotional premiums and support

events that promote the industry.

Sprint

supermarket customers.

Coke considers a licensed prod-
uct to be one for which an agree-
ment has been made and royalties
are paid to use the logos before the
product is then made available to
the consumer. Techniuall}', the
World of Coke cards are considered
a licensed product without a royalty
having been paid, because there
was a legal contract with the parent
corporation to produce the tele-

cards, which were then sold for a profit at the pavilion.
The very first Coca-Cola phone card in the U.5.

was a prototype Christmas card produced for Coke by

Locatoladb



PromaeTel
Blimpie
Bear

TFAHNUAL AONALD B:DONALD HOUBE FUMSRAISER
SPONSOED Y FAASH & S0N CARD SHOW

AmeriFox
Frank: &
Son 1
{Honald
Mclonald
House)

MOWEMBER 12 5 15" 190

ri." Enep !

e’ ﬂ'dﬂ.}' curd

U.S.-ISSUED COKE CARDS
DATE.  DESCRIPT, DIENDON. a7y, [SSUER
PrfotypesiFroofs
11055, .. Mergy Ghristmas o You (protocype) bl R e R M ] HAT
B MASA Space Tan * *{protatype) TR i
7/85.......Polar Bear wiioke Botlle 55 L
e L SUnkistGanan Ory .. S 10min (R T P T OmniTel
Warld of Coke
A0, Springhime im AHATE (] 31| e e [ e Bprint3core Boand
B/35, .......#2 Ried Hot Sumamer (#2].. ... k1 (AT TR 1 iR e SprintGcan: Board
BY5. ... Soda.erk [#3) 10 min. = T A R i Sprtscare Board
T35, A2 Bamen (#)...... 1lrmin Al e oprmiScan Board
BY96:. . WOC S1h Anriversany (5] selid Al min M e spntGoare s
1800 Atlarta Ronakd MoDonald Houwse (#8) . 10 min I e S e S ATAT
Gora-Gola USA
11494, . Phane Home Free (Smith's, Dillon's. United)... 300060 mee.. ..o TS s i, [esiury Telecom
11795, Prane Bame Freg (Smith's) set 3 min AN VIS ettt Crury Telecam
MeDonaldiCoke [s5ups
A3, Gk Donald's Tek Tickst 4500, 000 AT&T
1104....... Frank and Son | setid Amariio
G%5......... Frankand Son Il setd i Premies Talezom
5. Priridne Hawal pazzledd dunis 1,500 v Erind
10085..... .. Frandtand Son 11| setd Bz e [RE IR o e Premizr Telecom
10/85.......Frank and Son Sponsor Gands sel@ & min. AN e e Prérmier Telecom
T2 ATt e HOdaVs SeU2 i 12125 min. 2 500 za1s Giakde & WirdloesPCMA
5/05,...... MeDonald's Goll Teewis Tourn, puzzleid ... § minutes 1,000 zats Framéer Telecom
Charlote Motar Speadway
10/, Racing Uner Lighs 35 b B ey e o R ACIACMI
T R = U B e e v e A
1094, Melioe Yalkaw 500 5 3000 Pharet Telegam
4195, Lugnist HOG 6OL.... AR e 4000 (400 Jumbogh ... Pt Telagam
a5...... 1095 Coce-Cola 600, . 36 e 0000 (400 Jumbps) Phnat Talacam
5%, e Dog 300 HOC A0 = e e 000 (400 Jumhos) .- . Plangt Talazom
1055, All Pio Bumper o Bumper 300 L A st 4000400 Jumbos] ... Pianat Talecom
5., LA [ripmernad el =Fd 4,000 (200 Jumbas] .. Pangt Telesom
1385....... Atlanta Mator Epeedwey {Hoosier 300 h 4,000 (30 Jumbes) ... JFianet Telecom
1385.......Alantic Motor Spaeduay (NARA 500)......... B £ S pU A 000 (50 Jumbes) ... __Flanef Telzoom
1906.........Goodarench Sanice 200000 e et 1T T _Flanet Telecom
HT Technolegles
294.._....Chen “Times Squzrs’ puzzle sebd... o ks 2000 {300 Jumbes
9, EEN 200 BIBEL. i 10 units 1,000 HT Technologies
Gi5.,.,......MinE Jam sett A0 5120 unifs....... 2 000 gach HI Technologies
Bi9S;..James Dean wilokE-... B T 5,000, 3 HI Technalogies
B350 Duck Head Clagsi® Ry TS D e it HT Techraboqles
8025, Centeal Weshington Siate Fair 10 units 5,000 i HT Technabogies
W85 Summer-Sat FRstial . 100 units 5000 e B HT Technaiagiss
LT R AL T S 10 units 5000 ; HILDOS
100B5...... Flezt Weak 2eptg/d OIS it 5002 500 SBEE ...y HTLO0S
10%5...... Flest Weak puzzle sevd 10units . HTILOOS
100%5....... Forl Laucerdake OkIoDemast ... 10 unils HT Technologes
10/85........Covered Brivige Festival 10 uafE.. HTLODS
10085 _..... South Garalina State Fair 10 L=its HT
11185, ... Thunderird Baloan Cassic,.. L) (L e B e B
HTILODS
18 Pineaple Festival 10 units 2500 _HTAEDS
Spird :
1083......Coilac-n-Card 5e05 2 ma 1135 15,0004 5000 Colleet-A-CandSprint
1983 Manslars ol the Brdinan. e B e £0,000 Gl
1295, .. lioke Employee Holiday card '-HEI .......... Liraval. &
Score Board | Classlc
Fi5._....Aed Hod Summer 51, Lodks SamplesiEe FD.D.'J-HM'BE‘J Sprintiseane Board
11/85.......Coke Around the Warkd zat/d 10 enin iyt S8t
12/85......Classie Santa s2b5 2,00 sets

120G Az Collectible setA0,,
A5/05,2. .. Prame. Bd. Phong Cards EE.'G.

undail Sarinteoes Board
~Doming’s Piza Smin. 2500 Provsidentihscat
A5.......Arcaa Open Air Fest ‘mar, Fed Craes. 020 B v 10006100 zats ... Unrargalame of (e Game
050 American Red Cross sponsor card A0 UNME s 1000 5265 i UniversalNams of tha Gami
1295, Gub Foods 10min. 200 | deallial
v Gottia Aite Ghlkdmn's Med, G, o 10unit..... B e e Frantier
6. Blimpie/Polar Bear sath 3 [l 1,000 ProaTel
e iniee Callectors Editiors 10 units: 4.000,

el 5,000 similar pards [ssuad B95 by Singshat Pramotions, Sootland

Cocalola o7




North American Telephone (NAT). The contract was
ultimately awarded to Collect-A-Card, who produced the
first US-licensed telecards and included them in packs as
chaser cards in Ecensed Coke trading cards (Monevoard
Collector, February 1994). The question was raised
whether random insertion meant retail sales, but since
the packs were sold on the retail market, they were avail-
able 10 consumers, even if they had to buy 60 packs to get

HT Technologies'
Las I'rgm Invitational

1i-15. 1955 one phone card
Score Board 1= 2 Coca-Cols-approved phone card
S licensee im the US. which means they have entered a

legal contract and. in return for certain royalties, they
may produce and sell specific cards at retail prices.

“Coke Around the Warld,” the first three cards of 2n
ongoing series, was desiznated as the first Score Board
licensed card: the five-card Santa Claus was the second
licensed issue.

5pr|'ul.|’.'5fm Rasaard z & -
“Coke Around There are even instances where The Coca-Cola
Spei the Werld™ Company is the “official sponsor” or even a co-sponsor of

E::pl,nt:ldd{““ a particular event. such as the upcoming 1996 Olympics
in Atlanta.

Coke and McDonald’s cooperation to support the
Ronald McDonald House resulted in the World of Coke
#6 two-card set, as well as the popular three releases by

Frank and Son.

You Say Potato...

When phone cards are colloeted thematically, there is
often o wide runge of whot constitutes o bonn fide col-
lectible. For ::mmple, some collectors want n-lilj.' uiTil:iull:,'
licensed |1mducl_=., while others want L".'ul'}'lhirlg Coke-
related they can get their hands on.

It is im[mriant to note that cards prumuling events
such as festivals and fairs are not licensed by Coke, since
no money is [Iﬂll‘,l 10 use the actual ]unu With event cards,
the :11drpendnnl bottler who supports the event has
received blanket appm\al from Coca-Cola to use the
= — G B logos. since the event will promote Coke.
InterNet/SpeedCall Sprint/Score Board/WOC Frequently. the Coke logo appears on phone cards
LT without the express written consent of Coke, but falls
under the legal umbrella of “event approval.” Again,
though not officially “licensed,” these cards often com-
bine the loso of 2 well-known event or co-sponsor with
the Coke logo.

Some of these approved event Coke cards are quite
reasonably priced. ofien less than $10. HT Technologies
Fleet Week featured 10 different sponsors’ logos; the Las
Trg:;-_'- Invitational festures the PGA Tour icon; and the
Stuart (Fla.) Centennial Festival and “95 Thunderbird
Balloon Classic both carry the Budweiser symbol.

Coke may al=o =ponsor or approve stadium events as
part of its promotional presence. Sometimes it becomes
more complicated.

For instance, Charlotte Motor Speedway and a bot-
tling company have a contract. The local bottling compa-

Ll ll:i’!lill'dv'u

= £ N Tl ny has Coke’s approval to sponsor the Speedway as
Pl'unuhf.ﬁpur.l Call Bumper To Sprint/Score Roard “"nmE of the Coca-Cala 600,
Humper 300 Clasaie Santa

Cocalbola 6o
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This arrangement has produced an especially interesting set of five jumbo cards
leaturing the distinetive Coca-Cola 600 red and white script logo on the card fronts.
During the past two years, Mercury Marketing has issued several Charlotte Motor
Speedway-NASCAR-Coca-Cola 600 phone cards.

Coke in sheep’s clothing

Axid collectors might also keep an eye out for individual phone cards in which
the reference to Coke is secondary or covert. For instance, Coke’s Times Square
advertisement is prominently displayed in a three-card puzzle set of Alexander
Chen’s artwork from HT Technologies.

Another example is a phone card photograph by Roy Schatt of James Dean sit-
ting on a red Coca-Cola box. No doubt there are others to be found.

Collectors have been heard moaning that there is “just too much Coke stuff,”
particularly when Score Board released several large sets: Cel Set #1 and the 50-
card *Always Collectible” set last December, as well as several stand-alone cards,
followed with Cel Set #2 in March.

Considering the 81 per minuie phone time on $2 cards, and the sheer number
of available cards, phone card collectors seem to be pacing their purchasing.
However, dealers on both the West and East coasts have observed that the cel sets
are becoming extremely popular at trading card shows.

Gotta Have It?

Which Coke cards are “must haves™ for the collector? Based on the rapid
appreciation of licensed cards, such as Collect-A-Card and The World of Coke cards,
it poes without saying that licensed phone cards are highly desirable, especially if
one is fortunate enough to have picked up the WOC at the Pavilion itself.

True promotions such as Smith’s, Dillon’s and United Supermarkets have also
proven extremely desirable. Score Board cards may be expensive initially, but they
have potential to appreciate since they are licensed.

Collectors looking for good buys can still purchase many Coke-approved bottler
promotion cards, event cards and sponsor cards for bargain basement prices. These
cards are also be fun to buy because they often have a second sponsor’s trademark
or logo.

And be sure to check out the latest Coke cards recently issued by Sprint/Score
Board and Premier Telecom in the “New Issues” section this month, as well as the
special show card created by Score Board for the Kit Young Show (page 53).

Yes, Coke may be “the real thing” in the “national pastime” of collecting, but
whether Coke prepaids “add life” to your collection or not depends on smart invest-
ing and as always, buying what you like.

Ultimately, it is up to the collector to decide if “Coke is it!

o

THE INAUGURAL RUNMING
MAY 27, 1900

THE WORLD OF (OCA (OLA
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HT Technologies Pineapple Festival

P‘Ia.ucr T(!-Iﬂ-medng !] Spr'inta’Sr:nre Board “Red Hot Smer“
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ARDS INVADE KIT

YOUNG SHOW For 11 years, Kit
Young, one of the old generals of
the sports trading card industry,
has been bringing the industry
together (at trade shows) in hopes of really
|]ﬁngil1g the induslr}' together. 1t appears as if
he may have done just that: collectors, dealers
and manufacturers supported this year’s annu-
al Kit Young Hawaii (Hawaii XI). And of
course, what kind of collectibles show would
be without phone card collectors in the ranks?
Several I]hm'lc card issuers offered great
cards at the event, formally known as the year to benefit the Juvenile Diabetes
Annual kit Young Hawaii Conference and Foundation and the Alliance for Collectibles
Collector’s Show. Classic, in particular, handed  Education (ACE). Finish Line Racing donated
out a special Hawaii XI Coca-Cola phone card  a $50 Ernie Irvan card from their 1996
with a $10 face value. This commemorative PhonePaks, along with an uncut sheet of the
card sold quickly at the show for about $20. new NASCAR cards, The pair sold for $125.
Two other phone card-related items sold
well at the annual charity auction, held this

Score Board/Classic; Kit Young Hawaii XIfCoca-Cola; 5§10
dernamingiion: qnmlfil‘j’ uncvailahble; March 1996,

Bob Brill

WACHOVIA

Wachovia has unveiled the designs of its
“Salute to Atlanta” series of VISA Cash cards,
8 the stored-value cards the bank will issue as a
participant in Visa's program centerad around
the 1996 Olympic Summer Games in Atlanta.

This beautiful set of cards is destined
to become the most sought after collectible
of 1996. Available in mid-April.

QE[IQI’:LL 5 CARD SALUTE TO ATLANTA SET.
ALL 5 FIRST ISSUE WACHOVIA

| OLYMPIC CASH CARDS @5190
{'| OPTION1A: 5 CARD SET LIMITED EDITION
] COLLECTOR PACKAGE @5199.
i OPTION 2: OPTION 1 PLUS INTERNAL BANK
EMPLOYEE CARD IN LIMITED EDITION
COLLECTOR PACKAGE @5225

¢ WACTIONA

OPTION 3: 5 CARD SALUTE TO ATLANTA SET a8 Gold P R s
PLUS EMPLOYEE CARD WITH ; ' '
PRESENTATION FOLDER PLUS
ORIGINAL PROMOTIONAL CARD @$275

OPTION 4: GOLD COINS VISA CASH CARD 2558

. 1296 OLYMPIC INAUGURAL PROGRAM R
B&B Collectibles fgﬁmug-gn DISTRIBUTORS* KARS Unlimited

7 299 *LIMITED EDITION COLLECTOR PACKS® :
8780 19th Street, #222 S BHEIRDER O EBHBEEH PR OB P.O. Box 1385

Alta Loma, CA 91701 *DELIVERY IN MID-APRIL= Ormond Beach, FL 32175

3 — «DEALER INQUIRIES WELCOME® g
(Ol Aeil WE ACCEPT VISA/MC/AMEX/Discover (800) 750-3506

Cocatola 0



NEW ISSUES

Wachovia
releases five
Visa Cash
designs

Wachovia Bank; Salute to Atlanta (Visa
Cash); S-card set; $10/820¢/350 denomina-
tions; 15,000 of each; April 1996; call

KARS at (800)750-3506 or B&R ai
(B00) 77 7-7610.

Chip-based cards are designed with 1996
m].fmpic themes — gymnastics, hurdles,
u}'cling, swimming and soccer. Each
comes numbered in a folder, Only 3,000 of

each card available in the collector folders.
Set retails for $1940.

ANPC
0J card

American
National Phone
Card; Of The
Killer Drink; 5
minuies; 1,000
issued; March
1994; call
{BI8)609-
TG0,

First-edition
novelty card
from the company that issues Betty Boop.

Telephone services by Frontier
Communications.

PRE-FALL FHUONE CARD
Five Critical Mirnutes

-

Marilyn Monroe poses
for Super Jumbo

American National Phone Card; Marilyn
Monroe Super Jumbo; 50 units; 1,000
issued; March 1996; call (818)609-7666.

Billed as “the world’s first Super Jumbo
phone card,” this prepaid measures 8 x
10 inches — exactly the dimensions of a
studio publicity shot. Suitable for fram-
ing, it even comes complete with clear,
plastic frame for display on desktop,
tabletop or mantle. Each card is serial-
numbered.

ACMI unleashes

‘All Dogs Go to
Heaven 2'

ACMI; All Dogs Go
To Heaven 2; 3-card
set; 36 denomination:
1,000 sets issued;
March 1996,

(01 )363-2 100,

Colorful eards feature characters from
MGM's ammated feature, “All Dugs o To
Heaven 2.7 Fach card includes 10 minutes
of long distance time,

Cocatoladl

Vista-United reveals Florida
“Stock” cards
Fista-United; 199 Stock Cards: $7.50
(4,000 issued), $15 (7,000), and $30
(3.000); February 1996; available in
Company “D” stores and at V-U Building,

Brightly colored designs are perhaps the
best-looking cards yet from the Disney-
owned telecom. Fifty samples of each card
produced. Reverse has hoth local and 800-
access numbers, a serial number, scratch-
off, the ¥-U logo and a November 1996
expiration dale,

Phone Cards Hawaii

captures hula dancer

Phone Cards Hawaii; Hawaeian Hulo
Dancer (Kim Taylor Reece): 10 units; 500
issued: February 1996; (808)847-7015.

First in a series using images of ancient
hula dancers by photographer Kim
Taylor. Image shows female hula dancer
dressed in traditional ancient Hawaiian
attire, on the shore of a native beach.
Cards are serial-numbered and are goad
for either domestic or international calls.
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Score Board
unveils first
aluminum cards

Sprim‘fﬁmre: Roard; Coca-Cola Phone Crrds/Cels 06, varions denominelions; :fumtﬁ!tle.'i
unavailable; April 1996; sold through Score Board dealers or by ealling (609)428-3354.

Series includes cards billed as the first "collectible” phone eards printed on aluminum.
One Coca-Cola standard FONCARD guaranteed in every pack; one die-cut aluminum
card (in shape of Coca-Cola can or tray) in every 12-hox case, Others phone cards in
the series include: $2 Gold Edition; $3 Calendar Girls; 85 Etched Acetates: $10 Micro-
Lined; $25 Four-Season; and magical moments of sports cards. Packs are merchandised
i a 15[]5—5131:: soda machine hox,

STS Teaming for the Future

Cable & Wireless/STS; Teaming for
Technology; 3-card set; 10 minutes
edeh: 5, 150 sets issued; March 19096:
eolf (423)584-4460
or (423)584-6199
or (800)455-8355,

Colorful cards
depiet scope of
C&Ws telecommu-
nications services in (8
the global market
place. Second edi-
tion of 10,150 cards
issued, due to pop-
ular demand.

Locatola 42

PhoneCards USA features
Jay P. Morgan shots

PhoneCards USA; Jay P. Morgan series;
tworcard sei; 85 (12.5 minutes) on each;
1,500 issued; February 1996; call
(619)233-6200.

Comical images feature zany photography
of Jay P. Morgan — “Man on Fire” and
“Bear in a Boat.” First-edition cards are
serial-numbered.

Get to know Kiana

Inet; Kiana’s Fiiness Netroork; 12-cord
set: 30 minutes each; 1,000 of each eard;
February 1996; call (805)544-2664.

The fitness industry’s first interactive
prepaid phone card features star of
ESPN2’s top-rated fitness show (“Kiana's
Flex Appeal”), Kiana Tom. The limited-
edition series consists of 12 30-minute
cards and a free three-minute introduc-
tory mailer, First 500 cards of each edi-
tion will be personally autographed.

‘ =
== INPR%NA

NATIONAL GUARD

AMERICANS AT THEIR BEST
1-800-792-3493

[l
kﬁﬁ%{j{ PREPRID PHONE CARD @ )

SmarTel calls up National Guard

SmarTel; Indiana National Guard; 10 min-
utes; quantity unavailable; January 1996;
call (617)338-6000 or fax (617)423-7700.

GGiven out by recruiters at schools, fairs
and recruitment centers.



The 12th Annual | Southern California
~Ronald McDon|ald Hﬁusﬁ' and_
Eamp Ronald McDa|nald For Good
Eﬂli& Tennis| Tous '

Fremler scores ace with McDonald’s cards

Premier Telecom; MeDonald’s Golfi'Tennis Tournament; four-vard puzzle; 5 minutes;

1O seis isswed; May 1990,

Newest set benefiting the Southern California Ronald McDonald Houses, Cards are dis-
played in four-eolor, fold-over jacket, with inside graphics imitating the eards. Four hun-
dred sets distributed to tournament participants, with surplus sold to public at the week-

Iy Frank & Son Warchouse shows,

New Orleans
artists
picture folk
SCEnes

T Castaline; New
Orleans Folk Ar;
“{:I’l”’h".r}ﬂ{ CTI'FH.'{L s
10 wnirs, 1,000
Issteed; "'I*"ui.l'ﬂy":e.f 418
Wark,” 200 units, 600
issued; “Jackson
Seuare Jams, ™ 30
units, 400 issued; February 1996; call
(603)889-8411 or (504)866-T385,

Cards feature paintings of three New
Orleans artists on altcrnative materials,
including silk and glass. Cards are being
distributed through the artists, the collec-
tor market and tourst trade. Cards are
valid for international calls.

BLE & ERELENL N

C&W shows cities of the world

Cable & Wireless/STS; Cities of the
World; 5-card set; 10 minutes per card;
5,000 4 10,000 of each; January 1996;
call (800)455-8355, (4‘45}534-4159 or
(423)584-6199 for information.

Limited-edition cards are STS inaugural
collector series. Due to popular demand, a
second edition of 10,000 cards was added.

Locatola 3

NAT offers Hawaiian Open
souvenir card

North Amertcan Telephone; Uniied
Airfines! 315t Anniversary Hawedian
Open; 1020060 minutes; 6,000 total cards
wssued; Feliruary 1996; call (800)864-
200,

Joint venture between the United Airlines
and North American Telephone-TPA.
First 1,000 ten-minute cards used to pro-
mote tournament; 4.000 second-edition
cards and 1,000 60-minute cards made
available to colleetors,

Peak
Performance
calls for
children

Peale Performance
Group; Calling for
Children (Florida

District of % i
Kiwanis Int'l); g W e
520 (S0min); | o :

1,000 ssteed; & ! R ﬂh—M|
February 1996; g SCHOUF |
(B 7I1-6215,

Created as a fundraiser to help stamp out
lodine Deficiency Disorders, which causes
mental retardation in children, %3 of the
initial purchase is donated to the Kiwanis

Worldwide IDD Project. Rechargeable at

$.25 per minute,

ITS delivers for Union-Tribune
ITS; San Diego Union-Tribune; 20 min-
udes; quantity ongoing: March 1996;
(BO0)E00-7199,

Cards ereated for subscription drive and
customer appreciation. A limited-edition
['TS Supereard.



AmericaisMostGollectible

his month the hure of Coca-Cola and MeDonald’s
has been broken with newcomers such as The X-

Files, The Race for the Presidency, Michael Jordan,

Wrangler Jeans, Dunkin’ Donuts and a stunning
Porsche 911,

.'ﬁ'rl"l'ﬁ":' hﬂﬂrﬂ lell Noro H'l'l-d TTHIT: I;,'r}"d:l;,'l,ur.li “'hu if:':'l
the massive investment necessary 1o keep up with the
Score Board/Coca-Cola program is just too much for
them.

And several collectors have recently told me that the
ereat volume of MeDonald's cards has cavsed them 1o stop
collecting the Golden Arches, as well. Manufacturers need
to carefully consider the budgets of their collectors and not
m'l:riﬁ.ﬁl_l{'. {ar ut‘l;:l]]rir.,'l;: E..h',."il.' ﬂlrdii: I[:.‘iL !hﬂ:]-' hﬂ'.[lk. 1.hﬂ I]E"J"'
gets of their ardent supporters. 1t%s a hobby, and when col-
lectors feel uncomfortable, they just go elsewhere.

Let's move on to the cards this month, and be happy
that an inexpensive §10 card leads the pack:

519 Phome Card

FRONTTER $10 X-FILES Reported as  best
].l geller by many dealers, this hegins the telecard
parade for this popular Fox Network TV pro-
pram. Already the foreign spin-offs are beginning to
appear, and the collection is building in size. Four or
five countries may soon produce The N-Files cards,

FAST/WEST TELECOM/AT&T

(-UNIT “THE RACE FOR

THE PRESIDENCY™
Featured in Moneyeard Collector’s May
“New Issues™ eolumn, this pair of phone
cards is being used to stimulate teenage
participation in political issues of the day.
The cards were provided to teenage partic-
i.!,mll!ﬁ in the “*We the Pmpfﬁ“ program, to

raise political awareness by using phone
cards to speak to politicians in Washington
and Massachuszetts. Each of the partici-
pants must follow prompis to be heard in
“Tssues of the Day™ and direet messages to
their Governor, Congressman, Senator or President Clinton. The remaining card inven-
tory is being sold as a fund-raiser for a “Free Enterpriee” program that will fund small
business ventures for teens.

LDDS 10-UNIT
MICHALL JORDAN

The first of several planned

issues has already made the cover
of Moneyeard Collector (April
1996). Although not a particularly
Iow mintage at 10,000, the far-
reaching popularity of today’s most

popular athletic ieon should make
this one a slam-jam sell-out.

E SPRINT/SCORE BOARD COCA-COLA CELS "96 48-CARD

22 SET The 48 $2 cards are inseried

in Cel trading card packs, with one
phone card per pack. If you don’t want to split
out all the cards yoursell, specialized dealers
will do it for about one-and=a-half times face
value. The set is very attractive but requires a
]'Ll::ailh_'!.' one-time investment. Also meluded in
the serics are $2 Gold Edition Phone cards; $5
Etched Acetate and Calendar Girls phone cands;
510 Micro-Lined and Die-Cut telecards; and
$25 Four Seasons prepaids. All in all, there are
127 different cards with a retail value of more
than 83,000 to complete this set.

Localola il



M

WRANGLER

PATCH/TEXAS
RODEQ  Designed to
emulate Wrangler's world-
renowned blue jean patch,
this pnpulnr [:l:rrpurulu ]ugcl-
coupled with a mintage of
1500 shonld make this issue ride off
inta the sunsel real dern quick,

OMNITEL 5-MINUTE
DUNKIN
DONUTS/UNIV. OF

MASSACHIUSETTS

A hustling Fred the Donut Man

races down the U Mass cour

with another load of hot product

[rom the Dunkin® Donuts

kitchen, With a low-val 750

mintage, thiz eauld be the

Dunkin’ gem. Delightful and

A1
tasly:

This is a nice reward for 1aking a test drive. The Arizona auto

dealership plans additional afterings tor Jaguars, Audis and
other car lines, 5o locals could hevome regular phone card/test drivers
and colleet a whole set. A nice low mintage (500) for an MCI eard, and
sure to remain popular with collectors,

PREMIER TELECOM 3-UNIT MCDONALD'S

HOMBURG/PIRMASENS SET Currently

enjoying a resur-
gence of demand, this pair
of German-related

McDonald's ecards features
the Golden Arches inter-

twined with the city name.

Y\ burg

IBUNITS |

The cards are
very popular
with the

export erowd.

NATIONSBANK $20 CASH CARD PILOT ISSUE

Az an oflicial sponsoT of the Atlanty ul:,'llll':li.l‘lﬁ, MationeBank will
he the mil}' telecard issuer allowed to feature the official Dl",'mpic
Flingﬁ. Other issuers will be limited to the Alanta Flame or local munf_r.',.'
sponsor logos.

Initially tested in Norfolk, Va., the Pilot Issue cards were mostly uti-
lized in a cafeteria environment. Additional uses are planned, including
the lq:||,'.p[||:)rlr:5 io be
installed at the
Olympics. Since the
cards are not recharge-
able in this pilot pro-
gram, we hope some
light eaters will save
sorme of the time Tor

telephone use.
{n the reverse are

the Olympic rings in color. See March 1996 Moneycard Collector for

more Cash Card details and images,

Europeans collect pins, the kind you trade for and put on a hat al

a sporting event. One of the most popular Pin Clubs is the
MeDonald’s Pin Club, which has
been featured on a recent
American phone card, The
MeDonald’s Pin Club telecard

features a lion cub from *The

PREMIER TELECOM 3-UNIT MCDONALD'S PIN CLUB

r ™
MeDanald's Fin Club Deatschland

Lion King™ movie, a MeDonald's
Hot Air Balloon pin, and 2
German Flag pin, \

GrdBier McDonald's Fin Chub welrwedt
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AUIK TAKES

on NBC

.;..-' 1 5 . -.....__.

'i,L MINUTES F

IET COKE KEEPS IN TOUCH WITH

FRIENDS" More than one-half million

specially designed prepaid phone cards

were randomly inserted in Diet Coke

multi-packs during a special Spring
promotion. Tied into the hit comedy series,
“Friends.” the final phase of the Diet Coke
campaizn featured four different card
designs with the “Watch Friends on NBC”
logo. Each of the prepaid telecards included
15 minutes of phone time.

MART CARD MARKET

SHOULD BOOM Aceording to a

recent story in Futurist magazine,

more than half a billion cards

will be in use in the U.S. by year
2000, Initially, most of the cards will be
used as prepaid or stored value eards for
prepaid phone calls and condueting small
purchases, the publication predicted. After
five years, smart cards will increasingly
replace magnetic stripe technology on cred-
it and debit cards. As these cards acquire
more memory, they will provide higher-
value applications such as updating and
processing information.

W INY . ONE Two of the
Regional Bell Operating Companies (RBOCs) have merged
to create the second largest communiecations company in
the nation. Bell Atlantic and NYNEX closed the multi-mil-
lion dollar merger on April 21.

The new company, which will retain the Bell Atlantic name,
will ereate one teleo covering customers from Maine to Virginia,
The company is targeting nearly one-third of the U.5. long-distance
business.

The deal came just three weeks after Southwestern Bell pur-
chased Pacific Bell. Both deals were prompted by a new law
allowing long distance carriers, telephone companies and cable
operators to invade each other's markets.

{ ANNOUNCES EXP \ Before a larze audi-
ence of wildly enthusiastic AmeriVox representatives in New
Jersey, President Towru Tkeda and Vice-President David L.
Fastis announced a series of major service enhancements
and plans for expansion into foreign markets,

Although recently having suffered the failure of its old switch in
Los Angeles — an event Ikeda sheepishly referred to as “the melt-
down of 96" — Ikeda noted that a temporary replacement switch was
on-line within a few days and that the mishap had spurred the com-
pletion of new equipment which Ikeda termed “state of the art.” The
new switch permits voice messaging, fax services and a host of infor-
mation services (time, weather, sports scores, ete.). Also part of the
changes are the latest computer-based voice prompts which guide
users through the system and the services offered.

Most intriguing is a new follow-me serviee that will be a boon to
familics and businesses seeking to improve their ability to contact
other members by phone when they may not know that person’s
exact whereabouts, Under the system, persons in a loop (e.o. a family)
share a single PIN, but each member has a unique two digit suffix or
supplementary number, The suffix allows the member to program
where he/she can be reached. By using the suffix, another family
member can ask the computer to route his/her call to the person
heing sought.

Eastis focused his comments on market expansion, explaining
that the company will soon be marketing its services in hoth Canada
and the UK.

With the new switch and services, AmeriVox has clearly posi-
tioned itself as a major communications and information provider,
which in turn should lead to a long term series of new product and
service offerings.

OLAROID. SMARTEL TO CREATE HOLOGRAM CARDS

Photographic giant Polaroid Corp. has announced a joint market-

ing Eg'l.'ﬁEI'I!E!TIT. with Boston-based SmarTel Communications to

launch phone cards featuring Polaroid’s unique photopolymer
holograms, The first SmarTel hologram phone card will be a nine-
minute prepaid featuring a three-dimensional rendering of the House
of Blues’ “Godwall,” including angels, a heart wrapped in thorns,
smoke and several other karmie symbols.
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ell folls, we've changed America’s Most
Wanted again! When we began the col-
umn in Febroary 1993, we used a rank-
ir|§ syshem {or determine what cards
would make the list. After o briel foray
with actual retail sales data that was supplied to us hy
several dealers each month, we realized that the results
were still not indicative of the industry’s most wanted
cards. So, we have returned to the ranking system, where
dealers report their top-sellers and give their opinions of
the best cards available. Any dealer who wishes to con-
Eribuile needs lrm|_',-' Lo call {Elﬂfti-ﬂﬂ"ﬂﬂ?q}l or fax
513/ 495-0876).

B

LS{‘I‘:&T{J rrurrl Dr:ll'l.'l,.r
created three different
versions of this colorful
eart: 10 (1,500
mintage), 12 (300
mintage) and 15 units
(93 mintage). The sum
equals 1,893: the year
Cracker Jack was creat-
El,'l_. Thu ||ILH| CCHTIITIN
card carries 10 units,
but evervone gets a chance Lo win 12 or 15 units by
scratching off a tiny box on the reverse. The design is o
winner; the idea is a winner. This may he USACard’s best

issue s0 far. Watch this one to see how far it goes, and get
yours NOW!

ST SR 0L NDU

STS/CABLE & WIRELESS
E NASHVILLE ROUNDUP SET/3

STS.. H| |'|'|'I,I|ti'5|31".-'iL!I," 'l'n'l]l']l]l'l-'i!l’lﬂ lt?]l:ﬂ{']]li“

munications provider, is one of CEW's bigreet
prepaid clients. Together they issued a sel for the
fivst STS Convention ealled “Nashwille Roundup.”
The set mintage of 4,300 can't come close to satis-
Iying the demand of more than 100,000 5T3 inde-
pendent representatives, so they're coming into
the collectibles marketplace to find the sets.
Although the face value for each card is only §5,
the sets are now worth as much as $300.

FINISH LINE PHONEPAKS The
foil packs, which sell for §6. may

contain some high value cards: $5,
F10, 530, 100 and §1,000. The buver is
guaranteed at least three $2 cands in each
pack. Since NASCAR is so popular, there will he plenty
of takers for the 134 possible cards featuring 40 differ-
ent drivers, For example, Jefl Gordon, 1995 Winston
Cup winner, has 10 different eards! For colleetors of
NASCAR memorabilia who can spend S180 on a Dale
Farnhardt jacket, $6 should seem like a bargain for

three images
of their
heroes on
5u-m{=l|:1'|1g
with intrinsic
value, More
new telecard

l!(J“L!(!HJI'E!

LDDS WORLDCOM
Ll MICHAEL JORDAN 10-
[1 HT 1!"l;lll ]IIH:{ I'lll".'l?‘ HEO

this card on the cover of April’s
Moneveard Collector, Air Jordan's card
wiis such g hit, the .-!I.|]J'i| izzte of the

magazine sold out. The 10,00H-issue
card is much sought afier, though easy
to obiain. LDDS will continue to isse
new, exciting Jordan cards, but this will
always he their first, A 99%-mintagr
jumbo card also bears the same image.

LIS,
. -

W RLD
F)

510 Fhope Card

FRONTIER
X-FILES As the populari-

ty of the TY seres grows, so0
does the cult of avid X-Files follow-
ers, This single US card is a steady
best-seller, and BT in England has
just issued a set of six to whet col-
lector appetites in the UK. The US
card has a seemingly unlimited mintage, but at least three varieties have passed through
my hands: a 1995 issue with scratch=off, a 1996 issue with no seratch-oll snd a large
blister pack (peg pack) card. So, dedicated collectors, the hunt is on!

SID Fhege Card

Locatola 47



PROMOTEL BLIMPIE/COKE
POLAR BEAR The Coke Polar

Bear is quite versatile: he hunis,

sleds, skis, skates and still looks eute on the
this set of four Jﬂl'l]'il'l-i].lf‘!!l‘l]lll]l!r varids rom
Blimpic, a chain of sandwich restaurants,

Each card has 25 minutes of time, Perhaps

one thing could have made these eavils bet-

ter: 30 mil plastic, No donbt, as collectons
demand higher quality, this will be taken into consideration.

THE SCORE BOARD
INC/CLASSIC 1996

48-CARD $2 SET

One of several Coca Cola sets in their 1996 series. The price began at

about 1.3 times face value, It has been a popular Classic set because of
the low price per card and features delightful designs from the past.

M l:':‘:. e LT

MENACE &

! IR

Created for a New
lersey franchise

promation, the

card was intro= |

duced to collectors

ata |Ii;__:|! prim:, andd will ]]I‘I:I|th|].-' go higher. This i& truly a low
mintage [or an ATET Telecard at 750, The design is nice too, 5o
it has ﬁﬁ'ﬂ]'}'thin;; f__';uirlg [or al.

CLASSIC MCDON-
ALDS 81,000
PROMO To intro-

duee upeoming new issues,

I:l.'.l'H." Hl"l_'ll{" ]‘tllilrll. [l“'. {{..li'li‘\":i‘l"._
Assets, et al) issues high value

announeement or “proma’
(}ﬂrd:"x This carid is '|.'l."J'_|| rH.I]:I!I"'
lar and bears an artist’s rendition of an ﬂzlrl}' MeDonalbds, 1 owill be
found on the actual 51,000 cards, of which theee will be vEry (W
perhaps as few as five, This image will also he found with the words
“Telecard Woeld 067 foiled acrozs the top. That version was created for
-]-1-:“ rlll_[]{||1lii:_ SO ElHI\'I Slllpl.ll‘r.‘i €H1 Flil't:I‘- Tﬂ.

rocuiovrss - MRS DoeaHOITAS
ATET ereated 100,006 of e _ . )
these S-minute cards. That
should he ample to satisly
collector demand, which

FIvE MINUTES

has been steady sinee the

eard’s release last January.

TEKTEL MAR-

]: ].I KETING/CENTU-
RY COMMUNICA-
TIONS NBC FRIENDS Gash, these four

| S-minute cards are hard to get! The pro-

motion didn't last long enough 1o satisly
l'_'l}”l."'[;ll:lr “E,'l'{]. IIII'IE\,' 4‘.'|rr|.-c WETTE h‘l[ll’ll’fll il'l
specially marked 12-and 24- packs of Diet
Coke. Century and TekTel are the same fnlks
who brought you the Dillons/United/Smith’s
Coea Cola sevies, which also weren't easy to
abtain. Incidentally, these are only the second

carids 0o have the “Friends™ loeo; the lirst
card, which |:ir:t|m~|| ensl members, was prmim:mi iy ﬁ]m'm ine thee fall of
L9kt when the show first aired.
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1287,

LT International; Federal Express-5i. Jude

Hospital Golf Classic; 40 minutes/ 1,500 issued,
15 rrrirates/ 2,300 issued; fune 1906; (800) 968-

(ORPORATE. CORNER

ARS. PTAN RTS AND WED-

DING BELLS If it’s fast cars you like,

Caymen Resources has recently issued

2,500 10-minute cards depicting the

sleek Dodge Viper. (For more on cars,
see Jim Chudnow’s feature on Page 72). The
cards were licensed by Dodge for the National
Automobile Historie Collection’s 100th
anniversary of the auto industry. A portion of
the cards was given to the NAHC as well as
Chrysler executives who attended the
Indianapolis 500. Phonetime
was provided by Cable and
Wireless.

The Olympics are a hot
theme, and Ea}'men Resources
also issued a card for the
games. This card is interesting
for many reasons. It's printed
with {ull-color front and
back and displays the
Coca-Cola and Adidas
logos on both sides. The
word “always” is written in
Pharsi (Iran's national lan-
guage] above the Coke
lugu. These cards were
commissioned by the
Iranian Olympie team with
3,000 10-unit cards 1ssued.
Eﬂ:r'l'l'lﬂl‘l, which operates a
subsidiary office in Iran,
shipped a large portion of
the cards to that Middle Eastern country.
There, the cards will be distributed to the
national team, who can use the cards to call
home while in Atlanta. Cable and Wireless
supplies the time.

Star Telecom just released 3,200 15-
minute cards for Continental Airlines. The
card was issued to travel agents and used as
gifts to customers flying on any of
Continental’s Pacific routes,

LCI International scores a hole-in-one
with its release of a two new cards issued for
the FedEx/St. Jude Golf Classic, held June 17-
23 in Memphis, Tenn. The 1,500 40-minute
event or “tournament” cards were available at
the charity event for $10 (face value). LCI cre-
ated a second 15-minute card with the same
artwork for Federal Express promotional use.
Sales of the tournament cards, as well as 20

percent of all recharge fees will be donated to
the 5t. Jude Children’s hospitals.

Locatola 99

cu}men
Resources;
Tranian
DMympics;
10 minutes;
5.000
isseeel; June
1990,

Star Telecom; Continental dirlines; 15 minutes: 3,200

issued; June 1996,

Our friends
from up north,
Canada Telecom
Networle, have a
ﬂnnI-]nnking card
for Pepeid AC,
the heartburn
remedy. CTN
produced 1,000
cards with 20
minutes of time
to promaote the

~

Thanks for sharing
our special dayy.

prm:!uct to phar- Lets Keep i toueli.
ImMAacies,

Finally, I'd - J
like to thank LCI International; Bruee &

Sandy; 5 minutes, 100 issued;

everyone who June 1996,

offered their con-

gratulations to me and my lovely new wife
Sandy. I had 100 cards produced to com-
memorate our wedding with 5 minutes of
time and a custom voice prompt.

That’s it for this month. Remember to
keep looking through that coupon section in
the Sunday paper, because you never know
when you just might find a phonecard offer.
Happy collecting!

e S e T L S P e T
Bruee Harmon

Bruce Harmon s Prestdent of Aeme Telecards Ine in
Sunrise, Fla.



N ISSUES

Luck

. Elvisis “——
of the _|r|5|'| King (-Sized) _
Quest/Liberty; Irish Olympic medallion; o g AR
$10 denomination; 10,000 tssued; June ;S;T;:;‘ E.géi{:g? ar gglém’ iismiaas BT LPGA issue promotes Ronald
1996; call (800) 964-0702. * L 3 McDonald House

Proceeds will help fund the Irish Olympic Another in the continuing series on Elvis Grapevine Telecards; LPGA Championship

athletes in the Atlanta games and beyond. Presley. benefiting Ronald McDonald House
Team Ireland 96 is an organization Charities; 10 units each; 2,000 seis issued;
formed to raise funds in conjunction with May 1996; call (415) 331-1298.

the Olympic Council of Ireland.

Set created as promotion for May 7-12
tournament in Wilmington, Delaware;
hackgrounds feature LPGA star Nancy
Lopez and Ronald MeDonald.

Olympics in the pink
USACard; Pink Panther Olympics; 10

units; 2,000 issued; July 1996; call
(303) 777-3034,

qu:th in the series of Pink Panther Fabulous Fonecards; Looney Tunes — Bugs

special event cards, the card commemo- Bunny (green) & Daffy Duck {blue); 10

rates the Atlanta Summer Olympics, minutes each; 2,500 vach issued; June Scoring with

USACard releases a new Pink Panther 1996; call (310) 454-2322. Ronald McDonald. Marines
]

card every three to four months. Cards were produced for sale in selected Phone Card Management of America;
Warner Brothers stores across the country, 1996 Ron Faser/Ronald MeDonald House

Fabulous features Bugs, Daffy

beginning in June. Charities of South Florida Celebrity Golf
;”hr;ukg.s';garﬂ ? Tournarment; 10 minutes: 2,000 sets, 100
! - jumbos; May 1996; call (954) 630-0111.

HT Technologies; Tagging one for - 1 ol

Issued for the largest charitable golf tour-
nament in South Florida, held May 3.
Participants in the tourney received the
two-card set, featuring the logos of
Ronald MeDonald House Charities, the
Marine Corps Scholarship Foundation,
Coca-Cola and McDonald's. Proceeds
from the tournament and an auction
benefitted the Ronald McDonald House
Charities of South Florida and the
Marine scholarship foundation.

American Legion

Quest Telecom; American
Legion PhoneTag: 40 and
O minutes; quantity
unavailalle; 1906;

call (B00) 960-5025.

Sir Francis Baeon is
Shakespeare; 10
wrtits; 1,000 issued;
June 1996; call
(800} B20-8980) ex:.
117 or (415) 421-
HO80 exe 117,
Proceeds from Every
phone call made with
the tag will support the
American Legion’s
Family Support Network.

Card was done for
Baconian Society,
who believe Bacon penned Shakespeare’s
worke.,

Cocatolalll



Helping save
the Sound

AmeriVox;
Redzone; 320
denomination;
10989 fssued;
Mearch 1990; call
(907) 424-5800 or
Fax (907) 424-5821,

The number of cards issued corresponds with the year that the
Exxon Valdexz spilled millions of gallons of erude oil into
Alaska’s Prince William Sound. Of the $25 purchase price, $5
goes directly to the Evak Rainforest Preservation Fund, dedi-
cated to slowing the clear-cutting of thousands of acres sur-

rounding the Sound.

ITS celebrates
humanitarians

Interactive Telecard
Services; Judeo Christinn
Health Clinie; 10 minutes;
1,000 issued; May 1996;
call (813) 253-3164.

The card was given to guests attending the clinic’s humanitari-
an awards dinner, honoring Lee Roy Selmon, Hall of Fame

Your voice can save the Sound.
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defensive end for the Tarnpa Bay Buccaneers.

Ll

Datatel issues Coke cards

Datarel International, Lid.; Coea-

Cola; 10 minutes each; 2,500 issued;
May 1996; call (602) 451-6730.

Cards were produced in collaboration with Coca-Cola USA for

an in-store retail program.

| Casino card issued

Mountain Ameriea Technologies Ine.; Womack’s Cosino; 10
minutes: 24,000 issued; May 1996; call (719) 570-4644.

Every 1000 points that people accumulate while gambling at
Womack's in Cripple Creek, Colo., increases the card's time
balance by 10 minutes.

Setting sail
with MCI
Americana card

MCI; Americana;
320 denomination;
ongoing quaniity;
Mey 1996; call
(703) 902-6094,

Mare than 5,500
sailors aboard the
aireralt earrier USS Kennedy can buy the card in the ship store.,

e
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Phones are ringin’
all over

Cable & Wireless;
Marting McBride Phone
Card: 5 minutes; 1,500
issued: March 1996; call
(800) 330-9655.

TIi L
WilD ANDELS
L Ed

Promotional card touted
country singer Martina
MeBride's “Wild Angels” album and the song “Phones Are Ringin’

All Over Town”

15eh Anmil

Schweppes
GREAT
CHOWDER
COOK~
OFF

Cooking up chowder card
HT Technalogies: Great Chowder

Cur,:l.fr-{,r_ﬂ:; I ppnits: 1O fssued;
June 1996; call (RN B20-8980.

Card marks 15th annual
Schweppes Great Chowder Cook-
off, held June 1, 1996 in
Newport , R.L

Cocatolalll



TeleCards for a Cause
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the apering of the
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Fred Hill, Former
MEL Player
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introduced recently at the 12th Annual Southern California
McDonald's Golf and Tennis Tournament.

his limired edition of 1000 sets
|_ - fearures four of the McDonald’s
= characters including GRIMACE,
BIRDIE, the HAM-BURGLAR

and RONALD MCDONALD, himself.
Each telecard has a FIVE DOLLAR
value and is rechargeable.

The Ronald McDonald Houses in
Los Angeles, Oirange County and Loma
Linda serve as a “home away from
hame” for families of children undergo-
ing treatment for cancer and other seri-
ous illnesses at nearby hospitals. These
families often travel great distances to
receive specialized medical care for

Cocatolalle

Hinses and the Camp Ronald McDonald For Good Times were

their children, and the Houses provide
low-cost and, quite often, FREE, com-
fortable living quarters.

For the child, this “home away
from home” is knowing that Mom and
Dad are close by in a good place. For a
brother or sister who cannot be there,
it’s knowing that the other family mem-
bers are safe while they are away.

Of course, for the parents they
lcnow they are not alone and that others
have gone through similar situations and
survived. It's people drawing hope and
strength from sharing experiences others
back home may not fully understand.




The first “house that
love built” in Southern
California opened its doors
to a new, long-term hous-
ing unit last Spring. The
renovarion and expansion
project has doubled the
House's capacity to 32
unirs, including thase
specifically designed for
bone marrow transplant
patients and their familics,

Meanwhile, the
Orange County Ronald
McDonald House is
“home” for up to 20 fami-
lies...families with children
being treated at nearby
Children’s Haspiral of
Orange County or any of
the nine hospitals in
Orange County with pedi-
atric care centers, Since
opening in 1989, the
Orange County House has been a
haven for more than 2,500 families
from 13 different countries,

“Be it Southern California,
Boise, Idaho... or anywhere
there is a Ronald McDonald
House, you know it’s a

“House That Love Built”

The newest Ronald McDonald
House in Southern California is
locared in Loma Linda and is adja-
cent to the world famous Loma
Linda University Children Hospital.
Those families in need from the
Inland Empire and surrounding
desert communities will find Loma
Linda “just perfect.”

Camp Ronald McDonald For
Good Times 15 located in the mountain
community of Idyllwild in Riverside
County. This camp offers the largest,
year-round recreational program for
children with cancer
and their families in
the nation. More
than 2,000 young-
sters from around the
world have partici-
pated in Camp activi-

!@

{1 (o

ties at no cost to their families,

The Ronald McDonald Houses
continue to grow and do great cthings!

Pictured is the Ronald McDonald
House in Boise, 1daho, which has been
in operation since February, 1988,
House Manager Cheri Cuthberr rells
us that they have twelve rooms and
have run an average of 90% occupan-
¢y throughour the years,

Be it Southern California or Boise,

Cocatolalls

[daho... Ronald McDonald Houses
serve youngsters and their families
around the world.

Premier Telecom custom designed
this program for McDonalds Network
service by ITG utilizing ATS&T 800
ACCESS.

The RONALD MCDONALD
HOUSE CHARITIES of Southern
California would like to thank vou for
your conrinued support.

FETE HECHT



America's Most Collectible

his month's eolumn is a nice mix between MeDonald's, Coca-
Cola, brand names, politics, and movie themes, We even have
an unusial stored valoe eard on the list this month, As usual,
the special die-cut shapes and chips are more expensive, but
collectors seem willing to pay for it. This i the second month
wee have chosen 1o list “Ameriea’s Most Wanted”™ without numbers to
reflect the closeness of the rankings. Let us know il you like it.

1O Minyres

COCA-COLA PIN TRADING, AT&T/Score Board; 10
minules mu'.h:_ 2,;':““ two-cand sets iﬁucd; Sq.ul.cmher 1049,
The Coea-Cola Pin Trading Center is featured on this Atlanta
Olympic set of 2, The set carries some Olympic logos on one
card and is packaged in an attractive folder. Pin trading, a
great worldwide hobby, seems to flourished during the Atlanta
Olympics last summer. AT&T carries the time on this set.

HAPPY MEAL DIE-CUTS.

Seore Boand; 525 denomina-

CRACKER JACK CHRISTMAS.
USACard; 10 unitz; 2,500 issued;
November 1990, Like lost year's
igsue, this one also has a spm:iu.[

PACIFICERBELL
LINERL S

seratch-off that reveals the true
denomination = 10 units, 12 unitz,

VICES. Pacific Bell; 500 issuedd;
August 1996, Pac Bell's Mobile
Services division issued this chip

or 4 very
srarce 15
units. An

card for uze with special “hand- old adver-

sets™ (cellular phones) distributed tisement

at the Republican National for

Convention. [t makes sense to {‘r‘l':L_Lfr

acquire one of these pioneering Jadf i
depicied,

cards for your collection,

g THTLE "
SRR

tion: 830 of each dl!‘.'-igﬂ

~ DEMOCRATIC issued; July 1996, Die Co

d NATIONAL MeDonald's Happy Meal
CONVENTION. Guys. These diecuts are
ATST: S-units very cute, but definitely in
0000 issired; the “made-for-collectors- Telenova; 5 minutes;
.-’I.ugusl 1904, unl:r“ calerory. It i alrcud_'-' 1,000 issued: .-'q.pri] 1996,
Sﬂld on dlE ﬂﬂﬂr I]I']l'i'l;l I'}lll [lr [!“:‘ I.'H“EF tIF Aﬂmllcrtwmi“l: ‘_iﬁmr
{53 thiz card SOME DE!”H‘I!JI’F. which R T

#| will be very could dilute the fun of Wanted. Here's a card
popular because collecting it that’s sensibly priced.

of its low price, not its design, The
mullpullinn 25-unit card with the

Chicugu 5]1::;‘““1‘. 15 8 more inlenesi-
ing desiom, but is priced higher.

STS: 5 minutes cach; 1,500 six-chip
arts iﬁsill:il: ﬂlﬂ[ll:ll"r ]wﬁ. RLHIE].'.IJ
..II{"F]“IIHiEI H'L]l.t.‘il: HJI'l'.'Hii
Telechip Set of 6.
This chip set comes
framed in a plastic
presentation

DeltaComs 15 minutes; SN
issued: September 1996,
5:m|1:111I:5"|'.||':f\e a second-time

visitor 1o “America’s Mo
, L holder,
Wanted,” will be a welcome : :
T'he price

addition 1o a 1:nr|:lm‘.1h* loeo

; bl iz not for
collection. But don't wait ;
| i the faint
ton lone = 300 cards don't
R hearted!

last too long when
reazonably priced.

GCONE WITH THE WIND, USACard; 10 units;
2,500 issued; July 19%6. An extremely attractive
telecard. Shows one of the orimnal advertising posters from the movie,
Clark Gable alone on a telecard would make this a success, but you get

Telenova i= supplying
exeess Dairy Queen cands
to the collecting fratermity
at a reasonable price.

Yivien T.niEr]1 and more, and at a Very reasonahle pﬁl:!:'.

=

S100 BILL. USACand; 10 units;
2,000 issued. The new $100 bill
caught the eyes of collectors instant-
Iy. Two thousand cards disappeared
in no time at all. | believe it is one
of the first depictions of the new bill
on a telecard.

Cocalolalid




NEW ISSUES

Cards have fun
with aliens

Strategic Telecom Sysiems/

i Calling; Roswell: Reading by the
GI'HHE'-'IHE Moan; 5 units; 5,005 issued;
parades October 1996; (505) 623-6311.
HE;W puzzie Card, which has an interesting
€ yvoice prompt, is the first in a
{rrapevine series commenorating the 50th

Televards;
Times Square
Parade; 3-card
fJHZ:nr(-' il
shrgh* carel
and Jumbo; 10
units each/Sumbo 30 units; single card/1,0000, puzzle/500,
Jumbal 1) issued; October 1996; (415) 331-1208.

anniversary in 1997 of the
Rosewell UFO incident.

Strategic Telecom
Systems; Roswell
Incident; 5 minites;
3,001 issued; August
[996; (B00) 675-9956
or (505) 623-4207.

The image of Times § "Jr|m| e at |1|g]11 h\ Mexander Chen ineludes many
familiar hmns = Coea=Cola, Canon, Gluupm MeDonald’s, Samsung anl With an August issue
Jantzen among them. Cra pevine also has purchased a ]me-rl 11|1|11|]r=| e date, this card is being prm:[aimed as the first Roswell
edition of 10 hlg}i ~tengity, high-gloss prints of the original painting, alien card actually off the production line. The card was
which iz available with the matc hing number of each of the phonecards. created by Caliente Designs of Roswell, N.M. from
artwork by Southwestern arfist John Russell Thomasson.

| Making U.S. Soccer

no bones Team on
| about it telecard
| SmarTel; ATCALL: US.
LastPak Skeleton; A T
10 minutes; 5 minutes;
20000 issued; 1006 issared:
Auguest 1990, August 1996; . -
i - ; - ; Eﬂl"d.ﬁ Were rﬁl’]ﬂ} T00-d44405, i r-f M~ r-.l.::d.ml.;:;]'
. distributed by two Eastpak retailers, Card featuring :
Dick’s Sporting Goods in the Northeast members of the LS.
BII_:] hands on ]]hl]ﬂEl}ardS and Globetrotters in Raleigh, N.C, as a Saccer team includes a greeting from
Tell-One, Ine.: Big Band Leaders: incentive for students. HELunuug player Alexi Lalas and an interactive
%5 erarJt;,J'[H} ;:m's; September 1996: customers to at Globetrotters received voiee mailbox,
(BOG) 422-7316 or {4;;';4_); 423-2639. 20 percent discounts when they showed

the phonecard.

All cards have original U.5. stamps
imbedded in them. Four different cards
?{Ilumﬁf:ﬁm}l {:;Jl::-ltlm;n, f:mllnt H;sir;l., P!E'j' it Egﬂiﬂ, Avon,
Aenn Miller and the Dorsey hrothers, USA Card Atcall
USA Card; back
ITS on Casablanea: cancer
the right Hh units;
track g L0 fssned: research
(ctober [991; ATCALL; Avon Pink Ribhon;
{rll'lfl:?.l‘ﬂ{!ri!‘f‘ (31!?} J23-1567, 85 denomination: qumnr'a:}' unavailable;
lelecard : a i I November 1996,
Services, Card replicates : i : ¢
Inc.; Indiana Harbor Belt; 5, 10 and 30 “(azablanca™ 38 I'he phoneeard, which was sold only
minutes: 1000/100/100 HHJHJI (eiaher movie poster of i ) during November, was accompanied by an
s P s =1 f J
1996; (800) &00-7199. plane, car and educational flyer about breast cancer and
To commemorate the Indiana Harbor Belt PE“:I*-'E Cﬂ.r“ sign over a map of Africa, Avon’s Breast Cancer Awareness Crusade.
Rail Road’s centennial. the cards were The movie, *‘-‘tﬂ':“"-ﬁ ]lumph}'e:.-' B”‘E’ﬁ’m The same card will be available through
issued as an employee incentive. won the Best Pieture Oscar in 1942, Avon reps around Mother's Day, May 1997.

Cocatolalls



TravelTel; Hooters SH); 85
denamination; 1000 isgued;

November 1993,

NASCAR-themed.tlecads r i up

by Nancy Blackburn

ver since the fast-growing specta-

tor sport of auto racing joined with

phonecards, NASCAR-themed

cards have garnered a reputation

for winning performances. With a

new raving season just starting, the cars and
cards are a sure het to win more fans.

The new kid trying to seize pole posi-

tion is Finish Line Collectibles” PhonePak

II. released in December 1996, Finish Line

these cards have held consistent value.
Single cards are priced about $50 each,
the autographed set at §100.

It didn’t take long for others to join in.
On Dee. 1, 1993, Finish Line sent its Series |
Winston Eup phmlﬂmrdﬁ to Pantrj.' COnve-
nience stores in the Carolinas. The blister
packs, portraying Bill Elliott, Jeff Gordon,
Bobby Labonte, Sterling Marlin and Rusty
Wallace, sold for $10 each, with 5,000

packed plenty of images into the series —

$100 (six cards). But don’t discount the 1996.

collectibility of veteran entries in the NASCAR
(National Association for Stock Car Auto Racing) field.

Among the first cards were those issued by the
marketing division of Collectors’ Advantage in late
1993. Officially sanctioned by Charloite Motor
Spemiwuy, the first NASCAR-related phonecard is
“Racing Under Lights.” Only 1,500 cards were issued
and available at the Mello Yello 500 on Oet. 10, 1903,
they sold out the next day. This $5 card carries the
Coca-Cola 600 insignia, as well as Mello Yello and
Charlotte Motor Speedway logos. They were manufac-
tured by SpeedCall, with time by ACI (now ACMI).

A second card, issued by TravelTel for Collectors”
Advantage, appeared a month later at Atlanta Motor
Speedway for the Hooters 500 NASCAR Race on Nov.
14, 1993, Those 1,000 cards
sold out the same day. Also pre-
sent at the race was car design-
gr and Henry
“Smokey” Yunick, who auto-
graphed a two-card portrait and
Indy Car set issued by
Collectors” Advantage. Limited
to 1,000 numbered matched
sets, with time by AmeriVox,

builder

: Finish Line; One Call
S-minute “One Call” (39 cards), $5 (30 J::H‘AEW:;L::;“,:;;”:M;

cards), $10 (20 cards), $50 (eight cards) and  7.950 issued; December

issued of each driver. The interest in those
cards prompted the July 1994 release of
Series IT — 1LBOO cards each of 10 Winston
Cup drivers, plus 600 of two $25 pold
cards of Bill Elliott and Ernie Irvan. A challenging set
to complete is the $52.50/5-minute chaser cards issued
in June 1994 in packs of Finish Line Gold trading
cards, There are 3,000 each of nine different drivers .

Collectors’ Advantage issued three separate cards
in 1994, each limited to 2,000, with images by artist
Tony Capparelli. Powell Associates helped distribute
these cards. The $3 Coca-Cola 600 card was released
in May; the %3 Mello Yello 500 in October: and the $6
Hooters 500 in November 1994,

Another entry onto the 1994 track was a striking
LDDS two=car set, issued July 1994, One of the cards
featured the Pennzoil No. 30 NASCAR Pontiac stock
car (Series 5), driven by Michael Waltrip. Ten thou-
sand sets were issued in a Chicago promotion, and each
card had 20 units of time. A year later, 100,000 of the
same card but with a different back and only 10 units,
were distributed in the Detroit area.

Collectors will appreciate New York-hased GTS
release of Winston Winners Club phmmcﬂrds, The set
of three 60-unit cards were releazed in September
1994, and have a current retail value of $70.

According to Lary West of Finish Line and Steve
Lowenstein of Colleciors” Advantage, the race around
the phonecard track took on a different look in 19495,

Cocatolallh



“In 1995, Score Board
hecame the exclusive dealer
of Finish Line Assets prod-
uect,” West says. “We desizned
and produced the licensed
phonecards and The Score
Board packaged and market-
ed them as Classic Assets by
Finish Line.” Mt:n:ur:}'
Marketing hecame the mar-
also featuring a Pennzoil  keting arm of Collectors’
Indy car. Advantage, Lowenstein notes,
resulting in issuing phonecards for twice as many
NASCAR events as well as jumbo cards.

Classic Assets | and 1T packs were composed of 1-
minute cards, 82, $5, $25, $100, and $1.000 cards, A
die-cut chaser interactive phonecard was inserted into
each box, and if one of the mine different cars won the
race, the holder won a set of phonccurds.

A few 1995 Finish Line cards did not go through
Score Board. There is a four-card platinum set that
features 500 cards each of Rusty Wallace, Mark
Martin, Jeff Gordon, and Ricky Rudd, with denomina-
tions of 5, 10, 25, and 60 minutes, respectively.

Ten 53 NASCAR SuperTruck driver phonecards
were released in May 1995, with 2,100 of each driver
inserted as chase cards into boxes of trading cards that
sold out in two months. There also were 50 proof sets.

Fans on Finish Line’s Private Collectors” List have
been offered special “Driver of the Month”
phonecards, The first offer was a 10-minute, lour-card
set, 1.o00 matched numbers, of Sterling Marlin, Rusty
Wallace, Mark Martin, and Jeff Gordon. with signa-
tures, in a foil-stamped binder.

Mercury Marketing produced eight NASCAR
phonecards in 1995: Purolator 500, March 12; Lug Nut
Legends, April; Red Dog 300 Inaugural Running, May
173 Coea-Cola 600, May 28;
All Pro Bumper-to-Bumper
a0, Oet. 7: United Auto
Workers-GM Quality 500,
Oct. 8: Hoosier Tire 500 at
Atlanta; and NAPA 500 at
Atlanta, There were 4,000
of each except for the
Purolator (2,500). There
also were 400 jumbo cards,
except for the Purolator
and Lug Nut.

In 1995, Race Call
introduced its NASCAR-
licensed interactive
phonecards, including a
Dale Earnhardt Silver
Anniversary three-card set,
2,500 issued. The $25 cards
show three different views
of Earnhardt’s specially

COALEM

LIMS; Pennzoil NASK

20 wmivs; DO, fssed;
July 1994, A W-unii ver-
ston, TO0M0 cards, was
issued in July 1995, Both

were part of a twe-cord sel

Rt g

Race Call; Dale Earnhard:
Silver .-iimhr@rsm:,-; 3-eard
sel; 825 denomination each;

2500 issned; 1995,

Cocalolall?

painted  silver
Chevrolet Lumina.
Another three-card
set featured Mark
Martin and his
Valvoline / Ford
Thunderbird, in
denominations
of 20 minutes
(5.000), $3 and
$10 (both 10,000).

Finish Line
PhonePaks made
their debut in 1996, each with
three cards leaturing Winston Cup
drivers and the possibility of
acquiring randomly inserted cards
of §5, $10, S50, $100 or $1,000.
This series of 134 different cards
contains 9,500 of the common $2
cards; 3,000 of the E'u"-signuiure
cards: 370 each of the $5 and $10;
420 of the $50; 280 of the $100; and 25 of the $1,000.
Finish Line also provided cards for a promotional offer
at eight Save-Mart supermarkets in California, hegin-
ning in April 1996, There were 2,650 five-minute
three-card sets of Ernie Irvan, Geoff Badine, and a
Save-Mart race car.

Two four-card sets of Mega Phone jumbo ecards,
each a 525 denomination, were issued, one featuring
7.500 cards of each driver — Mark Martin, Jeff Gordon,
Bill Elliott, and Rusty Wallace. The other set is an Atlanta
Intele-Card Show promo set, limited to 250 numbered
sets. [n September 1996, Finish Line continued to go
after NASCAR hearts in a big way, with four “Black
Gold™ %25 jumbos of Bill Elliott, Jeff Gordon, Ernie Irvan
and Terry Labonte. There are 2,750 of each.

Mercury Marketing set a slower pace in 1996 with
the release of two 500-mintage NASCAR-related cards:
the Purolator 5(0) and Busch-Light 300.

Dealer Steve Schwartz of Sears Phone Card
Department says that Finish Line PhonePaks have
proven to be one of the two most ordered specials on
his website. Another good seller, Schwartz says, has
been the seven official NASCAR test phonecards issued
by Mercury Marketing, that also have the Coca Cola
600 logos. A set runs about $200, and the jumbos any-
where from $50 to $75. Schwartz notes.

Mike Dingwell of Promotional Phone Cards in Mesa,
Ariz., has noticed that “NASCAR roes in streaks accord-
ing to the season. At the Atlanta Telecard World show
(April 1996}, we sold out of PhonePak boxes, priced in
the $90-4$100 range.” He notes a steady market for proof
cards, with prices three to five times the face value.

If the past is an indication of the future, collectors
who already realize the value of NASCAR phonecards
can expect to be in the winner's cirele.

issued; May 1995,

The: nuthor is @ freelunce writer based in Califormia,

Finish Line; Mega Phone Bill Ellioi; 825
denomination: 7,500 tssued; April 1994,

Finish Line; Supertruck
Glanville; 3 minutes; 2,100

Jerry
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NEW ISSUES

fg5-—- x '-."

= —-‘. it 2 -
The eagle, the flag

and Marathon

Conthuest; Marathon: $5, 810, 520 denom-
ination; quantity unknown; January 1997,

Rockin’ in Cleveland
USACard; ANA Rocks Cleveland: 35
denomination; 500 issued; March 1997,

Card with a Rock N' Roll Hall of Fame
flavor was produced for the American
Numismatic Association’s Cleveland show,

The three denominations of the retail card
are available at participating Marathon gas
stations. There are about 2,400 Marathon
locations in the Midwest.

Cards sport
original Camaro
Global

Communications
Network: Yenko
.-Hamn']r.:urf.s Camaro

Calis six-card set; 10-unit
More !‘W‘?Cﬂmf arne 40-unit Series |,
7,700 issued; 25-unii
home feach) Series 11,
improvements ;-ﬂ”fg**ttd s
; ; ! each) Series 111,
fsf!’eg ﬁiﬂqmﬁ;ﬂg mnates; o, (00 L5000 issued; December 1008,
; Frepaid phonecard set marks the 30th
mﬁ floor cnve;:tgkmanu[auumr, anniversary of the Chevrolet Camaro and
iy h“fﬂr'l‘: _Efu‘“F tikfuﬁ‘;lag'ﬂ :l . promotes a sweepstakes for a one-of-a-
%w? lehn ':; 511';; @;m" OME Lind Camaro musele car. The 40-unit
_“’M“]E I By Series I card is a laminated paper punch-
out. A portion of the card sales’ net
proceeds will go to groups lobbying to
Lac I'HSS?E, preserve ::Innaiq:: autos,
anyone:
Destiny
Telecomm;
Coquitlam Minor
Lacrosse;
5 minutes;
1,250 issued;

Jmm{,r?:}' [4997,

Card promates a
lacrosse
organization in
British Columbia,
Canada, and
might be the first telecard showing the
sport inherited from Native Americans.

Cocatolally
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Hells Angels calling

Cable & Wireless/Sin City Collectibles;
Hells .-Irrgc'.l’s West f:q'.lu.ls!',' 10 mintes;
3,400 fssued; January 1997,

Horizontal “West Coast™ cards and vertical
“Fast Coast” cards include, of each version:
3,000 sequentially numbered; 1,500 signed
by Hells Angels members; 200 “media
editions” and up to 200 framed versions
given to Hells Angels members,

Gollectors interested in obtaining thest
cards should contact their favorits

dealer or consult Moneycard Collector's
“Dealer Divectory, " Page d3.

Coca-Cola
phonecards

TresCom International;
Coke-Carnaval Miami:
10 minutes; 1,200
issued; March 1997

chucntiall}- numbered
die-cut eards on colorful
carrier were part of a gift
pack for VIP puests of
Coca-Cola at the Calle
(cho Festival in Miami.
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PART 2

By Jim Chudnmo

ceording to the American Restaurant

Association, industry sales will hit $320 bil-

lion this year — an increase of around 50 per-

cent in the last 10 years, and fast-food restau-

ants are a big part of that growth. It's no

wonder that there are many examples of phonecards
sporting fast-food logos and products.

In the July issue, we looked at some of the
moneyeards that bear images and logos from
nationally known chains. We continue this
month with more regional offerings, as well as
pizza parlors’ cards.

BIG BOY

Big Boy franchises, whether they are
called Elias Brothers, Shoney's or Frisch’s cele-
brate 61 years of service this year. Their
mascot (drawn by a Warner Brothers anima-
tor who frequented one of their stores) has
long been familiar to fast food aficionados.
The American Advertising Museum saw fit to
recognize the Big Boy and you can see him
on a new G-minute Telenova / Hannibal
Communications phonecard scheduled
tor release this summer. There report-
edly will be 750 issued, plus around
25 test cards, 25-50 proofs and 10 spe-
cial numbered sets.

BLIMPIE

The Blimpie chain
can be found in many
loeations in the eastern
U.S5. The chain had
PromoTel produce a
geries of four cards in
early 1996 using the
Coca-Cola polar bears,
with the Blimpie logo,

PromoTel; Bfimpie
Coca-Lola set nffﬁur;
§10 denominations;
1000 issued;

March 1996,

Cocatolalll

which was ri:peul.ed on a folder. All were serially num-
bered $10 denomination cards, featuring the famous
bruins doing winter sports: skating, skiing, playing ice
hockey, and tobogganing. Originally, the 1,000 sets of

cards were designed to be given for corporate use.

CLASSIC PIZZA

An example of a small firm that has played its
(phone) cards right is Classic Pizza, a store in Bristol, R.L,
serving students at Roger Williams University. SmarTel
produced a multi-purpose card for them in September
1995. The card is not only good for five minutes of call-
ing time, upon presentation at the store {with an L.
from RWL), it allowed a 10 percent discount on the
price of food items. Students using it 10 times got anoth-
er phone/discount card. The mintage is less than 1,000.

DENNY'S

In March 1995, a
couple of local Denny's
restaurants in Anaheim
and l:lrnnge, Calif..
offered a phonecard that
also featured a 10-per-
cent food discount at the
stores. The 10-minute
card, 2,000 issued with
time carried by LDDS, features the Denny’s sign near a
silhouetted farm at sunset time.

Denny’s headquarters started a test program in
December 1995, Because mnany of the chain’s customers
are travelers, Denny’s thought that prepaid phonecards
would be a convenience to offer its guests. The pilot pro-
gram was initiated with cards available at certain restau-
rants in the Phoenix, Ariz., Salt Lake City, Utah, and San
Antonio, Texas. In Phoenix, they even installed auto-
mated dispensers for the cards, Cards — all the same
design in denominations of $5, $10, and, in some areas,
$20 and $50 — are d.is[.mnstsd inactve, and are activated

LDDS Waorldeom;
Drenny’s Restaurant; 10 units;
2NN isseed; March 1995,



at the time of purchase via a magnetic stripe on the back.
The overall program regarding the cards is managed by
Intera Communications of Minneapolis, with calling time
on the (non-interactive) cards provided by LDDS
Worldeom on the ur]ginul VErsion, Ihuugh newly printed
cards will be via Datawave utilizing the MCI network. At
this time, there are no plans for any additional designs in
the series, and they declined to report quantities issued.

DOMINO'S PIZZA

As reported by Bruce Harmon (“Corporate Corner,”
Page 11, February 1996) Ascot issued 2,500 Domino’s
Pizza cards in November 1995, picturing a Deep Dish
Pizza. You could get the five-minute card free at the
Robbinsdale, Minn., franchise if you bought an
“Ultimate™ pizza and a six-pack of Coca-Cola. The front
of the serial-numbered card has a number to direct you
to the closest Minneapolis area
Domino’s location. The back has
logos of Domino’s and Coca-Cola.

A regional phonecard issue
came out in June 1996, courtesy of
Telenova. Utilizing services of
Cable & Wireless, this unusually
colorful five-minute card features
two yummy- looking pies and
ingredients, with the company’s
logo and the motto “Just Call and
We'll Deliver.” There were 1,000
sequentially numbered cards issued.

FAMOUS SAM'S

Thiz 15 a chain with
about 23 restaurants in
Arizona, plus a number
of others scheduled (o
open there and in New
Mexico and Texas. Asa
convenience to their
customers, their agent
had GEM International
|}r0ducu a card dusign
with their logo in early 1996, for sale to the public.
There were 10,000 cards printed, each stating that the
$10 cost prl:n-‘idt_*d 30 minutes of domestic calling time.

JACK-IN-THE-BOX

In February 1996, live Jack-In-The-Box restaurants
in the Los Angeles area began offering customers a
chance to pick up one ol their four different “Jack’s
Back™ collectible phonecards. You could get a card for
$3.99; or if you bought a “combo” meal you could buy a
card for §1 less. In general, if you bought a meal, you
could then buy as many of the individual cards as you
wanted. A total of 15,000 of the five-minute cards were
produced by Premier Telecom, with 3,750 of each
design.  Additionally, there was a speeial folder available
for collectors who purchased an entire set, with only 500

Telenova; Domino's
Pizsu: 5 minutes;
LN issned; Tuly
1996,

(st

Argvns's Mo Eseiling | ]
Mporly Har Fesimormid g

GEM International; Famons
Sam’'s; 518 denomination; 5,000
issued; Junuary 1996,

such sets available.
Franchisee Luis
Carcavallo came up
with the idea for using
the cards alter seeing
some  MeDonald’s
phonecards at a Frank
& Son show.

LITTLE CAESAR’S

Known for using repeti-
tion in their ads. Little
Caesar’s Pizza had what appears to
be the first card for the chain pro-
duced by Telenova in July 1996.
Utilizing services ol AT&T, the
cards (1,000 issued), picture the
tﬂga-niad cartoon &pukcﬁma'ﬂ hold-
ing up a slice of pizza while saying
“Phonecard Phonecard.” You can also see a
Coea-Cola Classic logo on the front.

PIZZA HUT

In early 1995, Sprint produced a 20-
minute phonecard with the red-rool Pizza
Hut logo, followed by their motto *You'll love
the stufl we're made of.” According to a
spokesman at Pizza Hul, the card was a sam-
ple version printed but apparently never
released officially to the public. But, at the
end of 1995, Pizza Hut headquarters did
authorize the public issuance of two other
cards as part of a limited test program in
Enoxville, Tenn., uand Tueson, Ariz. The
cards feature two wonderful Norman Rockwell drawings
and could be obtained for an additional $2 when vou
bought a regularly priced
pizza. Time was by Sprint,
with between 5,000 and
7.000 1ssued of each card.
This is one of the best fast-
food cards to use because
the cost per minute was low
and the card was relatively
eqasy to ohtain.

Premier Telecom;
Jack-in=the-Box set
of four; 20 minutes
anch; 500 of each
image issued; April
1994,

Telenova; Little Coeser’s Pissa:
5 rainutes; 1,000 issued; July 1996,

e author is o phonecerd
colfector ard freelanee weriter

in Chicago, il

Lo o
Fel Ly {

CoME tqgéﬂ_ger

| Sprint: Norman Rockeell-Pizza
| Hui set of froa; 20 minutes eachs
s S0, issued; December 1995,
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ectible

Americas Most

Biz Mac attack washed down by Coca-Cola! And for
ilpssert: Hﬂmmky Fried Chicken amd Tootsie Rolls,
Who said an army moves on its stomach? Many of
the cards have been seen before, lurking around
previous AMW pages, g0 you'll be familiar with
them. But we've gu[ ome t:xi‘.'tling newenmers ton. The

{:1][:3'[:“"]1 ||ii'.[:||.|. ﬂilﬂl iﬁ rl‘.a]]:;' ﬁl'_|1'|'|l"1 hi'l'lg .'_Tl_l"i_:iq'l.l: T
wouldn't hesitate to put one in my eollection. From up
north, the sticks are flying around 7-Eleven and two of
their cards have made it!

A IA DIECLT

FOLDER. TresCom;
I minutes, 1,200
izsued; March 1997,
This is my favarite!
'”H:}' were for the
fith Street Festival
in Migmi — not for
eollectors. You'll
want to snap a few
of these up to trade
later for other rare
Coke cards. This
eard is one of the
rarest }'l:t_

COCA COLA SERIES 1T SET O 48, Seore Board; $2
denominalion; [Ill!:‘l11li.|:|' unavaliahle: March 1996, i"rTHiJ:r
tealers have heen lowering their prices on these cards

and they have experienced a resurgence in popularity,

An exeellent eatalog on Coca-Cola phonecards by Honka
(iessen was reviewed in our June issue, The catalog con-
I,Enlrl'\.-j 1|]ﬂm {“J]Iﬁ.lf ﬂﬂrliH JlrLIJ hll!]li]‘(‘.‘liﬁ e rrﬁlﬂ H“ over

the world. Check it out!

TOOTSIE
ROLL “THE
LIFE OF THE
PARTY.” Image
'Ilffllfl"].lrll; 5 IIEII“'
ukes; quantity
unknowns issued
a\!n‘il If),ﬂ?,

Which is the life
of the party: the

T-ELEVEN
HOCKEY
OF 12, CTN
{Ei‘l]‘l:ld:l}t_ 15 manuntes and 30
ervinietes; todal of 30,000 issued;
December 1996, These caris have the blessings of hoth
the NHL and the NHL Players’ Association, so they are
free to show the players i full uniform, unlike most of
the buselall and foothall cards of early days. They're
from the largest prepaid card maker in Canada, and will
work hoth from the US. and Canada, Pull sets are avail-
able from dealers for the truly addicted hockey fans!

BT

MCDONALD'S SET
OF 5. Seore Board; §2
denomination; 6,110 of
each issued; May 1996
Dealers have also low-
ered prices on these
phonecard firsts — an
inexpensive way to
begin a Melonald’s
collection. Although
there’s no hook yet

on McDonald's
phonecards, it's defi-
nitely one of the
world’s favorite eol-
lecting themes.

) youz myms
un ot | ralﬂ

KENTUCKY FRIED CHICKEN, Telenova; 5
minutes; 7500 issued; May 1996. Kentucky Fried
Chicken and the Colonel have issued these cards
for a local promotion and a healthy percentage of
the issue was made available 1o dealers, soi
shuult,lu'l_ |J£,' ]mrd ] E]:'I one of tese. ’Fhm- may
b a series in the works,

:;a:lul].r or the girl'."

Now this card is the life of the collector
party, and the low mintage will make this
one of the mast pleazant finds of the year.

EGGS SET OF 3.

LSACard; $10 denomina-
Iii]]i:_ :iﬂﬂ ﬂr !TI.H':I'I. i.‘i.‘ill[:il;
February 19497,
Panther is still gracing
AMW long alter Easter has
passed. | told you these
were the hest cards of
19971 The Jumbo is sold
ul, H]Ihuugh ]Ju]r"hﬂcks
and reselling are slowly
taking the price up on

The

those scant 250 cards, You
ol yours, right?

Cocatolall



his month's selections again contain all-time favorites Coca-Cola and McDonald's —
but from 1996! Another 1996 release that appears this month, the Demi Moore
Cigar Aficianado card, is always in high demand. (My personal Coca-Cola favorite
is the Treseom die-eut Coca-Cola botile, which also has been an “America’s Most
Wanted” visitor. This makes a striking addition to any collection). And again our
friends at USA Card have come up with another entry to go with their repeat visitor,

Cracker Jack. Here are this month’s selections! MOUNTAIN DEW. Karis Communications; 10 minutes;
500 issued, July 1997, Delaved slightly by spectacular
MCDONALINS HAPPY MEAL DIE new packaging (the product that “delivers” the telecard
CUT. Seore Boards; se1/3 825 to the customer), Mountain Dew hit the pavement run-
denomination each; 850 issued, ning. The packaging is truly nice. Although there seem

to be just a few telecard collectors “Dlewing 11" this will
fit nicely into any generalized soda collection.

May 1906, Reappearing afier a
long quiet gpell, this year-old set
popped up again in strength. 11 you
want il this is

probably an

COCA-COLA GOLD AND SILVER SETS . Score
Board: 50 X 82 denomination; 2,715 issued, Ma:,'
1996, Two sets, one gold and one silver, Teature 50
different designs on the 82 cards, They were
released originally at the 17th National Sports
Colleetors Convention in Anabeim, They are very
nice and it is a pleasure to see them again,

LONG BEACH EXPO/MARILYN, USACard; §5
denomination; 10O izsuad, June 1997, One more
solid winner for USACard, whose specialty is functional
telecards carrying award winning designs and features.
The other Marilyn from a couple years back has per-
formed among the very best of all the Marilyn cards. 1
don't think this will repeat, but it is already climbing,

DEMI MOORE CIGAR AFICIONATHY, TotalTel; 10 min-
utes: 10O issued, September 1996, When most of the
movie star collectors were wanting you, where were you
hiding? I'll bet there are still many more than 1,000
that want Demi in their collection. so this will dey up
very quickly.

CRACKER JACK BUTTER

ERLEN INMATE SERVICES KEEPING YOU IN
L) l.i.iwéjs ui L5 ﬂ}k CONTROT, 11 8 WEST: 81 denomination;
rl Jasle; ; 2 500 issued, June 1997, This card is used
ﬂlenl';e ﬁsz ::l c Eﬂﬂli m_ u r'.w&sr_' a3 a promotional tool to advertise the special-
L‘;:t‘ :]? | ﬂ:‘ de:::n J ‘f:r?r ftfe '"m"ﬁs’“"ﬁ‘ ized teleln::uhn;:en'ilces 11?:131{1::[!: to pq;mf:linsii-
R “Keeping You | tutions, It has a pleasing design and wi
]_::'Tlt:: T;E[::&:m{li:; :::w i amiraly {race many a teleqrd cu‘tlatlliﬂ-n. [ Sl'i'i"EﬁT
St s T Y considers this very inexpensive advertising,

}H 1;‘-“‘ ﬁlz-'lllﬂ-iph:j'i {]11” i and gives them out at various conventions
ood product card, this one they attend.

iz heing devoured, too.

T
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