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"Cockie’ wins for Telstra

N Australian phonecard has
Aachieved international recogni-

tion 1n a telphone card design
competition.

Competing against hundreds of
designs from around the world, a
Telstra Phonecard was judged to be the
“Best Overall Card”.

The $5 card was produced specially
to commemorate five years of Phone-
card in Australia.

The Award was announced in
Maastricht, the Netherlands, at CardEx
'95, a major international telephone
card convention.

Telstra’s winning entry is a tongue-
in-cheek design featuring one of
Australia’s most loved emblems, the
“cockie”, sporting five birthday candles
incorporated 1in its plumage.

The CardEx Awards aim to high-
light and pubicly recognised the best
achievements in international card
design.

The Best Overall Card Award, won
by Telstra, 1s granted to the teleco
which has 1ssued the most attractive,
beautiful or striking of those entered.

Nelda Slezak, national manager,
Telstra Phonecard Collector Service,
was In Maastricht to receive the award
and said Australian cards are extremely
popular in the international collector
market.

“The cockie card’ in particular has
been extremely popular with collectors
both in Australian and internationally
since its release last December,” said
Ms Slezak.

“This award will serve to make it
even more sought after.

“Australian Phonecards have experi-
enced an international surge in popular-
ity because of the high quality and cre-
ativity of card design.

“Many designs released by Telstra
have been world first and Australia is
one of the few countries to utilise lead-
ing edge magnetic technology to pro-
duce high resolution graphics.” W

Telstra re-defines
phonecard

categories

National Issue
Cards (N)

ATIONAL issue cards are issued
through the phonecard reseller out-
lets. Approximately seven (N) series
cards are released each year.
Selected (N) cards will continue to
be 1ssued through the Phonecard
Collector Service.

Advertising Cards (A)

CODE cards feature one of the fol-
lowing types of advertising:
* Telstra corporate advertising or
sponsorship, such as Year of the Dog,
Australian Ballet, Sydney Dance Com-
pany or Yellow Pages.

* Private or general advertising, such
as K-Mart, Toyota or Taubmans.

Telstra classifie as an Advertising
Card any card of which more than 50%
are distributed through Phonecard
reseller outlets.

Advertising cards will now be made
available through the Phonecard
Collector Service.

Promotional Cards (P)

ROMOTIONAL cards may be pro-

duced for the commissioning com-
pany for the following purposes:
* To give away to customers and
clients;
*  Advertising cards produced for com-
panies to sell through their own outlets;
* Special event cards commissioned to
commemorate special events, and
* Charity cards commissioned for
fund raising purposes.

Promotional cards will be subject to
the several conditions:
* Telestra’s Phonecard Collector
Service will reserve the right to print up
to 10,000 additional Promotional cards
for the collector market. If this option
is taken up, the card price for the client
will reflect the total print run size.
* A maximum retail price (equal to
the face value of the card) will be set
for the sale of Promotional cards pro-
duced.
* $2 Promotional Phonecards will be
made available for the (P) category
only. Such cards are not to be made
available for resale. Telstra requires the
words “Complimentary Only” to be
printed on phonecards of this denomi-
nation only. These cards will not be
onprinted for the collector market by
the Phonecard Collector Service.

Third Party Custom
Collectable Cards (C)

CATEGORY cards may be pro-

duced for the commnussioning com-
pany for sale to the collector market
through existing channels, such as deal-
ers or via advertising and mail-order
arrangements.

They may also be targeted other col-
lector markets, through channels not
currently available to Phonecard, such
as the Disney and Coca-Cola collec-
table market.

No minimum print run size is pre-
determined and no maximum retail
price 1s set for cards in this category.
The right to on-print additional cards
for the Phonecard Collector Service is
not be a condition of the commission-
ing of (C) Category cards.

A restricted number of designs in
this category will be offered each year -
24 designs will be available in the first
year. Expressions of interest from cur-
rent and potential clients will be
sought. Allocation of designs in this
category will be based on achievement
of set criteria, demonstrated through a
Marketing Plan. These criteria are as
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follows:

* Promotion of phonecard as a desir-
able collectable. This will be demon-
strated through design, pricing and
credibility of Marketing Plan. Such a
marketing plan should not be seen as
aiming to manipulate prices in the col-
lector market through artificial restric-
tions of availability.

* Distribution channels which aim to
further promote phonecard as a collec-
table - either expanding the reach of
phonecard generally, or expansion into
other markets, such as overseas, other
collectables, non-collectors, thematic
collectors (such as transport, flora,
fauna, etc). This will be demonstrated
through proposed distribution channels,
advertising and order volume.

Limited Edition Cards (L)

HESE cards carry the same designs

as the National issue cards, but are
only released in Limited Edition fold-
ers. These cards are only produced in
limited numbers and are only available
for sale through the Phonecard
Collector Service.

Specialised Issue Card (S)

ARDS in this category will be
issued once or twice a year for spe-
cial or one-off events that do not fit
into any of the existing categories.
Special issue cards will be available
for sale to collectors through the
Phonecard Collector Service.

Gift Cards (Q)

ARDS produced for inclusion in

greeting cards to be produced and
marketed by Telstra Payphone
Services.

These will include Christmas,
Valentine’s Day, Birthday and other
greeting cards. Special distribution
channels will be set up for these cards,
such as Australia Post agencies and
Australian Geographic retail outlets.

These cards will only be available as
part of the greeting card/Phonecard
purchase. They will not generally be
available through the usual Phonecard
retail outlets or through the Phonecard
Collector Service. Gift cards not pur-
chased within a reasonable amount of
time may be sold through general dis-
tribution outlets.

International Cards (1)

ARDS issued when the Telstra
telephone card payphone system is
installed overseas, such as in Vietnam.

Territory Cards (T)
ARDS issued through Australia’s

external territories, such as
Christmas and Norfolk Islands.
Pricing

RICING for phonecards with a cus-

tomised image 1s based on the
charge for the image/advertising and
the standard phonecard cost. ¥
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Sydney View

HE big news to hit the world of

I Phonecards in the past year 1is

the recent decision by Telstra
regarding custom cards.

Many people would already be
familiar with the decision, however for
those who aren’t, the decision in a nut-
shell means that Telstra has reduced
the minimum number of custom cards
that one has to produce.

This number has been reduced to as
little as 2500 $5 cards at a time.

However, so as not to have a
“flood” of custom card product, for the
first year Telstra has said that there
will be no more than 24 custom card
1ssues.

Telstra has said that it will seek
expressions of interest from potential
custom card producers.

Approval of potential designs and
so on, will be based upon certain crite-
ria. These criteria include “Promotion
of phonecard as a desirable collec-
table”. This will be demonstrated
through design, pricing, etc.

Among the other main criteria will
be “Distribution Channels” which will
aim to further promote phonecard as a
collectable such as expanding the mar-
ket into other collectables, other
themes and so on.

So it appears, if you pass all these
hurdles, you get to produce a card.

So what does this all mean for the
phonecard market?

On the face of it, this seems to be
good news. No more than 24 custom
cards in a year and 1n some cases the
print run will be as low as 2500 units.

However, 1t also raises a number of
questions particularly regarding
Telstra having to make decisions on
who makes custom cards and who
doesn’t.

It is not too hard to see the day
when someone is going to come up
with what they think is a great 1dea for
a custom card and Telstra, upon
knocking them back, gets hit with a
legal suit claiming some form of
“restraint of trade” or whatever.

Hopefully that won’t happen, but it
1s a litigious world we live n.

Sull, Telstra needed todo something
and indeed they have. However, one
wonders what is next when you have
had effectively three or more changes
in custom card policy in 18 months.

However, Opera could be being a
bit of a synic. Whatever Telstra did,
there will be critics.

What the phonecard market needs
now 1s a bit of positive action and this
move must be seen in this perspective.
After all, in many ways custom cards
are the real icing on the cake of
phonecard collecting.

Without them, phonecard collecting
in the past 18 months would have
lacked excitement.

However, the reason custom cards
have slowed down in the past few
months 1s that the minimum number

of 10,000 cards that you had to print
was just too big a number to move.

As a result, you had the situation
were the cards ended up in the shops,
the producers of the cards sometimes
ended up in financial trouble and so
on..

So what is the first custom card
issue to come under these new playing
conditions. None other than the third
in the Australian Coke card series.

This time there are only going to be
4000 released so interested collectors
should get in early for this one before
1t 1s too late.

Obviously what we are going to see
with the Coke issue and the next
Disney 1ssue when it comes along 1s
early sell out and oversubscription
which will mean that these items will
move up in price.

This of course can only be a good
thing for the market. However it
would be a shame to see a situation
were every time an issue comes out
there is a real bun fight to get supply.

In such a situation we could go
from one extreme to another. That 1s,
instead of there being more custom
cards around than are wanted, there
might not be enough.

However in many ways it would be
good to see this happen, at least in the
short term.

No doubt if it did get to a stage
were items were selling out very
quickly, producers would be silly not
to do a few hundred more than the
2500 to cater for this increased
demand.

However it makes one wonder
about the long term viability of the
earlier issues though.

In 10 years time, for instance, peo-
ple are going to remember the issues
prior to August 1995 as the 10,000
runs (of course, some of the issues
were released in smaller numbers than
this) and these issues may be tarnished
somewhat because of this. Time will
tell!

Whilst on the subject of custom
cards, there have of course been a few
new releases in the past month or so
that are of interest to the collector.

The first one to jump out is the
Batman Forever card. This card which
was released in early August is quite a
nice looking card and is selling quite
well.

Priced at just under $15 it seems to
have met with little buyer resistance.

The pack 1s also quite a nice item,
although it is quite expensive ($39.95).
The only problem with 1t, is that it is
not sold in the traditional pack sleeve.

This may seem like a petty consid-
eration, however, many collectors like
their packs to come in one of these
plastic sleeves as it fits in with their
collection format.

The other card 1s of course. the
Captain Munchies, which 1s also retail-
ing at just under the $15 mark, 1s a
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with Opera House

nice card for obvious reasons.

One look at the card and one can
see the obvious Coca-Cola theme,
which 1s the main selling point.

Past custom cards

Y now the loose set of the RSPC,

has sold out and this set which was
priced at the reasonable level of $16
for two $5 cards, may end up being a
little better than some others. If you
haven’t got this set yet, it 1s probably
worth filling this gap whilst you can.

Finally the One Australia pack
remains the elusive pack for many col-
lectors. Current advertised prices have
this pack at around $700. It 1t does
turn out that there are only 300 odd
packs /cards in existence, this price
may still seem very low.

The market in general for phone-
cards seems to remain quite okay,
although nothing like it was a year
ago.

However, what is encouraging 1s
that there 1s still a very strong base of
collectors that are driving the market.
albeit at lower levels.

Despite the fact that prices have
come down there is not a lot of ecarlier
material out there.

Take a look through most dealers
stocks and you will find that most are
quite low on the material prior to the
end of 1992.

This 1s true for both mint one hole
and multi hole cards. In time this will
become all to apparent and the days of
most dealers having all the early cards
will be over.

To fill a collection, a collector will
have to shop around and be more
patient than 1s needed now.

It has been good to see the way that
overseas exhibitions have gone in the
past few months.

The Singapore Show and the Hong
Kong Phonecard Fair, have been a
success and this augers well for the
market locally.

There 1s such a huge and largely
untapped market to our North, that any
mcrease 1n numbers of collectors up
there will really put pressure on prices.

Of course, most collectors will be
aware that Telstra has released a spe-
cial folder and card for both the
Singapore and Cardex shows (Cardex
being held in Maastricht).

These folders should well be worth
picking up, as they are the same as
Cardex last year in that only the fold-
ers sold at the show will see the light
of day. The rest will be destroyed. Of
course for those unfussed by
packs/folders the cards themselves will
be put out for sale and should be rela-
tively easy to acquire.

However when buying folders of
these items shop around as prices may
vary a bit. You may as well get the
best price you can. ™







































