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+ Tucker, Georgia, located just
northeast of Atlanla, has the
charm and hospitalily chatacter-
istic of most southern towns, But
for the last year, Tucker has had an
even more notable distlnction —
it's the horne of the Nalional Data
Corporation (NDC): lelemarketing
center. Opened on QOciober 20,
1984, the NDC lelemarketing
center is a balanced mixture of
well-trainad TSRS, concerned and
informed managemen!, the best in
ergonomics, Sstate-of-lhe-art 1ele-
communicalions technology, and
more.

Alter spending a tull day al the
650 employee center last July, it ls
difficult 1o be less than enthusi-
astic about the establishment.
From its arrangement ol TSR work-
stalions to its large equipment
room, NDC's commilment to lele-
marketing — and 1o doing it right
— is evident throughoult,

Because of this, the atlitude at
NDC is one of apenness. Accord-
ing lo R. Dean Smith, vice presi-
denl of telemarketing operations,
there ate rarely days when the
amployees of the ¢enter don't see
polential customers or those cur-
renlly on contract coming in,
moniloring calls, and touring avery
cornet of the building.

In fuct, the center has a large,
well-equipped monltoring room
where cuglomers can come in, an-
nounced or uhannounced, and
sty as long as they wuant o
monitor programs. "“They qun stay
24-hours it they wish,” Smith said,
“ang we welcome il because we
want 10 mainlain credibility. When
our clients monitor our agents,
they hear good calls and bud calls,
crank calls and quod husiness
calls. They see and hear every-
thing. ) think this ultimately works
to our advantage because then Lthe
client — aspecially a new client —
learns to be ready for anything. In
elfec) monltoring helps us educale
clients to whal a high volume tele-
matkeling business is all aboul.™

The Tucker telemarketing
center wils founded as # resull of
NDC's years of exparience having
(ive credit card verificalion centers
scattered across he nation, The
five centers had maintained 24
posilions each 1o handle inbound
calls (NDC reters ta thom oy ditect
response calls) gencraled by di-
recl respanse  advertiscrionts,

However, NDC found a number of
things wrong with this arrange:
ment, the primary problem being
that as a line of buslness it was
considered ‘''sécondary’ to the
main business of cregdit card veri-
fleation. At the, most, direct re-
sponse accounted 1or No more
than 20 percent of the company's
total telecommunications busl-
ness, and therefore, wasn't given
the internal management attention
needed In terms ot maintaining It
83 an integral part of the business.
Now, with one cemer dedicaled
solely to inbound and outbound
telermarketing, NDC hay found that
it is getting more direct response
calls than it was operaling on a
fragmented basis — and it's mak
ing more money!

The logistics behind this accur-
rence are simple. With five
centlers, each having approximate:
ly 24 posilions, aay TV slation that
broadcast a commercial al the
“wrong' time (o the right audience
could easily bring In 1,000 to 2,000
calls within a seven-minute period.
Even if all poshions werg mannad,
the center was slill going to ex:
perience a totally unmanageable
peak. On the other hand, the
Tucker center has hundreds of
agenls ready to lake calls around
the clock so it can handle the
peaks and valleys. As Smith put it.
"Right now, we're handling about
28,000 to 30,000 calls a day.
When, let's say, client A is running
a commercial, client B Ish't. . .s0
you flatten outl lhose peaks and
valleys in terms of call volume. We
can schedule a 100 10200-pasition
center just for direct response and
balance out; whareas il we're
fragrnented in [ive centars, wo
never have a chance.™

Knowing each TV statian's o1
network's advertising schedule
daily doesn’t help a thing, Smith
poinled out. “Anylhing can throw
those schedules haywire — like
the iate broaking news of hijack-
ing. a crigls in somu government

. anything."

Becavse thore is no pradiet-
able rhyme or reason lo calling
patterns. the secrst is volume.
"“"Wa're running hundreds of direcl
response agent poslifons.' Smith
stated. ' The blgger our number of
positions, lhe less he impact on
our pperation,”

On thoze rare qegasions when
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direct response personnel hit a
peak and cannot handle a velume
surge, the center doesn’'t need to
overflow calls locanother NDC
center, Instead. (he excess calls
are ‘‘gated'’ to the NDC outbound
or *“direct marketing’ represen-
tatives located in another area
within the same building.

Although smaller In persennel
staffing, the outbound calling at the
Tucker center is quite Impressive
in Its own right, turning out 6,500 1o
7,000 calls a day. Each representa-
tive workstation is five feet wide —
greater in width (han the direcl
response agents’ workstations,
That's because lhe reps require a
larget amount of desk space (0
hold the reference manusls stored
in sach work position.

Although mast information is
now stored in the computer and
available to the reps on thelr
scrgens, still a large amount of Tn-
tormation comes to them dally in
the form of printed sheets, lo be
added to reference manuals.

Growth in outbound represen-
tative numbers Is slow, but pro-
gressive. During our July visit we
learned that 24 pesliions were ex-
pected (0 be added in August mak-
ing for a total al 72 oulbound
agents.

In handling direct marketing
scripts, one rule applies, Smith em-
phusized: ‘‘Each representative
must handie the script the same
way each lime. There's no room
for crealivity on the parl of reps.
This i$ what the client wants. and
we adhere to thal principle. We
work clasely with Lhe client to
davelop successful direct market-
Ing scripls,” he expialned. “We
must caplure the subject’s atten-
tion in the fIrst 20 seconds. If we
don't. wa've lost the call. Take one
of our major customers for whom
we're selling newspaper subserip-
tions, Qur NDC sainsman exam-
inacl their seript dratt, thenwent t@
Washington, D.C. to mset with
1hem. They, in tum, developed the
final script.

“Our Tucker slaff even helps
some of ils customers with thelr
own TV commerclals, Oflen. copy-
writers in advertising agencies
have a different idea as to whal will
best sell the product in a telemar-
keting campalgn Qur schior slatt-

Continued
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ers can ofter important information
to ad writers, based on their exper-
tlse.' Smith said.

The Technical Side Of The Center

Equally as interestlng as the
way business |s done at Tucker is
its equipment,

Heading the lechnical end of
the jarge lelemarketing center is a
young engineer. name Andy Zaz-
Zera. A six-year veteran of the
company, he explained how lhe
camplex hardware and software
systemn Is organized and functions.

"First, let me give yau some
numbers in the phone line depart-
ment.” he sald. "‘We have 200
band-5 out-WATS lines in the
center now. and roughly 500 lines
from ATAT. Our AT&T bili, monthly,
Is now about a quarter of a million
dollars.’”

Speaking In the large, alr-
conditioned equipment room,
Zazzera polnted first 10 the equip-
meni1 he detined as tha ''hearl” ot
tha center; the Rockwell Galaxy
Automatic Call Distributor (ACD).

"We had no problem ir choos-
ing this system for the new Tucker
telemarkeling center,'' he said.
“"We glready have this ACD in all
tive of our other U.S. call centers,
and we think it is the best one avail-
able for a number of reasons. First,
theree's redundancy: If a critical
elemant should fail, it has insiant
switch-over to a (uplicate system,
andg reports 1t$ candition at once.
Second, it has camplete MIS (man-
agemenl informalion system) re.
porting — essential for our man-
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agement, Within this parameter, It
reports on the condition of all our
AT&T trunks, telling us if they are
working and keeping our operating
costa as low as possible.

At NDC, we can install the
Galaxy syslems, test them and re-
pair them with greai skil. Actually,
this particular system is a kind of
hyhrid, with elements of it coming
to us from [wo sources. 1 is a D-1,
D.2 and D-3 syslent, with parts of it
corning to us from a previously
owned system in Chicago and the
rest coming brand-new from Rock-
well in Downers Grove, IL. The two
new elements are each GVS-150
systerns."’ '

This particular Galaxy system
Is actually three sysiems hooked
up in tandem. That's the nature of
the Galaxy ACDs because they're
modular. Zazzera said the real way
to measure this particular Galaxy
ACD is to look at the number of
lines It handies; 522 telephone
lines (trunks).

The Galaxy ACD interfaces the
AT&T lines via T-1 carriers. NDC
has direct DS:1 service to the
AT&T 4-E toll swilching system
located in Atlanta. Zazzera stated,
“'We were the flrst in the country lo
interface with a toll swilch
machine via T:1s, aver. W& now
have direct connect. and it defi-
nitely is the way to go. We had a
33-hour cutover ~ a long one, but
we got there! All of our band zero
comes out of the central offlice in
Tucker. These ate standard metal-
lie circuils, but we have 21 T-1
spans dropped into the building, of
which we use about 15 or 16.
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We're planning 10 use the rest ot
them soan. They work (lawlessly
... It's great. We're going to do the
samc in all our ¢ther centers. Until
getting the T-1. we gign't realize
the real potential of the Galaxy
ACD.

“'We do have 24 channel banks
hooked to this system. [or all the
analog ports,'' he said. Pointing to
an equipment frame, Zazzera said,
"“These are 551 cuslomer service
units for the T-1 span. They provide
loop-back capability for the 4-E
swilch in Atlanta, so they ¢an tell to
shaot circuits. The BSX is provided
by Southern Bell, which aclually
pravides the link between us and
AT&T downtiown., Southern 8ell
takes it as far as here; AT&T takes
It through the CSU and then we im
terface diract T-1 to the TSU."

Maoving 1o apother rack of
equipment, he sald, *‘These TI
processors are the CRT con-
trallers. It's our interface with the
mainframe computer at our Allanta
teadquarters, in what we call Cor-
porate Square, We have a series of
cluster controllers in just three
cablnels. Each TiI cluster cantrols
up to 30 CRTs on the operations
floor. On the input side are the
CRATs; on the output side, via
dedicated data lines, is the host
computer, .a UNI[VAC."

Moving to another rack, he
said, ‘These two processors are
the actual intetfaces between the
ACD and the CRT processors. The
da1a link that Rockwelf supplles us,
with the call records, interfaces
through this processor to pre:
prompt the CRI screens on the



[telemarketing] floor. We have a
‘ot standby’ so if anything bad
happens here, wé cuan throw one
switch 1o go to the back-up proc-
easor and get right back on the
alr.”

Zazzera went to the CRT at the
ACD control desk. '“This is lhe ter-
minal we use for |nput,” he said.
“1t is tied 1o the intertace proc-
essofr. Wa store everything in Lhal
processor, , . all af the tables. .
oh z8ro power RAM cards. Thus,
we avoid tho access lime we'd
otherwise need (0 Qo to a3 Win-
chester disk to find it, Information
is in readily availabie mémory. And
because we have zero power RAM
cards, should the system go dowit,
we don't lose thal memory. We
bring he system right back up and
the memory's right there and we're
back on-line.

“We identity each ane of the
agent position numbers in the soft-
ware. We also do Lhis with the CRT
port number, through the clustet
controllers on a frame in the back
af this room. So we know Lhat it a
call comes in for, say, agent 3100,
the call information will be input on
the CRT that's on processor 1, port
1. Agent 3101 would be on proc:
essor 1, port 3.’

Back-Up Services To The Main
‘Equlpment Room

Dean Smith took ug through
the series of important buack-up
services supporting the main
equipment room that houses Ihe
Galaxy ACO and the other elec-
{ronic services tying It 10 lhe host
compulers in Atianta.

o TRIREE - P il
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Ourslde of the equipment
room, surrounded by a high fence,
is a 12-cylinder Cummings dlesel
ehgine, which is kept warm at all
times. This engine provides full AC
buck-up to lhe tota/ center. The
transfer circuilry works in a way
thal, shouid the AC be cut, the
center's batteries witl automatical-
ly hold power, the dlesel then culs
into setvice and not a single CRT
scope or ACD position ig lost in the
process. It's 4 totally uninterrupted
power source. (Full dlesel power
comes up in glghl seconds.)

The batleries in the separate
interior battery room can hold the
ACD for up 10 six hours without any
diesel power. The batleries supply
about 20.000 amps and can sus-

. lain the entira center for aimost an

hour,

The Centeor Ag The Initial Site
For New Galaxy 3 Soltware

Perhaps the most exciting ine

novation at the Tucker telemarket.
ing center is its brand-new Galaxy
3 software. The center is, in fact,
the initlal site (or the hew sofiware,
and according lo Andy Zuazzera
who devised the methodology 0
tie it to lhe NDC UNIVAC com-
puler, ""The Galaxy ACD now has
becomé a systemn that's leaps and
bounds ahead of anything else. In
tarms of blending software to salt-
ware, | don't think there's anyone
in the Industry thal Is close 1o hav-
ing this."

in perhaps an oversimplistic
description, lhis new software
lukes the {nformation from the
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ACD and the datg stored in the
computer, draws an imaglnary line
around the 1elephone line and the
CRT and creates 4 dedicated work-
station,

. Formerly. NDC's direct re-
sponse agents, when handling an
incoming call, heard a two-second
“whisper” in the warpieces lhey
wore. This whisper told the agent
the name of the product or service
the cailer was phoning in to pur-
¢chase. The agent would then re-
spond by greeling the caller with
whatever that product or service's
litle happened to be, for example,
"'Good morning, this is Jane. Thank
you far calling the ABC Company.™

"in a buslness where timeg
directly correlates to money, those
wo sgconds represent a costly
way ot doing business. By eliminat-
ing them, Dean Smith estimates
thal NDGC saves $89,500 a year.

But what happens 1o lhe
“whisper’’ telling the agent how 10
answer? {nstead of a whisper, the
agent sees the name of the prod-
uct or service on @ printed line an
the botlorr of the CRT screen, The
term for this is DNI, or Dialed Nurn-
ber laenlificatlon. The agent has
about two seconds 10 see and re-
spond to this printed message
(called the '‘gate annquncer’’) on
the CRT. Then as the agent groets
the caller, the enlire format for
handling that clienl's business
comes up on lhe CRT screen, while
the DNI greeting s erased at the
botlom,

The period of time. several goc-
onds in alf, between he time of the
spoken greeting and the tormal ap-

November 1985 71



pearing on the screen is occuped
by lhe intarrmation being identitied
in the 990 Intertace which sends
that information 1o the host com-
puter. The host compuler selects
the appropriate dald and sends it
back to \hé agent's CRT screon.

Ferhaps oversimplistically, lhe
called number now becomes Lhe
product name,

This software sysiem helps
eliminale errors becausc (he flrst
time the agent has to type any in-
formation on (he keyboard s to in-
put lhe caller's name and address.

Prior to DNI, the agenl heard
the whisper, and then took an
average of four seconds to key in
the name of the client, which Lhen
brought the tformaited message up
on the CRT screen. Those four
seconds saved on the lubor side ot
the system add up to dollars saved
for NDC. Again, Dean Smith's
flgures aestimate they add up to
$75,450 a year in savings.,

Andy Zuzzera said. “‘Wilhout
Galaxy 3 lied lo our host computer
in Atlanla, all these agents would
have required dedicated lines con-
nected only 10 specific customer
calis coming in. Each agent would
have just one script and answer
only one type of call. Or, at best,
each agent would hear 4 "‘whisper'’
and hear the company name¢ and
then have (0 lranslate the name ol
that company onlu ttie CRT screen
through the keyboard, and this is
lhe polnt where errors cun creep
in"

Accotding to Andy Zazzera, the
new software systam aclually
forces each agent (o stay alert and
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watch the CRT screen. If lhe agent
doesn't catch Lthe welcome mes-
sage when it pops gnlo lhe screen,
in two secandy it has disappeared.

This has been something of an

adjustment for longerservice
agents who were used to hearing
the whisper message. They had to
train themselves 10 Jook for she
massage on the screen, Newly
hired agenis dun't have that prob-
lem gince they've slarted off with
the habil of looklng for a welcome
message. .

Wwith the inlroduction ol the
new Galaxy 3 syslern, productivity
immed|alely started going up. Theé
reason lor this rapid increase in
productivily Is seen when one
visits the work floar and walches
the agent force laking calls. Ahy
agent in a particular gate, or group.
now can handle trom five 1o eight
different clients. all terminsting at
his ot her workstalion in a random
manner,

Supervisors at NDC report that
the agents like he system bocause
it efiminales the repetiliveness
associated with answearing only
one type of call. *There's a lot of
variely, and {hat makes the agents
teel beller about their jobs, and It

‘reduces errors thal come with togq

much famillarity with a subject,”
one supervisor stated.

According 10 Dean Smith, (he
tolal costs 10 conver!l all of NOC's
Galaxy ACDs to Galaxy 3 software
was $1.3 aiillion, with the conver-
sion costs al the Tucker Center
coming ta $216,000. He estimates
that payback on the new sofiware
will ba about 11 months. including
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NDC's own development and its
hardware cosis. We lilerally got
100 parcent return |0 our first year,
Since we carry the ACD system ss
an invegtment credit for 10 years,
lhe return on this softiware was 10
limes taster.”

Hiring And Recruiting )
Recruiting and hiring are ongo-
ing efforls for NDC. Because the
cmploymen! rate In the Tucker
area is high and because the
center experiences about 15 per-
cent turnover on average, neces-
sitating the hiring of approximalely
50 new peaple a manth, one key la
malntaining a consistently compe-
tent stalf ot TSRS is the company’s
resourceiul recrulter. The other is
employee referrals and word of
mouth. Accoiding to Jim Thomp-
son, manager of human resources
for the center, approximately 80
percent of new bhires, many of
thern family members, come in
conlact with the company through
Its employee referral program. In
addition, although NDC seldom
utilizes the services of employ-
ment agencies, temporary agen-
cies are relied upon to help staft
"'speclal iIemporary projects.”’
The caliber of recruits is an Im-
portant conslderation for NDC.
While 29 percent ot NDC TSRs
have college degrees and many
are working toward a degree,
Thompson explained thal two of
the more important screening
critesia are verbal and typing skills,
In terms of verbal skills, enuncia-
tion, diclion and ‘‘personal
prasence'' dre sought aftler
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_ Tucker

qualities. ''We're careful az 1©
local and regional vernacular,"”
Thompson said, '‘and (lien we do
written tests, language com-
prehengion. and the standard typ-
fng test.”

"We also look for people who
have had experlence In interacting
with people — those who might
have previous telemarketing ex-
perience, customer service, retail
sales and the like. We tirst have d
lelephone intervisw with a recruit,
Based on thal inlerview, we then
ask them 1o come in for a face-to-
face meeting,” he said.

Thompson also stressed that
candidales ilkely to become
employed by NDC are highly versa-
tile. work well under pressure and
mus\ be able 10 Interact with
clients. In addition. a track record
of punctuality and good atten-
dance is an extremely important
factor since tour workshills are
maimained each dey and acdher-
ence to work schedules is critical.

The NDC Training Program

Training of TSRs is sefious
business at the NDC telemarketing
cenfer. Two large rooms are de-
voted completely o facilitating
training, and are equipped with
working replicas of actual worksta-
lions complete with CRTs, key-
pads. and hegdsets. The company
employs \wo to three full-time
trainers whose sole responsibllity
is the education of groups of new
TSRs. These groups receive 48
hours ol ganeric telemarkeling
tralning (40 hours il they have pre-
vious telemarketing enperience)
and additional time for specilic
projects.

Trainers have the right {o reject
any recruil and in turn, center man-
agers have e righl [ reject any
trainee. 'In fact,"”’ sald Jim Thomp-
son. "‘the training department and
the center managers and super-
vigors sil with the lrainee tha first
half-day and wrile up an evaluation
and agree that the individual slay
before that person actually
becomes a part of the payroll
We're looking [or qualily persannel
as far as possible.”

Thompson also described the
progtam and people maniloring
thal constantly takes place al lhe
cenler. Each project
manager has a statt member.who
monitors program quailty 1o assure
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that agems arc handling the prod:
ucl or service prograr the correct
way. Supervisors are also required
10 da 'pecple monitoring.'’ Each
finding an agent who [sn'l petform-
ing correctly will do counseling im-
mediately, Or the suparvisnr may
elect, on the spol, to send the
agent back tor retraining. Ten to fif-
teen percent of the TSR force
receives refresher retraining.

In addition to tralning, the com-
pany Is dedicated lo Keeping its
employees, on ali levels, informed
of mallers of importance 1o (he
company. This intormation flow ap-
pears 10 be paying oft as 13
employees have been promoted to
supervisory positions in as rmany
monlhs,

The Erganomics Of The Center_

From tloor to ceiling, the 54
1housand sauare foot Tucker tele-
markeling center Is a display of
ergonomic detail. The tloors are
covered wilh slalic-free carpelting,
the ceiling with scouslic panels.
Workslations are arranged in a
chevron patlern and sach station
is separated by un acoustical
divider. Every position is equipped
with a CRT and all representatives
wear headsels. Qverhead, lights
are shielded by maroon calored
clolh which helps screen out glare
on |he CRT screens and heips
dissipate noise while still providing
direct iight. To help fosler group
spirit and to provide easier
management, the direct response
and direct marketing groups are
separaled by lloor levels that are
tive steps apart. Finally, a vending
area is provided tor the employees
which containsg two refrigerators,
two microwave overis, lockers for
all amployees, a pay phone and a
handicap lill,

Each of the camponenis dis»
cussed in this article are important.
1o the success of any telemar-
keting center, Pul them logelher
and you see why the NOC Tucker
{elemarkeling center is. lruly a
study of telemarkeling al ils best.
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