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Motorola was great in promote their product
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RADVISION Blogs » VoIP Survivor

PCs to Replace Desktop Phones’? Not in This Lifetime

By Ts ent-Levi | Categories: Clients, Technology | April 23rd, 2009

A lifetime may seem too long. but | can sure vouch for 10 years. At least 10 years.

Earlier this month, Irwin Lazar reported at Enterprise 2.0 about Microsoft's arguments that desktop phones Subscribe Subscribe

are dead: w w

At VoiceCon this week Microsort’s Gurdeep Singh Paul argued that the desktop phone is dead, and
that organizations who fail to make the switch fo PC (or application) based telephony will fall behind
those that do.

:

Irwin also states that he believes otherwise: x

Our research tells a different story [...] The overwhelming majority of participants are deploying
softphones, but generally only for home or fraveling workers. In these cases sofiphones are delivered
as an adjunct to the desktop phone rather than as a replacement.

Irwin discusses the strategies UC vendors need to adopt, in order to win deals without expensive -—ﬁ
replacement of existing equipment, but | want to focus here on something else. =

The desktop phone has been a part of our lives for several
decades now. | am in my thirties, and owning a home - a physical
one, that is - is something that | still cherish_ | still have one at
home today, and one at work. At home my phone is a wireless
one; at work my phone is an IP-based Cisco phone. But | still
consider both desktop phones for all purposes and intent.
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WEB COMMUNITIES

Realize VolP Newsletter, April 2009
Editor's Note

By Amir Zmora, VP Marketing

This firstissue of our “renewed” newsletter features new and exciting articles as well as important announcements, such as the
launch of our Developer Community. This new community is designed for anyone and everyone interested in multimedia Voice
and Video over IP communication, including developers, CTOs, Product Managers, analysts and journalists. This is THE place
for you to engage and collaborate with people whao share your interests and enhance the ability to communicate with us and your
industry peers.

The newsletter features two interesting articles about SIF video standards and all the different flavors of SIF. These articles
remind me of the early days of SIF, before RFC 3261, when video was barely supported and interoperability was a real
nightrmare - with new releases of the protocol standardization released very often, and no ane seemed to consider backward
compatibility. We've come a long way since then and today, with the maturity and status of SIF, we can laugh about those days
and enjoy the current maturity of the protocol. Yet there are still many challenges ahead and RADVISION remains deeply involved
in both interoperability activities and video standardization.

The newsletter also covers product updates, news, blog posts highlights and other recent activities. One of the exciting news
releases you will find inside is the introduction of our EEEHD product. This solution allows developers to introduce High
Definition Video Communication clients to the market quickly - and at a fraction of the cost.

We trust vou will find this newsletter valuable and enjoyable. We look forward to presenting you with more exciting news and
infarmation in upcoming issues.
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