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SIP'IN THE CONTACT CENTER

working with SIP, including Avaya, Cisco
Systems, Genesys Telecommunications
Laboratories (Genesys), Microsoft, and
Nortel Networks.

SIMPLY SIP
SIP cuts down on integration time and
costs, enabling companies to integrate
communication channels from disparate
vendors—essential for the technology’s
staying power. Cullen Jennings, distin-
guished engineer in the Voice Technol-
ogy Group at Cisco Systems, says SIP
“solves the limitations of existing proto-
cols by standardizing the development of
applications so new features can be built
and deployed throughout an organiza-
tion without changing or replacing exist-
ing equipment.” Daniel Hong, senior
technology analyst at Datamonitor, takes
a similar stance: “SIP was designed to
reuse many existing protocols and thus
enables interoperability across existing
protocols and applications. This flexibil-
ity is key in an environment where mod-
ularity and fluidity are needed.”

In her August 2005 report “SIP: The

Next Frontier For Converged Applica-
tions,” Elizabeth Herrell, vice president at
Forrester Research, writes that SIP is less
complex due to its modular, building-
block approach, making it better suited
for Internet-application development.
She also writes that SIP reuses Internet
components that make it easier to create
new applications and require fewer over-
heads in building new applications,

Already companies like VEGAS.com
are reaping the benefits of SIP. The Sin
City travel Web site turned to Interactive
Intelligence for its Customer Interaction
Center (CIC). The vendor’s 1P-based
software with SIP option replaced
VEGAS.com’s existing PBX, increasing
reliability, simplifying management, and
adding the flexibility to create new appli-
cations. “We were taking tons and tons
of calls—we just weren't taking them
very well,” says Rob Cate, contact center
director for VEGAS.com. “Our existing
system wasn't very reliable, and our
existing technology group spent a lot of
time scratching their heads, trying to fig-
ure out what was going on.”
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VEGAS.com went live with CIC Ver-
sion 2.3.1 in April 2005, and upgraded
to Version 2.4 in March 2006. Since its
roll out VEGAS.com has seen impres-
sive results. “SIP technology, with the
phone calls and incorporating it with
the emails, the Web-chat philosophy,
and the faxing—all that embedded
into one client is really helping us stop
the whole transfer game,” Cate says.
“From a customer’s perspective, all the
information that an agent needs to help
them is being handled right there,
without having to be transferred
around the company.”

The company achieved an ROI in two
months, and reduced costs associated
with maintenance fees by 50 percent.
VEGAS.com’s agent-generated revenue
increased by more than 87 percent. And
it reduced error rates by 80 percent,
equaling a savings of $9,000 per month
in error-reversal payouts, as a result of
focusing less on policing agents and
more on training.

SIP’s presence capabilities are not lim-
ited to communicating with colleagues.
Companies can also increase their effec-
tiveness by taking SIP to customers. “If
you're calling [your cable provider| on the
phone, they might need to push a PDF to
you to say, ‘Here’s what the back of your
box looks like and here’s where you plug
in your cable,” says lan Jacobs, strategic
analyst, contact center/CRM growth serv-
ice, at consultancy Frost & Sullivan. “If the
contact center knows that you have the
ability to be reached through [particular
touch points], it can send you to an agent
who can do that push technology.” In an
outbound scenario, for example, a bank
that believes there are fraudulent transac-
tions associated with a customer’s account
can access the customer’s presence
through his SIP address, determine the
most appropriate contact media, and
quickly notify the customer.

THE END OF CTI?

The telephone remains the most com-
mon reute for customers to get in touch
with a service provider, especially for
those seeking immediate attention. The
introduction of SIP, however, does not
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suggest that computer telephony integra-
tion (CTI) will disappear. “CTI is never
going to go away. The ability to have
third-party call control applications,
where you're able to influence call rout-
ing, call presentation, and call recording
from other software applications, is

interconnectivity. The reality, though, is

that there are still some wrinkles in the
technology to be ironed out. For example,
many functions have not vet been fully
defined by the standards committee, For-
rester’s Herrell writes. " This leaves it up to

the equipment vendor to add extensions

“CTI will continue for some time as a mature
technology to provide communications integration among

platforms and applications.”

critical,” says Rob Winder, vice president
of business development at Genesys.

In a SIP-based contact center with pure
IP, CT1 s parked on the applications server,
reducing complexity and cost by avoiding
CTI links and integration costs, Hong says.
“As enterprises look more closely at the ben-
efits of intelligent call routing and applica-
tions that integrate contact center data with
other cross-departmental systems—supply
chain management, ERP, and SFA, for

instance—the cost savings from not having
to engage in numerous CT1 integration
projects is immense.”

Al Baker, system engineer with Avaya
Converged Systems Division, contends the
issue is not really about using SIP as a
replacement for CTI. Rather, SIP will have
an impact on certain aspects of CTI, pro-
viding complementary service and features
available through SIP. According to Baker,
the architecture of SIP networks is
designed to leverage Internet models for
load balancing, so that an overlay network
for CTl-based network-level routing will
no longer be necessary. SIP will also impact
one of the most common uses for CT1, the
synchronization of data like screen pops
with a voice or other real-time communi-
cation sessions.

“CTI will continue for some time as a
mature technology to provide communi-
cations integration among platforms and
applications,” says Al Baker, vice president
of ¢CRM solutions at Siemens Communi-
cations. "SIP provides some new possibili-
ties, but it will take some time to evolve,
mature, and reach mainstream adoption.”

TRACK TROUBLES?

Many are quick to trumpet SIP as the pro-
tocol panacea to problems associated with
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to the standard to deliver the functional-
ity required, which then renders SIP pro-
prietary and limits interoperability.”

“Things have gotten dramatically bet-
ter probably over [the past| 18 months,”
says George Sullivan, CTO of Visitar, a
provider of CRM and SFA solutions that
link telephony capabilities with business
apps. But “SIP implemented by vendor
A and SIP implemented by vendor B is
not always the same. So, until that gets
squared away, there’s an issue associated
with interoperability.”

Many of the third-party call control
operations that are essential in a call cen-
ter or other CTI environment can be
made more difficult when SIP endpoints
are in the picture, according to Avaya’s
Baker. As the technology matures, appli-
cation development platforms that offer
programmatic and Web-service inter-
faces will help to insulate developers
from some complexity, and leverage SIP
as a way to expose third-party call control
to a larger community of developers.

It is also important to note that SIP
does not work alone. “SIP has been over-
hyped as the one protocol—it involves
many,” Herrell writes. SIP requires other
protocols or standards like Simple Object
Access Protocol and Real Time Protocol
to deliver communications solutions.

BUSINESS PROCESSES

There are also SIP-related privacy and
cultural issues that take shape both exter-
nally and internally that must be

addressed. " Just because 1, as a consumer,

say that [ am available [through instant
messaging], it doesn’t mean that I want
to be contacted by [my bank],” Jacobs

savs. “There’s got to be a new paradigm

set up to say, ‘Here are the permissions
that I'm giving—this is okay for personal
friends, this is okay for trusted vendors
land] urgent situations.” That hasn’t
really been worked out yet, and that’s not
so much a technology issue as it is a cul-
tural issue. This is an emerging technol-
ogy, so it'll get there, but right now you've
got to be really careful about it.”

The same business process refinements
must be developed for employees. Con-
sider a contact center agent who sees
there’s an expert within the company avail-
able via instant messaging. “The customer
gets the problem resolved—first call reso-
lution,” Jacobs says. “But how do you make
it so that it’s not onerous for those knowl-
edge workers—domain experts—within
the company? Companies have to work out
policies and procedures to ensure that
those contacts to internal experts are only
made when it’s absolutely necessary, when
they are absolutely willing to get them.”

THE FUTURE OF SIP

Chief among many industry pundits’
projections for SIP is refined interoper-
ability among products. “We see it
increasing stabilization of all of the prod-
ucts that are ready for market,” SIP
Forum’s Batson says. “In the long term
SIP moves beyond just replacing existing
telephony. It starts to [be]| woven into the
fabric of operational applications...as
the infrastructure and the components
all [are] in place and all the [application
programming interfaces] become stabi-
lized so that the applications can take
advantage of SIP”

As SIP advances within call center use,
Forrester’s Herrell expects to see greater
interoperability and the elimination of
much proprietary technology, along with
enhanced multimodal connections, device
neutrality, and enhanced real-time func-
tionality. “SIP is really having a [hand] in
making real-time communications a real-
ity,” Herrell writes. “It’'s going to make busi-
nesses more conscious that they need to be
more responsive to customers. It's going to
eliminate a lot of the excuses.” @
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