The IM invasion

instant-messaging
providers are targeting
corporations in a big way.
Does using IM make

sense? by Christine Y. Chen

At a typically busy lunch hour at a Har-
dee’s in Indianapolis, a cashier is ringing
up an order. The eagle-eyed customer no-
tices & mistake: He is being overcharged
by a dollar for his roast-beef sandwich,
which was supposed to be on special for
$1.88 this week. The manager rushes over
and notices a computer glitch. She quickly
gets on the hom to a Hardee's call center
in Anzheim. Instead of putting her on
hold, the guy at the help desk types up an
instant message via AOL's pew IM en-
lerprise software, which the company
has been testing for a few manths, Imme-
diately, windows pop up an the screens of
several tech support analysts. One hits a
few keys on her PC and—presto!—within
ten seconds, the problem is solved.

A fast-food franchise might seem like
an unlikely place 1o see the benefits of in-
stant messaping. But this year I s finally
making seripus inroads into the business -
warld. Accarding to market research firm
Osterman, 18% of the working population
uses IM today, vs. a mere 8% two years
ag0. AQL, which boests the largest num-
ber of registered user names—195 mil-
lion—estimates that 1.6 billion IM messages are
sent on its network each day. By 2006, consulting
firm Gartner estimates, more people will be using

Under the direction of
Ken Hickman, Yahoo
was the first of the three
major IM players to

But &s a post-Fleetwood Mac generation starts
to praduate from college and enter the work-
farce, corporations will become dominated by

IM than e-mail as their primary communication annaunce 2 more highly those for whom IM is & way of life.

tool at work. And over the past seven months all encrypted service for Far those of you who haven’t taken lessons

three major commerciz! providers-—Yzhoo, Mi- corporate Users. from tweens at home, here's how IM works.

crosoft, and AOL (owned by the parent of FOR- N ,/ Firstyou download the software free onto your
R

TUNE's publisher)}—zolled out campaigns to target
the enterprise market. Their challenge: to convince campanies
that embracing IM is worth it.

It wan't be a cakewalk. “IM has one stigma,” says Glen Von-
drick, CEQ of corporate instant-messaging startup ¥aceTime.
“There’s an autamatic association that it carmot be useful for busi-
ness because kids used it first.” Boomer execs tend to think of M
as the too] their kids use to send "C U LER! ©@" messages {0 their
friends on the opening night of the new Lizzie McGuire movie
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desktop from one of the myriad providers.
Then you set up a buddy list of friends end colleagues who are
on IM tpo. Double-click on & name, type in "“Hi,” and a box con-
taining the word “Hi” immediately pops up on that person’s com-
puter screen. He or she types a response into the bax, which you
see immediately. It's technologicel instant gratification. You
can IM groups 100, in real time—it’s much cheaper and easier
than setting up & conference call. And while e-mail can be bet-
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