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Editorial

Dear Friends,

Greetings for the 

festive (online 

shopping) season. 

Welcome to the 

third edition of eMavericks Insight, which 

features conversations with the Founders, 

CXOs and Investors of online businesses. 

eMavericks.in is a CIO Association of India 

initiative, powered by Dell.

CommonFloor has successfully brought 
in the community and technology 
confluence to the Indian Real Estate 
industry. In an insightful conversation 
with eMavericks, the young and vibrant 
founding team of CommonFloor share 
the evolution of their platform and how 

they are innovatively using technology to 
help consumers buy homes conveniently. 
In parallel, they are also empowering 
property builders to help their end-
customers make informed choices faster. 

Next, in continuation from the previous 
edition, we bring in the Part 2 of Raghav 
Bahl’s blog: Winning the Online Marketplace 
– ‘Developing a Value Proposition for the 
Demand Side’. Here he elaborates on three 
essential aspects that the platform needs to 
solve for – Discovery, Decision Making, and 
Delivery. Read to learn more on the subject. 

This is followed by Dell – Shutterfly 
case study. Shutterfly Inc. is a leading 
manufacturer and digital retailer of high-
quality personalized products and services 

offered through a family of lifestyle brands 

in USA. When Shutterfly sought to improve 

website availability, automate software 

updates, and patching processes for its 

growing IT infrastructure; they found the 

right partners in Dell not only for on-going 

challenges but for the future technology 

roadmap. Once again Dell delivers beyond 

expectations as a technology partner for 

an online business.

From this edition onward, we are adding 

a new section called Startup Spotlight to 

feature upcoming online startups. And 

given the festive online shopping season 

our first pick is Shop Pirate, the place to get 

latest working and verified coupons and 

deals on your favorite ecommerce stores. 

Keep shopping!
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Redefining Realty with Community 
and Technology - Commonfloor

1. How did CommonFloor evolve 
from being an Apartment 
Community Management Solution 
to India’s fastest growing real 
estate platform which enables 
its users to buy, sell, and rent 
residential properties online?  
Lalit Mangal, Co-founder and CTO, 
CommonFloor.com –Vikas Malpani, 
Co-founder, CommonFloor.com 
and Head of CommonFloor Groups 
– Sumit Jain, Co-founder and CEO, 
CommonFloor.com:  
The initial thought was to develop a 
platform that could bring together 
people who live in gated communities 
and provide them with an open forum 
to share their queries, concerns, views, 
as well as provide solutions to others. 
We also had to keep the product 
flexible enough to accommodate 
different priorities of different 
communities while still ensuring a 
good user experience for all. We went 
around promoting the portal from 
community to community and almost 
door to door. The real confidence came 
when the communities that adopted 
us in the beginning started to see real 

value in our product, appreciated our 
efforts and even partnered with us in 
improving it.  

In the initial years, we noticed a lot 
of home owners had started using 
our platform to post listings. We 
realized that it would add much more 
value to the owners if we opened 
this information to people outside 
the gated communities. We started 
project listing on our site. When we 
noticed that the traffic on our website 
increased, we started verifying the 
listed properties. Soon we were 
recognized as the best place for 
genuine listings and started seeing a 
lot of traction from those looking to 
buy/sell or rent a house. Today, we are 
one of the largest real estate portals in 
the country in terms of unique visitors 
as per comScore. 

The key difference that we have 
brought to the online real estate 
market is – while everyone looked 
at it from a classifieds perspective, 
we looked at it from a community 
perspective.  Unlike other realty portals 

that come into picture only when 
a person is buying/selling a house, 
we are a complete home portal. We 
engage with our users right from the 
time they are looking for a home, to 
when they move in, start living there, 
and eventually, to when they want to 
sell it.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

2. How has CommonFloor used 
technology innovatively to solve 
its customer’s pain points and 
reach out to new users?   
Lalit Mangal: As a new-age online 
realty player, we understand the need 
to simplify the property decision-
making process. Our sole aim is to 
empower the consumer with tools 
that make the property buying process 
hassle-free and free from any fear. We 
are constantly working to equip our 
users with the right knowledge and 
innovative tools to help them trust us 
and make us their go-to site.  

CommonFloor gives property seekers 
the largest repository of verified 
property listings, which includes 5 lakh 
properties and over 1 lakh residential 
projects across 200 cities in India. It also 

Lalit Mangal 
CTO and Co-founder, CommonFloor

Powered by Intel® technology



04

uses innovative filter options to shortlist 
a property based on a specific location, 
need, and price range.  

We are heavily investing in products and 
technology that will further enhance 
customer experience. We realized the 
potential of Virtual Reality (VR) early in 
our growth; we knew VR can take online 

property search to the next level.  

Property search is a time-consuming 
task. We visualized a day when busy 
professionals and their families can 
inspect dozens of homes first with 
their VR Headset from their homes 
and shortlist a select few, allowing 
them more time for relaxing on 
weekends rather than hopping from 
one project site to another. Our 
product CommonFloor Retina was 
built with this thought. It enables 
consumers to take a virtual tour of 
properties they would like to view, 
review, and assess anywhere and 
anytime. They no longer need to 
physically visit each site to take an 
informed decision.  

We introduced Live-in Tours - and 
Locality Virtual Tours, two ground-
breaking innovative tools which 
changed the way we sell real estate 

Vikas Malpani: In our pursuit to solve 
problems for home buyers and real 
estate developers, and to go beyond 
marketing & sales to play the role of a 
technology partner, CommonFloor has 
introduced a new business division - 
CommonFloor Insignia. This strategic 
division offers a bouquet of innovative 
technology based products targeted 
to create stunning visualizations and 
improve sales efficiency for Real Estate 
Developers & Builders. 

CommonFloor Insignia’s offerings 
help developers create a unique 
selling proposition in the market by  
providing better visual experience of 
their properties and projects, which can 
enhance their visibility and positioning 
in the market. It allows them to 
showcase their project in a unique 
manner by adding a touch of futuristic 
technology. The products in the 
visualization category range from virtual 
reality tour to first-person walk through 
of a project online (web & mobile).   

Typically it takes 12 months, 72 hours of 

search, and 300km of travel to finalize 

a property, but with CommonFloor, 

we are aiming at reducing this search 

period to half a day. 

online. Live-in Tours allows customers 
to get a complete perspective of 
rental, resale, and new properties from 
anywhere, at any point of time. With 
CommonFloor’s Locality Virtual Tour, 
seekers can take a virtual walk through 
of the vicinity of any locality selected 
by user and around any property the 
user is exploring. With this, they can not 
only select the right house, but also the 
right neighborhood, thereby saving 
90% of their time. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

3. In the near future, how will 
technology further disrupt the 
real estate industry and how is 
CommonFloor contributing to this? 

Vikas Malpani 
Co-founder and VP- Communities, 
CommonFloor
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Sumit Jain 
CEO and Co-founder, CommonFloor 

Year Series Amount

2009
Series A - Accel 
Partners

Undisclosed

2012
Series B - Accel 
Partners

Undisclosed

2013
Series C - Accel 
Partners & Tiger 
Global

$7.5 million

2014

Series D - Tiger 
Global

$10.4 million

Series E - Tiger 
Global

$30 million

2015
Series F - Google 
Capital

Undisclosed

We have acquired Bakfy and 
Flat.to in the last one year. 
 
Flat.to was closed recently and a new 
chat-based solution model called 
Flatchat was created. We have 
invested $2.5 million in Flatchat.

4. What were the main challenges 
faced by CommonFloor and how 
did you overcome them?   
Sumit Jain: When you are starting off, 
there are a set of challenges that need 
to be taken care of. Creating a brand 
from the scratch is a time-consuming 
process. Sustaining it and nurturing it is a 
different challenge altogether. Of course, 
another challenge is to get like-minded 

and passionate employees. I am proud 
to inform you that, today, we have built a 
great team of over 1000 employees and 
our constant endeavor is to get the best 
of talent to work with us.

5. What advice would you like to give 
others who are starting to either 
build an online business ground 
up or taking their brick and mortar 
businesses online?   
Sumit Jain: Self-belief, perseverance, 
and passion are the three most 
important things for any entrepreneur, 
with an add-on of creativity and 
integrity. As long as an entrepreneur 
is successful in solving any issue 
faced by a customer and works with 
perseverance and passion to keep 
going despite the challenges, they 
make the cut. 

6. List of Funding Received and 
Acquisitions so far.  
 

Lalit Mangal, Vikas Malpani , Sumit 
Jain: We have raised six rounds of 
funding so far: 
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Winning the On-line Marketplace 
Part II ‘Developing a Value Proposition for the Demand Side’
 
Raghav Bahl, Vice President, Bessemer Venture Partners 
Disclaimer: The views expressed here are solely those of the author in his private capacity and do not in any way represent 
the views of the organization: Bessemer Venture Partners.

As you think about developing the core 
value proposition for the consumer 
(‘demand’ side) of your marketplace 
business (be it product or services), 
there are three essential aspects that the 
platform needs to solve for – (1) Discovery 
(2) Decision Making (3) Delivery aka the 
three ‘Ds’. Before we get into the specifics 
of how to solve for each of them, it’s 
important that to define these aspects 
and more importantly, understand their 
significance.

Discovery –  this aspect 
involves providing the 
consumer with the satisfaction 

that she is scanning the entire gamut 
of options available. (Read ‘She believes 
that the probability of finding what she is 
looking for is the highest in the shortest 
period of time and there is enough 
variety to choose from.’)

Decision Making – this 
aspect enables the customer 

to decide which service provider to use 
or which product to buy – how many 

times have we been in situations wherein 
there are five suppliers (or products) with 
different price points for the same service 
– in short, its painful!

Delivery – is about the final 
‘consumer experience’ (Read 
‘this aspect will decide your 
customer lifetime value’). If 

this aspect of the platform experience 
doesn’t work, you are essentially leaving 
your consumer ‘high and dry’ – she has 
invested her time and energy in discovery, 
decision making and now to her bitter 
disappointment there is no one to 
complete the service or the experience is 
terrible (Read ‘no service standardization’ 
or ‘supplier incentive’). A poor experience 
will overshadow all the other good work 
and you can trust the consumer to never 
come back and also, share her ‘heartburn’ 
with others.

With definitions out of the way, let’s 
talk a bit about the significance of 
these aspects.

How the platform handles (or mishandles) 
these aspects has a direct consequence 
on the consumer experience. Another 
way to look at it this is to understand that 
each of the above aspects of is a point 
of ‘friction’ for the consumer. Each point 
of ‘friction’ expects the consumer to do 
something that she essentially might 
not wish to do at all. For example, apply 
her mind to something mundane, be 
physically present somewhere, spend 
time on not so interesting stuff, etc. Not 
to forget that this consumer is ‘time 
impoverished’, they wish to get stuff done 
at a rapid pace without doing or thinking 
much at all – and this is essentially the 
problem (read ‘biggest opportunity’) 

which the platform needs to solve for and 
finally, get paid for.

If this wasn’t important enough, the 
ability of the platform to control the ‘Ds’ 
provides for a distinct business model 
advantage of what we call being ‘inline 
of payments’ – which in simpler terms 
mean that the platform controls the flow 
of money from the demand to the supply 
side. Well, so what? As the platform 
controls money flow it moves away from 
a ‘listing’ to a ‘transaction’ marketplace 
business model. (I flesh out some of 
the key advantages of this below). For 
example, all cab operators are present on 
multiple listing marketplaces like Just Dial, 
Sulekha etc. which in their current avatars 
only enable ‘discovery’, however, Ola (Full 
disclosure – Bessemer is an investor in 
Olacabs) controls all three D’s and hence 
is able to charge a commission. Similarly, 
travel experts pay a flat fee to the listing 
platforms while Travel Triangle (Full 
disclosure – Bessemer is an investor in 
Travel Triangle) controls the three Ds and 
hence, is able to charge a commission on 
the total transaction value.

There are multiple advantages of being 
‘inline of payment’ – (1) Potential market 
expands as the platform charges a 
commission of the transaction value 
(8-10% of ~ $8 bn leisure holiday market) 
rather than a flat listing fee per provider 
(200,000 travel experts paying $1,000 per 
year which is $200 mn). (2)  The platform 
acts as an escrow account and can control 
the transaction – it assumes the position 
of an arbitrator for any dispute and can 
control the demand and supply side 
experience closely. (3) The platform keeps 
its share of the transaction value without

Raghav Bahl 
Vice President, 
Bessemer Venture Partners
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the platform. This involves collecting 
and continuously updating supply 
and demand side data with an overlay 
of an algorithm that learns from the 
preferences on both sides. There are 
enough 3rd party tools to help you 
collect and analyze behavioral data 
on the demand side, while for the 
supply side, and this is where I re-
emphasize on having a deep supply 
side product, (more on this here 
http://wp.me/p6muDe-8) which can 
generate high quality data for you 
to understand capability, behavior 
and motivations in greater detail. 
Case in point is Travel Triangle (TT) 
which matches travelers demand 
(destination, budget, customization 
needs) with the right travel expert 
whose capability, performance, and 
behavior is continuously captured on 
the supply side product.  The power 
of this matching service is amplified 
manifold when provided in context of 
user generated ‘real’ reviews.

•	 Reviews – real user generated reviews 
is one of the most powerful methods 
to enable decision making for the 
consumer. Having said that, there are at 
least two other advantages (1) Adds to 
business defensibility – more reviews 
means better consumer experience 
and hence, more consumers; which in 
turn means more reviews and there 
is a potential network effect here. (2) 
Disciplining the supply side – with a 
critical number of reviews in place, you 
can enforce the ‘carrot & stick’ strategy 
with the suppliers. Good reviews mean 
more business and bad ones push 
suppliers further down in the discovery 
list and finally will threaten the existence 
of the supplier on the platform.

Delivery – as mentioned above, delivery 
is key to delighting the consumer after 
she has spent valuable time and energy 
working through the discovery and 
decision making stage. In certain cases 
the delivery aspect is straightforward 
– get the product in time or deliver 
a standard service like a cab service. 

any collection, or disinter-mediation issues 
and hence, can scale the business much 
faster (no resources required to ensure the 
platform gets it share after the transaction 
has closed; it’s painful for a platform to pull 
cash from the supply side once they have 
received it in their pocket!). (4) Cash flow 
eases (read ‘negative working capital’) as the 
platform collects money and assuming it 
holds the same for a while before disbursing 
the share of the supply side.

Keeping the above advantages in mind, 
let’s look at what you as an entrepreneur 
can best do to cater to the three ‘Ds’.

Discovery – while entrepreneurs do 
a great job in building depth and 
breadth on the supply side to maximize 
the probability of a transaction, the key 
question ‘how much choice to offer to 
the consumer?’ remains. Following is a 
broad framework for solving the issue:

•	 Any product or service which is 
‘experiential’ in nature (eg. travel 
planning) or has an impact on 
consumer’s ‘social status’ or is 
‘personal’ (eg. fashion apparel) or 
carries a big price tag (eg. real estate, 
auto) – the consumer will appreciate 
a curated offering and will be willing 
to spend time and energy to scour 
thoroughly before taking a decision.

•	 Any product or service which is a 
commodity (eg. cab services, home 
services) as the consumer just wants 
the work done quickly without 
spending any time on choosing the 
service provider. Get the consumer 
someone skillful quickly!

Decision Making – Following are some 
of the ways I have observed platforms 
solve for the decision making aspect:

•	 Better matching of demand and 
supply through data. Matching 
demand and supply through better 
understanding of the capability set 
of supply side and need / behavior of 
the demand side can be golden for 

However, this is not true for all types 
of services. For example, how does a 
platform ensure that a plumber or an 
electrician doesn’t overcharge for the 
scope of work? How does the platform 
ensure consistent service levels? These 
lingering questions make the consumer 
experience uncertain and unpleasant 
– these are often the kind of services 
wherein the scope of work cannot be 
defined before the service provider 
investigates the situation at hand. 
In such cases, wherein the platform 
is not naturally ‘inline of payments’, 
I have observed founders employ a 
combination of the following tactics:

•	 Ease payment hassles for the 
demand side and make the platform 
prepaid for the supply side. Offer the 
consumer to pay through a wallet / 
online payment which eases payment 
hassles for the consumer while 
enabling the platform to record value 
of the transaction and hence, be inline 
of payments. While on the supply 
side, create a prepaid telecom offering 
wherein they receive leads only if they 
maintain a minimum balance with the 
platform. This amount keeps reducing 
as they service leads.

•	 Platform creates a window for 
negotiation before the service 
provider turns up, so the negotiation 
goes into ‘decision making’ aspect 
and not during ‘delivery’ wherein 
the consumer is 
expecting things to 
work seamlessly

•	 Standardize 
/ oductize 
services 
to create 
a set 
menu for work 
and pricing 
(hard to do!)
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Some marketplaces are naturally geared 

towards for providing a high quality 

experience across the three ‘Ds’, while some 

other require careful handling of each of 

these aspects. The fact that you can easily 

control the three aspects is a function 

of two things – (1) Product complexity / 

Lack of service standardization (2) Pricing. 

Following are two examples.

Product complexity low / degree of service 

standardization high, pricing low – example 

cab services, high degree of service 

standardization (order the car type, get in 

and get driven) Pricing is standard, easily 

comparable and small % of annual income. 

Outcome – easy to solve for the three ‘Ds’.

Product complexity high / low degree 

of service standardization, pricing high 

– example real estate , multiple product 

types, multiple evaluation parameters, 

multiple stakeholders in making decision; 

pricing fluctuates, hard to compare and 

changes often, significant % of annual 

income and hence, bad decision can be 

difficult to get out of. Outcome – very hard 

to solve for the three ‘Ds’ and hence, listing 

model exists.

In summary, keep the following ‘Three Ds 

Matrix’ in perspective when evaluating the 

ease of getting inline of payments.

 This article originally appeared in Raghav Bahl’s blog at The Networth Effect and is reproduced with permission from the author.

Pricing

Lack of 
standardization

Example - Home Services

•	 Enables ease of payment 
for the consumers

•	 Pre-paid suppliers on the 
platform

Example - Cab Service

•	 Easy to solve for three ‘Ds’

Example - Real Estate, Auto

•	 Hard to solve for three D’s

Example - Wedding 
Services, Travel Services 
Marketplace

•	 Enable ease of payment 
for the consumer

Hi

Lo

Lo Hi
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Picture Perfect IT Management
Shutterfly deploys servers and systems management appliance to keep
customers coming back and increase IT visibility

Business need 
Shutterfly sought to improve website 
availability, automate software updates, 
and patching processes for its growing 
IT infrastructure.  

Solution 
Shutterfly implemented Dell 
PowerEdge servers and the Dell 
KACE™ systems management solution 
to ensure reliability and automate 
software deployment and patching.   

Benefits
•	 Shutterfly can easily provision its 

website during peak times

•	 Company can ensure high 
availability and a better customer 
experience

•	 IT gains better visibility into 
infrastructure and reduces 
operating costs

•	 Shutterfly can improve compliance 
and grow into the future 

Solutions featured
•	 Endpoint Systems Management
•	 Servers

Customer Profile

Company     Shutterfly, Inc. 
Industry        Technology 
Country        United States 
Employees   1563 
Website        www.shutterflyinc.com
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“We can deliver a more reliable experience with the Dell 
solution, so customers will keep coming back.”

Geoffrey Weber, CIO, Shutterfly Inc. 
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Founded in 1999, Shutterfly Inc. is 

a leading manufacturer and digital 

retailer of high-quality personalized 

products and services offered through 

a family of lifestyle brands. The 

company’s primary brand is Shutterfly, 

a website that makes it easy for 

consumers to upload, edit, organize, 

share, and preserve their digital photos. 

Other family brands include Tiny Prints, 
Wedding Paper Divas, and Treat - all of 
which offer stationery and cards - as well 
as MyPublisher, ThisLife and BorrowLenses.

For Shutterfly Inc., having the right 
technology in place is a key to business 
success. “Technology is really everything,” 
says Geoffrey Weber, the company’s 
CIO. “Shutterfly is 100 percent online and 
100 percent dependent on technology 
that’s high-performing, functional, and 
cost-effective.”

To give its customers the best possible 
experience, the company needs to ensure 
that its website is highly available and 
responsive. “If our customers come to 
the site and it’s slow, they will go to a 
competitor,” Weber says. “They only have a 
finite amount of time to get a holiday card 
finished, and if they’re not having a great 
experience, they’re not coming back.” 
To improve the customer experience, 
Shutterfly wanted to increase server 
reliability, particularly during peak periods 
such as holidays.

“Our peaks occur between the 
Thanksgiving and Christmas holidays, when 
we see roughly one-third of our revenue 
come through,” states Weber. “That peak 
is also important to us as we consider how 
we scale and how much gear we buy and 
provision for that time. If we don’t have the 
capacity, it could be a catastrophe we can’t 

recover from in terms of the business.”

Additionally, because of steady growth, 
the company wanted to simplify IT 
management by finding a new systems 
management solution. 

“We’re growing fast, and along with that 
growth comes pain around things like 
asset management,” states Weber. “For 
example, in the fourth quarter of every 
year we add 1,200 customer service 
representatives, and it’s challenging to 
provision all those employees with an IT 
team of just four people. We needed a tool 
to automate software updates, patches, 
and inventory.”

Shutterfly implements a Dell server and 
systems management solution 

According to Weber, Shutterfly explored 
a number of different server and systems 
management technologies before 
deciding on Dell. “As we evaluated 
a number of organizations, Dell kept 
rising to the top, in terms of the quality, 
performance, and cost of the equipment.” 
The relationship was also a key factor. “I 
wasn’t looking to build a relationship with 
someone who was going to be a ticket-
taker,” he says. “I was looking for a partner 
to work side by side with us to explore 
new technology, and Dell provided that.” 
Dell also gave Shutterfly a roadmap into 
the future.

“In my experience, Dell has always been 
helpful in sharing what its direction is, and 
it’s extraordinarily important for us to know 
that what we’re building and provisioning 
today has a lifespan into the future.”

The company worked with Dell engineers 
and technology partner Applied Computer 
Solutions to replace its Sun servers with 
Dell PowerEdge R710 and R720xd servers, 
which are now used to manage internal 
storage and power the Shutterfly website. 
“We were already standardized on Dell 
desktops and laptops in our offices, so we 
knew Dell was reliable,” Weber states.

“And we were also impressed with the 
performance of the PowerEdge servers.” 
Shutterfly also implemented the Dell 
KACE™ K1000 Systems Management 
Appliance, which automates software 
distribution and patching and eases 
inventory and asset management.

“We looked at a bunch of solutions, but 
decided to go with KACE because of 
the price and ease of use,” says Weber. 
Shutterfly is using the appliance to manage 
1,400 employee desktop PCs and laptops, 
and it is taking advantage of the solution’s 
built-in help-desk capabilities.

Shutterfly is now powering its entire 
IT infrastructure with Dell. “Dell is the 
technology at the core of all of our brands,” 
Weber remarks.

Shutterfly can easily provision its 
website during peak times 

Shutterfly can more easily meet 
peak website demand because of the 

“Soon after we 
implemented the Dell 
servers in our data center, 
we saw our availability 
in peak season go from a 
miserable number to close 
to 100 percent uptime. At 
the end of the day, that is 
fundamentally the most 
important thing for our 
company from a revenue 
perspective.”

Geoffrey Weber, 
CIO, Shutterfly Inc. 

Technology at work

Hardware

Dell PowerEdge R710 rack servers

Dell PowerEdge R720xd rack 
servers

Software

•	 Dell KACE™ K1000 Systems

•	 Management Appliance
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“We would have had to hire more people to handle IT 
management for our growing infrastructure without KACE.”

Geoffrey Weber, 
CIO, Shutterfly Inc. 

flexibility of the Dell PowerEdge servers. 
“By standardizing on Dell PowerEdge 
servers, we gave our data center team the 
ability to predictably scale and understand 
how many servers they need to provision 
for our peak season,” says Weber. “Because 
the technology is flexible enough, they 
can deploy several different server 
configurations, so it’s much simpler for 
them to determine how much capacity 
they need.” As a result, Shutterfly can 
better manage site traffic during the busy 
holiday periods each year.

Company can ensure high availability 
and a better customer experience 

The organization can also offer higher 
availability for its website, thanks to the 
reliability of the Dell hardware. “Reliability 
is not even an issue anymore. This gear 
works, and it lasts,” says Weber. “Soon after 
we implemented the Dell servers in our 
data center, we saw our availability in peak 
season go from a miserable number to 
close to 100 percent uptime. At the end 
of the day, that is fundamentally the most 
important thing for our company from a 
revenue perspective.”

With higher uptime, Shutterfly customers 
now have a better overall experience. 
“If our customers don’t have a great 
experience, they will find another site, and 
we don’t want that. We can deliver a more 
reliable experience with the Dell solution, 
so customers will keep coming back.”

IT gains better visibility into infrastructure 
and reduces operating costs 

The Shutterfly IT team now has a better 
picture of the company’s IT infrastructure 
through the KACE appliance. “We didn’t 
have visibility into the environment 
previously, but with the KACE appliance, 
we get a 360-degree view of everything,” 
says Weber. As a result, the team has 
been able to get a clearer view of the IT 
resources being consumed, which helps 
reduce costs. He says, “With KACE, we were 
able to look at all our licensed software 
and see that many people weren’t using 
software we were paying for.”

Additionally, because the company 
has automated software updating and 
patching capabilities, it does not have 
to hire additional IT resources. “We 
would have had to hire more people to 
handle IT management for our growing 
infrastructure without KACE,” says Weber.

Company can improve compliance and 
grow into the future 

Shutterfly can improve its software 
compliance with the KACE solution. 
“With KACE, we can easily manage all 
of our internal IT resources, including 
laptops and desktops, so we can see if 
we’re in compliance with our software 

licensing,” says Weber. “For example, 
we can see if there’s software running 
on someone’s laptop that shouldn’t be 
installed. As we continue to grow, we’ll 
be able to make sure that we can 
maintain our internal policies.”

The company plans to continue working 
with Dell as it grows its IT infrastructure 
in the future. “We’ll continue to have 
conversations with Dell as we scale and 
evolve,” Weber says. “The end-to-end 
experience with Dell has been great, 
from acquiring hardware and getting it 
installed to having it supported. Dell hits 
on all those things very solidly, and we are 
enthusiastic about our relationship.”
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Steal-worthy Deals at 
your Fingertips

Kulpreet Kaur
Founder, Shop Pirate

Startup Name: Shop Pirate 
Website: http://www.shoppirate.in 
Founder: Kulpreet Kaur 
Launched: May 2014 
Team Size: 15

What was the trigger to start Shop 
Pirate?

There was a gap in the coupons space 
for genuine and working coupons / offers 
with more transparency for end users. 
Shop Pirate is one place you can get 
latest, working, and verified coupons and 
deals for your favorite ecommerce store. 
We promptly remove expired deals and 
coupons, thus helping shoppers save time 
and money. Shop Pirate connects retailers 
and brands with the right shoppers 
anytime, anywhere to drive engagement 
and sales.

What is the traction your site is getting 
currently?

We get close to 1 million visits per month 

and 60% of the traffic is through mobile. 

There has been 200% growth in organic 

traffic every quarter. We are now targeting 

100 crore of Gross Merchandise Value this 

quarter for partner merchants. We have 

tied up with close to 800+ merchants like 

Uber, Healthkart, Ola, Swiggy, Zoomcar, 

Amazon, and Flipkart. Shop Pirate Android 

app is one of the highest rated coupons 

apps on Play Store. It has close to 500+  
positive reviews.

How do you foresee growth for Shop 
Pirate?

We are now getting into more exclusive 
partnerships with Indian merchants for 
better discounts/savings for shoppers. We 
are also expanding our operations in US 
and Canada with an exclusive site catering 
to these two countries.

What have been some of the key 
learnings for you and the organization 
in this growth spurt?

I’ve learnt that if you truly love something, 
it shows in your commitment. Being 
the founder of a startup is a pleasing 
experience, but there will be instances 
when you may fail and even start doubting 
your own abilities and skills. But you also 
learn that after a point, success isn’t all that 
matters. You are no more afraid of being 
judged or criticized. You are vulnerable, 
and you know it. This is when you fee the 
power to follow your passion and execute 
your dreams. The only way to make it big is 
to be innovative and relentless!
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