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Editorial

Dear Friends,

As we gear up for the 
new financial year, 
the fifth edition of 
eMavericks Insight 

brings to you an interview with the 
leadership team of the FinTech company 
Scripbox. A transparent and friendly 
investment service, Scripbox has virtually 
redefined the FinTech space in India, 
simplifying investing by offering robo 
advisory services. Sanjiv Singhal - Founder 
and Product Head, and Ashok Kumar ER 
- CEO, talk about their incredible journey 
and how it was the abundance of choices 
in investing avenues that brought about 
the idea for Scripbox. 

As an ongoing series, we bring you Part 
3 of Raghav Bahl’s blog on ‘Winning the 
Online Marketplace’, which focuses on: 
‘Online Marketplace Business Metrics: 
The What, When, and Why’. Raghav 
highlights the need for Founders and 
CXOs to doggedly track various metrics 
for online marketplace success. Part 1 and 
Part 2 focused on the ‘Supply Side’ and 
‘Demand Side’ respectively.

With over 1.7 million unique visitors a 
day, Bodybuilding.com is the largest 
online retailer of nutritional supplements 
and the world’s most visited health and 
fitness website. While consumers turn 
to Bodybuilding.com for supplements, 
information, videos, motivation, and 
more, its IT team ensures fast website 

performance, eliminates downtime, and 
enables better business intelligence with 
real-time data replication powered by 
SharePlex from Dell Software. Learn in-
depth about how Dell was Bodybuilding.
com’s partner of choice to solve their 
reporting and downtime challenges.

Driving in India is tough; learning how 
to drive is even tougher. We present 
Drivekool – India’s flagship marketplace for 
driving schools. Learn about how the team 
at Drivekool has succeeded in simplifying 
the experience of learning driving, as well 
as interactions between citizens and the 
RTO office. 

In partnership with Dell, eMavericks.in is 
brought to you by the CIO Association 
of India.

Smart Investing, Made Easy 
with Scripbox

1. What was missing in the mutual 
fund investment market that lead 
to creation of Scripbox? 

Sanjiv: Today, any individual who 
starts thinking about investing their 
money for various goals in mutual 
funds will have to navigate through 
the cluttered information available, 
both online and offline. Making the 
decision to follow a suitable source 
of advice in itself turns off most 
individuals. We believe that too 
much choice in this area does not 
work. Thus, we launched Scripbox, 
a friendly investment service that 
narrows down choice to an 
actionable stage by providing a 
simple portfolio for long-term, 
short-term, and tax saving goals.  

We also wanted to provide a service 
that benefits the masses. As opposed 
to most of the industry players’  focus 
on the top end of the pyramid, we 
want focus on the 100 million+ 
audience and enable them to make 
their money work as hard as they do.

2. What were the technology 
challenges you faced in building 
the product and the ecosystem 
around it? How did you successfully 
overcome them? 

Sanjiv: The biggest challenge that 
we have faced is in terms of the 
mindset our customers and target 
customers have. The challenge was 
how do we gain their trust using 
technology? Through every method 
of communication that we employ; 
through e-mails, blogs, website, 
follow up calls, and social media, 
we tackle this challenge. It is a 
continuous learning and evolving 
process for us. 

3. Do you believe that computers 
are more effective than human 
beings when making investment 
decisions? If not, do you think they 
will be in the future? 
Ashok: Some people like to think 
of Scripbox as a ‘robo advisor’.
Buying and selling depends on how 

fearful and greedy we are – subjective 
decisions. Thus, having an objective 
outlook and clinical decision-making 
becomes difficult and challenging, 
so a robot can definitely do better 
than a human in this aspect. The 
algorithm-based selection used by 
Scripbox removes human bias, and 
objectively selects funds for investing.  

Secondly, the Internet is a limitless 
space with endless possibilities and 
reach. One human wealth manager 
or advisor can cater to only so many 
people efficiently, whereas the 
number of people that can benefit 
from an investment service such as 
Scripbox is unbounded. 

4. How did you acquire the initial set 
of customers and, now that you 
are on a growth curve, how will 
the customer acquisition strategy 
evolve / change for a much bigger 
reach and impact? 

Sanjiv: At the bootstrap stage, we 
relied on friends and family to test 
the product and reach the first 50 
customers. After that, we felt 
awareness-building is the best 
method that will help to sell our 
product to the mass market. 
We use tools such as educating 
readers through our blog, so that 

Sanjiv Singhal
Founder and Product Head, Scripbox

Ashok Kumar ER
CEO, Scripbox
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the investors come to us after 
understanding the product as 
opposed to being blindly misled. 
In doing so, we attracted a lot 
of first-time investors, a positive 
indicator for us and a new 
phenomenon for the traditional 
finance industry. 

Right now we are focused on 
Bangalore and we are doing events 
at IT parks, malls, and residential 
complexes to directly communicate 
with individuals. Backed by a digital 
strategy focused on simplifying 
personal finance communication, 
we are scaling steadily. 

5. We keep coming across interesting 
content over the internet that 
has been produced by Scripbox 
around investing, financial 
planning, and related topics. 
Could you share some insights on 
how to run an effective Content 
Marketing campaign? 

Ashok: There is an art and science 
to any content marketing. We 
are customer-obsessed and we 
are determined to bring about a 
behavioural change in the way 
people handle their finances and 
invest. That commitment helps 
us to go deeper in understanding 
consumer behaviour-related 
objections. We believe simple, 
jargon-free content is more relevant 
than ever given the clutter and 
overload of information online. 
‘Keep it simple’ is the philosophy we 
swear by! 

6. Does the current investment 
process include physical 
paperwork? What is your vision 
and approach to make investing 
completely online, as well 
shortening the on-boarding time, 
if any? 

Ashok: We have come a long 
way and one must thank SEBI 
for introducing and accelerating 
the journey of e-KYC, which will 
reduce paperwork tremendously. 
As a society, we are steadily moving 

8. India is a complex market; would 
we see an offline presence by 
Scripbox in the near future? 

Ashok: We cannot rule out that 
possibility. If customers want to 
be serviced in a physical store, we 
may consider that as an option. 
However, keeping the cost very low 
and zero-fee model may not allow 
that at this stage. 

9. What innovations do you expect 
to see in India in the Financial 
Technology space? What role you 
would like Government and the 
Regulators to play? 
Ashok: The entire financial services 
industry is getting disrupted in 
order to service the consumer 
faster and better. It is going to 
be an interesting and exciting 
few years as many new entrants 
with different business models are 
trying to address this large and 
fast-growing market. Government 

towards cashless and cardless 
payments to mobile payments 
and witnessing a shift in the way 
people transact, which is a boost 
for online investing. 

The day is not too far when with 
one click of a button you will be 
able to invest INR 50,000 with 
Scripbox, just like you would spend 
on an e-commerce website. 

7. What is your current revenue 
model? What are the other possible 
avenues for you to monetise? 

Ashok: We don’t charge our 
customers to sign up and use 
Scripbox. We get a nominal 
commission from the AMCs as per 
AMFI guidelines. For the next 3 
years, we want to be focused on a 
simple, well-regulated retail model. 
When the time comes, based how 
we have scaled and our investors’ 
recommendations, we will make 
decisions at that stage.
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and regulators are certainly keeping 
consumer interest as prime and, 
at the same time, want the capital 
markets to grow faster. However, 
the Indian mutual fund industry is 
quite immature compared to UK 
and US markets, where mutual fund 
penetration is as high as 45%. This 
only proves that we need more 
disruptive players in the industry. 
The government and the regulator 
must focus on investor awareness 
and literacy through innovative 
communication campaigns to 
encourage adoption of inflation-
beating investment instruments. 

10. What have been your key learnings 
in building Scripbox? 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?  

Sanjiv: Needless to say, the word 
startup is certainly hot right now, and 

everyone wants a piece of the pie. 
In reality, those with a clear business 
plan, solid value proposition for the 
customer, and a strong monetisation 
plan are the ones likely to survive in 
the long run. The basics of business 
have not changed, and Internet helps 
you scale faster. No doubt that one 
needs to put in hard work, have a 
clear thought process, be patient 
yet persistent, evolve based on the 
environment, and hold the customer 
as prime. At Scripbox, we are hungry 
and humble. 

11. What is your outlook for financial 
investments for individuals in 
2016? Any special expectations 
from the upcoming Union Budget? 
Sanjiv: Our answer has remained 
consistent throughout all our 
communication – keep calm and stay 
invested, ideally SIP it. It takes 7 years 
for equity to realise its full returns 
and 3 years for a debt product. Our 
message is - making a habit of regular 

investment is important, and those 
with a habit will be richer faster.  

As for the union budget 2016, 
we recommend increasing the 
limit on deductions sought under 
80C for investments in tax saving 
instruments. We also recommend 
allocation of budget for financial 
literacy programs through 
innovative mediums for rural as 
well as urban populations.  

12. List of funding received and 
acquisitions so far. 

Sanjiv: We have raised a total 
funding of INR 16 crore from 
Accel Partners and angel investors 
such as Deep Kalra (MakeMyTrip), 
Rajesh Magow (MakeMyTrip), 
Mohit Gupta (MakeMyTrip), 
Shamik Sharma (Myntra), Subba 
Rao Telidevara (ex Actis partner), 
Balakrishna Adiga (IT Industry 
Veteran), Dr. H.S. Nagaraja 
(Educationist), and S. Srinivasan 
(CEO, Kotak Realty fund).



Winning the Online Marketplace 
Part III ‘Online Marketplace Business Metrics – The What, When, and Why’ 
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 organisation: Bessemer Venture Partners.

The one thing I observe in common 
across most successful entrepreneurs is 
that they doggedly watch their business 
metrics. And they do this to identify key 
challenges and seek help from investors / 
mentors quickly without mincing words. 
They then employ some of the best 
brains to address the right problems to 
come up with strategic initiatives and to 
measure outcomes and finally, celebrate 
the small successes along the way. 
Rinse, Lather, Repeat….

In order to run the above mentioned 
loop efficiently, it’s rather critical that 
the business health is measured on 
the right metrics. At a 10,000 feet view, 
the key goals for any marketplace 
business are Liquidity cum Leadership, 
Growth, Cash, and Profitability 
(more on marketplace liquidity here). 
The following attempt is to build a 
comprehensive metrics sheet based on 
the above mentioned goals and, more 
importantly, understand the What, When, 
and Why of each of these metrics.

I would split the life of an online 
marketplace into two important phases – 
‘Pre-Liquidity’ and ‘Post-Liquidity’.

Pre-Liquidity Stage
The only thing that matters in the 
pre-liquidity stage is – achieving 
LIQUIDITY ahead of COMPETITION and 
assuming market LEADERSHIP position 
in the shortest period of TIME.

The idea of liquidity is simple – are 
customers finding what they are looking 
for in a super-efficient / convenient 
manner (More on value proposition for 
the demand side here) and are suppliers 
finding the platform an effective 
(cheaper source of customer acquisition, 
convenient to sell, payment terms. More 
on this here) channel to sell? Following 
are some of the metrics you need to 
follow closely during this phase –

•	 Demand Side 
Conversion – before you start 
tracking conversion, it is extremely 
important that this metric be 
defined as per the primary business 
goal – be it transactions, leads, 
engagement or any other activity 
on the platform which can be 
proven to have a direct impact on 
the company’s top / bottom line. 
Mathematically, it is the ratio of new 
converted users to the number of 
unique visitors to the platform. This 
is the single most important metric 
during this phase as this is testament 
to the fact the consumers are finding 
what they are looking for / or doing 
what you expect them to do. 

Usage metrics – repeat behaviour, 
depending on the product / service 
category, is another key metric to 
measure. The best way to measure 
repeat behaviour is on the basis 
of cohorts which in order to avoid 
repetition is best explained in detail 
in the post-liquidity section below. 

‘Word of Mouth’ led consumer 
acquisition – one thing common across 
leading consumer internet companies 
globally is the strong ‘word of mouth’ 
led consumer acquisition that kicks in 
early in the evolution of the company. 
This is driven by a seamless consumer 
experience which in most cases is 
driven by the product experience. 
Unpaid traffic to the platform is a key 
metric to follow here. 

What’s the buzz on social networks? – 
The two way feedback forum on social 
channels is a simple and effective 
channel for companies to listen and 
interact with the users. Keeping a 
close eye on the reviews is critical.

•	 Supply Side 
Supplier usage metrics – this is a 
great parameter to assess platform 
liquidity health. Track supplier 
behaviour on the platform. For 
instance: (Disclosure – the following 
are Bessemer portfolio companies) – 
•	 The	number	of	travel	requests 
 served by travel agents on the 
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 Travel Triangle agent CRM (supply 
 side product) continues to grow 
 at a frenetic pace highlighting 
 highly engaged travel agents on 
 the platform 

•	 The active hours per cab per day 
 per driver had increased rapidly 
 for TaxiForSure (Now OlaCabs) 

•	 The active hours per beautician 
 per day continues to increase 
 rapidly for StayGlad 

•	 Vendors are building dedicated 
 supply for the BigBasket platform 

Suppliers are calling to be on-
boarded on the platform – strong 
indicator of platform health – you 
will know when this is happening 
and your supply onboarding team is 
always falling short of hands! (Amen)

Most of the above mentioned metrics 
should be moving fast to the top right 
of the chart  – if not, it’s a good time to 
go back to drawing board in terms of 
product and value proposition.

One of the mistakes startups make 
during this period is keeping take rates or 
commission high during this period. 
This is a recipe for disaster on two fronts – 
(1) Negative impact on liquidity – higher 

take rates will push the suppliers to 
concentrate their time and energy 
on other platforms or look for means to 
disintermediate the platform.  
(2) Competition can kick-in with a lower 
take rate. When ebay entered China, 
Jack Ma made Taobao free of cost for the 
sellers on the platform (this came with 
severe backlash as Jack Ma was called 
CrazyMa during this period) to ward 
off the US giant. The result is in front of 
everybody to see. Successful marketplace 
businesses enjoy a disproportionately 
high market share at scale and that is the 
opportune time to increase take rates!

Post-Liquidity Stage
The ‘post-liquidity’ phase involves two 
important things: 
•	 To acquire consumers in the most 

capital efficient manner and then retain 
them to maximize customer lifetime 
value; in the process driving growth, 
capital efficiency, and profitability 

•	 Continue to do whatever is takes to 
keep LIQUIDITY INTACT! 

GROWTH = Finding and scaling 
new consumer acquisition channels 
+ Retaining customers + Getting 
repeat customers to spend more on 
the platform

Growth 
($)

Factors Determining Growth

Repeat customer spend $

Repeat frequency

FB ($)SEM ($)

New 
customers 
acquired

New 
customers 
acquired

New 
customers 
acquired

Marketing 
spend ($)

Marketing 
spend ($)

Marketing 
spend ($)

CAC ($/
customers)

CAC ($/
customers)

CAC ($/
customers)

Spend ($/ 
customers)

Spend ($/ 
customers)

Spend ($/ 
customers)

Other customers 
acqusition channels ($)

While most this is self-explanatory, 
following are some of the key tenets 
to keep in mind as you come around 
scaling the marketplace – 

•	 Experiment with as many customer 
acquisition channels as possible – 
for some inexplicable reason, I 
observe entrepreneurs to be stingy 
during this stage (even post-
funding), which can result in loss 
of leadership position in the 
market and a downward spiral in 
platform liquidity. (read ‘Disaster’) 
– If you don’t test the acquisition 
channel with a critical amount 
of marketing spend, you will 
never know if it works or not. The 
metric to decide if the channel is 
working is the ratio of customer 
lifetime value (CLTV) to customer 
acquisition cost (CAC) (more on 
how to measure this below).  
These metrics need to be 
measured doggedly for every 
channel as it determines marketing 
dollars allocation. Keep in mind 
that the efficiency of every channel 
decreases over a period of time 
and hence, the marketing dollar 
allocation needs to change. 
Finally, the pursuit for new acquisition 
channels needs to continue.

•	 Repeat customers – ability to sell 
more to the returning user can 
be golden for CLTV and overall 
profitability. For most categories, 
it is quite natural that repeat 
customers who now trust the 
platform and realize the value of the 
platform, continue to come back 
to spend more on the platform.
ou need to think hard if it is not 
happening on the platform. The 
metric to track is customer retention 
and average order value cohorts. 
The following graph is an example 
of a cohort for average order value 
for a transaction-led marketplace 
that depicts that customers who 
continue to stay on the platform 
spend more on the platform. 
Growth is naturally built-in!



Consumer Acquisition Cost 
CAC = Cost per lead ($ / lead) * Conversion % (leads to consumer conversion)

At the cost of repetition, continue to track leads to consumer conversion metric. 
Track campaigns / common thread across consumers who convert better and 
optimise marketing dollars to acquire more of such consumers.
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Before we jump into the concept of capital efficiency and profitability, it’s important 
to understand the drivers for CLTV and CAC.

Key driver of CLTV is Average customer 
lifetime (is 1/churn (%)) –  track consumer 
churn (see Measuring Churn section 
below) doggedly to understand how 
consumers are reacting to the product 
value proposition. Some consumers will 
churn lesser than the others – identify 
the common thread across these 
consumers and optimise marketing 
campaigns to acquire more of them.

Measuring Churn
Table 1 depicts the transacting customer 
base for a marketplace. The way to read 
this is to look at the first row – the line 
tells us that the business acquired 100 
customers in the first month and out of 
those only 25 remain after the 6th month. 
And similarly, in month 2, the business 
acquired 150 new customers and out of 
those only 78 remained after 4th month. 
Essentially, this is a customer cohort 
which allows us to study the behaviour 
of a particular set of customers over 
a period of time. Table 2 tells us what 
% of consumers remain after a period 
of time.  Mathematical equation for 
Churn tells us the consumer decay rate – 
Churn = 1 – (% customers remaining)^ 
(1/(months-1))

As you analyse these cohorts it is 
essential to measure churn across 
consumer cohorts which is showing a 
positive trend as the consumer churn 
is reducing. Average churn is 15% per 
month (which is extremely high and 
this is a leaky poor business!) which 
represents a lifetime value of 7 months 
– you don’t wish to be in a business 
wherein the consumer is expected to 
stay for 7 months!

Driving Capital Efficiency & 
Profitability
•	 Capital efficiency is best understood 

in terms time taken to recover CAC 
from Contribution Margin or CAC 
Payback period.

CAC Payback period (months) = CAC ($ 
/ customer) / Contribution Margin ($ / 
customer / month)

Businesses that recover CAC in less 
than 1 year tend to be very capital-
efficient and hence can scale to higher 
revenues with same amount of capital 
as compared to those businesses with 
longer CAC payback period. There are 
a bunch of businesses that have longer 
CAC payback period but compensate 
with higher a (CLTV-CAC) – such 
businesses take more capital to scale 
but are eventually highly profitable. That 
leads me to the next point – Profitability.

•	 Profitability is the difference between 
CLTV and CAC. The idea for the 
business is to maximise difference 
between CLTV and CAC using multiple 
levers as mentioned above.

In summary, liquidity cum leadership 
is supreme – continue to measure and 
improve liquidity by measuring demand 
and supply side engagement. Growth, 
capital efficiency and profitability 
to follow through scaling multiple 
consumer acquisition channels, 
maximizing CLTV through higher 
consumer retention and minimizing 
CAC through better conversion (%). 
RINSE, LATHER, REPEAT!

CLTV = Contribution margin ($ / customer / month) * Avg. customer Lifetime (months)
Contribution Margin ($ / customer / month) = (Net Revenue – Direct costs)* (Orders 
(orders / customer / month))

Avg. Lifetime (months) = 1/churn (%)

CLTV

Factors driving Customer Lifetime Value

Contribution margin 
($/customers/month)

Orders 
(order/

customers/
months)

Direct 
variable 
cost ($/
orders

Gross 
Revenue 
($/orders)

Payment 
Gateway 
($/order)

Delivery 
($/order)

Take rate 
(%)

Packaging 
($/order)

Any other 
direct cost 
($/order)

Net 
Revenue 
($/orders)

Churn 
(%/month)

Avg. Lifetime 
(months/customers)

CAC
Conversion (%)

Cost per lead ($/lead)

Leads 
generated 

(leads)

Marketing 
spend ($)



Data replication helps fitness 
company stream visitors to 
its website 
Bodybuilding.com ensures fast website performance, eliminates downtime and enables 
better business intelligence with real-time data replication from Dell Software

Business need 
When reporting workloads began 
dragging down the performance of 
its website, Bodybuilding.com knew 
it needed to offload reporting to a 
separate database. But the IT team’s 
first solution — a daily static copy of 
the database — suffered from its own 
performance and downtime issues. 

Solution 
By maintaining a near real-time copy of 
its production database using SharePlex, 
Bodybuilding.com is now able to keep 
website performance strong while 
enabling advanced analytics and ad hoc 
reporting 24x7. Plus, SharePlex enables 
safer, seamless migrations that each 
save the company up to $280,000 by 
dramatically reducing downtime.  

Benefits
•	 Ensures high website performance 

by offloading reporting to a 
real-time replica

•	 Enables running an enterprise-
class environment on an Oracle 
Standard Edition budget

•	 Saves as much as $280,000 in lost 
revenue per migration by drastically 
reducing downtime

•	 Enables advanced analytics while 
slashing some query run times from 
20–30 minutes to just 4–5 seconds  

Solutions at a glance
•	 Data replication

Customer Profile

Company     Bodybuilding.com 
Industry        Retail 
Country        United States 
Employees   775 
Website        www.bodybuilding.com

“By drastically reducing the downtime required by a 

traditional migration, SharePlex is saving us as much as 

$280,000 in lost revenue — and that’s for just one migration.”

Sean Scott, Oracle DBA, Bodybuilding.com

“We have eliminated the 

two hours of downtime 

we used to have every 

night for our reporting 

database by switching 

to SharePlex.”

Sean Scott, Oracle DBA, 
Bodybuilding.com

Products & Services 

Software

SharePlex

Bodybuilding.com is not only 
the largest online retailer 
of nutritional supplements, 
it is also the world’s most 
visited health and fitness 
website. More than 1.7 million 
unique visitors a day turn 
to Bodybuilding.com for 
supplements, information, 
videos, motivation and more. 
Behind the scenes, just two 
database administrators 
(DBAs) are able to keep the 
website and its services 
humming with help from 
SharePlex from Dell Software.

Reporting against the production
database drags down performance
for customers

To constantly improve its service to
its customers and online community,
Bodybuilding.com has developed a
strong business intelligence (BI) strategy
by mining website data to better
understand customer behavior, stay
abreast of trends and uncover new
opportunities for growth. However, with
up to 50 employees actively running
reports against the production database,

online transaction processing (OLTP)
performance and the website experience
of customers were both suffering.
The company knew a new approach
was needed — but it had to be mindful
of the budget. “We knew we needed a
way to separate our online transactional
database from our ad hoc and BI
reporting,” notes Sean Scott, Oracle DBA
at Bodybuilding.com. “But we did not
want to have to spend several hundred
thousand dollars in licensing fees to
move from Oracle® Standard Edition to
Enterprise Edition.” 

A static copy of the database
offloads reporting, but at a
high cost

The IT team came up with a strategy:
Create a copy of the production
database for reporting and update it
each night. “We would collect logs
for the standby database from our
production database throughout the
course of the day,” Scott explains. 
“At 10 p.m., we’d shut down the standby,
update it with the new data and then
open it again at midnight. At 12:01 a.m.,
we would have a snapshot of the prior
day’s activities of the database as it
existed moments after the day closed,
which the BI team and others could use
for reporting.”

Although this approach succeeded in
keeping online transaction performance
from being impacted by the reporting
workload, it also had significant
drawbacks. Obviously, because the
standby database was not updated
in real time, staff could not report
on anything that happened during
the course of a day until shortly after
midnight, and the reporting database
had to be shut down for two hours
every night for the update. In addition,
the process of refreshing the standby
database each night erased the cache,
causing significant performance issues
for reporting each morning.

Moreover, since the standby database
was opened in read-only mode, the
DBAs could do little to improve 
performance or optimize reporting. 
“For example, we had no ability to create

purposeful reporting indexes — we were
just stuck with whatever the production
database had,” Scott notes. “Therefore,
we could not do all the analytics we
wanted to do.”

A better approach: real-time 
replication

After getting by with this 
bespoke approach for about a year,
Bodybuilding.com decided to explore
a better alternative: real-time data
replication. Having a secondary copy
of the database kept constantly up to
date, the company recognized, would
enable reporting against current data,
enable indexing optimized for reporting, 
and eliminate the nightly downtime and 
morning performance problems.

The two DBAs began evaluating the
options on the market. Between them,
they had experience with Oracle Data
Guard and GoldenGate, Tungsten
Replicator, Dbvisit Standby and
Dbvisit Replicate, and Dell SharePlex.
The clear winner, based on in-depth
reviews of product documentation,
personal experience and cost,
was SharePlex.

“Since Data Guard requires Oracle
Enterprise Edition, it was cost-prohibitive
for us. GoldenGate is really expensive
as well, and it always seemed awkward
to me,” recalls Scott. “SharePlex, on the
other hand, works with Oracle Standard
Edition, and the licensing costs were
extremely reasonable. Both of us had
used it in the past and were sold on its
features and performance.” In particular,
Bodybuilding.com was pleased to see
that SharePlex supports replication
to SQL Server, which its BI team uses
extensively, and Hadoop, which the
team is currently exploring.
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“SharePlex replication is 

as close to real time as 

we need. Our latency 

averages around 4-6 

seconds — and that’s 

straight out of the box.”

Sean Scott, Oracle DBA, 
Bodybuilding.com

Vendor reputation was another key
decision point for Bodybuilding.com.
“Looking at the history of SharePlex,
it’s obvious that Dell has a strong
commitment to the product — with
each new version, you see some really
significant feature improvements and
enhancements,” adds Scott. “And Dell
was the hands down winner for quality
of support.”

Better business intelligence right
out of the box

With SharePlex, Bodybuilding.com
is now replicating its Oracle Real
Application Cluster (RAC) transaction
database to a secondary RAC database
in near real time, giving staff access to
up-to-the-minute data around the clock.
“We have eliminated the two hours of
downtime we used to have every night
for our reporting database by switching
to SharePlex,” reports Scott. “And
SharePlex replication is as close to real
time as we need. Our latency averages
around 4-6 seconds — and that’s
straight out of the box; I don’t think we
have changed a single parameter in the
SharePlex environment.”

New indexes slash query run time,
enabling BI and driving sales
With a real-time replica dedicated
to and optimized for reporting,
Bodybuilding.com has been able to
pursue the advanced analytics and BI it
needs to retain its leadership position in
the health and fitness industry. “With the
SharePlex replica for our reporting, we
can drop indexes that aren’t needed for
analytics and add new ones that improve
performance. For example, by building
a handful of specific indexes around
order dates in the SharePlex replica, we
reduced query run times from 20–30
minutes to just 4–5 seconds,” explains
Scott. “Plus, we can create new schemas
that allow the analytics team to stage
and transform data locally, rather than
writing it off to a separate environment
to be manipulated.”

Some of the reporting that SharePlex
has enabled serves internal needs. For
example, Scott notes that “thanks to
SharePlex, everyone in the company is

now extremely well-informed. We all
get an email at 6 a.m. that lets us know
exactly what our numbers were for the
previous day — gross sales, domestic
sales, margin rates, site visits and so on.”

Other reporting is geared more directly
to helping website visitors and driving
sales. For instance, the company has
been able to develop recommendation
engines that offer product suggestions
to customers who are shopping for a
particular product or have identified a
particular need, based on data about
what others have purchased. 

The company is also looking at ways to 
use the secondary SharePlex database to
improve inventory management with
initiatives such as predictive ordering.

Reducing the risk and anxiety
of migrations

In addition to improving BI and reporting, 
Bodybuilding.com was eager to upgrade its 
aging production database hardware. But 
such a migration involves a lot of changes 
— not just changing the hardware, but also 
updating the operating system, moving to 
new storage, upgrading the database,
applying patches, reorganizing storage
layout and recovering free space. With a
traditional migration, Bodybuilding.com
recognized, all those changes would add
up to a lot of risk — and it still wouldn’t
get the results it wanted.

“With a traditional migration, we 
wouldn’t discover problems until we 
actually ran through the many steps 
of the migration, which would leave 
us open to significant risk,” Scott says. 

“Moreover, since we’re using Oracle 
Standard Edition, many of the online 
features for rebuilding indexes are 
unavailable to us, so with a traditional 
migration, we would be unable to do the
reorganization we need — the outage
would simply be way too long.”

With SharePlex, Bodybuilding.com
was able to virtually eliminate the
risks associated with the migration
while achieving its preferred outcome.
“SharePlex takes a lot of the mystery and
anxiety out of the migration process,”
says Scott. “Because we’ll be running the
systems in parallel prior to the upgrade,
we’ll be able to do almost all of the
preparation work ahead of time during
regular business hours. We can put our
application servers in the test pool and
point them at the new database to make
sure that everything runs. We’ll know
what our performance is going to be
because we can actually see it, and we
can take care of any problems before
we ever flip the switch. Plus, we can
do the physical realignment we want
because SharePlex supports the table
movement and storage reorganization
that’s required.”

Saving over a quarter of a million
dollars in just one migration

The ease and security of a SharePlex
migration stands in stark contrast to
a traditional migration, which Scott
says would involve multiple nights
of downtime. “Without SharePlex,
we wouldn’t be able to do all of the
migration at once,” Scott notes. “Instead, 
we would need to move to the new 
hardware and operating system as part of 
one outage, move storage in another, and 
upgrade and patch in a third outage — for 
a total of at least six hours of downtime.”

Once upon a time, a few hours of
downtime in the middle of the night
might not have cost a company much.

But today, for a busy international 
company like Bodybuilding.com that 
relies on 24x7 online sales, even an hour 
of downtime can be quite expensive, let 
alone three separate multi-hour outages to 
complete just one migration. Therefore, the 
savings from SharePlex were dramatic.

“With SharePlex, we can do 90 percent
of the migration work during regular
working hours, and all we have to really
do during off-hours is the actual switch,
which we’re electing to do as part of
a 90-minute outage because it’s an
opportunity to do a few other unrelated
things at the same time,” says Scott.
“By drastically reducing the downtime
required by a traditional migration,

SharePlex is saving us as much as
$280,000 in lost revenue — and that’s for
just one migration. We know SharePlex
will pay for itself many times over in the
coming years.”

About Dell Software

Dell Software helps customers unlock
greater potential through the power
of technology—delivering scalable,
affordable and simple-to-use solutions
that simplify IT and mitigate risk.
This software, when combined with
Dell hardware and services, drives
unmatched efficiency and productivity
to accelerate business results.
www.dellsoftware.com.
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Q3. In addition to core business, what is 
the social impact Drivekool can make in 
the country?

Firstly, I’d like to highlight numbers we 
should certainly not be proud of. There is 
a road accident every minute; every 4th 
minute we are losing a life. Our honourable 
Prime Minister Mr Narendra Modi is also very 
concerned about losing our precious lives 
in road accidents. As per reports, India loses 
about USD 20+ billion dollars a year and 
that’s huge for a nation like ours. We see a 
huge opportunity to improve the quality 
of driving training to reduce such awful 
statistics. As I mentioned before, many 
times the driving instructors themselves 
don’t know the best driving practices. 
Hence, every time they train someone, there 
is a high probability of one more dangerous 
driver being added on the road.Q1. What was the trigger to start India’s 

first marketplace for driving schools 
and how is it evolving? 

After moving back from the US, I began to 
search for a decent driving school, only to 
find that while driving schools were aplenty, 
they were all far from decent! The problems 
ranged from instructors themselves not 
knowing the best driving practices to 
having to visit driving schools multiple times 
for every little formality. Reliability of services 
was also a big question. I started discussing 
all these with my friends and realised that 
almost everybody was unsatisfied with the 
kind of quality being delivered, especially 
for such an important service like driving 
training. And that was the a-ha moment 
where the bulb in my mind lit up! 

Q4. Is this really a large market to 
address?

We began Drivekool with the sole intent 
of solving a genuine problem. Honestly, 
we never concerned ourselves with the 
market size. Having said that, being in the 
market for close to 2 years now, we’ve 
figured out that the greater the problem, 
the greater the opportunity to address it. 
We are literally solving a very big problem 
i.e. reducing road accident deaths and 
providing hassle-free citizen services to 
consumers. Speaking about the market 
size — this is indeed a multi-billion-dollar 
market, and we have validated this with 
the data received from an RTI query and 
other reports. I would like to cite the 
example of Dominic Barton, MD McKinsey 
& Co, who sized up the cellphone market 

incorrectly to give a sense of how 
wrong one could go on sizing the 
market. He said, “McKinsey is the firm 
that also predicted in 1991 that the total 
demand for cell phones will not be more 
than 75,000.”

Q5. Are you funded or looking for 
funding?

We have raised seed funding from our 
friends and family members. Our primary 
focus is to go deep in order to understand 
the market in a much broader way and to 
build a strong foundation, rather spending 
too much time chasing money. However, 
we are in discussion with some really good 
investors (we call them our mentors), who 
have a great sense of understanding of the 
complexity of the system and the potential 
scale of this business.

Startup Spotlight - 
Drivekool

The business has evolved as we attempted 
to create a big transformation and, so far, 
we have done excellent work with regards 
to establishing trust, increasing reliability, 
and addressing issues that customers 
would otherwise face. We’ve been very 
agile right from the beginning — we 
launched static pages quickly and started 
taking bookings using spreadsheets. Our 
success stems from the fact that we listen 
to our customers to serve their needs. 
Though we started only with four wheeler 
training, Drivekool today also provides two 
wheeler training and RTO services. And this 
is just the beginning of our journey.

Q2. How are you simplifying the 
interactions between citizens and 
the RTO office? How much of these 
workflows will be completely moved 
online in the near future?

Drivekool has simplified the workflows and 
addressed customer pain points, thanks 
to a combination of improved processes 
and a robust technology platform. We 

have reduced the number of round-trips a 
customer has to make to an agent’s office 
or the RTO, a process that is not only very 
tedious but also time-consuming. What’s 
more, for some services, the customer 
need not even have to step out of his 
home to get the service — that’s the kind 
of transformation we have effected.  

Our aim is to work with the Government 
and take all the workflows online, to bring 
in the much-needed efficiency in the 
system. Some notable improvements 
we’ve made in our system include not 
needing to submit documents physically, 
launching the road tax calculator for 
anybody to calculate tentative amount 
to pay, and delivering documents at 
the customer’s doorstep. We’ve also 
facilitated instant communication using 
various channels such as email, SMS, and 
Whatsapp. At a larger level, I would like 
to see sweeping changes in the system 
backed by strong technology, very much 
similar to how IRCTC has transformed the 
way we book train tickets today.

From L-R: Laveen Gidwani, Co-Founder & AVP- Sales & Operations | Mahesh Gidwani, Co-Founder & CEO 
Kumar Gaurav, Co-Founder & AVP Corporate Relations & Marketing
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