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Aerospike may not be the biggest name in the NoSQL database space, unless you happen to be
in the marketing and ad tech sector, where it has made a name for itself and established a core
base of high-performance low-latency customer case studies. The company is now looking to
broaden its adoption in other industries as it approaches the 100-customer threshold.

The 451 Take

Aerospike has previously been a little reluctant to disclose how many paying customers it has
– although not the details of some of those customers via case studies – so it is good to see
that the company is approaching that threshold. The vast majority of these customers are in
the marketing and ad tech sector, which isn't necessarily good news in terms of Aerospike's
profile in the broader industry, but should put it in a good position as we see established
industries looking to marketing and ad tech for ideas for their next-generation data platforms.

Context

Aerospike is a somewhat unusual vendor in the NoSQL database space. For one, it has a traditional
proprietary licensing strategy and for another, it has to date focused its attention on the marketing
and ad tech sector, while most other NoSQL vendors are chasing general purpose non-relational
application workloads. Part of the reason for that focus lies in the nature of the Aerospike product –
it is at heart a flash-optimized in-memory key value store, and as such is positioned for very
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high-performance, low-latency workloads.

While the greatest demand for that combination has come from the marketing and ad tech sector
to date (Aerospike estimates that 90% of its 'close to 100 customers' [it won't be more specific than
that] are in marketing and ad tech), there is a clear opportunity to expand into other sectors –
travel, financial services and retail have already been identified. The company's success in
marketing and ad tech should put it in a good position to expand into these sectors – while the
financial services sector clearly has already adopted technologies to deal with existing
high-performance, low-latency workloads, Aerospike sees the financial services industry looking
towards ad tech for clues as to how approach the next generation of applications.

Aerospike certainly has a lot of customers happy to go on the record about how they using the
technology – it added 22 new case studies in 2013 and can boast customers that include AppNexus,
eBay, SnapDeal, eXelate, x+1 and BlueKai (recently acquired by Oracle). While a flash-optimized
in-memory database might be assumed to be an expensive choice only required for applications
with the very highest performance requirements, Aerospike disputes that this is the case.

The company cites evidence from customer testing as an example. One unnamed customer needed
to deliver 500,000 transactions per second, 99% of transactions with a sub-millisecond response
time, with 10TB of storage. It would have required 186 servers to deliver a DRAM and HDD
environment, at a total cost of over $2.5m, including just under $1.5m in server costs and $350,000
in power costs; compared with 14 servers for the SSD and DRAM Aerospike environment, at a total
cost of under $237,000, including $154,000 in server costs and under $32,500 in power costs.
Aerospike also cites eXelate's deployment using Internap AgileSERVERs as an example: as a result
of requiring fewer servers and less IT equipment, eXelate has calculated that it uses 25% less
datacenter space and 40% less IT equipment power.

Aerospike has more to offer than simply high performance. As previously noted, the delivery of
Aerospike 3.0 in August 2013 added support for distributed aggregations, large data types, UDFs,
complex data types and queries using secondary indexes, enabled by the addition of a new
framework that provides an extensible data model, support for complex data types, as well as
distributed query processing. The extensible data model framework was added thanks to the
company hiring Russell Sullivan, the developer behind the AlchemyDB project, and combining the
original AlchemyDB framework with Aerospike's existing flash-optimized key value store technology.

Aerospike now has 55 employees, compared with 50 in August 2013, and is fueling its growth
thanks to an undisclosed series B round announced in August 2012 and led by New Enterprise
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Associates along with Draper & Associates and Alsop Louie Partners, which had previously
contributed $2m series A funding in 2011.

Competition

There is no shortage of competition for Aerospike in the broader NoSQL sector, with the likes of
MongoDB, Apache Cassandra (supported by DataStax), Redis (supported by Pivotal), Apache HBase,
Couchbase, Neo Technology's Neo4j and Basho's' Riak among the highest-profile NoSQL databases.
For the sort of high-performance workloads Aerospike is aiming at we might expect to see potential
customers also looking at Redis or, depending on the data model, Cassandra, HBase, Couchbase or
Riak. DataStax recently added the option to run the Apache Cassandra database in-memory. For
predictable performance requirements, we might also expect potential customers to be looking at
Amazon Web Services' DynamoDB, while the extensible framework support might encourage users
to compare other 'multi-model' NoSQL databases such as MarkLogic, triAGENS' ArangoDB,
FoundationDB, Sqrrl Enterprise and OrientDB. A number of in-memory relational database offerings
might also be considered, depending on the use case, including MemSQL, VoltDB and NuoDB.

SWOT Analysis

Strengths    Weaknesses
Aerospike has made a name for itself, and
established a core base of high-performance
low-latency customer case studies in the marketing
and ad tech sector.

   
The company is not well known outside the
advertising sector, and other NoSQL database
providers have much higher profiles.

Opportunities    Threats
We also see established industries looking to
marketing and ad tech for ideas for their
next-generation data platforms, so Aerospike's
success in marketing and ad tech should put it in a
good position.

   

The importance of marketing and ad tech is
becoming clear to the established database giants,
leading to acquisitions that have turned some of
them into Aerospike customers. It remains to be
seen whether they will attempt to squeeze
Aerospike out of the picture.
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