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As companies strive to be more compe��ve and increase the value of the products
and services they offer to end-customers, they develop increasingly more complex
offerings.
We are all familiar with mobile phone companies offering deals of voice and text
packages. This is only the �p of the ice-berg. Marke�ng departments have found that
they need to constantly innovate the product mix on offer to customers. The parameters
for these offerings can change rapidly as price, segments, buying pa�erns, compe�tor
pricing, �me of day/week/year, exchange rate all need to be factored in. This white
paper will offer you all the answers on how this mass of data can be managed and how
this can be turned into a data stream that drives new revenue. 
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1. Product Bundling

B������� B����� C������� P�����������
As companies strive to be more compe��ve and increase the value of the products and services
they offer to end-customers, they develop increasingly more complex offerings.
We are all familiar with mobile phone companies offering deals of voice and text packages. This
is only the �p of the ice-berg. Marke�ng departments have found that they need to constantly
re-invigorate the product mix on offer to customers depending on numerous factors. These can
include price, segments, buying pa�erns, compe�tor pricing, �me of day/week/year, exchange
rate, and many, many others.
Telecom providers are compe�ng on who’s going to roll out the best triple-play or quad-play
proposi�on; the insurance industry is packaging the various personal and property assurance
and insurance products together; FMCG distributors offer complex products, returns policies,
and stocking services to retailers. Bundling has become the mainstream method of cross-selling 
and up-selling.
In addi�on, complex bundling of products is evolving further under the influence of
personaliza�on technologies and the need to create proposi�ons that address ever smaller
cons�tuencies of customers.
As a result, the ability to roll-out new, bundled proposi�ons quickly and with the minimum
overhead of effort and �me will become a cri�cal compe��ve advantage.
Currently however, many companies are s�ll in the early stages of product and service bundling.
They are in need of an effec�ve solu�on to support the crea�on and implementa�on of bundled
proposi�ons to enable them to catch up with the market leaders.
In this brief overview of bundling we focus on the problems and challenges related to the 
crea�on of bundled proposi�ons, and the delivery of these proposi�ons to the customer touch
points in support of the sales and order configura�on process.
We are aware that this is a complex topic. Crea�ng and launching bundled proposi�ons which
include internal products, and products and services provided by external providers creates 
challenges across the en�re chain of fulfillment, assurance, and billing – these are real world
problems that we in HERMES So�Lab help our customers solve regularly.
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Problems and Challenges

Typical problems faced by companies are related to the overall �me-to-market performance
and the prohibi�vely high cost of bringing new bundled proposi�ons to market. The root causes
of these problems can be traced back to the limita�ons and constraints of many IT architectures,
systems, and applica�ons.

An effec�ve solu�on needs to address these and bring about changes to 
improve the IT support for the bundling of products and services. 

The number one obstacle is usually the internal product silos - the IT systems and applica�ons
that support a single product line or a limited number of product lines - that have ‘appeared’ 
over �me. Due to their narrow focus, the silos are not easily changed to support the crea�on of
bundled proposi�ons. One key reason for this is the relevant business rules are o�en very silo-
specific, and therefore not easily generalized and applied to the bundled proposi�ons.

An effec�ve solu�on needs to address product silos and embedded business
rules.

Another challenge to successful product bundling is the increased reliance by service companies 
on business partners. Companies are o�en faced with the need to mix the products and services
of mul�ple providers with their own bundles to be able to keep up with the compe��on.

2.

Figure 1:
A typical product offering mix, with

made-to-order IT connec�ng internal
and external product silo systems.
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A classic example is the need for mobile telecom operators to launch proposi�ons which
include fixed-line services (i.e., voice calls and broadband). Most independent mobile telecom
operators do not have the necessary infrastructure to provide fixed-line services on their own
and rely on the products provided and supported by external service providers. Building out the 
necessary infrastructure by themselves doesn’t make commercial sense, but companies need 
to be able to control and manage all offerings.

An effec�ve solu�on needs to be able to control and bundle third party products as if they were
the company’s own products.

From the perspec�ve of product bundling the integra�on with business partners involves the
following challenges:
· Efficient integra�on of the products and services provided by business partner into the

overall product catalogue, i.e. are the new products and services which the business 
partner makes available to the service provider company for bundling, easily discovered 
and imported into a product master catalogue or is there a significant effort involved in the
exercise.

· A generic ability to create and transfer the orders for new products and services, i.e. 
complete and correct orders can be configured from the product informa�on in the
catalogue without addi�onal development required on the service provider’s side.

· Ability to inquire about the availability of a product (or service) at a specific address or
to a specific customer, i.e. the availability of a high-speed broadband connec�on, which
depends on a number of factors including distance from the exchange and availability of 
network resources.



catalogue@hermes-so�lab.com5 www.hermes-so�lab.com

Product Bundling / Feburary 2009WHITE PAPER

How We Solve the Problems

The op�mum solu�on for the challenges we describe above is to introduce a unified product
master data catalogue. The role of the product catalogue is to overlay the internal product silos 
(and poten�ally those of the external partners) and provide the single source of informa�on
about the current offers to the sales processes at all the different customer touch points.
A core part of the solu�on is the product repository. It provides the facili�es to import and
represent all the products (and offers) that are defined in individual silos or provided by external
business partners. These product specifica�ons represent the baseline and can be used as
building blocks for new (composite) product specifica�ons and offers.
An essen�al step to improve the overall �me-to-market performance for new proposi�ons is 
to increase the amount of product design and configura�on that can be performed by business
users and decrease (and ideally eliminate) the amount of made-to-order IT development. The 
Product Catalogue solu�on therefore provides the tools for product managers to compose new
products and manage offers. The Product Catalogue also provides the product configura�on
informa�on required by the order management system (OMS) to be able to correctly handle
the orders for new proposi�ons. To maximize the added-value of the Product Catalogue, the
OMS needs to support rule-driven decomposi�on of commercial orders into the execu�on
plans for technical (and possibly manual) fulfillment.
The complexity of such execu�on plans requires more sophis�cated process management and
monitoring capabili�es within the OMS – which also handles excep�on management and error
management. 

3.

Figure 2:
The Product Catalogue acts as a middle 

�er between products, channels, and
product management.
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Composite product 
specifications represent

complex product and 
services composed from 

other products and 
services. Offers define the

commercial terms and 
conditions under which the 

products are offered and 
sold to the customers.
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Offering Engine

HERMES So�Lab has developed a sophis�cated Product Catalogue solu�on which is capable of 
addressing the urgent business need to rapidly assemble and roll-out new products, services, and 
offers to the market over a number of sales channels. The solu�on provides all the func�onality
described above, and was designed with an emphasis on being able to support flexible offer
eligibility rules, which can be applied against customer profile informa�on.
The solu�on is provided as a stand-alone applica�on, with a strong focus on the common
integra�on scenarios that allow the solu�on to be integrated with the customer’s systems
effec�vely.
The key benefits of the solu�on are:
· Reduced �me-to-market cycle. An increased number of product and service offerings can

be developed and deployed quickly. Typically, new product bundles can be built purely in 
the management GUI, resul�ng in low lead �mes to availability to end customers.

· Reduced cost of development. The Product Catalogue provides the generic, out-of-the box 
support for many structures and func�ons that are necessary to represent the product,
offers, and the related business rules. It also provides func�ons that are typically required
by the customer touch-point applica�ons, which further reduces the amount of �me and
effort spent on development.

· Ability to leverage the customer insight. The eligibility rules func�onality is delivered
through an embedded business rules engine and the eligibility rules are typically set against 
specific a�ributes of the customer profile. Eligibility rules allow for very fine grained and 
targeted posi�oning of the offers, without any development overhead. It is also very easy
to create and deploy addi�onal eligibility rules as the customer profile grows richer with
addi�onal a�ributes.

· The solu�on is built on industry standards. The Shared Informa�on and Data (SID) Model
from the NGOSS specifica�on was used to build the generic product and offering data
model.

4.
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Conclusion

The importance of product master data catalogues has been greatly emphasized through recent 
product developments and marke�ng trends in the telecoms sector in par�cular, not the least
due to the growing use of bundling. The typical problems – related to product silos and the 
dispersion of business rules – are best addressed through a unified product catalogue, which
must be properly integrated with the customer touch-points on one side, and the down-stream 
BSS applica�ons on the other. A systema�cally built solu�on provides the benefits of shorter
�me-to-market and reduced cost of development, and contributes to the improved compe��ve
posi�on of any service provider.
The Offering Engine provides a proven path for organiza�ons providing complex products and
service to drive costs out of their processes and increase their ability to respond to market 
changes quickly and profitably.
It improves the connec�on between the product management process and the order
configura�on process, which reduces the �me-to-market performance and the costs of rolling
out new offerings. Experience shows that it is much less expensive to deploy and maintain
products and services from a marke�ng-controlled GUI console than from IT-driven, made-to-
order development. 

The Offering Engine acts as the master controller, the central product repository for all
informa�on on internal and external products and services. It becomes the single point of
control for master product data and manages the product lifecycles. 
The ability to create and deploy innova�ve product and service offerings quickly, and with li�le
or no demand for IT resources is a great advantage to any service provider company facing 
s�ff compe��on on the market. This is desirable, but it is no easy challenge for companies to
actually realize the vision of a streamlined, factory-like product and service delivery model. 
The small footprint and flexible, service-oriented design along with the standards-based data
model make the Offering Engine a very good choice as a product management and order
configura�on solu�on, which will produce immediate business benefits and at the same �me 
free-up IT resources.
The implementa�on of the Offering Engine also intermediates a layer of control into exis�ng
architectures. Through this ‘middle-out’ architectural innova�on introduced by the Offering
Engine, it separates the sales channels from other B/OSS systems. 

As all organiza�ons move towards �ghter control of product and service offerings, the HERMES
So�Lab Offering Engine provides clear, immediate, and long term benefits.

5.
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No part of this document may be reproduced, distributed, stored in a retrieval system or transmi�ed in any form by any means, electronic, mechanical,
photocopying, recording or otherwise, without the prior wri�en permission of HERMES So�Lab d.d.

The details and descrip�ons contained in this document are believed to be correct at the �me but cannot be guaranteed. Please note that the findings,
conclusions and recommenda�ons that are contained in this paper are based on informa�on gathered in good faith from third par�es, standards bodies and
analysts, whose accuracy we are not always in a posi�on to guarantee. As such HERMES So�Lab d.d. can accept no liability whatever for ac�ons taken based
on any informa�on that may subsequently prove to be incorrect.

All logos and trademarks and trade names are the property of their respec�ve owners and no claim or endorsement is intended or implied.
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