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This book explains why Configuration Matters in 
your ability to master differentiated products and 
meet your customer’s demands.
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Configurable products are all around us. It is interesting how some people in the 
business world struggle with the definition of a configurable product, and yet 
nearly everyone regularly buys configurable products in everyday life. Common 
configurable products in the consumer world include automobiles, new houses, 
motorcycles, computers, and even food products like pizza. The so called “lot 
size of one” movement has gained a lot of popularity in recent years, and the 

central theme is that operational efficiencies must improve to the point that a 
consumer can buy a customized product as easily as a commoditized one.

In general, consumers are demanding more choices, not fewer.
Many products that have traditionally been commoditized are becoming available 
in customized forms. Examples include shoes, golf clubs, and headphones.

Ford's customer facing "Build & Price" site is a perfect 
example of self-service configuration.

An example of configurable products for a well known 
brand are BOSE Headphones.
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VIN

In general, the more complex the application requirement, the more 
configurable the product must be. In cases of complex requirements 
with relatively low volume, the more engineered (to order) the product 
must be. There is a simple test to determine if a given product is 
configurable or not. If the product has a UPC (Universal Product Code) 
or SKU (Stock Keeping Unit), then it is not likely to be a configurable 
material because such numbers don’t provide a way to distinguish 
between two different configurations of the same product. 

On the other hand, if a product has an intelligent part number like a 
VIN (Vehicle Identification Number), then it is almost certainly a 
configurable product.



5

 

5



6

X  
X  

• 
• 
• 

• 
• 
• 

• 
• 
• 



7

1 2 3

Next generation configuration technologies make it possible to provide a great experience across all sales and information channels. That 
allows customers to personalize products and services, and to order anytime, anywhere, on any device. However, it isn’t just about “passive” 
data entry anymore. Now manufacturers can steer buyers to the most profitable configurations and upsell items that include 
complementary products, services, and spare parts. The end game will be to sell complete tailored solutions that include products, services, 
warranties, financing, etc. 

Once you accept that configuration matters, your next decision is to understand the configurator technologies that will help you develop 
your strategic roadmap for providing the engaging configuration experience that your customers will demand. Much of the technology 
groundwork you will need has already been laid in order to reach your ideal future state of engaging, Omni channel, and configurable 
eCommerce buying experiences for your customers.
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