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ABSTRACT
In today eCommerce environments, customers have to deal
with a wide variety of alternatives, both in terms of service
offerings as well as service providers. They risk to be over-
whelmed by the complexity of alternatives, thus reducing
the usefulness of the experience and consequently the like-
lihood of transactions. There is an increasing need for new
ways to reduce the perceived complexity. Service-oriented
computing can help the user cope with this problem. With
services, interfaces no longer hide units of code, but provide
access to complex functionality equivalent to that of entire
conventional applications.

We introduce a methodology for extended service compo-
sition derived from model-driven configuration and object-
oriented systems. By focusing on the concept of interfaces,
and applying it to the object-oriented concept of inheri-
tance, we propose an innovative approach to composition
that takes into account how the composed services can be
recognized or accessed via the composing service. In or-
der to set the stage, we discuss the similarities between
Service Oriented Computing, Object-Oriented Configura-
tion and Object-Orientation. In addition, we provide an
overview of knowledge-based systems, described as software
systems built by capturing the knowledge used by experts,
and more specifically object oriented configuration for im-
plementing service composition.

Categories and Subject Descriptors
H.1 [Information Systems]: Models and Principles; D.1.5
[Software]: Programming techniques—Object-oriented Pro-
gramming

General Terms
Web services, Object-oriented programming, Model driven
configuration

1. INTRODUCTION
“It is the customer who determines what a business is” [13]
by attempting to address specific needs and express his per-
sonality through custom-made products and services [26].
Customers thus drive vendors to strive for product palettes
with an ever increasing number of variants. Consequently
the pursuit of differentiation through variety leads to unique
products and services [16, 19]. This strategy is known as
“mass customization”. Mass customization is defined as
“when the same large number of customers can be reached
as in mass markets of the industrial economy, and simul-
taneously they can be treated individually as in the cus-
tomized markets of pre-industrial economies” [12]. Accord-
ing to [31] the objective of mass customization is “to deliver
goods and services that meet individual customers needs
with near mass production efficiency”. Online transactions
and specifically eCommerce environments differ greatly from
conventional commercial transactions. Online transactions
achieve greater execution speeds and can bridge greater dis-
tances than traditional commerce. Furthermore purely dig-
ital products (i.e., information services or digitized media)
can be discovered, adapted, evaluated, purchased, paid for
and delivered by a single service platform within a very short
timeframe at any time of day or place on earth [32]. More-
over such platforms compared to conventional sales facilities
(i.e., brick and mortar stores) are quick and cheap to imple-
ment as well as adapt to new requirements even in not previ-
ously predetermined ways [32]. This allows for the rapid and
inexpensive deployment of on-line stores offering advanced
functionality (such as rearranging the product palette for
individual customers) impossible to implement in brick-and-
mortar facilities.

On the other hand, customers in an eCommerce environ-
ment are faced with more information, resulting from a
wider variety of alternatives both in terms of service offer-
ings as well as service providers. However the processing of
this information occurs based on the same knowledge and
information processing capacity available to the customer as
in conventional shopping scenarios [32]. These constraints,
unaffected by new technologies, result in a significant draw-
back to high variety strategies. A customer overwhelmed
by the amount of available products or frustrated by their
complexity is less likely to complete the transaction and pur-
chase the product, and more likely to delay the decision or
leave the shop altogether [18]. This behaviour illustrates


