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Abstract - Company values matter. Every successful company has a set of company values to assist their employees in 
achieving their goals as well as the company’s. They are the essence of the company’s identity and summarize the purpose 
of their existence. Company values are a guide on how the company should run and they are normally integrated in the 
company’s mission statement. Companies should try to establish their company values as a team instead of just the leader or 
management. By doing so, everyone in the company would feel belong and they would feel needed and not neglected. A 
business has to perform a number of functions in order to achieve its objectives. One of the major functions of business 
produces goods from raw materials. Similarly transporting goods from place of production to the market is also another 
function of the business. Innovation is inherently risky, to be sure, and getting the most from a portfolio of innovation 
initiatives is more about managing risk than eliminating it. Since no one knows exactly where valuable innovations will 
emerge, and searching everywhere is impractical, executives must create some boundary conditions for the opportunity 
spaces they want to explore. The process of identifying and bounding these spaces can run the gamut from intuitive visions 
of the future to carefully scrutinized strategic analyses. Thoughtfully, prioritizing these spaces also allows companies to 
assess whether they have enough investment behind their most valuable opportunities and remodeled their key functions to 
achieve fruition. 
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I. INTRODUCTION 
 
Business sectors are possibly the largest employment 
generating sector in the world. The success of any 
business depends upon the satisfaction of the 
consumers. Therefore, giving the priority of 
consumer satisfaction the above functions of business 
must be conducted efficiently and effectively in order 
to run a business successfully. 
Testing for Innovation- To be sure, there’s no 
proven formula for success, particularly when it 
comes to innovation. While years of client-service 
experience provides strong indicators for the 
existence of a causal relationship between the 
attributes that survey respondents reported and the 
innovations of the companies which were studied, the 
statistics described here can only prove correlation. 
Yet it is a firm belief that if companies assimilate and 
apply these essentials—in their own way, in 
accordance with their particular context, capabilities, 
organizational culture, and appetite for risk—they 
will improve the likelihood that they, too, can 
rekindle the lost spark of innovation. In the digital 
age, the pace of change has gone into hyper speed, so 
companies must get these strategic, creative, 
executional, and organizational factors right to 
innovate successfully. 
 
The major 5 functions of business are discussed 
below; 
1. Organizing Function: One of the main functions 
of a business is organizing function. Man, machine, 
materials, and money are essential factors for any 
business. Organizing function collects and 
coordinates all the necessary factors of the business. 

Proper organizing function is helpful in the smooth 
running of the business and helps to achieve its 
objectives. 
2. Financing Function: Finance is the life-blood and 
back bone of any business. The availability of factors 
of production depends upon the availability of 
finance. So every business needs finance for its 
success. Therefore, under this function of business 
required capital is estimated, accumulated and 
properly utilized. A proper capital structure according 
to the size and nature of the business is essential for 
the success of the business. 
3 .Production Function; The production function is 
another important function of the business. 
Converting raw materials into finished products to 
satisfy human wants by creating utility is known as 
production. Under this function, raw materials and 
semi-finished products are processed and assembled 
to create utility. Hence the next important function of 
business is to create utility for the satisfaction of the 
consumers by the production of goods. 
4. Marketing Function: The function of business is 
not complete with the production of goods and 
services only. The main goal of production is to 
satisfy human wants through the consumption of 
goods and services. Therefore, marketing function 
helps to transfer goods and services from the 
producer to the ultimate consumer. Marketing 
functions can be divided into concentrating and 
dispersing which include buying, selling, 
transportation, storage, risk taking, market 
information, etc. 
5. Employment Function: The next important 
function of business is to provide employment 
opportunities in the country. Every business requires 



International Journal of Management and Applied Science, ISSN: 2394-7926                                                 Volume-4, Issue-7, Jul.-2018 
http://iraj.in 

Business Remodeling: Exploring new Initiatives in Key Business Functions 
 

48 

a large number of manpower to perform their 
activities. So they are helpful in solving employment 
problem of the country by providing maximum 
employment opportunities. 
 
II. STATEMENT OF THE PROBLEM 
 
“Business Remodeling: Exploring new initiatives in 
key business functions.”This research has been taken 
up to find out the solution to the problem that whether 
exploring new initiatives in the key business 
functions will help in remodeling business or not. 
 
III. HYPOTHESIS 
 
The study is designed to assess the hypothesis of key 
functions of business if remodeled, will prove more 
beneficial for any kind of business. Here to prove this 
hypothesis, case-study of Pidilite is being considered 
to take up this research work. 
 
IV. METHODOLOGY 
 
This paper is based on descriptive study. It is an 
elaborative research. The data for this research paper 
is collected from the secondary sources, newspaper 
articles, online reports; etc. The information is also 
gathered from television/newspaper advertisements. 
Qualitative and quantitative both the approaches have 
been adopted in this paper. A detailed comparison of 
theories in terms of their applicability has been done 
here by an in-depth study of Pidilite and its success 
by adopting business remodeling methods in key 
functions. 
 
V. SIGNIFICANCE OF THE STUDY 
 
1. Business Model vs. Business Plan 
A business plan is essentially a more detailed version 
of your business model. A business plan has been 
traditionally understood as a physical document, 
although increasingly this view has changed 
as business plans have migrated online. The business 
plan format very much depends on the context and 
business plans are often verbalized via presentations 
where a presenter pitches their business plan to an 
audience. Business models are more likely to take the 
form of either simple verbal descriptions or one page 
visual representations which can either be produced 
before a business plan or as part of the same planning 
process. 
It is also worth noting that there are increasing 
numbers of business plan critics who argue that their 
composition is too time consuming and that people 
need ‘to get building’. Some of this criticism has 
come from software developers (many of whom are 
proponents of the Lean Start-up Methodology). 
If you are looking to build a new business and are 
about to draft a business plan, you should also spend 
time working out your optimum business model as 

well as drafting a visual representation of it.  You can 
use the following framework to map same. In recent 
years there has been significant innovation in the 
range of business models, and some of them may be 
of relevance to your offering. Finally, it is also worth 
noting that some business models such as the Internet 
bubble model have largely had their day. Very few 
investors will invest in businesses these days that 
have advertising at the heart of their business model. 
2. What key initiatives are to be taken up to 
Remodel Business? 
The approach involves 6 main actions, which are as 
following; 
1. Leadership brainstorming 
2. Refinement 
3. Team brainstorming 
4. Collation and refinement 
5. Feedback cycle 
6. Adoption 
With all the above factors creating sustainable, 
effective company values which the authors of this 
paper will prove by the following case study; 
Case Study: Pidilite Fevicol -Adhesives Become 
Innovative 
Pidilite is India’s Most Trusted Brand of Adhesives-
Pidilite’s biggest bond is through the Fevicol family 
of products. Fevicol has become a household name 
that is today synonymous with adhesives. The brand 
has introduced many innovative products which have 
transformed the way carpentry trade operates in India. 
“Innovation at Pidilite-It takes An Idea to Change 
the World” 
1. Innovations that created a whole new segment: 
The Company laid its foundations with innovation in 
the form of Fevicol – path-breaking synthetic white 
resin adhesive. It meant freedom from cumbersome 
animal fat glue for binding woodworks. To this day, 
Fevicol remains the first choice of carpenters. Fevicol 
was an industrial product; we re-launched it in an 
innovative ‘tube-pack’ to reach end consumers. 
Today Fevicol is integral to every household in India. 
They keep innovating and coming up with new 
variants of Fevicol to suit our diverse markets in 
India and abroad. The rest of us can look for insights 
by methodically and systematically scrutinizing three 
areas: a valuable problem to solve, a technology that 
enables a solution, and a business model that 
generates money from it. 
2. User Engagement Programme 
3. Keeping customers engaged; At Pidilite, they 
have put together several initiatives that support and 
empower woodworking community. The Fevicol 
Champions Club (FCC) is an exclusive platform for 
enhancement of social status and development of 
professional skills of carpenters. The group also 
conducts many social and cultural endeavors to bond 
together with the society. 
4. Helping those who need it the most- Giving 
back to the Society;One of the most exceptional 
activities is Shram Daan Diwas, conducted on 20th 
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December every year, where carpenters and 
contractors willingly volunteer a day’s work to help 
repair furniture and fixtures in municipal schools, 
government schools, schools for the blind and 
disabled, orphanages and hospitals. 
5. Heart touching Iconic Fevicol Advertisements 
from then till now: 
1. Cliffhanger 2.Dum Laga ke Haisha 3. Fevicol 

Egg 4. Bus Add 5. Fevicol Train Add 
2. Fevicol video commercials always glued us to 

the television during breaks since our childhood. 
And they are good on ‘prints’ too. 

6. Pidilite-“We Understand Your Needs” -
Continuous innovation leads to new and improved 
products, allowing us to keep pace with our 
customers’ evolving needs. Realizing the household 
need for stronger adhesives, we re-looked at some of 
our industrial products, and repackaged and re-
launched them with a retail focus.Ideal for small DIY 
fixes, these innovations have been very well-received 
and inadvertently, we went on to create a wholly new 
segment. Whether it is our retail products or 
industrial, our offerings start out within the factory 
but make their way into the homes and hearts of our 
consumers. Today, our brand portfolio includes a 
complete gamut of products in the consumer and 
industrial application spaces. 
7. Pidilite and its Innovative products: Fevicol, 
Fevicol- MR,DR. Fixit,Fevikwik,M-Seal, Fevistic 
,Hobby Ideas, Fevicryl ,others -Rangela, Fevigum 
,WD-40,Wudfin, steelgrip, Terminator, Roff, 
Motomax, etc. 
8. Pidilite-Global Impact-Pidilite understands the 
importance of maintaining global perspectives in a 
shrinking world. That’s why Pidilite has enhanced its 
international presence through various ventures 
around the globe. 
1).71 countries,        2)500+SKUs exported/year        
3).9+ manufacturing facilities 
 
VI. FINDINGS OF THIS RESEARCH STUDY 
 
Leading companies like Pidilite- Fevicol combat this 
troubling tendency in a number of ways. They up 
their game in market intelligence, the better to 
separate signal from noise. They establish funding 
vehicles for new businesses that don’t fit into the 
current structure. They constantly re- evaluate their 
position in the value chain, carefully considering 
business models that might deliver value to priority 
groups of new customers. They sponsor pilot projects 
and experiments away from the core business to help 
combat narrow conceptions of what they are and do. 
And, they stress-test newly emerging value 
propositions and operating models against 
countermoves by competitors. 
1. Remodeling can be innovative which can be 
achieved by these models: 
The following are some examples of business models 
that are used by various businesses. The list is by no 

means exhaustive and is designed to give you a feel 
for some of the models that exist (business models 
evolve constantly). Pidilite has majorly applied the 
Advertising model strategy with the the blend of 
other models too; 
In many instances, the names can vary as they are not 
typically universally defined. 
a. The Add-On model; in this instance, the core 
offering is priced competitively but there are 
numerous extras that drive the final price up so the 
consumer is not getting the deal they initially 
assumed. If you have recently tried to buy an airline 
ticket or car insurance, you will have spotted that the 
number of extras you are offered can almost reach 
double figures! 
b. The Advertising model; The advertising model 
became popular with the growth of radio and TV 
where the TV stations earned revenue indirectly from 
people looking to promote services to the audience 
they attracted, rather than via consumers paying radio 
and TV stations for the consumption of their TV 
programmes. 
c. The Affiliate model 
An affiliate is simply someone who helps sell a 
product in return for commission. However they may 
never actually take ownership of the product (or even 
handle it). They simply get rewarded for referring 
customers to a retailer when they make a sale.  Again 
this business model has been a huge success given the 
ease with which the Internet facilitates it. 
d. The Auction model 
The auction model is synonymous with eBay, these 
days, but of course auctions have existed for 
hundreds and hundreds of years. 
e. The Bait and Hook model 
This is essentially the razor blade analogy listed 
above, where disproportionate amounts of the value 
are captured on components, refills and the like. 
Anyone who regularly buys ink cartridges for printers 
will recognize this model where customer lock in and 
switching costs result in monopolistic pricing on the 
component side. The mobile phone business also 
grew rapidly on the back of this model as handsets 
were often supplied free of charge when you signed 
up for a contract. Nowadays with SMART phones, 
such is the level of demand for some that consumers 
have to pay hundreds of pounds for the phone and in 
many instances minimum contracts are 18 months. 
 
f. The Direct Sales model 
While direct selling was initially the primary ‘route to 
market’, production efficiencies coupled with 
improvements in transportation meant producers 
could reach a much bigger market and this resulted in 
the pre-eminence of the retail distribution model for 
many years.  However the emergence of the Internet 
as a distribution channel meant that producers could 
disinter mediate costly resellers and sell direct to 
customers themselves, in effect going the full circle. 
The PC manufacturer Dell is a great example of a 
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company who is very focused on the direct sales 
business model. 
g. The Franchise model 
Opening a franchise is essentially buying a working 
business model in a particular industry. You pay 
royalties for the privilege but get access to a winning 
recipe, a support network and an established brand. 
Two famous franchise business models are 
McDonald’s and Subway. 
h. The Freemium model 
This is where the business gives away something for 
free in return for your personal details so they can 
then market to you and hope to build up a relationship 
so that you buy from them in the future. It is typically 
used in service-based businesses where the lifetime 
value of the average customer is high and is 
increasingly popular with Internet services such as 
Spotify, Skype, or Flickr. 
i. The Internet Bubble model 
At one point, ‘unique visitor’ numbers to a site had a 
large perceived value. Many businesses offered free 
Internet services and businesses were valued on the 
basis of potential rather than underlying profit and 
loss metrics. There are still remnants of this today, 
and some spectacular examples like Twitter.com, 
where the notional valuation of the company is 
considerable even though existing revenue streams 
are negligible.  The actual business model is in effect 
getting lost in the media hype and proliferating user 
numbers, and it is more a case of ‘figuring the 
business model out at a later stage’ than up front. 
Naturally this is a highly flawed strategy and rarely 
works. 
j. The Low-Cost model 
The low-cost model can be summed up in one word: 
‘Ryanair’. This is an extremely well established 
business model, where the aim is to drive significant 
volumes of customers (at a low customer acquisition 
cost) and by charging a very low price. In return, 
revenue is earned from a whole host of ancillary 
sources – these include: 
The model is not simply about trying to extract a 
whole myriad of extra cash from consumers, but also 
configuring every single aspect of their business 
model so as to drive out cost. Examples include 
buying oil futures to manage oil price fluctuations, 
having destination tourist boards pay for newspaper 
advertising, having staff pay for their own uniforms 
and training, and so on. 
k. The Pay as You Go model 
With this model actual usage is metered and you pay 
on the basis of what you consume.  Some mobile 
phone contracts operate on this basis i.e. the user can 
buy a phone card which gives them credit. Each call 
is metered and the credit is reduced as the ‘minutes’ 
are consumed (in contrast to subscription models 
where you pay a monthly fee for calls). 
l. The Recurring Revenue model (Subscription 
model)With the recurring revenue model, the aim is 
to secure the customer on a long term contract so that 

they are consuming your product or service well into 
the future. Given that the cost of customer acquisition 
can be high, retaining customers is a primary goal for 
most businesses. It is also becoming synonymous 
with ‘subscribing via direct debit’.  Most utilities 
providers operate under this model. 
 
CONCLUSION 
 
Successful innovators achieve significant multiples 
for every dollar invested in innovation by accessing 
the skills and talents of others. In this way, they speed 
up innovation and uncover new ways to create value 
for their customers and ecosystem partners. 
Companies must help people to share ideas and 
knowledge freely, perhaps by locating teams working 
on different types of innovation in the same place, 
reviewing the structure of project teams to make sure 
they always have new blood, ensuring that lessons 
learned from success and failure are captured and 
assimilated, and recognizing innovation efforts even 
when they fall short of success. Internal collaboration 
and experimentation can take years to establish, 
particularly in large, mature companies with strong 
cultures and ways of working that, in other respects, 
may have served them well. Some companies set up 
“innovation garages” where small groups can work 
on important projects unconstrained by the normal 
working environment while building new ways of 
working that can be scaled up and absorbed into the 
larger organization. The best companies find ways to 
embed innovation into the fibers of their culture, from 
the core to the periphery. They start back where we 
began: with aspirations that forge tight connections 
among innovation, strategy, and performance. When 
a company sets financial targets for innovation and 
defines market spaces, minds become far more 
focused. As those aspirations come to life through 
individual projects across the company, innovation 
leaders clarify responsibilities using the appropriate 
incentives and rewards. Companies also thrive by 
testing their promising ideas with customers early in 
the process, before internal forces impose 
modifications that blur the original value proposition. 
To end up with the innovation initially envisioned, 
it’s necessary to knock down the barriers that stand 
between a great idea and the end user. 
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