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This book explores the DNA of innova on in a world becoming
increasingly aware of the existen alist predicament of mother
earth through reckless exploita on of its natural resources. The
research, carried out through a series of case studies, has
conjured up a set of six principles that govern the frugal
innova on paradigm. These principles can be the basic building
blocks in encouraging innova on in any organiza on; this is
perhaps the most signiﬁcant contribu on of this book.
The authors argue that signiﬁcant macro-changes have been
pressurizing the developed world to re-view its resourceintensive life-styles and produc on-processes to innovate bestin-class, aﬀordable, sustainable and high-quality products and
services with the use of minimal resources in less me. The ﬁrst
principle of frugal innova on is 'engage and iterate.' This call for
the researchers to rush out of their ivory towers to observe the
customer-behavior in the natural environment to be able to
create products and services that caters to the speciﬁc needs of
the customers. The second principle is 'ﬂex your assets' where
the focus is to deliver more value to the customers through the
use of modern technologies and gadgets (Examples cited are
robo cs, 3-D prin ng, social manufacturing etc.). This principle
also envisages more output from the manpower by leveraging
on technological gadgets as well as making the organiza on
more simple and agile. The third principle is 'crea ng
sustainable solu ons' where the focus is on recycling of
materials, and crea ng waste-free products. The fourth
principle is 'shaping customer behavior' where the emphasis is
on insights to customize products and services through
experien al approach as also on posi oning the outputs of
frugal innova on to enhance brand loyalty and market share
that results in the consumers feeling richer while consuming
less. The ﬁ h principle is 'Co-create with prosumers'; here the
emphasis is enhancing consumer engagement and brand
aﬃnity through co-crea ng value for all. It describes how co-
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crea on and crowd-sourcing can help harness the collec ve
wisdom and skills of consumer communi es that require a
dras c shi in mindset from research and marke ng. The sixth
principle, 'making innova ve friends,' deals with networking.
Enterprises need to collaborate with value-chain partners to
develop frugal products, services and business models more
eﬃciently. The authors emphasize the need for an appropriate
culture to foster frugal innova on; they have listed some ps in
this direc on also.
The strength of the book is that it is based on a large number of
case-studies; it enhances the authen city of the discourse.
However almost all the cases are from the ﬁrst world. This has a
limita on: the book is deﬁcient in capturing the ground reality
of the third world. In the ﬁrst world, the necessity for conserving
the resources and the necessity to innovate products and
processes of low-resources-intensity are triggered on moral and
intellectual grounds. For most of the MNCs, frugal innova on is
a means towards compe veness; not necessarily a means of
survival. In the third world, on the contrary, resource crunch is
far more severe and hence the need to develop products and
processes of low-resource-intensity is an existen al necessity.
This fundamental diﬀerence makes the search for frugal
innova on much more essen al in the third world. This aspect
does not seem to have captured a en on of the authors.
The development of the ﬁrst world is the result of the industrial
revolu on that happened in the second half of the second
millennium. As front-runners of development they never
experienced shortage of resources. The oil-crisis of 1973 was
perhaps was the ﬁrst jolt to this paradigm. This can be seen as
one of the major landmarks in the process of 'power-shi ' that
Toﬄer1 has predicted. Predic ons of the Club of Rome2 had also
sounded the warning bells on the reckless exploita on of the
earth's resources. All these factors have created some modest
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compe ve pressures on the developed countries and the
MNCs to innovate more 'acceptable' products. The focus of this
book has been on this aspect.

readable. The only point to be added is that the domain of frugal
innova on is incomplete without the innova ons happening in
the third world.

The predicament of the third world has been quite diﬀerent and
dis nct. These economies could not aﬀord most of the
products, processes and technologies that the developed
countries had developed. So they had to explore innova ons to
create products that are acceptable to their context. Many of
the industries in India (Paper, Tex les and process industries)
are built on the strength of machinery discarded by the west.
Import of second-hand machinery and extending their life were
common in these sectors. Don't these qualify to be termed as
frugal innova on? The authors men on about an economy car
being built in Eastern Europe and marketed, by Renault, at a
price less than US$ 6000. Tata Motors developed and put in
market a car that was priced at about US$ 2000 in 20093. More
than just the cost reduc on, it is a classic example of
innova ons in design, manufacturing and ﬁnancing. 'Jaipur
foot'4 is another example of frugal innova on. Aravind Eye
Hospital5 has been conceptualized and nurtured to provide
aﬀordable eye-care to the teeming millions of poor and semiliterate people of India. There cannot be a be er example for
the concept of 4-As propounded by Jagdish Sheth6. Grameen
Bank is another example of innova on by Prof Mohamad Yunus7
in Bangladesh to provide banking (micro-ﬁnance) facili es and
livelihood to the bo om-most level of the popula on who were
otherwise untouched by most of developmental ini a ves.
Vijay Govindrajan coined the concept of 'Reverse Innova on'
for crea ng innova ve products in the underdeveloped world
and expor ng them to the developed world8. Last year India
spent $74 million on Mars Orbiter Mission (MOM) compared to
the NASA's spend of $671 million on its Maven Project9. Was not
this a case of frugal innova on on a global scale?

End Notes:

Many more such examples of frugal innova on can be cited in
the third world, if only the authors had shi ed their focus
appropriately. The alchemy and DNA of these innova ons are
most likely to be dis nct from what the authors have captured
through their research. In short, the book represents the
perspec ve of frugal innova on from the developed world. The
perspec ve of the underdeveloped world remains to be
captured by the authors.
These observa ons should not be treated as beli ling the
eﬀorts of the authors. The book is well endowed with structure,
style and content; rich in its research ﬁndings; above all very
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namely world popula on, industrializa on, pollu on, food produc on and resource
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to a stage of collapse in less than a century. The report has been cri cized heavily for its
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3. Tata Motors Ltd, launched the Tata-Nano car in 2009 at a price tag of INR 100,000 (less
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re red eye-surgeon from government service with the mo o of eradica ng cataract
from among the poor people of India. Till 2012, it has treated 32 million pa ents and
carried out 4 million surgeries, most of them at extremely low charges or for free. This
has made the en ty the most eﬀec ve eye-care provider of the world. The chain also
runs a facility for making IOLs (Intra Ocular Lens) which has emerged the largest such
facility in the world. Many case-studies have been wri en on Aravind Eye-Hospital See
Joe Tidd, John Bessant and Keith Pavi : Aravind eye Clinics.
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9. Mars Orbiter Mission of India, in 2013-14 was a $74 million project. At about the same
me NASA's Maven Project had costed $671 million. Prime Minister Modi stated that
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