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(marginalized), 22–23, 131–158; large base in
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Core values: IBM’s, 101; improvisation by breaking

rules and shifting, 100–101
Corporate social responsibility (CSR), 97, 146, 150
Coulson, Stuart, 217
Cox, Christopher, 129
‘‘Creative capitalism,” 135
Credit Appraisal Toolkit (CAT) [YES BANK], 132
Crowdsourcing, 200
Cuervo, Soleio, 105
Customer-centric design, 121, 173
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sector of, 22–23, 131–158. See also Consumers

D
Daily Duo vacuum cleaner (Philips), 121
Danone (France), 46–48
Das, Kanak, 20, 34–35
DataWind (UK-based), 114
Davis, Miles, 186
DDX (Digital Direct X-ray), 61
‘‘Defeaturing” practice, 113
Deshpande Foundation, 213–214
Deshpande, Gururaj ‘‘Desh,” 214

Design: Apple’s ‘‘user-centric,” 121; ‘‘defeaturing”
practice, 113; embracing customer-centric, 121,
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79–83. See also Frugal business strategies; ‘‘More
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leader, 128–130; New York Times Company
(NYTC) predictions for success of, 106; simplicity
approach adopted by, 117. See also Social media

The Facebook Effect (Kirkpatrick), 225
Failure: practicing ‘‘detached engagement” to

overcome fear of, 166–167; leading into success
through, 103–105

Fast Company Most Influential Women in Technology,
205

‘‘Fat tail” (dominant) consumers, 146, 147
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of, 20–21; learning to improvise and have,
100–105; New York Times Company (NYTC)
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14–15; DIY (do-it-yourself) generation using
jugaad, 203–205, 211; how Ford is using social
media to connect with, 226; looking for meaning
and passion in their work, 168, 169, 194;
preference for simplicity by, 117; reinventing
products for, 96–97; reshaping entire industries,
205–211; scarce resources and consumer base of,
14; unique workforce characteristics of, 144

Generation Z: diverse workforce of the, 15;
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Globalization: harnessing ingenuity across borders,

226–227; how innovation is impacted by
breakneck, 16–17

GlobalLogic, 96–97
Goldman Sachs, 18
Google: ‘‘closed Swiss Army knife” metaphor for

products of, 127; Code for America funding by,
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V. Mohan’s telemedicine solution for diabetes
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IBM: Airtel’s IT infrastructure managed by, 62–63;
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IDEO, 170, 173, 200
Immelt, Jeffrey, 57, 153, 186–187, 192
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24–25; for experimenting with multiple ways to
reach goal, 91–92; jugaad innovators’ effective
use of, 89–90; learning to use, 100–105; Tata
Motors’ successful, 90–91

Improvisation skills: allow employees time and space
to improvise, 101–102; break rules and shift
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multiple business models, 103; getting outside
your comfort zone, 102; partner with flexible
thinkers, 102–103; willingness to fail, 103–105
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Including the margin principle: cocreating value

strategies for, 134–142; enabling financial
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Including the margin principle: (continued )
156–157; increasing profits by, 150–156; as
jugaad principle, 22–23; as moral imperative that
makes business sense, 133–134; YES BANK’s
approach of, 131–133. See also Marginalized
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18–19; how scarcity is mother of invention in,
59–60; jugaad (‘‘innovative fix”) practice in, 3–5;
large number of consumers in, 60; Mitticool’s
innovation in, 2–3; people with diabetes in, 85. See
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Indian Institute of Management (IIM) [Ahmedabad,
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series), 26
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incubator to reduce, 109–110; Embrace’s
portable infant warmers to reduce, 67–69, 217;
Siemens’s Fetal Heart Monitor to reduce, 124;
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complements structured, 24–25; IBM’s CEO
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approach to, 22, 109–130; searching for a new
approach to, 17–19; service, 114–115; Six Sigma
approach to, 10–11, 21, 52–53, 99; the West’s
‘‘bigger is better” approach to, 110. See also

Jugaad (‘‘innovative fix”); Structured innovation
Innovation X (Richardson), 41
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International Monetary Fund (IMF), 38
‘‘Intrapreneurship,” 98–99
Intuition: as The Container Store’s foundation

principle, 176; ‘‘gut intelligence” form of, 168;
Kishore Biyani’s ‘‘common sense retailing” using,
159–160; why firms shun, 170–171. See also

Follow your heart principle
INXS Technologies (India), 161
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Apple
Johnson & Johnson, 154, 156, 191
Jua kali, as Kenya’s equivalent of jugaad, 5
Jugaad adoption agenda: apply jugaad to formulate

robust strategies, 199; avoid implementing jugaad
in top-down fashion, 196; celebrate your existing
jugaad innovators, 196; cross-pollinate and
synergize jugaad ideas, 198–199; monetize
jugaad inventions, 197–198; persuade skeptical
employees, 196–197; use Web 2.0 tools to
harness customer and partner creativity,
199–200

Jugaad community: campus recruiting of new
members for the, 226; emergence of global,
222–224; training future jugaad innovators of
the, 216–222; Western governments partnering
with the, 211–216

Jugaad (‘‘innovative fix”): as complement to
structured innovation, 24–25; examining the
growing movement in the West, 26–27; history of
Western, 5–8; how CEOs can drive adoption of,
195–200; how the West lost its, 8–13; improvising
ingenious solutions through, 3–5; international
applications of, 5; introducing six principles of,
19–24; Mitticools as, 2–3; strategies for getting
started with, 193–195; training future innovators
in, 216–222; zizhu chuangxin, as Chinese form of,
164. See also Innovation

Jugaad integration strategies: mixing jugaad with
structured innovation, 183–186; understanding
when jugaad works best, 182–183

Jugaad movement: bringing a more prosperous world
through the, 227–228; how companies can profit
from the, 224–227; how Generation Y innovators
are reshaping entire industries, 205–211;
ingenuity economy as part of the, 202–203; rapid
growth and institutional support of, 201; Western
governments joining the, 211–216

Jugaad principles: do more with less, 21, 57–84,
188–189; follow your heart, 23–24, 159–180,
192; include the margin, 22–23, 131–158, 191;
keep it simple, 22, 109–130, 190–191; seek
opportunity in adversity, 20–21, 29–56,
187–188; strategies for getting started with using,
193–195; think and act flexibly, 21–22, 85–108,
189–190. See also C-level leaders

Jugaad training: Design for America (DFA) approach
to, 220–222; Santa Clara University’s Frugal
Innovation Labs, 218–219; Stanford University’s
Entrepreneurial Design for Extreme Affordability
course, 27, 67, 216–218, 226; University of
Cambridge’s inclusive design program, 219–220

Junco, Enrique Gómez: adaptability of, 35–36; how
adversity was reframed by, 20; innovation by
reframing, 37
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complexity, 116–117; example of the art of,
112–116; General Electric’s approach of,
190–191; growing evidence of need for, 118–119;
how the Facebook approach is to, 128–130; as
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