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Forager
What we found when we got into people's kitchens.
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FIELD RESEARCH

Five conversations. Real kitchens.
EXPERT / STAKEHOLDER

Alejandro Morgan
Executive Chef, Wildseed & Rad Radish 

(Vegan Restaurants)  · From Costa Rica · 

San Francisco 

EXPERT / STAKEHOLDER

Zafar Khan
Dairy Farmer · Former Engro Foods Board 

Member (Dairy Company) · Pakistan

SUPER - USER

Sid
Lifelong vegan, 20 · Western, 

health-conscious · Stanford 

MAINSTREAM USER

Rema Thakar
Software Engineer, 54 · Grew up in India · 

Palo Alto 

EMPATHY EXERCISE

Aarushi's Mom
South Asian home cook, 50s · Cooked with 

Forager together · Palo Alto



Taste as a 
non-negotiable

Western branding 
feeling alienating to 
some non-Western 

consumers

Behavior is shaped 
by environment

Social belonging Trust and reliability

Core Themes

Synthesis & Analysis







INSIGHT ONE

Plant-based dairy was built for a splash in 
coffee, not the gallon for marinating lamb; 
cooks who needed that gallon recognized that 
instantly.



INSIGHT TWO

Those from dairy-heavy food traditions don't 
avoid plant-based dairy because they don't 
know it's an option. They avoid it because they 
don't trust it to work in their own kitchen.



“Does it actually behave like 
dahi in a curry? Does it whiten 
tea? Does it fill up a kid?” - 
Zafar Khan (Pakistani Dairy 
Farmer)



THE OPPORTUNITY AREA

How might we support the non-Western home cook to 
trust that plant-based dairy can do what real dairy 
does, in the dishes they already make?



WHO WE'RE DESIGNING FOR

The Reluctant Experimenter

WHO THEY ARE

Home cooks from dairy-reliant food 
traditions who rely on dairy as a 
functional ingredient — in marinades, 
curries, dips, and baking.

THEIR TENSION

Wanting to cook traditional food — 

but not wanting to risk a dish on an 

unfamiliar ingredient.

If it fails, the whole meal fails.



U.S. Census Bureau QuickFacts: United States 
Expenditures: Dairy Products: All Consumer Units 

REACHABLE SCALE

~500K–1M
immigrant & 1st-gen households with 
dairy-reliant cooking traditions

$7.8M - 31.2M
OPPORTUNITY

Estimated annual revenue opportunity 

(5–10% capture).

~260×
per year — they cook ~5 dairy-reliant 
dinners a week

FREQUENCY

$631
est. annual dairy spend per household. 
We est. 50% is for cooking use

CURRENT SPEND

MARKET VIABILITY

https://www.census.gov/quickfacts/fact/table/US/HCN010222?utm_source=chatgpt.com
https://fred.stlouisfed.org/series/CXUDAIRYLB0101M


The Concept: 
Forager in 
Every Kitchen





Product Line



ACTIVATION

In-Store Demos in Ethnic Grocery Stores



Thank You!



Appendix



WHAT'S NEXT

If we kept going, here's what we'd need to find out.

TECHNICAL
Though Forager is capable of working in these kitchens 
from our individual tests, professional development and 
mass-testing would be necessary to ensure trust in the 
product.

USER
There would need to be taste tests with greater numbers of 
users, and perhaps longitudinal studies to see if tastes 
change over time.

BUSINESS
There would be changes in distribution and packaging 
costs due to changes in marketing and the stocking in 
ethnic grocery stores.

DESIGN
If it would be possible to alter packaging for different 
stores in attempt to combat the sweet/savory dichotomy, 
or increase signposting to non-Western groups.



Synthesis & 
Analysis



BUILDING TRUST

The Refill-Model




