
JUL IE  TOLMIE

SHANNON  DICKENSON

THEA  THON

TRISTAN  LAGRON

 

 

A GRAND CHALLENGES IMPACT LAB PROJECT

PREPARED  BY

BUSINESS  PROPOSAL

MARCH  2020



MARCH  2020

OPEN  KITCHEN                                                                                                        PAGE  1

t a b l e  o f  c o n t e n t s
2.  Executive Summary
2.  Problem
3.  Beneficiary and Customer
5.  Our Solution
6.  Business Plan
7.  Make it Real
 
9.  References 
11.  Appendix 1 - Theory of Change Canvas
12.  Appendix 2- Randomized Control Trial Design
13.  Appendix 3 - Empathy Maps
13.  Empathy Map 1 - Gokarna Tourists
13.  Empathy Map 2 - Rural and Halakki People
14.  Appendix 4 - Documentation of Prototype
15.  Website Prototype
16.  Appendix 5 - Prototype Feedback
17.  Appendix 6 - Business Plan Details
17.  Start-up Costs
17.  Recurring Expenses (See Income Statement)
17.  Event Coordinator Salary
17.  Pricing Scheme
17.  Marketing Plan
19.  Income Statement
20.  Cash Flow Statement
21.  Balance Sheet
22.  Break Even Analysi
23.  Appendix 7 - Seven Sentence Story



MARCH  2020

OPEN  KITCHEN                                                                                                        PAGE  2

Exe c u t i v e  s u m m a ry
Every year, millions of Indians leave their rural hometowns and migrate to cities. Between 2007 and
2008, over 8.5 million people reported spending one to six months away from their homes for work in
urban areas [1]. Many of these individuals migrate due to the lack of work available in their rural
communities that meet their households’ financial needs. This is the case for the Halakki, a tribe of
forest dwellers-turned-farmers who live in villages surrounding the popular tourist destination of
Gokarna [2]. We created Open Kitchen to address this problem. Open Kitchen is a program that
capitalizes on the Halakki’s cooking skills and unique regional food by connecting these talented
rural cooks to an audience hungry for authentic regional food and experiences. By leading
workshops in their own homes the cooks earn the supplemental income their families need to stay in
their hometowns. For each Open Kitchen workshop, an experienced and an inexperienced cook are
partnered to help less experienced Halakki develop cooking skills and empower them to eventually
lead their own workshops.

P r o b l e m
 Despite India’s growing reputation as a hub for engineering and technology, nearly two thirds of the

country’s workforce depend on agriculture for their livelihoods [3]. Farming, as well as related fields
like forestry, logging, and fishing, employ 60% of India’s population [3]. However, agriculture is failing
to support the rural communities that rely on it. BuDa Folklore, an NGO and center for research on
the Uttara Kannada region’s indigenous communities and folk culture, informed us that rural
households previously supported themselves with family farms, but these no longer generate
enough income to fulfill their financial needs. Only 12% - 20% of households in a case study reported
that they could rely solely on farming to support themselves [6]. The productivity of agriculture also
fluctuates from year to year and has become increasingly less productive over the past 30 years [6].
This is due to a number of factors including land fragmentation and deforestation, both of which
have reduced agricultural output in rural tribal communities [6]. Scientists also believe that this
decline in productivity may be a result of rising temperatures over the past 20 years [7].
 
As agricultural revenue has decreased over the past few decades, household expenses have
increased. The changes in household expenses have been observed by BuDa Folklore, which has
been working with the rural and tribal people for decades. BuDa relayed to us how children in rural
communities used to learn from home and helped their families on their farms instead of going to
formal schools. Families used to buy only fish, vegetables, and clothes. Now, they have additional
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expenses, such as school fees, cell phones, motorbikes, and petrol. The 15 Halakki men we
interviewed reported a similar increase in expenses. Each one said that if they had more money, they
would pay for a motorbike, a house, a cell phone, their own or their children’s school fees, or a
combination of several of these things.
 
Inconsistent and decreasing agricultural income, combined with  increasing household expenses,
have therefore presented rural communities like the Halakki with a problem: Lacking local
employment opportunities to meet their households’ financial needs, individuals have begun
searching for jobs elsewhere to fill the income gap [4]. Both academic literature and our own field
work present evidence for this issue. In a 2013 study, 74% of the 305 people interviewed stated that
their primary reason for migrating away from their hometowns to urban areas was to find jobs [4][5].
The eleven migrant workers we interviewed at Bangalore’s Cantonment Railway Station confirmed
this. They informed us that they had left their hometowns because there were no jobs there. Six said
that even jobs offering half of their current wage in the city were not available back home.

B e n e f i c i a ry  &  C u s t o m e r
 

Our solution to this lack of jobs in rural areas that do not meet households’ financial needs is Open
Kitchen. Open Kitchen is a program that serves two main groups. The first, our beneficiaries, is
Halakki and rural people in Karnataka’s Uttara Kannada region. The second, our customers, is local
and international tourists in Gokarna. Open Kitchen will help Halakki and rural people earn enough
supplemental income that they will not need to migrate to meet their family's necessities. At the
same time, local and international tourists will gain access to authentic Uttara Kannada cultural
experiences. 
 
The rural areas in which Halakki live are no more than an hour away from the popular tourist
destination of Gokarna. In spite of this, tourists lack opportunities to assist tribal people like the
Halakki, despite their desire to do so. In a survey conducted in Bangalore, 20% of 25 potential Open
Kitchen customers said, unprompted, that they believe rural and tribal people have hard lives and
deserve better. They would like to help in any way they can, but aren’t sure how to.
 
Tourists to Gokarna also lack opportunities to experience the region’s culture and food in person.
When we conducted a Google search as a tourist looking for things to do in Gokarna might, we found
that searching for restaurants, food, and cooking workshops didn’t produce any options to
experience local regional food. We used Incognito mode for this search so that our previous
searches would not influence the result. When we used the search term “restaurants in Gokarna,” 0
of the top 15 results for restaurants on Google advertised serving regional food. Most were cafes 
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serving continental food or pan-Indian food. When we searched for “food in Gokarna,” just 22 out of
the top 26 search results on the first page served food. Again, none advertised themselves as
serving regional food. Instead, there were 17 cafes serving continental and pan-Indian food out of
the 22 while the remaining 5 were hotel restaurants, of which 2 served fast food. Searching for
“cooking workshops in Gokarna” produced similar results. Only 2 out of the 10 results on the first
page of Google were for cooking workshops in Gokarna. None of these workshops were for regional
Uttara Kannada food; the only two workshops offered were for Ayurvedic cooking. 
 
It is clear that our intended customer views this paucity of opportunities to experience regional
culture and support tribal people to be a problem. Eight of the ten people we surveyed in Bangalore’s
Indiranagar neighborhood said that they very much wish they had more opportunities to engage with
rural and tribal culture. The other two people said that they somewhat wished this. 
 
During our interviews with migrant workers, they also expressed dissatisfaction with their situation,
specifically the fact that finding jobs to meet their financial needs forces them to migrate away from
their families. Every single one of the 11 migrant workers we interviewed at Cantonment Railway
Station talked about how their jobs in Bangalore prevented them from having something they
strongly desired: more time with their family. The amount of time and money that migrant workers
spend traveling to see their families also indicates how much they don’t want to be separated from
them. Five women we interviewed at the Cantonment Railway Station commute four hours every
morning and another four hours every evening so that they could live with their families. An Uber
driver we interviewed added that he commutes to his rural hometown every week to spend his two
days off with family.
 
Rural and tribal people, including the Halakki, have attempted to address the lack of jobs that provide
sufficient income by migrating to urban areas. As discussed above, however, this has not been a
perfect fix because it separates them from their families. Unfortunately, earning income locally is
also hard for the Halakki. Starting their own businesses is difficult because the Halakki generally
don’t have much savings. Based on their work with Halakki communities, BuDa Folklore has found
that many have to take out loans each year just to purchase the seeds and other supplies necessary
for the year’s planting. BuDa revealed that many Halakki and other rural people are also risk-averse,
which prevents them from making the investment necessary to start a business which would provide
steady income locally. Many Halakki prefer to work on someone else’s farm so that they don’t have
to take on the risk of running their own farms. Academic literature echoes these points. One study
describes how rural entrepreneurs suffer from “fear of risk [and] lack of finance” [8].
 
Urban people report similar difficulty finding opportunities to experience regional culture and support
tribal people. 50% of our 10 respondents said that they haven’t had more experiences with rural or
tribal culture because opportunities are hard to find. Another problem that people we interviewed
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reported was that tribal communities can be hard to access. 50% of our 10 respondents said that it
is hard to gain access to tribal communities because they don’t know anyone in that community. It is
also difficult for tourists to establish trust with Halakki communities or start their own business that
would make cultural opportunities more available because as tourists, they move in and out of
Gokarna quickly. The average duration of domestic trips to India’s rural areas is 5.4 days [9]

o u r  s o l u t i o n
 Open Kitchen is a program that connects talented rural cooks to a broad audience hungry for
authentic regional foods. Through Open Kitchen’s online platform, anyone with an internet
connection can sign up for a workshop, dinner, or both, hosted in the homes of rural and Halakki
cooks. Each workshop will feature an experienced cook along with a Halakki assistant to teach and
prepare food. In this way, workshop participants receive more personal attention and more
opportunities to interact with the tribal people while less experienced Halakki develop the skills and
confidence to eventually lead their own workshops. 
 
To sign up for a workshop, customers can go online and choose a cooking workshop or dinner
offered and can select an available date of the workshop. They can also read cook profiles and learn
more about Uttara Kannada region, local Halakki culture, and the regional foods that are made at
each workshop. The website also offers tourists the option to have transportation arranged to and
from the workshop location. Customers will learn about Open Kitchen’s program through not only the
website, but also brochures and partnerships with nearby hotels and travel agencies, as well as
advertisements on social media. By connecting rural and Halakki cooks to a large audience of
tourists, Open Kitchen will provide their families with supplemental income. In this way, the program
will reduce the need for members of Halakki families to migrate for work, giving them the option to
do something that was not possible before: stay together.
 
By working alongside BuDa Folklore, we were able to gauge interest in these workshops. Many
people that visit BuDa for festivals and study tours have expressed interest in regional food and
cooking workshops. They have repeatedly asked BuDa for recipes as well as workshops so that they
can learn how to make the regional and tribal foods. BuDa has already held one joint story-telling and
cooking workshop in Goa, which was very successful. Individuals we interviewed in Bangalore
expressed similar enthusiasm for Open Kitchen. 81% of the 31 people interviewed were interested in
taking a tribal cooking workshop in a tribal person’s home, 72% said they were willing to travel half
an hour to an hour to get to the tribal cooking workshop, and 71% said they would take a workshop
like this on vacation. 
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To confirm interest on the part of rural and Halakki cooks, we have worked with BuDa Folklore to
identify cooks qualified and willing to host Open Kitchen’s proposed workshops. We have confirmed
that three are interested in teaching if there is money to be made and have the names of six more
cooks who we have yet to confirm with. These cooks are willing to host the workshops in their
homes and would be happy to teach in partnership with a less experienced assistant cook.

B u s i n e s s  p l a n
 Open Kitchen will be established as a LLP and be started by a future GCIL Fellow and a second
Indian co-founder. The two co-founders will each provide half of the initial investment required to
establish Open Kitchen. Open Kitchen will sustain itself financially by charging customers 1750-2000
rupees per workshop per person. This will cover the salaries of the six cooks, the event coordinator,
and provide us with enough additional income to exceed our costs and make the business profitable
by our third year of operation. One full-time employee will be hired as an event manager who will help
organize travel, maintain the website, and work as a translator during the workshops. 
 
For the first year, Open Kitchen will charge 1750 rupees per workshop. Compared to cooking
workshops in Bangalore, Open Kitchen’s prices are low. Based on our online research, cooking
workshops range from 3000 to 4000 rupees in Bangalore while workshops in Gokarna are extremely
scarce and hard to find. By providing an opportunity to learn about regional food in the home of a
rural or tribal person, Open Kitchen also offers a unique and exclusive cultural experience. For these
reasons, we will increase the price of workshops from 1750 to 2000 rupees after the first year.
 
We have prepared a comprehensive business plan that meets industry standards for Open Kitchen.
This includes an income statement, balance sheet, cash flow statement, and break-even analysis. All
of these documents can be found in Appendix 7. The income statement is the conservative
estimation of Open Kitchen’s first three years of business, and accordingly it is reasonable to believe
that Open Kitchen will do better than the income statement suggests. Some of the key assumptions
that have been made in the business financial plan are that Open Kitchen’s customer base will grow
by 25% in the second and third year, there will be no litigation or attacks on the company, and Open
Kitchen’s LLP partners will be engaged and run the marketing plan without a salary for the first three
years. The start-up costs, recurring expenses, event coordinator salary, pricing scheme, and
marketing plan can also be found in Appendix 7. This would create a profit of -75,840 rupees our first
year, 61,925 rupees (in debt 13,915 rupees) our second year, and 118,089 rupees our third year. This
would make the company profitable for the first time (104,174 rupees overall profit) by the end of our
third year of operation. Each cook would earn 7,583 rupees, an amount almost equivalent to what the
Halakki men we interviewed said they would want to earn to remain in the village (8,000 
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rupees). In order to break even, Open Kitchen would have to serve 300 customers each year. Open
Kitchen’s income will be larger and year-round rather than seasonal once we become more well
known and the website becomes a larger entrypoint for the national and international audience.

M a k e  i t  r e a l
 To ensure that Open Kitchen will be successful, sustainable, and impactful, we collected primary
data from 41 potential customers within Bangalore and 26 potential beneficiaries, including migrant
workers and Halakki tribe members.
 
We surveyed 31 people in Bangalore to gauge their interest in Open Kitchen. The fact that the vast
majority (81%) of these people would be interested in taking a cooking class  in a tribal person’s
home indicates that there will be demand for our product. This primary data also reveals that the
travel time required for customers to reach Halakki homes should not deter them from signing up for
a workshop. We conducted an additional 10 interviews to determine how accessible and appealing
opportunities to experience rural and tribal culture are. These revealed that people are very
interested in opportunities to experience regional and tribal culture; 80% said they very much wished
they had more opportunities to engage with rural and tribal culture and even the other 20%
somewhat wished they had more opportunities. Many, however, had difficulty finding these
opportunities (50%) and accessing tribal communities (50%).
 
We also interviewed eleven migrant workers at Bangalore’s Cantonment Railway Station and fifteen
Halakki in their hamlet near Ankola. They shared that there is a lack of jobs in their hometowns that
meet their household’s financial needs, that this had led many of them to migrate for work, and that
migrating had prevented them from doing something they valued highly: spending time with their
family.
 
In addition to conducting these surveys and interviews, we solicited feedback on our minimum viable
product (MVP). Our MVP was a website that customers could use to sign up for cooking workshops
in the homes of rural and Halakki cooks. It includes information about the cooks and food customers
can learn to make, an introduction to the Uttara Kannada region, and a place for customers to sign
up for a workshop. We collected feedback on this website by surveying people in the Indiranagar
neighborhood of Bangalore. We have collected 10 responses so far. BuDa Folklore also provided
feedback on Open Kitchen, which we have incorporated into our website and business plan.  Finally,
we reached out to several hotels and taxi services in Gokarna to gauge their interest in partnering
with Open Kitchen. Three hotels in Gokarna agreed to feature brochures for Open Kitchen at no cost.
Three taxi services in Gokarna also agreed to partner with us to advertise Open Kitchen to 
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tourists. Upon sending them a proposal, a more specific plan will be solidified.
 
Our next steps will be to launch the Open Kitchen website with more fully fleshed-out descriptions of
cooking workshops, profiles for each cook, and information about dishes that tourists can learn to
prepare. We will also find additional cooks to list on the website in order to grow our offerings. After
this, we plan to decide on and procure items for sale in the website’s online shop. This will allow
customers to purchase materials they need to make regional food at home and provide additional
revenue for Open Kitchen and its suppliers. Long term, we will further develop our cook training
program and look into other ways to support empowerment and entrepreneurship in the community.
 
To make this happen, we will need to bring several people onto our team. BuDa Folklore is crucial to
our work with the Halakki. The organization has already expressed enthusiasm and support for Open
Kitchen. With BuDa, we have identified three cooks who would be willing to host workshops in their
homes, as well as six more with whom we still have to confirm. The three confirmed cooks are
Shalani Akka, Gouri Akka, and Saraswati. The additional six cooks are Kalpana, Mngala, Mangala,
Vijay, Nirmala, and Deviyani. Open Kitchen will also require an events coordinator to manage
logistics, help identify and vet new cooks, and serve as a translator. We plan to hire one of BuDa’s
past interns for this position as they will already have a commitment to rural and tribal people.
Finally, we will need an Indian business partner who can help co-found Open Kitchen. They will need
to speak Kannada so that they can communicate with the rural and Halakki cooks. This person will
also need to have time to devote to establishing the business. A future GCIL Fellow will set up this
business with the help of the Indian co-founder.
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Ap p e n d ix  1  -  
T h e o ry  o f  c h a n g e  c a n v a s
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Ap p e n d ix  2  -  
R a n d o m ize d  c o n t r o l  t r i a l  d e s i g n

 This randomized control trial will measure the impact of a supplemental income on the tribal
individuals and will evaluate exactly how much it will affect each individuals’ income compared to if
we hadn't intervened. 
 
There will be two rural tribal groups selected for the randomized control trial. One of which will be
given employment as chefs in the cooking classes while the other will be the control where no
intervention will be made. Three sets of individuals will be chosen from each tribe, each with some
knowledge of the traditional cooking practices and dishes from their specific tribes. They will have
the same reputable skills to evaluate each group equally.
 
For each person in the trial the total number of days they worked as well their income will be tracked
for a year. As a baseline, data will be collected on the amount of income and days worked for each of
the individuals chosen for the year prior to the study. This will give more accurate data on how the
jobs affected their change in income. Once all of the data is collected the incomes and number of
days worked will be compared.
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Ap p e n d ix  3  -  
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Ap p e n d ix  4  -  
d o c u m e n t a t i o n  o f  p r o t o typ e

 Our main prototype for Open Kitchen is a website - https://roy04nd.wixsite.com/open-kitchen
 
The prototype website has a total of six pages. This includes Home, Our Workshops, Our Chefs,
About Us, Gallery, and Contact Us. The home page features our story, pictures of our chefs, the
testimonials of past participants, and links to our other pages. Our Workshops page features all of
the workshops offered with the option to “Book Now.” Once you click on the “Book Now,” you can
learn more about each workshop offered. Open Kitchen revolves around the amazing chefs and
accordingly there is a page on the website for their stories called Our Chefs. About Us highlights our
business model and the work that we do. Gallery showcases some of the best photographs taken
during and after the workshops. And finally, customers and partners can get in touch with us through
the Contact Us page. Screenshots of the Open Kitchen prototype are shown below.
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Ap p e n d ix  5  -  
p r o t o typ e  F e e d b a c k

 The feedback was positive and supportive of Open Kitchen’s prototype and value proposition. From
the results, it is apparent that this website fills a need for accessing tribal cultural experiences. The
website received very good feedback for its usability. 50% of people said the website was “very easy
to navigate” and the rest of the interviewees reported it to be “easy” or “neutral.” Furthermore, 60% of
people said that they would use the website while the other 40% said that they might.



Ap p e n d ix  6  -  
B u s i n e s s  P l a n  D e t a i l s
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Technique 1: 
Use GoogleAds for the first year of business. It costs 7,509 rupees per month for about three clicks
per day.
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Technique 2: 
Partner with taxi services to advertise Open Kitchen to tourists. Ramnath Taxi Service, Gokarna Taxi
Service, and Omkar Tours Travels, all agreed to partner with us. Upon sending them a proposal, a
more specific plan will be solidified.
 
Technique 3: 
Partner with hotels to suggest Open Kitchen as a fun tourist activity to their customers. Kudle Beach
Resort, Sanskruti Resort, and Namaste Yoga Farm agreed to feature our business brochures at no
cost. (Taking money to suggest specific tourist activities damages their credibility). After explaining
the details of Open Kitchen to Namaste Yoga Farm, they were especially interested in partnering with
us since they believed we have similar customer profiles.
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I n c o m e  s t a t e m e n t
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C a s h  f l ow  s t a t e m e n t
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B a l a n c e  S h e e t
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B r e a k -E v e n  a n a lys i s

By comparing the revenue and total costs of Open Kitchen we were able to show a trajectory of the
upcoming years. Three hundred customers will need to be served each year in order to break even
within the next three years. (This does not apply for the first year because of the marketing heavy
plan.) By the middle of the third year of business our revenue will surpass our initial investment
costs.
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Ap p e n d ix  7  -  
s e v e n  s e n t e n c e  s t o ry

In a hamlet a 14-hour bus ride west of Bangalore, there lived a Halakki family with a father named
Guni, a farmer, a mother Gori, a housewife, and two elementary-school-aged children named Shalini
and Atmeeya. As the head of the family, Guni always worried about how to stretch the small amount
of money he and his wife made from seasonal farming and occasional domestic work to cover next
month's school fees for their two bright children, so he had to migrate away from his family for
weeks at a time to find work to meet his family’s financial needs. Until one day, Gori heard about an
opportunity for her family to generate substantial supplemental income by inviting Indian and foreign
tourists into her home a few times a month to teach them cooking and share a meal with them. And
because of this, Gori began conducting workshops in her home with the help of a master cook to
develop her skills; she was able to generate enough supplemental income for her family to allow
Guni to remain at home by picking up lower paying local jobs and returning to farming. Guni and Gori
were able to consistently earn enough money to keep their children in school while keeping the whole
family together in the hamlet. After a year or two of working to make a successful cooking workshop
program, Guni and Gobi were finally able to help the website expand to craft, dance, and song
workshops to employ more villagers locally and allow more families to stay together; ultimately
strengthening their community. From then on, Guni’s family and many others in the hamlet were able
to earn a comfortable income and remain close by and close-knit.


