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• Waste Anxiety: Single households wants to minimize food waste due to large supermarket packaging. They want better shopping 
and meal planning, smaller portions [1]

[2]Deloitte. (August 31, 2025). Ways consumers are trying to save on food in European countries as of July 2025 [Graph]. In Statista. Retrieved January 23, 2026, from Statista

[1]European Commission. (October 26, 2015). What would help you to waste less food at home?* [Graph]. In Statista. Retrieved January 23, 2026, from Statista

• Food in the Fridge: “I already have food at home.” When surveyed in July 2025 in European countries, 63% of respondents 
agree that using what’s already in the fridge is the biggest opportunity to cut food waste [2]

• What’s for Dinner Dilemma: “I forgot food in the fridge because I don’t know what to cook with it.” Households are the largest 
source of food waste because of inconsistent meal planning and lack of recipe inspiration

[3]Europe Ethnic Food Market Report,  (Dec, 2025) Marketresource

• Missing Home: Strong ongoing demand from expat populations who seek foods from their homelands in local European 
markets [3]

INSIGHTS

• Cultural Food Curiosity: A global survey found ~70% of Gen Z and ~60% of Millennials are actively seeking international and 
traditional meal ideas online. They cite “discovering new cultures through food” as a top motivator [4]

[4]Global Food Culture: Tradition Reinvented, Innova’s Top 10 Trends 2025

https://www.statista.com/statistics/1427635/strategies-for-dealing-with-high-food-prices-europe/
https://www.statista.com/statistics/532916/opinions-on-methods-to-reduce-food-waste-eu-european-union-survey/
https://www.marketdataforecast.com/market-reports/europe-ethinic-food-market/tables-figures
https://www.innovamarketinsights.com/trends/global-food-culture-tradition-reinvented/?utm_source=chatgpt.com


The Idea
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HelloFresh stops competing with grocery shopping.
It coexists with what’s already in the fridge.

A video prototype was created to demonstrate the proposed user flow and is available upon request.



Share of people regularly buying meal kits in selected European countries in 2025, by country

Meal kits popularity in Europe 2025, by country

Note(s):As of July 15; 18-64 years; 9,565 respondents, Further information regarding this statistic can be found on page 8, Source(s): Statista Consumer Insights; ID 1372603
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Test. Learn. Scale
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http://www.statista.com/statistics/1372603/meal-kits-penetration-rate-europe


In-App Lifecycle-CRM

Biomüll stickers 
Contextual awareness

Out-of-Home

Taste of Home Category for
“Tastes you forgot, saved from 

your fridge”

Paid Media

Exclusive Selection Access

“This was almost thrown away.”
“Food reminded me home.”
“I am not feeling like shopping 
today.”
The recipies you grew up with. 
Real fridges. No prep. Influencers 
showing what’s actually in their 
fridge, without planning or 
preparation.

Short-form video + Google AdsPersonalized incentives

Content, incentive, 
targeting testing for 
PN, email, LPs
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From Fridge to Table: A 360 Degree Go-To-Market Plan

Remarketing 
campaigns



7

Exclusive Selection for My Fridge
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Look & Feel



App Ingress Points

Homepage Hero
Landing Page
Bottomsheet
Inline messaging
Animated pop-up
Checkout banners
Push notifications
Beta tab 



a. Existing HelloFresh Users
Single households, Gen Z, Millennials concerned about food waste and overbuying
Customers who decreased basket size in the last 6 months
Reviewed recipes but did not order (last 6 months)
Lapsed subscribers, paused subscribers
Meal kits in cart, no purchase in the last 30 days
Active members who purchased in specific categories (X / Y / Z)
Beta users of other feautes (early adopters)
b. New to HelloFresh
App downloads in the last 3 months and purchased first meal kit
App downloads in the last 3 months and did not purchase first meal kit
c. My Fridge Beta Users (6 months post launch)
Beta users who scanned the fridge and viewed at least one recipe not purchased
Beta users who have not scanned the fridge in the last 6 months
d. Not HelloFresh User
Has budget / planning / habit apps > signals of convenience seeker
Language ≠ country > signals of expat life, keen to explore other cuisines
Food explorer, follows home cooking, cook with me influencers
International SIM / roaming history
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Targeting Strategy



Measuring what really matters

Acquisition & Reach

HelloFresh App Install per traffic driver and channel
Total impressions (My Fridge desktop LP)
Lead Source breakdown per Beta sign up
(In-app, Push, QR, Influencer: TikTok / YT / IG, Landing page)
Beta opt-in users / new users
Beta opt-in users / existing users impressed

My Fridge activation rate (daily / weekly / monthly)
Users with ≥1 fridge input / beta users
Unique Fridges scanned
Scan usage vs manual entry (%)

Avg. Sessions per user / week
% increase in session length per user
Recipe view rate per user
Recipe saved per user
Taste of Home recipe view / select / share rate
Purchase abandonment
Saves and shares in social media

Direct conversion: Meal kit purchased (# kits , # customers)
Direct conversion: Missing ingredients purchased
Attach to meal kit & purchase rate
Minimum order completion rate (%)
Avg. basket size per purchase
Avg. incremental basket value (€)
Number of missing ingredients per recipe
Avg. value of missing ingredients per purchase

Conversion & Basket

Engagement & Content

My Fridge Activation & Usage
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Measuring what really matters

Retention

Daily / Weekly / Monthly Active Beta Users
Week 4 retention lift (vs control)
% Repeat customer rate
Subscription reactivation rate
App reactivation rate
Predictable recurring revenue from subscriptions

Incentives granted vs incentives redeemed
Push / Email open rate
Opt-out rate
CTR, CVR (Direct vs total conversion rate)
Cost to serve

Net promoter score
Latency & crash metrics

Incentives & CRM

Experience & Stability
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