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Location
» Canada, USA, and the U.K.

Initiated by
» Unilever

Partners
» BEworks, WRAP, and other leading food
waste experts

Results
» Reduced food waste by 33% to 46%

Introduction

The Fridge Night programme offers simple,
practical solutions to help people be more
resourceful with and enjoy eating the food
they have at home, thereby reducing food
waste and associated greenhouse gas
emissions. Participants pledge to use up
expiring perishables one evening a week for a
month, and complete weekly challenges. They
are sent reminders and tips. In return, they
save time and money and get tools for easily
planning meals with leftovers.

Background

Note: To minimize site maintenance costs
all case studies on this site are written in

the past tense, even if they are ongoing as
is the case with this particular program.

Fridge Night was an extension of past efforts
by Unilever-owned mayonnaise brand
Hellmann’s Canada, which had made food
waste reduction a central part of its brand. A
number of partners helped develop, launch,
and operate the program, including
behavioral scientists BEworks, climate action
NGO the Waste and Resources Action program
(WRAP), and other leading food waste
experts.
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Getting Informed

Fridge Night was developed by Hellmann’s
and its partners, based in part on their past
experience with waste reduction and
behavior change. In addition, they piloted and
further researched the approach in Canada in
2020 and 2021 (more details below.)

Prioritizing Audiences

This program was designed for food shoppers
in Canada, USA, and the U.K.

Delivering the Program

Hellmann'’s developed Fridge Night / Use Up
Day based on three central strategies:

1. A weekly Use-Up Day challenge.
Participants committed to one ‘Use-Up
Day’ per week when they would create a
meal with ingredients already in their
homes that might otherwise be thrown
out. This created a simple, once-a-week
focus on using up perishables, which
participants could commit to, then
schedule, remember and be prompted
about. The challenge promised
participants cost savings, more free time,
and a way to contribute towards slowing
climate change. (Building Motivation and
Engagement Over Time, Norm Appeals,
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Obtaining a Commitment, Overcoming
Speific Barriers, Prompts)

2. The "3+1" framework. This provided an
easy-to learn and easy-to-use structure
and mental prompt for creating
nutritious, appetising meals with
leftovers. In addition, it provided a
structure for the program’s flexible
recipes (Flexipes; see below). The
framework prompted participants to use
ingredients in four different categories: a
carbohydrate base, a most-wasted
vegetables or fruit, a source of protein,
plus a ‘magic touch’ in the form of herbs,
spices, or a sauce to bring a dish together.
(Overcoming Specific Barriers, Prompts)

3. The program's Flexipes helped
participants to create nutritious,
appetising meals quickly and easily using
their perishables and other items they
were likely to have on hand. Each part of
the 3+1 recipe was a building block, with
ingredients that can be easily substituted
by others. (Overcoming Specific Barriers)

The program offered a free e-book that
guided participants through scheduling and
planning their weekly Fridge Night meals.

To further engage participants, Fridge Night
launched the first version of its Fridge Night
app in February 2022. The free app could be
downloaded in the US, Canada, and UK. The
goal was to expand to additional countries.

The app added fun, weekly challenges, hosted
by a national celebrity chef who appealed to
different target audiences. (Feedback; Vivid,
Personalized, Credible, Empowering
Communication)

e 10 Meals in a Minute (identify 10 possible
meals in your fridge within one minute)

e Mystery Ingredient Change Up (replace a
Flexipe item with a substitute)

e The Kid Judges (learn how to succeed at
impressing picky eaters)

e Fakeoutin 15 (learn how to, then create a
favorite takeout order in 15 minutes)

&
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Participants who completed the weekly
challenges earned rewards and prizes (e.g.
food coupons). In addition, for each
completed challenge, the program donated an
additional meal to someone in need (via
FareShare in the UK, and via Feeding America
in the USA). Participants also got weekly tips
on food management. (Financial Incentives,
Prompts)

The app also supported a Community Forum,
where participants could share tips and
tricks, recipe hacks and photos of their Fridge
Night meals. (Norm Appeals)

Using the app or program website,
participants could easily search for recipes by
main ingredient, occasion, cuisine, and
course, with the ability to also search for
salads and sandwiches, and for vegetarian
and vegan meals. Using the ‘cuisine’ tag, they
could find recipes from various regions of the
world.

Tailoring for Particular Audiences

The app tailored communications to different
audiences. (Credible, Empowering
Communications)

¢ The weekly challenges were hosted by a
celebrity chef who appealed to the
audience. In Canada, it was MasterChef
Canada finalist Andy Hay. In the UK, it was
baker and food judge Liam Charles. For
Hispanic families in the US4, it was
Michelin Star restauranteur and Celebrity
Chef Juan Manuel Barrientos.

¢ Participants could search for recipes by
‘cuisine’, which filtered for recipes popular
with that audience.

¢ The meals donated to people in need were
arranged through an NGO that served that
region.

e The Hispanic app used Spanish rather than
English.

To build recruitment and awareness, the app
was promoted using the brand’s owned
channels, and both paid and earned media.
This included having influencers describe
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their own “fridge night” experiences. (Mass
Media)

The following table summarizes the key
barriers to action and how each was
addressed.

Barrier How it was addressed

Not noticing e Challenge, requiring a
foods that are commitment to action,
about to go and focusing action on
bad, before it is one evening a week that
too late can be scheduled
e E-reminders

Program focus on

saving money, time, and

greenhouse gas

emissions
Having to find a Flexipes
recipe to use
up at-risk
perishables
Thinking one’s
actions don’t
make much
difference

Individual and group
feedback on impacts

Measuring Achievements

A pilot study was conducted in Canada over five
weeks beginning in November 2020. Over 1,400
households from all provinces enrolled and 911
completed the study. Participants were their
household’s primary shoppers and food
preparers and had at least one child.

Participants completed a weekly survey on food
waste and other food management behaviors,
using a validated food waste questionnaire.
Respondents indicated which, and how much, of
each food was thrown out and how much was
saved. These responses were then converted into
grams of food waste to calculate the amount
saved over the entire program.

Providing Feedback

Feedback was provided through the app and
competitions.

, =
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Results

In the Canadian pilot, participants reduced
their food waste by an average of 33%. When
replicated in the USA, this rose to 46%.

Over five weeks, the Canadian pilot with
1,400 households saved 10.1 metric tons of
food from going to waste. That, in turn, saved
them a total of $50,000, and eliminated the
release of an equivalent of 43.7 metric tons of
COoz2.

A 2021 pilot study with 1,000 households in
the USA found that people who completed the
Fridge Night program reduced their self-
reported food waste by 46%.

Notes

A similar approach using a commitment and
weekly or monthly goals, challenges, and
contests, could also be used with other
programs that can be implemented in stages
and/or that focus on ongoing decisions and
actions. Examples of suitable program areas
include active living, fitness, sustainable
landscaping, sustainable agriculture, and
water conservation.

For More Information

http://wrap.org.uk/media-centre/press-
releases/cost-conscious-consumers-are-
adjusting-household-behaviours-untapped

http://www.hellmanns.com/us/en/fridgenig
ht.html

http: //www.hellmanns.com/ca/en/fridgenig
ht.html

http://www.unilever.co.uk/news/press-
releases/2022 /for-the-love-of-leftovers-

hellmanns-launches-fridge-night-app/

http://www.foodnavigator.com/article /2022
/06/20/hellmann-s-and-wrap-launch-

platform-to-help-hospitality-cut-food-waste

Tools of Change www.tooolsofchange.com | 3


http://wrap.org.uk/media-centre/press-releases/cost-conscious-consumers-are-adjusting-household-behaviours-untapped
http://wrap.org.uk/media-centre/press-releases/cost-conscious-consumers-are-adjusting-household-behaviours-untapped
http://wrap.org.uk/media-centre/press-releases/cost-conscious-consumers-are-adjusting-household-behaviours-untapped
http://www.hellmanns.com/us/en/fridgenight.html
http://www.hellmanns.com/us/en/fridgenight.html
http://www.hellmanns.com/ca/en/fridgenight.html
http://www.hellmanns.com/ca/en/fridgenight.html
http://www.unilever.co.uk/news/press-releases/2022/for-the-love-of-leftovers-hellmanns-launches-fridge-night-app/
http://www.unilever.co.uk/news/press-releases/2022/for-the-love-of-leftovers-hellmanns-launches-fridge-night-app/
http://www.unilever.co.uk/news/press-releases/2022/for-the-love-of-leftovers-hellmanns-launches-fridge-night-app/
http://www.foodnavigator.com/article/2022/06/20/hellmann-s-and-wrap-launch-platform-to-help-hospitality-cut-food-waste
http://www.foodnavigator.com/article/2022/06/20/hellmann-s-and-wrap-launch-platform-to-help-hospitality-cut-food-waste
http://www.foodnavigator.com/article/2022/06/20/hellmann-s-and-wrap-launch-platform-to-help-hospitality-cut-food-waste

For step-by step instructions in using each of
the tools noted above, to review our FULL
collection of over 200 social marketing case

studies, or to suggest a new case study, go to
www.toolsofchange.com

This case study is also available online at
http://www.toolsofchange.com/en/case-
studies/detail/764

It was compiled in 2022 by Jay Kassirer
based on information provided in the above
reports.

L
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The Tools of Change planning resources are
published by

Tools of Change

2699 Priscilla Street, Ottawa Ontario
Canada K2B 7E1 (613) 224-3800
kassirer@toolsofchange.com
www.toolsofchange.com
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