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A message from Jamie
Welcome to our 2021 Social Impact Report! 
2021 felt like a year of two halves – much 
of our lives continued to be dominated  
by COVID, but we also felt a sense of 
stability, that things were – slowly – getting 
back to normal. 

We entered 2021 with a sense of calm optimism 
– a feeling that despite the immense challenges 
and hardships of the previous year, there was 
a collective realisation that we needed to better 
look after our most vulnerable communities as 
well as the planet, and that when the world comes 
together, we can achieve incredible things. 

And while much of that remains true, it’s also a 
sad reality that when it comes to child health and 
fixing the food system, the challenge we face 
is now bigger than ever. We ended 2021 with  

a grim statistic showing just how big a knock-on 
effect the pandemic has had on child health: a 
staggering 1 in 4 kids in the UK now leave primary 
school with obesity.

This isn’t just a statistic. We know that having 
obesity as a child can set in motion a whole 
sequence for the rest of a person's life, from 
doing less well at school and in work to a higher 
risk of heart and liver disease and many types of 
cancer, to – ultimately – a shorter life span. 

It’s a scandal that people from lower-income 
backgrounds are far more likely to end up on 
this trajectory. And as the country is gripped by 
the cost-of-living crisis, and more families are 
struggling to afford nutritious food, it is more 
urgent than ever that we do everything we can to 
ensure our kids can grow up healthy and resilient. 
We need to fix this, fast. 
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Holding government to account 
If we want to achieve our goal of halving child obesity in the UK 
by 2030, we need to double down and push both government and 
businesses to step things up. Child health should be above party 
politics and we have worked hard to keep it at the top of the UK 
government’s agenda over the past 12 months. 

At the beginning of this year it looked as though we were finally 
getting somewhere. The UK government had repeatedly committed 
to a truly progressive and world-leading obesity strategy on paper 
– including the restriction of junk food marketing to kids online,  
on TV and in supermarkets, which was supposed to come into force 
this autumn. 

Then came a screeching U-turn. Boris Johnson announced in May 
2022 that these policies would be delayed by at least a year, 
despite them having already become law. It’s a frustrating setback 
for all health campaigners, and a massively wasted opportunity to 
do the right thing. And it shows that sadly, it is all too easy for 
policies and political promises to be caught up in party politics 
and for our children’s health to be used as a bargaining chip. 

But we’re not going anywhere. Together with the incredible youth 
campaigners at Bite Back 2030 and other passionate health 
experts, we will continue to hold the government to account. We 
will do everything we can to make sure it finally delivers on all the 
promises made in its 2020 child obesity strategy – so every child 
in the UK can grow up healthy. 

The task remains huge, which is why we’re also working with 
some incredible partners who share our vision for improving the 
food system and inspiring people to make healthier food choices. 
Through these partnerships, we sold over 14 million portions of 
fruit and veg across our food ranges last year, trained over 3,500 
people via the Tesco Community Cookery School and, despite 
ongoing COVID restrictions, served over 2 million guests across 
our international restaurants. And as a proud B Corp, we will 
continue to collaborate with our global community of like-minded 
businesses who want to be a force for good. 

A more sustainable food system 
We want to create a more sustainable and fairer food system,  
and we know that reducing food waste, cutting down on meat 
consumption and embracing seasonality can all have a big 
impact. As a global food brand, we have an important role to play 
in inspiring our communities to embrace more sustainable ways 
of eating, which is why we pledged that at least 65% of all our 
new recipes would be either meat-free or meat-reduced from the 
beginning of 2022. 

We are also committed to becoming net zero before 2040 across 
all our global operations and, while like everyone else we’re still 
figuring out how exactly we’ll get there, we have already taken 
lots of steps to set us on the journey. Our London HQ now runs on 
100% renewable energy, and all our TV productions comply with 
the highest sustainability industry standards. We’ve also updated 
our food standards to make sure we only use sustainable seafood 
and palm oil, for example, and don’t source products from areas 
where deforestation has taken place.

As you will see in this report, we’ve set ourselves some really 
ambitious targets for this year and beyond, to continue to drive 
positive change both across the business and in the way we can 
inspire our global audience to embrace a healthier and more 
sustainable approach to how they shop and eat.

"A s a global food brand , we have an important role 

to play in inspiring our communities to embrace more 

sustainable ways of eating."
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It is always a really proud moment for me to take stock of the past 
year, and look at all we’ve achieved. And while I can’t possibly  
do justice to all of the highlights of 2021 there are a couple of things that 
really stood out for me personally. 

Cooking for a group of amazing teachers, doctors, nursery  
teachers, midwives and volunteers for the Together TV series is 
definitely high on that list. It was a small way to say thank you  
and show our collective gratitude to the key workers who got us through  
the pandemic, and it was so special to share a beautiful meal together and 
listen to their stories. 

Another thing I’m immensely proud of is our Jamie Oliver Cookbook Club, 
which we launched in 2021 to shine a spotlight on wonderful dishes, cuisines 
and cooking skills from around the world. We’ve hosted some incredible 
authors, including Uyen Luu, Zoe Adjonyoh, and Sarit Packer and Itamar 
Srulovich, and have created a super-engaged online community that 
celebrates diverse food talent in all its glory. 

Needless to say I could not do any of this without my incredible teams, whose 
passion for our values and goals so clearly shines through in everything  
we do. I am hugely grateful for all that they contribute, on a daily basis. 

"It is always a really proud moment for me to take 
stock of the past year, and look at all we’ve achieved."
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2021 highlights
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About this report
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Reporting period scope and boundaries 
This report covers our global activities and impact for the calendar year 
ending 31 December 2021. While our business is based in the UK, we have a 
global reach through our content and network of partnerships and licensees. 

To ensure that we are continuing to focus on our areas of greatest impact 
and those topics that are of greatest interest to our stakeholders, we will 
update our materiality analysis in 2022. 

Social impact frameworks and standards 
We have designed the report to meet our B Corporation (B Corp) impact 
disclosure requirements, and continue to develop our reporting in line with 
best practice standards. 

Our 2021 Social Impact Repor t provides our 

stak eholders wi t h a summary of our 2021 
perf ormance and impact. 
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About our business
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All activities are underpinned by our social purpose 
to build a healthier future for our kids

Media

Jamie’s cookbooks, 
TV, digital content 

and recipes

Products  
& licensing

Jamie’s range of 
food and cooking 

products

Restaurants

Jamie’s international 
franchised restaurants

 
Campaigns

Our goal is to halve 
childhood obesity in 

the UK by 2030

T he Jamie Oliver Group is a commercial business 
wi t h a social purpose — our aim is to create a happier, 
heal t hier world t hrough t he joy of f ood. 

We are organised into three commercial functions:  

media, products & licensing, and restaurants; 

as well as an in-house campaigns team
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Part of the B-Corp movement
We certified as a B Corp in 2020, achieving  
a score of 92.4 in our first assessment (against  
a pass mark of 80). 

As a proud B Corp, we believe that business can 
and should be a force for good. We are committed 
to supporting and growing the movement of 
companies dedicated to meeting the highest 
social and environmental standards. 

In 2021 we were busy engaging our team on 
what it means to be a B Corp, and have also 
worked with fellow B Corps to develop and grow 
the community. This has included running team 
workshops and prize draws, an inspiration session 
with the head of activism for Ben & Jerry’s; 
sharing B Corp-related posts across our social 
media platforms; and hosting a fireside chat with 
Peter Flavel, CEO of fellow B Corp Coutts. The 
fireside chat was attended by more than 200 of 
our partners and guests.

How we manage our social 
impact
Managing our social impact and supporting our 
work to create better food environments and  
a healthier future for our kids is something we’re 
all committed to at The Jamie Oliver Group.  
Jamie and the senior management team are 
ultimately responsible for our performance, 
and are supported by our talented specialists –  
including our creative professionals, nutritionists 
and the campaigns team – to ensure we are 
developing and applying best practice across 
everything we do. 

The Jamie Oliver Holdings Board oversees our 
social impact activities and overall business 
performance.

Our social impact strategy
Everyone at The Jamie Oliver Group contributes to 
delivering our social impact, and our mission is to 
create a happier, healthier world through the joy of 
food. We focus our social impact in five key areas:

Improving health for all and  
building a healthier future for our kids

Advocating for and applying 
the highest product standards

A happy, healthy workplace

Better financial impact
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Taking care of the planet
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Our approach is shaped by our policies and standards, which 
underpin our teams’ performance across all areas of the business, 
as well as our commercial partnerships.

We apply high standards for all food across products and 
restaurants, which ensure we meet strict animal welfare, nutrition 
and food sustainability requirements. 

We reviewed and updated our food standards in 2021 to ensure 
that they reflect best practice in sustainable food. 

We set standards for how we support and manage our 
teams and our expectations of employees in areas including 
diversity, mental health and flexible working. 

We aim to improve sustainability outcomes in all that we do. We promote 
sustainability through the goods and services we procure, and work 
with our partners and stakeholders to achieve our goal of becoming 
net zero before 2040 (see Chapter 5). 

Food standards

Our policies

People policies Sustainability policies
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How we engage our team 
Everyone in our business is engaged in and committed to improving 
our social impact. It is at the heart of our annual company goals 
and reflected in job descriptions and individual objectives. We 
track our progress against these goals, and use Town Halls and 
regular meetings to keep everyone updated on our progress. Our 
culture and working environment champions open communication, 
and our people are encouraged to experiment and take action to 
improve our impact.

Measuring our performance
We believe that in order to make progress we have to understand 
where we are today. That’s why in 2021 we implemented a 
comprehensive process to measure our social impact performance. 
We collect data quarterly and report our progress to our senior 
management team, holdings board and the wider business. As of 
this year, we are also including our set of targets (see Chapter 12) 
and will publish results going forward. 

Our food standards 
Making sure our food and ingredients are sourced ethically and 
made responsibly is a top priority. Jamie has campaigned for  
a more sustainable food system for many years, and as a business 
we strive to always apply best practice in this area (see also 
Chapter 5). 

This commitment is upheld by our food standards – the minimum 
acceptable standards applied to everything we do, including our 
books and recipes, TV shows, digital platforms, products and 
international restaurants, as well as our partnerships with other 
organisations. 

Our food standards include: 

Higher-welfare meat 

We place animal welfare standards at the heart of what 
we do, working with our partners to apply the highest 
possible measures both in the UK and internationally. 

Cage-free eggs 

We don’t believe it’s ever right for hens to be kept in 
cages. We only use higher-welfare barn, free-range or 
organic eggs in our products and menus. This is also 
our stance for eggs used within other foods, such as 
mayonnaise. 

Use of sustainable seafood & sustainable palm oil 
(see Chapter 5)

Modern slavery
Modern slavery is unacceptable, undermines our fundamental 
values and everything we stand for as a company. We are  
committed to every aspect of the Modern Slavery Act 2015, and  
recognise our responsibility to uphold best practice in all our 
business dealings. This includes only working with franchisees, 
suppliers, and business partners that demonstrate the same 
respect and commitment we do.
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Sustainability at
The Jamie Oliver Group

14 Jamie Oliver Group Social Impact Report 2021 Sustainability at The Jamie Oliver Group



Creating a more sustainable and fairer food system is one of the most 
pressing challenges of our time – and something we have campaigned 
about for many years. The food system is responsible for 25-30% of the 
world’s greenhouse gas emissions1 and for each of us, the food we eat 
accounts for about 25% of our carbon footprint2. 

In order to build a better and fairer food system, we need to change our food 
environment to make healthier, nutritious and sustainable food the norm across  
our high streets, workplaces, homes, schools and hospitals. We also need  
to transition towards a net-zero carbon emission food system, by dramatically 
reducing food waste, significantly reducing the consumption of animal-based  
proteins, and embracing seasonality.

Our sustainability pledges

Achieving net-zero  
carbon emissions before 2040

Promoting food sustainability 
across our content with a focus 
on food waste, meat reduction 

and seasonality

Continued investment  in our social 
impact  and sustainability work

At least 65% of all our new 
recipes have been meat-free   
or meat-reduced3 since the  

start of 2022

Clear sustainability goals and 
sourcing standards across  

our food and non-food 
products by 2022

Our approach to sustainability
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Our sustainability  
working group
To bring sustainability to life across all areas of the business and 
help us set and meet sustainability targets, we have put together 
a working group committed to driving change. The group meets 
regularly to identify opportunities to improve and promote the 
implementation of our sustainability pledge and overall targets. 

Sustainable  
food standards 
We updated our food standards in 2020 to ensure that they 
continue to align with best practices for sustainable food. Some of 
our key requirements are: 

 ✱ Sustainable palm oil All palm oil in our products is from  
a sustainable source that can prove zero conversion of  
high-value forests, no burning and no exploitation of people 
or the environment. We don’t permit the use of Green Palm 
certificates as an alternative. In 2021, we enhanced our 
requirements from mass balance to segregation to ensure 
that only sustainable palm oil is used in our products by the 
end of 2023. 

 ✱ Sustainable seafood Jamie is passionate about using a  
variety of seasonal, locally sourced seafood wherever possible. 
We do not use seafood from unsustainable sources, and we 
look for certified sustainable seafood wherever possible. 

 ✱ Tea, coffee & sugar By the end of 2022 we will only use 
products that are from sustainable sources (certified by 
Fairtrade, Rainforest Alliance or Organic).

 ✱ Deforestation We do not source products from areas where 
deforestation has taken place in order to produce them

 ✱ Seasonality We encourage our international restaurant 
partners to source ingredients that are available locally to 
them and in season.

Inspiring our audience  
to consume less meat 
Reducing the amount of meat we consume is a vital step  
in decarbonising our food system. As a global food brand, we 
recognise that we can play an important role by inspiring and 
supporting people to reduce meat in their diets – either by cooking 
vegetarian meals, or making smart swaps to reduce the amount of 
meat in a meal. That’s why we have committed to ensuring that at 
least 65% of our new recipes are meat-free, or meat-reduced since 
the start of 2022. Our teams have worked hard to put this into 
practice across our content, and we are now measuring how many 
of our recipes meet this standard to ensure we hit our targets.
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A more sustainable office 
Our headquarters in north London are the hub of The Jamie Oliver Group and where our 
teams are based. The kitchen is at the heart of this lovely space and takes centre stage 
for our team breakfasts and lunches, where we celebrate meat-free options and always 
offer a vegetarian alternative, if needed. We take great pride in the sustainability of our 
offices and are always thinking of how to further reduce our footprint in all that we do, 
guided by our environmental management system and sustainable procurement policy. 

In 2021 we took a major step in reducing our operational carbon footprint by switching 
to 100% renewable electricity. This means that we have eliminated an important part 
of our carbon footprint. We also continued to send zero waste to landfill from our HQ 
at Benwell Road, by ensuring that our waste was either recycled, composted or – where 
that was not possible – used to produce energy. 

100%
renewable 

energy
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We are committed to reducing the 
environmental impact of producing our 
TV shows. To ensure we are meeting the 
highest industry standards, we have 
committed to certify all our shows in line 
with Albert (wearealbert.org) – an industry 
body that recognises productions that 
apply a sustainable approach.

For each production, we appoint a senior member 
of the team who is responsible for implementing 
and delivering our sustainability goals across all 
aspects of the show. We use an Albert carbon 
footprint prediction to inform our decisions and 
understand how we can reduce our environmental 
impact. We issue a “Green Memo” at the start of 
production to ensure that everyone on the team 
is aware of our goals and what they can do to 
support them, from minimising the use of single-
use plastics to using mains power rather than 
generators.

All of our shows in 2021 were Albert-certified 
and received a 3-star rating, the highest possible 
sustainability score. 

We reduce our TV production 
impacts by:
Reducing food impacts We source our food 
responsibly in line with our food standards. 
We seek to source only the volume of food we 
need to reduce waste and ensure we recycle all 
packaging possible. We seek to avoid the use of 
single-use packaging, including water bottles. 
We donate any leftover food to charities or local 
businesses. Our catering is completely meat-free 
at least one day a week.

Reducing consumption of materials We seek to 
dress sets with existing materials where possible. 
Any materials or costumes that can’t be retained 
and reused are given to crew or to charities. We 
use rechargeable batteries wherever possible. 
We use innovative materials to reduce waste 
and material consumption in other areas, for 
example, using biodegradable paper snow for 
our Christmas productions.

Reducing use of generators Using generators 
means using diesel fuel as opposed to cleaner 
electricity, so we consider the availability of mains 
power as a key criteria when choosing locations. 

Reducing paper We operate an “opt-in” 
paperwork policy, so only those that need printed 
copies receive one. 

Reducing travel impacts Where possible, we ask 
our crew to use public transport, cycle or walk.

Making sustainable TV
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Diversity & inclusion at 
the Jamie Oliver Group
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We strongly believe that a more diverse 
and inclusive world is a happier, healthier 
and more productive one. That’s why we 
champion inclusivity and diversity in our 
team, and through our work, including our 
content and campaigning. 

The Diversity and Inclusion 
Council
To help us to drive our work and culture, 
team members from all parts of the business 
meet regularly on our Diversity and Inclusion 
Council. The Council helps to inspire, guide, and 
coordinate our work. Council members work to 
improve diversity in their areas of the business 
and provide ideas and feedback on how we can 
do more in this space. 

Diversity and inclusion in our 
teams
Since we set up our Diversity and Inclusion Council 
back in 2018, we have made a concerted effort 
to bring more diversity to the business, and to 
ensure our culture is an inclusive and welcoming 
one for all. 

In 2021, we set out to take our employees  
on a learning journey. We wanted to share ideas, 
best practice, challenge our thinking and ways  
of working to promote and enhance diversity  
and inclusion. 

We invested significantly in a programme of D&I 
workshops, which we encouraged all employees 
to attend. These were on subjects ranging 
from Allyship and Neurodiveristy to Class  
and Microaggressions. We also rolled out  
a workshop on Inclusive Leadership specifically 
for line managers. These workshops were  
a huge success. Many members of staff said  
theworkshops helped them gain a deeper 
understanding of the issues, as well as what each 
individual can do to contribute to a truly inclusive 
working environment, and we believe the training 
has really challenged us to do better. 

Alongside the formal training we also continued 
our Inspo Sessions, inviting brilliant people from 
different backgrounds and industries to share 
their stories of championing diversity. This year 
we heard from Dame Heather Rabbatts from 
Time’s Up, Oona King from Snap Inc., Mallika 
Basu, The Spare Room Project and Polly Russell 
from The British Library.

Oona King & 
Mallika Basu
Inspo talk guests
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In 2021, Jamie Oliver Restaurants also launched 
a Diversity, Inclusion & Equality training module 
on their virtual restaurant training portal, in 
partnership with Flow Hospitality. The training 
platform, available to staff at each of our 
restaurants, helps us to build an inclusive culture 
at restaurant sites. In 2022, we are planning to 
further tailor the training to the needs of our 
sites. 

For the third year running, we put three of our 
managers through the Creative Mentor Network’s 
mentorship programme. The Creative Mentor 
Network is an organisation on a mission to make 
the creative working world more inclusive. Their 
mentorship programme offers a unique way to 
support the next generation of diverse, entry-
level talent into the creative industries, build a 
coaching culture at work, and aid the development 
of our people.

Our managers, as mentors, attend a 12-week 
programme, which covers a number of training 
modules on topics ranging from Diversity in the 
Creative Industries to Inclusive leadership, and 

Coaching. They are then paired up with a mentee 
for a number of mentor sessions. Our managers, 
as the mentors, may share with a mentee 
information about their own career path, as 
well as provide guidance, motivation, emotional 
support, and role modelling. They may also help 
the mentee with exploring careers, setting goals, 
and developing contacts. 

In 2021, we were also excited to launch a 
new internship programme, with the aim of 
giving young people from under-represented 
communities a foot in the door to the creative 
industries. Recruiting candidates through 
Creative Access – a leading diversity, equity and 
inclusion organisation in the UK – our two new 
interns are with us for 12 months, and will rotate 
to gain experience from different areas of the 
business. 

We are now starting to see tangible results of our 
work: with small changes like some staff putting 
pronouns on their emails making a real difference 
to our culture.

Sonam & Alan
Creative interns
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Diversity & inclusion in our 
content
The world of food is brilliantly diverse. 
Our food today is inspired and shaped 
by cultures, traditions and flavours from 
around the world; and as a company 
we celebrate this amazing richness  
and recognise and respect the heritage, 
traditions and cultures that we are  
drawing from.

Respecting other food cultures is hugely important 
to us and we have developed some key principles 
that we use to guide our approach to diversity 
and inclusion across all of our content. We:

 ✱ Want to champion amazing food talent from 
around the globe and use our platforms to 
promote and celebrate diverse food cultures 
and fellow chefs

 ✱ Strive to always identify and recognise the 
food cultures that we are drawing from

 ✱ Respect traditional recipes and aim to clearly 
signpost when and how we diverge from 
tradition 

Our content is shared across the world and we 
aim to reflect the diversity of our audience both 
on and off screen. We strive to always ensure 
a range of diversity across the casting of our 
contributors when working with freelance staff. 
We log diversity information of our content 
through the Diamond system, which enables 
broadcasters to collect and report on the diversity 
of TV productions. 

Across our social channels, we regularly feature 
a wide range of chefs and experts from diverse 
backgrounds and cuisines. Some of the highlights 
from 2021 included photographer Ella Miller 
sharing a challah recipe for Rosh Hashanah, chef 
Romy Gill showing us how to make her cauliflower 
pakora recipe to mark Diwali, Dr Saliha Mahmood-
Ahmed making Lamb & sweet pea samosas for 
Eid, and food writer Shu Han Lee showing our 
audiences what she was cooking to celebrate the 
Lunar New Year. 

In May 2021, The Jamie Oliver Cookery School 
ran an online cookery class in collaboration with 
Diaspo – an online learning platform whose 
mission is to help home cooks share their culture 
through food. During the class, Diaspo teacher 
Christiane taught over 30 households how to 
cook Caribbean brown-stew chicken served with 
rice and peas, and a side of coleslaw. All of the 
proceeds from this class were donated to Made 
Up Kitchen, a Hackney-based charity that turns 
food waste into community feasts.
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We launched Jamie Oliver’s Cookbook Club 
in 2021 to shine a spotlight on wonderful 
dishes, cuisines and cooking skills from 
around the world. It’s an online club in the 
form of a Facebook group that was created 
to raise the profile and reach of new and 
diverse food talent, and provide a platform 
for a broad international audience to 
experience recipes from a range of experts 
in their culinary field. 

We celebrate one cookbook every month, and 
each month kicks off with an announcement from 
Jamie, where he talks about the book and some 
of his favourite recipes, explaining why he loves 
the concept and author. Most authors then go on 
to do a Facebook live to showcase one of their 
favourite dishes from the book and interact with 
the wider group. For each book featured, we then 
also share three recipes with our audience across 
the course of the month. 

In 2021 we were proud to feature Vietnamese by 
Uyen Luu, Zoe’s Ghana Kitchen by Zoe Adjonyoh, 
Chasing Smoke by Sarit Packer and Itamar 
Srulovich, Take One Fish by Josh Niland, East by 
Meera Sodha, and Advent by Anja Dunk. We’ve 
had some amazing feedback from the authors, 
who love the experience and interacting with the 
Facebook group, and also tend to see a significant 
uplift in book sales as a result of being featured. 

By the end of 2021, the Cookbook Club Facebook 
group had 39,000 members, with 15,000 weekly 
active participants. We’ve seen over 200,000 
likes, comments and reactions from the group 
since the launch in July until the end of the year; 
we totalled 28,000 views of the live streams 
and 54,000 page views for the recipes featured, 
which are hosted on JO.com. 

You can join Jamie Oliver’s Cookbook Club here.

CASE  
STUDY

Jamie Oliver's Cookbook Club

“We absolutely loved being part of the Jamie Oliver Cookbook Club. 

It was incred ible to see people all around the world cooking from 
our book and sharing their experiences, a ‘pinch-me’ moment. T he 
community that you’ve created is so warm and genuine. We loved it.”

Sarit Packer and Itamar Srulovich, authors of Chasing Smoke

BY THE END OF 2021, THE COOKBOOK CLUB FACEBOOK GROUP HAD 

39,000 
members
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Our content
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We produce content to inspire our audiences to enjoy all that food has 
to offer, and encourage them to get cooking. We do this by making 
cookbooks, producing TV shows, and publishing digital content and 
recipes that help people to eat a more balanced diet, wherever they 
are on their food journey. 

In 2021, after a difficult year of COVID-enforced reduced social contact, being 
with our loved ones had never seemed so important. Great food is the perfect 
excuse to get together with friends and family, so we focused our content 
on celebrating the joy of coming together over good food and making new 
memories.

2021 at a glance

Online 
JO.com received  

54.6 
million  

users

147.8 
million 

people inspired 
to cook & eat 

healthy, nutritious 
food through JO 

content

Produced  

15 hours  
of TV content  
(25 hours in 2020)

Together TV 
show sold into 

139
 territories

Social media 
engagement

87 million  
likes, comments or shares 
on Facebook & Instagram

Books 
Together sold over  

170,000  
copies in the UK alone

TV Audience (UK)  
Together averaged 

1.2 million  
viewers a week

199  
new recipes  
on JO.com  

(170 new recipes  
in 2019)
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Together: Memorable meals made 
easy
Jamie’s 2021 book and TV show, Together, were 
all about sharing beautiful meals and moments 
with loved ones, and recognised the importance 
of spending time – and making new memories 
– with the people we care about, something 
most of us weren’t able to do throughout the 
pandemic. 

Together featured meals for every occasion – from 
seasonal feasts to curry nights and family picnics –
with an emphasis on prepping as much of each dish 
as possible in advance, so home cooks and hosts 
were able to minimise time spent in the kitchen, and 
maximise time at the table with their guests 

The Together cookbook is dedicated to key workers, as 
Jamie wanted to recognise the role millions of people 

played in supporting us all throughout the pandemic. 

For a special episode of the TV show, we asked members of the public to nominate key workers 
from all walks of life, and a group of amazing teachers, doctors, nursery teachers, midwives 
and volunteers was chosen to appear on the show, with Jamie cooking for them to say thank 
you and show our collective gratitude. 

We found that our focus on togetherness really resonated – both in the UK and internationally – 
and the book went straight to the top of the bestseller list in the UK, Canada and Australia. The 
Together at Christmas TV special reached our highest audience share for a TV show since 2012.
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Cooking Buddies: getting kids around the 
world to cook 
We know that inspiring kids to cook is vital to improving 
cooking skills and health. That’s why Jamie and his son 
Buddy launched the Cooking Buddies channel in the 
summer of 2020, with the ambition of reaching children 
all over the world and inspiring them to get excited by 
and involved in cooking.

Cooking Buddies, hosted on Instagram and Facebook, is a place to 
share everything there is about cooking with kids: the good and 
the messy! In 2021, we doubled our reach on Instagram, with 76k 
followers by the end of the year, and grew our Facebook community 
to over 15k really engaged members, with content shared by kids 
from 50 countries around the world.

Buddy continues to cook up simple, exciting and nutritious recipes 
for children to have a go at, but in addition we have commissioned 
and reshared recipe content from other kids who we’ve named 
our Cooking Buddies Crew. We’re now sharing content beyond 
recipes, having fun with a series of challenges and skills content 
– from seeing what happens when you cook up an ostrich egg to 
smoothie-blending competitions and simple knife skills tutorials.
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While the world continued to wrestle with the pandemic, with 
different countries coming in and out of lockdowns, we wanted 
to be helpful to our global community and offer plenty of simple 
meal inspiration. We kicked off two months of Keep Cooking Daily, 
which saw the team go live on Facebook every weekday at midday 
for eight weeks, cooking up a different easy and budget-friendly 
lunch or dinner to inspire people at home. KCD reached over  
7 million people.

During the summer months we celebrated the importance of bees 
to our ecosystem. Showcasing the bees Jamie keeps at home, 
we explained how they pollinate flowers and create honey over  
a number of weeks. Our audience were fascinated by the process, 
and grew a real appreciation of bees and honey. Off the back 
of that, we created a variety of honey-focused recipes including 
pizza, focaccia and a slightly controversial combo of cheese, honey 
and coffee!

2021 was Get-Ahead Gravy Day's third year, and our audience 
were more engaged than ever. Jamie went on the radio to talk 
about it, and we created a Facebook filter that was seen by over 
17,000 people. We received over 200 pieces of Get-ahead gravy 
user-generated content of people cooking up Jamie's famous recipe 
on GAGD on 12 December – and we're already planning to make 
2022's GAGD even bigger and better!

Social media 2021 highlights

Keep Cooking Daily Jamie's bees #GetAheadGravyDay
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The Jamie Oliver Cookery School  
expands its reach

Number of classes 

1113 
(2020: 533)

Numbers of guests

18,305 
(2020: 6,338)

Throughout the pandemic we got creative about how we could 
deliver our cookery school classes, with our team of chefs finding 
new ways to reach keen home cooks beyond our London HQ. We 
found that a blend of in-person and live, interactive, online courses 
was enthusiastically taken up by new audiences across the world, 
allowing us to triple the number of guests we reached in 2021. We 
will continue to build on the success of this hybrid approach going 
forward. 

In 2021 our most popular classes included a pasta masterclass and 
a North Indian thali class, as well as both Vietnamese and Mexican 
street food sessions. We also featured some amazing guest chefs, 
including our very own Gennaro who hosted our online Pasta 
Masterclass lesson five times; Chetna Makan, who hosted her 
30-minute Indian and Healthy Indian Vegetarian classes; Karan 
Gokani who taught the Sri Lankan Feast course twice; and Lara 
Lee, who taught one of our Taste of Indonesia sessions.
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Our campaigns
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We’re campaigning for a Food Revolution: a fairer food 
system for all young people, no matter where they live. At 
the heart of this vision to improve child health is our goal 
to halve childhood obesity in the UK by 2030, and reduce 
the increasing gap in obesity levels between children from 
the most and least deprived areas across the UK.

Sadly, in 2021 we saw the first evidence of just how significant 
the knock-on effects of the pandemic have been on child health, 
with data from the National Childhood Measurement Programme 
showing a stark jump in child obesity rates: the biggest rise since 
data collection began. Statistically, just over 1 in 4 children (25.5%) 
are now leaving primary school with obesity (up from 21% in 
2019/20). Shockingly, the gap between lower and higher income 
groups has widened even further, with those from Bangladeshi, 
Pakistani, Black African and Black Caribbean backgrounds being 
most affected4.

These aren’t just numbers. Data tells us that if a child has obesity 
this sets in motion a series of consequences for the rest of their 
lives. Statistically, they have a greater chance of having obesity as 
adults, and are therefore more at risk of heart disease, liver disease 
and many types of cancer5. They often experience more absence 
from school or work due to illness, affecting their education and 
employment outcomes6. And, most shocking of all, they are more 
likely to live significantly shorter lives7,8. It’s a scandal that people 
from lower-income backgrounds are far more likely to end up on 
this trajectory. These statistics underline why it’s so important that 
we put child health at the heart of what we do: so all children have 
the opportunity to reach their full potential and grow up resilient 
and healthy.

 

Percentage of children with obesity in most and least deprived groups

Most deprived decile Least deprived decile

Reception year, England only
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18%

16%

14%
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Evidence proves that what we buy and eat is influenced by whether it’s affordable, accessible 
and attractive. Right now, the food that ticks all of those boxes tends to be unhealthy. Firstly,  
it is generally more expensive to fill up hungry children with healthy food: The Food Foundation has 
shown that healthier foods are nearly three times as expensive as less healthy foods, calorie for 
calorie9. We also know that for many people, their most accessible food might be on a local high 
street crowded with takeaways and convenience shops overflowing with cheap, ultra-processed 
foods. And the fast-food industry uses every trick in the book to make their food as appealing  
as possible. 

For those who are on a lower income or live near a high street saturated with less healthy food 
options, there might be even more barriers to being healthy. One in three workers saw their household 
income fall in 2021, while free school meals were disrupted and the food parcels that took their place 
were often of poor quality10. At the same time, the pandemic brutally exposed just how important 
a healthy diet is. In fact, one study found that having obesity increased the risk of dying from 
COVID by almost 50%11. Research conducted by Harvard Scientists also found that people who 
reported eating the most fruits, vegetables, and legumes had a 41% lower risk of developing 
severe COVID, reinforcing the association between diet and health outcomes12.

Why is this happening?

That’s why they put sweets at checkouts and at kids’ eye levels; why they put their products on frequent 

promotions to make them even cheaper; and bombard young people with advertising on every screen. 
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How do we reach our 2030 goal?
The good news is that there is scientific consensus about what 
we need to do to set young people in the UK onto a trajectory for 
better health: make nutritious food more affordable, accessible 
and attractive than foods high in fat, salt and sugar. The past two 
years have underscored why the government must take a holistic 
approach to addressing this complex problem and deliver on it 
immediately – starting with all of the policies in the prime minister’s 
obesity strategy.

 
In 2021, we focused on two key campaign areas: making sure the  
government delivered on its promises outlined in the child obesity 
strategy, including ending fast food advertising online and on TV 
before 9pm. And, campaigning for the government to enforce 
School Food Standards and invest in supporting a “whole school 
approach” to food, from cooking on the curriculum, to the healthier 
options in the canteen.

Commitments from UK government

No commitment

Expand eligibility for  
free school meals

Honest, consistent  
front-of-pack nutrition labelling

End advertising for less healthy  
food online and on TV before 9pm

Mandatory food standards  
for nurseries & pre-schools

Enforcement of school  
food standards

Shift price promotions  
to healthier food

Honest infant food  
marketing and labelling

End sale of energy drinks  
to under-16s

Clear labelling of what's in  
our food in restaurants

Investment in building the  
whole school's approach to food

There's progress, but we're waiting for it to happen Policy implemented

School food standards

Nutrition education  
for medical students

Sugary drinks levy

Increase value of  
healthy start vouchers

The road to a
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The government’s obesity strategy, announced in July 
2020, included many welcome commitments, such as 
putting clearer nutrition labels on every product and 
ending adverts for products high in fat, salt and sugar 
both online and on TV before 9pm. But progress was slow, 
so, in 2021, we teamed up with the young campaigners at 
Bite Back 2030 to keep up the pressure. 

At the start of the year, we supported Dev Sharma, Chair of the 
Bite Back 2030 Youth Board, who told MPs that “he hears from 
Uber Eats more than his grandma” and launched an open letter 
calling on former Secretary of State Matt Hancock to end junk 
food advertising online. Dev’s open letter was signed by over 500 
people, and more than 2,400 emails were sent directly to Matt 
Hancock13.

We built on this momentum with our #BorisKeepYourPromise 
campaign video and after only two days, with 500,000 video views 
and 4408 emails sent to MPs, the government reaffirmed that it was 
standing by one of the key pillars in its obesity strategy – ending 
the advertising of products high in fat, salt and sugar online and 
on TV before 9pm – by including it in the Queen’s Speech. (Sadly, 
in May 2022 the government performed a screeching U-turn on 
this promise and has announced a significant delay to those vital 
policies, making the goal of halving child obesity by 2030 more 
challenging than ever.)

In July, there was another opportunity to keep this issue at the top 
of the government’s agenda with the release of Henry Dimbleby’s 
National Food Strategy, a once-in-75-years look at how to make the 
food system fairer. Jamie wrote a foreword for the report, urging 
both government and businesses to take bold action to prioritise 
the public’s health as well as a strident op-ed in The Times: “Act 
now to rescue the nation’s health”. We also hosted a roundtable 
at our Benwell HQ with then Public Health Minister Jo Churchill 
and Number 10 representatives, to discuss how we put child health 
first in policymaking and respond boldly to the recommendations 
proposed. We’re currently waiting to see which recommendations 
the government takes forward. 

Holding the government  
to account

4408  
emails send to MPs  asking them to prioritise child health

500,000  

views on 

#BorisKeepYourPromise 

campaign video in only 2 days
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In November, Bite Back 2030 launched its  
#SpillTheBeans report, which through insights 
from youth-led conversations shone a light on 
the inconsistency and poor quality of some school 
food across the country. While some schools are 
doing incredible things when it comes to school 
food, the report revealed that many schools 
are struggling and that School Food Standards 
are frequently not being met, healthier options 
typically cost more and less healthy options are 
made to look more appetising. 

Off the back of the report, we called on Nadhim 
Zahawi, Secretary of State for Education, to 
enforce the School Food Standards so that every 
child has access to a decent, nutritious meal 
no matter which school they go to. There was 
a groundswell of media coverage in November 
and December, with the report findings covered 
in the Sunday Times, and Jamie and Bite Back  
2030 campaigner Anisah being interviewed on 
Channel 4 News. Jamie also appeared on Times 
Radio with Mariella Frostrup and on LBC’s James 
O'Brien Show to highlight the issue. 

 

The #SpillTheBeans report and Bite Back 2030 
were mentioned five times in parliament and we 
had several meetings with government officials 
to discuss the issue. In February 2022, we had a 
big win. The government published its levelling-
up strategy, which included commitments 
for the Food Standards Agency to undertake 
checks of School Food Standards in England; a 
requirement for schools to publish strategies for 
improving school food; and £5 million of funding 
to ensure there is a spine of leadership, giving 
schools the support they need to improve their 
whole approach to food – from school food to 
food education. This was a crucial step forward 
for us in taking school food to the next level 
and we will continue to hold the government to 
account to make sure that these commitments 
become policy.

And the government took notice.
Students’ vo

ices 

on THE 
school 

food standards
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If we want to meet our 2030 goal of halving 
childhood obesity in the UK, we can’t do it 
without young people themselves, with their 
expertise about how the food system affects 
them, and their passion for social change. 
That’s why in October 2019 we co-founded Bite 
Back 2030, a youth-led movement working 
to achieve a world where all young people 
have the opportunity to be healthy; no matter 
where they live. In 2021, we supported a range 
of campaigns and helped the organisation to 
continue to grow.

Scaling up the youth-led 
movement
In 2021, Bite Back 2030 continued to scale their youth 
leadership model, reaching out to more and more 
young people inspired to change the food systems 
around them. In August, they created their first ever 
Local Youth Boards in London and Birmingham, with 
34 new young activists joining. Six new members 
spanning  Liverpool to Southampton also joined their 
National Youth Board. 

Bite Back has also been empowering young people in 
schools and communities. In September, they launched 
their new School Food Champions programme. The 
12-month programme sees young people aged 11-14, 
supported by a teacher, lead social action projects 
to improve the food in their schools and local 
communities. Around 500 pupils in 65 schools across 
the UK got involved, with funding confirmed for a 
second cohort of 100 schools in 2022. 

Bite Back also piloted its Community Food Champions 
programme over the summer in London’s Brixton and 
Shoreditch to develop some exciting and disruptive 
initiatives. 30 young people developed proposals for 
changes they wanted to see, which they then pitched 
to local mayors and councillors. In Shoreditch, the 
young activists took over a local restaurant for a week 
to cook sustainable food, and in Brixton they worked 
with AdFree Lambeth to talk about restricting street 
advertising of fast food.

500 pupils  

across 65 schools got involved

in a School Food Champions 

programme

Bite Back 2030
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In October, a youth summit aimed at opening a new dialogue between young 
people and business brought young campaigners together with 85 key decision 
makers, including the government’s Chief Nutritionist, the General Managers 
of KFC and Deliveroo, and BBC’s Dr Chris van Tulleken, who joined Youth Board 
Chair Christina, Jamie Oliver and Alessandra Bellini (Chief Customer Officer at 
Tesco) for a lively debate. More than 300 people also joined live online, through 
a partnership with Tortoise Media.

Off the back of the summit, Bite Back 2030 launched their #DontHideWhatsInside 
campaign, calling on food businesses to stop putting misleading health 
claims on food packaging. More than 1,200 people signed their petition 
and a new film, Mascots Anonymous, a short dark comedy exposing 
how the food system is rigged against us, has now been viewed over  
1 million times. It sparked lots of dialogue with food companies, which looks set 
to continue in 2022.

With the Euros, Wimbledon, the Olympics and cricket all taking place over the summer 
of 2021, Bite Back seized the moment to try and separate sports sponsorship from 
unhealthy food. The England Cricket Board (ECB) launched a new tournament called 
The Hundred, designed to appeal to an audience of families and young people, yet 
frustratingly it was sponsored by KP snacks (which led to players bizarrely being dressed 
as crisp packets). Bite Back campaigned for the ECB to instead secure a responsible 
sponsor for 2022 as part of their #PacketIn campaign and more than 2,400 people 
signed their petition. While the ECB didn’t commit to ending their sponsorship deal, 
they did meet the Youth Board’s Jacob and Christina, and have since been reprimanded 
by the Advertising Standards Agency for targeting children as part of some of their 
marketing activity around the tournament after a legal challenge from Children’s Food 
Campaign, Sustain and Food Active. Meanwhile, Bite Back sponsored Dulwich Hamlet 
Football club, demonstrating that healthy sports sponsorship is possible.

Campaigning for change

Click to watch
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2021 saw Bite Back 2030’s young people continue to shine, 
shifting the way society views the issue of childhood obesity through 
campaigns, media appearances and digital content. Tasha, Bite 
Back’s original Co-Chair and now Trustee, was featured in the 
Outstanding Black University Students list. Christina appeared on 
The One Show with Angelina Jolie; Jacob appeared on GB News; and 
Dev conducted a number of interviews on TV and radio, including 
BBC Radio 4’s You and Yours, where he mounted a robust defence of 
efforts to tackle junk food marketing while going head-to-head with 
Stephen Woodford, Chief Executive of the Advertising Association. 

As a result of her campaigning for free school meals over the 
holidays, Christina won a Diana Legacy Award (joining both Dev and 
Yumna), a Rising Star award at Third Sector Awards, and was also 
one of three finalists for the International Children’s Peace Prize, 
which was previously won by Greta Thunberg!

We can’t wait to see what the future holds for all of the young people 
at Bite Back 2030.

Celebrating success
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Our communities
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In 2021 the pandemic continued to have a huge impact 
on everyone’s lives and led to significant hardship for 
many. The loss of income that many experienced has been 
compounded by increases in the cost of food, exacerbating 
food poverty and reducing access to healthy diets. 

Our food education programme supports our work to halve 
childhood obesity by educating and inspiring people about food 
and by improving cooking skills. We provide support in schools, 
communities, homes and to businesses. 

The pandemic continued to have an impact on the delivery of our 
food education programme, but many of our partners were able 
to successfully shift their programmes online, while the lifting of 
restrictions meant some in-person programmes were able to restart. 

There were some important learnings: we now know, for example, 
that online learning can make it more challenging for some people 
to join – it requires access to the right ingredients, to childcare, 
cooking equipment, and a decent WIFI connection. Having said 
that, for some people, online learning offers greater flexibility and 
reduces the stress and travel sometimes associated with in-person 
learning.

Highlights of our food education work in 
2021 included:

 ✱ Using social media to extend the reach of our programming, 
including running Facebook live sessions with our partners 
on topics such as reducing food waste, and salt consumption

 ✱ Reaching more families through the extended government 
holiday food and activity programme, which provides 
support to children in receipt of free school meals through 
holiday periods

 ✱ Extending the reach of our programming in Australia 
by moving this online, allowing the team to work with 
those living in rural areas, including some aboriginal 
communities. 

40 Jamie Oliver Group Social Impact Report 2021 Our communities



Our partner, the Inn Churches, extended 
its programming in 2021 when it joined the  
Bradford Holiday Activities and Food  
Programme to deliver food-related activities 
for Bradford and District’s local community. 
During the year they reached more than 395 
households and worked with over 25 local 
schools, churches, and voluntary organisations. 

Ninety-plus practical cookery workshops were delivered 
in-house, in schools and in youth centres. The families 
were taught how to make healthy and nutritious recipes 
from scratch. The workshops are designed to help 
improve confidence in cooking with fresh ingredients, 
to teach how to reduce fat, salt, and sugar intake, and 
how to enhance cooking by using herbs, spices and 
fruit instead. The learning also includes information 
on correct portion sizes and lots of hints and tips on 
how to save money.

CASE  
STUDY

Supporting healthy eating in Bradford

In addition to the workshops  
the team in Bradford delivered:

“Fantastic session
, lots of 

information about healthy eatin
g”

“ T he bread was amazing! I d idn’t know 
it was easy to make soda bread!”

“My daughter had never tried salmon, this was 

the first time, and she has loved it, so proud!” 

Training for 12 families with young 
people aged between 10 and 16 years-old 

that included a Cook-your-own-lunch 
module

80 recipe parcels with a  
set of online cook-along videos

220 ‘Challenge’ boxes of fresh, dried, 
tinned and ambient produce that went to 
families to support and encourage them 

to get creative in the kitchen

A series of videos to support  
12 community organisations
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We believe deeply that changing mindsets and behaviour starts with 
education. Understanding where food comes from, how it’s grown and the 
impact it has on our bodies as well as the planet is vital in helping us better 
understand how the food choices we make can have a positive impact. 

That’s why we’re supporting Food for the Future, a food education pilot at Dumfries 
House in Scotland. Food for the Future aims to demonstrate how the food production 
system works, and pupils taking part will gain the skills and knowledge they need to play 
their part in reducing food waste.

This education programme is part of The Prince's Foundation's wider food-waste 
initiative known as "Making Food Go Further", and is being delivered in partnership with 
organisations including Business in the Community, the Soil Association, and our long-
time collaborator Jimmy Doherty. 

The Jamie Oliver Group is helping pupils improve their skills and confidence in the kitchen, 
including through a series of recipes, tips and hacks to show the kids taking part how 
to make their food go further so they can limit food waste at home. The pilot includes  
48 pupils from four participating secondary schools, with the aim of rolling the programme 
out nationally in the future. Photography supplied by Food for the Future, © Guy Hinks

Food 
for the 
Future
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We believe that meaningful positive change has to come from 
within the food industry, and as such we work with partners 
to inspire people to make healthier and more sustainable food 
choices. By working together we can support change at a pace 
and scale that we couldn’t achieve on our own. 

We believe healthier food options should be affordable and accessible 
to everyone, no matter where they are on their food journey: whether 
that’s preferring convenient and quick food choices, or enjoying cooking 
meals from scratch. 

This year we have continued our work on nutrition, health and 
sustainability across our partnerships, inspiring shoppers to eat and 
cook more veg, make swaps to reduce meat consumption, and create 
simple and nutritious family meals. 

2020 was an unusual year for our licensing and product business. We 
saw unprecedented demand for some products, especially throughout 
the early stages of the pandemic, as people around the world  
(re)discovered cooking at home. We have since reduced our number 
of licensing partnerships in order to focus on those collaborations that 
have the greatest impact, and this consolidation is reflected in the lower 
number of overall products sold compared to the previous year.

2021 at a glance

Number of food products sold Number of non-food products sold

(2020: 30 million) (2020: 9 million)

food products sold defined as healthy 
(based on the nutrient profile model)

(across our entire range, including our 
pasta sauces, Jamie Oliver deli by Shell 

sandwiches and Tesco traybakes)

(2020: 58)

(2020: 44)

17.6 million 4.5 million

62%

14.4 million 
portions of 
fruit and 
veg sold

Products 
stocked in 

57 countries

47 new food 
products 
launched
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Tesco: the next partnership chapter

2021 marked the start of the next chapter in our partnership with 
Tesco, with Jamie becoming Good Food Ambassador for the UK’s 
largest supermarket. We are focused on providing lots of tips and 
inspiration to help make mealtimes affordable, simple, nutritious, 
delicious, easy and fun for Tesco customers. We measure progress 
and the impact the partnership is having by regularly tracking 
customer sentiment, and whether they agree that Tesco is helping 
them and their families lead healthier lives.

We know that the key customer drivers in choosing healthier 
products are ease, affordability and simplicity, so we are constantly 
striving to remove some of the barriers to making healthy choices.

We also think about sustainability in our approach, and in this last 
year focused on ways to reduce food waste as a key criteria in the 
development of our recipes.
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123 Traybakes

We launched a new super-speedy range of delicious traybakes 
with Tesco as part of our drive to make healthier products simple 
and affordable. The traybakes are an easy way to get a delicious 
dinner on the table in only 30 minutes. Customers are able to 
adjust their choices according to their preferences, by choosing 
any combination of a veg base, including Lovely Lentil & Bean 
Pasta or Golden Veggie Rice; a hero product, such as Beef & Veg 
Mighty Meatballs or Lemon & Herb Salmon Chunks; and a sauce, 
from our Veg-Packed Tomato to Super-Green Veg. All they then 
have to do is pop everything in a roasting tray and whack it in the 
oven to get a delicious meal with at least 2 of their 5-a-day per 
portion. What’s more, there’s very little washing up. 

Some of our other activities in 2021 
included: 

 ✱ Supporting Veganuary with recipe inspiration, and continuing 
our work to help people eat more veg throughout the year 

 ✱ Promoting Tesco Health Month in May by offering content across 
its channels including social media, Tesco magazine, online and 
in store, providing customers with fun hints and tips to address 
the barriers they face to healthy eating. Participation in Health 
Month increased year-on-year, and we saw a 20% uplift in 
customer awareness of our partnership compared to 2020

 ✱ Continuing our work with the Tesco Community Cookery School, 
which trained 282 cooks and reached 3,557 people in 2021 

 ✱ Helping families and kids get back to school with quick, easy 
and fun lunchtime recipe content  

 ✱ Supporting Tesco’s buy one to help a child campaign with 
FareShare. This campaign launched in 2021 and sees Tesco 
making a donation to FareShare every time a customer  
purchases a piece of fresh fruit or veg. Over the course of the 
year, the campaign saw over £3 million donated to support 
FareShare’s important work to fight hunger and food waste. 
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Tesco Community Cookery School
The Tesco Community Cookery School launched in 2019, in 
partnership with Jamie Oliver and FareShare, and focuses on 
training community cooks on how to prepare nutritionally balanced 
meals using surplus food donations – therefore also avoiding food 
going to waste. 

In 2021, the programme trained 282 community cooks who 
completed three lesson plans before then taking that training 
into their communities to teach each recipe to 15 families and 
children. This meant that the programme reached a total of 3,557 
participants. 

The virtual launch took place in February, with messages from 
Tesco CEO Ken Murphy and Jamie, as well as lessons in knife skills, 
nutrition and a segment on how to teach the first lesson. Following 
the event, the subsequent lessons were released on a dedicated 
microsite throughout April and May. 

Following an evaluation by Basis, an 
independent agency, we found that: 

 ✱ 59% of the community cooks trained thought the lessons 
met or exceeded their expectations 

 ✱ Recipes were extremely popular and 77% of community 
cooks felt they were easy to teach. They also found the 
recipes to be healthy and adaptable 

 ✱ The virtual programme was viewed to be a success, with 
the microsite seen as easy to access and hosting lots of 
useful resources, with many commenting on the breadth 
of information available 

 ✱ There was positive feedback from parents, with children 
enjoying the recipes too

 ✱ The number of participants who always use fresh veg 
when cooking for the community increased from 46% pre-
programme to 62% during and after the programme

 ✱ ‘Health’ had overtaken ‘expense’ as the most important 
factor when cooking for their communities 

 ✱ 66% said the programme had a positive impact on the 
service they provide to the community3,557

participants reached by the  
Tesco Community Cookery School programme
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The Jamie Oliver deli by Shell range offers Britain’s drivers healthier 
options on-the-go. It features 35 products to suit customer tastes – 
from classic sandwiches and wraps to delicious salads and healthy 
snacks. 

The partnership focuses on delicious, nutritious food: we significantly 
reduced the fat, salt and sugar content across the range, introduced 
higher-welfare ingredients such as chicken and free-range eggs, 
and added best-in-class nutritional labelling so people know exactly 
what’s in every product.

In 2021, we continued to concentrate on these great ingredients, 
highlighting the higher-welfare meats used across our range. Our 
highest sellers included our All-Day Breakfast, Chicken & Bacon, and 
Cheese & Onion sandwiches; sausage rolls, which contain higher-
welfare pork and chicken; and our best-selling fruit item was our 
watermelon chunks. 

In the summer, we promoted the range by partnering with Bauer 
Media. Jamie took over the airways on Magic FM by hosting a week 
of Packed Lunch shows as well as the famous Sunday Drive Home 
show, reaching a wide range of drivers and staycationers across the 
summer period.

Since 2020, we have served 
almost 3 million portions of fruit 

and veg to the UK’s motorists.

Shell: healthier food options on the go
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Our partnership with Tefal, owned by Group SEB, aims to equip home 
cooks across the world with the tools they need to cook delicious and 
nutritious meals for themselves and their loved ones. We teamed up 
with Tefal back in 2003 to marry our food passion and knowledge 
with Tefal’s technology and expertise – and are proud to have sold 
more than 28 million products around the world to date. 

In 2021, we further deepened our partnership and expanded our 
range of Jamie Oliver by Tefal products to build on the success of the 
frying pan and saucepan ranges. This expansion will see us provide 
products in a range of new categories to cover a variety of home 
cook needs such as small domestic appliances, including blenders 
and sandwich makers, alongside high-quality knives. 

Across the year, we sold 3.2 million Tefal products to home cooks 
around the world, and although those numbers didn’t quite reach the 
highs of 2020 – when so many people (re)discovered home cooking 
during various lockdowns – this clearly illustrates the strength of the 
partnership and ongoing demand for our products. 

We are working on exciting launches for 2022 and beyond, including 
introducing a range of recycled aluminium pots and pans to reduce 
our environmental footprint.

Tefal: giving home cooks the right tools
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We work with a range of brilliant franchise partners who share our 
food values and our passion for creating beautiful dining experiences 
around the world. We apply best-in-class food sourcing and nutrition 
standards across our menus, and champion responsibly sourced 
ingredients and local producers where possible. We also offer healthy 
menu options for kids so parents can choose our restaurants with 
confidence. 

By the end of 2021, we operated a total of 60 outlets worldwide 
working with 13 franchise partners – with restaurant concepts ranging 
from Jamie’s Italian and Jamie Oliver Kitchen to Jamie’s Pizzeria and 
Jamie’s Deli. For example: 

 ✱ We work with Aramark to bring balanced and nutritious food 
options to people at work and at school 

 ✱ Together with SSP, we offer fresh and delicious food-on-the-
go to travellers across busy transport hubs around the world 

 ✱ Through our partnership with Royal Caribbean Cruises, we 
ensure that holidaymakers can enjoy family-friendly meals 
and the best-quality, responsibly sourced food, no matter 
how far they are from land. 

2020 was a tough year for the global hospitality industry and trading 
throughout 2021 remained challenging as lockdowns and restrictions 
continued to severely constrain business. Despite these challenges, 
we were able to serve more than 2 million guests across the year,  
a significant uplift from the previous year. 

We added 9 new restaurants to our growing international portfolio 
across the year, including 3 new Jamie’s Pizzeria restaurants in India, 
together with our partner Dolomite Restaurants. This brought the 
total number of outlets in India to 13 by the end of 2021 – with plans 
for further openings already well under way. Other openings included 
a Jamie Oliver Kitchen in Brazil and two Jamie Oliver’s Pizzeria sites 
in Qatar.

The great reopening

International restaurants
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Granola Dust is a genius blend of gluten-free oats, nuts, seeds, dried 
fruit, natural orange flavouring and cocoa powder. Created by Jamie 
when writing his book Everyday Super Food, this super-delicious 
and nutritious breakfast is made with top-quality ingredients, has 
no added sugar or hidden ingredients, is high in fibre and vitamin 
D, and is also a source of protein. He came up with the idea after it 
became clear that many people struggle to find healthy, convenient 
breakfast choices, and that there was a lack of exciting, nutritious 
options on supermarket shelves.

After a successful trial in 2020, Granola Dust launched in 2021 
exclusively on Amazon under Jamie’s new brand Proper Joy. This 
allowed us to gain some invaluable consumer and sales insights, 
and we’re currently exploring what platforms and partners would 
offer the best fit for this lovely product going forward. 

Granola Dust: healthy, nutritious breakfasts
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Our team
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136 team members (2020: 133)
28% male | 72% female  

(2020: 33:67)

2021 was another year of significant change in the way we work as we navigated the continuing impact 
of the pandemic. We worked with our teams to ensure that they had the support they needed to stay 
engaged, navigate some of the everyday challenges faced when working from home, thrive in their 
roles, stay healthy and continue their career development and personal growth. 

Our team
24 virtual  

workshops 
offered spanning key business skills, wellbeing, and diversity & inclusion,  

plus new virtual leadership training modules

3.6 days 
average training per employee

59 employees 
(43% of all staff) took part in 2021 volunteering initiative
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Wellbeing throughout  
the pandemic

2021 began with a third COVID-19 lockdown and, as a 
consequence, home working continued for the majority of 
our staff. We knew that by this point into the pandemic, 
many were struggling with poor mental health, and much 
of our focus was on supporting our staff’s wellbeing 
through another challenging lockdown period.

As we weren’t able to see our employees in person, we decided to 
run a wellbeing survey, to find out more about how our employees 
were coping, and to explore what additional support we could 
offer. 

This survey showed us the strain our team members were under: 
54% of our employees told us their mental health state was 
‘much worse’ or ‘slightly worse’ since the onset of the pandemic. 
However, we were glad to see that the vast majority felt that The 
Jamie Oliver Group supported them with their mental health and 
wellbeing. 

Looking after our employees' mental health and wellbeing has 
long been a priority for us, and for a number of years now we 
have offered all employees training on Mental Health at Work.  
This programme equips our teams and managers to have 
conversations about their mental health, and to support them in 
managing any issues that may arise at work. 

We also run an Employee Assistance Programme, a 24/7 free service 
that allows employees to speak anonymously to a professional 
counsellor, whenever they need it. 

During the pandemic we enhanced the support already in place, 
and organised virtual wellbeing workshops on topics including 
Resilience, and Life after lockdown. We also hosted virtual yoga, 
HIIT and pilates classes, as we know that being physically active is 
critical for our wellbeing. 

Many employees were struggling with isolation and missing the 
social interactions that naturally occur in the office. We have 
a brilliant and welcoming HQ where we often come together to 
socialise or share a meal, and in the absence of being able to 
get together physically, we continued to explore ways to connect 
virtually. We ran regular fun and sociable virtual classes – on 
topics ranging from urban gardening and painting to hot cross 
bun making and creative writing – to give everyone a reason to 
come together, have fun and socialise on a Friday afternoon. 

We also made a new commitment in 2021: to ensure all new 
starters attend our Mental Health at Work training within six 
months of joining our business.
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Investing in personal development
Supporting and nurturing our team’s learning and development, 
even if we weren't able to do so in person, continued to be a priority 
in 2021 and we transitioned fully to virtual learning. 

We offered 24 virtual workshops throughout the year – open 
to all staff and spanning subjects from Key Business Skills and 
Personal Effectiveness to Wellbeing and Diversity & Inclusion. We 
also know that our people managers play an important role in 
nurturing engaged and productive teams. That’s why we invested 
in a new programme of virtual leadership training modules for line 
managers – a key component of our overall commitment to invest 
in our team’s personal and professional development. 

On average, our employees spent nearly 4 days in training in 2021. 
We were pleased to see that training delivered virtually could still 
be interactive and engaging, with lots of positive feedback from 
our employees. 

We also continued our quarterly employee-manager performance 
and development conversations, which provide a forum for 
valuable feedback and help ensure that learning continues outside 
of the more formal training programme available. 

New ways of working 
Working through a global pandemic and successive lockdowns 
showed us that we are able to do brilliant work, be collaborative 
and productive when working remotely. Of course we missed being 
together in-person, but many of us learned to appreciate some of 
the benefits of working from home. 

After consultation with our managers and staff, we made the 
decision to adopt a hybrid model, whereby all employees would 
work some days from the office each week, but would also retain 
the option to work from home provided their specific job role 
allowed for remote working. 

We were acutely aware that following many months of lockdowns, 
some of our staff were apprehensive about their commute and 
returning to the office. So we continued an open dialogue, 
consulted with staff via surveys and encouraged conversations 
between managers and their team members. It was important to 
us that nobody felt pressured into moving at a pace they were not 
comfortable with, and we have given employees the flexibility to 
return to the office in a way that works for them and their teams. 

We will continue to evaluate our hybrid model and check in with 
staff on a regular basis to ensure our ways of working are fit for 
purpose and meet staff needs.
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Volunteering enhances our social impact 
As a social purpose-driven business, our employees share a passion 
for making a difference to our communities and the planet. For 
several years now, we have encouraged all staff to take a paid day 
off each year in order to volunteer for a cause close to their hearts. 

In 2021, we decided to give teams the opportunity to volunteer 
together as a group to make the experience even more rewarding, 
and support some of the charities who came under immense strain 
as a result of the pandemic. Teams were able to choose from a range 
of charities and organisations – including The Felix Project, C4WS 
and TCV – to spend a day supporting initiatives including reducing 
food waste, tackling food poverty and planting trees. 

Not only were we able to support our communities, our teams also 
loved the experience as a team-building exercise, especially after 
such a long time spent apart. Nearly half of our staff were able to 
take part, and we hope to make an even bigger impact in 2022.
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Together-Fest: a celebration of 
being together again 
In August, to celebrate the launch of Jamie’s new book, we planned 
a month of activities for the team around the themes of Together 
and exploring different types of togetherness. 

Activities included relaunching the volunteer-day scheme, a summer 
party for staff with plenty of food and drink inspired by the Together 
cookbook, and weekly competitions that the team could enter by 
posting on social media about the Together book or TV. We also held 
inspiration sessions with guest speakers and ran team workshops. 
After the difficult time apart, the team really appreciated the 
opportunities to come together, celebrate our special community 
and enjoy some wonderful food.
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Our social impact targets
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These social-impact targets are focused around our goals to 
improve health for all and build a healthier future for our kids; 
foster a happy, healthy, workplace; advocate for and apply  
high standards, and take care of the planet. They will help us to focus 
on the areas where we can have the greatest impact, and to embed  
our delivery into our business plans and performance management  
processes. 
The targets will be updated at the end of each calendar year and 
span all key areas of the business. We will measure progress against 
our targets and review our performance to identifyareas we want 
to improve in, and will then provide regular updates in this report. 

In 2021, we decided to step things up 
by introducing a comprehensive set 
of commitments and targets that will 
help us drive our performance across 
our products, content, partnerships, 
restaurants and campaigning.
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Impact area Our targets What we want to achieve

Are we 
on target?Improving 

health for all 
& building a 

healthier future 
for our kids

Halve childhood obesity by 2030
Campaign to ensure the government's policies 
on restricting junk food advertising to kids are 

implemented before the end of 2022

65% of all our new recipes across book, TV, 
social and online will be meat free or  

meat-reduced by 2022

Rollout a D&I training programme for every 
member of staff by the end of 2022

Inspire 150,000,000 people to eat well and cook nutritious food 
through our content each year - by buying a cookbook book, watching 
our TV shows or engaging with our social media content or the website 

Every team sets at least one social purpose goal in their 
annual performance goals

Offer balanced staff breakfasts and lunches with at least 
one veggie option every day 

Incorporate sustainability goals into our food sourcing 
standards by the end of 2021

Serve at least 10m portions of fruit and veg in 2022 
across our food products 

Offer at least 5 days of training per year to every team 
member and an annual company-wide volunteering day

Offer health and wellbeing workshops and mental health training

Create a clear framework for sustainability standards for 
our non-food products by the end of 2022

Engage key policy makers to get the 
government to commit to a new policy on 

enforcement of school food standards in 2022

Promote food sustainability across our 
content, with a focus on reducing food waste, 
meat consumption and promoting seasonality

Champion diversity in the creative and food 
industry by offering mentoring and skills 

development opportunities

A minimum 70% of our food product sales will be healthy from 2022 
onwards* as defined by the government’s nutrient profiling model 

Achieve 100+ points at our next assessment in 2023

Support and raise awareness of the B-Corp movement 

Support youth campaign group Bite Back 
2030 on key campaigns 

Engage key partners to support our net zero 
plans and help us monitor GHG across all key 

partnerships by the end of 2022

Champion and introduce diverse food voices 
and talent to our global audience

Foster a highly engaged staff culture

Apply high standards  
across all our products

Inspire people to cook & eat healthy, 
nutritious food

Create a happy and healthy working 
environment

Continue our B Corp development

Deliver best-in-class nutrition & food 
standards across our product ranges

Champion a diverse and inclusive business

Drive awareness of B Corp

Achieve net zero carbon  
emissions before 2040

A happy, 
healthy, 

workplace

Advocating for 
and applying 

high standards

Taking care of 
the planet

Needs work

On target

Not started/needs significant work
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Big Love



Endnotes
1 From the Food and Drink Federation Climate Handbook: https://www.fdf.org.uk/globalassets/resources/publications/guidance/net-zero-handbook-summary.pdf

2 From the BRC Climate Roadmap: https://brc.org.uk/media/677373/climate-action-roadmap-executive-summary-apr21.pdf

3	 '“meat-reduced”	is	defined	as	a	recipe	which	uses	>30%	less	meat	than	a	standardised	portion,	whilst	substituting	the	remaining	weight	with	a	plant-based	protein,	wholegrain	or	vegetable.'

4 https://www.kingsfund.org.uk/publications/health-people-ethnic-minority-groups-england

5 https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4408699/

6 https://www.oecd-ilibrary.org/sites/641a2e79-en/index.html?itemId=/content/component/641a2e79-en

7 https://www.gov.uk/government/publications/tackling-obesity-government-strategy/tackling-obesity-empowering-adults-and-children-to-live-healthier-lives

8	 https://www.kingsfund.org.uk/projects/time-think-differently/trends-healthy-behaviours-obesity

9	 Food	Foundation,	Broken	Plate	Report	2021:	https://foodfoundation.org.uk/sites/default/files/2021-10/FF-Broken-Plate-2021.pdf

10	 Office	for	National	Statistics,	2021:	https://www.ons.gov.uk/peoplepopulationandcommunity/personalandhouseholdfinances/expenditure/articles/weeklyhouseholdspendingfellbymorethan100onaverageduringthecoronaviruspandemic/2021-09-13

11 https://blogs.worldbank.org/health/obesity-and-covid-19-renewed-call-address-growing-crisis

12 Harvard Health Publishing, 2021: https://www.health.harvard.edu/staying-healthy/harvard-study-healthy-diet-associated-with-lower-covid-19-risk-and-severity

13 https://biteback2030.com/campaign/act-now-protect-child-health-adenough

62 Jamie Oliver Group Social Impact Report 2021 Endnotes

https://www.oecd-ilibrary.org/sites/641a2e79-en/index.html?itemId=/content/component/641a2e79-en

	A message from Jamie
	2021 highlights
	About this report
	About our business
	Sustainability at The Jamie Oliver Group
	Diversity & inclusion at the Jamie Oliver Group
	Our content
	Our campaigns
	Our communities
	Our partnerships
	Our team
	Our social impact targets

