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'Cosmetics can be a lonely place, it's all global brands'

By  Matthew Caines
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'I'm staggered by how few people understand what mechanisms are out there to help build a company,' says Child Farm founder, Joanna Jensen  CREDIT: GEOFF PUGH

Follow 



J
Childs Farm founder, Joanna Jensen, on the appeal of angel investment and why regulators are your friend, not the enemy.

oanna Jensen may be the chief executive of Childs Farm (https://www.childsfarm.com/), but there's no doubt about who runs the show at

the children's toiletries brand, which will launch a new range at Boots this week, including a bubble bath and body wash.

"My kids really wanted some new ones and, obviously, I do as I'm told," jokes the business owner, whose two daughters, Mimi and

Bella, were also the inspiration behind launching the venture.

As children with sensitive skin, the girls found bath time a chore, so Jensen went in search of something more suitable. "Everything

out there smelt of mung beans or old flip-flops, and every time that I washed their hair, it looked as if they had been dragged through a

hedge backwards," she explains. "I couldn't get a comb through it."
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Worse still, none of the products were any fun for the family, with branding that was too boring or medical. There had to be a better

way of doing it, thought Jensen.

"Instead of sitting there and moaning, I resolved to do something about it," remembers the founder, who used to work in corporate

banking, but was taking some time out to look after her children and breed horses. "Had I known back then how much of my life

would be sucked in by the idea, I might have thought again!"

Jensen knew what she wanted her toiletries to be: natural, enjoyable and safe for newborns, babies and children. They also had to be

inclusive: "Everybody should be able to use the same products, even if they have sensitive skin or are prone to eczema.

"I wanted siblings to be able to have a bath at the same time."

She settled on producing a shampoo, conditioner, hair and body wash, bubble bath and moisturiser. She also planned to use natural

detergents (surfactants derived from corn and coconut, for example); moisturisers such as argan oil (an effective emollient that

reduces the amount of water escaping from the skin); and essential oils – peppermint and tea tree extracts that smell fragrant and can

deter head lice

The finishing touch was a series of fun and colourful labels created by children's illustrator, Emma McCall, whose cheeky designs were

of Mimi, Bella and the pets and animals of Jensen's farm, after which the company is named.

Joanna Jensen, Childs Farm

In late 2011, she took some prototypes to Kent-based manufacturer, Medichem, who bought into her fresh approach and helped her to

produce an initial run of 5,000 bottles. She stored them in her barn and sold from home, targeting small retailers and parents who

wanted to put the fun back into bath time.

"That's when I realised that writing a business plan might have been a good idea," says Jensen, who admits that she didn't do one until

year three. "For someone who worked in finance, I was quite naive, thinking that a bottle of shampoo couldn't cost much, but putting

rubbish ingredients together costs nothing – using quality ones requires quite a bit of cash."

Sheer determination, word of mouth marketing and three rounds of angel investment fundraising have helped Jensen to grow the

company from the kitchen table.

"Your first one is always the most painful, because you have nothing to show for it," she explains, urging other start-up founders to go

out and really understand the Enterprise Investment Scheme (EIS (https://www.gov.uk/guidance/venture-capital-schemes-apply-for-the-enterprise-

investment-scheme)) and its seed stage counterpart (SEIS (https://www.gov.uk/guidance/venture-capital-schemes-apply-to-use-the-seed-enterprise-

investment-scheme)). The government initiatives are designed to encourage private investment in small companies by offering generous

tax breaks.

"I'm staggered by how few people understand what mechanisms are out there to help build a company," she says. "EIS and SEIS enable

angel investors to mitigate their risk, which means that they're more likely to fund founders at a time when investment returns are

low."

She questions the obsession that start-up owners have with private equity and venture capital funding, suggesting that entrepreneurs

build their own companies with the support of those who can offer experience and expertise. "Angel investors are typically low touch

and, if you're lucky, they will stay and grow with you, financially and emotionally."

Angel investors are typically low touch and, if you're lucky, they will stay and grow with you“ ”
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Joanna Jensen, Childs Farm

Jensen admits that she has been lucky; her two principal shareholders are Andrew Leek, a private equity investor, and Paul Cartmell,

an entrepreneur with a strong marketing background. "The three of us have been together for years and complement and challenge

each other," says Jensen. "We've created a triumvirate that works – and done it without having to bring in people who wanted to

change the way that I run the business."

Today, the firm has 20 staff and an annual turnover of £5.7m. Bestsellers include its cocoa and shea butter baby moisturiser (£4.50)

and a grapefruit and organic tea tree oil hair detangler (£5). It exports to Europe, Asia, Africa and the Middle East.

She advises those looking to start up in cosmetics to get to know their trade bodies and regulators: "Make friends and don't see them as

the enemy; they're often delighted to offer advice."

She also recommends making friends with entrepreneurs who have been there and done it. "Cosmetics can be a lonely place; it's all

global pharmaceutical companies," explains Jensen. "Don't think that you're a pest by emailing the owner of a more established brand;

we've all been there and are happy to tell someone how, in six minutes, they can do something that took us six months."

She also thinks that small cosmetics companies are in a prime position right now. "They're in a good place because they're authentic.

Big corporates will never have that; you can't manufacture it."

She cites the example of being able to talk to mothers on a personal level. "The way that we talk to our community on Facebook is

against the norm," says Jensen, who adopts a chatty tone, adding kisses to signoffs. "That's how I talk to my friends, and I want our

customers to be our friends."

Don't think that you're a pest by emailing the owner of an established brand; we've all been
there
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