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Episode 1: The Whole Map, Who Ebb Is Really For


Kalp, you asked who the Beach Club brand is targeting, and you said you could not tell from the outside. That confusion is reasonable, because the brand tells two different stories about its customer, and the buyers tell a third. This first episode settles the question with the evidence we hold, gives you the doors into the brand ranked by size, and previews the two ideas the rest of the course is built around: the place where most people with this kind of hair get stuck, and the counterintuitive idea that moves them out of it.




What Ebb actually is

Ebb Ocean Club is a hair care line with six products. The Instant Slip and Shine Leave-In Detangling Tonic is a six ounce spray at 21 dollars. The shampoo and the conditioner are ten ounces each at 23 dollars. The Rescue Mask is five ounces at 26 dollars. The Good Hair, Anywhere Travel Kit is a set of minis at 29 dollars, and the newest product, the Hair Barrier Hydrating Oil, is two ounces at 29 dollars. Everything runs on one idea the brand calls the Marine BioRepair Complex, which is seaweed, sea moss, sea kelp and a plant-derived keratin. The line is silicone free, sulfate free, vegan and cruelty free, and the brand calls itself reef safe. Its tagline is “Hair (Barrier) Care,” and the line under the logo says “Good hair, anywhere.”

The founder is Khalyla Kuhn. She grew up in the Philippines, swam for the Philippine national team from the age of ten, moved to the United States at fifteen, and swam competitively in high school and then on a full Division One scholarship. Today she lives between California and Hawaii, freedives and spearfishes, and co-hosts two comedy podcasts, Trash Tuesday with Esther Povitsky and TigerBelly, which she co-founded with Bobby Lee. Beauty Independent put the two shows at a combined 1.65 million YouTube subscribers, and her own Instagram at around 329,000 followers. She tells the origin story the same way in every interview. After a very public breakup she retreated to Hawaii, spent five or six hours a day in the ocean, and her long hair came out of the salt water so knotted that she once spent about an hour in the shower working the knots out. She asked a friend in the beauty business for something that detangled well and was kind to the water she swam in, the samples worked, and the brand followed.

The business behind her is a venture studio called Concept Brands, run by Chris Young Kim and Jina Kim, who also built the skin care brand Circumference. The chief executive is Alyson Lord, who came from brand partnerships at Ipsy. The line launched direct to consumer on May 15, 2024, went online at Sephora on February 10, 2026, and rolled into roughly fifty Sephora stores that spring. Our own store list counts 58 doors with inventory, and they are spread along the coasts: 22 in California, 10 in Florida, 10 in New York, 9 in Massachusetts and 3 in Hawaii, with a handful elsewhere. Sephora put the brand next to water, and that choice already tells you something about the customer the retailer expects.




The brand’s story about its customer, and the buyers’ story

When the founder is asked who Ebb is for, she says it is for everyone, swimmers and beachgoers and people who have never seen the coast, and that she wants to “democratize the ocean.” When the chief executive is asked, she describes “this very active person” and points to a figure that about 73 percent of Gen Z exercise at least once a week, with products meant to stand up to sweat, sun and frequent washing. The brand’s social content mixes surfing, beauty and jokes, with surfers from the World Surf League and the Red Bull women’s surf team. So the brand’s own picture of its customer is young, athletic and outdoorsy.

The buyers paint a different picture, and they paint it in numbers. We pulled every review Ebb has, 194 on its own store and 855 on Sephora, which makes 1,049, and counted which door each review walks in through, using the words people chose without being prompted. Tangles, knots and detangling came first with 330 reviews, which is 31 percent of everything Ebb’s customers have written. Fine hair and weigh-down came second with 268, and that count needs a warning I will return to: most of those are happy reviews saying the product did not weigh the hair down, while in the unhappy reviews the same words are the single biggest complaint. Dry, damaged and split ends came third with 245. Frizz came fourth with 157. Curly and wavy hair came fifth with 139. Then the beach at 87, travel at 81, scalp at 57, kids at 53, heat at 52, colour at 46, and chlorine and the pool, the founder’s own origin story, at only 35, which is about three percent.

You described the brand as being “for the frizz or whatever.” Frizz is a real door, and it sits fourth on that list. The thing Ebb’s buyers hire it for, by a wide margin, is getting knots out of wet hair without weighing it down. Ebb is a detangling brand dressed as an ocean brand: the ocean supplies the origin story, the occasion and the look, and slip is the job the buyer pays for.




Who she is, stated decisively

Sephora asks reviewers to describe their hair, and the 855 Ebb reviews give us a profile. Fine hair is the largest group at 292, then medium at 275, then thick at 220. Of the reviewers who gave a texture, 108 said wavy, 107 straight, 44 curly and one coily. Hair colour was brown for 392, black for 215 and blonde for 131. The concerns they ticked were damage and split ends at 246, dryness at 119, frizz at 79 and brassiness at 69. Add the store map on the coasts, and add the tone of the warmest reviews, which are overwhelmingly mothers writing about daughters, and the picture becomes specific.

The core Ebb buyer is a woman of roughly 28 to 45 who shops at Sephora and lives near water, most often in California, Florida, Hawaii or the Northeast. Her hair is fine to medium, straight or wavy, shoulder length or longer, frequently lightened or highlighted, and dark more often than blonde. She spends summer weekends at a pool or a beach, and in the largest and warmest slice of the market she is doing it with a daughter between about four and twelve whose long hair she brushes after every swim. She is buying for two heads of hair, her own and her child’s, and the product she reaches for first is the detangling spray. She found the brand either through Khalyla’s podcasts or through the Sephora shelf, she likes clean labels and a good smell, and she will drop anything that leaves her fine hair flat or greasy.

There is a second buyer close behind her. She is younger, roughly 22 to 38, and she is the person the brand thinks it is talking to: she surfs, swims laps, takes beach holidays and goes to the gym, and her hair is often sun-lightened or bleached. Her reviews talk about the beach bag, the carry-on and being TSA friendly, and about lightened hair that feels like straw. She is real and she is valuable, especially for the mask and the oil, but in Ebb’s own reviews she is outnumbered by the mother at the brush.

Three details from the data sharpen this picture. The near absence of coily hair, one reviewer in 260, tells you Ebb is not competing for the textured and Black hair market, where brands like Cécred are strong. The high count of black and brown hair, alongside TikTok creators who tag Ebb as a Filipina owned brand and use tags like browngirl, suggests a buyer base that includes many Asian American, Filipina, Latina and South Asian women, which fits the founder and fits her podcast audience; treat that as a hint from hair colour and creator tags, since it is not a measured demographic. And scent matters far more than a hair science course would suggest: 161 of Ebb’s four and five star reviews mention the smell, and the exact phrase “smells amazing” appears 53 times. The fragrance blends yuzu, moss and shiso, and buyers compare it to a popular body lotion.




Why she follows Khalyla

The founder’s audience is a real engine and a small one at the same time. Sixteen of Ebb’s 1,049 reviews name Khalyla, TigerBelly or Trash Tuesday, and the launch month of May 2024 drew its review volume largely from that audience. The flavour of those buyers comes through in one five star review of the tonic, a buyer quote: “I’ll buy anything Khalyla sells, ok!” Listeners spend one to four hours a week with her, by her own estimate, and that kind of time builds a trust no ad can buy. Her swimming record matters as proof, because a woman who swam for a national team and still freedives for hours is a credible person to tell anyone about hair and water.

The same audience also carries hostility. Communities such as r/TigerBelly and r/khalyla host open criticism of the founder, much of it tied to the public breakup and to disputes about her biography, and one skeptical listener wrote that they expected Ebb “to be a lot more than shampoo/haircare.” For you as the marketer, the founder is the most credible voice for the swimming door and a risk if the ads lean on her personality for buyers who have never heard of her. Most of the people we want to reach have never listened to either show, and they will meet her, if at all, as a former national team swimmer with long hair.




The doors, ranked for a marketer

There are two ways to rank the doors, and you need both. Inside Ebb’s own reviews, the order is tangles at 330, fine hair and weigh-down at 268, dry and damaged at 245, frizz at 157, and curly and wavy at 139. That order tells you what the product already does well enough that people write about it unprompted. Across the wider market, where we pulled about 10,500 pieces of customer text from Sephora competitors, Amazon, Reddit, YouTube comments and TikTok, the order shifts: dry, split ends and damage lead with 2,137 records, fine hair and weigh-down follow with 2,037, tangles with 1,969, curly and wavy with 1,628, and chlorine and the pool with 1,444. That second order tells you where the conversation and the pain are largest, keeping in mind that we searched for swimming terms on purpose, which inflates the swimming row.

Put the two lists side by side and four doors stand out. Tangles is the door Ebb owns, the tonic’s job and the home of the warmest reviews, and the YouTube videos in this cluster have drawn about 19 million views. Dry and damaged hair is the biggest door in the market, and the mask is the product that serves it. Fine hair that gets weighed down is both a door and a trap, because it is where Ebb’s buyers come from and where its unhappy reviews come from. Swimming and chlorine is small inside Ebb and loud outside it, it is the founder’s true story, and it is a door that other categories, a swim cap company and a filtered showerhead company, are already monetising at scale. Beach and travel are occasions more than pains: they explain when she buys and what size she buys, and they rarely explain why she buys.

The sub-avatars follow the doors. There is the swim parent and the parent of a tender-headed child, the woman who swims or surfs herself, the beach and travel woman, the fine-haired woman who is weighed down by most leave-ins, the curly and wavy family, the bleached or colour-treated woman whose hair feels like straw, and a small group of men with long or curly hair who write some of the most enthusiastic reviews. Episode seven walks through each of them in their own words.




A preview of the valley

Here is where most people in this market stall, stated plainly so you can test it against everything that follows. A person with dry, frizzy or tangled hair escalates through a predictable list: more conditioner, then oils, then masks, then bond builders, then clarifying shampoo to remove the build-up from all of the above, then a haircut. Each step works in the shower and fades by the next swim or the next wash. The valley is the place in that list where she starts swinging between two failures. The products that give slip feel heavy and greasy on her fine hair, so she cuts back or clarifies; her hair goes bare, knots, and feels like straw, so she adds a mask; the mask feels heavy again. Ebb’s own unhappy reviews show this swing in miniature. Of the 37 reviews at three stars or below, twelve say the products were too heavy, waxy or greasy, and another twelve say the shampoo was stripping and left the hair like straw. Fine-haired reviewers are the largest group among those unhappy reviews, thirteen of the 37.

The belief that keeps her in the valley is that her hair is a fixed type with a fixed flaw, either dry or greasy, either damaged or fine, and that each product is a repair that should hold once it is done. Parents hold a version of the same belief about a child’s hair, that she is tender-headed or that the brushing is wrong. Swimmers hold another version, that the pool wrecks hair and the only remedy is a cleanup afterwards. Episode five lays out these valleys with the counts behind them.




A preview of the aha

The idea that moves people out is counterintuitive, because the beauty aisle teaches the opposite. Hair is dead tissue, and it cannot heal. Every healthy hair grows with a thin, oily, water-repelling coat chemically bonded to its surface, and pool water, sun, bleach and ordinary shampoo strip that coat away over months. Once it is gone the hair grips itself when wet, drinks water and lets it go quickly, and frizzes in humid air. Nothing you can buy puts the original coat back. What works is a replacement coat, put on at the moment that matters, which is when the hair is wet and about to move, before the pool or the sea and right after every wash, in an amount scaled to how fine the hair is. Hair care in this framing works like sunscreen: you apply it before the exposure and again after the water, and you never expect yesterday’s application to protect you today.

The founder already lives this way. She sprays the tonic before she gets in the water and again when she comes out, and she has said that she was always careful about what she put on her skin before swimming and had never thought to do the same for her hair. The rest of this course shows you why that habit is correct, where the science behind it is firm and where it is a useful frame, and how to move a buyer who believes her hair is simply broken toward a buyer who believes her hair needs a coat, every time, in the right dose.




What the next eight episodes cover

Episode two builds hair from first principles, so you understand the cuticle, the cortex, the fatty surface layer, hydrogen bonds and porosity well enough to explain them to a cosmetic chemist. Episode three treats water as the villain in all its forms: the pool, the sea, the sun, hard water and the plain shower. Episode four follows a buyer through everything she tries, in order, and explains why each step half works. Episode five maps the valleys with our counts and outside evidence. Episode six lays out the aha in detail, sets Ebb’s three philosophies against the science, and labels which parts are fact and which are framing, including an honest look at what being silicone free costs the brand. Episode seven lets the sub-avatars speak in their own words. Episode eight covers the competitors, the claims that are worn out, the angle still open, price, and Sephora against the brand’s own store. Episode nine closes with a rapid round of myths and truths and a sober look at the products, the claims Ebb can make, and the gaps that would waste ad money if nobody fixes them.


