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Episode 9: Myths Against the Truth, and an Honest Inventory of the Brand


This last episode comes in two halves, and the first is a rapid round of the beliefs you will meet in this market, each followed by what the evidence says and how firm that evidence is, so that you can answer a buyer, a client or a chemist without stopping to look anything up. The second half is a sober inventory of Ebb itself: what each product is, what is true about it, what the brand can claim, what it must avoid claiming, and the gaps that would waste ad money if nobody fixes them first.




Myths about water and swimming

The first myth is that chlorine turns hair green. Copper turns hair green, coming from algaecides, ionisers and corroded pipes and heaters, and chlorine damage creates the sites where the copper binds. The evidence is firm, with dermatology case reports going back to the 1970s and direct measurements of copper in green hair.

The second myth is that a salt water pool is free of chlorine. A salt water pool makes its own chlorine from the salt with an electric cell, and the water contains the same hypochlorous acid as any chlorinated pool. This is basic pool chemistry and is not disputed.

The third myth is that a swim cap keeps hair dry. A cap reduces the amount of water reaching the hair and almost always lets some in at the edges, and long hair under a cap usually comes out damp. Competitive swimmers argue about this loudly, and the honest position is that caps help and do not seal.

The fourth myth is that conditioner put on before a swim simply washes off in the pool. Cationic conditioners bind to hair by electrical charge and partly survive rinsing, and oil films measurably slow water moving into hair. The coat is thinned by the water and is not removed instantly. The binding evidence is firm, and the evidence for a benefit across a whole season in a pool is untested.

The fifth myth is that wetting hair with tap water before a swim prevents chlorine damage. It probably reduces how much pool water the hair takes up in the first minutes, and no study has measured it. Treat it as reasonable advice with a modest effect, best combined with a coat.

The sixth myth is that the sea is good for hair because it is natural. Salt water gives many wavy and curly heads a better shape for a day, because dried salt adds grip and texture. Hours of agitation in alkaline water plus sun also roughen and tangle hair. There is no primary study on sea water and human hair that we could find, so both sides rest on general mechanisms.

The seventh myth is that hard water makes hair fall out. Hard water leaves calcium and magnesium in hair, which makes it duller and rougher and makes shampoo lather less, and the binding is worst in damaged hair. Small studies have not found a meaningful loss of strength, and there is no good evidence that hardness causes hair loss. The copper some tap water carries is the more important metal, because it accelerates sun damage.




Myths about products and ingredients

The eighth myth is that sulfates are what strip hair, so sulfate free means gentle. How harsh a shampoo is depends on the whole formula, the amount of detergent and the other ingredients, and several sulfate-free detergents clean as strongly as sulfates. Ebb’s own shampoo uses an olefin sulfonate detergent alongside milder betaine detergents, so its sulfate-free claim is technically accurate while twelve of Ebb’s unhappy reviews still call the shampoo stripping, and cosmetic chemists regard this point as settled.

The ninth myth is that silicones suffocate hair or damage it. Hair is dead and does not breathe. Silicones give slip, shine, frizz control and heat protection, and the real downside of the water-insoluble kinds is build-up, which is cosmetic and removable. A 2025 dermatology review concluded silicones are valuable when properly formulated.

The tenth myth is that “hydrating” products put water into hair. Hair’s water content follows the humidity of the air, extra water leaves within about an hour, and products that make hair feel moisturised do it mainly by lubricating the surface, which is firm in principle and well explained by chemists such as Michelle Wong of Lab Muffin.

The eleventh myth is the porosity float test, dropping a hair in a glass of water to see whether it sinks. Whether a hair floats depends on surface oils, air bubbles and how long you wait far more than on porosity, and cosmetic chemists treat the test as unreliable. Porosity is real and best judged by how fast hair gets wet and dries.

The twelfth myth is that split ends can be repaired. Products with polymers can glue split ends together for a while and make them look smoother, and only cutting removes them, a point the evidence settles firmly.

The thirteenth myth is that trimming makes hair grow faster. Hair grows from the follicle at about a centimetre a month regardless of trims; trims remove split ends before they travel up the strand and cause breakage, which helps length retention, and none of this is in dispute.

The fourteenth myth is that hot water opens the cuticle and cold water closes it. The cuticle does not open and close with temperature like a door. Hot water removes more scalp oil, and a cool rinse feels nice; any effect on shine is small, which is the settled view among cosmetic chemists.

The fifteenth myth is that coconut oil is good for every hair. Coconut oil is the best supported hair oil in the literature, because it soaks in and reduced protein loss in the Rele and Mohile study, and it is heavy on fine hair and can build up. The evidence for its benefit is firm, and so is the evidence that dose matters.

The sixteenth myth is that biotin in a shampoo or spray grows hair. Biotin helps hair growth only when taken by mouth by people who are deficient, which is rare, and there is no good evidence for biotin applied to hair. Ebb’s tonic lists biotin among its ingredients, so the brand should never imply it grows hair.

The seventeenth myth is that rice water grows hair. Rice water is a popular trend, and Kitsch sells a rice water line, and there is little good evidence that it grows hair. Its starch can coat hair and make it feel thicker for a while.

The eighteenth myth is that “protein overload” makes hair brittle. Some buyers describe stiff, straw-like hair after heavy protein treatments, and a thick protein film can feel stiff, but the idea that hair becomes overloaded with protein is mostly anecdote, so treat it as uncertain.

The nineteenth myth is that bond builders repair all damage. Olaplex and its relatives target broken disulfide bonds and have reasonable evidence for reducing damage during bleaching; they do not restore the fatty coat that gives slip, and independent proof that they rebuild bonds in already damaged hair is thin.




Myths about children and brushing

The twentieth myth is that a tender-headed child simply has a sensitive scalp. Some children do have more sensitive scalps, and for most families the bigger factor is how hard the brush pulls, which depends on friction and knots in the hair, so a coat that reduces friction lowers the pull, as the half-head test lets a parent see for herself.

The twenty-first myth is that a no-tears children’s shampoo is the gentlest choice for a child’s hair. It is gentle on eyes, and the 2014 review that measured 123 shampoos found every children’s shampoo at a near-neutral pH, which it links to more negative charge and more friction between strands.

The twenty-second myth is that a hundred brush strokes a night makes hair healthy. Every stroke is friction and every snag can break a hair; brushing distributes scalp oil, and too much of it wears the cuticle, which the combing research supports firmly.




The brand, product by product

The Instant Slip and Shine Leave-In Detangling Tonic, 21 dollars for six ounces, is the hero. Its public ingredient list, from a user upload to the site INCIDecoder that the client still needs to confirm, carries behentrimonium chloride, a positively charged conditioning agent; diheptyl succinate with a capryloyl glycerin and sebacic acid copolymer, a plant-derived replacement for silicone slip; avocado and jojoba oils; hydrolysed vegetable protein; aloe, panthenol and biotin; and three seaweed extracts, sea kelp, Corallina officinalis and Chondrus crispus, which is the Irish moss sold as sea moss. It has the most reviews of any Ebb product, 271 across the brand’s store and Sephora, 153 of them about tangles, and only 7 at three stars or below. The client has shared a claims report for it from a study by Intertek in Korea in February 2026: twenty participants aged 19 to 59, a single use, measured before and after. It reports a 21 percent improvement in tensile strength, a 38 percent reduction in heat damage against 9.5 percent in untreated hair, 80 percent of users saying their hair felt smoother, and 100 percent satisfaction on five questions. The report is marked as a draft with the final report pending, so none of it should run until the final arrives, and a 21 percent strength gain from one application of a leave-in is a large number that deserves a careful reading of the method before it carries an ad.

The shampoo and conditioner, 23 dollars each for ten ounces, are the products with the most mixed reviews. The shampoo draws the stripping complaints and the conditioner draws the heavy and waxy complaints, along with several notes that its bottle is hard to squeeze and one report of a separated bottle. Both carry seaweed extracts, the conditioner adds a cationic guar, and the shampoo cleans with olefin sulfonate and betaines.

The Rescue Mask, 26 dollars for five ounces, is the quiet star: 159 reviews with only one at three stars or below, strongest with bleached and dry hair, used as a five to ten minute treatment. Its full ingredient list was not public when we looked, and the size of its proteins will decide how strongly the fill-and-coat argument can be made. On October 6 it was the only product a shopper could buy on Ebb’s own store.

The Hair Barrier Hydrating Oil, 29 dollars for two ounces, is sold at Sephora under a longer name that promises shine and heat protection, with 118 Sephora reviews averaging about 4.8 and a set of fine-haired buyers who find it greasy. Sephora’s page says it was tested in salt, sun, sweat and city streets. Its ingredients and test data were not public. The Good Hair, Anywhere Travel Kit, 29 dollars, bundles minis of the core products, and Sephora sells a similar mini set at 29 dollars with a stated 40 dollar value.




The mechanism name, in plain terms

The Marine BioRepair Complex is a brand name for a group of ingredients, and you should know what each part can and cannot do. Seaweed extracts contain polysaccharides, carrageenan in the case of Chondrus crispus, which form light films and hold water at the surface, and they carry the ocean story; there is little published evidence on these extracts for hair specifically. The phrase “plant-derived keratin” needs care, because keratin is an animal protein, and what a plant can supply is hydrolysed plant protein such as the quinoa and vegetable proteins in Ebb’s lists, which can coat hair and, if the fragments are small, enter damaged hair. The honest description is hydrolysed plant proteins that work in a similar way to hydrolysed keratin. “BioRepair” is a name; the products coat and condition, and they do not repair hair biologically.




What Ebb can claim, and what it must avoid

On present evidence, the brand can say the tonic detangles and adds slip and shine from the first use, which hundreds of reviews support and the buyer can test in one wash. It can say the products are silicone free and sulfate free, both technically accurate. It can explain the mechanism of the coat, the charge, the knot and the before-the-water timing as general hair science, with care never to present a published study as a test of Ebb’s own product. It can use the founder’s own routine, spray before the water and again after, as her practice. Once the final report arrives, it can use the clinical numbers with their footnote, word for word as the approved language states.

It must avoid, until there is evidence, any claim that the products repair hair structurally or restore the hair’s own fatty layer, any sun or chlorine protection claim with a number on it, any claim to remove green or copper, since no chelating agent is confirmed in any shipped product, and any claim that the products are safe for children or tear-free. The fragrance carries limonene, linalool, hydroxycitronellal, citronellol, citral and benzyl benzoate, which are known allergens for some people, and one Ebb reviewer reported an eczema flare naming two of them. It must avoid “reef safe” as a scientific claim, since there is no agreed standard, and use it only as the brand’s own description. And it must never say that being silicone free means a product cannot weigh hair down.




The gaps that waste ad money

Some gaps are operational and come first. On October 6, five of the six products were sold out on the brand’s own store, which means paid traffic could only buy the mask. The loudest button on every product page sent shoppers to Sephora, which the site rebuild has since moved, and you should confirm the live state before any spend. There were no bundles beyond the travel kit, subscription plans existed and were hidden, there was no guarantee, no stated free shipping threshold and no FAQ, and the ingredient lists were missing from the product pages. The brand’s six Amazon listings are sold by an unknown third party with no ratings. Review flow on the brand’s own store had slowed to single digits a month. And the Sephora rating that buyers see is inflated by the launch window, so the honest current figure sits nearer 4.2 than 4.9.

Other gaps are product truths. The fine-haired buyer, the brand’s largest group, finds the conditioner, leave-in and oil heavy, and another group finds the shampoo stripping, which means the use instructions need to teach dose and placement and the client may want a lighter conditioner. A few buyers dislike the scent, and a few report nozzles that failed. And there is a product opportunity sitting in plain sight: a swim shampoo with a chelating agent, of the kind Procter and Gamble used in its copper studies, would let Ebb make the green hair and copper argument with evidence behind it, and none of its current products can.




What to do first, in order

If you take this course into the onboarding call and the first month of work, the order of operations follows from everything above. Confirm stock before anything else, because five of six products were sold out on October 6 and an ad that sends buyers to a sold-out tonic wastes money and goodwill. Agree with the client which channel paid media serves, Sephora sell-through, the brand’s own store, or both split by product, and confirm the live product pages send shoppers to the brand’s own checkout. Put the offer devices in place that every scaled competitor uses: a before-and-after duo of tonic and shampoo, the travel kit, visible subscription at the plans that already exist, a stated free shipping threshold and a guarantee, so that a 21 dollar bottle is not the whole order.

The next job is to get the product truths in writing, so ask for the full ingredient list of every product, the tonic’s pH, the mask’s protein sizes, any test data behind heat, sun, chlorine, colour and reef claims, and the final Intertek report. Ask for any safety assessment for children and any age floor, given the fragrance allergens. Ask whether the Poshello listings on Amazon belong to the brand.

Then test the philosophies in the order the evidence supports. Lead with the tangles argument on the tonic, built on the absolution and the half-head test, aimed at parents and at fine-haired women, because it is the brand’s biggest door, its warmest reviews, its cleanest proof and the cheapest entry price. Run the swimmer’s timing argument in season and with the founder’s own story, because it is true in mechanism, empty of competitors and owned by her biography. Run the fill-and-coat argument on the mask for bleached and sun-worn hair, because the mask is the brand’s best reviewed product and was the only one in stock when we looked, and hold its stronger claims until the ingredient facts arrive. In every argument, put the dose and placement instruction where the fine-haired buyer will see it, because her complaint is the brand’s largest and the cheapest to prevent.




Where this leaves you

You now know who buys Ebb: a coastal, Sephora-shopping woman with fine to medium hair, often lightened, often brushing a daughter’s hair after the pool, who hires the brand for slip without weight. You know the valleys she stalls in, the seesaw between heavy and stripped, the tender-headed label, the after-only swim routine and the hydration aisle. You know the aha that moves her, that hair is a dead fibre whose slippery coat has been stripped and can only be replaced, at the moment the hair gets wet, in a dose scaled to her hair, again and again like sunscreen. And you know where the science is firm, where it is inference, and where the brand’s own frames reach further than the evidence. The cheat sheet that comes with this course holds the five numbers and the ten buyer phrases worth memorising, and the reading list ranks the books that will take you deeper into each of these episodes.


