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1. SeaSisters Overview



SeaSisters

Social 
Enterprise

Surf + Swim 
Lessons to 

Women in Sri 
Lanka

Sell Ethically 
Made Products 



SeaSisters



SeaSisters: Current Products



SeaSisters: Challenges

How to enter the 
US market / how is 

it different from 
market in Sri Lanka

How to market 
products as a social 

enterprise



2. Research & Insights



Research Methods :

★ Primary Research (Non -experimental):
○ On e -o n -o n e  in t e rvie w s
○ Ob se rva t io n a l re se a rch  (Lo s An g e le s  su rf sh o p s)

★ Secondary Research:
○ Co m p e t it ive  An a lysis
○ Re se a rch  o n  co m p a n y w e b sit e s



Mapping

Sri Lanka

California



Primary Research: Los Angeles



Insights: Types of Shops

Surf Shops1

Boutiques 2

Established
Ethical 
Brands 

3



Surf Shops1

Insights: Types of Shops



Boutiques 2

Insights: Types of Shops



Established
Ethical 
Brands 
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Insights: Types of Shops



Insights: Customer Journey 

Start



Secondary Research: Similar Companies



Insights: Market the Message

“Pure Life” 
“Do it Yourself” 

Goal: Empower 
Women 

Goal: Give Back 



3. STIC Recommendations
STUDY CONSUMERS

SHAP E THOUGHTS
INFLUENCE ATTITUDES

IMP ACT CHOICES



Study Consumers : Customer Profiles

Kelly, 19
★ Ma n h a t t a n  Be a ch , CA
★ P re sid e n t  o f co lle g e  su rf c lu b
★ W o rks p a rt  t im e  a t  a  sm o o t h ie  

sh o p  t o  sa ve  m o n e y
★ Vo lu n t e e rs  o n  t h e  w e e ke n d

Laura, 26
★ Ma lib u , CA
★ Ha s 5K+ IG fo llo w e rs
★ Go e s t o  Co a ch e lla  e ve ry 

ye a r
★ W o rks a t  a  c lo t h in g  s t o re

Sharon, 52
★ Ru m so n , NJ
★ Tw o  t e e n a g e  d a u g h t e rs
★ Drive s  a  Ra n g e  Ro ve r
★ Sh o p s fo r d a u g h t e rs  

fre q u e n t ly



Study Consumers: Segmentation

★ Demographic: 
○ W om e n  

■ More  se n sit ive  t o  p rice  

■ Sp e n d  m ore  t im e  sh op p in g

○ Mille n n ia l/t e e n  ove rla p  

■ Bra n d  loya lt y, con su m e r 

g e n e ra t e d  con t e n t , 

a u t h e n t ic it y

■ Soc ia l m e d ia , con ve n ie n ce  

a n d  cost

★ Geographic
○ Coa st a l c it ie s: Los An g e le s , Sa n t a  

Cru z, Sa n  Die g o , Je rse y Sh o re , 

Mia m i, e t c .

○ Hig h  p op u la t ion  d e n sit y

■ Vivid , in t e n se , a n d  n ove l 

a d ve rt is in g  a n d  p la ce m e n t

○ Loca l m a rke t in g

■ Le ss e xp e n sive

■ Be t t e r p la ce m e n t  

■ De ve lop  re la t ion sh ip s



Study Consumers: Positioning
★ Target Market: Ke lly

★ Positioning Statement:

“For the young lady who surfs for a cause, SeaSisters is 
an emerging social enterprise that offers stylish totes, 
pouches, and accessories that cater to your surfing on -

the -go needs, and support the livelihoods of your fellow 
surfer girls in Sri Lanka .”



Shape Thoughts: Attention
★ Store branding

○ Vivid n e ss: e m o t ion a l a p p e a l

○ In t e n sit y: w a rm , b rig h t  co lou rs; e ye -le ve l 
p la ce m e n t

★ Place SeaSisters pouches by personal 
care products

○ P rin c ip le s  o f g rou p in g : p roxim it y

★ Place SeaSisters totes by the cashier

○ Op t ion  t o  p u rch a se  Se a Sist e rs t o t e  in st e a d  o f 
s t a n d a rd  b a g  



Shape Thoughts: Perception
Advertising

★ So c ia l m e d ia

○ Accom m od a t e s  m ille n n ia l/t e e n  d e m og ra p h ic

○ # Se a Sist e rs  h a sh t a g  m ove m e n t

○ Con su m e r g e n e ra t e d  con t e n t

★ W o rd  o f m o u t h

○ Se a Sist e r Am b a ssa d o rs  

★ Le ve ra g e  like a b ilit y a n d  so c ia l p ro o f t o  
p ro m o t e  ca m p a ig n  in vo lve m e n t



Influence Attitudes: Reciprocity
Exchanging Favors Technique

★ P la ce  s t icke rs  b y ca sh  re g ist e r
○ Offe re d  a s  a  g ift  from  Se a Sist e rs  a ft e r a n y 

s t o re  p u rch a se

★ Ha n d  o u t  s t icke rs  o u t sid e /a t  e ve n t s
○ P rom ot e  Se a Sist e rs  w h ile  g ivin g  ou t  fre e  

s t icke rs
○ En cou ra g e  p e op le  t o  vis it  t h e  p a rt n e rin g  

s t o re

★ St icke rs  p la ce d  o n  la p t o p s/b o t t le s
○ P u b lic  s t a t e m e n t /a p p e a l t o  con sis t e n cy 

Exa m p le  St icke r :



Influence Attitudes: Priming

Example Sticker :

Sticker Visual Priming

★ P o st  s t icke rs  a ro u n d  co m m u n it y
○ In c re a se s a w a re n e ss
○ In c re a se  p rob a b ilit y o f a  p u rch a se  a n d  

g e n e ra l b ra n d  in t e re st

★ Lo ca t io n s
○ St o re fron t  o f p a rt n e rin g  sh op s
○ P u b lic  b u lle t in  b oa rd s
○ Coffe e  sh op s/o t h e r e st a b lish m e n t s
○ Arou n d  t h e  b oa rd w a lk



Impact Choices: Intuition

The Affect Heuristic

★ Fe e lin g s g u id e  d e c is ion s
★ Em ot ion a l con n e c t ion  t o  a  s t o ry 

Use Vivid, Relatable Examples

★ Use  a d s t h a t  t e ll a  s t o ry 
★ Ca p it a lize  on  t h e  m e ssa g e  b e h in d  

t h e  b ra n d  
★ Fra m in g  w it h  in ju n c t ive  n o rm s



Impact Choices: Construal

Anchoring Tactics

★ Con sid e r u sin g  fo r p ric in g  m od e l
★ Se e  w h a t  s im ila r it e m s a re  p rice d  a t  
★ Offe r m u lt i-u n it  p ric in g

2 for $30

Opt -in vs. Opt -out Framing

★ Con sid e r b u n d lin g  it e m s
★ Exa m p le s:

○ St a t ion a ry it e m s kit
○ Gift  se t



4. Implementation



Implementation
Roll -out Plan in the US

★ Start with one city in California 
(recommend LA market)

★ Connect with local surf shops to form 
partnerships to sell goods

★ Expand to other locations in CA
★ Consider branching out to East Coast 

(i.e. Asbury Park, NJ) 

Market the Message

★ Focus on the goals of SeaSisters
★ Tap into consumer ’s heartstrings
★ Consider adding a “buzz word ” in 

Sinhala
○ i.e . ස�බලගැ��ම = e m p ow e r

Suggested Pricing Model

★ Tot e s: $25
★ P ou ch e s: $15
★ St a t ion a ry it e m s (in  kit ): $30
★ Gift  Se t : $30  - 4 0  



5. Strengths & Limitations



Strengths & Limitations

Strengths

★ First -hand observational 
research

★ Competitive analysis of social 
enterprises

Limitations

★ Contingent on the cooperation 
of partnering establishments 

★ Social enterprise public 
perceptions
○ Vs. Non -p ro fit  o rg a n iza t ion  su p p o rt



Thank You!
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