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This document captures some early thinking around a potential surtboard cover concept. It's intended as a working idea rather than a finished proposal.

Possible brand partner
Strengthening the brand through authentic alignment

n surt culture, credibility rarely comes from advertising alone. It usually comes from people within the community — especially those who genuinely surf, understand

the ocean, and are respected by other surfers.Because of this, identitying a possible brand partner could become an important part of the early development of

the surfboard cover brand.

The right person would not simply act as a promotional figure. Instead, they could help strengthen the brand through authenticity, product insight, and cultural

credibility within the surfing world. Ideally, a potential brand partner would bring together three qualities:

* They are a real surfer who regularly spends time in the water
* They are known or respected within the surt community

* They have a genuine interest in protecting the ocean or the marine environment

It someone with those characteristics became involved, they could add meaningful value to the brand from its earliest stages.

Why a brand partner would be valuable

1. Authenticity

Surt culture places enormous importance on authenticity. Surters are highly sensitive to products that teel overly commercial or disconnected from the community.

When a respected surter is involved in the development ot a product, it immediately changes how people perceive it. If the message becomes something like:
“I helped develop this because ocean plastic is a real problem.”

then the product carries far more weight than it it simply appeared as a sustainability marketing claim.

In short, surfers trust surfers. That credibility cannot easily be manufactured through traditional advertising.

2. Early Visibility

A possible brand partner could also help introduce the brand to the right audience much more quickly than traditional marketing.

Someone who already has a presence within the surf world may be able to:
* Introduce the product to surt media outlets

» Share it with their existing audience

* Help open conversations with surt shops or surt communities

Even a single post from the right person could place the product in front of thousands ot core surters very quickly.
The value here is not celebrity in the traditional sense, but relevance and credibility within the culture.



3. Product Insight

It the person is an active surter who regularly travels with boards, their input could also help retine the product itselt. They could give teedback on practical details
that matter to surfers, such as:

* Board fit and sizing
* Zip placement
* Padding thickness

* Durability tfor travel

These kinds of insights are extremely valuable in the early stages of product development because they ensure the product is not only well designed, but genuinely

useful in real surfing conditions.

The role of brand partner

't would be important to position the person not simply as an ambassador or marketing tigure, but more as a collaborator or advisor. This distinction matters.
A simple endorsement can feel superticial. A collaborator relationship feels more authentic and meaningtul.
In practical terms, a possible brand partner could:

* Help refine the product through testing and feedback
» Add credibility to the brand story
* Help introduce the concept to the surf community

At the same time, the brand itselt would remain fully independent and tounder-led. Their involvement would add depth without taking ownership away from the
original concept.



The environmental alignment

The opportunity becomes significantly stronger it the possible brand partner already has a visible connection to environmental work. It they are involved in areas

such as:

* ocean protection
* beach clean-ups
* marine conservation

* environmental advocacy

then the recycled ocean plastic concept becomes far more authentic. Without that connection, sustainability messaging can sometimes teel like marketing. With

the right partner involved, the story becomes tar more believable.

The narrative could become something simple and powertul:
“Designed with surfers who are actively working to protect the ocean.”

That kind of message resonates strongly within the surt community because it retlects values that many surfers already hold.

The best way to structure the partnership

It a partnership were to happen, the most credible way to position it would be through co-development, not endorsement. For example, the relationship could be

framed as:

“Developed with surfers who care about protecting the ocean.”
Possible areas of involvement might include:

» Testing early prototypes

» Advising on surf functionality

* Helping shape the sustainability message

» Supporting the product launch through natural visibility

This approach makes the collaboration feel real and grounded in surf culture.
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