
How Kulani Kinis Built a Purpose-Driven Brand: A Marketing 

Story of Connection, Confidence, and Community 

In an oversaturated fashion industry where brands fight for attention, Kulani Kinis stands out as a 

case study in authentic, emotionally intelligent marketing. Founded by Australian entrepreneur 

Dani Atkins, the brand transformed from a small side project into a global swimwear 

phenomenon by blending storytelling, consumer insight, and purpose-driven branding. 

From Personal Frustration to Brand Vision 

Before Kulani Kinis, Dani Atkins worked as a psychologist in New South Wales, supporting 

clients through the pressures of modern life. After years of emotional burnout and one 

disappointing $200 bikini purchase, she noticed a clear market gap: women wanted high-quality, 

confidence-boosting swimwear at an accessible price point. 

This moment of frustration became the foundation of a brand- one built on inclusivity and 

emotional connection. In 2015, Atkins and her husband launched Kulani Kinis online with just a 

few designs, positioning it as a label that celebrates real women and real confidence. Their 

marketing goal was simple but powerful: help women feel seen, not sold to. 

Building the Brand: Authentic Marketing on a Budget 

Kulani Kinis’ early growth relied on organic marketing and social media storytelling rather than 

traditional advertising. Atkins leveraged her psychology background to tap into consumer 



emotion, emphasizing joy, comfort, and empowerment instead of exclusivity- specifically on the 

pricing side. Within a year, their approach paid off: the brand generated over $200,000 in 

revenue, proving that emotional resonance can outperform massive ad budgets. 

Marketing Philosophy: “Swim. Sweat. Sparkle.” 

The brand’s slogan is Swim. Sweat. Sparkle.- evolved into its marketing framework. “Swim” 

represents taking risks and embracing new experiences, exactly what Danielle Atkins did when 

creating Kulani Kinis. “Sweat” stands for resilience, hard work, and the behind-the-scenes effort 

that fuels both the brand and its community. Last, “Sparkle” captures the emotional payoff: joy, 

confidence, and the success that comes from working hard. 

Emotional Intelligence as a Marketing Advantage 

Atkins’ psychology background gave Kulani Kinis a strategic edge. She understood that modern 

consumers crave authenticity over aspiration. Instead of using overly edited imagery, Kulani 

Kinis showcases diverse models, natural lighting, and engages customers in an authentic way to 

build a relationship with them. 

One of the most effective examples of this approach is the brand’s Sun Chaser Ambassador 

Program, which turns loyal customers into active participants in the company’s marketing 

ecosystem. The program allows individuals to apply online and, if accepted, join a community of 

brand advocates who embody the Kulani Kinis lifestyle. Members, known as Sun Chasers, 

receive exclusive perks such as early access to new collections, secret giveaways, and creative 

guidance for producing content that aligns with the brand’s colorful, beachy aesthetic. They are 



encouraged to share user-generated content, tag the brand on social media, and use unique 

ambassador codes that drive engagement and awareness. 

From a marketing perspective, the Sun Chaser Program functions as a form of community-based 

and influencer marketing, blending advocacy, loyalty, and content creation. By empowering 

everyday consumers to represent the brand, Kulani Kinis transforms its audience into co-creators 

of its identity. This approach not only enhances brand authenticity but also leverages 

word-of-mouth marketing, one of the most trusted forms of promotion. Psychologically, it 

satisfies consumers’ desire for belonging and recognition, aligning with self-determination 

theory, which suggests that people are motivated by autonomy, competence, and relatedness. In 

doing so, the Sun Chaser Program deepens emotional bonds with customers, converting loyalty 

into long-term advocacy and further reinforcing the brand’s purpose-driven image. 

Scaling Through Community and Influencer Marketing 

As the brand grew, social media became its most valuable marketing channel. Rather than 

treating influencers as paid advertisers, Kulani Kinis chose brand partners- creators like Lexi 

Hidalgo and Natalie Zacek- who genuinely embodied its message. These collaborations felt 

authentic because they centered on shared purpose, not product placement. The brand also 

prioritized behind-the-scenes storytelling, showing its manufacturing process, community events, 

and design inspiration to strengthen consumer trust. This strategy built a powerful online 

community of over 4 million followers, turning Kulani Kinis from a label into a movement. 

Community Connection and Experiential Marketing 



Dani Atkins continues to live out the Kulani Kinis mission of empowerment and authenticity by 

investing in the community that supports her brand. In November 2025, the company partnered 

with a local business to host a “Pasta Evening”- a community event that brought together 

influencers, loyal customers, and brand supporters for an intimate night of food, storytelling, and 

connection. Rather than functioning as a traditional promotional event, the evening centered 

around shared experiences and genuine conversation, allowing participants to reflect on the 

impact Kulani Kinis has had on their confidence and self-expression. 

From a marketing perspective, this initiative exemplifies relationship marketing, an approach 

focused on building long-term emotional bonds rather than short-term sales. By creating a space 

where consumers could engage directly with the brand and each other, Atkins fostered a sense of 

belonging and co-creation that deepened consumer loyalty. 

This strategy also demonstrates the concept of experiential marketing, which emphasizes 

memorable, value-driven interactions that strengthen brand identity. Events like the Pasta 

Evening humanize the Kulani Kinis brand by extending its message of empowerment beyond the 

digital sphere into real-world experiences. Through these efforts, Atkins proves that her 

company’s purpose extends beyond selling swimwear- it’s about nurturing a supportive 

community and inspiring others to live confidently. Such actions reinforce the emotional equity 

of the brand and highlight how purpose-driven leadership can sustain both authenticity and 

growth. 

Maintaining Brand Purpose While Scaling Globally 



As sales expanded internationally through retailers like ASOS and PacSun, Atkins made it a 

priority to preserve the company’s founding mission. Every marketing initiative- from 

body-positive campaigns to community partnerships- reinforces the same emotional core: 

empowerment through authenticity. The team’s marketing approach integrates purpose with 

profitability, proving that maintaining a clear brand identity can scale globally without diluting 

authenticity. 

Final Takeaway 

Kulani Kinis didn’t rise to success through luck or viral trends- it grew through purpose-driven 

marketing rooted in psychology and a deep desire to create something customers could love and 

resonate with. By understanding the importance of empathy and connection with customers and 

delivering authenticity at every touchpoint, the brand transformed a simple product into a global 

symbol of confidence and community. 

This insight reflects a key marketing principle: successful brands often emerge from authentic 

consumer needs. By turning her frustration into a business idea, Atkins demonstrated market 

orientation, which involves understanding and responding to customers’ unmet desires. In 2015, 

she launched Kulani Kinis online with only a few styles, aiming to combine affordability, 

comfort, and confidence. In 2025, Kulani Kinis currently sells over 800 products, and continues 

to inspire customers to Swim. Sweat. Sparkle. around the world. 
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