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1. Brand Read
1.1  Where einhorn stands today
einhorn was founded in 2015 in Berlin by Waldemar Zeiler and Philip Siefer. It is the only brand in the DACH market that combines Fairtrade-certified, vegan intimate products (condoms and period items) with an irreverent, feminist, humour-forward identity. Its flagship tagline — Make Magic Happen — and product sub-language like 'Alles Genital!' and 'Fairstainability' sit at the intersection of social purpose and playful provocation.
Distribution is broad for a DTC-native: over 3,000 retail stores across Germany and Austria, including dm, Rewe, Edeka, and Bio Company. Products range from condoms (Classico, Magic, BIG), to menstrual products (TamTampon, Papperlacup cup, Hexe period drink), to branded merchandise (Sextape duct tape, sticker sets). The company operates without outside investors and donates 50% of profits to social and sustainability projects.

Supply-chain credential: the Regenerative Rubber Initiative
einhorn's most defensible differentiator is not its brand voice — it is its supply chain. The company launched the Regenerative Rubber Initiative (RRI), which has attracted seven other condom manufacturers and is delivering an average 13% income increase for rubber farmers in Malaysia and Thailand. This is documented, audited, and replicable in brand storytelling. No competitor has equivalent depth here.

Tone of voice
The brand writes the way a confident, politically engaged 25-year-old Berliner talks. Copy is direct, self-deprecating, and never clinical. Examples from the live site: 'Du liebst Sex? Wir lieben Kondome.' / 'Periode hittet?' / 'Hier könnten deine Produkte liegen' (empty cart). The humour is always grounded in a genuine conviction, not irony for its own sake.

1.2  What makes einhorn distinctive
Singular combination: einhorn is the ONLY DACH brand that is simultaneously (1) Fairtrade certified, (2) vegan / cruelty-free, (3) genuinely funny, and (4) intersectionally feminist through the Femfund. Competitors can copy one or two of these dimensions but not all four credibly at once.

The Femfund (reinvesting profits to support feminist activists and NGOs) is a material differentiator that is consistently underplayed in campaign communication. It is proof that 'fair' at einhorn is not a tagline — it is a governance mechanism.

1.3  Where einhorn risks blending in
The risk is not weakness — it is market dilution. The 'eco-intimate' space is filling up. Specific threat vectors:
1. Billy Boy (MAPA GmbH) launched the DU&ICH sub-brand in 2022, directly targeting sustainability-oriented younger couples. In September 2024, Billy Boy ran the Camdom campaign (800M+ people reached globally, 5.2B+ impressions, 300K+ app downloads) — a cause-led activation around digital consent and revenge-porn prevention. This was a serious, well-resourced campaign with real cultural impact. It has established Billy Boy as 'the German condom brand that does important things,' which is territory einhorn used to own by default.
1. Broader EU sustainability legislation is accelerating industry movement toward biodegradable intimate products. As biodegradability trends toward becoming a market-wide standard, einhorn's environmental lead risks becoming table stakes rather than a durable competitive edge.
1. DTC wellness brands (primarily in period care) are moving into the intimate space with slick Instagram aesthetics, potentially eroding einhorn's 'edgy ethical brand' perception among younger cohorts.

"The risk is not that einhorn is wrong. The risk is that the market catches up and einhorn looks like it was just early rather than fundamentally different."

The strategic response: move from 'eco pioneer' to 'the real thing that everyone else is now copying.' The industry's biodegradability momentum, combined with the RRI, creates an opportunity to say — credibly, with receipts — 'we built this supply chain before it was fashionable.'

2. Campaign Concept
2.1  The insight
DACH Gen Z consumers are simultaneously the most sustainability-conscious cohort (49–71% prefer sustainable brands in Germany, 2025) and the most greenwashing-sceptical (58% wary of brands claiming sustainability without proof). They have a sharp radar for performative purpose. They reward brands that prove it, and they punish brands that merely claim it.
Every brand in this space now claims sustainability. einhorn's actual proof — Fairtrade certification, RRI, Femfund governance, no investors — is substantially more verifiable than anything a competitor can produce. The campaign needs to make that proof visible, and do it in einhorn's voice: direct, funny, slightly uncomfortable.

2.2  The concept: Sex. Aber fair.
Sex. Aber fair.
Six words. Three levels of meaning:
1. Fair to the people who made this. (Supply chain: Fairtrade rubber farmers, RRI.)
1. Fair to the planet. (Biodegradable, vegan, minimal packaging — years before the market started demanding it.)
1. Fair to yourself. (Period products that don't lie about what's in them. A condom brand that treats sex as a normal, positive thing.)

Why this works: The word 'fair' is the connective tissue across einhorn's entire brand platform — Fairstainability, Femfund, supply-chain transparency — and it extends naturally to fair treatment of yourself and your partner. It is the most specific word einhorn can credibly own. No competitor can stand behind 'fair' with the same receipts.

2.3  Creative angle
The campaign does not preach. It contrasts. The creative device: 'Was fair eigentlich bedeutet' — a series of deadpan comparisons between what the industry says and what einhorn does.

	Alle anderen
	einhorn

	Sagen: 'nachhaltig'.
	Zeigen: RRI-Bauern in Malaysia zahlen 13% mehr.

	Sagen: 'vegan'.
	Erklären: Woran man echtes vegan erkennt.

	Sagen: 'fairer Handel'.
	Haben: Fairtrade-Zertifikat. Seit 2015.

	Sagen: 'wir sorgen uns'.
	Tun: 50% Gewinn in NGO-Projekte. Keine Investoren.

	Sagen: 'Periode ist normal'.
	Machen: Periodenprodukte, die nicht so tun als ob nicht.




2.4  Reason to care now: Ersti-Wochen + Sexual Health Awareness Month
The campaign window is September 2026. Two things converge:
1. Sexual Health Awareness Month (September): An established awareness moment with growing mainstream coverage, endorsed by international health organisations. Creates editorial opportunity and paid media context.
1. Ersti-Wochen: Roughly 500,000 first-year students start at German universities in September–October. This cohort is making independent consumer decisions for the first time — what food to buy, what brands to back, what values to signal. They are the highest-lifetime-value new customer segment for einhorn.

A secondary hook: the industry-wide movement toward biodegradable intimate products, now gathering pace across Europe. einhorn can position itself as 'wir waren zuerst' — we built this supply chain years before the market started requiring it. This is a credibility signal and a PR angle simultaneously.

One-line campaign message: Endlich selbst entscheiden. Mach es fair. — Aimed at university freshers making independent choices for the first time.

3. Channel & Content Plan
3.1  Channel mix rationale
Given a small team and modest budget, the mix must be lean and multiplying — organic content that earns reach, creators who deliver authentic reach at low cost, and selective paid amplification only on content that already works organically.

	Channel
	Role
	Budget share
	Primary KPI

	TikTok / Reels (paid + organic)
	Awareness engine; drives brand-search and website traffic
	40–50%
	Video views; CPV

	Micro-influencer seeding
	Authentic peer-to-peer reach; UGC bank
	25–30%
	Engagement rate; reach

	Campus activation (Ersti packs)
	Physical presence at conversion moment
	10–15%
	Packs distributed; QR scans

	Earned PR / editorial
	Credibility amplifier; drives brand search
	0% (time only)
	Media placements

	dm/Rewe shelf activation
	Retail conversion; links brand to in-aisle moment
	5%
	QR scan volume




3.2  Content types
A — TikTok/Reels series: 'Was fair eigentlich bedeutet'
6–8 short videos (15–45 seconds). Format: deadpan contrast between industry language and einhorn reality. Tone: dry, confident, slightly uncomfortable. Each video stands alone but forms a coherent series.
1. Episode 1: 'Wir sagen nicht nachhaltig. Wir zeigen die Bauern.' → cuts to RRI story, 30-second version.
1. Episode 2: 'Periode hittet? Hier ist was, das nicht lügt.' → TamTampon product focus.
1. Episode 3: 'Dein erstes Kondom sollte kein Geheimnis sein.' → Ersti-focused, de-stigmatising.
1. Episode 4: 'Wir haben keine Investoren. Wir haben einen Femfund.' → Femfund story.
1. Episodes 5–8: Creator-led UGC using campaign brief (see section 3.2B).

B — Micro-influencer seeding
Target: 10–15 creators with 5,000–50,000 DACH followers. Profile mix: body-positive creators, sustainability lifestyle, sex education, feminist comedy. Brief: 'Show us what fair means to you' — one Reel + three Stories per creator, delivered in a 10-day window in the first two weeks of September.
Key selection criteria: authentic engagement (not inflated), DACH-resident audience, no conflicts with pharmaceutical or conventional intimate-care brands in the last 90 days. Budget: gifting + paid fees at the nano end (€100–300/creator), micro creators (€500–1,500/creator depending on size and fit).

C — Ersti packs (campus activation)
500 curated sample packs distributed at orientation weeks at 5 target universities: Freie Universität Berlin, LMU München, Universität Hamburg, Universität zu Köln, Goethe-Universität Frankfurt. Pack contents: 3 condoms (Classico + Magic) + 1 TamTampon sample + card with Femfund QR code + campaign message card.
Distribution partner: AStA women's committees and student health services. The partner angle reinforces credibility — einhorn is invited in by student activists, not pushing into campus uninvited.

D — PR: the 'wir waren zuerst' angle
Single press release targeting health, lifestyle, and sustainability press (Brigitte, ze.tt, Oekotest, SZ Magazin, Watson.de): 'einhorn hat den Biodegradable-Standard gesetzt, bevor der Markt ihn forderte.' Hooks: (1) RRI farmer income data, (2) EU Single-Use Plastics Directive and biodegradability market trend context, (3) Femfund September donation total.
Pitchable additional story: the cost of 'fair' — how much more expensive it actually is to source Fairtrade rubber vs. commodity rubber, and why einhorn absorbs that margin rather than passing it on.

E — dm/Rewe shelf activation
Campaign-branded shelf-talkers at dm and Rewe during September. QR code links to campaign landing page with Femfund donation counter. Requires coordination with retail account managers — flag this as a go/no-go dependency by Week 4.

4. Week-by-Week Timeline
8-week execution window (assumes campaign kick-off approval by 7 July 2026). Hard stops are marked — missing them collapses the September window.

	Weeks
	Dates
	Actions
	🔴

	1–2
	7–18 Jul
	Strategy lock (internal). Finalise campaign brief. Creator brief written and approved. University partner outreach started. Product sample order placed.
	

	3–4
	21 Jul–1 Aug
	Creator shortlist to 15. Contracts sent. Brief delivered. Campus partner confirmations (target: 5 confirmed). Paid media plan finalised. TikTok/Meta ad accounts live.
	

	5–6
	4–15 Aug
	Content production begins. First content review — reject/revise minimum 2 pieces per creator. dm/Rewe shelf-talker artwork delivered to retail team.
	HARD STOP: all contracts signed

	7
	18–22 Aug
	All content approved. Campus packs shipped to uni contacts. Paid media uploaded and staged. PR press release embargoed.
	HARD STOP: content locked

	8
	25–31 Aug
	Soft launch: 3 creator posts live. €500–1,000 test paid on best-performing organic content. Monitor CPV and engagement. Adjust creative rotation.
	

	9–10
	1–14 Sep
	Full campaign live. All creators active. TikTok/Reels paid running. Campus packs distributed at Ersti events. PR press release released (1 Sep).
	SEXUAL HEALTH MONTH

	11
	15–21 Sep
	Mid-point optimisation. Kill lowest-CPV content. Double budget on top 2 performers. Check Femfund counter, publicise on owned channels.
	

	12
	22–30 Sep
	Campaign close. Final creator Stories. Femfund donation total announced. Wrap reporting: video views, reach, website sessions, dm QR scans.
	DEADLINE




5. Measurement Framework
Three tiers, mapped to funnel stages. All KPIs require UTM tagging on all outgoing links (TikTok bio, creator posts, dm QR codes, PR links) before soft launch (end of Week 8).

	Funnel tier
	KPI
	Source
	Target (September)
	DACH benchmark

	Awareness
	TikTok video views
	TikTok Ads Manager
	500,000+
	CPV €0.01–0.02 [1]

	Awareness
	Instagram Reels reach
	Meta Ads Manager
	200,000+
	CPM €8–12 (DACH) [2]

	Awareness
	Creator combined reach
	Creator reports
	300,000+
	ER 3%+ micro [3]

	Consideration
	Website sessions (UTM)
	GA4
	5,000+
	—

	Consideration
	Femfund page visits
	GA4
	1,000+
	—

	Consideration
	dm QR scans
	QR tracking
	250+
	—

	Conversion
	DTC orders (UTM)
	Shopify
	+10% YoY Sept
	—

	Conversion
	Campaign product page CVR
	GA4
	3%+
	Avg. DTC 2–4%




Reporting cadence: weekly snapshot during campaign (Weeks 9–12). Post-campaign summary by 15 October covering: views/reach by channel, UTM sessions, Femfund donations generated, DTC order uplift vs. prior September.

Vanity metric warning: Likes and shares alone tell you nothing. Track UTM-attributed website sessions and DTC orders to connect brand spend to commercial outcome. If the paid media is not driving website traffic, cut it and reallocate to higher-performing creator content.

6. Indicative Budget
The figures below are guidance for a modest campaign (€15,000–25,000 total). The lower bound assumes significant gifting-only creator relationships and no professional video production; the upper bound includes one professional shoot and higher paid media.
IMPORTANT: This is a rough order-of-magnitude forecast, not a fixed cost. Actual spend will depend on final channel mix decisions, creator tier selection, and how aggressively you want to run paid amplification. If budget is below €10,000, see the lean variant below.

	Line item
	Low (€)
	High (€)
	Notes

	Creative production (2 brand videos)
	1,500
	4,000
	Can rely on creator UGC at lower end

	Micro-influencer fees (10–15 creators)
	2,000
	6,000
	Mix gifting + paid; nano €100–300, micro €500–1,500

	Paid TikTok / Reels ads
	3,000
	8,000
	Run from Week 9; optimise by Week 11

	Campus packs (500 units + logistics)
	1,200
	2,500
	Product cost + packaging + shipping

	Shelf-talker print (dm/Rewe)
	500
	1,500
	Design + print run; costs split with retail co-op

	PR / copywriting
	800
	2,000
	Press release + journalist outreach

	Contingency (10%)
	900
	2,400
	

	TOTAL
	~9,900
	~26,400
	




Lean variant (<€10,000)
1. Drop professional video production — rely entirely on creator UGC (brief all creators to produce Reels).
1. Drop campus activation — replace with organic social post targeting @university hashtags.
1. Reduce paid media to €1,500–2,000 retargeting only (people who visited einhorn.my in the last 30 days).
1. Focus influencer spend on 5–8 nano creators (gifting only + €100 fee) who authentically use the brand.

7. Open Questions
These are the decisions that cannot be resolved without your input. They are framed as binary calls wherever possible to make them actionable.

	#
	Question
	Why it matters
	Go/no-go by

	1
	What is the confirmed budget ceiling? (€10K / €15K / €25K)
	Changes channel mix entirely: below €10K means no professional video and lean influencer approach.
	7 July

	2
	Can the Femfund be activated as a campaign mechanic? (e.g. €1 per September pack sold to Femfund)
	This is the strongest credibility signal in the campaign. Without it, 'Femfund' is a mention, not a proof.
	14 July

	3
	Are there existing relationships with AStA women's groups or uni health services at the 5 target campuses?
	Existing relationships halve the campus activation lead time. Cold outreach needs 6+ weeks.
	14 July

	4
	Who is the internal approver for creator briefs and paid creatives? And what is their review turnaround?
	Content lock (Week 7 HARD STOP) fails if approval process is slow. Need to design around it.
	7 July

	5
	Are TikTok and Meta ad accounts already set up with valid payment methods?
	Setting up new ad accounts takes 1–3 weeks including verification. Cannot be done at last minute.
	14 July

	6
	Do you want to lean into the sustainability first-mover angle ('Wir waren zuerst' — ahead of market demand, not regulatory requirement)?
	Strong credibility signal, but risks sounding defensive or self-congratulatory if not framed well.
	21 July




8. My Take
What we know
1. einhorn is Fairtrade certified with a documented supply-chain programme (RRI) covering 131 farmers in Malaysia and Thailand — 13% average income increase. This is audited, verifiable, and specific. No DACH competitor has equivalent depth.
1. Billy Boy ran a very strong September 2024 campaign (Camdom) that reached 850M+ people and earned genuine cultural traction around consent and digital safety. They have established 'important brand' territory in Germany.
1. September 2026 combines Sexual Health Awareness Month with German university orientation season — a natural fit for the campaign window.
1. DACH Gen Z is both the most sustainability-oriented (49–71% prefer sustainable brands) and the most greenwashing-sceptical (58% wary of brands without proof) cohort. They reward proof, punish performance.
1. Germany's condom market is €556–810M (2024) and growing at 6–8% CAGR. Growing market and regulatory pressure toward biodegradable intimate products is creating tailwinds for einhorn specifically — the EU Single-Use Plastics Directive and sustainability-driven retail procurement are raising the baseline.

What we're inferring
1. The Femfund is einhorn's most underplayed asset. It is governance-level proof of 'fair' — not a campaign mechanic. Most competitors can claim good intentions; none have this structure.
1. University freshers (18–23 year olds) are the highest-value new customer cohort: first independent product decisions, longest customer LTV, most receptive to value-driven messaging. Campus activation is worth disproportionate investment relative to reach numbers.
1. Billy Boy's Camdom success has raised the bar for what 'important brand campaign' looks like in Germany. einhorn cannot respond with the same category of idea (tech/consent is now Billy Boy territory). The right counter-move is to go deeper on supply-chain truth — more specific, more provable, and funnier.
1. The biodegradability market trend is a gift einhorn should use loudly in September 2026. The narrative writes itself: 'We built this supply chain years before the market started demanding it. You're welcome.'

What we need from you
1. The actual budget number. Everything below €10K requires the lean variant. Everything above €20K enables real paid media scale.
1. Whether the Femfund can be a live campaign mechanic in September (donation multiplier). This is the single thing that turns 'Sex. Aber fair.' from a clever line into a provable claim.
1. Any existing university or student-activist relationships. If they exist, campus activation is easy and high-leverage. If not, the lead time is very tight.
1. Your team's content approval bandwidth. The Week 7 hard stop (all content approved) requires actual decision-making speed. If one person has to approve everything and they're slow, the timeline collapses.

"einhorn does not need a louder voice. It needs a more specific story. The proof is already in the supply chain — the campaign just has to make it visible."


Sources
All data points cited in this document. [HIGH] = multiple corroborating sources; [MEDIUM] = single source; [LOW] = estimated from market benchmarks.

1. [1] TikTok CPV Germany: SocialMediaOne.de / TikAdSuite CPM benchmarks 2025. Average CPV €0.01–0.03 globally; EU mid-range estimated at €0.01–0.02. [MEDIUM]
1. [2] Instagram Reels DACH CPM: Gupta Media / SmartyAds social media cost benchmarks 2025. DACH CPM range €6–14; Reels 15–20% below feed. [MEDIUM]
1. [3] Micro-influencer engagement rate: Favikon / awisee.com Germany influencer stats 2025. Nano (<10K): 4.3% avg ER; micro (10–50K): 1.8–4%. [HIGH]
1. [4] Billy Boy Camdom campaign results: LBBOnline.com / Adsoftheworld.com / Contagious.com coverage, October 2024. 850M+ reach, 5.2B+ impressions, 300K+ downloads. [HIGH]
1. [5] DACH Gen Z sustainability preferences: Statista.com 'shoppers preferring sustainable brands Germany 2025' (49%); Opeepl Gen Z sustainability report 2024 (71% broader preference). [HIGH]
1. [6] Greenwashing scepticism: Opeepl Gen Z sustainability key trends 2024 — 58% wary of sustainability claims. [MEDIUM]
1. [7] Germany condom market size: IMARC Group (USD 556M, 2024) / Market Research Future (USD 810M, 2024). Discrepancy noted — range used. CAGR 5.9–8%. [MEDIUM]
1. [8] European biodegradable intimate products market trend: IndexBox.io Europe condoms market overview (May 2025) notes growing shift to eco-friendly materials. EU Single-Use Plastics Directive (EU 2019/904) creates broader sustainability compliance context. No specific EU condom mandate exists. [MEDIUM]
1. [9] RRI data: einhorn.my website / Amazingy magazine brand profile — 7 companies joined, 131 farmers, 13% income increase. [MEDIUM]
1. [10] einhorn retail distribution: einhorn.my / dm.de / shop.rewe.de product listings; brand described as available in 3,000+ DACH stores including dm, Rewe, Edeka, Bio Company. [HIGH]
1. [11] Sexual Health Awareness Month: awarenessdays.com / University of Delaware Sexual Health Week entry. September is the established calendar moment globally. [HIGH]
1. [12] Influencer marketing Germany market size: awisee.com 2025 — €660M in 2024, projected €739M in 2025. [MEDIUM]
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