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Abstract 

The rise of influencer marketing has led to a new concept called creator brands. Through 

creator brands, influencers capitalize on the influence over their audience by launching 

their own products. Prime Hydration is the current largest creator brand in the world. It is a 

relatively new beverage brand, co-founded by Logan Paul and KSI. Prime has seen 

substantial success, becoming one of the fastest-growing hydration beverages in the world. 

Despite the growing popularity of creator brands as a concept, there is a lack of empirical 

studies on creator brands and what drives their success. This study aims to fill in those 

gaps. 

This study seeks to gain a deeper insight into the factors contributing to creator brands' 

success in the Norwegian market. This will be done by examining Prime Hydration's 

success in the Norwegian market. The method consists of a survey of 178 participants 

within Prime's target demographic providing quantitative data that will be analyzed. 

A factor analysis found three factors influencing the success of Prime in the Norwegian 

market. The factors are from the marketing mix where “Product” and “Promotion” are 

individual factors, and “Place” and “Price” fall under the same factor. By conducting a 

regression analysis of the survey, the results found the scarcity principal strategy was a 

substantial factor contributing to Prime’s success when it was first introduced to the 

market. As sales declined, the reason for the continued success was the popularity of the 

creators of the brand. A logistic regression was constructed to get insight into the gender 

difference in the popularity of Prime. The results predicted males to buy significantly more 

of the product. 

The results of this study gain deeper insight into the concept of creator brands. The study 

can benefit marketers in developing more effective strategies in a changing marketing 

landscape where creator brands are becoming increasingly influential. 
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1. Introduction 

For years, influencer marketing has seen a substantial increase, with the influencer 

industry reaching a 16.4 billion market share in advertisement. Many brands now dedicate 

large portions of their marketing budget toward influencer marketing, making it an 

important tool for reaching the target customers (Fine et al., 2022). In influencer 

marketing, influencers endorse or become ambassadors for products to augment sales. For 

the last several years a new concept called creator brands has emerged. The difference 

between creator brands and influencer marketing is that content creators themselves also 

create the products instead of just endorsing it (Antolino, 2023). 

Creator brands are undergoing immense growth worldwide. MRBeast is the biggest 

YouTuber in the world, with a following exceeding 200 million subscribers. When he 

announced his new chocolate bar on YouTube, the video received more than 200 million 

views. This illustrates the potential reach of creators. The Super Bowl in comparison, 

where millions of dollars are spent for 30-second ads, had a combined 140 million viewers 

(Antolino, 2023). KSI (Olajide Olatunji) and Logan Paul are among the most famous 

YouTubers in the world. They had previously been fierce enemies, and even fought two 

boxing matches against each other (Netherton, 2022). Following the boxing matches that 

attracted considerable attention, they decided to collaborate. The duo later created a 

hydration drink called Prime Hydration, and sales grew rapidly. Prime soon became the 

fastest-growing sports drink in history (Antolino, 2023). Within the first year, Prime 

announced on Instagram that they had reached one billion bottles sold worldwide 

(Olusegun, 2023). 

When Prime was first launched, it was not sold directly to distributors in Norway. This 

resulted in the import of the product from the United States and Great Britain, primarily 

through candy stores. When first imported, half a liter of Prime could be priced at NOK 

139,-  upwards to NOK 190,-, and the supply was still not enough to meet the demand 

(Hvitmyhr, 2023). The brand was officially released in the Norwegian market in June 

2023, now selling in some of the largest grocery-chains in Norway. The influencer duo 

physically came to Norway for the launch (Viskjer, 2023). When the product was 

announced, it was sold for around NOK 30,-, but as demand fell, so did the price. In april 
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2024 Prime could be found in stores for NOK 4.90,- (Schjønberg, 2024). Several grocery 

stores revealed a decrease in quantity sold (Aga, 2023). 

The article “Prime kan lide samme skjebne som andre eksklusive varer, mener 

trendforsker” by Nijjer discusses Prime’s strategy. In the article the journalist interviews 

trend-researcher Gunn Helen Øye, who has a master's degree in Luxury Management. 

According to Øye, the main reason for the popularity of Prime was the high price and 

limited supply when Prime first was imported to Norway. This created a hype that led to 

high demand. Once it was released in Norway, and became more accessible, people lost 

interest since it no longer held a status (Nijjer, 2023). The NRK article looks further into 

the price decrease of Prime. Kjell Erik Lommerud, professor at the University of Bergen, 

explains the reason for the decrease in demand is due to price elasticity(Nijjer, 2023). This 

is covered more thoroughly in chapter 2.3.4.1. 

Prime utilizes influencer marketing to a large degree as a part of their marketing. 

Influencers range from athletes to creators and artists, but Prime predominantly uses 

athletes from sports like football, American football, World Wrestling Entertainment 

(WWE), Ultimate Fighting Championship (UFC), hockey, boxing, and NASCAR in their 

influencer marketing. They have partnered up with professional athletes, like Erling 

Håland, Alisha Lehmann, Israel Adesanya, and Patrick Mahomes as ambassadors 

(drinkprime, 2024),(Hellenes, 2023). They have even teamed up with sports clubs like 

Arsenal FC, Bayern München FC, and Los Angeles Dodgers. Prime also has deals with 

companies, including WWE and UFC. Prime also has creators as ambassadors, the most 

notable being the YouTuber IShowSpeed who has over 20 million subscribers on 

YouTube (drinkprime, 2024). 

An example of a creator brand from Norway is "Trippel-sjoko" from Oscar Westerlin. 

"Trippel-sjoko" is a bun that the Norwegian influencer Oskar Westerlin sold. The bun 

became popular when supply could not meet demand. In stores the bun was priced at 

around NOK 20,- but it was attempted resold for NOK 1000,- as the demand could not be 

met (Hassan & Hilton, 2023). 

Creator brands are an interesting new concept. Based on our research related to this study, 

it appears that the landscape of existing studies on the success of creator brands is limited. 

Most articles assume that the success stems from the owners being famous and therefore 
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automatically draw in loyal customers. Is this the case? Are creators good at using 

marketing strategies or is their success pure luck? Common characteristics that Antolini 

found in successful creator brands are: organic content, decentralization, relatableness, and 

the faces of the creators used as a logo (Antolino, 2023). Prime is a good example of a 

creator brands as it ticks all the characteristics Antolino describes. With primes success it 

should give valuable insights into the factor driving creator brands. 

1.1 Problem statement 

The objective of the text is to do an in-depth study of why Creator brands have such 

tremendous success in the Norwegian market. The study has limited the scope of creator 

brands to focus on Prime Hydration and look into their success. The reason for the 

delimitation is that Prime is the biggest creator brand on the market. The study is also 

geographically limited to the Norwegian market as the questionnaire will be distributed in 

Norway. The problem formulation is thereby: 

 

What is the driving factor behind Creator brands success in the Norwegian market? 

 

The study is structured in six parts. First is the introduction with background, concept 

clarification and formulation of the thesis. The second part is our theoretical framework 

where we will present previous research on the topic, and build the foundation of the 

study. The theory chapter contains previous research into influencer marketing, marketing 

theories and pricing strategies. This will be utilized in the analysis of the results. Part three 

presents our hypotheses on presumed factors affecting Primes success. The hypotheses 

will be tested in the analysis chapter. In part four we present the method that we will use to 

study creator brands. In the fifth part we will present and analyse the results from applying 

our model to Prime. In the conclusion we will identify which factors, and to which degree 

they affect the success of creator brands. After that we will discuss our limitations 

throughout this study and how this can be further researched. 

 

Having limited the scope to Prime as a product, and the Norwegian market as the 

geographical delimitation has some negative effects. By focusing on Prime, the success of 

creator brands in this study may be limited to food and beverages. The geographical 
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limitations can make the study non-significant in countries with a different economic 

status, as Norway is a country with a good economy. 

1.2 Demographic 

To effectively analyze the factors contributing to a creator brand's success, we must first 

identify its target audience. Prime is a hydration drink which could be associated with 

physical activity. This could lead us to assume that Prime is targeted towards consumers 

living an active lifestyle. However, upon taking a closer look at the product itself, its 

simple packaging with bold letters and vibrant colours suggests a potential appeal to a 

younger demographic. Children are naturally drawn to vibrant colours due to their 

developing visual systems (Fofana, 2023). This can be leveraged by companies to make 

their product visually appealing for children. The effect of colours on consumers will be 

further explored in chapter 2.4. This could indicate that Prime is more targeted towards a 

younger audience. Moreover, if  the followers of KSI and Logan Paul's on YouTube and 

other platforms are researched, their audience mostly consists of children, teenagers and 

young adults (Semeraro, 2023). The followers of creators will most likely be the most 

loyal customers and is therefore an important demographic. All these clues lead to believe 

that Prime's target demographic includes children, teenagers and young adults 

2. Theory and literature 

Our study builds upon existing marketing theories, consumer behaviour and previous 

research. This will be used in the analysis of Prime’s success in the Norwegian market. 

The following chapter presents previous research into creator brands and several marketing 

theories. This will make up the framework of this study. In order to do this we have 

conducted an extensive review of academic journals, articles and relevant case studies on 

creator brands and relevant marketing theories. This will be used to create the foundation 

for our research. 

We searched through several academic databases like Google Scholar and University of 

Stavangers database Oria.We used keywords like 'creator brands,' 'influencer marketing,' 

'consumer behaviour' and 'Prime Hydration' to find studies and research papers. We could 

not find any substantial research into creator brands or Prime Hydration on any databases. 

To broaden the scope of our investigation, we utilized the google search engine. This led to 
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a few blog posts and news articles discussing Prime, but their credibility and 

methodological rigor remain uncertain. We uncovered numerous studies on influencer 

marketing and consumer behavior, which provided a robust foundation for our research. 

Additionally, we sourced credible materials explaining the relevant marketing theories. 

The models we will present are highly relevant, frequently used and widely acknowledged 

models in marketing. They also cover the key aspects of marketing and will ensure the 

examination of the driving factors for its popularity will be comprehensive and relevant. 

 

2.1 Creator brands 

Despite the growing popularity of creator brands, there is limited amount of academic 

literature studying creator brands success. This highlights the need for further investigation 

into these brands. An article written by Alex Antolino published on Brandingmag explains 

the strengths of creator brands. Although this article is not an academic study, it can still 

be a valuable starting point for understanding the topic. The article starts by pointing out 

that the creators network helps to create brand awareness. When the creator makes a 

product, fellow creators make content talking about it to capitalize on its popularity, 

resulting in free advertisement for the brand. The creators also have experience with 

content creation, distribution and content consumption, leading to a better marketing 

performance. The last point made is that the already existing community will make the 

start up phase a lot easier with an existing customer group. Consumers also create a 

feedback loop for the content creators to know what they need to improve on (Antolino, 

2023). 

 

2.2 Prime Hydration 

There is a limited amount of research into why Prime has succeeded, especially in the 

Norwegian market. The information mainly consists of articles about Prime, but no studies 

with any thorough research into the topic. Furthermore, the articles discuss Prime in the 

American or global market, not the Norwegian market. Though not being specific to the 

Norwegian market, they are still relevant for our study as Prime has used the same pricing 

principles and scarcity strategies in both markets (Nijjer, 2023). 
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A research paper written by a senior lecturer in media from Sheffield Hallam University 

expresses why he thinks Prime has had a huge success. He explains that Logan and KSI 

have done a great job connecting with their audience through social media. They tell their 

own life stories and people can relate to them. They also collaborate with other famous 

YouTubers and are good at using YouTube's algorithm to recommend their videos(Zhang, 

2023, p.2). Combining this with a limited supply creates a demand for the hydration drink 

(Zhang, 2023, p.4).  

David Olusegun has written an article where he does a deep dive into why Prime has had a 

huge success. He says that Prime has created a place in the competitive beverage market 

by making a healthier alternative. This alternative consists of less sugar, a larger amount of 

electrolytes and added BCAAs. They have capitalised on the recent trend that focuses on 

fitness. The diversity with both hydration drinks and energy drinks caters to the different 

consumer needs (Olusegun, 2023). The claim of Prime being a healthier alternative is 

controversial, and is further discussed later in the chapter. 

Olusegun also highlights that the owners being celebrities and the influence they wield led 

to a large brand visibility and credibility. It also explains their marketing strategy as a 

reason for their success. By making the product scarce in the beginning, they created a 

sense of urgency and exclusivity which resulted in Prime becoming a status symbol. Prime 

partnering with huge sports clubs and athletes expands its reach. The article ends with 

emphasizing that for Prime to keep succeeding, it must create its own identity separate 

from its owners. If Prime this is not accomplished, it could result in the hype dying 

down(Olusegun, 2023). 

An article on Care.com written by Josie Powell discusses the health concerns of Prime for 

children. In the article they have asked several health experts (Dr. Johns, Gervacio and 

Boufous) about Prime. Their conclusion is that Prime is safe for children to drink in 

moderation, but they would still recommend water. Prime is made to meet the electrolyte 

needs of adults and not children. The children do not need the BCAA’s (branched chained 

amino-acids) in Prime. If children consume more than half a liter per day they can 

consume too much vitamin A, or get an electrolyte imbalance. If the children eat a well 

balanced diet and drink enough water there is no need for Prime, but it could be beneficial 

to some degree if the consumer is physically active (Powell, 2024). 
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Nutritionist Eli Anne Myrvoll also addresses the health concerns of Prime. She has 

analyzed the contents of the Norwegian variation of Prime. She explains that the coconut 

water in Prime does not have a significant effect on the consumers health. It also contains 

twice the amount of vitamin B12 that an adult should consume per day. It contains two and 

a half times the recommended dose for adults of vitamin B6 and a quarter more of vitamin 

E. It is not inherently dangerous to exceed the recommended dose of these specific 

vitamins, but it has no significant positive effect either. It also contains a few acidic 

regulators, stabilizers and sweeteners. At the end of the article she concludes Prime being 

ultra-processed water (Myrvoll, 2023). 

 

2.3 Four ps of marketing  

The four Ps of marketing are tools that collectively make up the marketing mix to produce 

the desired response from the target customers. The four Ps are: product, price, place, and 

promotion. Altogether the four Ps demonstrate how a product delivers value to customers.  

 

Figure 1: 4Ps of the marketing mix (Kotler et al., 2020, p. 61) 

Istiqomah (2015) tested for the marketing mix in customers decision of using Bank 

Syariah Mandiri (BMS) saving products, which is an Islamic bank in Indonesia. Istiqomah 

gathered a sample of 112 people and conducted a survey to see the purchasing decisions 

for customers of BSM bank (Istiqomah, 2015, p.73). The questions posed in the survey all 
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pointed to the different Ps in the marketing mix. After gathering the results a regression 

analysis was constructed, and a significant model was found. Using a regression model is a 

very fitting method in answering the problem, as it will reveal the variables that are 

important (P-value<0.05) and how much effect they have on the dependent variable. This 

is explained to detail in chapter 4.4. Of the four Ps in the marketing mix, the only 

significant value found in the model (P-value<0.05) was promotion (Istiqomah, 2015, 

p.89). Another study from Kumar on the marketing mix in the banking sector today also 

found promotion to be very important (Kumar, 2013, p.26). Contrary to Istiqomah’s 

findings, the other Ps and service had a significant effect in the model. Istiqomah’s 

regression model seem to have very low explanatory power with an 𝑅2 only being 36% 

(𝑅2=0.36). A mistake that seems to have occurred is in the survey is the right questions 

have not captured the right variables in the  four Ps of marketing. This appears to have 

given somewhat of a misguided result. Thereby demonstrating the importance of 

preparation in posing the right questions in a survey to ensure an accurate result. Thereby 

preparations for the survey in chapter 4.3 have considered this to a high degree. 

Odunlami (2013) did a factor analysis testing if the four Ps of the marketing mix are 

factors of organisational objectives of the food and beverage industry. The results found 

that the correlation matrix had adequacy on the questionnaire (Odunlami, 2013, p.53). The 

questionnaire consisted of 25 questions given out in a survey to 90 participants (Odunlami, 

2013, p.49). A problem in the study is the Total variance explained table demonstrating 

nine components with an eigenvalue over 1 (Odunlami, 2013), meaning that the results 

reveal nine factors in the objectives of food and beverage industry (Taher Doost et al., 

2022, p.378). Another problem is the sample size is far too small for a factor analysis. 

Comrey indicates a sample size of 100 participants is poor and Odunlami study has less, 

with a sample size of only 90 participants (Taher Doost et al., 2022, p.377) . The 

conclusions drawn with a small sample size will have diminished accuracy. This critique 

will be included in evaluation for the factor analysis in chapter 5.3. 

 

2.3.1 Product 

The product in the marketing mix is the physical product the consumer is paying for, and is 

the first and one of the key levels of marketing mix (Išoraitė, 2016, p.27). A product 
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consists of three levels. The first is the augmented product, second is the actual product 

and lastly the core product. The core of the product is the problem-solving benefits of the 

product. The actual product level is elements of the product, where design, name parts etc. 

need to be specified. The furthest level is the augmented product, which consists of the 

additional benefits given to the customers (Kotler et al., 2020, p.330). There are many 

types of products. A consumer product is bought for personal consumption, convenience 

product is a product that is bought frequently, and shopping products are often bought 

while comparing quality and fit in the process (Kotler et al., 2020, p.331). 

The appearance of the product is important as it gives the first impression a customer gets 

when they see the product. First impressions are a vital part in our decision making and 

can often be difficult to change. A good first impression can increase a customer’s 

likelihood of purchasing a product(Ho & Mu, 2021). 

When choosing the design of a product, it is important to have in mind what the target 

customer is. The font type, colour and size of the text impacts the consumer's emotions. 

Images can make one associate the product with something the individual either likes or 

dislikes. A good graphic design can appeal to the more creative costumers. The quality of 

the packaging gives an impression of the quality of the product. All these small details 

affect how a person feels about the product and therefore the likelihood of them 

purchasing it. Up to 93 percent of customers rely on the product's visual appearance when 

deciding which product to buy (Popovic, 2022). 

A study by Tijssen (2019) with others has concluded that when a customer buys a new 

product, the packaging is more important than the taste. It influences the expectations and 

associations a customer gets with a product, and is the deciding factor if the customer will 

buy it. Although when repeating a purchase the deciding factor changes. It is now the taste, 

texture and scent that is most important for a customer (Tijssen et al., 2019, p.27).  

Variety is an essential aspect of a product. Providing a high variety-strategy of options 

allows businesses to meet a diverse range of customer needs and preferences. This will 

avoid customers losing interest due to lack of variation, but rather keep them intrigued and 

curious about the new version. A high amount of variety is highly preferred over a low. In 

addition to meeting diverse customer preferences, variety can help in adapting to new 

trends in the market (Desmeules, 2001, p.8).  
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Prime has utilized many aspects of the product from the marketing mix. Prime has vibrant, 

bright colours with a large font displaying the name “PRIME”. The variety of taste also 

plays a large role in the marketing of Prime. Prime has four variants available in Norway, 

but more worldwide. There are ten different flavours available on the global market, and 

many special edition bottles have been made, adding to the principle of scarcity. As a 

hydration drink, taste is believed to be the major factor in the participants liking Prime. 

This is further analysed in chapter 5. 

2.3.1.1 Product life cycle 

The life cycle of a product describes how long the product will last on the market. Most 

products demonstrate similar developments over the span of the product’s life cycle. This 

can be divided into 5 distinct stages: the development, introduction, growth, maturity and 

decline of a product (Kotler et al., 2020, p.334). Not all products follow the five stages, 

some products have shorter introduction stages. This is also the case for Prime. It is also 

possible for a product to return to the introduction stage after the growth phase (Kotler et 

al., 2020, p.335).  

The product life cycle of Prime has, as referred to in chapter 1, had a short introduction 

and growth phase. The maturity phase lasted about one year before hydration beverage 

recently began to decline (Nijjer, 2023). The reason for the decline is possibly due to the 

scarcity principle. This gives the foundation for the hypothesis in chapter 3.0.2, and is 

further analysed in chapter 5.4. 

2.3.2 Place 

Choosing the right place, also known as distribution is a key factor of the marketing mix. 

Distribution helps the customer find, and repurchase the product (Tijssen et al., 2019, 

p.28). Accessibility and convenience are important considering how fast-paced the 

consumer environment is today (Kotler et al., 2020, p.335). Making the product easily 

accessible ensures that customers can buy the product quick and easy, which can increase 

the likelihood of repeat-purchase and building brand loyalty. 

Distribution can happen directly and indirectly. Distributing indirectly occurs when the 

company sells through wholesale to a retailer. The retailer then sells the product to the 

consumer. Direct distribution is straight from the company to the consumer. When 
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choosing distribution it is important to analyze the consumers need, determine the 

objective and obstacles, identify alternatives and assess the alternatives (Tijssen et al., 

2019, p.28). 

With the right distribution channels, a company can increase their market reach to 

customers in diverse locations and demographics. Each store has a brand identity that 

either represents quality, health, affordability or a wide selection of products. These 

distinct brand identities appeal to specific groups of customers, and it is important to reach 

the customers whose preference and expectation aligns with your product. 

There are plenty of distribution channels to choose from, but one is certainly gaining more 

attention. E-commerce is now a part of our everyday life and is increasing in popularity. 

From an article by Forbes (2024) it was found that 20.1 percent of all retail purchases in 

2024 are expected to take place online (Snyder & Aditham, 2024).  

The distribution channels for Prime in the beginning was limited to candy stores and 

kiosks, as the price was high and quantity was limited. This caused customers to resell the 

product after buying it, to turn a profit (Schjønberg, 2024).When the product came to 

Norway it was sold through the biggest grocery chains like Rema1000, Kiwi and Coop 

Extra (Schjønberg, 2024). The special introduction to the market for the product 

established framework for the hypothesis in 3.0.1 To test the relationship of the marketing 

mix, a factor analysis is conducted in chapter 5.3. 

2.3.3 Promotion 

Advertisement serves as a company’s way of introducing themselves to consumers and 

creating awareness of their product (Tijssen et al., 2019, p.34). This offers a platform for 

companies to differentiate themselves from their competitors. Promotion of a brand is 

essential in showcasing the unique value proposition, and why the product is the optimal 

choice for the consumer. 

The objective of promotion is to be the first solution a consumer would prefer. 

Advertisement is one of the most important ways a company communicates with their 

consumers (Khan, 2014,  p.101). Studies demonstrate that 65 percent of a business revenue 

comes from customers who have gained brand loyalty (Kopp, 2023).  
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There are numerous strategies to use for promoting a product. One common approach is to 

use exclusive offers to attract customers, such as limited time discounts or bonus points for 

club memberships (Tijssen et al., 2019, p.34). Another strategy is to engage in a brand 

rivalry with a competitor, like the iconic rivalry between Coca Cola and Pepsi. These 

rivalries often generate large media attention, increasing their visibility in the marketplace. 

In recent years this has been one of the most important promotional strategies. 

The situation of Prime’s promotion from the marketing mix is also a special case. The 

reason is because the owners are famous creators with a large following (Zang, 2023, p.2). 

As chapter 2.3.4.1 will alute to, the owners will have an increased perception of 

trustworthiness and expertise. The relationship of the popularity of the owners and the 

sales is therefore an interesting concept to study. The hypotheses in chapter 3.0.3 and 3.0.4 

explores this concept in the analysis, chapter 5.5-5.8. 

2.3.3.1 Influencer marketing 

Influencer marketing is a relatively new marketing strategy where companies use 

influencers, athletes, actors, musicians and other celebrities to endorse a product. This 

strategy leverages the products credibility and reach, to attract more customers. Influencers 

often have a loyal fanbase that trusts them, so when they recommend a product, the fans 

will often try it out. Influencer marketing heavily relies on the trust the influencer has 

gained with their followers. The company can use this trust to gain new and loyal 

customers. Therefore, it is important that the influencer is someone who shares the same 

values as the brand (Trinh, 2023, p.4). 

It can be more cost-efficient for a company to promote a brand through influencers than 

making commercials and other typical advertisements. An article by Harvard business 

(2022) review if the Return On Investment (ROI) is affected by how the influencer 

chooses to promote the product. This could be how frequently a influencer posted. Either 

extreme of the posting frequency can decrease the ROI so it is important to post just the 

right amount of content. The number of followers has a huge impact on the ROI. 

Originality of content seems to stand out, resulting in more attention and a higher return. 

Other factors are the level of positivity and if the promotion includes a link to the product 

(Leung, 2022). 
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Huy Trinh from Bournemouth University (2023) studied why influencer marketing is 

effective. It discovered that influencers wield a substantial impact on consumers 

purchasing intent through expertise, attractiveness and trustworthiness. The influencer is 

usually a person with knowledge in a specific field and can therefore explain what is good 

and bad about a product. The attractiveness is important because it impacts the consumers 

subconsciously. An individual will usually be more open to recommendations from 

someone who looks good and respectful. The trustworthiness of an influencer gives a great 

value to the information they give (Trinh, 2023, p.4). These aspects make influencer 

marketing highly effective. 

A study by Jan-Frederik Gräve (2017) from the University of Hamburg studies how 

individuals perceive celebrities and influencers differently. The study asked 590 

respondents to rate 14 different celebrities and influencers in pairs. The respondent 

preferred more traditional celebrities to a higher degree, but in the case of trustworthiness 

and familiarity they tended to prefer influencers. This indicates a closer relationship, and 

thus higher influential ability (Gäve, 2017, p. 4). 

2.3.4 Pricing 

Price is the suggested retail price minus the suggested discounts negotiated from the 

promotion part of the marketing mix (Kotler et al., 2020, p.60). It plays a crucial role in 

determining the perceived value of a product. First Insight discovered price and discounts 

is the biggest deciding factor for consumers when they are deciding upon which brand to 

choose from (First Insight, 2023). The study by Khan (2014) also mentioned price to be 

the most significant factor affecting a consumer's choice (Khan, 2014, p. 99). Consumers 

often associate higher prices with a greater quality, and lower prices give the impression of 

affordability and accessibility. 

Considerations when setting price is based upon three principles: The customer's 

perception of the value is the ceiling of the price, while product costs being the floor of the 

price. Other internal and external considerations like: marketing  mix, objectives, strategy, 

nature of the market and demand, are the last principle (Kotler et al., 2020, p.363). 

Most importantly, from the business perspective, price impacts the revenue of a business. 

It is important that the price exceeds the cost. A good pricing strategy will consider all 

https://www.firstinsight.com/blog/price-vs-quality-what-matters-most-to-consumers
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factors like production cost, delivery, competition, demand and perceived value to 

maximize profits. With this in mind the product has to have a perceived value greater than 

the price, for a customer to consider it (Kotler et al., 2020, p.363). 

As explored in chapter 2.3.2 the import of Prime to the Norwegian market, in its 

introduction phase, had special implications on the quantity and price. The price of Prime 

was high in the beginning with price reaching over NOK 140,- (Schjønberg, 2024). The 

principle of the price as a factor of sales of Prime will thereby be closer examined in a 

factor analysis in chapter 5.3. 

2.3.4.1 Pricing strategies 

Pricing strategies builds upon the concept of price elasticity of demand. Price elasticity of 

demand is a measurement of how responsive the demand of a product will be to a change 

in price (Kotler, 2020, p.377). The formula is: 

𝑃𝑟𝑖𝑐𝑒 𝑒𝑙𝑎𝑠𝑡𝑖𝑐𝑖𝑡𝑦 𝑜𝑓 𝑑𝑒𝑚𝑎𝑛𝑑 =  
%𝑐ℎ𝑎𝑛𝑔𝑒 𝑖𝑛 𝑞𝑢𝑎𝑛𝑡𝑖𝑡𝑦 𝑑𝑒𝑚𝑎𝑛𝑑𝑒𝑑

%𝑐ℎ𝑎𝑛𝑔𝑒 𝑖𝑛 𝑝𝑟𝑖𝑐𝑒
 

Using price elasticity of demand in marketing strategy consists of capturing price sensitive 

and insensitive customers, capturing a larger market share (Kotler et al., 2020, p.377). 

Price elasticity of demand can, as information is gained, be used to give the product the 

optimal price based on data. A product can either be elastic or inelastic. If it is elastic the 

demand is highly sensitive to the price. The demand will usually decrease if the prices go 

up. If the product is inelastic, the demand will not be very responsive to change in price 

(Kotler, 2020, p.377). Whether there are substitutes to the product or not will affect the 

demand. If the product has no substitutes, the demand will most likely be inelastic(James, 

2024). 

Premium pricing is a strategy a company uses when they sell a product priced higher than 

their competitors to create a perception that the product’s value is higher. The result is that 

the company's brand is now perceived by the customers as a higher quality product (Kotler 

et al., 2020, p.374). With this perceived value they can charge more for the product and the 

customers will still be willing to pay.  

Premium pricing was explored in a paper by Ali (2021), which found a premium pricing 

strategy to have a positive and significant relationship with consumer behaviour (Ali et al., 
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2021, p. 35). Ashraf also studied the premium pricing strategy. In the study he concludes 

that premium pricing leads to the product gaining a higher status, people strive for (further 

studied in chapter 2.4). It also discovers that women are more brand conscious than men, 

and also spend more on premium products. Another discovery was that friends and family 

can influence a person's purchasing behaviour with premium products (Ashraf, 2017, p. 

637). 

In the NRK article, Lommerud (2023) tells us that Prime most likely has changed their 

strategy from premium pricing to price elasticity to be able to sell to a larger group of 

customers. When selling at a premium price, there will be a large group of potential 

customers that won't be able to afford the product. He explains that another reason could 

be that consumers are more price conscious now, since inflation is high in Norway. (Nijjer, 

2023). 

Another pricing strategy that is common to use is market skimming. The objective of 

market skimming is to set a high price in the beginning to attract buyers with a strong 

desire for the product. The price will fall to a follow-on price to attract an extended 

number of customers who are more price sensitive. The advantages of price skimming is 

giving a perception of higher quality, while giving the company high profitability as it 

captures a big proportion of the market with both price sensitive and insensitive customers 

(Kotler, 2020, p.380). It is a contradicting strategy to the normal penetration pricing model 

where a product sells for a low price at first to attract customers, and then raise the price 

along with the increased demand (Kotler, 2020, p.380). In a pricing strategy study by Ali 

(2021), he found market penetration and skimming to be strategies having a positive 

impact on consumers (Ali, 2021, p. 34). Prime seems to have utilized market skimming 

and premium pricing strategies to a large degree. This is explored further in the analysis 

chapter 5. 

2.3.5 Scarcity principle 

The scarcity principle is an economic theory that describes how prices are influenced by 

the balance between limited supply and high demand. It explains how a low supply of a 

product will follow up with an increased price to reach equilibrium in supply and demand. 

Psychologically the scarcity of a product will give a perception of high quality (Chen, 

2020). The scarcity principle can also give customers a fear of missing out (FOMO). This 
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fear of missing out on a product/service causes customers to often make irrational and 

impulsive decisions when the product is obtainable (Gupta, 2021, p.1).  

The study "Scarcity tactics in marketing: A meta-analysis of product scarcity on consumer 

purchase intentions” by Barton, Zlatevska and Oppewal (2022) deems scarcity as an 

essential tool for marketers. The study distinguished the principle into demand-based 

scarcity, being effective for utilitarian products, and supply-based scarcity, having large 

effects on purchase of experiences. demand based scarcity can be empty shelves and 

queuing, while supply based is based on limited edition product and fewer items produced 

(Barton et al., 2022, p. 744). The conclusion to the model displayed that scarcity is a 

highly effective method to increase interest and sales of a product (Barton et al., 2022, p. 

756). The study also found emphasising the importance of not overdoing the scarcity 

principle where for example way too few products are produced or too few are in store, 

which can create a negative experience for the consumer(Barton et al., 2022, p. 756).  

Prime used the scarcity principle to a significant degree in the beginning. The combination 

of the scarcity principle and pricing strategies could have had a substantial effect on the 

popularity of Prime in the beginning. The principle is therefore tested as a hypothesis 

analysed in 5.3. 

2.4 Demographic 

The effects of marketing depends on the demographic. Children often respond to different 

impressions in a product compared to teenagers. A study done by the University of York 

(2018) studies how social influence affects people at different stages and how it can have a 

positive effect. This study has 759 participants from ages 8 to 59  (Foulkes et al., 2018, 

p.3). The study concluded that influence reduces with age. Children are more susceptible 

to influence than teenagers and adults, whether it is from influencers on social media or 

friends and family (Foulkes et al., 2018, p.7). 

 

Prime has made a deal in the United States with Base Sportsgroup. The deal will bring 

Prime to courts and fields where young athletes play (Base Sportsgroup, 2023). This 

indicates Prime’s marketing is aimed towards children and teenagers. Children can 

influence their parents' shopping and are therefore an integral part of the marketing. In 

regards to marketing towards children up to 13 years of age, it is important to be conscious 
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with the ads content.The markeding act in Norway states that when marketing is directed 

towards children, or can be seen or heard by children, there must be particular caution 

towards children's impressionability, natural gullibility and lack of experience 

(markedsføringsloven, 2007, §19-21). The content of the advertisement must be suited for 

children and it must not be manipulative.  

 

A research paper published on BMC Public Health (2014) did a study on children from 7 

to 12 years of age. The children were asked what they preferred and associated with 

several food products. They found that most children choose their food based on taste, 

which can be influenced by the color on the packaging. Visual elements also influenced, 

and even tricked children into thinking certain foods had healthy ingredients. It also found 

that the four most important parts of a product were the product name, price, images and 

characters (Letona, 2014, p. 5).  

In another study from the University of Tehran (2021) they conducted a recognition test on 

372 children between the ages of 6 and 12. The results revealed that colour play a 

significant role in how children recognize a brand. Specifically, chromatic colours were 

more desirable for children. This point to children prefer more vibrant (Shahtahmasbi et 

al., 2021, p.2). 

 

Teenagers on the other hand might be affected by different aspects of marketing. In an 

article from the University of California (n.d) the results found teenagers are in an age with 

increasing awareness and attention to social status. When they receive positive attention it 

feels rewarding. This could explain why there is a big focus on being popular in teenage 

years (UCLA, n.d). For Teenagers the status that follows with a product can be a large 

deciding factor for purchasing a product.  

Another article by Lexington Law (2019) explains that social status is something people 

always have tried to obtain. Social status dates back to the primitive times where our 

ancestors could see that those with status lived a better life (Law, 2019). Social status is 

something we strive for and are willing to pay more for. Social status gained with a 

product can affect customer purchasing decisions. Although social status often is 

associated with expensive and exclusive products, it can be relevant to other products as 

well,  like Prime. Taking into consideration the scarcity principle and premium pricing 

from chapter 2.3.5 and 2.3.4.1, any product can obtain social status.  
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3. Hypothesis 

Theory and the information about Prime as a product will lay the foundation for the 

constructed hypotheses. The hypothesis will aim to answer the thesis, and will be 

constructed based on the research questions. A hypothesis is a proposed explanation to a 

phenomenon. The hypothesis needs to be tested and falsifiable to be viable. The 

hypotheses has to be specific and simple, to make sure that it leaves no ambiguity. The 

purpose of hypothesis testing is to research whether there is a correlation between two 

variables. When conducting a hypothesis test, a null hypothesis and an alternative 

hypothesis is constructed. These are mutually exclusive, meaning one is false given the 

other is true. A hypothesis test will test for the alternative, trying to prove the alternative is 

right. If the alternative is proven right, the null-hypothesis will be falsified, thereby 

discarded (Ubøe, 2017, p.189). 

 

When conducting the hypothesis there is a chance of getting a type 1-, and type 2 error. A 

type 1 error is a false positive, which means a correct null hypothesis is rejected. A type 2 

error is when one fails to reject a null hypothesis when it is false. To make sure these types 

of errors are avoided as best as possible, it is important to have a large enough sample size 

(Ubøe, 2017, p. 189). 

3.1 Hypothesis 1 

The first research question is: 

 

“Are the four Ps of the marketing mix affecting Prime’s sales?” 

The first hypothesis is the factors affecting the product can be explained by the 4 Ps of 

marketing. This hypothesis will be tested, as it is important for later analysis built upon the 

principle of the marketing mix. This will be answered through a factor analysis (explained 

to detail in 4.2). The following hypothesis is: 

H0: 𝜆1 ∩ 𝜆2 ∩ 𝜆3 ∩ 𝜆4 ≥ 1  

H1: 𝜆1 ∩ 𝜆2 ∩ 𝜆3 ∩  𝜆4 < 1  
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The hypothesis is true when the first four components in a “Total variance explained”-

table has a eigenvalue larger than or the same as 1, indicating four factors affect the sales 

of Prime. This builds upon Odunlami’s approach explained in chapter 2.3. The 

considerations from the factor analysis he conducted will be important.  

A downside of this hypothesis is that the findings are crucial for further regression analysis 

and the conclusion. If the model is wrong, it will greatly affect the discussion and results 

of the findings in the regression analysis. With this, emphasis of accuracy in each step has 

been essential. 

3.2 Hypothesis 2 

The second research question posed is: 

 

Is the scarcity principle the reason for the decline in sales of Prime? 

 

The reason for testing this builds upon the article from NRK where trend researcher Øye 

claimed the popularity of Prime was due to the scarcity principle, meaning low volume and 

high price which led to an increase in popularity (Nijer, 2023). Prime has now seen a 

decrease in sales, and thereby Øye’s hypothesis about the decrease in sales can be tested 

(Schjønberg, 2024): 

 

H0: 𝛽
8

∪ 𝛽9 ∪ 𝛽13  =  𝑃 𝑉𝑎𝑙𝑢𝑒 ≤ 0,05  

H1: 𝛽8 ∪ 𝛽9 ∪ 𝛽13  =   𝑃 𝑉𝑎𝑙𝑢𝑒 > 0,05  

 

The coefficient above are the coefficient representing volume and sales, where the survey 

questions posed have captured the essence of the scarcity principle for the purpose of 

answering this hypothesis.  

 

3.3 Hypothesis 3 

As the sales has now seen a decrease, the research question posed below will try to capture 

the present driving factor of the popularity of Prime’s sales. The hypothesised driving 
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factor is fans of the creator duo is the prominent reason for the popularity. The research 

question posed is: 

 

Is the driving factor for Prime’s sales now due to the owner's popularity? 

 

Another regression analysis will be made to test this research question, where buying 

Prime will be the dependent variable. The hypothesis is: 

 

H0: 𝛽
5

∪ 𝛽6 ∪ 𝛽7 ∪ 𝛽8 =  𝑃 𝑉𝑎𝑙𝑢𝑒 ≤ 0,05  

H1: 𝛽
5

∪ 𝛽6 ∪ 𝛽7 ∪ 𝛽8 =  𝑃 𝑉𝑎𝑙𝑢𝑒 > 0,05   

 

If the coefficient capturing the participants relationship with the owners have a significant 

P-value, the hypothesis will be accepted. 

3.4 Hypothesis 4 

The owners of Prime has, as previously mentioned, a primary demographic of boys 

(Semeraro, 2023). A research question that captures if this has an effect on the sales of 

Prime will thereby be: 

Do boys buy more Prime than girls? 

 

This will be tested with a logistic analysis (explained in detail in 4.3). The hypothesis is: 

 

H0: Ext(B) > 1 ∩ P-value ≤ 0,05 

H1: Ext(B) ≤ 1∪ P-value > 0,05 

 

When the Ext(B) is under one, the result implies a decrease in the probability of the 

participant being a girl, as the odds ratio of the participant buying Prime increase (1-

Ext(B)*100%). 

A weakness in this hypothesis is it does not give a concrete answer to why girls buy less, if 

the null is accepted. The best that can be done is to infer based on demographic data of the 

creators. The hypothesis is also somewhat contingent on a correct null-hypothesis in 

hypothesis 2 and 3, as this hypothesis is dependent upon demographic data from the 

creators..  
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3.5 Hypothesis 1, hypothesized model 

 

 

 

The hypothesised model demonstrates the variables from the questions posed in the survey 

affect the four Ps of the marketing mix. The four Ps are then hypothesised to be the factors 

affecting the success of Prime in the norwegian market. 

 

For the product-factor, the relevant variables are the variety of hydration beverages, the 

quality thereby taste of the product, and how the design has affected the sale of Prime. 

This will cover most of the utility of the product from the marketing mix. These variables 

are captured in the survey in question 3-7, 13-14. 

 

When testing how big an effect the promotion has on the success of Prime in the 

norwegian market, the obvious outliers are the owners and how they promote their 

products on social media. Therefore the significance and effect of the promotion will be 

tested based on the popularity of the owners and how big an effect their promotion on 

social media has on the consumers. This is covered in the survey in questions 8-10, 16-17. 
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The questions on price are captured in question 12. The questions trying to capture the 

place of the marketing mix are covered  in question 18, 11. A problem that can pose a 

problem here is having only one question for price. This will not be a deciding factor for 

the factor, or regression analysis. The downside is that a variable from price can have been 

neglected, but the question covers the aspect of price from the consumer's perspective. 

 

4. Method 

The methodology chapter will aim to explain how information will be gathered and 

analysed to get answers for the hypothesis leading to a conclusion for the problem. To get 

a generalized explanation for the hypothesis posed, the method used is quantitative 

research. Quantitative research is a method where a quantity of data is collected and then 

later analyzed to get a generalized answer for a given problem (Grønmo, 2023). With 

quantitative research, numerically measurable data will emerge from the data collection 

method. The method ensures objectivity and applicability to a population as the data 

collected is representative of a larger population. According to Winston-Salem State 

University there are four types of quantitative design (Winston-Salem State University, 

n.d). Descriptive research wants to describe a phenomenon using quantifiable data. 

Descriptive research usually doesn't start with a hypothesis, but develops data that is being 

collected. Correlation research wants to explore the relationship variables using statistical 

data. Causal-comparative, or quasi-experimental research, seeks to establish a cause effect 

relationship between two or more variables. Experimental research uses the scientific 

method to establish the relationship among variables. As the quantitative data collection 

will further be used to run a regression analysis to establish a relationship between the 

dependent and independent variables, correlation research will thus be used in this study 

(Winston-Salem State University, n.d). 

 

Qualitative research is a research method which aims to get a deeper insight into a given 

problem. This can be done through interviews or qualitative collection methods like 

looking at articles (Grønmo, 2023). This study will aim to utilize relevant marketing theory 

to analyze and explain how data affects the problem issued. The reason for using 

quantitative research in this study about Prime is the generalizability of the data received 

from the participants. With a qualitative approach, a large enough and a representative 
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sample size, the sample can give proclamations about the population as a whole. This 

study can later be supplemented with qualitative research, whether it be through interviews 

with individuals or paper collection. This can strengthen or provide evidence against the 

given results of this study. 

 

Our method involves searching on the internet and through databases to find articles and 

analyses that discuss why Prime has succeeded and which marketing strategies they have 

utilised. We will also use our own expertise to explore and try to understand Prime's 

strategies. The Four Ps of marketing will be used to analyse what Prime has done and the 

effectiveness of their marketing. 

 

The data programs Statistical Package for the Social Sciences (SPSS) and Microsoft Excel 

will be used to conduct the analysis in this study. The reason for utilizing these programs 

are their reliability and versatility. SPSS is designed for statistical analysis, making it 

suited for the analyses made in this study. Excel provides high quality data and is very 

suitable for conducting a regression analysis. The problem with using Excel is that graphs 

are not visually displayed for advanced regression-, or logistic analyses.This can make it 

more difficult for the reader to understand the findings. 

4.1 Demographic 

When choosing a demographic for the regression analysis, we have to gather the target 

market of Prime to ensure precision in the given data upon the relevant segment of the 

population. Furthermore we use cluster sampling, which divide the participants into 

samples  that are randomly selected. The sampling will only consist of participants within 

this cluster. This will ensure statistically significant analysis (Statistics Canada, 2021).  

 

To better capture the right participants, the approach for selecting participants in the study 

has been grounded in the demographic of Logan Paul and Olajide Olatunji`s (KSI) 

audience. KSI and Logan Paul has a demographic consisting of over 60% male with KSI 

reaching upwards of 80% male. 50% of the audience are between the age of 18-24 years 

old according to TVREV using sources from Creator IQ (Semeraro, 2023). Examining the 

age group of the people attending the launch of Prime in Norway, the participants seemed 

to be from the age group 10-25 years old (Viskjer et al, 2023). Considering the information 



29 
 

of the demographic, the ages between primary school and college students will be the main 

population of the study.  

 

After conducting the survey, a cluster analysis will be run through SPSS. The cluster 

analysis in SPSS will seek to find how many significant clusters there are, with a cluster 

center. After this an age range will be constructed from the centers, to fit all participants in 

the given clusters. 

 

4.2 Survey 

Conducting quantitative research is normally done through surveys. The data collected will 

then be used for further analysis. When collecting the data, the method is important. 

Whether it is through email, in person or telephone it will have implications for the 

response rates, quality of the survey and the form of the survey. As previously discussed in 

chapter 1.4 and 2.4, the demographic of Prime is mostly teenagers to young adults, and 

thus the surveys conducted will aim to capture this population. This has been done by 

sending surveys to schools, conducting studies at malls, as well as sending to relevant 

participants. The rate of response is also high at schools, where it is near 100%, while costs 

are minimized (Floyd & Fowler, p. 66). 

 

A disadvantage of just sending surveys to only the target market is that the data is not 

generalizable to the whole population to a significant degree. If older age groups would 

have been researched, their relationship with the creators and the brand would possibly be 

different. This is because older age groups (age 30+) do not have the relationship with 

influencer marketing as younger age groups. This will be covered to detail in chapter 

2.3.4.1 (Trinh, 2023, p.4) This is a point that could possibly be studied further. 

 

Sending surveys to schools will also ensure the sample size is significant enough to 

generalize. The study “Understanding Power and Rules of Thumb for determining Sample 

Sizes” concludes that the rule of thumb for good sample size for multiple regression 

analysis will be about 50 participants, while for a factor analysis it is approximately 300 

participants. (Carmen et al., 2007, p. 48). Comrey, A. L. indicates that there can be fewer 

participants in factor analysis, but with a lower degree of confidence in the analysis, where 
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100 is poor, 200 is fair, 300 is good and more is excellent. (Taherdoost et al., 2022, p.377 

). The more participants, the more generalizable the data is. 

 

The survey starts with collecting demographic details about the participants. This is 

primarily gender and age, as these are the parameters that will be used in a cluster analysis 

to determine the different clusters. A silhouette measure of cohesion and separation will be 

done. The study then follows on with the questionnaire. 

 

The questions in the survey are primarily answered through a semantic differential scale. A 

semantic scale asks respondents to pick a number on a scale, usually a scale between 1-8, 

where 1 strongly disagrees, 5 is neither agree or disagree and 8 strongly agree. Answers 

given through a semantic scale are metric and thereby good to use in a regression analysis, 

thus this is what is used in this survey (Al-Hindawi, 1996, p.1). The reason the survey has 

a scale from 1-8 is because of the possibility for more diverse answers. This is very 

important as there are many variables affecting the success of Prime, thus it the scale has 

to be wide to accommodate this. 

 

The survey consists of one page, starting with a quick introduction about the survey and a 

manual on how to conduct the analysis. As the survey is distributed to Norwegian 

teenagers and young adults, it is important to make it understandable and clear for the 

target population. Writing the questions in Norwegian with clear language ensures the 

answers are not misinterpreted. The survey consists of 18 questions targeted at each of the 

four Ps in the marketing mix. The survey was made in Google forms as the survey could 

easily be distributed to schools. It also ensures a better response rate as the completion 

time for the survey is highly reduced in comparison to answering it on paper. 

 

4.2.1 Multicollinearity 

Multicollinearity is when a multiple linear regression contains variables that are highly 

correlated. This will result in the statistical power of the model being weaker. To prevent 

multicollinearity from occurring, a variance inflation factor (VIF) can be used. The first 

step to discovering multicollinearity is to examine a correlation matrix to see if there is a 

high and significant correlation between variables (Shrestha, 2020, p.40). The method used 



31 
 

will be a Pearson's Correlation coefficient in SPSS. If significant correlations are found, a 

further VIF will be run. A VIF demonstrates how much the variance of the regression 

coefficient is related if there is a correlation (Shrestha, 2020, p.42). The formula for VIF is: 

 

𝑉𝐼𝐹 =
1

1 − 𝑅2
=

1

𝑇𝑜𝑙𝑒𝑟𝑎𝑛𝑐𝑒
 

 

If the result of the VIF has a value over 5 the variables have moderate correlation with 

each other. If the VIF has a value of 10 there is a strong correlation. To ensure the best 

result, a VIF with a value higher than 5 will lead to the less important variables with 

multicollinearity will be discarded. Avoiding multicollinearity will produce a better result 

in the regression analysis, with the coefficient becoming more reliable as well as the 

models overall fit will be better (Shrestha, 2020, p.43). 

 

As the regression analyses in this study contains many variables from the survey, 

multicollinearity has an increased possibility of happening. The reason for running the 

multicollinearity test in this study is because of having 18 variables tested for, with some 

of them having a high probability of containing multicollinearity. As later explained in 

chapter 5.2, this was crucial for the results. 

 

4.3 Factor analysis 

Factor analysis here will be used for two reasons: 

1. A factor analysis can help discover any questions that can be discarded as they are 

covered by one of the other questions. This will be done thought “Cronbach Alpha 

if item deleted” as the last step. 

2. A factor analysis aims to bring intercorrelated variables together under factors 

more underlying (Taherdoost et al., 2022, p.375) . If there are 4 factors there will 

be an eigenvalue over 1 in the total variance explained table. The rotated 

component matrix will further reveal if the questions in the survey are within their 

relevant factor. 
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After gathering the answers from the survey, a factor analysis will be the first step as it 

aims to answer the first hypothesis. When conducting a factor analysis, the following steps 

will be made: 

1. The first step is to test if the sample size is big enough. To test if the sample size is 

adequate enough to conduct a factor analysis, Kaiser-Meyer-Olkin Measure of 

sampling Adequacy (KMO) will be used (Taherdoost et al., 2022, p.377). The 

KMO test will be conducted through SPSS. KMO returns values between 0 and 1, 

where kaiser put the values for the results as: 0.0-0.49 is unacceptable, 0.50-0.59 is 

miserable, 0.60 to 0.69 is mediocre, 0.70-0.79 is middling, 0.80 to 0.89 is 

meritorious and 0.90 to 1 is marvelous. As the satisfactory value is above 0.80, this 

is the value that will be adequate for the factor analysis conducted in this study. 

(Kaiser-Meyer-Olkin (KMO) Test for Sampling Adequacy, 2024). 

 

2. The next step is to test if there is intercorrelation. The variables should be 

correlated, but not too highly. For this a Bartlett's test of Sphericity will be used to 

test if the matrix in the factor analysis is an identity matrix, which is not ideal. A 

significance lower than 0.05 will indicate it is not an identity matrix and the factor 

analysis can be continued. (Taher Doost et al., 2022, p.377) 

 

3. To test for problems in the questions we will look for Extractions in 

Communalities. We can look at the Communality the same way we look at 𝑅2 

(explained in 4.2.1), the closer it is to 1 the better it is. We want the extractions in 

communality to be higher than 0.30 (Taher Doost et al., 2022, p.377). 

 

4. Next up is extracting relevant factors from the total variance explained table. To 

see how many factors should be extracted from the table we use the Guttman-

Kaiser Rule which keeps the eigenvalues that are above 1. This is combined with 

studying the scatterplot and keeping the values before the breaking point of the 

elbow (Taher Doost et al., 2022, p.378). 

 

5.  A factor rotation will be done to clarify the interpretations of the factors that are 

extracted from the total variance explained table. There are two types of rotations: 

orthogonal and oblique rotation. A orthogonal has no correlation between the 

extracted factors, but a oblique has (Taher Doost et al., 2022, p.378). First a 
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rotation will be run in SPSS with the fixed number of factors extracted from the 

total variance table. If the results from the component correlation matrix after 

running the rotation has a value over 0,5 the matrix has an orthogonal design and 

the rotation will once again be run with the resulting design as the rotation found. 

 

6. The next step is finding which variables are contained in which variable. After 

running with the analysis again in SPSS with either an orthogonal or oblique 

rotation the rotated component matrix will determine which questions will be in 

which factor.  

 

7. The last step is to find the reliability of each of the factors. By running a reliability 

analysis of each individual factor with their respective variable the results will 

show a Cronbach's Alpha. If the Cronbachs Alpha is over 0,7 it is acceptable 

(Taher Doost et al., 2022, p.379). There will also be run  ‘Cronbach's Alpha when 

the item deleted’ to see if the survey would be improved after deleting any of the 

questions raised. 

 

By using this factor analysis valuable information about the survey will be gathered. The 

factor analysis will demonstrate if there are questions that should be left out, as they will 

make the analysis weaker. It will also reveal which factors contain the different variables 

and thereby assist in answering the first hypothesis. 

 

4.4 Regression analysis 

After gathering the data from the surveys, a regression analysis will be run. The aspect 

from Istiqomah’s study from chapter 2.3 will be taken into consideration when the 

regression analysis is run. A regression analysis is a statistical method with a dependent 

variable Y and independent variable X. In a linear regression there is an independent 

variable X, which explains a dependent variable Y. A linear regression model has an 

intercept and slope X. The formula is: 

 

𝑌 = 𝛼 + 𝛽 ∙ 𝑋 +  𝜖  
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To better explain the survey results a multiple regression model is needed. In a multiple 

regression model there are more independent variables explaining the dependent Y. In this 

case we will look at how the marketing mix affects the sale, thus the success of Prime in 

the Norwegian market. The formula for multiple regression is: 

 

𝑌 = 𝛼 +  𝛽1𝑋1 + 𝛽2𝑋2+. . . +𝛽𝑟𝑋𝑟 + 𝜖 

 

Where 𝛼 is the intercept, the explanatory variables are 𝑋1, . . . , 𝑋𝑟 and the regression 

coefficients are 𝛽
1
, 𝛽2  . . . , 𝛽𝑛 . This is not particularly different from linear regression, 

except it has more variables (Ubøe, 2017, p. 263). The multiple regression model will be 

run through excel to ensure the results are accurate. After conducting the regression 

analysis, four important factors need to be studied to further interpret the results and reach 

a conclusion. These three factors are 𝑅2, Coefficient, P-value and F-significance. 

 

When conducting a multiple regression analysis it is important to make sure all relevant 

variables are included in the model. If variables are not counted for, omitted variable bias 

can occur, which can skew the results. With this it is crucial to use logic and reasoning 

when reading the results to make sure the findings are reasonable. Omitted variable bias is 

also the reason for looking at every p of the marketing mix in the survey to make sure all 

factors are accounted for and the results are accurate. Another very important 

consideration when conducting a regression analysis is to make sure the answers in the 

survey are on the same scale. It is crucial the answers are on the same scale to ensure the 

magnitude of the coefficients are comparable. 

 

4.4.1 𝑅2 

To test how much of the dependent variable is explained by the independent variables 𝑅2 

is used. If the dependant variables of the model, explains 100% of the variation in the 

independent variable Y, 𝑅2=1. If 75% of the independent variable Y is explained by 

dependant variables, 𝑅2=0,75. Given this a higher 𝑅2 is more favorable as it reveals the 

model having a greater explanatory power (Ubøe, 2017, p.253). Ensuring a high enough 

𝑅2 is important to make sure the data gathered explains the regression model. With this, it 
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is also crucial that the data size is big enough to conclude, meaning important variables 

have to be in the model. The formula for 𝑅2 is: 

𝑅2 = 1 −
𝑆𝑆𝐸

𝑆𝑆𝑇
 

Where SSE(Sum of Squared Residuals) is given by: 

𝑆𝑆𝐸 = ∑ ⬚

𝑛

𝑖=1

(𝑌1 − 𝑌�̂�)
2 

And SST (Sum of squared Total) is given by: 

𝑆𝑆𝐸 = ∑ ⬚

𝑛

𝑖=1

(𝑌1 − 𝑌)2 

In this study the calculations will be done through excel and SPSS to ensure accurate 

results when computing at a large scale.  

 

4.4.2 Coefficient  

The coefficient measures how much a dependent variable will increase/decrease when the 

independent variable increases by 1 unit, when all the other variables are fixed. Measuring 

the coefficient (when p-value is significant) is crucial to answering the hypotheses as we 

see what variables are more or less important for the success of Prime in the norwegian 

market for the consumers. The regression coefficients are 𝛽
1
, 𝛽2  . . . , 𝛽𝑛 . 

The coefficient is crucial when answering the problem of the driving factors. It is 

important as the coefficient with a significant value will state to which degree the variables 

of each factor in the marketing mix affect the sales of Prime. The results of the coefficient 

will be crucial when answering the hypothesis and reaching a conclusion. 

 

4.4.3 F-significance and P-value 

F-test for overall significance is used to see the overall significance of the multiple 

regression model. It is fundamental to make sure the regression model can be used, or if 

the model is of no significance. The value for F-significance in a regression model is less 

than 0.05 (F-significance<0.05). 
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P-value will be used to measure the significance of the independent variables in the 

regression model. The P-value also has a confidence interval of 95%, as with F-

significance, meaning the P-value also needs to be less than 0.05 to be of significance (P-

value<0.05). A 95% confidence interval means a test statistic only will see an extreme case 

5% of the time (Ubøe, 2017, p. 189).The P-value will be automatically calculated in excel 

and SPSS. 

 

For the factor analysis, regression analysis and the logistic regression the P-value and F-

significance will be essential when interpreting the results.While coefficient from the 

previous chapter (4.2.2) tells to which degree the variables are important, the P-value will 

tell if they are significant for the success of Prime. 

 

4.5 Logistic Regression 

Logistic regression will primarily be used to answer hypothesis 4: Boys are more likely to 

buy Prime than girls. From the survey the question regarding gender of the participant will 

be the dependent variable. 

 

The difference between regression analysis and logistic regression is that the coefficient is 

not calculated, rather the odds ratio is calculated. A logistic regression does not have 

residuals and thus OLS (ordinary least squared) and  𝑅2 can not be calculated. The logistic 

regression is done through SPSS to ensure the results are accurate. The logistic regression 

will be run in SPSS. 

 

As logistic regressions are binary with a non metric variable, in this case girl or boy, the 

first step is to conduct dummy coding where metric variables are transformed to binary 

variables. After these transformations “Girls" will be assigned number 1 and “Boys” will 

be 0. The other variables that will be used are “bought often” and “have been bought 

often" to see how gender affect sales, and the change over time. 

 

Important data SPSS will provide is a classification table, and variables in the equation 

table. The classification table expresses the predicted and observed values. This will give 

an insight into how well the model can predict the dependent variable. If the probability of 
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the event occurring is more than or equal to 0.5, SPSS predicts it is occurring. The 

variables in the equation table demonstrate the outcome of the model. The table 

demonstrates a coefficient Ext(B) that will, if P-value is of significance, show how the 

independent variable effects the dependent variable and thus implies how gender affects 

sales (Sweet, 1999,p. 162). 

 

5.0 Analysis 

This chapter will examine the results from the survey, analyzing and drawing conclusions 

from the results gathered. As mentioned in chapter 4.2, the survey has gathered answers 

from primary schools to early college students. The regression analyses run in this chapter 

will give conclusions to the hypotheses constructed. The analyses will assist in answering 

what the driving factors are to the popularity of creator brands with an emphasis on Prime 

in the Norwegian market. 

 

The statements in the survey were made to fill the 4ps of marketing  explained in the 

theory chapter 2.0. The regression models posed will use these as independent variables 

explaining the dependent variable which is the success of Prime. The dependent variables 

we want to examine from the survey are: 

 

“I often buy Prime” and “I previously often bought Prime” 

 

These statements capture the essence of what we want to examine, which is the sales of 

Prime previously and now. This will give the concept of time. As mentioned in chapter 

4.2, a regression analysis will also be run in the different clusters found in 5.1. From the 

independent variables we can then determine what factors of the 4ps are the most 

important to the sale of Prime. The answers from the survey were captured in google 

survey, where we could extract them to an excel page for further regression analysis.  
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5.1 Cluster analysis 

The marketing mix varies to great degrees between different demographics. As explained 

in chapter 2.3.1 the different characteristics of a product will vary to a great degree 

depending on the age of the consumer. For example, in chapter 2.3.5.1 Ashraf found that 

women are more brand conscious than men (Ashraf, 2017, p. 637). Because of the 

marketing mix affecting demographics differently, a cluster analysis can help distinguish 

between the different age groups. The respondents gathered were from the survey was:  

 

 

The demographic had a high concentration of kids aged 13 and lower. The reason is, the 

surveys could not be performed in classrooms in high schools as they did not have the 

capacity. They were thus only shared on teaching spaces among the students. As this is the 

case it is more important to run regression for the different ages as the result of the whole 

group can be highly affected by the great number of younger participants. To run further 

analysis the requirement of at least 50 participants for a regression analysis are taken into 

consideration, although this might be more complicated among older clusters.  

 

The results from the survey were taken into a cluster analysis in SPSS to find the center of 

the clusters. The centers calculated were: 
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The clustering analysis found that there were three significant clusters. The silhouette 

measures cohesion and separation that measures the cluster quality evaluates these clusters 

to be of good quality: 

 

 

The next step is to further find the ranges of the clusters. The appropriate approach in this 

context was to cluster into different stages of adulthood as the psychological effect of the 

marketing could be further examined in the different developmental stages of the 

participant. As the survey is done at primary schools, high schools and for young adults the 

optimal approach is to tailor the ranges with approach to these stages and the ranges was 

derby as follows: 

 

 

Another clustering that will help evaluate the difference in how genders reach the survey 

are by clustering by gender. As there are just 3 variables the clustering will be:  male, 

female and other. As the demographics gathered shows there is 95 participants (60%) were 

male, 73 were female (42,70%) and 3 were other (1,70%) . As there is not enough data on 

the others, the clustering here will only consist of 2 variables, respectively being male and 

female. This will also allow further analysis with logistic regression. 
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5.2 Multicollinearity 

Testing for multicollinearity we looked at the correlations and found a very high 

correlation in the promotion factor. The question about the participant being a KSI or 

Logan Paul fan, and having watched them for several years had a Correlation of 0,9. 

 

 

Looking further into the Collinearity Tolerance and statistical VIF (Variance inflation 

factor) it was lower than the threshold of 0,2 in collinearity tolerance, and above the 

threshold of 5 in VIF. One of these factors had to go to prevent multicollinearity. For the 

survey the most relevant one is “I am a fan of KSI and/or Logan Paul”, as this will affect 

the result of the dependent factor in further analysis more than the question “I have been a 

fan of logan Paul and/or KSi over several years”. Therefore this was taken away to prevent 

multicollinearity in the regression analysis. After this was taken away the coefficients of 

the promotion factor had acceptable levels of Collinearity tolerance and Statistical VIF. 

 

 

The multicollinearity found will not be used in further factor or regression analysis. This is 

to ensure a better result and to prevent the statistical power of the analysis being weaker. In 

the first regression analysis conducted from chapter 5.4.0 the regression analysis was non-

significant with the question “I have been a fan of logan Paul and/or KSi over several 

years” indicating running multicollinearity test was crucial for the results of regression 

analysis. 
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5.3 Factor Analysis 

As further explained in chapter 4.2, factor analysis will be run to see if the questions 

posted in the survey are all worthy to be kept in the survey for further analysis, and to see 

the relevant factors of the analysis. All the individual answers from the survey were put in 

SPSS and the factor analysis was conducted. The KMO and Bartlett’s Test has a KMO 

measure of sampling adequacy over 0,5 which means there is no sample issue. As 

previously mentioned, the model only having about sample space of about 200 participants 

will be ok for the factor analysis, but can make it somewhat weaker than the recommended 

sample space of 300 participants. The Bartlett's test of sphericity is also significant with a 

value lower than 0,05. These values show the factor analysis can be run.  

 

 

Going further to look at the communities there is no value under 0,3 which is the threshold 

when looking for problems under specific questions. All values are relatively high here, 

except for training which barley is beyond the threshold with it being at 0,36. An 

explanation for this can be that when looking at the answers of the participants very few 

used Prime as consciously in training to perform better and thereby the scale had very low 

ratings with the average being only 0,45 out of 8. 
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The total variance explained should, as said before, have an eigenvalue over 1 to keep the 

component as a factor. Looking at the total variance explained table there are only three 

components with an eigenvalue over 1. We also see the elbow cutting at around 3 and 

thereby these are the amount of factors we choose to retain. This will be used further when 

answering hypothesis 1. 
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As the correct number of eigenvalues to contain is known, another factor analysis in SPSS 

with three factors contained. With this we found the component correlation matrix with no 

values over 0,5 which means the matrix was orthogonally related, and thereby ran with 

varimax which is the orthogonal of choice. 

 



44 
 

 

The rotated component matrix shows the questions posed belonged to the relevant factor of 

each of the 4ps, except for the questions in price and place. This will also be discussed in 

chapter 5.2 Hypothesis 1. Looking at the “friends recommended” and “I recommended”, 

these do not belong in the groups they should. As this rotated component matrix measures 

the questions similar within a factor the reason for these being out of place could be that 

these are questions highly related to word of mouth, and this can be heavily correlated with 

the 4p`s as all of the Ps of marketing will have a effect on how people talk about the 

product to friends. 

 

 

As we now have found the relevant factors for each of the questions the next reason for 

running a factor analysis is to see if leaving out the questions will make for a better model. 

A reliability test will thereby be run in SPSS of the relevant survey questions with scale if 



45 
 

deleted as a descriptive. For reminder the minimum is 0,7 in the Cronbach alpha if we 

want to keep the question in further analysis. The first factor had a good enough Cronbach 

alpha of 0,888, where deleting any questions doesn't make it better, the second factor had 

0,831 with deleting a question making no difference and the last factor had a Cronbach of 

0,830. In the last factor the Cronbach’s alpha if deleted was greater with 0,913. This will 

be taken into consideration when regression analysis is being constructed, but with all 

values being fairly high this will probably not pose a problem. 

 

     

 

 

5.4 Hypothesis 1 

The first hypothesis is that the factors affecting the product are the 4 Ps of marketing. The 

hypothesis is true when the first 4 components has a eigenvalue larger than or the same as 

1: 

H0: 𝜆1 ∩ 𝜆2 ∩ 𝜆3 ∩ 𝜆4 ≥ 1  

H1: 𝜆1 ∪ 𝜆2 ∪ 𝜆3 ∪ 𝜆4 < 1  

From the factor analysis we found that only the first 3 factors had an eigenvalue larger 

than 1. This means that there are three factors and not the hypothesised 4 that is relevant 

for the sales of Prime. Looking at the rotated component matrix a possible explanation for 

this can be found. The questions posed about the price and place fall under a common 

factor, the third one. As previously mentioned, Prime was difficult to get a hold off in the 

beginning when the product was expensive, with one product going for more than 100 

kroner in stores that had to import them (Hvitmyhr, B, 2023). The result of this is that 

there is a high correlation between the place and price causing them to fall under the same 
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factor. The common denominator explaining the factors is the scarcity principle. This is 

because, as mentioned in chapter 2.3.8, the scarcity principle is closely related to quantity 

and price. Looking at the study by Barton with others, the scarcity tactic is highly effective 

in increasing sales and interest of a product (Barton et al., 2022, p. 756). The scarcity 

principle seems to be combined with pricing strategies.  

From chapter 2.3.5.1 it was found that Prime used market skimming and premium pricing 

to a high degree. The scarcity principle has a close relationship to these strategies as a 

common factor is the use of lower quantity of products, resulting in supply not meeting 

demand. This also supports the fact of the common factor being the scarcity principle as 

the strategies for price and place seem to be dependent. 

This means that the hypothesized model constructed for the first hypothesis, as well as the 

null hypothesis, were  proved to be incorrect. The new hypothesized model considered 

place and price to have scarcity as the common underlying factor. The new hypothesised 

model is as a result: 
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To further examine whether scarcity principle could be the relevant underlying factor 

explaining why there are 3 factors affecting Prime’s success in the Norwegian market and 

not the hypothesised 4, a correlation analysis was made. The variables in the third factor in 

the rotated component matrix were analysed and the result demonstrates every component 

having a significant value less than 0,001.  

 



48 
 

 

 

With this as a result the null hypothesis was thrown out and the alternative was adapted. 

The new result illustrated: 𝜆1 ∩ 𝜆2 ∩ 𝜆3 ≥ 1. 

 

5.5 Regression analysis 1 

As the NRK “Prime kan lide samme skjebne som andre eksklusive varer, mener 

trendforsker”, mentioned in theory, alerted to Prime decrease in sales was due to the 

scarcity principle (Nijjer, 2023). As mentioned in chapter 3.0.2 this made ground for 

exploring the reason for the decrease. Looking into the results from the data received in the 

survey, the percentage decline in Prime is 10% on average. To test if the reason for decline 

of sales is due to the scarcity principle, we performed a multiple regression analysis in 

Excel. The dependent variable to test for the scarcity principle is:  

“I used to buy Prime” 

 

The reason for using this as the dependent variable is that it explains the cause for the 

participants having bought Prime. With this the analysis can give a satisfactory answer to 

the second hypothesis in chapter 5.3. All variables are accounted for in this regression 

analysis to make sure all factors are considered, except for two: q11 “I have watched 

Logan Paul and KSI for many years” as a multicollinearity was found, and q19 “I have 

recommended Prime to family and friends” as this is not a reason for them buying Prime 

previously. The variable “friends recommended” should cover the variable for this 

regression analysis. Running a regression analysis with q19 portrayed a regression analysis 

with an F-significance being too high. The results of the regression analysis for the all the 

participants was: 

 

 

Sales of Prime (previously) =  𝛽
0

+ 𝛽1𝑇𝑎𝑠𝑡𝑒 + 𝛽2𝑉𝑎𝑟𝑖𝑎𝑛𝑡 + 𝛽3𝐷𝑒𝑠𝑖𝑔𝑛 +

𝛽4𝑆𝑂𝑀𝐸 𝑎𝑑𝑠 + 𝛽5 𝐾𝑆𝑖𝑜𝑟⬚
𝐿𝑜𝑔𝑎𝑛 𝑃𝑎𝑢𝑙 𝑓𝑎𝑛 −  

𝛽
6
𝐴𝑠𝑠𝑜𝑐𝑖𝑎𝑡𝑒𝑤𝑖𝑡ℎ𝐾𝑆𝐼𝑜𝑟𝐿𝑜𝑔𝑎𝑛 𝑃𝑎𝑢𝑙 + 𝛽7𝐵𝑜𝑢𝑔ℎ𝑡 𝐵𝑒𝑐𝑎𝑢𝑠𝑒𝑜𝑓𝑂𝑤𝑛𝑒𝑟𝑠 + 𝛽8𝐻𝑎𝑟𝑑𝑡𝑜𝐺𝑒𝑡 + 

𝛽
9
𝐻𝑖𝑔ℎ𝑒𝑟 𝑃𝑟𝑖𝑐𝑒 𝑚𝑜𝑟𝑒 𝑖𝑛𝑡𝑒𝑟𝑒𝑠𝑡𝑒𝑑𝛽10𝑃𝑟𝑒𝑓𝑒𝑟𝑜𝑣𝑒𝑟 𝑆𝑢𝑏𝑠𝑡𝑖𝑡𝑢𝑡𝑒 + 𝛽11𝑇𝑟𝑎𝑖𝑛𝑖𝑛𝑔 +  

𝛽
12

𝐹𝑟𝑖𝑒𝑛𝑑𝑠 𝑟𝑒𝑐𝑜𝑚𝑚𝑒𝑛𝑑𝑒𝑑 + 𝛽13𝐸𝑎𝑠𝑦 𝐴𝑐𝑐𝑒𝑠𝑠𝑚𝑜𝑟𝑒𝐼𝑛𝑡𝑒𝑟𝑒𝑠𝑡𝑒𝑑 
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Taking into consideration the important values of the regression model from chapter 4.2, 

the model seems to give great results. The regression model shows a 𝑅2 with a value of 

approximately 70% (𝑅2= 0,69) which is an acceptable value, and reveals that the model 

fits the observations quite well. Such a high 𝑅2 for the model when containing so many 

variables is also noteworthy. This results in the independent variables explains the 

dependent variable very well. 𝑅2 and adjuster 𝑅2 is also close, which is good as the 

additional prediction does not give much more explanatory power to the model. The F-

significant also is far lower than the significant value of 0,05. This model is thus 

significant and the coefficient can be further examined. 

 

When interpreting the values of significance “taste”, “variant”, “higher price more 

interested” and “friends recommended” has a p-value lower than 0.05 (P-value<0.05). This 

means that for the participants these are the factors that led to them buying Prime before. 

The values with the highest coefficient is the “variants”-variabel, which means the biggest 

reason for them buying Prime before is the amount of variants Prime has to offer with a 

coefficient of 0.31 (𝛽
2
=0.31). This indicates an increase in one rank for “variants” will lead 

to an increase in 0,31 (𝛽
2
=0.31) in buying Prime. The second most important are “friends 
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recommended” with 0.21 (𝛽
12

=0.21) as the coefficient, and “taste” comes in at a third with 

a coefficient of 0.19 (𝛽
1
=0.19). The least of the significant values that affected if the 

participants bought Prime was “higher price more interested” with a coefficient of 0,18 

(𝛽
9
=0.18). These will be used to answer the second hypothesis, but to go a bit further a 

regression analysis will be run within the different clusters. 

 

5.5.1 Cluster 1 (10-13 years old) 

The same principles were applied under running a regression analysis for the first cluster 

as the whole model. The difference was only conducting the analysis of the participants 

within the range of the cluster. The number of participants were much higher in this cluster 

than the following other clusters, meaning the results are more generalizable to a larger 

population. The cluster used is the first cluster from chapter 5.1. 
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The 𝑅2 are 67% (𝑅2=0.67) which is acceptable and have a very significant F of less than 

0.05 (F-significance<4,94E-14). The results from the first cluster differ a bit from the 

regression model of the whole group. “Taste”, "variants", “design” and “higher price more 

interested” has a significant p-value (P-value<0.05). The coefficient showing the biggest 

effect for the first cluster is the “variant” with 0.34 (𝛽3=0.34) and “higher price” coming 

second at 0,28 (𝛽9=0.28). Thereafter “taste” and “design” comes second with a coefficient 

of approximately 0,20(𝛽2=0.22)(𝛽4=0.34). The results indicate more heavily the product 

being the “p” form the marketing mix having the most significance here, while higher 

price also having a big significance for the cluster. This will be further analysed in chapter 

5.6 

 

5.5.2 Cluster 2 (14-17 years old) 

The observations from this cluster are fewer than those of the previous regression models. 

The observation has 9 fewer participants than wanted, but it is sufficient enough to run a 

regression model and get noteworthy results. The same preparations were done with this 

cluster as for the previous. 
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The model explains approximately 80% (𝑅2=0.78) of the observations which are very 

good. The F-significance is also very acceptable here, being far less than 0.05 (F-

significance<0.05). With this model the only variable with a significant p-value (P-

value<0.05) was the “bought because of the owners”. The variable had a positive 

coefficient of 0.45 (𝛽7=0.45) which is substantial, demonstrating an increase in 1 rank in 

“buying because of the owners” increase the sales of Prime (previously) with 0.45 in rank.  

 

5.5.3 Cluster 3 (18-23 years old) 

This model also had a relatively low observation of only 47 participants. As for the other 

model for the second cluster the trends within the model can be analysed and discussed 

further and predictions for a model with a large sample of participants can be made. 
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The 𝑅2 has a great value of 77% of the observations being explained by the model 

(𝑅2=0.77). The F-significance for the whole model also has a high significance with a 

value lower than 0.05 (F-significance=2,62E-07). The variables with a significant value 

here is the “hard to get” and “variant” with them both having a very low P-value (P-

value<0.05). The coefficient for “design” and “hard to get” are also large being at 0.45 

(𝛽
2

= 0.45) and 0.48 (𝛽
8

= 0.48) Note that, although not significant, there are several 

variables that have a negative impact on whether adults choose to buy Prime previously. 

 

5.6 Hypothesis 2 

The second hypothesis is that Prime`s decline in sales is due to the scarcity principle. To 

answer this hypothesis the regression analyses above in chapter 5.5.1, 5.5.2 and 5.5.3 were 

conducted. The hypothesis is: 

 

H0: 𝛽
8

∪ 𝛽9 ∪ 𝛽13  = 𝑃 𝑉𝑎𝑙𝑢𝑒 ≤ 0,05  

H1: 𝛽
8

∪ 𝛽9 ∪ 𝛽13   ≠  𝑃 𝑉𝑎𝑙𝑢𝑒 ≤ 0,05  
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Examining the model for the whole group, the P-value of “higher price more interest” was 

of significant value. This indicates that the scarcity principle was in part one of the reasons 

that the participants were interested in Prime. The product having a higher price gave a 

significant p-value. From the factor analysis the factor for price and place fell under the 

scarcity principle. The results indicate the popularity of Prime for the whole group very 

much came from the scarcity principle. As mentioned in chapter 5.3, the combination of 

the factors place and price with few distributors, high price, and low volume are strategies 

Prime has used . The result is that the scarcity principle disclosed a great effect on the 

group as a whole, but with differences in demographics. The results follow theory as 

Barton also found the scarcity principle to be a highly effective marketing strategy (Barton 

et al., 2022, p. 756). This is widely covered in chapter 2.3.5. 

 

The biggest effect of any of the variables was the “variants” of Prime that were on the 

market. “Taste” and "recommendation" also had a significant coefficient. The coefficient 

for "recommendations” indicates that Prime being talked about among friends has given 

the drink a social status. As covered in 2.4, Law found that social status is a primitive 

instinct people strive for. It is associated with exclusivity (Barton et al., 2022, p. 756). This 

can, along with the scarcity principle, have driven price. 

 

When looking at the youngest cluster the predominant reason for the popularity of Prime 

was primarily the variables related to product from the marketing mix in chapter 2.3. The 

scarcity principle also seems to have a significant effect here. But in contrast "hard to get”, 

although it did not have a significant p-value, revealed a negative coefficient. This can to 

some degree underlie the principle. This also poses a problem to the results of the factor 

analysis which are negative. A possible explanation is that younger children are not as 

concerned with status as older participants, like UCLA found (n.d). This could mean the 

scarcity provide some significant value for the cluster, although only being inconvenient as 

they can not get a hold of the product (UCLA, n.d)  

 

Taking into consideration chapter 2.3.1 about the product in the marketing mix: for the age 

group of kids between 10-13 years old the results seem to follow psychological marketing 

theory. The study by Letona, Chacon, Roberto & Barnoya shows that children are more 

affected by the packaging of the product, its visual design and the taste. The study also 

found that the biggest factors for children are price, image name and characters, which was 

https://link.springer.com/article/10.1186/1471-2458-14-1274#auth-Paola-Letona-Aff1-Aff2
https://link.springer.com/article/10.1186/1471-2458-14-1274#auth-Violeta-Chacon-Aff1-Aff2
https://link.springer.com/article/10.1186/1471-2458-14-1274#auth-Christina-Roberto-Aff3
https://link.springer.com/article/10.1186/1471-2458-14-1274#auth-Joaquin-Barnoya-Aff1-Aff4
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covered by the significant variables found in the regression model for the youngest cluster 

(Letona, 2014, p.5). As explained in chapter 2.3.1, Prime has a very large font with simple 

design. This may contribute to these variables having such an effect on younger children. 

Esmaeil Shahtahmasbi, Zeynab Ahmadi and Sajad Mazarei also found that vibrant colours 

attract children (Shahtahmasebi et al., 2021, p.2). Prime also has bright colours:bright blue 

(colour code=09abe5), red (colour code=fa3945), green (colour code=abde0c) and pink 

(colour code=d87ea2). The factor of product is the main factor affecting children, and this 

is to a high degree reflected in theory. 

 

The second cluster only has one variable with a significant p-value, being “bought by 

owners”. The coefficient shows a considerable value. The result shows that the only 

relevant factor from the marketing mix for the age 14-17 years old is promotion. This may 

have a close association with influencer marketing. The psychology of marketing for teens 

seems to explain this to a large degree. In chapter 2.3.4.1, the study by Trinh (2023) found 

that influencers have a significant impact on consumers purchasing intent. They are 

perceived as trustworthy, with expertise (Trinh, 2023, p.4). The fact that KSI and Logan 

Paul are the owners would add to that trustworthiness. As mentioned in the introduction, 

Prime also has big names like Erling Haaland and Patrick Mahomes as ambassadors. The 

hydration beverage is also the official sports drink for teams like Arsenal, Bayern 

München and Barcelona could increase trustworthiness to a large degree. The scarcity 

principle not being a factor seems to go against theory about social status for teenagers 

from chapter 2.4 (UCLA, n.d). The sample size for the second cluster is a bit lower than 

the recommended 50 (Carmen et al., 2007, p. 48), and can pose as a problem.  

 

For the oldest cluster the most significant reason for having previously bought Prime is 

“variants” and “hard to get, more interest”. This implies that the scarcity principle is 

affecting older participants to a substantial degree. Delving into Barton (2022) with other’s 

study on the scarcity principle, Prime seems to have used a demand-based scarcity where 

the shelves often were empty thus triggering FOMO in the consumers, thereby driving 

popularity of the product (Barton et al.,2022). The popularity of the product could have 

contributed to higher status for consumers. The study Respect & social status by UCLA 

(n.d), explains that after puberty, our attention to social status heighten (UCLA, n.d). 

Implementing the scarcity principle may have contributed to this cluster buying the 

product as it may have given a higher social status. 

https://jibm.ut.ac.ir/?_action=article&au=757419&_au=Esmaeil++Shahtahmasbi&lang=en
https://jibm.ut.ac.ir/?_action=article&au=689856&_au=Zeynab++Ahmadi&lang=en
https://jibm.ut.ac.ir/?_action=article&au=689857&_au=Sajad++Mazarei&lang=en
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When reaching a conclusion based on the analyses, the scarcity principle appears to be the 

most prominent factor. This supports the null-hypothesis to a high degree and thus the 

null-hypothesis is kept. For the second cluster the only impact of significance is “being a 

fan of KSI and Logan Paul". The reason for this can be that influencers are highly effective 

in familiarity, likeability and similaribility (Gräve, 2017, p.4). This can make a celebrity 

feel more like a friend, and thereby give the impression of helping a friend for the second 

cluster as further explained in chapter 2.3.4.1. 

 

5.7 Regression analysis 2 

When testing for purchasing behaviour of the participants buying Prime the dependent 

variable is the question. 

“I often buy Prime” 

 

With this as the dependent variable we can test for which of the relevant factors of the 

marketing mix has the greatest effect on the participants buying prime frequently as of 

recent.  

 

Buy Prime often=𝛽
0

+ 𝛽1𝑇𝑎𝑠𝑡𝑒 + 𝛽2𝑉𝑎𝑟𝑖𝑎𝑛𝑡 + 𝛽3𝑁𝑒𝑤 𝑉𝑎𝑟𝑖𝑎𝑛𝑡𝑠 − 𝛽4𝐷𝑒𝑠𝑖𝑔𝑛 +

𝛽5 𝑆𝑂𝑀𝐸 𝑎𝑑𝑠 +  

𝛽
6
𝐾𝑆𝑖𝑜𝑟⬚

𝐿𝑜𝑔𝑎𝑛 𝑃𝑎𝑢𝑙 𝑓𝑎𝑛⬚ + 𝛽7𝐴𝑠𝑠𝑜𝑐𝑖𝑎𝑡𝑒𝑤𝑖𝑡ℎ𝐾𝑆𝐼𝑜𝑟𝐿𝑜𝑔𝑎𝑛 𝑃𝑎𝑢𝑙 

+ 𝛽8𝐵𝑜𝑢𝑔ℎ𝑡 𝐵𝑒𝑐𝑎𝑢𝑠𝑒𝑜𝑓𝑂𝑤𝑛𝑒𝑟𝑠 − 

𝛽
9
𝐻𝑎𝑟𝑑𝑡𝑜𝐺𝑒𝑡−𝛽10𝐻𝑖𝑔ℎ𝑒𝑟 𝑃𝑟𝑖𝑐𝑒 𝑚𝑜𝑟𝑒 𝑖𝑛𝑡𝑒𝑟𝑒𝑠𝑡𝑒𝑑 + 𝛽11𝑃𝑟𝑒𝑓𝑒𝑟𝑜𝑣𝑒𝑟 𝑆𝑢𝑏𝑠𝑡𝑖𝑡𝑢𝑡𝑒 +  

𝛽
12

𝑇𝑟𝑎𝑖𝑛𝑖𝑛𝑔 + 𝛽13𝐹𝑟𝑖𝑒𝑛𝑑𝑠 𝑟𝑒𝑐𝑜𝑚𝑚𝑒𝑛𝑑𝑒𝑑  𝛽14𝐼 𝑅𝑒𝑐𝑜𝑚𝑚𝑒𝑛𝑑𝑒𝑑

+ 𝛽15𝐸𝑎𝑠𝑦 𝐴𝑐𝑐𝑒𝑠𝑠𝑚𝑜𝑟𝑒𝐼𝑛𝑡𝑒𝑟𝑒𝑠𝑡𝑒𝑑 
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The model has 178 observations, as the previous model. The 𝑅2 is 0.71 (𝑅2=0.71) which is 

good with an F-significance being very low (F-significance=2.4E36). Looking at the 

observations there are a lot of variables with a p-value of significance (P-value<0.05). 

From the marketing mix, the variables related to product and promotion are the factors that 

influence the participants the most when buying Prime. The biggest factor for the 

participants buying Prime now is “preferring it over substitutes” with a coefficient of 0.27 

(𝛽
11

= 0.27). The second biggest is “fan of KSI and Logan Paul” with a coefficient of 0.23 

(𝛽
6
=0.23) . “Taste” also is a big factor with 0.19 (𝛽

1
= 0.19) and design having a negative 

effect on the rating (𝛽
3

= −0.18). “New variants”, “social media ads” and “bought 

because of owners” all have a close to similar effect of around 0.14 (𝛽
1

= 0.17) . This 

demonstrates the reason for the participants purchasing Prime now are primarily because 

of liking the product and being a fan of KSI and Logan Paul.  
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5.7.1 Cluster 1 (10-13 years old) 

 

The 𝑅2 for the cluster of 10-13 years old are 60% (𝑅2=0.66) which is not as big as the 

other but still acceptable. The F-significance is also very low ( F-significance=5,56E-13). 

There are three variables with a P-value of significance (P-value<0,05). The relevant 

variables are “Taste”, “KSI and Logan Paul fan” and “training”. Surprisingly the biggest 

factor for 10-13 year old is “training” with a coefficient of 0.46 (𝛽
12

= 0.46). “Taste” and 

“KSI and Logan Paul fan” has a coefficient of about 0.21 (𝛽
1

= 0.23),(𝛽
6

= 0.20). This 

shows that the biggest factor for children is the perceived value it gives for training.  
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5.7.2 Cluster 2 (14-17 years old) 

 

 

The 𝑅2 in this regression analysis has a value of 0.85 (𝑅2=0.85)  which is very high and 

indicates a strong linear relationship. The 𝑅2 and adjusted 𝑅2 are a bit far from each other, 

but not to a substantial degree. The F-significance is very low, indicating the model is of 

significance (F-significance=4,8E-12).  There are four values with a significant p-value (p-

value<0,05) in the regression model for the cluster. The biggest effect comes from "Prefer 

over  substitutes” with a high coefficient of 0.57(𝛽
11

= 0.57). The second biggest are 

“social media ads” and “KSI and Logan fan” with coefficient being about 0,3 (𝛽
5

= 0.32), 

(𝛽
6

= 0.27). Design has a negative coefficient with 0,29 (𝛽
4

= 0.29) meaning the design 

has a negative effect on buying behaviour for teenagers. For the ages 14-17 as well as the 

younger cluster promotion is a big factor for buying behaviour. 
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5.7.3 Cluster 3 (18-23 years old) 

 

The 𝑅2 in this regression analysis has a value of 84% (𝑅2=0.84) which is very impactful. 

The model is significant as the F-significance is very low (F-significance=1,95E-08). For 

the older cluster there are 5 variables with P-values of significance (P-value<0.05). Of 

these “Taste” has the largest coefficient of 0.52 (𝛽
1

= 0.52). The second highest is a 

negative coefficient with “higher price more interest”, implying that the older generation is 

much more price sensitive(𝛽
10

= −0.51). It being “hard to get” also had a big effect with 

0.42 (𝛽
9

= 0.42) as the coefficient. “Bought because of owner” and “variant” has 

coefficients of 0.22 (𝛽
8

= 0.22) and 0.20 (𝛽
2

= 0.20) as coefficient. This indicates that for 

the older generation the place and price, with a common factor of scarcity principle, has 

the biggest effect of the older generation.  

 

 



61 
 

5.8 Hypothesis 3 

The third hypothesis posits that the primary motivation behind individuals purchasing 

Prime presently is their conn. To test for this the regression analysis 2 from chapter 5.7 

will be used. The hypothesis formulated is: 

 

H0: 𝛽
5

∪ 𝛽6 ∪ 𝛽7 ∪ 𝛽8 =  𝑃 𝑉𝑎𝑙𝑢𝑒 ≤ 0,05  

H1: 𝛽
5

∪ 𝛽6 ∪ 𝛽7 ∪ 𝛽8 =  𝑃 𝑉𝑎𝑙𝑢𝑒 > 0,05  

 

When looking at the driving factor for the whole model there are many factors that are of 

significance. The two main factors from the marketing mix are product and promotion. 

The biggest effect is the promotion with three variables having a positive coefficient. 

“Taste” and “prefer Prime over substitutes” are also significant variables for buying Prime. 

From chapter 2.3.1 it was found “Taste” and “preferring over substitute” are condition 

with the most importance according to Tijjsen (Tijssen et al., 2019, p.27). Wanting to test 

new variants also points to the same principle as under hypothesis 2 in chapter 5.6, where 

Prime has a wide range of variants not yet available in Norway making it desirable. 

Desmeuls (2001) also found having a variety of variants are important (Desmeules, 2001, 

p.8). The second biggest factor is “KSI and/or Logan Paul fan”. “Bought because of 

owner” also has a significantly big coefficient. This strongly indicates a reason for 

participants buying Prime now is because of being a fan of KSI and/or Logan Paul. These 

variables are part of the promotion, and strongly point to the null-hypothesis being correct. 

 

For cluster group 1, the biggest factor is the product from the marketing mix. Training is 

the variable with the highest coefficient. This indicates younger children drink Prime for 

its intended purpose, as a hydration drink when exercising. From chapter 2.4 Foulkes 

(2018) study found the amount a person get influenced reduces with age, revealing 

children to be more influential (Folkes, 2018). Prime using influencer marketing, with 

Norway's most popular athlete Erling Braut Håland as an ambassador can have a big effect 

on the use of Prime in training (drinkprime, 2024). For the youngest, as for the whole 

sample, being a fan of KSI and Logan Paul asserts a great positive coefficient, indicating 

this being a big variable for children buying Prime now. From chapter 2.4, in the article 

from Powell (2024), many experts within the professional field gave their opinion on the 

hydrating effect of Prime. The overall conclusion is that Prime is not a better substitute 
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than water. The amount of electrolytes in Prime are tailored to meet an adults needs, and a 

consumption of over one bottle a day can result in exceeding the daily upper limit of 

recommended vitamin A intake (Powell, 2024). Clinical nutritionist Eli Anne Myrvoll 

(2023) also describes Prime as “"A Drink with a variety of unnecessary additives at a high 

price and an unpleasant taste" (Myrvoll, 2023). This gives an insight into how influencer 

marketing can give a perceived value for the consumer which is not inherently true. 

Utilizing trustworthiness and expertise of the influencers, as for example with Håland, can 

be a significant strategy. This was also shown in the study by Trinh (2023) (Trinh, 2023, 

p.4) from chapter 2.3.3.1. 

 

The second cluster of teenagers primary reason for buying Prime is also highly related to 

the promotion from the marketing mix. The biggest coefficient is “preferred over 

substitute”. This is not surprising as previously mentioned for the whole group, the most 

significant factor for repeat factor in taste (Tijssen et al., 2019, p.27). Thereafter being a 

fan of KSI and Logan Paul is the prominent reason for its current popularity for ages 14-

17. Design has a strong negative correlation portraying an increase in rank of design 

causes a decrease in rank of buying Prime. A possible explanation for this can be teenagers 

not wanting to associate with a design meant for children. Prime has vibrant colours, and is 

thus more tailored towards children (explained to detail in chapter 2.4). 

 

The last cluster with the young adults also supported the hypothesis to a high degree, as 

Bought because of owners had a coefficient of 0.22 (𝛽
8

= 0.22) with a significant P-value. 

The largest factor is “Taste”, as expected from chapter 2.3.1 (Tijssen et al., 2019, p.27). 

The second largest factor after “taste” shows “higher price” having a significant negative 

impact, displaying an increase of one rank in “higher price more interest” portrayed a -0.5 

rating in “often buy Prime” rank. This indicates that older participants are much more price 

sensitive. This is also supported with this cluster being the cluster with highest mean value 

in “often buy prime”. Prime went for over NOK 100,- in the beginning, fell down to NOK 

20,- and can now be found at the cost of NOK 4.90,-  in grocery stores in Norway 

(Schjønberg, 2024). This is possibly a pricing strategy consciously used to capture price 

sensitive and insensitive customers in order to capture a bigger market share (Kotler, 2020, 

p.377). It could also be the case that the grocery stores also was influenced by the scarcity 

principle, and thus bulk ordered too many bottles of Prime. The product can then have 
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been perceived as less valuable due to high supply, lowering its status and thereby the 

demand (Law, 2019).  

 

The conclusion for the hypothesis seems to be “being a fan of KSI and Logan Paul”, 

“buying because of owners” and “associating with owners” shows to be the recurring 

variables for the participants buying Prime. These all go under the common factor from the 

factor analysis of promotion. By this the null hypothesis is to be kept and the alternative 

hypothesis is thrown away. 

5.9 Logistic regression 

We want to look at how gender affects the chance of buying Prime and having bought 

Prime. By doing a logistic regression in SPSS of the two variables the results are: 

 

 

 

The logistic regression shows a significant value of under 0.05 (P-value<0.01) which 

means the results are useful. When looking at how gender affects if Prime is bought often 

the Exp(B) shows a value under 1 (Exp(B)=0,753). This shows that as the rating of buying 

Prime increases, the chance of the participant being a girl decreases by 24,7% (1-

0,753*100%).  
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The logistic regression for having bought Prime often has a significant p-value lower than 

0.05 (P-value<0.01). This logistic regression also indicate that if the rating of having 

bought Prime increase, the chance of the participant being a girl decrease by 21% (1-

0,79*100%). 

 

5.10 Hypothesis 4 

The hypothesis is that Boys are more likely to buy Prime. With a Ext(B) being under one 

meaning that as rating in buying Prime increase the chance of the participant being girl 

decrease the hypothesis is: 

 

H0: Ext(B) > 1 ∩ P-value ≤ 0,05 

H1: Ext(B) ≤ 1∪ P-value > 0,05 

 

The results supports the null-hypothesis with expected beta being lower than one, and 

having a p-value of significance. This means that as the odds ratio for buying Prime 

increases, the probability that the participant is a girl decreases. As mentioned in the 

chapter 3.4, this can be because the demographic of KSI and Logan Paul has a very high 

percentage of boys. This can also serve to further support the third hypothesis, stating the 

participants buying Prime now does it because they are a fan of KSI and Logan Paul, and 

vice versa.  
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A possible reason for the model predicting a 3,7% difference in buying Prime now and 

having bought Prime can also be because of the scarcity principle. When the demand was 

high, so was the popularity. The study by Ashraf (2018) shows that women are more brand 

conscious and more willing to spend money on premium products (Ashraf, 2018, p. 637). 

This gives a satisfactory explanation for the percentage change in the odds ratio being 

lower for women buying Prime now than previously. 

 

Looking into the sample space gathered from the survey the percentage of male to female 

has a 12% difference, with male being the predominant gender of the participants. The 

predicted model can have been impacted by this. With this taken into consideration there is 

still a significant beta demonstrating the probability of male buying is greater than females. 

The conclusion is therefore to keep the null-hypothesis, but the strength is decreased 

because of the sample space.  

6.0 Discussion 

The study focused on the largest example of a creator brand in Norway, being Prime. As 

different age groups respond differently to marketing, it was crucial to cluster into 

different age groups. This gives the study more validations when looking at driving factors 

for creator brands success in Norway. This is because it gives more complete answers, 

with the different developmental stages for the participants and development over time 

being considered. 

 

We can now see that Prime is a good example of a creator brands as it ticks all the 

characteristics Antolino describes. If Prime Hydration hadn't been a good example, the 

generalizability of this study's findings to other creator brands might have been limited 

 

To answer the thesis, 4 hypotheses were created. The study took the marketing mix as the 

foundation for the popularity of Prime, and therefore the first hypothesis was made to test 

if the 4Ps were factors of the success of Prime. Finding the factors for the success of Prime 

would confirm if the marketing mix was the factors behind their success. The other 

hypotheses also covered previous driving factors (hypothesis 2), current driving factors 

(hypothesis 3), and demographic considerations (hypothesis 4). 
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The significant increase of creator brands over the last few years have made a big impact 

on theories of marketing. Influencer marketing seems to have evolved further into 

influencers creating their own creator brand instead of being an ambassador or endorsing a 

product. Although close to no studies have focused on creator brands, except for nutrition 

studies (Myrvoll, 2023)(Powell, 2024), large amount of marketing and advertising studies 

have together supported the findings of the popularity of creator brands. Studies regarding 

influence of marketing to different age groups, (Ashraf, 2018),(Folkes, 2018),(Shah 

Tahmasebi et al., 2021,),(Letona, 2014,), promotion (Barton et al., 2022),(Gräve, 2017), 

pricing strategies. The study was limited to studying Prime in the Norwegian market, as 

the impact has been the greatest of the creator brands. This study can  be used to predict 

the outcome of other creator brands in the norwegian market. In chapter 6.3 this is 

explained in detail. 

 

6.1 Conclusion 

To reiterate from chapter 1.1 the thesis of this study was: 

 

What is the driving factor behind Creator brands success in the Norwegian market? 

 

The regression analyses and logistic analysis all supported the 3 hypotheses posed, 

providing a clear result of driving factor for creator brands in the norwegian market. The 

factor analysis portrayed the survey variables to be of great effect and being under their 

respective factor in the marketing mix, but the hypothesis was proven false. The result 

revealed there only being three factors for the success of Prime. The reason for this is that 

Prime was sold in few stores through import in the beginning, causing price and place to 

have a common factor of scarcity principle. The Total Variance explained table also 

supported the variables under price and place being under a common factor. With the 

questions falling into the right variables, and the scarcity principle as an explanation for 

the common factor in price and place, the overall factors in success for prime in the 

norwegian market have strong support. 

 

To answer the thesis, the driving factor for Prime in the beginning was to a significant 

degree because of the factor related to the scarcity principle as found in chapter 5.6. For 
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the whole group, as well as cluster 1 and 3 individually, the scarcity principle was the most 

prominent factor. Teenagers seemed to only have bought Prime because of the creators. 

The hypothesis has nonetheless strong enough indications to confirm the driving factor for 

buying Prime before being the scarcity principle.  

 

The driving factor for the popularity of Prime in current times has strong indications 

pointing to product and promotion being the largest factor. For the product this is in a way 

necessary as consumers does not continue buying a hydration product they dislike. The 

group as a whole and all the different clusters, had coefficients strongly suggesting 

promotion being to a high degree the driving factor for success. To answer the third 

hypothesis the variables of significance display a strong driving factor for the success of 

Prime currently is because of the owners. 

 

The fourth hypothesis was also proven true, which gave a stronger indication to the driving 

factor of success of prime previously and presently. For promotion the results of the 

logistic analysis demonstrates boys are more likely to buy prime. This is because the 

demographic of Prime is at a larger degree male. The likelihood of being a boy and buying 

Prime seems to be a very close percentage to the demographics of the creators. The logistic 

analysis also indicates females were more likely to buy Prime before rather than currently. 

This could be because females are more likely to buy products with premium pricing. As 

the factor for price and place falls under the same factor, this further supports the scarcity 

principle. 

6.2 Weaknesses of the survey 

When retrospectively looking at the areas of improvement of the survey there are a few 

adjustments we would have made to further improve the answers gathered. When sending 

the survey to primary school we made sure to simplify the statements posed, so the 

participants would understand it thus giving a more accurate answer. A factor omitted was 

the participants with Norwegian as their second language in primary school. This caused 

the survey to take a considerably longer time for the non-native speakers, as they needed 

more time to understand the statements posed. This could also have had a slight effect on 

the regression results as the statements could have been misunderstood or interpreted 

differently. On the overall results of the survey we judge this not to have a significant 
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impact as the sample of non-native speakers is diminishing in comparison with the overall 

sample of over 170 participants. 

 

Another weakness was due to the limitations of doing the survey through google forms. 

When forming the statements there was a limit to how many ways we could receive the 

answers. We were not able to do any ranking of any sort in a good manner for a possible 

part worth analysis. The survey did not have the ability to create paths depending on what 

the participants answered in the survey. 

 

The sample space could also have been greater. The conclusion to the fourth hypothesis 

was set on a weaker premise because of the gender imbalance in the sample. The 

regression and factor analysis would also have increased accuracy with a larger sample 

size, and conclusions about for example product from marketing mix having a greater 

impact for the first cluster seems to have been a possibility, given to more participants. 

 

A critique to the source credibility in the study is the use of news publications and blog 

posts. As alluded to in chapter 2, this primarily is because of the lack of studies in this 

field. The news articles and blog posts does have experts in their articles, providing a 

degree of strength to the source credibility. The reason for using these sources are the lack 

of studies and information available about Prime or creator brands in general, and the sales 

and revenue of Prime not being readily available. 

6.3 Further research  

There is a lot of further research that can be built upon this thesis. As other creators are 

quick to establish their own business trying to profit on their popularity and influence. The 

YouTuber MrBeast who has a follower base of over 250 million subscribers on YouTube 

has done exactly this. The YouTuber has a brand called Feastables which is chocolate bars. 

This has been immensely popular in the United States and other parts of the world, but has 

yet to come to Norway. This study can be further used to see the factors of success for this 

brand if it were to be established in Norway. 

 

As mentioned in chapter 1 the Norwegian influencer Oskar Westerlin also had his own 

creator startup. He sold chocolate covered buns. The buns were immensely popular when it 
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was available on the market, where shelves were empty within hours of their release. 

(Henriksen, 2023). 

These were later taken away from the market. One of the reasons was the marketing was  

determined to be illegal (Kvatningen, 2023). The study presented can be used to further 

examine the reason for the popularity of Oskar Westerlin’s success with the bun.  

 

In this study we chose to mainly focus on Prime's main demographic which consists of 

children, teenagers and young adults. It could be interesting to conduct another study that 

includes an older demographic as their connection with the founders might be less 

influential. They might care less about the gained status as well. 

 

Since this study primarily used a quantitative study method, it could be beneficial to 

undertake a new study that uses a qualitative method. In depth interviews could shed a 

light on the emotional drivers, brand loyalty factors and the personal connections 

consumers form with the influencers which will give us a better understanding of their 

success. 
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