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SPREADING THE WORD: THE BUTTER-LY EFFECT
ON YOUTUBE ENGAGEMENT

Colton Hart, Addison Thomas, Gina P Tillman

Global Leadership University

This research paper investigates the potential influence of butter consumption on the total number of
comments on Mark Rober's YouTube videos. Using data from the USDA and YouTube spanning the 
years 2011 to 2021, a correlation coefficient of 0.9809077 and p < 0.01 was found, indicating a 
strong positive relationship between butter consumption and total comments. The results suggest 
that butter might be the unsung hero behind increased viewer engagement and interaction with 
Mark Rober's content. The implications of this unlikely connection open a new avenue for exploring 
the impact of dairy products on social media engagement and challenge conventional wisdom in the 
realm of online interactions.

Digging  into  the  seemingly  mundane
world of butter consumption and YouTube
comments may appear as palatable as a
stick of unsalted butter, but there's more
to this combination than meets the eye. In
the  realm  of  YouTube  content,  Mark
Rober  stands  out  as  a  science
communicator extraordinaire, captivating
audiences with his quirky inventions and
engaging  experiments.  As  researchers
often do, we sought to unravel the enigma
behind  Rober's  monumental  YouTube
engagement.  Could  butter,  the  unsung
hero  of  many  a  culinary  masterpiece,
have a hand in ramping up the banter in
the comment section?

The  term  "butter-ly  effect"  encapsulates
the  inherent  unpredictability  and  chaos
theory  involved  in  linking  butter
consumption  to  YouTube  engagement.
With  the  diligent  use  of  data  from  the
United States Department of Agriculture
(USDA)  regarding  butter  consumption
and  total  comments  on  Mark  Rober's
YouTube  videos  spanning  a  decade,  we
endeavored to crack the code behind this
curious correlation.

While  we  may  appear  to  be  skating  on
thin  ice  with  this  seemingly  ludicrous
hypothesis, the initial findings have left us
churning  with  excitement.  Our  analysis
yielded  a  near-perfect  correlation
coefficient of 0.9809077, accompanied by
a p-value of less than 0.01, suggesting a
robust  positive  relationship  between
butter consumption and the total number
of comments on Rober's YouTube videos.
It seems that the dairy aisle might hold
more sway over social media engagement
than we ever dared to dream.

In light of these unconventional findings,
the  implications  extend  far  beyond  the
confines  of  dairy  products  and  online
engagement.  Our  research  strives  to
challenge the status quo, highlighting the
unforeseen impact of seemingly unrelated
variables  in  the  realm  of  social  media
interactions.  The  tantalizing  prospect  of
butter's  clandestine  role  in  the  digital
sphere  beckons  us  to  delve  deeper  into
unexplored crevices of online engagement
and  its  unlikely  bedfellows.  So  gather
'round,  fellow  academicians,  as  we
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embark on an expedition to uncover the
savory secrets of the butter-ly effect.

LITERATURE REVIEW

In  "Smith  et  al.,"  the  authors  find  that
dietary  habits  may  have  unforeseen
effects  on  various  aspects  of  human
behavior.  Similarly,  "Doe  and  Jones"
suggest  that  seemingly  unrelated
variables  could  be  linked  in  ways  that
defy conventional wisdom. These studies
provide a sturdy foundation for exploring
the  potential  connection  between  butter
consumption  and  total  comments  on
YouTube videos.

Turning to  non-fiction sources,  "The Big
Fat  Surprise"  by  Nina  Teicholz  and
"Butter:  A  Rich  History"  by  Elaine
Khosrova  delve  into  the  multifaceted
nature of butter and its impact on human
culture.  These  works  offer  valuable
insights into the historical and nutritional
significance  of  butter,  setting  the  stage
for investigating its unanticipated role in
online interactions.

In the realm of fiction, the works of Laura
Esquivel  and  her  novel  "Like  Water  for
Chocolate" reveal the profound influence
of food on human emotions and behavior.
Meanwhile,  "Chocolat"  by  Joanne Harris
explores  the  captivating  allure  of
indulgent  treats  and  their  power  to
captivate and inspire. 

In  pursuit  of  a  more  unconventional
approach  to  literature  review,  this
research undertook an extensive analysis
of  grocery  store  receipts,  particularly
those  obtained  from  the  checkout
counters of various CVS locations. While
this  nontraditional  method  may  raise  a
few  eyebrows,  it  provided  a  unique
perspective  on  consumer  behavior  and
the  intersection  of  dairy  products  with
daily life.

METHODOLOGY

The  data  collection  process  for  this
investigation  encompassed  a  convoluted
amalgamation  of  methods  befitting  the
quirky nature of the research question at
hand.  To  begin,  the  United  States
Department  of  Agriculture  (USDA)  was
the  primary  source  of  information
regarding  butter  consumption  trends
from  2011  to  2021.  Utilizing  a  mix  of
spreadsheets,  butter-churning
contraptions, and an abundance of dairy-
related puns as motivation, the data were
meticulously extracted and compiled.

Simultaneously,  the  total  number  of
comments  on  Mark  Rober's  YouTube
videos  was  obtained  through  a  digital
spelunking  expedition  across  the  vast
expanse of cyberspace. Our intrepid team
of  researchers  scoured  the  depths  of
YouTube's  comment  sections,  navigating
through  pun-filled  banter  and  overly
enthusiastic  praise  with  unwavering
determination.  Utilizing  automated  web
scraping  tools  and  video  skimming
techniques,  we  gathered  the  necessary
data  to  complement  our  butter
consumption statistics.

Once  the  datasets  were  collated,  they
were subjected to  rigorous  scrutiny and
cross-verification to ensure accuracy and
consistency.  Despite  the  temptation  to
curdle under the weight of the data, our
team  persevered,  conducting  numerous
spot checks and data cleansing rituals to
eliminate  outliers  and  maintain  the
integrity of the information.

With  the  data  sets  in  hand,  statistical
analyses were conducted with a mixture
of  trepidation  and  excitement.  The
correlation  between  butter  consumption
and  total  comments  on  Mark  Rober's
YouTube  videos  was  calculated  using
advanced  statistical  software,  with
appropriate  control  variables  accounting
for other potential influencers of YouTube
engagement,  such  as  video  content,
timing  of  uploads,  and  viewer
demographics.

The computational process was overseen
by a committee of dairy enthusiasts, who
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diligently  monitored  the  calculations  to
ensure  that  no  buttery  errors  or  lumpy
results tainted the final findings. After the
dust  settled  and  the  numerical
contraptions  ceased  their  whirring,  the
remarkable  correlation  coefficient  of
0.9809077  emerged,  accompanied  by  a
minuscule  p-value  of  less  than  0.01,
affirming  the  robustness  of  the  positive
relationship between butter consumption
and  total  comments  on  Mark  Rober's
YouTube videos.

In the grand tradition of scientific inquiry,
the  methodology  used  in  this  study
married  the  precision  of  quantitative
analysis with the whimsical  spirit  of  the
research  question,  culminating  in  a
harmonious blend of  scientific rigor and
culinary intrigue.

RESULTS

The  correlation  analysis  between  butter
consumption  and  the  total  number  of
comments  on  Mark  Rober's  YouTube
videos  unveiled  a  striking  relationship
that  could  churn  up  a  few  raised
eyebrows.  The  correlation  coefficient  of
0.9809077  indicated  a  near-perfect
positive  correlation,  suggesting  that  as
butter consumption increased, so too did
the total number of comments on Rober's
videos.  This  finding  implies  that  butter
might  have  been  silently  spreading  its
influence, not only in the culinary world
but  also  in  the  realm  of  online
engagement.

Further bolstering the robustness of this
connection,  the  r-squared  value  of
0.9621798  demonstrated  that  a
substantial  proportion of the variance in
total  comments  on  Rober's  videos  could
be  explained  by  changes  in  butter
consumption. It appears that butter might
have been quietly shaping the discourse
among viewers,  much like it  shapes the
texture and flavor of baked goods.

Additionally, the p-value of less than 0.01
provides strong evidence against the null
hypothesis  and  further  supports  the

notion  that  the  relationship  between
butter  consumption  and  YouTube
engagement  is  not  merely  a  random
occurrence.  This  statistical  significance
leaves little room to dismiss the idea that
butter  may  indeed  be  the  not-so-secret
ingredient  behind  heightened  viewer
interaction with Rober's content.

Figure 1. Scatterplot of the variables by year

A  scatterplot  (Fig.  1)  depicting  the
correlation  between  butter  consumption
and  total  comments  on  Mark  Rober's
YouTube  videos  serves  as  a  visual
testament  to  the  striking  association
uncovered  in  this  study.  The  strong
clustering  of  data  points  along  a  linear
trendline  paints  a  vivid  picture  of  the
butter-ly effect at play, leaving little room
for  doubt  about  the  strength  of  this
unexpected relationship.

In  conclusion,  the  results  of  this
investigation offer compelling evidence of
a  noteworthy  linkage  between  butter
consumption  and  YouTube  engagement,
challenging traditional assumptions about
the  factors  driving  online  interactions.
While  the  initial  surprise  may  be  as
perplexing  as  a  lopsided  cake,  the
tantalizing  prospect  of  butter's
clandestine  role  in  the  digital  sphere
beckons  further  exploration  into  the
uncharted territory of dairy products and
their  unsuspected  influence  on  social
media dynamics.

DISCUSSION
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The results of this study have churned up
some  fascinating  implications  and  have
sparked more than a few raised eyebrows.
The  near-perfect  positive  correlation
between butter consumption and the total
number  of  comments  on  Mark  Rober’s
YouTube videos not only raises questions
about  the  impact  of  dairy  products  on
online  interactions,  but  it  also  leaves
room for some witty butter-related puns
and observations.

Harking  back  to  the  eclectic  literature
review,  the  unexpected  link  between
butter  consumption  and  YouTube
engagement finds support from Smith et
al.  and  Doe  and  Jones,  who  laid  the
groundwork  for  uncovering
unconventional  connections  between
seemingly  unrelated  variables.  Even  the
non-fiction  works  of  Teicholz  and
Khosrova,  which  shed  light  on  the
historical  and  nutritional  significance  of
butter,  seem to have unwittingly set  the
stage for this unanticipated discovery.

The robust correlation coefficient and the
high level of explained variance found in
this  study  not  only  support  but  also
spread a generous layer of  relevance to
the  initial  surprise  that  dietary  habits
might  influence  online  behavior.  The  p-
value  less  than  0.01  serves  as  strong
evidence  against  the  idea  that  this
correlation  is  just  a  fluke,  as  solid  as  a
well-chilled slab of butter.

When interpreting the results, it is crucial
to keep in mind the possibility of lurking
variables that may confound the observed
relationship.  While  this  study  has
carefully  accounted  for  confounding
factors  such  as  changes  in  YouTube's
algorithm  and  shifts  in  viewership
demographics,  the  potential  influence of
other  unmeasured  variables  cannot  be
entirely  ruled  out.  One  might  say  the
potential  influence  of  other  variables
might be as slippery as a pat of butter on
a hot skillet.

This  study's  findings  contribute  to  a
growing  body  of  evidence  challenging
traditional assumptions about the factors

driving online engagement, and they also
provide  an  engaging  example  of  the
butter-ly  effect  at  work  in  a  rather
unexpected  context.  While  the
implications may seem as perplexing as a
complex  recipe,  the  tantalizing  prospect
of butter’s clandestine role in the digital
sphere  beckons  further  exploration  into
the uncharted territory of dairy products
and their unsuspected influence on social
media dynamics.

CONCLUSION

In  conclusion,  it  appears  that  butter
consumption  and  the  total  number  of
comments  on  Mark  Rober's  YouTube
videos are indeed joined at the hip, much
like butter and toast. The findings of this
study  serve  as  a  stirring  reminder  that
the  world  of  online  engagement  is  a
complex  and  multifaceted  ecosystem,
where even the most unlikely factors can
exert  a  palpable  influence.  As  we  delve
into  the  rich,  creamy  depths  of  this
correlation,  it  becomes  clear  that  the
butter-ly effect may be the yeast expected
driver  of  increased  viewer  interaction
with Rober's captivating content. 

While the initial shock of this correlation
may be as unsettling as realizing you've
run  out  of  butter  for  your  morning
croissant,  it's  time  to  spread  the  word
about the dairy aisle's potential impact on
the digital domain. This finding is just the
tip  of  the  iceberg  lettuce  in  a  salad  of
unexplored  connections  between
seemingly  unrelated  variables  in  the
online realm.

The implications of this study dredge up
new questions that are just as tantalizing
as  a  freshly-baked  batch  of  buttery
scones.  For  instance,  could  other  dairy
products  hold  similar  sway  over  online
engagement? Is there an unseen force at
play, silently shaping the way we interact
with digital content? These queries are as
compelling as a perfectly timed punchline
and pave the way for future exploration
into  the  curious  interplay  of  food  and
online discourse.
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In light of these findings, it is evident that
further  research  in  this  area  is  as
unnecessary as a second helping of butter
on  an  already  decadent  dish.  The
evidence  presented  here  makes  it  clear
that  butter's  role  in  influencing  online
engagement  should  be  churned  over  no
more. It's time to butter off and explore
other untapped realms of discovery.
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