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This research endeavors to quench the curiosity surrounding the improbable relationship between
US bottled water consumption per person and the total likes garnered by the erudite Tom Scott on
YouTube. Leveraging data from Statista and YouTube, our findings reveal a surprisingly pronounced
correlation coefficient of 0.9115407, with a p-value of less than 0.01, spanning the years from 2009
to 2022. Despite initial skepticism, the results suggest a conspicuous link between these seemingly
disparate entities. While the exact causation eludes us, there appears to be a jovial jive between the
hydrophilic habits of Americans and their fondness for Tom Scott's captivating content. The
implications of this unanticipated association are far-reaching and invite further examination.

In the labyrinthine landscape of
statistical analysis, one often stumbles
upon intriguing and unexpected
correlations that leave us scratching our
heads in bemusement. This paper aims to
unravel the enigmatic entanglement
between the burgeoning affinity for Tom
Scott's YouTube videos and the insatiable
thirst for bottled water in the United
States. While one may initially dismiss
such a connection as the whimsical
wanderings of statistical noise, our
findings present a compelling case for a
tangible association between these
seemingly unrelated variables.

As scholars of the arcane arts of
research and analysis, we are no
strangers to the capricious capers of data.
In a world where correlation does not
necessarily imply causation, one must
tread cautiously and approach such
unexpected findings with a healthy dose
of skepticism. However, our quest for

knowledge has led us to uncover a
correlation coefficient of 0.9115407, with
a p-value of less than 0.01, spanning over
a decade of data. It is as if our statistical
analysis has become a matchmaker, deftly
pairing the seemingly incongruous
companions of bottled water consumption
and Tom Scott's YouTube likes.

The seemingly incongruent
combination of these variables piqued our
inquisitive intellects, prompting us to
embark on this scholarly odyssey. Much
like a scientific detective, we probed the
depths of data from the hallowed grounds
of Statista and YouTube, endeavoring to
shed light on this unexpected
relationship. Our findings offer a
tantalizing glimpse into the intricate
tapestry of human behavior, where the
ebb and flow of consumer preferences
intersect with the digital eminence of a
celebrated content creator.
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Join us on this whimsical foray into the
whims of statistical analysis, where the
convergence of hydrophilic habits and
digital adoration invites us to reconsider
the familiar tropes of causation and
correlation. As we delve into the
implications of this improbable alliance,
let us revel in the delightful absurdity of
the scientific endeavor and embrace the
unforeseen connections that lie within the
labyrinthine halls of data.

LITERATURE REVIEW

Smith (2015) investigates the patterns of
US bottled water consumption, revealing
a steady increase in per capita
consumption over the years. Similarly,
Doe (2018) delves into the captivating
world of YouTube analytics, shedding
light on the nuances of garnering likes
and engagement on the platform.
Meanwhile, Jones (2020) explores the
peculiarities of consumer behavior,
offering insights into the fickle nature of
human preferences.

In "Liquid Assets: The Economics of
Bottled Water," the authors find that the
rise of bottled water consumption is
intricately linked to societal trends and
marketing strategies, shaping consumer
behavior in unforeseen ways. Conversely,
"YouTube Success: The Art of Going Viral"
delves into the enigmatic algorithms and
viewer engagement that contribute to the
success of content creators on the
platform, providing a nuanced
understanding of digital fame.

Turning to fictional narratives, "The
Thirsty Games" by Author X whimsically
explores a dystopian world where access
to bottled water becomes a coveted
privilege, sparking a series of competitive
YouTube challenges to win a lifetime
supply of hydration. On a lighter note,
"The Water Whisperer" by Author Y delves
into the quirky adventures of a YouTuber
who crafts ASMR videos centered around
the soothing sounds of water, attracting a
devoted following of hydrophilic
enthusiasts.

Furthermore, the theatrically inclined
may find resonance in films such as
"Aquaman: The Search for Subaquatic
Likes," where the eponymous hero
navigates the treacherous depths of the
digital realm to amass likes for his
underwater  exploits. In a more
introspective portrayal, "The Shape of
Water's Likes" explores the captivating
connection between a mute custodian and
an enigmatic sea creature, paralleling the
unforeseen bond between US bottled
water consumption and Tom Scott's
YouTube likes.

As the literature converges on the
intersecting themes of hydration, digital
content, and human fascination, the
findings set the stage for a whimsical
exploration of the improbable relationship
between US bottled water consumption
per person and the total likes of Tom
Scott's YouTube videos.

METHODOLOGY

In this section, we elucidate our modus
operandi in disentangling the perplexing
nexus between US Dbottled water
consumption per capita and the total likes
accrued by the versatile virtuoso, Tom
Scott, on the ubiquitous platform of
YouTube. Our research techniques, much
like a well-crafted magic potion, involved
a blend of data collection, statistical
analysis, and the occasional sprinkling of
wit and whimsy.

Data Collection:

To capture the undulating waves of
bottled water consumption in the United
States, we turned to the vast expanse of
Statista, where a trove of tidbits awaited
our eager perusal. Our team diligently
sifted through the annals of data spanning
from 2009 to 2022, carefully capturing
the wundulating trends in per capita
bottled water intake. As for the enigmatic
appeal of Tom Scott's YouTube escapades,
our intrepid researchers delved into the
realm of YouTube's public data, extracting
the treasure trove of likes attributed to
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his erudite exhibitions. After all, what
could be more fitting than leveraging the
almighty power of public information to
unravel this conundrum?

Analytical Framework:

Armed with a plethora of data, we
invoked the formidable prowess of
Pearson's correlation coefficient to gauge
the strength and direction of the
association between these seemingly
incongruous variables. With a kernel of
skepticism and a glimmer of curiosity, we
subjected the data to the rigors of
statistical analysis, aiming to divine any
semblance of connection amidst this
whimsical juxtaposition. The emergence
of a correlation coefficient of 0.9115407,
accompanied by a p-value of less than
0.01, left us simultaneously astounded
and elated. Such an unanticipated union
between bottled water consumption and
Tom Scott's YouTube likes appeared to
defy the conventional logic of statistical
inquiry, yet there it was, staring back at
us with unrelenting certitude.

Caveats and Contemplations:

Naturally, our quasi-mystical insights
into this erstwhile unexplored territory
come with the customary caveats and
contemplations. While our findings reveal
a robust correlation, the elusive specter
of causation remains aloof, shrouded in
the enigmatic mist of uncertainty.
Additionally, the idiosyncrasies of human
behavior and the capricious quirks of
online engagement beckon us to proceed
with caution, lest we succumb to the
seductive allure of spurious correlations.

In summary, our research journey, not
unlike a whimsical neuroscientific
odyssey, has unveiled a brazenly
conspicuous connection between US
bottled water consumption per capita and
the total likes garnered by the prodigious
polymath, Tom Scott, on YouTube. With an
arsenal of statistical tools and a pinch of
resolute curiosity, we have embarked on
this vibrant escapade, paving the way for
future explorations into the unexpected

cadence of human preferences and digital
dalliances.

RESULTS

The analysis of data spanning the years
2009 to 2022 revealed a remarkably
robust correlation coefficient of
0.9115407 between US bottled water
consumption per capita and the total likes
received by the erudite Tom Scott on
YouTube. This correlation was
accompanied by an r-squared value of
0.8309065, further substantiating the
strength of the relationship. The p-value
of less than 0.01 serves as an indication of
the statistical significance of this
unexpected alliance.

The scatterplot (Fig. 1) portrays this
strong positive correlation, showcasing
the almost synchronized rise in US
bottled water consumption and the total
likes of Tom Scott's YouTube videos. It is
as if the hydrophilic habits of Americans
and the captivating allure of Tom Scott's
content have become dance partners in a
statistical waltz, moving in harmonious
tandem across the years.

While our analysis cannot definitively
assert causation, it does prompt one to
ponder the curious interconnectedness of
seemingly unrelated phenomena. Our
findings provoke a whimsical wonder
about the intricacies of human behavior
and the unforeseen threads that weave
together the tapestry of popular culture
and consumer preferences. It is indeed a
curious case of liquid and likes coalescing
in a statistical symphony, inviting both
amusement and contemplation.

This paper is AI-generated, but the correlation and p-value are real. More info: tylervigen.com/spurious-research



Years 2009-2022, r=0.912, p<0.01
47.5 4 e 2021

02022

220

S
e}

2019

425 | Y017 #2018

N
S

2016

82015

per Person
w
w ™
w w

®2014

32.51 2013

2012

w
S

dl 02011
2010
2754 " ew00
0 2M 5M  8M  10M
Total likes of Tom Scott
YouTube videos

US Bottled Water Consumption

Figure 1. Scatterplot of the variables by year

This serendipitous discovery invites
further investigation into the underlying
mechanisms that may underpin this
perplexing correlation. Whether driven by
subconscious psychological factors or a
more obscure medley of influences, the
connection between US bottled water
consumption and the total likes of Tom
Scott's YouTube videos beckons us to
explore the wuncharted territories of
consumer behavior and digital
engagement.

DISCUSSION

The results of our investigation into the
unexpected correlation between US
bottled water consumption per person
and the total likes of Tom Scott on
YouTube have unveiled a serendipitous
and statistically significant relationship.
Our findings align with the existing
literature, which has touched upon the
enigmatic realm of human preferences
and digital engagement with a degree of
whimsy and curiosity.

In line with Smith's (2015) exploration of
US bottled water consumption, our study
reinforces the trajectory of increasing per
capita consumption, which seems to
harmonize with the ascending total likes
garnered by Tom Scott. This peculiar
parallelism in the upward trends of these
seemingly unrelated variables adds a
layer of intrigue to the hydrophilic habits
of Americans and their appreciation for
Tom Scott's elucidative content.

Doe's (2018) insights into YouTube
analytics acquire a jocular undertone as
we observe the pronounced correlation
between total likes and US bottled water
consumption, inviting one to ponder
whether there exists a latent quench for
knowledge and entertainment that
transcends traditional boundaries. The
fickle nature of human preferences, as
elucidated by Jones (2020), finds an
unexpected manifestation in the
statistically synchronized rise and fall of
US bottled water consumption and Tom
Scott's likes, prompting a lighthearted
contemplation of the capricious tides of
consumer behavior.

The unexpected association illuminated
by our findings underscores the interplay
between societal trends, consumer
behavior, and digital content, echoing the
findings of "Liquid Assets: The Economics
of Bottled Water" and "YouTube Success:
The Art of Going Viral." The statistical
waltz enunciated by our correlation
coefficient and scatterplot draws
inspiration from the playful narratives of
"The Thirsty Games" and "The Water
Whisperer," breathing life into the
improbable connection between liquid
refreshment and digital acclaim.

While we must exercise caution in
attributing a causal link between US
bottled water consumption and the total
likes of Tom Scott, our results beckon a
whimsical wonder about the enigmatic
mechanisms that may underpin this
statistical symphony. The unexpected
convergence of these variables invites
both amusement and contemplation,
encapsulating the quintessential spirit of
scientific inquiry and discovery.

CONCLUSION

In concluding our investigation into
the perplexing partnership between US
bottled water consumption per capita and
the total likes garnered by the erudite
Tom Scott on YouTube, it is evident that a
substantial correlation of 0.9115407,
accompanied by a p-value of less than
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0.01, has been unearthed. It seems that
statistically, Americans' predilection for
H20O in a bottle and their admiration for
Tom Scott's wit and wisdom go together
like two peas in a statistically significant
pod.

While the exact causative link remains
as elusive as a furtive feline in a labyrinth,
the robustness of the correlation suggests
a connection that tantalizes the mind and
tickles the statistical sensibilities. It
appears that the hydrophilic habits of the
populace and the magnetism of Tom
Scott's content have engaged in a
statistical dance akin to a well-
choreographed ballet - quite the unlikely
pas de deux, we must say.

Our findings, while bringing laughter
and puzzled expressions in equal
measure, invite us to reflect on the
capricious capers of consumer behavior
and the enigmatic allure of digital
content. It is as if the symphony of liquid
consumption and digital appreciation has
orchestrated a whimsical overture that
tickles the fancy of statistical curiosities
and elicits a wry smile from the
discerning researcher.

In light of these findings, it is with
uncharacteristic confidence that we
assert that no further research is needed
in this curious realm of liquid libations
and digital dalliances. The statistical
musings have spoken, and the mysterious
linkage between bottled water habits and
YouTube likes shall remain a perennial
enigma of statistical serendipity.
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