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Lights, camera, action! In this study, we delve into the glitzy world of Hollywood and its surprising connection to the seemingly unrelated domain of the US
hotel industry. Utilizing data from Box Office Mojo and Statista, we endeavored to uncover whether there exists a relationship between the number of
movies released annually and the revenue per available room in US hotels. Contrary to the typical advice to avoid movie sequels, our research discovered a
striking correlation coefficient of 0.9716652 and a statistically significant p-value of less than 0.01 for the years 2001 to 2014, indicating a strong positive
association between these two seemingly disparate entities. Our findings suggest that just as a blockbuster sequel often outperforms its predecessor, an
increase in the number of movies released annually tends to bolster the revenues within the US hotel industry. So, the next time you're booking a hotel room,
remember that the number of movies hitting the big screen may have more impact on your bill than you'd expect!

Ah,  the  world  of  academic  research.  Where  statistics  reign
supreme, hypotheses are put to the test, and the occasional pun
slips through the cracks like a lab mouse on the lam. Today, dear
readers, we embark on a journey through the realm of unlikely
correlations  and  unexpected  connections  as  we  explore  the
relationship  between the number  of  movies  released  annually
and the revenue per available room in the US hotel industry. Get
ready for some reel-y fascinating findings!

As  we  confront  the  glittering  chaos  of  Hollywood  and  the
orderly domain of hotel management, one might wonder what
possible  link  could  exist  between  these  seemingly  disparate
worlds. After all, the only thing that seems to connect a movie
and  a  hotel  stay  is  the  occasional  mini  bar  robbery  by  a
mischievous film character.  Yet,  in  the midst  of  this  seeming
madness, we are driven by the pursuit of knowledge, buoyed by
the hope of uncovering hidden patterns and uncovering truths
stranger than fiction.

Our esteemed colleagues in the fields of Box Office Mojo and
Statista  have  graciously  provided  us  with  a  wealth  of  data,
allowing us to chase the elusive trail of correlation and causation
within this peculiar pair of variables. Armed with statistical tools
and a healthy appreciation for cinematic drama, we set out to
answer  the  question:  Could  the  number  of  movies  released
annually truly influence the revenue per available room in the
US hotel industry, or are we simply fishing for plot twists in an
ocean of noise?

As we navigate the labyrinth of data and dive into the world of
regression analysis, let us remember that in the world of science,
not every correlation is necessarily causation – no matter how
compelling it may seem. Nevertheless, armed with our trusty p-
values and correlation coefficients, we march forward to unravel
the mystery at hand.

So, join us, intrepid readers, in this grand pursuit of knowledge.
For in the midst of our numerical odyssey, we may just uncover
a  truth  stranger  than  fiction,  a  link  more  unexpected  than  a
surprise plot twist – a connection between theatrical trends and
traveling treasures that has been hiding in plain sight all along.
Let the curtains rise, and the journey begin!

Review of existing research

The connection between the number of movies released annually
and the revenue per available room in the US hotel industry has
intrigued  researchers  and  analysts  for  decades,  leading  to  an
eclectic blend of studies and sources that span the spectrum from
serious academic inquiries to whimsical flights of imagination.

In their seminal work,  Smith and Doe (2010) delved into the
economic  implications  of  film  industry  dynamics  on  various
sectors, including the lodging industry. Their findings suggested
a potential link between the volume of cinematic releases and
hotel revenues, laying the groundwork for further investigation.
However,  Jones (2015) presented a  counterargument,  positing
that the influence of movie releases on the hotel industry was
negligible at best, prompting a spirited debate among scholars.

Turning to non-fiction literature, "Reel Economics" by Due and
Paying  (2011)  provides  a  comprehensive  overview  of  the
economic  forces  at  play in  the film industry and their  ripple
effects  across  different  sectors,  planting  the  seed  of  curiosity
about the potential impact on hospitality establishments. On a
more unconventional note, "Popcorn Economics: How Movies
Shape  Our  Financial  World"  by  Kernel  Korn  (2013)  takes  a
more whimsical approach, exploring the hidden financial lessons
embedded within cinematic narratives.
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Shifting into the realm of fiction, the works of Michael Cinema
and  Lisa  Lodging,  such  as  "The  Suite  Life  of  Cinematic
Revenues" and "The Box Office and the Bedside Table," offer
imaginative narratives that blur the lines between the reel and
the real,  sparking the imagination and raising questions about
the interplay between movies and hotel revenues.

But we cannot overlook the impact of childhood influences on
our perceptions, can we? Enter "Hotel Transylvania" and "The
Princess  Diaries,"  animated  and  live-action  expressions  that
captivate young hearts and minds, subtly weaving in the notion
that a captivating movie can lead to a desire for a luxurious hotel
stay – a correlation that transcends generations.

As  we  weave  through  this  diverse  tapestry  of  literature,  it
becomes  clear  that  the  marriage  of  movies  with  the  hotel
industry  is  as  complex  and  multifaceted  as  a  Hollywood
blockbuster, leaving room for both serious analysis and flights
of  fancy.  So,  buckle  up,  dear  readers,  as  we  navigate  this
unconventional landscape where popcorn dreams meet balance
sheet realities, and perhaps discover that the silver screen and
the hotel room are more interconnected than meets the eye.

And now, onto the empirical analysis, where we will thrust our
statistical swords into the heart of this conundrum and unveil the
secrets hidden within the glitz and glamour. Onward, to the next
chapter of our scholarly saga!

Procedure

Aha!  Welcome to  the  inner  workings  of  our  grand  quest  for
knowledge  –  the  methodology.  Much  like  a  mad  scientist
cobbling together an experiment from spare parts, we combined
sources from Box Office Mojo and Statista to cultivate a fertile
ground for our research. Our data collection spanned the years
2001 to 2014, a time when cinematic sagas rose and fell,  and
hotel industry dramas played out behind closed doors – or rather,
within those available rooms.

To kick things off, we aggregated annual data on the number of
movies released in the United States. We dove headfirst into the
seemingly  limitless  sea  of  sequels,  prequels,  remakes,  and
reboots, diligently counting each entry as if tallying a legion of
mischievous  lab  mice.  Notably,  we  refrained  from  including
made-for-television movies or straight-to-DVD releases, as we
preferred our data to have a bit more box office glamour and
pizzazz.  Our method may have been unorthodox, but when it
comes  to  counting  movies,  a  little  dramatic  flair  never  hurt
anyone.

Next up, we turned our attention to the ever-fascinating US hotel
industry. We set out to decipher the intricate patterns of revenue
per available room, that coveted metric of hotel success. Armed
with  spreadsheets  and  perhaps  a  touch  of  delirium from  the
onslaught  of  movie  titles  swirling  in  our  minds,  we
painstakingly gathered the revenue data from various sources,
ensuring that each dollar earned was given its due place in the
grand theater of statistics.

Now, here comes the twist in our tale – the link between these
two  seemingly  unrelated  realms.  To  entwine  the  variables  of
movie releases and hotel revenues, we employed the ancient and

mystical  art  of  statistical  analysis.  With  a  flourish  of  our
calculators and a sprinkle of regression models,  we sought to
unravel the knotty web of correlation and causation, much like
unraveling a particularly perplexing plotline.

In a moment of statistical revelation, we discovered a correlation
coefficient of 0.9716652, sparkling like a precious gem amidst a
sea of  data  points.  Like a  surprising plot  twist  in  a  Sherlock
Holmes mystery, the p-value emerged with a significance of less
than  0.01,  making  our  correlation  statistically  robust  and  as
convincing as a blockbuster’s opening weekend.

And  there  you  have  it  –  the  unconventional,  yet  undeniably
successful, concoction of methodologies that brought us to our
exhilarating conclusion. As we dust off the research debris and
bid adieu to our lab coats, we stand in awe of the unexpected
alliance between the glitzy world of cinema and the understated
domain of hotel revenues. With our findings in tow, let us crack
open this treasure trove of knowledge and bask in the glow of
our academic achievement – like a film buff reveling in a theater
filled with hidden Easter eggs.

Findings

In  analyzing  the  relationship  between  the  number  of  movies
released annually and the revenue per available room in the US
hotel  industry,  we uncovered some truly  fascinating  findings.
Our statistical  analysis revealed a remarkably high correlation
coefficient of 0.9716652, indicating a strong positive association
between these two variables. This result may surprise those who
thought the only thing hotels and movies had in common was
the occasional room service cameo in a film.

Additionally, the r-squared value of 0.9441334 suggests that a
staggering 94.41% of the variation in hotel revenue per available
room  can  be  explained  by  changes  in  the  number  of  movie
releases  annually.  This  tells  us  that  the  connection  between
cinematic trends and hotel treasures isn't just a fleeting cameo –
it's a leading role in the story of revenue generation.

Our p-value of less than 0.01 further solidifies the robustness of
the relationship we uncovered. This means that our findings are
statistically  significant,  and  we  can  be more confident  in  the
strength of the association than a movie buff quoting obscure
film trivia.
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Figure 1. Scatterplot of the variables by year

To visually capture the strength of the relationship found in our
analysis, we present Figure 1, a scatterplot that showcases the
compelling correlation between the number of movies released
annually and the revenue per available  room in the US hotel
industry. Just as a well-directed film captures the imagination of
its  audience,  this  figure  highlights  the  captivating  connection
between theatrical releases and hotel revenue.

The results of our study serve as a reminder that in the world of
data  analysis,  the  plot  can  thicken  in  ways  that  defy
expectations. Much like the plot twist in a suspenseful thriller,
our  findings  reveal  a  connection  that  goes  beyond  what  one
might  anticipate  at  first  glance.  So,  the  next  time  you  find
yourself  pondering  the  economic  impact  of  the  latest
blockbuster,  remember  that  its  influence  might  extend  far
beyond the box office – it could be checking into a hotel room
right alongside you.

Discussion

Ah, the plot thickens, much like a well-crafted mystery novel or
a bowl of gravy left out for too long. Our findings, much to our
delight, have lent support to the prior research that hinted at a
curious  connection between the frequency  of  movies  and  the
revenue of hotel rooms. It appears that the reel world and the
room world are  more entwined than a  pair  of  earbuds at  the
bottom of a backpack.

Firstly,  let's  revisit  Smith  and  Doe's  (2010)  economic
exploration,  which,  much  like  a  Sherlock  Holmes  tale,
uncovered the potential link between the volume of cinematic
releases and hotel revenues. Our results align with their findings,
almost  as  if  we  were  two  characters  in  a  buddy cop  movie,
working  together  to  solve  a  case.  Similarly,  the  whimsical
contemplations of Kernel Korn (2013) in "Popcorn Economics"
seem  to  hold  unexpected  kernels  of  truth,  as  our  study  has
unraveled  a  tangible  and  statistically  significant  relationship
between silver screen sagas and hotel revenue drama. It's almost
as if our findings are the surprise twist that makes you rethink
the entire plot of the movie.

On  the  lighter  side,  the  captivating  narratives  by  Michael
Cinema  and  Lisa  Lodging  have  taken  on  a  new  depth  of
meaning, akin to a Pixar movie that resonates with both kids and
adults. It seems that the whimsical notion of a captivating movie
leading to a desire for a luxurious hotel stay has morphed from
fantasy  into  empirical  reality,  like  a  superhero  origin  story
coming to life.

In essence, our results provide empirical weight to the theories
and musings that  have permeated the world of  cinematic  and
hospitality discourse. The correlation coefficient of 0.9716652
we uncovered is as strong as Hercules after a power smoothie,
indicating a robust positive association. The r-squared value of
0.9441334 further solidifies the interwoven nature of these two
variables, much like a perfectly folded fitted sheet – surprisingly
snug.

This brings us to the p-value of less than 0.01, which cements
the statistical significance of our findings like an Oscar-winning

acceptance  speech.  Just  as  a  box  office  hit  leaves  a  lasting
impression,  our  study  has  left  an  indelible  mark  on  the
understanding  of  the  connection  between  movies  and  hotel
revenues.

In  conclusion,  our  research  has  not  only  supported  the  prior
literature but also added a new dimension to the discourse, much
like  a  3D movie  that  makes  you  feel  like  you're  part  of  the
action. So,  the next time you check into a hotel and hear the
faint echo of a movie soundtrack in the corridors, take a moment
to  appreciate  the  unseen  threads  that  weave  the  worlds  of
entertainment and hospitality together. And who knows, maybe a
rom-com and a room-service dessert might be just  the duo to
boost both movie and hotel revenues simultaneously.

Conclusion

In  conclusion,  our  foray  into  the  entangled  worlds  of  movie
magic and hotel revenues has left us with a reel-y astonishing
discovery.  Our  findings  not  only  suggest  a  strong  positive
association between the number of movies released annually and
the revenue per available room in US hotels but also underscore
the  power  of  statistics  to  uncover  surprising  connections.  It's
enough to make even the most hardened statistician do a double
take and wonder, "What in the world?"

The results of our research drive home the point that while cause
and  effect  may  sometimes  seem as  elusive  as  a  good  Wi-Fi
signal  in  an  old  hotel,  careful  statistical  analysis  can  reveal
correlations that are as clear as day. So, the next time someone
tells  you  that  delving  into  the  world  of  numbers  is  about  as
exciting as watching paint dry, you can regale them with the tale
of our discovery – a tale in which numbers twirled across the
dance  floor  of  statistical  significance  with  all  the  grace  of  a
Hollywood darling.

As we wrap up this journey through the unexpected symphony
of  movies  and  hotel  revenue,  we  must  acknowledge  that
sometimes  even  the  most  seemingly  unrelated  variables  can
waltz together in a statistically harmonious duet. Our research
has laid bare a truth that is more enchanting than a rom-com and
more surprising than a plot twist in a mystery thriller.

With  these  findings  in  hand,  we  boldly  declare  that  further
investigation into this correlation is simply unnecessary.  After
all, we've already uncovered a connection more surprising than a
plot twist in a telenovela. As our lab coats flutter in the wind of
statistical  discovery,  we  bid  adieu  to  this  peculiar  pair  of
variables, leaving them to dance in the data fields, knowing that
sometimes, the most captivating stories are found where we least
expect them.
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