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Abstract

This paper investigates the curious relationship between the consumption of bottled water in the United 
States and the frequency of Google searches for the phrase "i have a headache." Utilizing data from 
Statista and Google Trends, we aimed to quench the curiosity surrounding the potential connection 
between a thirst for bottled water and the figurative throb of a headache. Our findings revealed a 
remarkably strong correlation coefficient of 0.9417390 and a p-value of less than 0.01, suggesting a 
robust statistical relationship between these seemingly unrelated factors. While causation cannot be 
definitively established from this analysis, the association between quenching one's thirst and the digital 
pursuit of headache remedies is a fascinating spectacle to behold. This study may leave you with a 
headache of your own, pondering the whimsical interplay of consumer beverage habits and Internet 
search trends.
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1. Introduction

In  the  realm  of  research,  one  often
encounters  unexpected  and  curious
correlations that  pique the interest  of  both
scholars  and  casual  observers.  The
dynamics  between  seemingly  unrelated

phenomena can  offer  insights  into  human
behavior,  societal  trends,  and the intricate
web of  cause-and-effect  relationships.  The
present study delves into one such peculiar
correlation, aiming to unravel the enigmatic
connection  between  the  per  capita
consumption of bottled water in the United
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States  and  the  frequency  of  Google
searches  for  the  plaintive  expression,  "i
have a headache."

As academic researchers, we often embark
on  journeys  that  lead  us  to  unexpected
destinations, and this investigation was no
exception.  The  quest  to  unearth  the
relationship between the hydration habits of
individuals  and  their  virtual  quests  for
headache  remedies  led  us  down  a  path
filled  with  statistical  analyses,  data
visualizations,  and  the  occasional  water
cooler  conversation  about  the  puzzling
nature of  human behavior.  The intellectual
thirst  to  explore  this  quirky  correlation
culminated in a rigorous examination of the
available data, resulting in findings that may
quench  the  curiosity  of  both  research
enthusiasts and aficionados of the absurd.

Our  investigation  draws  upon  data  from
reputable  sources,  including  Statista  and
Google  Trends,  to  shed  light  on  the
statistical  liaison  between  bottled  water
consumption  and  the  digital  echoes  of
human  discomfort.  Through  meticulous
analysis  and  a  keen  eye  for  patterns,  we
uncovered a remarkably  robust  correlation
coefficient of 0.9417390, supported by a p-
value  that  denounces  mere  coincidence
with  a  resounding  “less  than  0.01.”  This
statistical embrace between the liquid allure
of bottled water and the metaphorical throb
of a headache beckons us to contemplate
the intricate dance of consumer preferences
and the digital pursuit of relief.

While it is imperative to exercise caution in
attributing  causality  to  this  captivating
correlation,  our  findings  invite  speculation
about  the whimsical interplay of  consumer
beverage habits and the virtual expressions
of  discomfort.  As  we  embark  on  this
scholarly exploration, we invite our readers
to  imbibe  in  the  delightful  absurdity  of
statistical  relationships  and  the  intellectual
quenching  of  curiosity  in  the  pursuit  of
knowledge.

So,  put  on  your  thinking  caps,  hold  onto
your  proverbial  hats,  and  join  us  on  this
whimsical  exploration  of  the  unexpected
connections that lie beneath the surface of
everyday phenomena.  As we navigate the
waters of statistical analysis and search for
meaning amid the digital  noise, we aim to
unravel  the  intricacies  of  human  behavior
with a hint of humor and a splash of insight.

In  the following sections,  we will  dive into
the  methodology,  results,  and  implications
of our investigation, all while maintaining a
buoyant  spirit  of  scientific  inquiry  and  the
occasional nod to the delightfully absurd.

2. Literature Review

The  investigation  into  the  relationship
between US bottled water consumption per
person and Google searches for 'i  have a
headache' yields a medley of scholarly and
whimsical inquiries. Smith and Doe (2015)
examined  the  consumption  patterns  of
bottled  water  in  the  United  States,
elucidating  the  evolving  preferences  and
market  dynamics  that  shape  the  liquid
landscape  of  beverage  consumption.
Meanwhile,  Jones  (2018)  delved  into  the
nuances  of  online  search  behaviors,
uncovering  the  digital  footprints  left  by
individuals  seeking  remedies  for  common
ailments,  including  the  perennial  plight  of
headaches.

Transitioning from the serious to the absurd,
the search for relevant non-fiction literature
led  the  researchers  to  "Thirst:  Water  and
Power  in  the  Ancient  World"  by  Steven
Mithen  and  "The  Headache  Myth"  by
French neuroscientist and author, Joël Dor.
These works, though not directly related to
the  quirky  correlation  at  hand,  provided
intriguing  perspectives  on  the  historical
significance of  water and the physiological
intricacies  of  headaches,  sparking
contemplations  as  effervescent  as  bottled
fizz.
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In the realm of fiction, the works of Haruki
Murakami,  with  his  surrealist  narratives
blending  reality  and  fantasy,  and  Zadie
Smith's  explorations  of  modern  society  in
"White Teeth" offer a whimsical escape into
the twists and turns of human experiences,
much like the unexpected correlation under
investigation. Perhaps, amidst the pages of
these literary creations,  the  answer  to the
enigmatic  connection  between  hydration
and online headache quests lies waiting to
be uncovered.

Venturing even further off the scholarly path,
the  researchers  turned  to  the  whimsical
world of cartoons and children's shows for
inspiration,  drawing  parallels  between  the
erratic yet endearing antics of "SpongeBob
SquarePants"  and  the  unpredictability  of
statistical  relationships.  The  jocular
escapades of "Phineas and Ferb" served as
a  reminder  that  unconventional  insights
often  emerge  from  the  most  unlikely
sources, prompting a lighthearted approach
to the solemn pursuit of academic inquiry.

As the scholarly pursuit intersects with the
whimsical and the unexpected, the literature
review illuminates the multifaceted nature of
research,  inviting  the  readers  to  chuckle
along the way and embrace the delightful
absurdity  that  accompanies  the  quest  for
knowledge.

3. Our approach & methods

To quench the thirst  for  understanding the
correlation  between  bottled  water
consumption  per  person  in  the  United
States  and  the  frequency  of  Google
searches  for  the  phrase  "i  have  a
headache," our research team embarked on
a  data-driven  escapade  that  spanned  the
digital  realm  of  Google  Trends  and  the
statistical  reservoir  of  Statista.  Our
methodology,  much  like  a  finely  crafted
beverage,  blended  elements  of  data
collection,  manipulation,  and  analysis  to
distill insights from the bubbling cauldron of

online  consumer  behavior  and  search
trends.

Data Collection:

Our  intrepid  journey  into  the  digital
wilderness began with the retrieval of data
on  US  bottled  water  consumption  from
Statista. We amassed annual data ranging
from 2004 to 2022, immersing ourselves in
the waves of numerical  figures that ebbed
and  flowed  like  the  currents  of  consumer
preferences.  The  tides  of  Google  search
trends for the phrase "i have a headache"
were similarly captured from Google Trends,
allowing us to cast our net wide enough to
encapsulate  the  varied  expressions  of
virtual  discomfort  over  the  same temporal
expanse.

Data Processing:

As we delved into the ocean of  statistical
analytics,  we  carefully  sieved  through  the
data to ensure its purity and reliability. Our
reservoir  of  statistical  tools  included  the
formidable  capabilities  of  spreadsheets,
programming  languages,  and  the
occasional  incantation  to  summon  the
powers  of  data  manipulation.  With  our
digital sorcery at hand, we transformed the
raw  data  into  a  harmonious  ensemble  of
numbers and trends,  bridging the practical
magic  of  data  preprocessing  with  the
enchanting  dance  of  information
transformation.

Statistical Analysis:

Like alchemists of old, we forged ahead to
unravel  the  mysterious  connections
concealed  within  the  dataset.  Armed  with
the  arcane  knowledge  of  correlation
coefficients  and  p-values,  we  wielded  the
tools of statistical inquiry to unveil the subtle
interplay  between  bottled  water
consumption  and  virtual  expressions  of
cranial discomfort. Our analysis culminated
in  the  calculation  of  a  robust  correlation
coefficient  of  0.9417390,  a  numerical
testament to the tantalizing liaison between
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the  two  variables.  The  p-value,  akin  to  a
mystical  gatekeeper,  appeared  with  a
resounding declaration of "less than 0.01,"
lending  credence  to  the  statistical
significance of our findings.

Assumptions and Limitations:

While  our  foray  into  the  digital  labyrinth
yielded intriguing findings, it  is essential to
acknowledge  the  caveats  that  accompany
our expedition. The assumption of causality,
much like a mirage in the statistical desert,
remains  elusive  and  subject  to  further
exploration.  Additionally,  the idiosyncrasies
of  online  search  behavior  and  the
complexities of consumer preferences echo
like  enigmatic  whispers  in  the  halls  of
analytical  inquiry,  reminding  us  of  the
intangible nature of human interactions with
the digital domain.

Overall, our methodology mirrors the innate
curiosity  of  the  scientific  mind,  combining
the rigor of data-driven inquiry with a touch
of digital whimsy. In the next section, we will
uncork the results  of  our  analysis,  inviting
you to savor the flavorful blend of statistical
intrigue  and  the  unexpected  correlations
that  lie  beneath  the  surface  of  seemingly
disparate phenomena.

4. Results

The  statistical  analysis  undertaken  in  this
study  unveiled  a  striking  correlation
between  the  per  capita  consumption  of
bottled water in the United States and the
frequency  of  Google  searches  for  the
phrase "i have a headache." The correlation
coefficient,  a measure of  the strength and
direction of the linear relationship between
the  two  variables,  was  calculated  to  be
0.9417390.  This  value  approaches  the
upper  echelons  of  correlation  coefficients,
prompting us to raise a figurative eyebrow
at the robust relationship unfurled before us.

Accompanying  this  correlation,  the
coefficient  of  determination,  denoted  as  r-

squared, stood at an impressive 0.8868724.
This means that approximately 88.7% of the
variance in Google searches for headache-
related phrases can be explained by the per
capita consumption of  bottled water in the
United  States.  We  found  ourselves
marveling at the meticulous dance of data
points,  each  whispering  tales  of  statistical
interconnectivity  and  perhaps  a  touch  of
hydrophilic wisdom.

Furthermore,  the  statistical  significance  of
this  correlation  was  underscored  by  a  p-
value of less than 0.01. This minuscule p-
value  sent  ripples  of  statistical  affirmation
through  our  data-centric  hearts,  gently
whispering,  "Oh,  this  is  no  mere
happenstance; it's statistically significant!"

Figure 1. Scatterplot of the variables by year

To  visually  encapsulate  the  compelling
correlation  uncovered  in  our  analysis,  we
present  Fig.  1,  a  scatterplot  that
encapsulates  the  intriguing  relationship
between US bottled water consumption per
person and Google searches for 'i  have a
headache.'  This  scatterplot  serves  as  a
visual  testament  to  the  statistical
concordance  observed,  inviting  both  awe
and  amusement  at  the  unlikely  pairing  of
liquid  consumption  and  digital
manifestations  of  cranial  discomfort.  If  a
picture is worth a thousand words, then this
scatterplot may just leave you searching for
the right words to articulate the whimsy and
wonder nestled within our findings.
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In summary, our results illuminate a riveting
correlation  between  the  consumption  of
bottled water and the virtual pursuit of relief
from  cranial  woes.  This  association
transcends the mundane and invites us to
delve  deeper  into  the  nuances  of  human
behavior,  all  while  prompting  a  chuckle  in
appreciation  of  the  unexpected bedfellows
we encounter in our statistical voyages.

5. Discussion

The  results  of  our  investigation  have
unveiled a delightfully quirky and statistically
robust  relationship  between  US  bottled
water consumption per person and Google
searches  for  the  phrase  "i  have  a
headache."  The  strong  correlation
coefficient of 0.9417390 bolstered by an r-
squared  value  of  0.8868724  would  make
even the most  ardent data skeptic raise a
metaphorical eyebrow in awe. It seems the
flow  of  bottled  water  consumption  in  the
United States and the flow of digital quests
for headache remedies have intertwined like
the  helices  of  a  DNA strand,  creating  a
statistical  double  helix  of  liquid  and
lamentation.

These  findings  not  only  corroborate  prior
research  into  the  idiosyncrasies  of
consumer  beverage  habits  but  also  lend
empirical weight to the medley of scholarly
and  whimsical  inquiries  that  have
characterized the discourse surrounding this
eccentric  correlation.  Much  like  the
surrealist narratives of Haruki Murakami or
the whimsical  escapades of  "Phineas and
Ferb," our study has thrust the improbable
into the spotlight  of  statistical  significance,
evoking a chuckle amidst the solemn pursuit
of academic inquiry.

Akin  to  the  fluids  coursing  through  the
human  body,  the  correlation  between
bottled  water  consumption  and  headache-
related  searches  has  flowed  through  the
channels  of  our  statistical  analysis,
rendering the connection as clear as, dare

we say,  H2O. While causation remains an
elusive specter trailing on the peripheries of
our  findings,  the  robust  statistical
relationship  invites  contemplations  as
effervescent as fizzy bottled water.

In  the  grand  scheme  of  scientific
revelations,  it  is  often  the  unlikeliest  of
correlations that prompt the most profound
insights. Our investigation may have started
as a whimsical endeavor into the realm of
statistical oddities, but it  has culminated in
shedding  light  on  the  intriguing  interplay
between  consumer  behaviors  and  digital
quest for relief. The unexpected bedfellows
of  liquid  consumption  and  virtual
expressions  of  cranial  discomfort  have
sparked contemplations as effervescent as
bottled  fizz,  leaving  us  marveling  at  the
whimsicality  of  statistical  voyages and  the
delightful peculiarity of human pursuits.

As  we  peer  into  the  depths  of  statistical
relationships,  we  are  reminded  that  the
world  of  data  is  not  merely  a  sterile
landscape of numbers and correlations but
a playground of whimsy and wonder, where
even the most peculiar pairings can reveal
unexpected  truths.  Much  like  the  laughter
provoked by a strategically placed pun, the
unveiling of this correlation has left us both
enlightened and amused,  beckoning us to
revel  in  the  delightful  absurdity  that  often
accompanies  the  pursuit  of  statistical
knowledge.

6. Conclusion

In  culmination,  our  exploration  into  the
symbiotic  dance  of  bottled  water
consumption  and  digital  expressions  of
cranial distress has quenched our academic
curiosity with a statistical splash. The robust
correlation  coefficient  and  minuscule  p-
value served as buoyant guides through the
sea of data, navigating us toward the shores
of statistical significance with the occasional
chuckle  at  the  whimsical  statistical
bedfellows we encountered along the way.
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As we reflect  on the findings,  one cannot
help  but  marvel  at  the  statistical  embrace
between quenching one's physical thirst and
the metaphorical thirst for relief from cranial
discomfort.  The  statistical  interconnectivity,
much like a refreshing gulp of  water on a
parched  day,  quenches  the  thirst  for
knowledge while also leaving one pondering
the enigmatic quirks of human behavior.

While  the  shimmering  allure  of  correlation
beckons us with its statistical siren song, it
is  imperative  to  exercise  caution  in
attributing  causation  to  this  quirky
companionship  between  hydration  habits
and  virtual  quest  for  headache  remedies.
After  all,  correlation  does  not  necessarily
imply causation, much like how a magician's
hat  does  not  necessarily  imply  a  rabbit
(though  we  wouldn't  mind  a  statistical
magician  to  liven  up  the  research
conferences!).

In  the  grand  tapestry  of  statistical
investigations, our findings add a splash of
whimsy  and  a  hint  of  head-scratching
amusement.  The  nuanced  interplay
between  consumer  beverage  preferences
and the ethereal echoes of digital discomfort
invites us to ponder the quirkiness of human
behavior, all while prompting a wry smile at
the unexpected associations that statistical
explorations unfurl.

With  a  nod  to  the  delightful  absurdity  of
statistical  relationships and a metaphorical
tip  of  the  cap  to  the  enigmatic  nature  of
human behavior,  we assert  that  no further
research is needed in this curious realm of
bottled  water  consumption  and  digital
pursuits  of  cranial  solace.  For  now,  let  us
raise our glasses (of water, of course) to the
delightful  peculiarities  that  statistical
investigations  unveil,  and  embrace  the
whimsy of uncovering the unexpected in the
realm  of  scholarly  inquiry.  Cheers  to  the
quirky,  the  curious,  and  the  statistically
sublime!
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