
The UK Statistics Authority: 
Voice, brand and behaviour
It’s regulation, but not as you know it, says Ed Humpherson 

Pick up a typical speech by a British 
politician in 2015. You’re likely to find 
statistics very prominently used: to 
frame the arguments; to drive home 
the case; to explain why these policies 
are both necessary and superior to oth-
ers. This isn’t a phenomenon particu-
lar to any one political party. It’s com-
mon to most political speeches, from 
the leader of the Opposition and the 
First Minister of Scotland to the Prime 
Minister and Deputy Prime Minister.

Nor is this adherence to the use of 
statistics a phenomenon isolated to 
the rarified world of political debate. 
We live in a society that attaches huge 
importance to numbers, facts and data. 
As the Data Manifesto of the Royal Sta-
tistical Society said in autumn 2014:

‘What steam was to the 19th century, 
and oil has been to the 20th, data is 
to the 21st. It’s the driver of prosperi-
ty, the revolutionary resource that is 
transforming the nature of economic 
activity, the capability that differen-
tiates successful from unsuccessful 
societies.’

The enthusiasm for data and statistics 
led Hal Varian, Google’s chief econo-
mist, to assert that being a statistician 
is the sexiest profession of the 21st 
century. This early 21st century world 
is the world of ubiquitous data, Open 
Data, Big Data – all available and 
waiting for the adept statistician (re-
branded, of course, as ‘data scientist’) 


