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Business Research: Jerks,  
Headless Mannequins
Research about activities that make or lose money
compiled by Dirk Manley, Improbable Research staff

Business Innovation: Is Being a Jerk Necessary?
“Is Being a Jerk Necessary for Originality? Examining the Role of Disagreeableness in 
the Sharing and Utilization of Original Ideas,” Samuel T. Hunter and Lily Cushenbery, 
Journal of Business and Psychology, vol. 30, no. 4, 2014, pp. 621-639. The authors, 
at Pennsylvania State University and at Stony Brook 
University, explain:

We aimed to investigate the relationship 
between lower levels of agreeableness (i.e., 
disagreeableness) and innovation process such as 
idea generation, promotion, and group utilization.... 

FINDINGS: In study 1, disagreeableness was 
generally unrelated to the originality of ideas 
generated, but positively related to group 
utilization of ideas. Similar trends were observed 
in study 2 with the caveat that disagreeableness 
was positively linked to originality of ideas shared 
only when the social context was unsupportive of 
novel ideas and confederate group members shared 
original ideas.

IMPLICATIONS: Disagreeable personalities may 
be helpful in combating the challenges faced in 
the innovation process, but social context is also 
critical. In particular, an environment supportive 
of original thinking may negate the utility of 
disagreeableness and, in fact, disagreeableness may 
hamper the originality of ideas shared.

Effect of Headlessness of Mannequins 
on Shoppers
“Does the Presence of a Mannequin Head Change 
Shopping Behavior?” Annika Lindström, Hanna Berg, 
Jens Nordfält, Anne L. Roggeveen, and Dhruv Grewal, 
Journal of Business Research, epub 2015. The authors, 
at the Stockholm School of Economics and at Babson 
College, explain:

Study 1 demonstrates that in physical stores, the 
presence of a humanized head enhances purchase 
intentions for the merchandise displayed on that 
mannequin. However, in online stores, mannequin 
styles with and without humanized heads are 
equally	effective.	Study	2	confirms	the	physical	
store results among customers with less fashion 
knowledge (novices), but among customers with 
more fashion knowledge (experts), the results 
reverse, such that mannequins without humanized 
heads enhance purchase intentions. Detail from the study “Does the Presence of a Mannequin Head Change 

Shopping Behavior?”
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