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ABSTRACT

1.INTRODUCTION

The widespread personification of brands as human-like
communicators and the increasing use of software agents and Al in
brand-consumer relationships signal a need for more know-how to
manage and formulate brand personality (Jeong et al., 2022; Lin &
Wu, 2023). Psychology has had a considerable impact on brand
personality studies (Sprott, 2016) among which Aaker's (1997) is one
of the most cited. A lot has been done to build value on the Aaker
brand personality model since its introduction in 1997. However, little
has been done to apply the other extant human personality-related
concepts in psychology and psychiatry to brand personality.
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So far, studies on the brand personality models have been
discussing "What are the brand personality types/dimensions/traits?".
In this study, we discuss "how is the brand personality?". We argue, to
improve brand personality just like improving human personality,
brand managers need more than only knowing the personality types
and traits. They need to know about their brand personality condition
or state. To give a more comprehensive brand personality view to
brand managers, in this study, we examined the applicability of
unexplored human personality concepts to brand personality. Using
definitions of quality (Juran, 2010; Cambridge University Press, n.d.),
we defined "Brand Personality Quality (BPQ)" as a new concept
meaning "how good or bad the brand personality is" or "the state of
brand personality excellence". Therefore, in this research, we answer
this question: regarding psychology and other patterns, what are the
BPQ conditions/classes?

2.MATRIALS AND METHODS

Since we took an interdisciplinary approach to develop new
concepts, our research is qualitative. We employed the codebook
type of thematic analysis (TA) and analyzed data collected from deep
interviews with 14 experts. While codebook TA is often performed
without using coding reliability measures, to have more reliable
results, Cohen's kappa coefficient was tested which was acceptable
and equal to 0.85. For research validity, triangulation, respondent
validation, and adequate engagement in data collection strategies
were used.

3.RESULTS AND DISCUSSION

Based on TA final codes and themes, we developed the BPQ
framework containing 8 BPQ conditions/classes as shown in Figure 1.
The 8 BPQ conditions/classes and the 10 sub-conditions and their
features are concisely described in the following (to recognize each
BPQ condition/class, it is not necessary to have all features of the
condition/class concurrently in the brand):



Figure 1. Brand Personality Quality (BPQ) Framework

Positive Brand Personality: The brand personality is acceptable
and desirable from the consumer's point of view.

Negative brand personality: The brand personality is unacceptable
and undesirable from the consumer's point of view.

Two-sided Brand Personality: The brand personality has two sides:
positive and negative. Some consumers see the favorable aspect,
and some see the unfavorable one. Some others might be neutral
and have no specific opinion about the brand personality.

Vivid Brand Personality: The brand personality is salient in the
consumer's mind. Upon hearing the brand name, the consumer
recalls the brand personality type or at least one of the brand
personality traits vividly.

Pale Brand Personality: The brand personality is not salient in the
consumer's mind. Upon hearing the brand name, the consumer
recalls one or some brand personality types or traits weakly.

Brand with No Personality: The consumer does not attribute any
personality types or traits to the brand. Upon hearing the brand
name, the consumer recalls no brand personality types or traits.
Brand Personality Difficulty

Brand personality difficulty is a pattern of personality manifestation in
the brand that consumers do not expect and may cause some
problems for the brand but these problems are not acute and the
brand can survive them as long as they are not acute.

We defined paranoid brand personality difficulty in this research.




Paranoid Brand Personality Difficulty: Brands with this problem
are suspicious of everyone and everything, and refuse to share
information. They avoid collaboration, ignore criticism, and focus
on reacting to competitors instead of promoting their own brand.
Brand Personality Disorder

Brand personality disorder is a pattern of personality manifestation in
the brand that deviates from the expectations of the customer and
society and causes brand functional problems and brand impairment,
weakens or destroys brand communication, and causes damage to
the brand, customer, or society. In this research, we defined nine
brand personality disorders.

Schizoid Brand Personality Disorder: Brands with this disorder
have a cold relationship with customers and are indifferent to their
feedback. They focus on the product and ignore market trends,
after-sales services, and the need to change.

Passive-Aggressive Brand Personality Disorder: Brands with this
disorder are slow to make decisions and react to changes, have a
conservative strategy, and believe they are the victims of bad luck.
They also underestimate and criticize new market trends, blame
competitors, and look to knock them down.

Multiple Brand Personality Disorder: Brands with this disorder
have multiple, often conflicting personalities, which can confuse
customers and make them move away. They may also have
inconsistent messaging, behavior, and service quality.

Narcissistic Brand Personality Disorder: Brands with this disorder
are arrogant and boastful, and they use unrealistic advertising and
propaganda. They are overconfident and often fail when they
expand into new product groups. They also do not pay attention to
changes in the market or to building relationships with customers.
Avoidant Brand Personality Disorder: Brands with this disorder
are afraid of criticism. They are risk-averse, rarely innovate and
tend to remain low profile. They avoid change, advertising, and
promotion, and wait for the market to come to them.



Antisocial Brand Personality Disorder: Such brands are Socially
irresponsible and harmful to people, society, nature, and animals.
They prioritize profits over people and the planet. They use lies
and deception to increase sales, and they break promises to
customers. They also engage in illegal activities and do not take
responsibility for their mistakes.

Borderline Brand Personality Disorder: Such brands are unstable
and inconsistent in their decisions and messaging. They may make
emotional and hasty decisions, change their focus or tone
frequently, and have a variable personality and identity. They may
also shift from one product to another or sell their products at
unbelievable terms or low prices.

Histrionic Brand Personality Disorder: Such brands are interested
in exaggerating. They make false claims about their products and
services, use misleading advertising and packaging, and have poor
distribution and customer service. They are also likely to make
hasty decisions.

Dependent Brand Personality Disorder: Such brands lack the
power to make independent decisions. They are unoriginal,
dependent on others and copy other brands. They may be afraid to
lose support, and their personality and strategy may be controlled
by others.

4.CONCLUSION

In this study, we metaphorically used personality concepts in
psychology and psychiatry including personality disorders to theorize
brand personality quality (BPQ). Using the thematic analysis, we
introduced a three-class BPQ framework (consisting of three classes:
positive, negative, and two-sided brand personality) and a five-
condition BPQ continuum (consisting of five conditions: vivid brand
personality, pale brand personality, brand with no personality, brand
personality difficulty, and brand personality disorder).

Keywords: Brand Personality Quality (BPQ); Positive, Negative and
Two-Sided Brand Personality; Vivid and Pale Brand Personality; Brand
with No Personality; Brand Personality Difficulty and Disorder.



w)aw).m.od.oLJ.«aS

\\"~\/"’\/~'\:¢;\éli)a@)t; ¥ olods (o 0,90
VEY/NF il b VEY i)
http://bmr.alzahra.ac.ir :cole oy Y -YF ao

‘u\SﬁM“ e WS &Sy g N g Camasils )
s liland g0 "1 90 5 pgecite i s JUbiS san s il ki §
oS
D 2T L 45 (o 19V Jlaw o 5T iy ot Jio (Gtnmss Sl

Lot b ) kil o ] s Lolet i sl Ja
3 ot Ly el 48,5 S 5T e ol 55 S5 5 5l
Po—go (Sdrwgd o Ly gy ol 10 .Sl od S dgi p il Uy Coantd
by ol do ] sl oax Sy i e g €Uy Caand S AP
Ay el Lo 1S tagyy E ol S oolii o] Lo y00)s, 5 o—liiily,
s g0y B VF Ly nar ccloadrlice jl Lol Lirs TAD 1. ypoiio flows
Coro })—’j ). « ’./_.o/u}o_ao ).J_J)J s a2l O » 5 (L“ s ’;j A ‘é.lL..o

.“rtu.o o e fC o Cu axl )/J_:/ujLa.C 4L.0L> ..l_:).: el M
JLM ‘Moujd_) ‘Lﬁfm ‘gL))): ;4_:‘_.47:‘4 L0990 w_.az..;

D i Comatd CodS sl Ths Lacea Sy Coand Pl ilpatks
P aew Loyl aiy cocami o)Ly LacS i 4y g5 Ao Al o o s
i o i A 052 U St ] Cdlio g 0g gy 4 LS g0
il oay sl oy sl splivs

79 59 5 ke o dip Comatd iy Coad Cod S i odmlS LSl
iy St PUS 5 o iiatd gk L 15050 5 K iy St

10.22051/BMR.2023.42152.2407 : Jtoows awles )

oy a5 o8l ol gy yyae 0aSils o SLS 5l Sy pas 09,5 (5SS (ggidls Y
f.sadeghiani@modares.ac.ir <. ! )l s

M—.—’)J ol _iils wol_azdl 9 w).l\)._a suS_isle s@\..f))l.: C"'l)"‘)‘—"‘ as)_f wlb_w! J}i_.u.a oA;_.uisj Y
khodadad@modares.ac.ir <l ! ¢yl s o

o=l (ol ey S i oBiils ol 5 iy e 0aSiily ¢ SLS 55 Sy pas 09,5 Lzsls F
f.mansouri@modares.ac.ir

£l el 5 ey S 5 oB il ( ldl pgde oaS il o bl 09,5 L—idls D
esmaeilinasab@modares.ac.ir




VPV linn F 8,lad o3 0590 e 2 Lo ko doliliad m A

Ao -
Gl i ls 0 Ly b, e lalllae o g0l 5l o —liily,
S sl e s —Feledl ol ils ol gadom 51V VP g
Sl o St pgphe iy 9 0 p Sl Gl Casd sla Joe
Seleo> slaJoaay LS LL (12AY) STAYe -+ o)
o Tt ole iy Joe ale> 5l bl o Ll s
aielsy i 6 83 Ll S 09 (VWA Tl 5 5
Juiak Sy 5 ol Si= (6925, oy ¢ ol it
Solzme oy 5) 0 Catis ele i Jae (a5
(V2AY) ST, S o daa |, goad,ob g | Soony ¢ Sowls
S 3 4 4S5 Gl (sla (T jl (slegomar |, 0y Comased

Sl olSimgh plw 5 ST 5l o 0SS e g S €09 o 0300
D0y 00, S eolaiwl L;’l_»)\)b 995 056> (6l ylawd] Covazds olail
Gz VOV LS g 5g) Vg ama o asi 4 allbae

Sy e OO ) by bes, S oK g

. Sprott

. Plummer

Aaker

. Five factor model of personality
. McCrae and Costa
. Extroversion
.Agreeableness

. Conscientiousness
. Neuroticism

. Openness

. Sincerity

. Excitement

. Competence

. Sophistication

. Ruggedness

. Wells et al.

. Pierre

R R R R R R R RO
No o WwWNBREk O



izl S e led Sl S 4 i a5 (VYA L 5l
G ymigmazd jolaie 4y Ce Sy g adone S (ot S (L)

Cwold gt cpl galaz 5(VAAD «pad) iy
S5 oy Sl v Cemadd Dol 5l (g L iagi () )
A oslil 5l g 09 e oSS il S aiile 0 a4y 09 oo ool
oS 5 sl V298 D) g 03, 0,4 0y ldl ymen
03syd 45 arplin plos (s e iy oy assS ol b (Ye Y
A Camadeds 850 ,0 |y aslasd ) § Sl —wlisdly ) jo ] Covaseds
el amy ;o0 S 0l o late pa IS 8 09550 s
Ol 3l Gl a8 0 el gl Jos a1 Ghgly 5 09l a5
Ol 5l 9y Cumatd 9B90 (9L 0S5 Sgaone wlasd S IS
sbogiegiy ;0 (e sl .conl 438,55 )58 alllas 3590 wo il
la B A 9 5 Bocas ol sad aalllae oy Coaied b Lo
el SLallae Jgl saiws (Y1 S 5 555,59 ~LY) ol
Wy pgmal diibe gl lb peplas o L as )y comasd blijl 4y oS
S 5 i B3Le) a6 oLy i 4y 5o bl
(V18 8K 798 5 oo o) 0l s 55 g (7414
Sletred Ojgodny LLS | ol alS aslaSl 18l 5l so)lse g
Sl 485 )5 B aalllas 3550 0 508 (S S b wsy Sasd
=0 el gl goie Ly plie dlgn 0 Caatd SlsSren oo
55 BLE AT YY) 5 (Foign) iy A (e St IS

1. Olins

2. Azoulay and Kapferer

3. Lara-Rodriguez et al.

4. Sadeghvaziri et al.

5. Shahtahmasbi and Ghoorchibeygi
6. Motoki et al.



VFoY b F 8)los i 0598 e 2 L0 yoko dolibiad N v

P> Gaiwd (VoYY g 1)) 008G, e a5 o Sl
L .(022Y) ST oS camaseds Joe ades 5l aaslassly y & p Coased
oYYl San g Ssg VoV ¢ oL San g DLLS) 4t 5 L Se
H}J ‘Lmu_>| — os)l_c ...x_;|oo|.> )‘)J ‘5‘>L._M.UL....C| 9 rm)ﬁo)j.n
Sl gosms ay (Y- YY) Tl San 5 Ol Kol g mmon ), K2ty

A1 1y 5 Ay Cmaseds
Ay Comats Ly b o Lo tmghy jo 45 Slalllas S5 onl s
a5 olacaul g oM i wind bl as Yl aS ol (ol 3)ls 352
39530 3lan a a5 5o sgmg sl Comazd 055>y Sl
L oS oS boosi s lolo ag as Lo Sl coul sais Sl
A aiion Sl i gi 50 el oo alll sl als W Covaseds
u.a.:._.oj L;)5_<'>4""(5J9 Sl 00 4_._>|o).' ;.\._')Ju.‘._.mt_gud_ajf
OMWPM)JMMw){_ij)_b)‘A_:)JM

Comadeds Jlo icwl said ools I ol Clgo ool Gy 4 b el

1. Ran and Wan
2. Kaplan et al.
3. Wanget al.

4. Aagerup et al.



a3 iin sladaiS g Lol bgi o g Laolus o «Focul jgla> o,
2 Shbslan glid )i Slaojem L 9y goj9> O 5 5 Ol St
dy 9y S g 0 el (- Scae 45 Lol 5 Cands b LLS)|
oS o (Yoo M) \‘aLe‘J)ﬁ_é Loz 5l cwl oo o s 0, S 0y >
O (soxplin jogdle a5 Sl 03,5 o )Lil i85 5 o l8 Zy e
OB A 0l 65 (i g S sy g iy L ada
595 S )l (3aeed (5,500 pealie wwl 0ad Cuzo o]
ISl oo o Ay S PS5 (Sl solen (> 90 S
W glacenSs LS o (Y1) ' Sln ez as oil anils s>
Sl 9g2g any oy sl algi e ST Sy, 5 et S S0
S ot Py s (Fd9 Sy (=hgel B atlen el os, 5o Ll
by 2 9 95n (S5 P s slagll sy LS B s )l

(o) Ko) 0y
Iy oy Camad Lot sy gaslllas Conl 4 S (6, 0 £9—b90
ol g egiae Ghee il laasn (958l (gesliiul S e iz
Ao plblan ooy o8, oy 4z o (Gilwdnd g s b9a gl
3oy gosliil as azgi Ly ol (gt Ly gy LUl j5-tate
ezl &b o basls) g (egiman (hgp o (e il Sbegil
099 dsfllas ¢ Fu S B man dy oo 5l gmased Fely pols (gl
g5 ) Sl et Pl e ile sy e LS| ol Ga Lise

L ouiiS B ae Jolay ail il an jsa b o ya > ol (VY

1. Furnham
2. Haig

3. Linand Wu
4. Jeong et al.



VPV linn F 8,lad o3 0590 e 2 Lo ko doliliad m v

Ll g )laSly (ol Jludy an oy L) s az po ol 4l
ool | i 4z osliiwl g rBlo 4 00 S S pan L o
ALl 5 e e oo ol L bl e s assT asile) aneiisn
by Gayb ooy ghmazd gl s, ol co vl d(aul ool
@bl 5 oy Comatd s Saalr () nlpln 050 il Lini

Of a5 C’,‘Lbu_m L)).g g0 ..\_>‘5_»L;n as ..\_3).3 )‘

L"A” asuis )‘ —

Sl ot adge B sla)lid) i ui o Luvasr Eoul (55900 358 Wi
Ly 5 Unply o5 5 0525 48,5 145 3 a5, b iy
5 a3l st Ly i gpmaded S iilo p dn o Sl (- Sen

Dgs ble y2d
g ot 00l gy Slalllae S5 3,5 1y (sbicudl; o gy ol 52
€ oSy St i oMasl s Coased 4 oL 33l i 1S

6L®9§J‘ )‘ ool l_’ M‘y‘_s_n as Gof.bl_a.o L)‘?_"’ L5l ool JJ)JU

P, K S bospceand Jeo Lagsl , oo 5 —wliidly,
Ol o S ols )l ge S A Az g Lol 8wl szl
(oiz) ol ol oais oolo )1, 8 Lo caS 3l ca i ol (imdgs
N P B NS R P S I U
SUCREORIPEL-JONER o5 VPR [T (PR SR AL X
L ooy Comased (092 0 L 0a 3 jaiz) (g 0 b g5 ol
iz slaoe )3 o 03 dn Elus p Smatd ( SigSe
s e 0ol ol «Suasd Ay 5wy iy W Cpasd

45955 g 4 Sidgi (rol 10 0 p Caatd S AS pgghe 5o

1. ChatGPT

2. Brand Personality Quality (BPQ)
3. Juran and De Feo

4. Cambridge University Press



W i i s

u.dl_: i §O w.ms)_: u_:‘ s ‘d‘).:l_u ‘QHL;A ool C_,..;l; «LSH'MMJ
gob I ol o Lol sl oS 0 Coased CudS slacunsg

0,5 29 4y

GRSt -
S ooy sleJaswasazg Lcanlbin plw g bols «oYlie aslllas
Fb wsp cazd sl Shg s p Cemasd sla(ad) 4555 Jo>
Sle Sy gu—ard glacd i a S ol oaalin wila s S
ST o wades 5l - el oa s assloy Lol as A4S Su—akd

S8 A 999 Cgz W Comatd Gl (hS Candy S plgie
g os grhae el jo Aeghy

) A . . @
Cmdio Comateds Glada g8 g Lo Sy —wliiily, ;0 45 a5 \Lon
5o ‘(Y YA ‘YU}‘_“"‘) W P d_:).u g_Jﬁ_Ua.a Lch;‘rf).,j u‘j_..cé_’
Al Cain 00 iy yo5 glad 68 5l (6 )l §od 0 Canazeds 039>
oolax l‘ Ca .:'A J._E).g L"A“ asuls C)“d /3‘ )‘ )_u ‘Ia.u)_n LSLQL)"‘Q9)—’ )O 9
Alwd Sl l_bﬂ‘u_ets )‘ ‘5_'>)J )_u .A_U.’ 6L®9§J|u_e‘5 3 sl 00
)O (Y’ -\ svuj_w)ﬁjd);n f\l’\f “CS?Q EY’ A ‘VL;_!:_J)_é

1. Positive brand personality
2. Stone
3. Freling



VPV linn F 8,lad o3 0590 e 2 Lo ko doliliad m v

Sl 00 r:L?o‘ J_;ﬁ w_.a.’z.u LgLQd._’; 9 QL:U‘ S99y as @L@MBI’
oad |yl Ctte Smatd Sy samated (4555) el ol oo
SlagSlS ) aslo e coin guasd ladasss ol 5l Sy cul
6 CIlol LYY T S g 3l —gee VAV (ST cowoo

FARRS JPut FCOVSURNIS BT FRPURR. JC SIS JAPE VN SRR
a .\_a).: w_.a.‘z.m LgL‘bJ"\—A )‘ QF>J" ).b e A ..\_U_; L”A" asels = 05){9

Sl 00l aB10 5 i W Canads 6&;% s

7 i' w’ﬁ . ” > N _Y_Y
asaz>g L (Vo VA cygial) col oo cay pof gllasls sla 554
o2 58 003 5 skt LS eSS g kS
0y A owlidily, jo Coateld 4 dlwliibcuwl oLSS g5 opl ax S

ng\_)).’ . . Lo 4_, [ﬁ—m a " IS t_rlj R “ PR o)‘s A_)).’ . . S

\l . N & . S ow
°}3—> )oj(wa ‘ 09“\'_’)"56"’9—“’) QH‘FM oL [T )5_|04_$
D525 Ay Comaateds § —ile Slaogi g Ll i Sy Caaded

Haji

. Mark and Pearson

. Eivazinezhad et al.

. D'Astous and Levesque

. Davies et al.

. Negative brand personality
. Sweeney and Brandon

NouhwWwN R



VO [ %y et oS

3 @bk lamedn 0y gumazd e Gla S aS S ol
9 ‘59—“‘;‘ C 5“ A53 Ulf b\ cd)_.a.c Lgd._:‘..\...c“.’ 9 AJIJJ.L:_»A.A Slwlas]
03ld Coid WS d 0a S B pan B, b 5l a S Slvgas | slacgame

(O S e 45 Cel (g i Slsles] goasms Ol g 05 oo
el 555l 5 |

LMD o a5 0 o ol 6yt dmg e LoD 4 Sl
S g0 Sald Fa 80 (6, premal )0 Azl 0 g ,oaes ol Cie
oy et o Jae o s (Fre e 4 ) S 5 L Jlslal)
O agt—ine 3 o Jlie glym ol sais aiBly o ke slacuazd
Ay (e Caased 4n ((VAAY) L ST 0 Camasd Joe a Joe
P e Sl glacas Lo eyt (2 8 95y =l b el oais
el e Lap)l sl o5l ouis 00l 0 Comadeds slo oo
i 85 Sgmasl (1 - B LS 5 (wgd) pm o 9 Somaid
O gy et g olgBay Oy e (T 0+ 4 L San 5 559 5)
5 i) iz 0y Comded (Vo )+ o)L g DLLS) JLSa Liblona
09 sisilaie o 0 JnS i3 latasa (V1) TS
(TN (o) eloinl gt

fm 09 W —V-Y
GSL?'}@ SlodS 5l cmazd slasunaiwe o Lo iS5l 5l i
5 ora=) )b oz assl mol, LS g )l e a S 0,5 e S

1. Ahluwalia et al.

2. Geuens et al.

3. Sung and Park

4. Brand with no personality



VPV linn F 8,lad o3 0590 e 2 Lo ko doliliad m 4

. . T )
=l ol o ryeiS S ol Blas solew (Yoo b e o LSen
oéuz.’l_w‘b)},o u‘)_fab &.A.&_Aw Syg—0 4O usl_as C’,“)_: PO —o 4_:L..ALC 9
Camazeds 5,8 ol el Slac oy ol o0 LS as ccwlazs § )18
e 5 13, L18) Sl €t (ygim 5,8 b U €0 las —ols
L «amaseds (g0 Pl ol jloolaiul )b sy jo adl (Y14
‘) g'.n)‘ é)_‘):\_fd_.s‘ra Ol_‘>u‘ ‘) M‘b).: U_" yﬁ_o.xn <<&:’¢E¢_A4?‘Li}krz>>
Sl asd e cblo ol jedaie Lowsl o (g 08 i cle
(s S glyls i e a4 B A S cul 6ol )8l gy yas
0yl Loyl caaseds 5 ol cils p 500 5 aii s Gl
Ao ol a s (Y0 ) Ll Sen 50, (V) () ,L S 5 5,L01)
ol aaass o ol Ko s jla S ol 8la S wauw,
toS Olawlus! glyls tousS S aiva Lo Shg ol slylo digi oo
98009 034 maie 5 Gl (LI 1M aglasls 5 (S, pas

LY L)

Sl cwloa s 7y dae  wliiilyy g0 a5 €l ad g0 0, pgpde
D58 S8 aallas 8,50 lgl g jmd Ay Sz (G055 )0 oolatul
5SS Olgmieds € B 0 Ly €ia_asd (a0 a0, Sle 4

Db zylae Wlgh ge 3y Catd S8 lacunsg

T s gy sy —Y-F
0,8 So lym ol 8l a s cadd i 4 (V2 V) o LS 50,1
Lzl 099 (Gwd g0 ‘) uaL?:.w‘ 9 J..:‘A..?L)f “9—“&;" J.‘»L%

Sl o9 Copmadeds )limn g az o alosls 8 ol j Camasin 4

1. Pervin et al.
2. Fayard et al.
3. Weak brand personality



W[ = st oo s

Sys—e 0dbsly Giogiy ;o owlilily; 055> 0 ale Djpoaya S
Iy ol 90,5 oolail pagin ol 5l les oo .l 4283 ), 8 a4 slllas
Ol an ol Jl 8 () g aalllan 8 )90 0 Cumatd 059> 4 99,9 1
el Shg sl (Jlie gl ym ooy cl pSew 4 S D50
Sl oS B a0 48 (atd Gl (g 0Bl Conneo 5 o 1>
A Cpmadeds A S B as o J)le 4y o il Oglate coul BB by
099 ($95 0 Sl (fSee w398 H9—ate Slj L 05 e L )
o2 (L p L) €0l Caazeid gl 8,k 5l g o ils «Casd
8 das g i e 9y sl (6l oliee A Syl ey wils
0AiS B pmae 30 5l o Comazds Sl S 4z ST L) joail
AT B pan 45 Sasid Gl (350 5 e dn (Hg aBl ce
o=l ol e b Cuaded 0 e i e e Sl JSB 0y (6l
d aSh S Comamd (05 (e Slise 4 Coasd (35 s
Sp g Blgyd el 05 (e 4z e b (g Sematd (09 Soe sl

Sl Cule Canazeds glils (S paS Ojg0a

"W Camaseds S -Y-0
P Lo il o wditiid Comazed gl a5 4565 (Lon oo
TS ol (Sl ool (¥ -+ A o iSig) ol s 25 B
) Comazd Pt lez o Sin0l) ololbw (2,58 )= plsean
DS (VWY LS el Sy, mezel) S o iy p15 4565 ]

1. Brand personality disorder
2. Wakefield
3. American Psychiatric Association (APA)



VPV linn F 8,lad o3 0590 e 2 Lo ko doliliad m VA

Ol 4 a5 Sl JLdy 5 (950 (a2 3l Hlanl (68l SO lvazds
Sglite o9, o ,Ltanl 5,8 5l gl Ko )d 04l L e B
S 5 sl L sl ss o sl 533 bilbassl 5 513 soul
u_:).!u 9 L%J)LA_‘>‘ u_>‘ M‘ o\))j tH)M ‘) GA-A—AW Lgl_bJ)LJ‘

el odel x| o Loyl a5
G 515 3y S oS in 5 golaiel ) | adgil b Camased ML
e aslalyzo 1) oS08 slae SOl (Ldiw 45 (glaisSan o500 4
3 ez 3l =518 oS S T adg Sl Camased P (oS
65 S) T ULl Sl Comaseds LS (85,8 oy (sl aBse
S0y badlyy wols ol 60,8 o g sleix] lads ) 51,8
oSN S T elam o coasen Pl (s, os o gole i
ol s o) Ss8 Gy LB g 8,5 oayoli 5,515

FYRS . e & - = N

P S 08 e by 0 LS = 3l 12 6N ) s e
el 5 il (& rimtd 5 S5 oS S tules Coases
3 =318 6 S S) VA"&" 5093 Cuazeds il a5 0, S

1. Paranoid personality disorder
2. Schizoid personality disorder

3. Schizotypal personality disorder
4. Antisocial personality disorder
5. Borderline personality disorder
6. Histrionic personality disorder
7. Narcissistic personality disorder



U (Jamod poe g 1ot a5l (S 395 (2S5
szl 6 losg5 5l 518 oo S K)o S99 St
(O =0 e o)l am sl i Coilus 5 Saiwsl s
48 e e an 5L 5l ST 69 SIS0 Tatly Cpass s
s 9 Ol dm G (09— O ahae L8, 4 e
5 S T g b gy St Pl oy B oo ol
5 mated S (ol T eSS 950 )3 (83 (65 )0 ) 518
- Sl Ceasid Pl (g pin Bl pae g3,8 o J 1S
2 e Caglin g ite sLa i 55 51 513 5SS T Jniia
Copmaieds P (LS 5 clin 5, Shas (ol Laceulss o
e maied slocdl L cogp air L g3 3929) TaiannS Cugo
9 S 9olaw) 0, o s o 1y 0,8 L8, S S S e jpboay 4 S
VY s

Somatild Wi p Sl (g 45 Sl sliiel (ol o (V- A) el 68
WS S d ol GlsS e et Semo Sy Ladal) g in
Slivo jlLaulisily, 0,8 Cumo 53 aip (Slgy lom 9 B
f szl OS] 5l Lo yloyo gy g 0 iiS o Coeo Coaselds
SIS 9l oo 5 ooy LT 4 095 o0 2 yae 488 (0 al
fail chwased SYM

99 Comasds (g, Sl bl o aiS i Esle an azgi
T )0 WS p Cematd SlS asl gl (uliidly) )0 Ceasd

1. Avoidant personality disorder

2. Dependent personality disorder

3. Obsessive-compulsive personality disorder
4. Passive-aggressive personality disorder

5. Dissociative personality disorder

6. Sadock et al.



VFoY b F 8)los i 0598 e 2 L0 yoko dolibiad N A

s LS 5 L aslas ol an 0g,9 6l o calize e Cursg

. . S J:l l‘ . S ujd—’ J—Sﬁ ‘ &"' /’J_:J.f K ” /";bi;f pns

Ay

o3 (b by -
9 9y Camatid fodge Ay BTy Gl daz g Dglile oSS 4y axgi L
03— ) Sz mealde ogi 5 oloml gl (et (il Sus
oolaiwl gy 5l ol ( wliiily, pualan 5l eolaiwl L oy Comaseds
kS Slatan s 0,5 silwpshe Olss O Gk 5l a8 35
F3-290 OS5 oo )8 sl 3j90 g (il o 4S5 9 Cpatd
oo azgi Lagl g ;0eS iy lo)si 5 Loiegiy po a5 ol
0 ySagy e dmy dz g Ly aloa i (gl pspho (453515 5 Cl
ey Ll sl ol (S sasdlhe SO gt o ksleparae
ol e Sl allas 050 45 (o550 Ly )T Bl (RS (ioy
LBl s aalllas 3550 055> 5 9S50 Lo 0290 Lo by, S
SSegy Lo Ghoy Lo a8 o | Loty alys e Stgsy waialy
sytaie dnaS (o tagh (e, (VA S Sl aes anwgi | guma
Ay Cumated S il glacdl> 5 Lacaaog aog 5 iy y25
Jrelos g, ol T gemine el g el 48,5 1,8 olisals 0
LagSdl gl ol (e (oS Jins 9, S (lgiedns (geiae
S5 5 slm) Sl S sLmonls gly il ey o (Lo ygaiaa)

1. Flick

2. Thematic Analysis
3. Theme

4. Braun et al.
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