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Abstract

The study was aimed to investigate the marketing narrative role in relation to
women cultural psychology in transition markets in empowering women and
redefining their identity in the context of social and economic changes. The
research universe included all texts, scientific articles, books, and previous
research related to narrative marketing, cultural psychology, women's studies,
and transition markets. The sample was selected from written and digital
references that were directly related to narrative in marketing and its role
in representing women's identity and empowerment. The research method
was descriptive-analytical. To collect data, a systematic study and analysis
of scientific sources, including articles, books, and reputable databases, was
used. The results showed that narrative marketing could create deep emotional
bonds between the brand and the consumer through three main mechanisms
of transmission, identification, and authenticity. Also, in transition markets
context, this process was intertwined with cultural, economic, and gender
challenges; and it could lead to the representation of new roles for women as
active cultural and economic actors. From cultural psychology perspective,
authentic and culturally appropriate narratives could strengthen women's self-
efficacy, self-confidence, and entrepreneurial ambition and pave the way for
their individual and social empowerment. Also, the findings indicated that
the digital space and social media provided an effective platform for women's
direct participation in the creation of narratives and personal branding. Finally,
it could be reported that the success of narrative marketing in transitional
societies depends on cultural authenticity, gender sensitivity, and women's
active participation in the production of narratives.
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Extended abstract

Introduction: Narrative marketing has emerged as a key approach that attempts to create
ameaningful experience for the audience by utilizing the power of narratives. Today, many
businesses have realized that a lasting connection with consumers is not formed solely
through the transmission of rational data, but also requires emotional and cultural bonds.
Humans have long understood the world around them through narratives; stories have
carried values, norms, and collective experiences, and in this way have been transmitted to
subsequent generations. Research showed that the human mind processes and remembers
information better in the form of narrative than in the form of scattered data. Therefore,
narrative marketing is not only a commercial tool, but also a psychological and cultural
mechanism for giving meaning to the consumption experience. In contemporary societies,
brands rely on narratives that align with their audiences’ values and ideals to create deeper
emotional connections that lead to brand loyalty and consumer identification. However,
the importance of narrative marketing is doubly important in transition markets. These
markets are often engaged in rapid economic, social, and cultural change. As economies
move from traditional to market-oriented structures, women experience complex identity
transformations shaped by cultural, social, and economic transitions. In this context,
narration emerged as a powerful marketing and psychological tool that enables both
brands and consumers to construct meaning, emotional resonance, and social identity. The
research addresses a key gap in the literature, emphasizing how narrative marketing could
go beyond persuasion to function as a mechanism for women’s empowerment and cultural
redefinition. Therefore the present study was aimed to investigate the marketing narrative
role in relation to women cultural psychology in transition markets in empowering women
and redefining their identity in the context of social and economic changes.

Methods: The research universe included all texts, scientific articles, books, and
previous research related to narrative marketing, cultural psychology, women's studies,
and transition markets. The sample was selected from written and digital references
that were directly related to narrative in marketing and its role in representing women's
identity and empowerment. The research method was descriptive-analytical. To collect
data, a systematic study and analysis of scientific sources, including articles, books, and
reputable databases, was used.

Results: Findings indicated that narrative marketing fosters deep emotional engagement
by transporting consumers into brand stories, encouraging identification with protagonists,
and reinforcing authenticity. The results also showed that narrative marketing could
create deep emotional bonds between the brand and the consumer through three main
mechanisms of transmission, identification, and authenticity. Also, in transition markets
context, this process was intertwined with cultural, economic, and gender challenges; and
it could lead to the representation of new roles for women as active cultural and economic
actors. From cultural psychology perspective, authentic and culturally appropriate
narratives could strengthen women's self-efficacy, self-confidence, and entrepreneurial
ambition and pave the way for their individual and social empowerment. Also, the
findings revealed that the digital space and social media provided an effective platform
for women's direct participation in the creation of narratives and personal branding.
Finally, it could be reported that the success of narrative marketing in transitional societies
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depends on cultural authenticity, gender sensitivity, and women's active participation in
the production of narratives.

Conclusion:The analysis highlighted that marketing narrative, when aligned with cultural
authenticity and gender sensitivity, could serve as a transformative force promoting social
and economic empowerment for women. However, it also warned against risks such as the
commercialization of feminist narratives or the dominance of globalized cultural scripts
that may obscure local identities. To achieve significant impact, brands and policymakers
should encourage participatory storytelling that integrates women’s voices and contextual
realities. Ultimately, marketing narrative in transitional economies is not merely a
commercial strategy but a cultural-psychological mechanism for reconstructing women’s
happiness, identity, and agency within evolving social landscapes. Ultimately, the study
concluded that the success of marketing narrative in transitional societies depended on
cultural authenticity, gender sensitivity, and the active engagement of women in narrative
production.
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