WHY
STORIES
STILL WIN.

The PMM skill AI cannot replicate
is the one that matters most.

Al raised the noise floor. Now the only thing that cuts through
is a story that is specific, true, and told by someone with standing.




BEFORE: The Old Bar AFTER: The New Reality

THE PROBLEM

Al didn't kill storytelling. It made mediocre storytelling worthless.

Passable content was scarce — it took time to produce

A competent first draft stood out against rushed copy

Positioning could be generic and still get read

Volume was the differentiator: more assets = more coverage

|
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Passable content is infinite — Al produces it in seconds

A competent first draft is now the floor, not the ceiling

Generic positioning disappears into the noise

Specificity is the differentiator: one true story > ten generic
ones



FIGURE 1

The Narrative Architecture: three layers, one arc.

INSIGHT

What is true about the world
right now

PROBLEM

What that means for a buyer like
this one

RESOLUTION

Why your product is the
inevitable answer

&= Al CAN:

Al can surface patterns
from data

&= Al CAN:

Al can match pain points
to segments

&= Al CAN:

Al can generate feature-
benefit mappings

4 PMM MUST:

PMM provides the interpretive
point of view — the 'so what'

'The buying committee now includes the CFO in 73%
of deals.’

4 PMM MUST:

PMM makes the problem feel
specific, personal, urgent

'Your CFO is being asked to justify every deal. Your
narrative isn't built for them.’

4 PMM MUST:

PMM makes the resolution feel
inevitable — not just logical

'Here's how three customers exactly like you
changed that conversation.’




FIGURE 2

The Story Quality Spectrum: Al owns the left. You must own the right.

themselves

Resonant

Named characters, real numbers .
Human territory

Specific

Relevant to this buyer type
Human territory

Contextualized

Correct but impersonal .
Al territory

Informed
Human territory

Any vendor could say this )
Al territory

Generic

Al territory

& Al produces this reliably Only humans own this -
'Our platform helps teams 'Enterprise teams lose 40% of 'Mid-market SaaS teams in 'Carta reduced their sales 'You're not buying software.
work faster.' time to coordination growth mode face a specific cycle from 47 to 19 days by You're deciding what kind of

overhead.' version of this.’ changing one conversation.' company you want to be.’



FIGURE 3

The Story Library: one core narrative, six asset families, three audience layers.

CORE NARRATIVE

The single true story — insight, problem, resolution

Positioning &
Narrative

Content & GEO Analyst Briefings
;N _________§ _________N _________N |

EXEC / ECONOMIC Positioning Sales Competitive Demo Content Analyst
BUYER & Narrative Enablement Battlecards Scripts & GEO Briefings

CHAMPION / Positioning Sales Competitive Demo Content Analyst
PRACTITIONER & Narrative Enablement Battlecards Scripts & GEO Briefings

Positioning Sales Competitive Demo Content Analyst
& Narrative Enablement Battlecards Scripts & GEO Briefings

TECHNICAL EVALUATOR




FIGURE 4

The Resonance Test: four questions that separate stories from summaries.

01

02

03

04

Is there a named protagonist?

Why: A named character creates empathy. A category
creates distance.

Is there a specific, verifiable number?

Why: Specific numbers force specificity everywhere else in
the story.

Does the resolution change the protagonist's
identity?

Why: The best stories are about becoming, not just doing.

Would only YOU tell this story?

Why: If a competitor could tell the same story, it isn't
yours.

FATLO
X 'Enterprise teams face
challenges..."

FROOLO
V' 'A RevOps leader at a Series B company
came to us with one problem..."

X 'Significantly reduced time-to-
value'

V' 'From 47 days to 19 days — we can show
you the data'

X 'They improved their process
efficiency'

V' 'They stopped being a team that reacted
and started being a team that predicted'

X Any vendor in your category
could have written this

V' This story is only true because of your
specific product, customer, and insight




THREE MOVES

How to move from content producer to narrative architect — in three deliberate decisions.

Move 01 Move 02 Move 03

Your Current Story for Specificity a Story Library Before You Need It ct the Narrative Layer from Al

Pull your last five major positioning deliverables. The PMMs who tell the best stories in a given Let Al draft the content. Let Al build the assets. Let
Apply the Resonance Test to each. Count how many quarter collected the raw material two quarters Al scale the distribution. But own the narrative
have named protagonists. Count how many have earlier. Build a living document of customer architecture yourself. The insight, the problem
specific numbers. Count how many could only have moments — specific, named, numbered. Not use framing, the resolution arc — these are not
come from your company. That count is your cases. Moments. The difference is the difference prompts. They are judgment. The PMMs who hand
current story quality score. between a case study and a story. this layer to Al will produce more content that says
less.

Action Item Action Item Action Item

Run the Resonance Test on your last launch Interview three customers this quarter with one Before your next major campaign, write the

narrative. Score it on all four criteria. Share the specific question: 'What was the moment you core narrative in 200 words without Al

score with your team before next sprint. knew this was working?' Document the answer assistance. Then use Al to scale it. Never reverse

verbatim. the order.



CHAPTER 5 - TAKEAWAYS

Al raised the noise floor. Passable content is now infinite. The only thing that cuts through is a story that is specific, true, and told by
someone with the standing to tell it.

The Narrative Architecture has three layers: Insight, Problem, Resolution. Al can assist at each layer — but the PMM owns the
interpretive judgment that makes the arc resonate.

The Story Quality Spectrum runs from Generic to Resonant. Al reliably produces the left side. Only humans own the right — Specific
and Resonant require named characters, real numbers, and conviction.

The Story Library turns one core narrative into six asset families across three buyer audiences. Build the core first. Scale with Al second.
Never reverse the order.

The three moves: Audit for specificity. Build the library before you need it. Protect the narrative layer from Al. The story is where the
depth pays off.
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