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Story Wars

What it actually takes to be
remembered in a saturated market.
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What it actually takes to be
remembered in a saturated ma

FROM CAVE PAINTINGS
TO THE CINEMA.

The story has always been our most powerful
tool. It teaches, sells, and shapes belief.

But somewhere between the pitch deck and the social post, storytelling
lost its meaning. It became another marketing term. Another checkbox.
Another way to fill the noise.

This paper is not about telling more stories. It is about telling better
ones. Ones that people remember, repeat, and believe.

By Shaun Preece
Founder, TH3M.com
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tories do not sell things.
They make people care
enough to buy them.

THE WORD “STORYTELLING"
HAS BEEN OVERUSED TO THE
POINT OF EMPTINESS.

Every brand claims to tell stories. Few actually do.

Most brands confuse a slogan, a timeline, or a tone of voice for a story. A real
story has tension. It has something at stake, it creates movement, yet modern
marketing often removes all of that in the name of safety. The result is content
that looks perfect but feels hollow and campaigns that sound clever but mean
nothing.

In a world drowning in noise, stories have become decoration instead of
direction. To be remembered, a brand must be more than a narrator. It must
be a character in the culture it speaks to.



HAT STICKS

Every lasting story shares three elements:
truth, conflict, and consequence.

Truth gives the audience something to believe in. It anchors your brand to a
real emotion or human experience.

Conflict creates tension. It gives people a reason to pay attention. Without it,
your message has no pulse.

Consequence shows what changes because of your story. It closes the loop.
It gives meaning to every word that came before.

Most brands skip straight to consequence. They talk about success without
showing struggle, but struggle is what makes people care. It is what makes
your story human.When you show what your brand fights for, you invite your
audience to fight alongside you.

Truth makes you credible. Conflict makes you interesting.
Consequence makes you remembered.



LASH

Attention is no longer
earned. It is traded.

Your brand no longer competes only with
other brands. It competes with creators,
algorithms, memes, and moments.

In this environment, consistency is not enough. The same story told a hundred
times becomes wallpaper. You need rhythm, You need tension, You need a
point of view.

The brands that win are not the ones shouting the loudest. They are the ones
that understand culture well enough to whisper at the right moment.

You cannot buy that awareness. You must live in it.

At TH3M, we study where culture is moving next, then build stories that
belong there before anyone else does.



The best stories do not
create customers. They
create believers.

People do not follow logos.
They follow meaning.

A strong brand story is not about what you sell, but what you stand for.
When you understand that, everything changes - your message, your tone,
your confidence.

Belief gives your story weight. It turns communication into connection.

When your story becomes something people can see themselves in,
you stop chasing attention and start building loyalty.



THE FIELD

Stories do not need to be long to last. They
just need to be honest.

We have seen it across every industry. A luxury brand reclaiming its edge
by talking about imperfection. A fintech start-up cutting through jargon
by focusing on human behaviour. A blockchain project gaining traction by
showing purpose instead of protocol.

The pattern is always the same.
When brands stop trying to sound right and start trying to sound real, people

listen.

Storytelling is not about performance. It is about perspective. It is about
showing the world what you stand for in a way that no one else could.

Honesty is not a strategy. It is your only advantage.



ou for taking the time
read The Story Wars.

THE STORY WARS ARE NOT
FOUGHT WITH BUDGETS.
THEY ARE WON WITH BELIEF.

Every day, brands go to battle for attention. Most lose because they mistake
activity for impact.

The truth is simpler.
People do not need more stories. They need better ones.
Ones that make them feel something. Ones that say something. Ones that last.

If The Story Wars helped you see your brand story differently, let it be a
reminder that your narrative already exists. You just need to tell it with
conviction.

When you are ready to find that conviction, we would be glad to help.



Shaun Preece is the Founder of TH3M, a
creative studio helping visionary brands cut
through the noise.

He has spent two decades
building brands, companies,
and campaigns across luxury,
technology, and Web3.

His clients include The Royal
Mint, Bentley, Sony, and some of
the most forward-thinking digital
innovators in the world.

This series captures the
philosophy behind how TH3M
helps founders and creative
leaders turn complex ideas into
clarity, trust, and growth.



If you enjoyed reading The Founder's
Blind Spot, stay connected.
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