





About This Report

Something new is appearing at the top of the org chart.

Since the beginning of 2024, a new leadership role has been opening up across some of the most
closely watched companies in the world. Not a rebrand of an existing function. A genuinely new one. It
goes by different names: Head of Storytelling, VP of Brand and Narrative Marketing, Head of Strategic
Positioning Narratives. But the underlying brief is the same: go build the story this company should be
telling, and make it stick across every team that touches the market.

This is not a creative hire. It is a structural one. And most brands are still figuring out what that means.

What does this role actually own? Where does it report? Who is the right person for it? What should it
cost? What does it take to succeed in it? The fact that these questions remain largely unanswered is
precisely what this report is for.

To find answers, we collected and studied twenty-five storytelling leadership job descriptions at Head of,
Director, VP, and Senior Director level, across twenty-three companies and twenty-one industries. We
read them side by side, looking for what connects them and what separates them. That gap is where the

real understanding lives.

What emerged was a clear picture of a role that is genuinely new, consequential, and still being
invented in real time. This report is our attempt to document where it stands today, and to make the
case for why storytelling may be the most important new function in the modern organisation.

Elliott Rayner
Fractional Head of Storytelling
productnarratives.com
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Introduction

Head of Storytelling roles are opening up.

In the last eighteen months, a new leadership title has been appearing across the org charts of some of
the most closely watched companies in the world. It goes by different names: Head of Storytelling, Head
of Strategic Positioning Narratives, VP of Brand and Narrative Marketing. The salary ranges from
$139,000 to $400,000. The seniority is consistently senior. And in most cases, the role did not exist

three years ago.

The companies hiring span industries with almost nothing else in common. Google. GitHub. Anthropic.
Nike. UnitedHealth Group. SharkNinja. Field Al. Formlabs. Miro. Vanta. Dental technology, mortgage
servicing, artificial intelligence, enterprise software, medical devices, financial services, government
tech, 3D printing, fusion energy, fithess, robotics, consumer products. What they share is not a sector or

a size. It is a problem.

Most of them can describe what their product does. Fewer can agree, across departments, on what

their product means.

That gap has always existed. What has changed is the cost of leaving it open.
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for customers to explain Dandy better than Dandy can. Miro puts Brand Marketing, Content, Social, PR,

and Influencer all under one narrative leader.

What all of them are actually hiring for is the ability to close the gap between strategy and

comprehension. And no existing role was closing it.

Why the existing org could not fix it

The CMO could not fix it, because fixing it required going upstream into product and sales territory. The
content team could not fix it, because they lacked the authority to override competing narratives from
other departments. The PR agency could not fix it, because they were managing external perception,
not internal alignment.

The Head of Storytelling exists because the problem is structural, not executional. You cannot solve a
fragmentation problem with better writing. You need someone with the authority, the cross-functional
access, and the strategic thinking to build one coherent narrative and make it stick across the
organisation.

That is why the roles in this report sit everywhere: inside the CRO's office, at executive level, inside
People, inside Marketing, inside Communications. Not because companies cannot agree on where
storytelling belongs. Because storytelling, done properly, belongs everywhere, and you need seniority
and access to make that true.

This report maps those roles, what they pay, where they sit, and what they are actually being asked to
do. It also includes spotlight analysis on five roles that illuminate the function from different angles, and
a case study from a real fractional engagement.
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Key Findings

01
Six reporting lines

Across twenty-five job descriptions, the role reports into six distinct functions: CRO, C-Suite/Founders,
Marketing, Communications, People, and the Office of the CRO. No industry standard has emerged.

02

Salaries from $139K to $400K

Salary data was disclosed for eighteen of the twenty-five roles. The range spans $139,600 to $400,000
USD. Every role that listed an experience requirement asked for 10 or more years.

03

Twenty-one industries, not one

Al, Saa$S, dental tech, mortgage, healthcare, visual workspace, compliance, fintech, developer tools,
sports, search advertising, construction tech, government tech, life sciences, agentic Al, 3D printing
hardware, fusion energy, women's health, cloud computing, consumer products, and robotics. This is no
longer a Silicon Valley trend.

04
Editorial judgment is the universal skill

Every job description, regardless of industry or reporting line, asked for the ability to know what good looks
like, set a bar, and hold it.

05

It is a structural role, not a creative one

In every case, the brief was cross-functional. Sales alignment, product storytelling, leadership credibility.
The Head of Storytelling exists to solve a fragmentation problem.
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FINDING 01

Where does the Head of Storytelling sit?

Same role. Same seniority. Six completely different homes. The reporting line is not a detail. It reveals

what each company thinks storytelling is actually for.

RESEARCH REPORT — MAY 2026

Where does the Head of Storytelling sit?

- C-Suite Direct Marketing Communications

OpenAl Dandy Rippling UnitedHealth Group Valon
Miro Chime
Vanta
GitHub
Google
. CRO C-Suite Direct Marketing . Communications . People
KEY INSIGHT

Where a company places this role reveals what it believes storytelling is actually for. Reporting into the
CRO signals that narrative is a revenue instrument. Sitting inside Communications means the brief is
reputation. Under Marketing, it is brand. Under the CEO or founders, it is market creation.

What is most striking is not any single position but the fact that no consensus has emerged. Six different
functions. All naming the same problem. All solving it in a different place. The absence of a standard home
is itself a finding: this role is still being discovered, and every company is working out where it belongs.
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KEY INSIGHT

The floor is $139K. The ceiling is $400K. Both are for the same function. Anthropic's Head of GTM
Narrative tops the dataset at $400,000. GitHub's range alone spans nearly $235K, which is not noise: it
reflects a company that has not yet agreed on what it is worth to have someone who defines how the world
understands your product.

Every role that listed an experience requirement asked for ten or more years. This is not a content
marketing hire. It is a strategic hire, priced and treated accordingly. The salary data confirms what the org
charts suggest: companies are not filling a gap in their content calendar. They are solving a structural
problem at senior level.
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FINDING 03

This is not a Silicon Valley trend

Twenty-one industries are now hiring for this function. From government tech to fusion energy, from
robotics to consumer products, the pattern is spreading fast.

Consumer + Sports

ASICS \

SharkNinja
N

Financial Services

Chime: \

Valon

Google
Hardware + Energy Pulley
Formlabs Kaizen
Ineria Smartcat
OpenAl
Amazon
Anthropic
INDUSTRIES Field Al

Healthcare + Life Sciences /
Dandy
UnitedHealth
Sophia Genetics
Maven

\ Enterprise SaaS
Rippling
Miro
Vanta
GitHub

KEY INSIGHT

The spread is the story. Al and deep tech lead the chart, which is expected. Less expected are consumer
products, robotics, government tech, life sciences, 3D printing hardware, and fusion energy. What they
share is that each is building something the market does not yet have language for. The Head of
Storytelling appears wherever complexity is highest and comprehension is most at risk.
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FINDING 04

The one skill that appeared everywhere

Across fifteen job descriptions with full text, one capability appeared in every brief without exception,
regardless of industry, seniority level, or reporting line: strategic thinking about narrative. But
underneath every brief, connecting them all, is a more precise idea.

Executive communication __— 12115
Cross-functional collab. _“_ 12115
Al tools + fluency 11115
Analytics + measurement _ 8/15
Edtora jucgment. ([ -
Brand voice + systems _—- 75

KEY INSIGHT

Most people assume a Head of Storytelling is a creative hire. Someone to generate ideas, write well, set
an editorial bar. The data tells a different story.

Look at the three blue bars: executive communication, cross-functional collaboration, team and people
leadership. Each appears in twelve of fifteen job descriptions. These are not creative skills. They are
alignment skills. The job is not to produce stories. The job is to align an entire organisation around one.

That shift in framing changes everything about how this role should be hired for, scoped, and evaluated.
Companies are not looking for a storyteller. They are looking for someone who can make the whole
company tell the same story, clearly, consistently, and at every level.
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