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The World in One City: Why Los Angeles Wil
Decide Whether Brands Win or Lose in 2026

Los Angeles is about to become the most important city in the world for marketers.
Over the next three years, the region will host a historic run of global events including
the 2026 World Cup, 2027 Super Bowl, and 2028 Olympics. Billions in brand invest-
ment will flow through the city, yet most marketers are preparing using outdated
assumptions about who Angelenos are, what they value, and how they expect to be
represented.

ThinkNow's new study, The World in One City, reveals a cultural landscape unlike any
other in the United States. This is not the Los Angeles of legacy stereotypes or na-
tional media shorthand. It is a region defined by layered identities, transnational
roots, and an everyday diversity that shapes not just how people live, but how they
expect brands to show up.

For marketers, the message is clear:

If you treat L.A. like any other market in 2026, you're going to waste millions.

Los Angeles Represents the
Future of the United States

More than half of Angelenos agree
that L.A. represents the future of
the country, and agreement jumps
even higher among younger resi-
dents, Asian Americans, and Black
Angelenos. This is not symbolic op-
timism. It's a recognition that Los
Angeles is already living in the de-
mographic, cultural, and linguistic
future the rest of the nation is
moving toward.

For brands, this means L.A. is not
just a media market.

It is a live test environment for the
next decade of American identity.

When campaigns succeed here,
they succeed because they under-
stand complexity: families speak-
ing multiple languages at home,
hybrid cultural identities, and
neighborhood-based microcultures
that influence everything from
food choices to creative aesthetics.
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Pride and Belonging Drive
Local Engagement

Seven in ten Angelenos say they are
proud to live in Los Angeles. That
civic pride translates directly into
how they engage with brands:
authenticity matters, representa-
tion matters, and local relevance
matters.

Consumers are not passive recipi-
ents of marketing. They expect
brands to participate in the city's
cultural fabric. They want messag-
ing shaped by real community
insight, not superficial symbols of
L.A. lifestyle.

Brands that activate civic pride see
faster traction.

Brands that ignore it get dismissed
instantly.

ldentity in L.A. Is
Multidimensional And
Marketers Are Still Working

With Single-Dimensional
Models

The data reveals that people
identify simultaneously as
Angeleno, Californian, American,
and citizen of the world. These
identities are not in conflict, they're
layered and dynamic.

This matters because most
segmentation frameworks still
force consumers into rigid buckets:
ethnic segment, geographic target,
age cohort. In L.A., those frame-
works fail.

ThinkNow's identity findings show
why:

Identify strongly
as Californian

Identify strongly et
as American

Identify strongly
as Angeleno or
global citizen

hese patterns shift by race, age,
and neighborhood in ways that dis-
rupt standard audience planning
models.

For a region about to be the center
of global attention, brands cannot
rely on legacy segmentation alone.
The city demands a new identity
model.
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Representation Isn't a
Nice-to-Have, It's a
Performance Driver

Only 37% of Angelenos say they
"often” or "always" feel accurately
represented in advertising portray-
ing L.A. That means nearly two out
of three residents feel brands often
miss the mark.

Yet representation is not merely
moral or symbolic. It is a commer-
cial differentiator:

¢« 67% say brand representation of
L.A.'s diversity is important

e Importance spikes among His-
panic and Black Angelenos

e Higher importance correlates
with higher projected event-year
spending

In a crowded 2026 media land-
scape, accurate portrayal of L.A.
becomes a competitive advantage.
Miss it, and brands blend into the
noise. Get it right, and your cam-
paign becomes culturally resonant
and measurable lift follows.

Diversity Is Not a Theme in
L.A. It Is the Operating
System

When asked what best captures
what L.A. represents, nearly 70%
chose everyday diversity. This out-
performed entertainment, street
style, innovation, nature, luxury,
and even community.

Marketers can't treat diversity as @
creative garnish in 2026.

It must be foundational to strate-
gy, production, casting, media, and
message.

And because Angelenos define
diversity expansively, across
language, culture, foodways,
aesthetics, and global influence,
generic multicultural approaches
will not work. Campaigns must be
co-created with cultural truth, not
retrofitted with it.
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Trendsetting Is Real,
Measurable, and
Market-Relevant

Two-thirds agree that L.A. sets
trends for the rest of the country,
and this belief is strongest among
groups who power online culture
and spending: Millennials, Asian
Americans, and Black Angelenos.

What they say L.A. leads in:

Entertainment [ 76%

Sports and
fandom

Fstion ond | 2%

streetwear

Emerging: tech/digital culture,
wellness, and sustainability

This is a blueprint for brand
iInvestment.

t tells marketers exactly where
_.A. has global export power and
where growth categories align with
cultural influence.

If you're launching new products,
entering new categories, or
shaping brand voice ahead of
2026-2028, these are the arenas
that matter.

A City at an Inflection Point
And Consumers See It

Half believe L.A. will be a better
place to live ten years from now,
with optimism concentrated
among Millennials and communi-
ties of color. This optimism fuels
engagement: people who believe
the city is improving are more
willing to support local brands,
attend events, and participate In
cultural moments.

That means campaigns tied to
progress, optimism, and
future-orientation will perform
better than those leaning on
nostalgia or traditional L.A. tropes.

So Why Should Marketers
Care?

Because Los Angeles Is the Ulti-
mate Stress Test for Brand Rele-
vance

Everything happening in L.A.
today, identity fluidity, cultural
hybridity, @demographic future,
global consciousness, event-driven
spending, will define U.S. consumer
behavior over the next decade.

If your brand can win in L.A., it can
win anywhere.

But the inverse is also true:

If your brand misreads L.A., you are
misreading the future American
consumer.
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How Marketers Should Use
This Data (Right Now)

1. Rewrite your 2026-2028 L.A.
playbook based on multidimen-
sional identity, not monolithic seg-
ments.

ThinkNow will be releasing new
identity frameworks to support

this.

2. Audit all L.A.-themed creative
for accuracy, cultural depth, and
representation.

The risk of being perceived as inau-
thentic is extremely high.

3. Prioritize hyperlocal activations
that tap into neighborhood pride
and community orientation.

4. Build campaigns around the
trend categories Angelenos say
they lead in: entertainment, food,
streetwear, fandom, diversity, and
digital culture.

5. Treat 2026 as a once-in-a-gener-
ation testing ground.
Insights gathered in L.A. during this
period will inform national strategy
for years.

This Is Only the Beginning

This hero article is the first install-
ment of ThinkNow's year-long
World in One City initiative. Across
2026, we'll release deeper dives on
identity, representation, neighbor-
hoods, Gen Z cultural patterns,
event-year spending behavior, and
more. future American consumer.

But the message today is urgent:

The brands that succeed in 2026
will be those who understand the
real Los Angeles not the version
they already think they know.

ThinkNow is here to help marketers
see the city clearly.

Email info@thinknow.com
for the full report

LOS ANGELES



