
A PLACE THAT LIVES RENT 
FREE IN YOUR HEAD



They say you haven’t seen 
Bruce until you’ve seen 

Bruce In Europe



The energy is bigger. The crowds 
are younger. The whole thing feels 

louder, looser, more ecstatic.

It raises a weird question:
What compels a stadium of 
Parisians to scream ”I Was 

Born in the U.S.A."?



How do they identify so passionately with Greasy 
Lake, Highway 9, and the deindustrialized sprawl

between New Jersey and Nebraska? 
Places most of them have never been.



The hooks hit hard.
But also, something deeper. 



It has to do with Paracosms.



A Paracosm is a detailed 
imaginary world.

Vivid. Emotionally real. 
Internally consistent.

 We start building them as 
kids. We never really stop.

They help shape our identity. 
Form our values. Build our 
sense of where we belong.



Paracosms help explain 
why Harry Potter fans 

report feeling homesick 
for Hogwarts. Why 

Disney Adults exist.

Why Bruce fans across the 
world feel attached the 
boardwalks, diners, and 

dead-end towns of an 
American mythology they've 

never set foot in.



The artists with the widest appeal build the most vivid, local worlds.



Brands Can do it too. 



Corona's beach is not just a 
beach. It's escape from 

over-scheduled modernity.

Marlboro Country was not just 
the West. It was the last place 

a man answered to no one.

Chanel's Paris is not 
just Paris. It’s romance 

and desire. 

These are places in the mind more than places on a map.
They carry deep associations, meaning and values that don’t need to be explained.



And when a brand has a world 
like that, the place starts doing 
the heavy lifting. A whole chain 
of associations fires before a 

single claim is made.

The work gets easier.
Because once you know the world, 
you can ask: What belongs here? 

What doesn't?



If your brand lives in the 
frigid, snowcapped 

Rockies, it makes sense to 
imagine ice climbers 

delivering beer through a 
cooler portal.

That idea doesn't come 
from a standard brief.

It comes from a place. 
(A very cold place).



So maybe the right question 
isn't brand purpose. Or 

brand personality.

Maybe the right question is:
Where is your brand?
Who hangs around?

Why do people go there?
What does the light look like there?



Thinking of a brand as a 
place unlocks a visceral 

kind of strategic direction.

One that gives creative teams
 a world to explore, not just a 

message to communicate.



The power is in the 
particulars. 

Build the world vivid 
enough, and people 

won't just remember 
your brand.

It will live rent free in 
their heads.



Thank You. 


