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Dr. Keith Dinnie, Head of Management & Marketing, University of Dundee School of Business,

Founder of Brand Horizons and author of the book “Nation Branding: Concepts, Issues, Practice
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Keith Dinnie is one of the world’s leading experts on place branding. He is the author of the first
textbook on nation branding — Nation Branding: Concepts, Issues, Practice, Second Edition (Routledge,
United Kingdom) and editor of City Branding: Theory and Cases (Palgrave Macmillan, United

Kingdom). His books have been translated into Japanese, Chinese, Korean, and Russian.

He is on the Editorial Board of the journal Place Branding and Public Diplomacy and is a founding
member of the International Place Branding Association (IPBA). His work has been published in
leading international journals such as International Marketing Review, European Journal of Marketing,
Tourism Management, and Marketing Theory. He has given keynote speeches at conferences in
countries including the United States, United Kingdom, South Korea, Italy, Russia, South Africa, The
Netherlands, Japan, Portugal and Greece. He is a member of the Dundee Brand Group and is a Non-

Executive Director on the Board of Visit Dundee Ltd.



