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Masahito Namiki is the author of “The Seven Principles Of Branding” (Nikkei Publishing). In
his career as a strategic consultant for PricewaterhouseCoopers, Globalpraxis, McKinsey &
Company, and Kurt Salmon, he has focused on corporate and business strategy, branding,
marketing, digital technology, innovation, and organization reform. He currently works for
Omnicom Group, leading the Japanese division of Interbrand, the world’ s largest branding
agency.

Namiki is an expert in the high-level integration of brands and business administration based
on KPI, brand experience through customer insight, and the maximization of brand effect to
achieve business strategies and create organizational growth. He holds a bachelor’ s degree in
business administration from Boston University and an MBA from HEC and UTDT.



