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The Measurement Gap Introducing the Measurement Operating System

Most advertisers don’t have a measurement problem. Four dimensions, one connected system
They have a decision-making problem.
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Q The system only works when all four are connected.

Final Takeaway R
Download the handbook:

The leaders are not necessarily the organisations with the most sophisticated tools. wfanet.org/MediaEffectiveness
They are the organisations that ensure measurement reaches the decision, every time.
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