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Ask anything

RBI International Media - Brilliant Basics Bot 40

RBI International Media - Brilliant Basics Bot
By jdaykin@rbi.com &

Trying to answer your brilliant media basics and challenges.

Can you help What do RBI's How should | What are the

evaluate this Brilliant Basics assess agency RBI Media

media plan? say about reach? RFP responses? Brilliant Basics?
I
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Jerry Daykin
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