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A New Journey 
Begins
Today we are here to introduce, 
or more like re-introduce one 
of the largest corporations of 
Malaysia who has championed 
the pandemic like champions 
should.
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“Everyone has 
a plan, until they 
get punched in 
the face.”
Mike Tyson

“Every new 
beginning comes 
from some other 
beginning’s end.”
Seneca

“The one thing you 
learn is when you 
can step out of your 
comfort zone and 
be uncomfortable, 
you see what you’re 
made of and who 
you are.”
Sue Bird
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A case of reverse 
engineering

by Raihan Hadi

We’ve come a long way as a 
species living on this beautiful 
rock floating through space, 
yet somehow we can witness 
some of us actually walking 
backwards.

I don’t mean literally of 
course, but would you say 

with the recent fiasco over the 
correlation between the name of 
a whiskey brand with that of the 
daughter of Prophet Muhammad 
(PBUH) is actually an example 
of embracing anything related to 
the advancement of our species?

Yes, it is very advanced 
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indeed in the first place to 
shorten the name of a person, 
that is otherwise strictly frowned 
upon in the religion of Islam. 
Yet we’ve shortened the name of 
none other than His Holinesses 
own daughter. Advanced indeed.

And mind you, it is only 
followers of the religion who 
can don a beard and no one 
else should even be growing 
one, hence the British officer on 
the face of the bottle must have 
switched faith in order to keep a 
beard, right?

Okay, enough leg pulling. 
Let’s come back to the real deal.

The makers have agreed to 
change their brand name even 
though it means something else 
entirely, and I wanted to take 

this opportunity to point out 
something that must have been 
written in the stars, aligned to be 
unveiled on this very day.

Just check out the image and 
tell me if I was lying about the 
anagram that was right there 
in front of us. We couldn’t do 
anything about the bearded man, 
but we have a birth certificate 
from sources with proof against 
any religious objections that may 
arise.

We won’t charge for 
copyrights, well not yet.
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Why Meta 
Matters: 
the impending 
Meta-Morphosis 
of Marketing

Zuckerberg started talking about 
it publicly earlier this year.

The concept originates 
from Snow Crash, a dystopian 
novel from the 1990s in which 
people flee the crumbling real 
world to be fully immersed in a 
virtual one. 

While he acknowledges that 
the origins of the word are not 
necessarily positive,  Zuckerberg 
claims the metaverse is a utopian 
idea that will unlock an entirely 
new economy of virtual goods 
and services.

He envisages people working, 
playing, dating, and just plain 
hanging out in a virtual world, 
spending trillions in the process. 

Think of the metaverse as an 
array of interconnected digital 
spaces, sometimes experienced 
in Virtual Reality, and possibly 
as well through social networks, 
and also potentially having 
real-time reference points to 

Some call it a diversionary 
tactic, when under heavy 
criticism from Congress and fire 
from whistleblowers. Others 
consider it a masterstroke. 
And many are, well, just plain 
confused.

What should we make of 
Facebook’s announcement of 
a Group company, known as 
Meta? What’s in a name change 
you may ask. Well, just as Google 
created a parent  company called 
Alphabet, Mark Zuckerberg 
has announced the formation 
of Meta, inspired by the Greek 
word for “beyond”. It is also 
supposed to cue the shift from 
a Facebook first company to a 
company that focuses on more, 
on the metaverse.

The metaverse is a loose name 
given to a world where people 
can interact as avatars. The 
metaverse as an idea isn’t new, 
but it became mainstream when  
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the physical world. The CEO of 
Facebook envisages it as a space 
where people could trade NFTs 
and crypto, because the lines 
between real and virtual will 
blur significantly, and there will 
be a need to hold on to “real” 
financial value. 

Facebook claims it has 
invested over USD 10 billion 
this year on the metaverse.
Zuckerberg, famous for social 
awkwardness, has always 
believed in building platforms. 
As he said in an interview with 
The Verge: “People think of us as 
a social media company, but the 
way we think about ourselves is 
that we’re a technology company 
that builds technology to help 
people connect with each other. 
We think that makes us different 
from the other companies 
because everyone else is trying 
to work on how people interact 
with technology, where as we 
build technologies so that people 
can interact with each other.”

This name change could 
be more significant than the 
famous dropping of the “the” in 
TheFacebook, captured in David 
Fincher’s The Social Network by 
an insouciant Justin Timberlake 
playing Sean Parker.  

Facebook’s ad revenues 

are definitely hit by Apple’s 
privacy push, and creating a new 
universe is one way around the 
walled gardens of privacy. 

What will Meta mean to 
marketers and agencies? Here are 
some pointers:
1. Meta will create an 

opportunity for brands  to 
go beyond the real world, 
and create experiences for 
their customers in a virtual/
semi-virtual world. Marketers 
should step up their technical 
and martech experiments, 
as well as their investments, 
to understand how they 
could stand out in this new 
frontier. Creative companies 
should look to have Chief 
Technology Officers on board, 
to maximize the potential. 

2. Experiences will matter more 
than ads. Consumers will be 
curious and exploratory, in 
the metaverse. Wowing them 
will be the key for brands to 
stay relevant.

3. New ad formats and 
opportunities will emerge. 
Facebook grew the world 
of marketing by creating 
many different ad formats. 
Advertisers flocked to use the  
platform’s multiple formats 
to drive awareness as well 
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financial ecosystem is highly 
likely.

5. Platforms change human 
behaviour. Tik Tok, the 
fastest growing platform 
amongst the young, is now 
causing physical tics and 
other medical conditions 
amongst teenagers. Social 
media has enabled the 
supply of dopamine or little 
hits of happiness to the 
brain, whenever we receive 
praise or likes. For sure 
immersive experiences like 
Meta will change the way 
humans behave and interact. 
Marketers will do well to 
understand these, and make 
their brands Meta-ready.

Pardon the bad pun, but Meta 
will meta-morphosize marketing. 

Are you ready, Player One?

Sandeep Joseph is the CEO and co-
founder of Ampersand Advisory, 
a strategic media and data-driven 
consultancy. The company’s mission 
is “business results now!” and it has 
won numerous local and international 
awards.  The views expressed here are 

the author’s own: you 
can debate with him at 
sandeep@ampersand-
advisory.com

as leads. As a consequence 
of the efforts of Facebook 
(and Google), today digital 
advertising is over 60% of all 
ad spends, and more than 
80% of all digital advertising 
goes to Facebook and Google. 
In the metaverse, Zuckerberg 
will not want to lose out on 
the revenues side.

4. Clearly, Zuckerberg aims 
to drive transactions and 
value in the metaverse. 
Brands will need to find 
ways to sell and provide 
value that consumers pay 
for. M-commerce will now 
stand for meta-commerce. 
Facebook has largely missed 
out on the e-commerce boom, 
despite having a payment 
system. Its idea for a currency 
was defeated by the fear 
of financial oversight. The 
metaverse creates another 
opportunity for the company 
to enter a financial payments 
world, and as the world’s 
creator, it will now have an 
edge. Legislators may try to 
limit its influence, but their 
task will now be harder. 
With banks now considering 
crypto seriously, the future 
of Meta as a space with its 
own payments and indeed 
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A New 
Journey 
Begins

By Raihan Hadi

Today we are here to introduce, 
or more like re-introduce one of the 
largest corporations of Malaysia 
who has championed the pandemic 
like champions should. 
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It has been around for over 
3 decades, incorporated in 1983 
and has more than 30 years of 
track record and experience in 
out-of-home (OOH) media. 

The group has been managing 
one of the busiest urban highway 
concessions - LDP Highway, 
since its inception in 2005. 

In 2016, through their joint 
venture with Big Tree, they also 
secured the outdoor advertising 
concession from MRT Corp for 
SBK Line. 

And in mid-2021, the group 
embarked on a transformation 
plan to reposition the company 
to become one of the clear and 
prominent leaders in the OOH 
industry through acquisition and 
strategic collaborations.

The entity I am talking about 
is none other than Seni Jaya Sdn 
Bhd (SJ), a subsidiary of Seni Jaya 
Corporation Berhad, and they 
are very proud to announce their 
latest journey of transformation 

starting this year through to 2024.
Besides repositioning 

themselves as the leading OOH 
solutions provider, SJ’s key 
objective for the next 3 years is to 
form an enlarged and enhanced 
portfolio with a much wider 
geographical reach, along with 
which they will be diversifying 
their assets vigorously.

In addition, SJ aims to 
continuously adapt to the 
ever-changing preferences of 
their consumers with more 
tech-driven and digital-centric 
products.

This year, SJ has started 
laying the foundation to begin 
Phase 1 of its transformation. 
This includes their major M&A, 
which begins with the purchase 
of 40% shares at Noisy Sherbert 
Sdn. Bhd., a company that 
owns the proprietary software 
called ENOMAD, and it has a 
partnership agreement with a 
prominent e-hailing company in 
the region.

But that’s not all, the all 
new SJ has completed some 
major collaborations, which 
strengthened their value 
propositions as a leading OOH 
solutions provider. 

These strategic partnerships 
have not only added tremendous 
value to SJ’s services, but also set 

The New Colours of Seni Jaya
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new higher standards at which 
OOH solutions providers operate 
here.

First in line in operational 
collaborations were Unilink 
Outdoor Group and Vision OOH. 
These strategic collaborations 
added synergies to SJ with 
immediate access to a much 
wider product portfolio and 
geographical coverage, which 
instantly repositioned their 
standing in the industry.  

Shortly afterwards, SJ further 
strengthened their portfolio with 
the collaboration with Andaman 
Media. And with that, they have 
successfully become the second-
largest OOH media advertising 
services provider in the country 
in terms of inventory size and 
media solution diversification.

These are just a sneak 
peek of the first phase of SJ’s 

transformation.
I’m gonna pop into a quick 

conversation with the man at 
the helm Jeff Cheah, CEO of the 
newly revamped SJ, to clarify a 
few things for you.

Tell us a bit about how SJ has 
made such a huge journey of 
transformation look so easy.

Well, we started from a strong 
foundation. With 3 decades plus 
of experience in the industry, the 
company has the network and 
know-how to scale and evolve 
the business. Another key factor 
is the addition of new blood 
who brought along fresh ideas 
and contacts that enabled the 
rebranding and transformation 
quest of SJ. 

What are the major value 
propositions of the rebranding 
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and collaborations happening 
throughout this transformation 
project?

Since May 2021, the new 
management has started 
introducing digital-centric 
products like ENOMAD, the 
pioneering programmatic 
digital out-of-home (pDOOH) 
technology, as well as enhancing 
product diversity through 
strategic collaborations. Hence, 
we decided to undertake an 
image rebranding exercise 

to present a rejuvenated SJ 
group, which better reflects our 
revamped media solutions. 

In September, we successfully 
positioned ourselves as the 
second-largest OOH advertising 
services provider in the country 
with an enlarged and more 
diversified portfolio. 

Particularly, the inclusion 
of digital-driven products will 
ensure the Group’s relevance in 
light of the changing landscape 
of the OOH industry.  

Jeff Cheah, Chief Executive Officer, Seni Jaya Sdn Bhd
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Can you please elaborate on the 
various collaborations SJ has 
undertaken and how they will 
help enrich your consumers’ 
experiences?

While we are all operating in 
the OOH media space, we each 
serve a somewhat different target 
audience due to the locations and 
nature of our respective assets. 

With enhanced geographical 
coverage and diversity, we will 
be able to create complementary 
and all-round solutions for our 
customers and make their ad 

360 media solutions by Seni Jaya

campaigns more impactful. 

Kindly give our readers an 
exact idea of how SJ is the 
second-largest OOH provider in 
Malaysia.

We are the second largest in 
the country in terms of inventory 
size and media solution 
diversification. 

The strategic collaborations 
with the new partners have 
boosted our total billboard panels 
to over 600 with coverage across 
Peninsular Malaysia as well as 
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more than 20,000 street furniture 
panels in the Klang Valley. 

Additionally, we also 
command 200 mobile LED 
screens that are being installed at 
the moment and various media 
formats at Gateway@KLIA2. Our 
products range from the smallest 
of street buntings to the largest of 
spectacular gantries.

How superior is this pDOOH 
tech that SJ has acquired? 

pDOOH is essentially an 
automated buying, selling, and 
delivery process for DOOH ads. 
The difference between pDOOH 
and location-based DOOH 
is that the former is data and 
technology-driven ad targeting. 
While OOH is static, pDOOH 
allows ad buyers to, in real-

time, set specific parameters or 
triggers on when the ads are to 
be displayed. Such parameters 
include weather, time of day, and 
in cases like ours, geofencing, 
as e-hailing cars are constantly 
on the move. This media is ideal 
to deliver advertisers’ messages 
to areas that are unreachable 
by location-based billboards, 
ensuring the highest impact and 
value possible. 

Tell us a bit about the special 
features, customizability and 
affordability of this new service.

ENOMAD is the next 
generation of mobile, networked, 
and intelligent media advertising 
with an elegant appearance. 
They help media buyers reach 
multiple tiers of audiences in a 
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programmatic and personalized 
manner.

For example, a restaurateur 
in Bangsar who wishes to 
promote a lunch package can 
set parameters such as the time 
of day to somewhere between 
11.00am to 2.00pm and the 
location to a specific radius from 
the restaurant. 

When participating e-hailing 
cars enter the specified location 
during the set timeframe, it will 
trigger the car-top LED screens to 
display the restaurant’s ads.

Because of the customizability 
of ENOMAD, our ad space 
can be affordable. Even small 
businesses with limited ad 
budgets could advertise with us. 

Is there a way for clients to 
track when exactly their ads are 
airing?

Yes, our clients can check 
the historical performance 
report online. We include data 

such as the quantity of ad 
plays delivered, maps showing 
where each of the ad plays was 
delivered, time of ad plays, and 
other relevant info. 

It goes without saying that not 
just programmatic enthusiasts, 
but anyone involved with OOH 
in Malaysia will be eagerly 
looking forward to experiencing 
this transformation journey that 
Seni Jaya has started.

To know more about their 
transformation as well as their work 
just click here or scan the QR Code.

https://senijayacorp.com/
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CATEGORIES

TIME TO RECOGNISE 
MALAYSIA’S BEST 
MARKETERS!

BEST MARKETER IN B2B MARKETING
This category recognises the marketer who has 
transformed a space where marketing is usually 
considered as ‘boring’ to one that is creative and 

generates positive ROI.

BEST MARKETER IN SME MARKETING
Limited budgets and resources are not a deterrent 
for our marketer in this category. This category 
recognises the marketer who has grown their 

brand in the ever evolving SME landscape.

BEST MARKETER IN OMNI-CHANNEL 
MARKETING

This category recognises the marketer who 
understands all touch points and has effectively 
created a seamless Omni-channel marketing 

customer journey for his or her brand.

BEST MARKETER IN MILLENNIAL MARKETING
It is not easy to understand today’s Snapchat 

generation but the Marketer who will take home 
this award knows exactly what makes Millennials 

tick.

BEST MARKETER IN E-COMMERCE MARKETING
This category recognises the seasoned 

e-commerce marketer who has successfully 
generated profitable interest for their e-commerce 

brand in a borderless world.

BEST MARKETER IN TRAVEL & HOSPITALITY 
MARKETING

The travel industry today is more than a glossy 
ad in a magazine. This category recognises the 
marketer who understands the travel industry 
and has produced cutting edge, multi-platform 

campaigns to inspire today’s travellers. 

BEST MARKETER IN SUSTAINABLE BRAND 
MARKETING

This award pays tribute to the marketer who 
understands and demonstrates the role of brands 
in pursuit of the definition of a fair and sustainable 

future.

BEST MARKETER IN EDUCATION & TRAINING 
MARKETING

This category applauds the marketer who has 
raised the bar in today’s education and training 

industry with messages that inspire today’s 
learners to empower their careers with the right 

education and direction.

BEST MARKETER IN MEDIA & CONTENT 
PARTNERSHIP MARKETING

This category accolades the marketer who has 

utilized the powerful tools of media and content 
in their campaign executions through smart and 

valuable partnerships.

BEST MARKETER IN CUSTOMER EXPERIENCE 
MARKETING

The essence of good marketing lies in how 
you make your customer feel. This category 
recognises a marketer who understands this 
golden rule and has implemented the right 
strategies to give their customers the best 

experience.

BEST MARKETER IN EVENT & EXPERIENTIAL 
MARKETING

This category recognises a marketer who blends 
experiential marketing with campaign success. 

Including landmark events, memorable experiential 
campaigns with strong ROI results. 

BEST MARKETER IN RETAIL & PROMOTIONS 
MARKETING

This category recognises a marketer whose sound 
insight in the retail industry has led to the success 
of their retail brands while harnessing the power 

of online retail.

BEST MARKETER IN FESTIVE 
COMMUNICATIONS MARKETING

There is nothing that pulls the heartstrings like a 
Malaysian festive ad. This category recognises 
a marketer who has been able to make a lasting 
impact for their brand through their festive ad 

campaign.

BEST MARKETER IN DATA & TECHNOLOGY 
MARKETING

This category recognises a marketer who is 
driven by data and unafraid of exploring new 

technologies to power their campaigns.

BEST MARKETER IN LOYALTY & ENGAGEMENT 
MARKETING

Today’s consumers are able to choose between 
one brand from another in a heartbeat thanks to 
the rapid evolution of technology. This category 
recognises a marketer who is able to capture 

brand loyalty with today’s fickle consumer using 
path-breaking strategies.

BEST MARKETER IN INFLUENCER MARKETING
KOLs have quickly become an important, 

sometimes necessary platform for almost every 
marketing campaign. This category recognises 
the marketer who has creatively engaged with 
influencers in campaigns and leveraged their 

power to produce results.

BEST MARKETER IN SOCIAL MEDIA 
MARKETING

This category recognises the marketer who has 
been consistent in driving buzz-worthy campaigns 
on social media. While achieving results that defy 

the norm.

BEST MARKETER IN MOBILE MARKETING
Today’s consumers are able to choose between 
one brand from another in a heartbeat thanks to 
the rapid evolution of technology. This category 
recognises a marketer who is able to capture 

brand loyalty with today’s fickle consumer using 
path-breaking strategies.

MARKETING TRAILBLAZER AWARD
The award will be bestowed on the marketer 
who is never afraid to push the boundaries of 
innovation within their category. This award 

will go to the brave marketer who has made a 
difference with fresh thinking and breakthrough 

work.

Marketing Trailblazer – Telco
Marketing Trailblazer – Financial Services

Marketing Trailblazer – F&B
Marketing Trailblazer – Digital
Marketing Trailblazer – FMCG

Marketing Trailblazer – Media & Entertainment

RISING MARKETING STAR
(Free entry for this category)

The Rising Marketing Star is awarded to the 
most promising young marketer under 30 who is 
making waves in the local industry with ground-
breaking ideas, strong strategic skills and has a 

tenacious will to grow in this industry.

RISING MARKETING STAR – FINANCIAL 
SERVICES

Rising Marketing Star – Telco
Rising Marketing Star – F&B

Rising Marketing Star – Digital
Rising Marketing Star – FMCG

Rising Marketing Star – Media & Entertainment

MALAYSIAN CMO OF THE YEAR 2021
(No entries required)

There can only be one! This coveted award 
honors the marketer who checks all the boxes. 

The judges will be selecting the deserving winner 
for this award and will be looking for a leader who 
has pushed the boundaries and shown the way for 

new posssibilites. The true game-changer!
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Stunning revelations of 
corruption in Duopolyland are 
coming so fast it’s hard to keep 
up with them.

Unredacted documents were 
released late this week from a 
lawsuit against Google by state 
attorneys general from 15 states. 
The complaint gives startling 
evidence of monopolistic and 
anti-competitive behavior on 
Google’s part.

Google charges fees to 
publishers for serving ads 
that are “typically two to four 
times as much as the fees charged 
by rival digital advertising 
exchanges.” Why? Because they 
can.

Google & 
Facebook 
Rigged the 
Market

Google documents that say 
the company served 75% of all 
online ad impressions in the U.S. 
during the third quarter of 2018. 
(To give you an idea of the scope 
involved here, ballpark estimates 
put the number of online ads 
served at 1 million per second.

... One thing is clear. 
These documents 
are poison. If there’s 
any integrity left 
in government 
institutions these 
creeps should be 
hauled before...
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Google “has deployed strategies 
to ‘lock in’ publishers and 
advertisers and help the company’s 
ad-buying tools win more than 80% 
of auctions on its exchange...”

Small advertisers, with few 
options, are getting mightily 
screwed by Google. “Transacting 
on a separate system called Google 
Display Network, they pay fees 
ranging from 32% to 40% to 
Google.”

Perhaps the most damaging of 
all is evidence of market rigging 
between Google and Facebook. 
According to documents, Google 
and Facebook had a secret 
agreement in which Facebook 
was guaranteed a certain number 
of ad auction wins. This has 
something to do with Google 
trying to undermine ‘header 
bidding’ which is some adtech 
thing that is way above my pay 
grade but was a deep threat to 

Google’s monopoly.
There is a lot more to this. 

The documents just came out 
and it’s going to take some time 
for smart people to explain all 
the ramifications to dumbass 
blogweasels .

One thing is clear. These 
documents are poison. If there’s 
any integrity left in government 
institutions these creeps should 
be hauled before Congress, 
the FTC, the SEC, and every 
other 3-letter agency and then 
prosecuted for their crimes.

Bob Hoffman is author of 
"Advertising For Skeptics", 
"BadMen: How Advertising Went 

From A Minor 
Annoyance To A 
Major Menace" 
and several other 
books about 
advertising.
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