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GLOSSARY 

 

 

CMA means the Communications and Multimedia Act 1998. 

CMCF means the Communications and Multimedia CMCF of Malaysia. 

CC 2021  means the revamped version of the Content Code, a draft of which is 

set out in the attachment of this PC Paper. 

MCMC means the Malaysian Communications and Multimedia Commission. 

PC means this Public Consultation. 

PC Paper means this Public Consultation Paper. 

WG means the Working Groups involve in this revamp Content Code. 
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SECTION 1: INTRODUCTION 

 

Overview 

 

The Communications and Multimedia Content Forum of Malaysia (“CMCF”) on 24 

September 2021 had embarked on a Public Consultation (“PC”) on the revamping of the 

Malaysian Communications and Multimedia Content Code 2020, which is the second edition 

of the document.  

 

The PC was conducted to invite industry members, stakeholders and members of the public 

to review and provide their feedback on the proposed revisions made in the CC 2021 that 

would be relevant and necessary to promote vibrant growth of the communications and 

multimedia content industry while strengthening consumer protection in the same.  

 

The revamped Content Code introduced new definitions to adapt to significant 

technological advancements and societal changes. The revamped code also proposed to 

address several new content-related issues to provide holistic guidelines and best practices 

for the industry that are dynamic and future-proof. 

 

In consideration of the importance of this PC, the CMCF adopted the widest possible 

consultative approach in order to obtain maximum industry and public feedback. In that 

regard, the CMCF consulted widely and openly with all interested stakeholders during this 

PC, including: 

 

a) public feedback via the PC Paper made available on the CMCF website; 

b) virtual town hall sessions with industry players and members of the public – including 

institutes of higher learning; 

c) public dialogues with subject matter experts, captains of the industry, renowned 

influencers and other industry practitioners 

d) public service announcements (in English and Bahasa Malaysia) disseminated and 

broadcasted by all broadcasters on their respective platforms throughout the PC 
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period including radio, television and social media; 

e) SMS blasts; 

f) awareness content by influencers to reach out to the younger audiences; and 

g) media coverage through dissemination of press releases as well as featured 

interviews (print, broadcast and digital). 

 

The CMCF engaged Messrs. Christopher & Lee Ong as legal consultants to advise on the 

legal framework and implementation of the public consultation to ensure that the processes 

are in line with required standards for an effective consultation.  

 

At the end of the PC period on 17 December 2021, CMCF received a total of 1245 

submissions, whereby 4 submissions were received via the public consultation paper and 

1241 submissions from online survey. 

 

No. Submission Volume 

1. Public Consultation Paper 4 

2. Online Survey (SurveyMonkey) 1241 

 

Table 1: Submissions Received 
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Demography of Respondents 

 

i. Age: Majority of respondents were between the age of 26 to 40 years old. 

 

 

 

ii. State: The highest number of respondents are from Selangor and W.P. Kuala Lumpur. 

 

The CMCF now presents this PC report as the conclusion for the PC exercise. 
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Structure of the PC Report 

 

This PC Report is structured based on the PC Paper with twenty-one (21) questions along 

with summary of comments received. Following the summary is CMCF’s final views in 

response to the questions and comments given, outlined in the sections below: 

 

 

SECTION 2: DEFINITION AND INTERPRETATION 

SECTION 3: GENERAL GUIDELINES ON CONTENT 

SECTION 4: ADVERTISEMENT 

SECTION 5: SPECIFIC BROADCASTING GUIDELINES 

SECTION 6: SPECIFIC ONLINE GUIDELINES 

SECTION 7: COMPLAINTS HANDLING 

SECTION 8: ADDITIONAL MATTERS 

SECTION 9: WAY FORWARD 
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SECTION 2: DEFINITION AND INTERPRETATION 

2.1 New definitions 

Summary of submissions received 

 

 

A total of 95.46% of respondents agreed with CMCF’s introduction of new definitions to 

cater to the changes within the communications and multimedia content landscape. 

Most respondents felt that the introduction on these definitions is timely and necessary.  

However, a few definitions proposed received feedback for further consideration.  

Respondents suggested that the definition of ‘Influencers’ be revised as there are influencers 

who do not receive remuneration/benefits from advertisers and independently share posts 

based on their experiences of the products and services via their own social media channels 

on a personal basis. It is also suggested that the definition include terms like Key Opinion 

Leaders, or social influencers, or content creators to be included in the definition to cover 

 

Question 1: 

The new definitions introduced are appropriate and necessary to adapt to the changes in 

the communications and multimedia content industry. 

Details are in page 7 - 9, para 1.1 of the Public Consultation paper. 

Figure 1: Responses Received on New definitions 
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the whole ecosystem of influencers in the social media platform. 

There were also suggestions to expand the definition of ‘Online Marketplace’ and ‘Online 

Marketplace Operator’. Since the online marketplace is not necessarily restricted to websites, 

it has been suggested to be revised to include other platforms as to not limit it to websites 

but also to include mobile applications.  

The definition of ‘Online Marketplace Operator’ has been suggested to be expanded to 

include individuals, groups, or companies that perform transactions or marketing on the 

online marketplace. 

Some of the respondents opined that the definition of ‘Public Service Announcement’ 

should include social media platforms. 

The definition of ‘Social Media’ has also been suggested to include the websites and 

applications that enable users to create and share ideas, thoughts, and information (either 

organic or paid content) or to build and participate in virtual networks and communities.  

There is also a suggestion to revise the definition of ‘Video-on-Demand’ to include any 

content distribution platform that gives viewers the ability to choose when, where, and how 

they view media, which include various platforms or system enablers such as applications, 

smart Televisions, Television boxes, etc. 

 

Discussion and Decision 

 

CMCF concurred on the need for the definitions to be expanded to ensure that they are 

future-proof and covers all aspects.  

 

It was thus agreed that the definitions of Influencer, Online Marketplace, Online Marketplace 

Operator, Public Service Announcement, and Social Media be revised. CMCF noted the 

proposal to revise the definition of ‘Video-on-Demand’, but believes the current definition 

suffices. 

 

It was also agreed for the definition of ‘Influencers’ to be revised to include ‘virtual 
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influencers’ and a new definition was agreed upon i.e. : - 

 

“Virtual Influencers refer to computer generated characters or avatars who have realistic 

characteristics, features and personalities of humans, and behave in a similar manner as 

influencers.” 

 

2.2 Definition of 'Child or Children' 

Summary of submissions received 

 

 

926 respondents (78.34%) agreed with the new definition of ‘Child or Children’. They 

believed that children aged 13 years and above are mature enough in making certain 

necessary decisions since the current generation of children are tech savvy and can easily 

 

Question 2: 

The definition of 'Child' under the Child Act 2001 is 'A person who is under the age of 

eighteen (18)'. 

 

The definition of 'Child' for use in the Content Code is 'A person below the age of  

thirteen (13)'. 

 

Do you agree that children 13 years and above are more capable of assessing  

content than those younger? 

Details are in page 7, para 1.1 of the Public Consultation paper. 

Figure 2: Responses Received on Definition of 'Child or Children' 
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access the internet. 

However, 21.66% of the respondents were of the opinion that the definition of ‘Child or 

Children’ should be consistent with Malaysian laws, which defines a ‘Child’ as a person under 

18 years old. Some respondents feel that although children aged 13 years and above are 

mature, these children require guidance as they may be easily influenced and exposed to 

harmful content.  

It was recognized that there is a difference between young children and 

teenagers/adolescents. It was suggested for there to be new categories on ‘Children’ and 

‘Young Children’ so that the content can be targeted to a specific age group. There were 

proposals to revise the definition of children as a person under the age of 15 or 16 years 

old. There were also proposals for the word ‘Child’ to be defined as a person under the age 

of 18 years old and ‘Young Children’ is defined as a person under the age of 13 years old. 

MCMC recommended for the definition to only be used for the purposes under the Content 

Code, where it is read together with the requirement for classifications and does not override 

definitions in other legislation. 

 

Discussion and Decision 

 

The CMCF noted on the concern raised pertaining to the definition of ‘Children’ for persons 

aged above 13 years old, and their capability of assessing content. 

 

The WG agreed that there is a need to differentiate between children and young children so 

that the content can be focused to the right audience. 

 

The CMCF conceded to the concerns raised and agreed to retain the definition of ‘Child or 

Children’ to be in line with legislation i.e.  as person under the age of 18 years old. A new 

definition is introduced i.e. :-  

 

“Young Children refers to a person or persons below the age of twelve   (12) years.” 

 



 
 

Page 15 of 45  

SECTION 3: GENERAL GUIDELINES ON CONTENT 

3.1 Nudity 

 

Summary of submissions received 

 

 

 

Approximately 72.29% agreed with the provision but were of the view that ‘excessive’ or 

‘explicit’, ‘art’, ‘fictional’ need to be defined before it could be implemented. Since the 

current wordings appear to be too broad, it is feared that it may be open to abuse or 

exploitation. For example, nudity in advertisements, fashion shows and fictional content 

being broadcasted in the name of art or education. 

 

Some respondents suggested that a warning be made available prior to the broadcast of 

the content and that the content should be classified as 18. 

 

 

Question 3: 

Nudity should be allowed for the purposes of education and art, as long as it is not 

excessive or explicit. 

Details are in page 10, para 2.1 of the Public Consultation paper. 

Figure 3: Responses Received on Nudity 
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There was a proposal that nudity should only allowed to be accessed only when it is 

specifically on sex education and it should be displayed in a respectable manner, for 

example, in diagrams. It was also recommended that nudity should be allowed only on 

subscription-based channels. 

 

MCMC has recommended that the provision to be reworded and tightened so that is does 

not deviate too much from the current expectation and standards set by the Film Censorship 

Board (LPF). 

 

Discussion and Decision 

 

The CMCF revisited the objective of this proposed revision, which is primarily meant to 

restrict the depictions of nudity only to non-sexual content based on art, information and/or 

sciences i.e. knowledge-based. It is also believed that since the availability of consumer 

safeguards such as the electronic programme guide (EPG), content classification, 

programme synopsis, parental lock, and disclaimers are already in place, the audience 

should be able to be make informed decisions regarding the content they (or those under 

their care) consume.  

 

It was also noted that as an industry code, the Content Code is drafted to be applicable to 

all code subjects, many of whom do not fall under the jurisdiction of the LPF or the Film 

Censorship Act 2002. Those who are covered under the Film Censorship Act’s jurisdiction 

will still be dealt with accordingly under that legislation and within the powers of the LPF. 

 

Nonetheless, noting the concerns raised by MCMC and public feedback, it was decided for 

the provision to be amended to reduce the risk of it being abused outside the intended 

application. Several illustrations have also been provided to act as a guide on the context in 

which such content is permissible. It should also be noted that such content will still be 

guided by the requirement of appropriate classifications. 

 

After conducting research and a benchmarking exercise, CMCF agreed to revise the 

provision i.e. :-  
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“Indecent Content   

  

2.1  Indecent Content is material which is offensive, morally improper and against current 

standards of accepted behaviour. The depiction of nudity is not allowed other than 

exceptions for non-sexual content nudity based on art, information and/or sciences.  Such 

depictions shall not be excessive or explicit in nature (i.e. not too prolonged, close up or 

gratuitous).   

 

Illustrations: 

a) In the context of art, Content such as travelogues with visuals of paintings and 

sculptures such as Greek statues, Renaissance paintings 

b) In the context of information, Content such as programs on sex education. 

c) In the context of sciences, Content such as programs on human biology.” 

 

3.2 Online gender-based violence 

 

 

 

 

 

 

 

 

 

 

Question 4: 

Prohibition against online abuse and content that incites or provokes any act of abuse 

and gender-based violence that results in, or is likely to result in, physical, sexual or 

psychological harm or suffering.  

Details are in page 10, para 2.2 of the Public Consultation paper. 

Please share any experience you may have on online gender-based violence. 
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Summary of submissions received 

 

 

 

 

Majority of the respondents (96.40%) were favourable of a provision addressing online 

abuse and gender-based violence. 

 

Some of the respondents suggested a broader heading for this section, such as "Physical 

and Psychosocial Violence" instead of merely "Gender-based Violence". It was also 

recommended that the prohibition should also include any content that may adversely 

impacts physical, mental and social well-being of people. Questions were raised on whether 

this provision will cover transgenders and non-binary groups. 

 

Discussion and Decision 

 

Upon review of the provisions in the Content Code, it was confirmed that existing provisions 

sufficiently covers physical and psychosocial violence as well as content that adversely 

impacts physical, mental and social well-being of people.  

 

It was confirmed that prohibitions against gender-based violence will also include 

prohibition against violence towards transgenders and non-binary groups.  

 

Figure 4: Responses Received on Online Gender-Based Violence 
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3.3 Persons with Disabilities (PWD) 

 

Summary of submissions received 

 

 

 

 

A number of 1170 respondents (98.65%) agreed that persons with disabilities should be able 

to enjoy content through accessible formats and technologies which are appropriate for 

them. 

 

It was suggested that service providers should provide reasonable accommodations in 

accessible formats and technologies appropriate for Persons with Disabilities (PWD) on a 

best effort basis. It was also highlighted that the formats and technologies need to take into 

account those with visual and the hearing impairment.  

 

It was recommended that service providers use the World Wide Web Consortium (W3C)’s 

Web Content Accessibility Guidelines (WCAG) as a reference. It was also suggested that 

 

Question 5: 

Service providers shall provide reasonable accommodations to deliver content in 

accessible formats and technologies appropriate for Persons with Disabilities (PWD). 

Details are in page 11, para 2.3 of the Public Consultation paper. 

Figure 5: Responses Received on Persons with Disabilities (PWD) 
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service providers should refer to Digi as an example in partnering with visually impaired 

Non-Governmental Organisations or Social Enterprise and coming up with a Playbook that 

serves as a guide for other businesses who have similar aspiration to improve accessibility 

to their respective digital platforms. 

 

MCMC recommended to add in the preamble that PWD will have a right to equal access to 

information and specify the need for sign language interpreters in news programmes. 

 

Discussion and Decision 

 

The CMCF concurred that the existing provision, which is to provide the accessible formats 

and technologies for the PWD is sufficient and is in line with current international standards. 

 

It was agreed for the provision in Part 2 Para 10.2 to be further enhanced in accordance with 

MCMC’s recommendation i.e :-  

 

“10.2 Code Subjects shall ensure that Persons with Disabilities has the right to equal access 

to information. Code Subjects shall endeavour to make reasonable accommodations to 

deliver any Content and information intended for the general public in accessible formats 

and technologies appropriate for Persons with Disabilities. This shall include providing 

accessible broadcast services in news programmes, for example, captions or signer “in 

screen” offering a sign language version of the audio.” 

 

SECTION 4: ADVERTISEMENT 

4.1 Scope of coverage 

 

 

Question 6: 

Advertisement guidelines should also be adhered by online marketplace operators and 

influencers. 

Details are in page 11, para 3(a) of the Public Consultation paper. 
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Summary of submissions received 

 

 

 

 

Majority of respondents (96.39%) agreed with this provision.  

 

The only issues highlighted were on the need to have proper guidelines to detail out the 

finer points of the provision and suggestions that awareness campaigns be done to ensure 

influencers are aware on this provision in the new Content Code. 

 

Discussion and Decision 

 

The CMCF will proceed with the proposed provision and in addition, an ancillary guideline 

will be drafted to support this provision to ensure effective implementation among 

advertisers, influencers and online marketplace operators.   

 

 

Figure 6: Responses Received on Scope of coverage 
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4.2 Third party advertisers 

 

Summary of submissions received 

 

 

 

The proposed provision was well received by the public with 1112 respondents (93.52%) 

agreeing on the initiative to encourage ethical advertising by influencers. It was also 

suggested that awareness activities be held to prepare influencers for this requirement. 

 

Some respondents raised concerns on influencers who make claims that they are sponsored 

but are actually not, in which the claim is merely to generate views with the aim of it leading 

to actual sponsorship. 

 

There were also questions raised as to whether audio forums like Clubhouse, or Twitter 

Spaces will be covered under this provision, in the event they are monetized in the future. 

 

Question 7: 

Third party advertisers, including influencers, should disclose when their reviews, 

endorsements or testimonials are made under a commercial arrangement. 

Details are in page 13 under "Influencer marketing" of the Public Consultation paper. 

Please share any experience you may have with third parties advertising products/services 

irresponsibly. 

Figure 7: Responses Received on Third Party Advertisers 
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MCMC suggested to include a provision on the need for CASPs to consider limiting or 

restricting influencers’ appearance on TV or radio if there are public complaints lodged on 

the influencers’ conduct or behaviour (specific threshold for complaints may be needed)  

 

Discussion and Decision 

 

On the issue of influencers falsely claiming sponsorship, it was agreed that this matter can 

be addressed by existing legislation. It can also be dealt with by the Complaints Bureau in 

the event that a complaint is lodged, as it may fall under the Content Code ambit of 

restrictions against false content.  

 

A new issue was raised in the discussion on the growth of ‘virtual influencers” (e.g., computer 

generated characters), which are being used more and more as a marketing tool and has 

the potential of misleading consumers. It was agreed that these ‘virtual influencers’ will also 

be covered under the Content Code, and will need to be disclosed if used in advertisements. 

 

For discussion, the regulations applied in the United States and India, were referred to. 

 

The United States Federal Trade Commission (FTC) has yet to specifically address the use of 

virtual influencers” but said companies using the characters for advertising should ensure 

that “any claims communicated about the product are truthful, not misleading and 

substantiated.” 

 

The Advertising Standards Council of India (ASCI)  has moved to regulate virtual influencers, 

where their guidelines state that virtual influencers (and the creators behind virtual 

influencers) must inform the consumers that they are not interacting with a real human 

being. 

 

The CMCF agreed to revise the provision in Part 3, Paragraph 6.1 i.e.:-  

 

“6.1  Advertisers, online publishers, broadcasters and owners of other electronic media shall 
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ensure that Advertisements including lead-in ads are designed and presented in such a way 

that it is clear that they are Advertisements. The use of Virtual Influencers in Advertisements 

must be disclosed to consumers to ensure that they are not misled into believing that they 

are interacting with a real human being.” 

 

With regards to MCMC’s suggestion on limiting or restricting influencers’ appearance on TV 

or radio if there are public complaints lodged on their conduct or behaviour, research was 

made on similar legislations/guidelines in other jurisdictions. It was confirmed that 

regulations for influencers  are focused on issues of claims, truthfulness and disclosure of 

advertisements, rather than the influencer’s personal conduct. 

 

The CMCF further believes that regulating the personal conduct of influencers will also result 

in a slippery slope whereby questions will arise on how we should address others in the 

content industry (e.g talent, celebrities, personalities etc) who breach laws, are arrested or 

charged etc. 

 

Rather than including this in the Content Code, it was agreed that advertisers may exercise 

their discretion in addressing this in their contracts with the influencers etc, according to 

their respective in-house policies, perhaps by way of a ‘morality clause’. 

 

It is also noted that there are countries that publish decisions related to complaints against 

influencers, which, as a form of deterrence, may be explored via the publication of 

Complaints Bureau orders. 
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4.3 Paid-for space in news  

 

Summary of submissions received 

 

 

 

 

A vast majority of respondents agreed with this provision with only 5.4% respondents 

disagreeing.  

 

There was a suggestion to include regulating political parties and government’s paid-for 

space in news. There was also a proposal to disclose the identity of the sponsor and not only 

just a disclosure that the post is paid for. The rationale is to address the problem of how 

 

Question 8: 

News programs must disclose a paid segment or advert clearly, to avoid misleading 

viewers into thinking that it is part of the news program. 

Details are in page 13 under "Paid-for space in news" & page 16, para 4.3 of the Public 

Consultation paper. 

Please share if you have ever encountered misleading or confusing advertisements in 

news. 

Please share any experience you may have with third parties advertising 

products/services irresponsibly. 

Figure 8: Responses Received on Paid-For Space in News 
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online news is now being used by dubious individuals to establish credibility. 

 

Discussion and Decision 

 

The CMCF agreed to retain the current provision as drafted as it is sufficiently clear and 

covers all possible issues i.e. any space in news that is paid for/sponsored must disclose that 

it is an advertisement/sponsored segment. Such disclosure must be clear and thus shall 

include disclosing the party who paid for/sponsored it.  

 

4.4 Public service announcements and corporate social responsibility by a Licensed 

Gambling or Betting Company 

 

 

Summary of submissions received 

 

 

Question 9: 

Gambling and betting companies are allowed to air public service announcements and 

corporate social responsibility campaigns as long as the messages are from their 

charitable arm and does not include any essence of the products or marketing elements 

such as the original tagline or logo. 

Details are in page 13 under "Advertisement by a Licensed Gambling or Betting 

Company" of the Public Consultation paper. 

Figure 9: Responses Received on Public Service Announcements and Corporate 

Social Responsibility by a Licensed Gambling or Betting Company 
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Overall, a number of 800 (66.72%) respondents agreed and 399 (33.28%) respondents 

disagreed on the introduction of this provision. 

 

Some of the respondents have suggested that this advertisement should only be applied to 

only legal companies and must only be allowed with approval. Others suggested that proper 

guidelines on the implementation need to be established. 

 

Discussion and Decision 

 

The CMCF agreed for  the provision to remain as it is, since it is already confined only to 

licensed companies and it also provides a thorough guideline, including restrictions 

governing implementation.  

 

4.5 Use of Religion in Advertisements 

 

Summary of submissions received 

 

Question 10: 

Religion should not be exploited or used to advertise products and/or services, subject 

to certain exceptions allowed by law such as ‘Halal’ certification and ‘Islamic’ banking. 

Details are in page 13 under "Use of Religion in Advertisements" of the Public 

Consultation paper. 

Please share if you have ever encountered advertisements that you feel was taking 

advantage of people’s faith or beliefs. 

Figure 10: Responses Received on Use of Religion in Advertisements 
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Majority of respondents (93.91%) agreed with the provision. 

 

There was a suggestion that the provision may need to be revised for clarity, by taking into 

account those who are in businesses related to religion (i.e., Qurban services or ziarah 

umrah). Respondents also proposed that the provision be rephrased to ‘Abuse of Religion’ 

instead of ‘Use of Religion’. 

 

Discussion and Decision 

 

The CMCF agreed that the provision should be rephrased and revised for clarity to consider 

those who are in businesses related to religion. The Department of Islamic Development 

Malaysia (JAKIM) was consulted in the redrafting of the said provision. 

 

The term ‘Use of Religion’ has been revised to ‘Abuse of Religion’ to remove ambiguity  

 

 

 

4.6 Use of children in advertisement and advertisements targeted to children 

 

Summary of submissions received 

 

 

Question 11: 

New provisions concerning the use of children in advertisement as well as advertisements 

targeted to children are necessary and appropriate to enhance the protection of 

children’s rights in content. 

Details are in page 14, para 3(f) of the Public Consultation paper. 

Please share if you have ever encountered advertisements that you feel was/is not 

suitable for children. 
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A total of 95.25% of respondents agreed that children should be protected not only in their 

being featured in advertisements but also on the advertisements targeted to them. The only 

written response received was to suggest extending the provision into how children are 

employed on film sets. 

 

Discussion and Decision 

 

Since the only feedback received related to employment issues which are not within the 

CMCF’s jurisdiction, the CMCF has decided to retain the provision as drafted. 

 

4.7 Products and services permissible for advertisement 

 

Summary of submissions received 

 

Question 12: 

All products and services that are legal to be sold is allowed to be advertised as long as 

they comply with the advertising standards set in the revamped Code and existing laws. 

Details are in page 15, para 3(h) of the Public Consultation paper. 

Figure 11: Responses Received on Use of Children in Advertisement and 

Advertisements Targeted to Children 
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A majority of 1126 respondents agreed with the revised provision. 

 

Some respondents proposed that advertisement scientifically known to harm health and 

anything that can potentially create social issues, even though they are legal should not be 

allowed. For example, advertisements for cigarette, vape, liquor and gambling/betting. The 

effect of these advertisements on children, should be properly considered. 

 

Respondents also raised issue on the status of products such as condom and undergarments 

which are not illegal to be sold but is under an 'unspoken rule' not to be advertised. Apart 

from that, concerns were raised about the conflict of jurisdictions between the LPF and the 

Content Forum. 

 

Discussion and Decision 

 

The CMCF confirmed that other existing laws should be referred to when it comes to 

unacceptable products and services. This provision would not allow any advertisements of 

any products or services that are restricted under other legislations or legal instruments.  

 

CMCF took note of the concerns raised with regards to legal products that may not be 

Figure 12: Responses Received on Products and Services Permissible for 

Advertisement 
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suitable for advertisement to the general public including children. It was agreed that the 

provision be revised to ensure that products and services that are legal to be sold is allowed 

to be advertised as long as it is not harmful to young children. A new paragraph was thus 

added to Part 3, paragraph 4.16 i.e. :- 

 

“(c) Advertisements shall consider the suitability of its products and services, Content, 

context and audience especially with regards to the protection of Young Children.” 

 

4.8 Intoxicating liquor advertisements 

 

 

 

 

 

 

Summary of submissions received 

 

 

Question 13: 

Intoxicating liquor advertisements are only allowed subject to strict restrictions (with clear 

provisions governing age, prohibition for non-Muslims, responsible drinking messages) 

and only over electronic mediums except from television and radio. 

Details are in page 15, para 3(i) of the Public Consultation paper. 
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925 respondents (77.02%) agreed with the provision, whilst another 276 respondents 

(22.98%) disagreed. 

 

A few respondents felt that since intoxicating liquor is to be allowed, advertisements for 

cigarettes should also be allowed. Some were of the opinion that it should be allowed on all 

platforms with a disclaimer that it is only for non-Muslims e.g., broadcast on Chinese 

language radio stations. Some respondents expressed that the advertisement should be 

allowed for radio and TV if the advertisements are for CSR or public service announcements, 

or a national celebration. 

 

General feedback indicated that there is limited acceptance of liquor advertisements  for 

general broadcast i.e. TV and radio. There was also a recommendation that it should further 

exclude Out-of-Home (OOH) media, as digital OOH screens are a form of electronic medium 

that is available in public areas. 

 

Discussion and Decision 

 

On the issue of cigarette advertisements, although it is not an illegal product, it is not 

allowed to be advertised on television and radio as provided under the law (Control of 

Tobacco Product Regulations of 2004). 

Figure 13: Responses Received on Intoxicating Liquor Advertisements 
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In addressing the feedback that liquor  advertisementsshould not be broadcasted to the 

general public, the CMCF agreed to retain the provision, which restricts the  

advertisementsonly to the electronic medium and prohibit it from being communicated on 

TV, radio and public digital platforms.  

 

In response to the feedback received, it was agreed that the provision also clearly exclude 

OOH media i.e.: - 

 

“8.5 Intoxicating Liquor  

  

For the purposes of this part, ‘intoxicating liquor’ is defined under subsection 2(1) of the 

Customs Act 1967. This paragraph shall apply to Advertisements of intoxicating liquor 

communicated over electronic medium based in Malaysia. However, Advertisements of 

intoxicating liquor are not allowed to be communicated over television, radio and public 

digital platforms i.e. out-of-home advertising.” 

 

SECTION 5: SPECIFIC BROADCASTING GUIDELINES 

5.1 Additional classification for subscription broadcasters 

 

 

 

Summary of submissions received 

 

 

Question 14: 

An additional classification for subscription broadcasters i.e. age category of 16 years and 

above, have been introduced to address content targeted for older children and 

adolescents.  

Details are in page 15, para 4.2 of the Public Consultation paper. 
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Majority of respondents (92.17%) agreed with the proposal on the additional classification 

for content targeted to category of audience 16 years old and above. 

 

Some respondents proposed to refer to UK’s OFCOM system (i.e., U, PG, 12A/12, 15, R18) 

while others suggested to refer to Netflix’s category (i.e., 7+, 13+, 16+ and 18+), and some 

suggested to introduce another category which is R21. 

 

There was also a suggestion that the additional category should be offered to all 

broadcasters and not just for subscription-based broadcasters. 

 

Discussion and Decision 

 

This provision is intended to address content on children’s channels that are more suitable 

for older teenagers. It will assist parents/guardians to make more informed viewing choices 

for children.   

 

The CMCF agreed to revise the paragraph to allow it as an option for all broadcasters instead 

of  just subscription-based service providers i.e.: - 

 

Figure 14: Responses Received on Additional Classification for Subscription Broadcasters 
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“Broadcasters shall have the option to provide the following additional classification to their 

rating mechanism whenever necessary to accommodate their segmented audiences. 

 

“15” 

This category is suitable for viewing by those aged 15 years and above. Content contains 

moderate physical violence, comedic violence, comic horror, special effects, fantasy, 

supernatural elements or animated violence with a sustained sense of threat. Infrequent, 

brief and non-detailed depictions of torture, drugs and psychoactive abuse can be observed. 

It may also contain some suggestive dialogue and moderate sexual situations and innuendo, 

but depictions will be infrequent and of low intensity.” 

 

5.2  Religious content consultation 

 

Summary of submissions received 

 

 

 

A number of 95.11% of the respondents (1108 respondents) agreed with this provision. 

Question 15: 

Relevant religious authorities should be consulted for religious content to ensure 

reliability. 

Details are in page 16, para 4.4 of the Public Consultation paper. 

Figure 15: Responses Received on Religious Content Consultation Broadcasters 
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A few respondents raised the issue that ‘religious authorities’ should be referred to 

established or elected bodies, to ensure reliability. It was also suggested that consultation 

be made with accredited individuals and not independent preachers or religious 

representatives from political parties. 

 

There was also a suggestion to have a list of 'approved' religious authorities for ease of 

reference. 

 

Discussion and Decision 

 

The CMCF agreed that the provision should be revised for clarity and JAKIM was consulted 

in the redrafting of the said provision.  

 

As recommended by JAKIM, the provision has been revised to clarify that  there need not 

be approvals or prior consultation with JAKIM, and it is sufficient for  broadcasters to make 

reference to JAKIM’s official teachings and sources. 

 

It was agreed for the provision to be amended from ‘in consultation with’ to ‘in congruence 

with’, to ensure no ambiguity. It was also agreed for the provision to be revised and make 

clear that other religions are also to refer to their respective established and recognized 

national religious authorities on religious content. 

 

Part 4, paragraph 3.14 was thus revised i.e. : - 

 

“3.14 All religious Content shall be in congruence with the relevant national religious 

authorities and/or accredited scholars prior to transmission.” 
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5.3  Accreditation of Islamic religious preachers 

 

Summary of submissions received 

 

 

 

About 1046 respondents (91.11%) agreed with this provision. 

 

The only issue raised was on the issue accreditation. Some respondents opined that it should 

not come from a State Mufti Department, but from national level accreditation i.e., JAKIM. 

It was suggested that accreditation from international Islamic authorities or legitimate 

Islamic associations should also be allowed. Another suggestion was that the accreditation 

should be recommended but not mandatory and such checks on accreditation should be 

validated by the respective content providers. 

 

 

 

 
Question 16: 

Islamic Religious Content Shall Only Feature Preachers and Speakers With At Least One 

Accreditation from A State Mufti Department. 

Details Are in Page 16, Para 4.4 of the Public Consultation Paper. 

Figure 16: Responses Received on Accreditation of Islamic Religious Preachers 
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Discussion and Decision 

 

Upon discussion with JAKIM, it has been confirmed that JAKIM, as the national authority, 

recognizes all State Mufti Departments and other international accreditation, depending on 

their veracity.  

 

The provision has been revised to clarify that accreditation is to come from nationally-

recognized authorities (local and international). The provision also include references to 

JAKIM as JAKIM will provide a database for broadcasters to refer to for this purpose i.e.: -  

 

“3.17 Broadcasters shall ensure that any Islamic religious preachers or speakers being 

featured in religious Content on Islam shall have at least one accreditation from a State Mufti 

Department. nationally recognized religious authorities, e.g. JAKIM, state mufti 

departments.” 

SECTION 6: SPECIFIC ONLINE GUIDELINES 

6.1  Responsibility of Online Service Providers 

 

Summary of submissions received 

 

Question 17: 

Online Service Providers need to take both reactive and proactive measures with regards 

to prohibited material or activity.  

Details are in page 16, para 5.2 of the Public Consultation paper. 

Figure 17: Responses Received on Responsibility of Online Service Providers 
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Majority of respondents agreed with the revised provision to include both reactive and 

proactive measures by online service providers, with regards to regulating any prohibited 

material or activity. 

 

There were questions with regards to the standards required of “reactive and proactive 

measures” and suggestions that the measures be clearly defined. A few agreed that though 

moderation may be necessary, they highlighted that excessive filtration may result in 

censorship. 

 

Discussion and Decision 

 

The CMCF noted the request to further define ‘proactive and reactive mechanism’. However, 

it was agreed that since ‘proactive and reactive mechanisms’ are subjective, it will be 

determined on a case-to-case basis, with considerations as to the context, the platform and 

the target audience involved.  

 

Online service providers within the CMCF also highlighted that proactive and reactive 

mechanisms are already in practice. Hence, it was agreed that the current provision suffices. 

 

SECTION 7: COMPLAINTS HANDLING 

7.1  Timeliness of resolution of complaints 

 

 

 

 
Question 18: 

The turnaround time for the Complaints Bureau has been standardized to 5 days (from 2 

or 3 days) to balance between the need for expediency and the need to ensure effective 

complaints-handling processes.  

Details are in page 17, para 6.1(b) of the Public Consultation paper. 
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Summary of submissions received 

 

 

 

Majority of respondents (88.11%) agreed on standardizing the turnaround time for the 

Complaints Bureau to 5 days. 

 

A few proposed that the complaints-handling processes be based on priority and 

complexity. Some suggested that the turnaround time be shorter for higher priority 

complaints while others suggested 72 hours to respond to complaint and 7 days to resolve 

the complaint. 

 

Discussion and Decision 

 

The CMCF agreed that the turnaround time for the Complaints Bureau, which is standardized 

to 5 days, is reasonable to balance between the need for expediency and the need to ensure 

effective complaints-handling processes. Prioritization of cases requiring a shorter period of 

resolution will be addressed in operations.  

 

Based on operational-feasibility, the provision was retained i.e. five working days. This is 

supported by a benchmarking exercise, which was conducted against some members of the 

International Council for Advertising Self-Regulation (ICAS) including Australia, Brazil, 

Figure 18: Responses Received on Timeliness of resolution of complaints 
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Hungary, Canada, Italy and the United States of America.  

 

It should be noted that this period only refers to cases that require deliberations by the 

Complaints Bureau, which require investigation, research, and correspondences with parties 

involved. 

 

7.2  Mediation 

 

Summary of submissions received 

 

 

Majority of the respondents (93.82%) supported CMCF’s proposal in establishing an appeal 

process via alternative dispute resolution.  

 

The only issue raised was on the cost mechanism – where there was a suggestion that it be 

borne by the party found at fault. 

 
Question 19: 

Mediation or other alternative dispute resolution methods should be offered for parties 

as an avenue for appeal with cost to be borne by both parties.  

Details are in page 18, para 6.2 of the Public Consultation paper. 

Figure 19: Responses Received on Mediation  
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Discussion and Decision 

 

The CMCF agreed to revise the provision to add that parties submitting to mediation shall 

agree to the terms of the mediation, including costs i.e : - 

 

“Both parties shall agree on the terms of the mediation (including costs) before it 

commences.” 

 

7.3  Comparative, superlative, and misleading claims 

 

Summary of submissions received 

 

 

 

 
Question 20: 

New Complaints Bureau procedure for complaints on matters relating to comparative, 

superlative and misleading claims as it requires an expedited process. 

Details are in page 18, para 6.3 of the Public Consultation paper. 

Figure 20: Responses Received on Comparative, Superlative, and Misleading Claims 
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Majority of respondents (97.43%) agreed with the new provision. 

 

However, some respondents suggested a longer response time and the party complained 

against to be given an extension of time on the submission of the documentary evidence if 

sufficient justification is given to the Complaints Bureau. 

 

Discussion and Decision 

 

The CMCF took note of the feedback given and agreed to maintain its position to fix the 

timeline for submission of evidence by the complainant to 5 working days as the objective 

of this provision is to address the adverse impacts that may arise from unsubstantiated 

claims. Furthermore, the requirement for such substantiation is already a prerequisite under 

Part 3, paragraph 4.8 on Truthful Presentation i.e. “All descriptions, claims and comparisons 

which relate to matters of objectively ascertainable fact should be capable of substantiation, 

and Advertisers are required to hold such substantiation ready for scrutiny without delay if 

and when requested.” 

 

In addition to this, the Complaints Bureau Chairman is able to exercise discretion and in 

practice, the Chairman exercises his discretion in dispensing with a hearing when he deems 

that documentary evidence is sufficient to make an Order. Additionally, it is also within the 

spirit of MCMC’s Guidelines for Dispute Resolution dated 1 July 2020 (specifically paragraph 

23) which states that MCMC may decide on the dispute based only on the written 

submissions and evidence presented to it by the parties. This process is more effective and 

expedient. 

 

SECTION 8: ADDITIONAL MATTERS 

 

Question 21: 

Any other feedback on proposed revisions not addressed in the list above: 
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Summary of submissions received 

 

There were proposals to:- 

 

a) include a provision addressing responsible suicide reporting and sharing of suicide-

related content.  

b) reward platforms that put in place a system that allows them to identify the exact user 

while allowing the users to speak freely on the platform without being known by other 

persons.  

c) that any complaint of a political nature by the government of the day, a political party, 

a politician, or an interest group should first be raised with the alleged offending party 

specifying the Part of the Code which it is claimed has been breached with a copy 

extended to the Complaints Bureau. 

d) to amend the Communications and Multimedia Act 1998 to provide general applicability 

of the Content Code so that everyone will comply with, and benefit from self-regulation. 

For example, even Youtubers can now control their comment section (and should). 

 

Discussion and Decision 

 

The CMCF agreed on the following:- 

 

a) On suicide-related content, to include a paragraph addressing responsible suicide 

reporting and sharing of suicide-related content in Part 2, paragraph 5.4 on Menacing 

Content i.e : - 

 

 “5.4  All suicide-related content must be reported and shared ethically and responsibly 

based on available best practices and media guidelines, including the Guidelines for Media 

Reporting on Suicide 2011 published by the Ministry of Health Malaysia.” 

 

b) On the issue of complaint of a political nature, any political complaint by right should 
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be lodged to Election Commission of Malaysia. With regards to the procedure 

suggested, it is already in practice as per Part 8, Paragraph 5.1 of the Content Code, 

whereby any complaint should first be raised with the alleged offending party in writing, 

specifying the Part of the Code which it is claimed has been breached with a copy 

extended to the Complaints Bureau. 

 

c) On the proposal to amend the Communications and Multimedia Act 1998 (CMA ’98), 

the CMCF agreed that the CMA ’98 should be amended to tackle existing policy gaps in 

content regulation and to streamline content regulations, which are currently diversified 

into several separate jurisdictions and authorities. The CMCF will continue to lobby for 

the same.  

  

 

SECTION 9: WAY FORWARD 

 

The CMCF has submitted the final submission of the Content Code 2022 draft to to 

MCMC. 

 

Currently, the CMCF is awaiting for the MCMC to revert on the final draft submitted 

prior to the Content Code 2022 registration. 

 

 

 


