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Introduction 

Amid the rise in digital content across 

communication platforms, the Malaysian 

Communications and Multimedia 

Commission (“MCMC”) — under the 

Communications and Multimedia Act 1998 

(“the Act”) — has established a self-

regulated framework for the mass 

circulation of content. In alignment with the 

local cultural values, the MCMC officially 

registered the Malaysian Communications 

and Multimedia Content Code 2022 

(“Content Code”) following its last review 

in 2020. 

The objective of the Content Code is to set 

defined standards of behaviour within the 

communications and multimedia industry, 

particularly concerning the circulation of 

content orchestrated with the intent to 

annoy, abuse, threaten or harass any 

member of society. This includes but is not 

limited to content that are indecent, 

obscene, false, menacing, or offensive in 

character. This article highlights key 

provisions of the Content Code, with an 

emphasis on promoting awareness and 

 
1 Section 99 of the Communications Multimedia Act 1998 provides that the Commission 
may direct person or class of persons to comply with a registered voluntary industry code. 

compliance amongst industry 

stakeholders. 

Who is keeping watch? 

From an eagle-eye perspective, Content 

Code at its core upholds the commitment to 

meet the country’s social, religious, 

political, and educational values, while 

embracing global diversity. As a self-

regulatory framework, it is intended to 

guide the communications and multimedia 

community in managing content 

responsibly. Ultimately, the Content Code 

aims to cast a broad blanket to cover the 

members of the Malaysian 

Communications and Multimedia Content 

Forum (“Content Forum”), each person 

who has submitted their agreement to the 

Content Forum that shall be bound by the 

Code, and each person whom the 

Commission has directed in accordance 

with section 99 of the Act.1 

Scope and Definitions 

The 2022 Content Code has introduced 

several new definitions relevant to the 

advertising landscape. For instance, to 

accommodate the upsurge of online 

content creators or in other words, 

“influencers”, the Content Code has now 
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extended its scope to cover advertisements 

communicated over a networked medium 

and displayed on devices that can process 

content electronically such as television, 

radio, and digital media. In short, the 

Content Code defines “influencer” as 

person(s) or group(s) who advertise 

products or services on their own social 

media platform due to their influence on 

consumers.  

The aim of this newly weaved net is to 

ensure that the creative platforms of 

Malaysia remain a safe space for its 

consumers especially in the borderless 

realm online. Such a responsibility also 

weighs upon the shoulders of agencies, 

online publishers, broadcasters, and other 

advertising service suppliers even though 

the guidelines remain self-regulatory. Thus, 

the creative community ought to take 

initiative to conform with the Content Code 

as well as any related regulations 

governing advertised products and 

services wherever applicable. 

What is new? 

It should first be clarified that the core 

values of the Content Code continue to 

 
2 Communications and Multimedia Act 1988, s 211. 
3 Persons with disabilities are defined under the Persons with Disabilities Act 2008 to 
include those who have long term physical, mental, intellectual, or sensory impairments 
which in interaction with various barriers may hinder their full and effective participation in 
society. 

reflect Section 211 of the Act which 

prohibits offensive content. This includes, 

but is not limited to content that is indecent, 

obscene, false, menacing, or offensive in 

character with the intent to annoy, abuse, 

threaten or harass any person.2 For 

instance, the use of religion as advertising 

material is conventionally prohibited for 

fear of causing disparity amongst the 

country’s multicultural harmony. 

The 2022 Content Code introduces 

provisions addressing online abuse and 

gender-based violence. On a parallel note, 

the Content Code’s latest shield protects 

the rights of children and persons with 

disabilities.3 The former protection includes 

executing special care for advertisements 

featuring children and/or catered to 

children. Essentially, it is generally 

discouraged to feature children in 

promotional activities unless it is relevant to 

them or to promote safety for children. The 

latter encompasses guidance on actively 

upholding the rights of persons with 

disabilities. As far as the extent of 

advertisements going for a humorous 

approach, ridicules based on physical, 

mental or sensory disability are not 
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allowed. References made to the 

community with disabilities shall always be 

expressed in neutral terms, even if no 

malice is intended, and they shall have 

opportunities on equal footing. 

Previously, the past versions of the Content 

Code had a firm prohibition regarding the 

portrayal of nudity and sex. Currently, the 

latest Content Code has departed from that 

position by giving leeway to non-sexual 

content nudity based on art, information, 

and/or sciences unless excessive or 

explicit in nature. For clarity, contents such 

as sex education, human biology and 

visuals of paintings and/or sculptures are 

now acceptable so long as such forms of 

nudity are not too prolonged, close up or 

gratuitous. 

To be on par with the global playing fields 

of liquor and licensed gambling, the 

Content Code also took a big leap by 

permitting advertisements pertaining to 

liquor to be on electronic mediums apart 

from television, radio, and digital out-of-

home advertising. It should, however, be 

noted that this elbow room must be in 

accordance with strict requirements such 

as governing age, prohibition for Muslims, 

and most importantly the mandatory 

responsible drinking reminders. Similarly, 

licensed gambling advertisements are also 

subject to stringent guidelines and 

regulations. A deeper dive into the 

Guidelines on the Marketing of Intoxicating 

Liquor is addressed here. 

On a similar connotation regarding 

sensitive content, another issue that should 

be brought to light is the ethical reporting of 

suicide cases. Following public 

consultation, the Content Code 

emphasises compliance with the Ministry of 

Health (“MOH”) guidelines for suicide-

related content. This is especially relevant 

when reporting incidents involving public 

figures. Moving forward, suicide-related 

content should be reported and circulated 

in an ethical manner by means of 

compliance with media guidelines and 

regulations such as the Guidelines for 

Reporting and Sharing of Suicide-Related 

Content which can be accessed here. 

Marketing communications 

A good rule of thumb to follow is to ensure 

the advertisements are legal, decent, 

honest, and truthful, while considering the 

multicultural background of Malaysia. This 

is due to the MCMC’s emphasis that ethical 

advertising should be practised to protect 

consumer rights. Although engagement 

metrics are a crucial key to unlock 

development and growth within the 

industry, creative individuals or agencies 

are urged to respect the principle of 

https://www.asl.com.my/marketing-and-advertising-of-intoxicating-liquor-guidelines/
https://www.asl.com.my/guidelines-for-reporting-and-sharing-of-suicide-related-content/
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fair competition. The rationale behind this 

guideline is to safeguard consumers from 

falling prey to false advertisements or 

recommendations. Thus, commercial 

transactions between businesses and 

online personalities should be made clear. 

For example, endorsed content should be 

disclosed clearly that it is sponsored or 

incentivised. A margin for flexibility remains 

within the guidelines for genuine reviews 

based on personal experiences with a 

particular product or service over the 

course of a reasonable period. 

Key Advertising Guidelines 

The Content Code outlines clear 

expectations for ethical advertising as 

follows: 

▪ Legality 

Advertisements must comply with the 

Content Code and all applicable 

Malaysian laws, including copyright 

laws. Content should not infringe 

upon the rights of others. 

▪ Decency and Sensitivity 

Taking into account the various 

cultural and political beliefs in 

Malaysia, advertisements should be 

 
4 Material information refers to information that consumers need in context to make 
informed decisions about whether or how to buy a product or service. (Content Code, para 
4.4(c)(ii)). 

screened prior being circulated to 

ensure it does not cross the 

boundaries of sensitive topics 

pertaining to race, religion, sex, 

sexual orientation and physical or 

mental disability. 

▪ Honesty and Truthfulness 

This is significantly relevant to public 

figures, to whom it is vital not to 

exploit the trust of their supporters by 

means of promoting content beyond 

his/her expertise or knowledge on a 

particular subject, especially by 

omitting material information.4 

Financial products or services that 

wish to be advertised must be 

compliant with the relevant laws in 

Malaysia. The shield of the Content 

Code essentially serves the purpose 

of protecting consumers from making 

uninformed decisions. The 

embellishments of marketing 

components to an attractive 

promotional content should not in any 

way fog the consumer’s view of 

information pertaining to prices as 

well as the terms and conditions (if 

any). 
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Thus, prior to publishing promotional 

materials online, influencers in 

specific may need to corroborate the 

content to prevent unintentional 

misrepresentation of information. 

This further encompasses avoiding 

advertisements that mislead 

consumers about charitable causes.5 

▪ Fear and Distress 

Aside from attempting to encourage 

prudent behaviour, or discourage 

dangerous and/or ill-advised actions, 

it is generally encouraged to avoid 

centralising an advertisement on the 

element of fear without a justifiable 

reason. 

▪ Safety 

It is not uncommon for 

advertisements to promote rigorous 

or extreme physical activities to, for 

instance, showcase the durability of a 

certain product. However, such 

adrenaline-filled content should tilt 

towards promoting safety, especially 

taking into consideration that the 

demographic of the viewers may 

include children. 

 
5 Ida Lim, ‘What we know so far: The influencer couple linked to the alleged online donation 
scam amid RM740,000 freeze’ (Malay Mail, 18 July 2024) 
<https://www.malaymail.com/news/malaysia/2024/07/18/what-we-know-so-far-the-
influencer-couple-linked-to-the-alleged-rm740000-online-donation-scam/144011> 
accessed 4 July 2025 

▪ Violence or Anti-social Behaviour 

In addition to the standards of ethical 

advertisements, promotional content 

should further avoid depicting or 

encouraging violence, unlawful or 

anti-social behaviour. 

▪ Truthful Presentation 

Given the guidelines set out by the 

Content Code, all marketing 

materials pertaining to descriptions, 

claims, and comparisons that are 

objectively ascertainable facts should 

be capable of substantiation and 

ready for scrutiny upon request. 

Complaints Bureau 

In light of the parameters established by 

the Content Code, concerns stemming 

from content that may exceed the 

prescribed boundaries may be formally 

submitted to the Content Forum. For the 

purpose of upholding the element of 

voluntary regulation, the Content Forum 

administers a Complaints Bureau (“the 

Bureau”) to address grievances related to 

content disseminated through electronic 

networks, so long as such complaints are 
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deemed valid, not frivolous and made with 

reasonable basis within two (2) months. 

Driven by the commitment to safeguard 

both the diversity of content and the 

interests of consumers at large, the Bureau 

actively investigates alleged breaches of 

the Code and imposes sanctions when 

necessary. In parallel, it also serves in an 

advisory capacity for enquiries seeking 

guidance on electronic content matters.  

However, the Bureau is not permitted to 

consider submitted grievances if they are 

the subject of legal proceedings or if 

inappropriate to do so.  As an effort to de-

escalate grievances, the Bureau 

encourages the parties involved to engage 

in mediation, especially if the matter at 

hand pertains to industry complaints.  

Fundamentally, the powers vested within 

the Bureau are reflected through the 

principle that its interpretations of the 

Content Code are deemed final. Upon 

finalising a decision supported by a 

majority of votes in writing, the Bureau may 

impose fines and sanctions upon any 

breach of the Code by means of a written 

reprimand, a fine not exceeding fifty-

thousand Ringgit Malaysia (RM50,000.00), 

requiring a removal of the content or 

cessation of the offending act, and/or any 

further appropriate actions as may be 

necessary. 

Conclusion 

The Malaysian Communications and 

Multimedia Content Code 2022 remains a 

cornerstone of industry self-regulation, 

reinforcing ethical standards for content 

creation, distribution, and marketing. 

However, recognising the rapid evolution of 

digital platforms, audience sensitivities, 

and emerging technologies such as 

artificial intelligence, the Content Code is 

presently undergoing a comprehensive 

review. 

Key enhancements under deliberation 

include expanded protections for 

vulnerable communities, more robust 

definitions of harmful content (including 

hate speech and misinformation), clearer 

accountability for influencer marketing and 

AI-generated content, and greater 

alignment with national laws such as the 

Online Safety Act 2025 and the Persons 

with Disabilities Act 2008. 

Importantly, the proposed revisions 

reaffirm the Code’s role not only as a 

compliance tool, but also as an ethical 

compass for content creators, advertisers, 

digital platforms, and influencers. While the 

Code retains its self-regulatory spirit, the 

evolving guidance underscores the 

importance of transparency, inclusion, 
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and child safety in today’s content 

ecosystem. 

As these revisions take shape, industry 

stakeholders are strongly encouraged to 

monitor developments closely and be 

prepared to align internal policies and 

content strategies accordingly. In doing so, 

they will not only reduce regulatory risk but 

also help uphold the integrity of Malaysia’s 

communications and multimedia 

landscape in an increasingly complex 

digital age.
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