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SECTION 1 

INTRODUCTION, SCOPE AND DEFINITION  

  

1.1 PREFACE 

 These Registered Medicinal Products Advertising Approval Guidelines” 

are referred to in their entirety as the “Guidelines” hereafter.  

  

1.2 INTRODUCTION 

1.2.1 These Guidelines are issued in accordance with the decision of the Medicines 

Advertisements Board meeting number 2 of 2022 replacing the Guidelines on 

Advertising of Medicines and Medical Products to General Public. 

These Guidelines come into effect on October 1, 2022. 

1.2.2 These Guidelines explain the application of Section 4B, 

Medicines (Advertisement and Sale) Act 1956 [Act 290] and the Medicines 

Advertisements Board Regulations 1976. 

1.2.3 These guidelines serve as a reference/guide for the registered medicinal 

products industry members, advertising agencies and broadcasting 

organisations on the matters that should be complied with when drafting 

advertisements of registered medicinal products for the approval of the 

Medicine Advertisements Board. 

1.2.4 The Medicines Advertisements Board reserves the right to add, amend or 

withdraw these Guidelines from time to time and inform in the preferred 

manner. 

1.2.5 These Guidelines shall not be used in any legal actions or court proceedings. 

The Medicine Advertisements Board shall not be held responsible for any 

errors, omissions and inaccuracies of information in the preparation of these 

Guidelines. 

1.2.6 These Guidelines do not preclude the application of other Malaysian laws upon 

advertisements of registered medicinal products approved by the Medicine 

Advertisements Board. 
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1.3 SCOPE OF USE 

1.3.1 These Guidelines apply to applications for advertisement approval at the 

Medicine Advertisements Board for medicinal products registered with the Drug 

Control Authority. 

1.3.2 These Guidelines DO NOT APPLY to advertising on: 

 i. veterinary products; 

ii. food; 

iii. cosmetics; 

iv. medical devices; or 

v. products other than medicines 

  

1.4 DEFINITIONS 

1.4.1 For the purposes of these Guidelines, the following definitions apply: 

 “Advertisement format” refers to the content of an advertisement as a whole. 

Two (2) advertisement formats are different from each other if each of them 

consists of different content. 

 “Advertisement” includes any notice, circular, report, commentary, pamphlet, 

label, wrapper or other document, and any announcement made orally or by 

any means of producing or transmitting light or sound. 

 “Types of advertisements” approved by the Medicine Advertisements Board 

include but are not limited to:  

  advertising on electronic ordering system  

 aerial promotion such as hot air balloon and/or blimps 

 aisle, ceiling, floor advertising and other sign 

 articles or advertorials in journals, magazines and newspapers 

 brand reminders  

 branded material relating to product sponsorship 

 bulletins and newsletters 

 calendars 

 catalogues 

 consumer brochures, booklets, leaflets, pamphlets and broadsheets 

 counter-top advertising 

 cinema, television and radio/audio commercials 

 direct mail materials 

 directories 
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 display packs, giant mock-up boxes 

 gondola end advertising 

 indoor displays such as at airport, washroom, shopping Centre 

 digital advertising 

 online advertising 

 outdoor displays such as billboards, banners, bunting and posters 

 point of sale materials 

 sports, art and other sponsorship 

 talk shows  

 vehicle wrappers 

 video recordings 

 website and other internet materials including brand home pages and 

banner advertising and any other form or mean of advertising. 

 “Advertisement content” refers to specific elements in an advertisement 

format such as the words used, images, logos, symbols, colors, font sizes and 

colors or any other representation as well as the explicit and implicit meaning 

conveyed through the advertisement. 

 “Cosmetic” means any substance or preparation intended to be placed in 

contact with the various external parts of the human body or with the teeth and 

the mucous membranes of the oral cavity with a view exclusively to cleaning 

them, perfuming them, changing their appearance or correcting body odours, 

protecting or keeping them in good condition. 

 “Food” refers to food and beverages regulated under the Food Safety and 

Quality Division of the Ministry of Health Malaysia. 

 “Product Registration Holder” is the company registered by the Drug Control 

Authority of the Ministry of Health Malaysia as the holder in the Product 

Indication Certificate. 

 “Consumer” is a person who acquires, buys or uses the advertised product for 

the purpose of personal, family or other person's use. For the purposes of 

these Guidelines, the term "consumer" includes a person who will potentially 

acquire, purchase or use the advertised product. 

 “Advertiser” includes any person who takes part in the publication of product 

advertisements including owners, marketers or distributors of products, 

advertising agencies and any person involved in the production and 

dissemination of such advertisements.  

 

 



 

4 
 

 “Advertising” includes drafting and publishing advertisements that include 

written or spoken words, and any visual, audio, video or graphic 

representations used to communicate and draw people’s attention to the 

registered medicinal product in the said advertisement.  

 “Medical device” is any equipment, apparatus, appliance, machine, implant, in 

vitro reagent or calibrator, software, or other similar materials for human 

healthcare as provided under the Medical Devices Act 2012 (Act 737) and 

regulated by the Medical Devices Authority, Ministry of Health Malaysia. 

 “Products other than medicines” refers to non-medicinal products such as 

gloves, air conditioners, brief cases, mattress, condom, shoes, glass tint and 

others that are advertised for healthcare purposes.  

 "Registered medicinal product" referred to as "product" hereinafter, pertain to 

medicinal product intended for human use that is registered with the Drug 

Control Authority of the Ministry of Health Malaysia and has a valid MAL 

registration number.  

 “Veterinary product” is a product for animal use.   

 “Healthcare professional” refers to a person involved directly or indirectly in 
providing healthcare for humans such as healthcare advice and treatment 
based on their formal education, training and experience. Healthcare 
professionals include doctors, dentists, pharmacists, scientists, nurses and 
paramedics, dietitians, psychologists, nutritionists, physiotherapists and others. 

 “Celebrity” is a real person and widely recognized public figures, including but 
not limited to an actor, model, sports figure, entertainer, singer, businessman, 
politician, religious figure, founder or investor, influencer, Key Opinion Leader, 
product ambassador and others. 

 “Self-diagnosis” refers to the process of identifying a disease or body condition 
of a person without the intervention of any medical practitioners or healthcare 
professionals. Self-diagnosis may be made based on the information received 
through the internet, health bulletins, personal experiences or recognizing the 
signs and symptoms of diseases or body conditions of other people. 

 “Self-medication” refers to treating the signs and symptoms of diseases or 

body conditions by consuming a product chosen by the consumer without the 

recommendation of any registered medical practitioner or pharmacist. 
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SECTION 2  

PROCEDURES FOR APPLICATION OF ADVERTISEMENT APPROVAL 

  

2.1 INTRODUCTION 

 This section explains the functions of the Medicine Advertisements Board, the 

applicant's responsibilities and the application procedure for the approval of 

Medicine Advertisements Board.  

  

2.2 FUNCTIONS OF MEDICINE ADVERTISEMENTS BOARD 

2.2.1 The Medicine Advertisements Board may at its discretion approve or not 

approve any advertisement application, cancel any of the earlier approvals and 

may amend the terms and conditions of the approved advertisement. 

2.2.2 The Medicine Advertisements Board may at its discretion delete and/or amend 

any of the contents of the advertisement applied, that may cause conflicting 

understanding, thoughts or impressions. 

  

2.3 APPLICANT 

2.3.1 The applicant is the company as stated in the Product Indication Certificate or 

label registered by the Drug Control Authority of the Ministry of Health Malaysia, 

namely: 

i. product registration holder; 

ii. product manufacturer; or 

iii. product distributor. 

2.3.2 The product registration holder may also appoint another marketing/ distribution 

company as an applicant provided that the appointment letter from the product 

registration holder is submitted together with the application. 

2.3.3 Applications for advertisement approval from any party other than in paragraph 

2.3.1 & 2.3.2 such as community pharmacists/product sellers/retailers/online 

retailers/stockists and so on are NOT ACCEPTED. 
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2.4 APPLICANT RESPONSIBILITIES 

2.4.1 The applicant is responsible in ensuring that the product information to be 

advertised is correct, accurate and consistent with the information on the 

product Indication Certificate, label, packaging insert and Consumer Medication 

Information Leaflets (RiMUP) as approved by the Drug Control Authority. 

2.4.2 The applicant is also responsible for comprehending and complying with all 

requirements in these Guidelines as well as Medicine Advertisements Board’s 

policies. 

2.4.3 The applicant must ensure that the content of the advertisement does not 

violate any of the provisions in these guidelines, the policies of the Medicine 

Advertisements Board and any written laws in Malaysia or other regulations set 

by government agencies that regulate advertisements.  

2.4.4 The applicant is responsible for submitting updated, true and valid documents 

when applying for advertisement approval. 

2.4.5 Failure to comply with paragraph 2.4.1 to 2.4.4 above may result in the 

advertisement application being rejected or not approved and the advertisement 

that has been approved may be revised or cancelled. 

  

2.5 PRODUCTS ALLOWED TO BE ADVERTISED 

2.5.1 Advertising to general public is only allowed for products that have a MAL 

registration number with the product code: 

i. X – Over the Counter Medicine (OTC)  

ii. T – Traditional Medicine 

iii. N – Health Supplement 

iv. M – Natural Products with Modern Claim 

2.5.2 The Medicine Advertisements Board does not grant approval for product 

advertisements containing substances controlled as poisons under the Poisons 

Act 1952 [Act 366] with product code A, except for the following product 

advertisements:  

i. scheduled poisons for nicotine replacement therapy  

ii. topical preparations products containing only the active ingredient 

Diclofenac, and shall comply with the format set by MAB as stated in 

Appendix 10 

iii. new products that comply with the following criteria may be granted 

approval for publication as a press release only, namely 

 products that are newly registered with the Drug Control Authority, 
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Malaysia and no other similar poison products available in 

Malaysia; 

 products with a combination of active pharmaceutical ingredients 

that are newly registered with the Drug Control Authority Malaysia 

and no other similar combination of pharmaceutical ingredients 

available in Malaysia; 

 existing products approved for new indications by the Drug 

Control Authority Malaysia; and 

 Product indication that does not contravene with Section 3(1) of 

the Medicines (Advertisement and Sale) Act 1956. 

  

2.6 ADVERTISEMENT APPLICATION PROCEDURES 

2.6.1 Applicants may refer to the document entitled “Infographic: Medicine 

Advertisement Board’s Approval Process for Advertisements of Medicinal 

Products” to determine whether a product advertisement requires to obtain the 

approval of the Medicine Advertisements Board (see Appendix 1). 

2.6.2 Application for the Medicine Advertisements Board’s advertisement approval 

can be made by filling up Form B - Advertisement Application Form for 

Medicine Advertisements Board’s Approval (see Appendix 2). 

2.6.3 Guidance on filling up Form B is provided in the “Guidelines for 

Advertisement Application to Medicine Advertisements Board (MAB)” (see 

Appendix 4). 

2.6.4 All three documents in paragraph 2.6.1 to 2.6.3 above can be downloaded from 

the official portal of the Pharmacy Services Programme at 

www.pharmacy.gov.my. 

2.6.5 Applicants must submit the completed Form B along with the relevant 

supporting documents (as in the Checklist with Form B), the advertisement 

format and the processing fee to the following address: 

Secretary  
Medicine Advertisements Board 
Pharmacy Services Programme  
Ministry of Health Malaysia 
Lot 36, Jalan Profesor Diraja Ungku Aziz 
46200 Petaling Jaya, Selangor  
 

2.6.6 Each application is for one (1) advertisement format ONLY.  Applicants must 

make new submission for each differing advertisement format. 
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2.6.7 Advertisement applications can be handed over at the Pharmacy Services 

Programme counter or sent by post/courier. 

2.6.8 Incomplete applications will be returned to the applicant together with the 

processing fee. 

2.6.9 Processing fee for application received and processed will not be reimbursed. 

2.6.10 The Medicine Advertisements Board issues a decision on the vetting of the 

advertisement application whether approved or not approved ONLY.   

  

2.7 PAYMENT OF FEE 

2.7.1 The processing fee for each application is RM300. 

2.7.2 Payment can be made via bank draft/money order/postal order ONLY. 

2.7.3 Payment is made in the name of Ketua Setiausaha, Kementerian Kesihatan 

Malaysia. 

2.7.4 The following information must be written on the back of the bank draft/money 

order/postal order to facilitate issuance of payment receipt: 

i. applicant's company/business name; 

ii. company/business address; and 

iii. company/business registration number as issued by Companies 

Commission of Malaysia (SSM). 

2.7.5 The bank draft/money order/postal money must have a validity period of at 

least two (2) months before the expiry date. 

2.7.6 Other payment methods for processing fee such as cash, electronic, personal 

cheque and so on are NOT ACCEPTED. 

  

2.8 ADVERTISEMENT FORMAT 

2.8.1 The advertisement formats submitted to the Medicine Advertisements Board 

must display the entire content in advertisements that are going to be 

published. 

2.8.2 Advertisement format that contains only part of the actual content of the 

advertisement is NOT ACCEPTED. 
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2.8.3 Each application is only for one (1) advertisement format.  Should there be two 

(2) or more advertisement formats submitted in any one application, only one 

(1) format will be processed. 

2.8.4 Advertisement formats with the same content but different languages (example: 

advertisement of ABC products in Malay, English, Chinese and Tamil) that are 

submitted simultaneously can be accepted as one application. 

2.8.5 Application for website advertisement of the same content must be submitted in 

three (3) copies for each language applied. 

Example: For paracetamol product website advertisements in Bahasa Malaysia 

and English, the applicant must submit three (3) print copies of the whole 

website in Bahasa Malaysia and three (3) copies of the same content in 

English. 

2.8.6 For advertisements other than websites (example: internet/video/radio/vehicle 

advertisements and so on), the applicant must submit five (5) copies of the 

advertisement format of the same content for each language. 

Example: For vitamin C product advertisements in the form of brochures in 

Bahasa Malaysia, English and Chinese, the applicant must submit five (5) 

copies of the brochure in Bahasa Malaysia, five (5) copies in English and five 

(5) copies in Chinese. 

2.8.7 If the three languages are included in one format, then that format must be 

submitted in five (5) copies. 

2.8.8 The advertisement formats submitted for approval must meet the following 

criteria: 

i. The Medicine Advertisements Board only accepts printed (hardcopy) 

advertisement formats. 

ii. Advertisement formats uploaded in compact disk or pen drive, sent by 

email and as such are NOT ACCEPTED. 

iii. Advertisement formats must be printed on A4 or A3 size paper only. 

iv. Advertisement formats printed on glossy paper or smooth ink are NOT 

ACCEPTED. 

v. Applicants are advised to provide advertisement formats with a white 

background and black text. 

vi. Advertisement formats with black/dark background are NOT 

ACCEPTED. 

vii. Ensure that the size and colour of the fonts on the advertisement format 

is clear and legible. 

viii. Allocate an empty space of 5cm on the side or bottom of the 

advertisement format for the use by the secretariat of Medicine 

Advertisements Board. 
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 ix. Advertisement formats that exceed 10 pages must be banded. 

x. The sequence of each page and contents should be the same for each 

copy of advertisement format for all languages. 

xi. Each page of the advertisement format should be numbered (e.g.: page 

1 or page 1/2 and 2/2) or clearly labeled (Example: front page and back 

page). 

xii. Any form of disclaimer is NOT ALLOWED in the advertisement format. 

2.8.9 An advertisement format that has been submitted to the Medicine 

Advertisements Board is NOT ALLOWED be changed to another new 

advertisement format, unless upon request of the Medicine Advertisements 

Board. 

2.8.10 Terms, Clauses and Footnotes 

Should an advertisement of a product include terms, clauses and footnotes that 

must be conveyed to the consumer, such advertisement must fulfill the following 

criteria:  

i. the placement of the terms, clauses and footnotes is clear and legible;   

ii. the use of font and size that is clear; 

iii. if the terms, clauses, and footnotes are too detailed to be stated in the 

advertisement, then the advertisement must indicate where the reference 

source of those terms and conditions can be obtained, for example, 

through a website; 

iv. terms, clauses and footnotes included should be brief and easily 

understood by the consumer.  Use of legal words, slang or jargon that 

may confuse the consumers must be avoided. 

2.8.11 Product visuals in advertisement format must match the product label registered 

with the Drug Control Authority. 

  

  

  

  

5 cm 

5 cm 
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2.9 ADVERTISEMENT FORMAT APPROVAL 

2.9.1 The advertisement formats MUST be published as approved by the Medicine 

Advertisements Board.   

2.9.2 The advertisements published MUST display the following information in clear 

and easily readable texts: 

 
i. name of the product; 

ii. product registration number (example: MAL19402020N); 

iii. indication/use of the product as approved by the Drug Control Authority; 

iv. advertisement approval serial number (KKLIU); 

v. advertisement approval expiration date; 

vi. mandatory statement, if any (see Section 9). 

2.9.3 The advertisement format that has been approved must meet the following 

criteria upon publication: 

i. The advertisement formats are NOT ALLOWED to be published with any 

form of amendment without prior approval of the Medicine 

Advertisements Board. The amendments include addition of new 

information, omission of existing information, modification of pictures, 

information, statistics or any types of representation, leaving out pages 

etc. 

ii. Any information, pictures, scripts, video scenes or any form of 

representation in advertisement format that has been cancelled by the 

Medicine Advertisements Board MUST be removed/omitted from the 

advertisement during publication. 

iii. Any information or words that was included by the Medicine 

Advertisements Board should be maintained in the advertisement format 

during publication. 

iv. The advertisement format must be published in the media as specified in 

Form A – Approval Form (see Appendix 3) as “media to be used”.  

v. All information and text in the advertisement format should be clear and 

legible. The font size for product indication information must be larger or 

more prominent than other details in the format and must not 

misrepresent the actual product indication. 

vi. An approved advertisement format cannot be published together with 

other advertisement which may give the impression that the whole format 

published were approved as one advertisement by the Medicine 

Advertisements Board. 

  

 



 

12 
 

2.10 SUPPORTING DOCUMENTS 

2.10.1 The supporting documents that are COMPULSORY to be included with the 

advertisement application are: 

 i. a copy of Company Registration Certificate of the Companies 

Commission of Malaysia; 

ii. a copy of the Product Indication Certificate approved by the Drug 

Control Authority of the Ministry of Health Malaysia; and 

iii. a copy of the product label approved by the Drug Control Authority of 

the Ministry of Health Malaysia. 

2.10.2 Other supporting documents like Consumer Medication Information Leaflets 

(RiMUP), celebrity endorsement, user testimonial, acknowledgement letter and 

so on can be attached together with the advertisement application to support 

the statements made in the advertisement. 

2.10.3 Fake documents or those which validity has lapsed will not be accepted. 

2.10.4 Copies of supporting documents should be clear and legible.   

2.10.5 Incomplete supporting documents (for example, only abstract of a research 

journal is submitted) will not be accepted/referred to. 

2.10.6 Documents which are not clear and legible will not be evaluated, and the 

relevant information quoted from the document will be deleted from the relevant 

advertisement format. 

  

2.11 MEDIA TO BE USED 

2.11.1 The advertisement approved by the Medicine Advertisements Board can only 

be published in the advertisement media stated in the Advertisement Approval 

Form. 

2.11.2 The types of advertising media approved by the Medicine Advertisements 

Board are as follows: 

i. All media (except radio) 

ii. Catalog 

iii. Point of Sale Material 

iv. Press Release 

v. Posters on Vehicles 

vi. Video 

vii. Radio 
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viii. Internet 

ix. Website 

2.11.3 The Medicine Advertisements Board reserves the right to add, amend or cancel 

the above types of advertising media from time to time and inform in the 

preferred manner. 

2.11.4 The Medicine Advertisements Board reserves the right to amend the type of 

advertising media requested in the application form, Form B should the media 

requested is not suitable. 

  

2.12 LANGUAGE TO BE USED 

2.12.1 Advertisements in Bahasa Malaysia and English may be applied for approval of 

the Medicine Advertisements Board. 

2.12.2 Advertisements in Chinese or Tamil language must be submitted with a 

translation, either in Bahasa Malaysia or English. 

2.12.3 All languages other than Bahasa Malaysia, English, Chinese and Tamil are 

known as foreign languages. 

2.12.4 Advertisements containing foreign languages must comply with the following 

requirements: 

i. Advertisement drafted in either Bahasa Malaysia or English must be 

submitted to the Medicine Advertisements Board for vetting and 

verification. 

ii. Advertisement verified by the Medicine Advertisements Board must be 

submitted to the translator for translation into the requested foreign 

language. 

iii. Advertisement that has been translated and verified by the translator 

must be submitted back to the Medicine Advertisements Board for 

approval. 

2.12.5 Translations accepted by the Medicine Advertisements Board must be from 

accredited translators from any of the following institutions: 

i. Embassy/Office of the High Commission 

ii. Malaysian Institute of Translation & Books (ITBM) 

iii. Malaysian Translators Association (PPM) 

 

Verification on the translation of the advertisement format in a foreign language 
is compulsory and supported with a confirmation letter by the translator, if any. 
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2.13 ADVERTISEMENT APPROVAL VALIDITY PERIOD 

2.13.1 The approval of advertisements by the Medicine Advertisements Board is valid 

for a period of three (3) calendar years, except for press release. 

Example: 3 calendar years 

Approval date: June 10, 2021 

   Approval Expiry Date: December 31, 2023 

2.13.2 The approval of advertisements by the Medicine Advertisements Board for 

topical preparation products containing only the active ingredient Diclofenac, is 

valid for a period of one (1) year, except for press release 

Example: 1 year 
Approval date: August 10, 2025 

              Approval Expiry Date: August 9, 2026 

2.13.3 Advertisement approval by the Medicine Advertisements Board for press 

release is valid for a period of six (6) months only.  

Example: 6 months 
Approval date: May 11, 2021 

   Approval Expiry Date: November 10, 2021 

  

2.14 APPROVAL FORM 

 The Secretary of the Medicine Advertisements Board issues an Approval Form 

for each approved advertisement format. The Approval Form contains the 

following information:  

2.14.1 Approval Serial Number 

 i. Each approved advertisement format is given an approval serial number 

starting with KKLIU followed by 4 digits and the expiry date (example: 

KKLIU 1234 / EXP: 31.12.2026).  

ii. This approval serial number format was decided in the Medicine 

Advertisements Board Meeting No. 1/2023 and the use of this approval 

serial number format come into effect on February 1, 2023.  

iii. This KKLIU serial number is used to identify the format approved by the 

Medicine Advertisements Board each year.   

iv. The serial number should be placed on the advertisement format in clear 

and legible manner upon publication. 

2.14.2 File Reference Number 
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 The file reference number on the Approval Form refers to the reference number 

of the advertisement application made. 

2.14.3 Name of Applicant and Identification Card Number 

 The name of the applicant refers to the applicant who has signed Form B and 

the identity card number/passport number as in Form B.  

2.14.4 Name and Address of Company 

 The company name refers to the Company Registration Certificate of the 

Companies Commission of Malaysia which is included with the application and 

the company address as stated in Form B.  

2.14.5 Articles And Types of Articles 

 Articles refer to the product advertised and types of articles denotes “Medicines” 

for all type of advertised products that contain poisons, health supplements and 

traditional products. 

2.14.6 Media To Be Used 

 i. Advertisement formats approved by the Medicine Advertisements Board 

may be published in the media specified on the Approval Form ONLY. 

ii. Advertisement format that is published in the media apart from the ones 

stated on the Approval Form will be regarded as not approved by the 

Medicine Advertisements Board and its approval can be cancelled. 

2.14.7 Language To Be Used 

 i. The language to be used refers to the language approved by the 

Medicine Advertisements Board for the requested advertisement 

formats. 

ii. Approved advertisement formats may be published in all or any of the 

languages as specified in the Approval Form. 

iii. Advertisement formats published in languages other than those specified 

in the Approval Form are regarded as not approved by the Medicine 

Advertisements Board.  

2.14.8 Advertisement Approval Validity Period 

 The approval date and expiry date of the approval of an advertisement format 

are as stated on the Approval Form.  

2.14.9 Conditions of Approval 
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 The Approval Form also contains conditions that MUST be complied with by the 

applicant during the publication of the advertisements. Publication of 

advertisement formats that fail to comply with the conditions on the Approval 

Form will have its approval cancelled by the Medicine Advertisements Board. 

2.14.10 Signature of the Secretary of Medicine Advertisements Board 

 The Approval Form without the signature of the Secretary of Medicine 

Advertisements Board is not valid.  

  

2.15 AMMENDMENTS TO THE CONTENT OF THE APPROVED 

ADVERTISEMENT FORMAT 

2.15.1 Amendment to the content of the advertisement format refers to the correction 

of existing information or an application to re-include information that has been 

cancelled/removed by the Medicine Advertisements Board with appropriate 

justification. 

2.15.2 Amendments are not allowed for the addition of new information. 

2.15.3 Application for amendment is allowed only ONCE.   

2.15.4 Application for amendment must be submitted within two (2) months from the 

date of approval on the Approval Form. 

2.15.5 Application for amendment will not be accepted beyond the 2 months period. 

The applicant must submit a new application for approval of the said 

advertisement format. 

2.15.6 The procedures for applying for amendments are as follow: 

i. Applicants are required to fill in the Amendment Application Form (see 

Appendix 5 Borang Permohonan Pindaan Kelulusan Format Iklan). 

This form can be downloaded at the official portal of the Pharmacy 

Services Programme www.pharmacy.gov.my. 

ii. The Amendment Application Form must be accompanied by: 

 Approval Form (original document)   

 Approved advertisement format (original document) 

 Five (5) copies of the advertisement format with the requested 

amendments (for advertisements other than website) AND three 

(3) copies of the advertisement format with the requested 

amendments (for website advertisements) 

 Relevant supporting documents (if any) 

iii. Completed applications must be submitted to the Medicine 
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Advertisements Board at the Pharmacy Services Programme counter or 

sent through post /courier.   

iv. The Medicine Advertisements Board will vet the advertisement format 

based on the justification presented and decides whether: 

 To approve the amendments; or 

 To reject the amendment. 

v. The amended advertisement format will be returned with the original 

Approval Form. 

vi. For rejected amendment applications, the original Approval Form and the 

original approved advertisement format will be returned to the applicant 

together with the letter of rejection. 

2.15.7 Application for amendment to the advertisement format is FREE and no 

charges will be imposed. 

2.15.8 The process of amending the advertisement format does not involve any 

changes to the approval date and expiry date of advertisement approval on the 

Approval Form. 

  

2.16 APPEALS 

2.16.1 Applicants who are aggrieved by the decision of Medicine Advertisements 

Board may appeal for the consideration of the Minister of Health Malaysia. 

2.16.2 The notice of appeal (see Appendix 6 Notis Rayuan) which informs the 

applicant's intention to seek consideration from the Minister must first be 

submitted to the secretariat of Medicine Advertisements Board, within fourteen 

(14) days from the date of the decision of the Medicine Advertisements Board. 

2.16.3 The Secretary of Medicine Advertisements Board will confirm receipt of the 

notice of appeal. 

2.16.4 The applicant must then submit the said advertisement format together with the 

justification for the appeal application and relevant supporting documents to the 

secretariat of the Medicine Advertisements Board within thirty (30) days from 

the confirmation date of receipt of the notice of appeal by the Secretary of 

Medicine Advertisements Board. 

2.16.5 Appeals from applicants will not be entertained if all the required information is 

not submitted within the specified time period. 

2.16.6 The Secretary of Medicine Advertisements Board will notify in writing the 

Minister's decision on the appeal made. 
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2.16.7 The Minister's decision is FINAL. 

  

2.17 REVISON OF ADVERTISEMENT APPROVAL 

2.17.1 Advertisement formats that have been approved by the Medicine 

Advertisements Board are still subject to revision throughout the approval 

period. 

2.17.2 A review is made if a complaint is received about the advertisement or if it is 

found that the advertisement violates any provision of these guidelines or the 

policy of the Medicine Advertisements Board or if the content of the 

advertisement contains information, statistics, pictures or any representation 

that is inappropriate and cannot be published to the public. 

2.17.3 The secretariat will inform the applicant about the advertisement format that 

needs to be revised. 

2.17.4 The applicant is required to cease publication of the advertisement with 

immediate effect and revert to the secretariat within the specified time period 

with: 

i. Approval Form (original document); 

ii. approved advertisement format (original document); and 

iii. Five (5) copies of the new advertisement format. 

2.17.5 The advertisement format (original document) will be cancelled by the Medicine 

Advertisements Board. 

2.17.6 The Medicine Advertisements Board will vet the new advertisement format for 

approval. 

2.17.7 The Approval Form and the newly approved advertisement format will be 

returned to the applicant. 

  

2.18 CANCELLATION OF ADVERTISEMENT APPROVAL 

2.18.1 An approved advertisement format may be cancelled at any time by the 

Medicine Advertisements Board if it is found that: 

i. The advertisement that was published does not comply with the 

approved format of the Medicine Advertisements Board and the 

conditions stated in the Approval Form; 

ii. the information submitted during the advertisement approval application 
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is false; 

iii. the approved advertisement format has been modified to include false 

information, lies or deception of the consumers; 

iv. The advertisement content that lacks sensitivity towards the prevalent 

values of religion, ethics, professionalism, and other aspects upheld by 

the Malaysian community; 

v. product registration has been suspended or cancelled by the Drug 

Control Authority of the Ministry of Health Malaysia; 

vi. upon request because the applicant no longer intends to publish the 

approved advertisement format. 

2.18.2 The Secretary of Medicine Advertisements Board will notify the applicant in 

writing of the cancellation of the advertisement approval. 

2.18.3 Applicants are required to return the Approval Form and the approved 

advertisement formats to the secretariat of Medicine Advertisements Board 

INSTANTLY. 

2.18.4 The applicant will also be instructed to stop publication of the advertisement 

immediately. 

  

2.19 ENQUIRY AND FEEDBACK TO THE MEDICINE ADVERTISEMENTS 

BOARD 

 Applicants may contact the secretariat of the Medicine Advertisements Board 

for further information at:  

Telephone: 

03-78413200 

Email: 

liu@moh.gov.my 

Address: 

Medicine Advertisements Board 
Pharmacy Services Programme  
Ministry of Health Malaysia 
Lot 36, Jalan Profesor Diraja Ungku Aziz  
46200 Petaling Jaya 
Selangor. 
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SECTION 3  

GOOD ADVERTISING PRACTICES   

  

3.1 INTRODUCTION 

This section provides the principles of good advertising practices as 

determined by the Medicine Advertisements Board. Good advertising 

practices ensure that product advertising is true, accurate, not misleading and 

does not compromise consumer safety besides encouraging appropriate use 

of products. 

  

3.2 GENERAL PRINCIPLES 

3.2.1 Product advertising must be done in a responsible, ethical and professional 

manner to ensure the safe and appropriate use of the product. 

3.2.2 Advertisements must contain information that is reliable, accurate, true, 

informative, fair, objective, unambiguous, balanced, up-to-date, verifiable and 

non-offensive. 

3.2.3 Advertisements must present factual accurate information without any 

exaggeration. Advertisements should take into account the genuine desire of 

people to obtain information and to promote the use of products in a correct 

and appropriate manner and not be misleading. 

  

3.3 CREATIVITY 

3.3.1 Creativity in product advertising must align with the advertising principles 

outlined in these guidelines. 

3.3.2 Creativity elements in advertising should not ignore consumers safety. As 

medicinal products affect consumers health, the information conveyed through 

the advertisement must be clear, accurate and not confusing or obscured by 

excessive creativity elements. 

3.3.3 The element of creativity in advertising cannot ignore the standards of morality 

and decency practiced in Malaysia. 
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3.4 FALSE OR MISLEADING INFORMATION 

3.4.1 Information in an advertisement is considered false or misleading if the 

information cannot be verified or is inaccurate or untrue in the form of conduct, 

representation, statement, image, audio, video or practices that may cause, 

influence or encourage a consumer to make a mistake in making a decision to 

purchase or use a product. 

3.4.2 Advertisement must not contain false or misleading information, directly or 

implicitly, which may induce improper use of the product or pose undue risks. 

 

Example: An advertisement shows that people who take a supplement 

product become morally virtuous and more confident. 

Example: An advertisement shows that people who take vitamin products 

are protected from germs and diseases in the outdoor 

environment and other dangers with formation of a shield 

around body. 

 

3.5 ANIMAL IMAGE IN ADVERTISEMENT 

 Animal images in advertisements should be used with caution to ensure that 

consumers are not misled into believing that the advertised product is 

intended for veterinary use. 

  

3.6 ACT OF VIOLENCE OR ACTIVITIES THAT VIOLATE THE LAW 

 Advertisements must not contain any statement, image, audio, video, 

representation or practice that may lead to or support acts of violence, 

criminal or illegal activity or that purport to condone such acts or activities. 

 

Example: An advertisement of vitamin C product shows people using 

weapons such as machetes, knives or shields to convey the 

concept of immunity protection or body defense 

 

3.7 DANGEROUS PRACTICE OR DISREGARD FOR SAFETY 

 Advertisement should not show or contain statement, picture, audio, video, 

representation of dangerous practices or manifest a disregard for safety such 
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as harming health or injuring any individual or animal. 

 

Example: In an advertisement, a woman is depicted using a drill to mix 

cake ingredients, suggesting that the woman is disoriented due 

to her poor health. 

Example: An advertisement shows a father who is unwell swapping his 

son's food with cat food due of his poor health situation. 

Example: An advertisement demonstrates a consumer’s ability to engage 

in physically demanding activity in a hazardous manner to 

highlight the efficacy of the promoted product 

Example: An advertisement for product A (for headache relief) shows a 

consumer showing his misery due to headache by banging his 

head against a wall. 

Example: A video advertisement shows members of the public visiting a 

medicine manufacturing plant during their spare time. This 

advertisement ignores good manufacturing practices in 

medicine manufacturing plant which can lead to the risk of 

medicines contamination 

 

3.8 STANDARD OF MORALITY OR DECENCY 

 
Advertisements must not contain any statements, images, audio, video, 

representations, or practices that can be interpreted as contrary to or against 

the moral or decency standards practiced in Malaysian society, or in any way 

offend, defame, or insult any group of people. 

 

Example: An advertisement shows indecent images such as pictures of 

people appearing nude or inadequately clothed which are 

offensive and against the moral and decency values of 

Malaysian society. 

Example: An advertisement shows people scratching private parts due to 

itchness caused by a bacterial/fungal infection. 
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Example: An advertisement shows a couple involve in physical intimacy 

that is not suitable for public viewing, especially for children. 

Example: An advertisement shows that tall people have an advantage in 

sports, are highly regarded in society, are better suited for 

leadership roles and possess both mental and physical 

strength.  This advertisement may offend people of short 

stature. 

3.9 DENIGRATION, REFUTION AND DISPARAGEMENT TOWARDS OTHER 

PARTIES 

 Advertisements must not contain any statements, images, audio, video, 

representations, or practices that can be interpreted, either directly or 

indirectly, as:  

i. denigrate or disparage the products, advertisers or advertisements of 

other companies; 

Example: An advertisement contains consumer satisfaction 

surveys stating that ABC product (or ingredients in them) 

is more beneficial or more popular compared than other 

products available in the market. 

 

ii. refute or discredit the products, advertisers or advertisements of other 

companies;  

Example: An advertisement contains the results of scientific 

research findings that show ingredient B (found in a 

competitor’s product) is not well absorbed into the body 

and thus does not provide sufficient benefits.  

 

iii. denigrate or disparage the medical profession or the value of 

professional attention and treatment. 

Example: An advertisement suggests that it is better to take ABC 

product than to seek hospital treatment or traditional 

medicine that gives side effects and detrimental to 

health. 
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3.10 EVIDENCE AND ENDORSEMENT 

3.10.1 In general, all statements, claims, descriptions and comparisons made in 

advertisements must be based on the latest evaluations and data. 

3.10.2 Advertisements containing statistical claim preferably be supported with 

primary data or peer-reviewed studies conducted in Malaysia. 

3.10.3 Statements which relate to matters of objectively ascertainable facts should 

be capable of substantiation either by reference of the Drug Control Authority 

approved product information or through scientific evidence from 

investigations conducted accurately and ethically. 

3.10.4 Evidence must be readily available and submitted together with the 

advertisement application to the Medicine Advertisements Board. 

3.10.5 Advertisements must not exploit the ignorance and enthusiasm of the general 

public by including incomprehensible or unverifiable scientific data. 

3.10.6 Statements in advertisements must not override or manipulate the results of 

surveys or studies and scientific evidence. 

  

3.11 TRUST OR SUPERSTITION 

3.11.1 Advertisements must not abuse the consumer 's confidence or exploit the 

consumer 's lack of experience or knowledge. 

 

Example: An advertisement suggests taking ABC supplement product to 

protect the consumer's eyes from the blue light of digital 

devices when there is no scientific data to prove the statement. 

Example: An advertisement contains the statement that product XYZ is 

suitable for pregnant women and lactating women but this 

information is not verified by the Drug Control Authority. 

Example: A fish oil product advertisement makes a statement that the 

active ingredient is re-esterified Triglyceride (rTG) Omega 3 but 

that information is not stated on the product label. 
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3.11.2 Advertisements must not employ baseless beliefs or exploit superstitious 

beliefs.  

 

Example: An advertisement shows superstitious practices for pregnant 

women such as: 

i. drinking excessive coffee will result in a darker 

complexion for the child; 

ii. eating from a chipped plate may cause the child to have 

a cleft lip;   

iii. avoid knocking on walls to prevent complications during 

childbirth. 

Example: A product advertisement contains a scary vampire character to 

depict the state of a person who does not get dental treatment.   

 

3.11.3 Advertisements should not exploit the religious beliefs of any community, 

whether directly or indirectly.  

 

Example: An advertisement contains a statement that the consumption of 

ABC products is recommended by religious figures. 

Example: Advertisement contains verses of Quran / hadith to convince the 

consumers to use the product. 

 

  

3.12 HALAL LOGO / STATEMENT 

3.12.1 Products that have obtained Halal certification are permitted to feature the 

Halal logo in their advertisements.   

3.12.2 The Halal status of products must be certified by JAKIM or any other body 

recognized by JAKIM. 

3.12.3 Advertisers are not allowed to misuse the term "HALAL" or any 

statements/images related to the Islamic religion, including the use of Quranic 

verses in their advertisements to mislead consumers. 
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3.13 ADVERTISING OF REGISTERED MEDICINAL PRODUCTS TOGETHER 

WITH OTHER HEALTH PRODUCTS/PRODUCTS OTHER THAN MEDICINES 

3.13.1 Registered medicinal products CANNOT be placed alongside food, medical 

devices, cosmetic or other non-medicinal products in an advertisement format 

for which approval from the Medicine Advertisements Board is sought. 

3.13.2 In the event an advertisement for registered medicinal product approved by 

the Medicines Advertisement Board is published in the same space as 

advertisement for non-medicinal product, a distinct separation must be made 

to prevent confusion.  

  

3.14 INFORMATION ABOUT DISEASES OR BODY CONDITIONS THAT GOES 

BEYOND THE INTENDED USE OF THE PRODUCT OR IS UNRELATED TO 

THE USE OF THE PRODUCT 

3.14.1 Product information in advertisements must comply with the indication/use of 

the product registered with the Drug Control Authority.   

3.14.2 Advertisements are not allowed to contain extensive information about a 

disease or body condition of a human that goes beyond the use of the 

advertised product. Such information can mislead consumers about their 

health status and the use of the product. 

Example: An advertisement for product X tells in depth about the 

symptoms and diseases related to kidney damage, while the 

use of the product is only to promote urination. 

Example: An advertisement suggests that dengue fever can be treated by 

using paracetamol in contrast to the fact that dengue fever is an 

epidemic disease that requires treatment from a medical 

practitioner. 

 

3.14.3 Advertisements are not allowed to contain information about diseases or body 

conditions of a human being irrelevant to the use of the advertised product. 

Example: An advertisement for a calcium product explains that calcium 

supplements can prevent osteoporosis similar to the preventive 

nature of vaccines against pandemic diseases. 
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3.15 ALCOHOL BEVERAGES/CIGARETTES/SUGARY DRINKS/FAST FOOD 

 Advertisements must not depict images, videos or representations of alcoholic 

beverages, cigarettes (except for nicotine products), sugary drinks or fast food 

(such as burgers, pizza, etc.).  
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SECTION 4 

SOCIAL RESPONSIBILITY 
 

4.1 INTRODUCTION 

 This section emphasizes the ethical aspect and responsibility of the applicant in 

preserving the interests of society. Advertisements must comply with the 

principles of social responsibility as determined by the Medicine Advertisements 

Board. 

  

4.2 CELEBRITY RECOMMENDATION/ENDORSEMENT/TESTIMONIAL 

4.2.1 An advertisement may include a recommendation, endorsement or testimonial of 

a person of celebrity status encouraging the public to use the advertised product. 

However, the recommendation, endorsement or acknowledgment must be done 

responsibly and the celebrity is required to be accountable for the statements 

made.   

Any form of recommendation, endorsement or testimonial should not mislead the 

consumers either directly or implicitly. 

4.2.2 Advertisements containing celebrity recommendation, endorsement or 

testimonial must be supported by Celebrity Consent (refer to Appendix 8 Izin 

Selebriti). 

The validity period of the Celebrity Consent is one (1) year only, which is from 

the date of the Consent until 31st December of the same year.  

4.2.3 Advertisements containing celebrity recommendation, endorsement or 

testimonial regarding the use of a product by celebrities for their own health or 

that of their family members and friends must comply with the provisions in 

paragraph 4.4 (Consumer Testimonial). 

4.2.4 Advertisements containing recommendations, endorsements or testimonial of 

product usage by celebrities MUST display the following statement: 

“The effect of this product may vary between individuals” 
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4.3 IMPRESSIONS OF HEALTH CARE PROFESSIONAL ADVICE OR 

ENDORSEMENT 

4.3.1 Advertisements must not: 

i. include visual and/or audio presentations of healthcare professionals 

giving an impression of providing advice, recommendations, testimonials, 

endorsements, or scientific recommendations for the advertised product;  

ii. contains statements that give the impression of professional advice, 

endorsement or scientific recommendation made by any association, 

organization or person appear in the advertisement and who are implied, 

either directly or by implication, as being qualified to give such advice, 

endorsement or recommendation. 

Example: The use of white coats, stethoscopes, the environment and 

services of health care professional setting or any depiction 

in advertisement showing undue authority that the product 

is endorsed by a health care professional. 
 

4.3.2 Endorsement letter from a respective healthcare professional body to endorse a 

statement in an advertisement is allowed to be submitted for consideration of the 

Medicine Advertisements Board in the following conditions: 

i. statements regarding indications and uses of products approved by the 

Drug Control Authority are NOT ALLOWED to be endorsed by any other 

professional body. This is to preserve the credibility of the Drug Control 

Authority as a government agency established to evaluate and approve 

the indications and uses of a product and and to preserve public 

confidence in registered medicinal products; and 

ii. the endorsement letter must contain the actual/specific statement to be 

included in the advertisement format. 

4.3.3 The logo of any healthcare professional body may be allowed in advertisement 

format with an authorization letter from the conerned body. 

4.3.4 Advertisements must not contain visuals, videos, audio or representations 

referencing a college, hospital, research/quality assurance/quality control 

laboratory or similar organization. 
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4.4 CONSUMER TESTIMONIAL 

4.4.1 Advertisements may include consumer testimonials, but the individuals providing 

the testimonials must genuinely exist and be responsible and accountable for the 

statements they provide. 

4.4.2 User testimonials refer to statements made, whether directly or indirectly, by: 

i. any person who uses a particular product and provides a testimonial about 

their experience/satisfaction with using the product; or 

ii. any person who uses a particular product without giving any direct 

testimonial about their experience/satisfaction with using the product (e.g., 

an actor swallowing the advertised product); or 

iii. parents/caregiver who uses a particular product for the health benefit of 

their children under 18 years old (children’s testimonials are not required); 

or 

iv. any person who gives a testimonial regarding the health benefits of a 

particular product used by their family members and/or friends. 

4.4.3 The consumer testimonial must be aligned with the product indication/statement 

approved by the Drug Control Authority. 

4.4.4 Advertisements containing testimonials must be supported with a Customer 

Testimonial form in Appendix 9 (Pengakuan Pengguna).   

The validity period of the Consumer Testimonial is one (1) year only, which is 

from the date of the Consumer Testimonial form until 31st December of the same 

year.  

4.4.5 Advertisement that contains consumer testimonial must contain the following 

statement: 

“The effect of this product may vary between individuals”. 

  

4.5 PRODUCT FOUNDER 

 Advertisements cannot contain statements about specific individual as the 

founder of the product such as academic achievements, awards received, 

studies made, recognition and other similar credentials (for example, inventor 

awards or innovation awards). The achievements or success of a product 

founder cannot be used to convince consumers that the product is of superior 

quality or highly effective. 
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4.6 STAR RATING/CONSUMER SATISFACTION SURVEY 

4.6.1 Star ratings provided by any party (e.g., Facebook, Google) to signify product 

effectiveness/quality, consumer preferences, consumer satisfaction, or any other 

product-related ratings are NOT PERMITTED, as they indirectly serve as 

unverified user testimonials.   

4.6.2 Advertisements containing statistical claims/consumer satisfaction surveys are 

NOT ALLOWED because they are implied as unverified consumer testimonials 

and are capable of refuting, disparaging, or criticizing any other product, either 

directly or indirectly. 

  

4.7 TESTS, RESEARCHES, STUDIES AND REVIEWS REFERENCES 

4.7.1 Reference to a hospital, clinic, institute, laboratory, college, professional 

organization or official organization in the advertisement. 

Statements in advertisements that refer to tests or studies carried out in a named 

hospital, clinic, institute, laboratory or college or a named professional 

organization or official organization are permitted only if: 

i. written permission was given by the authority of the organization or 

institution concerned; and 

ii. the test or study in question conforms to the product indication or other 

statement registered by the Drug Control Authority. 

4.7.2 Research results, reference to or quotes from technical and scientific literature of 

conference, workshop, seminar etc. should not be misused or manipulated and 

must comply with product indications or other statements in product label as 

registered by the Drug Control Authority. 

4.7.3 Statistic should not be presented to imply that the result of a study, research or 

survey have a greater validity than is the case. 

4.7.4 Scientific term(s) or jargon that is irrelevant should not be used to make claims 

that appear to have a scientific basis which they do not possess. 

4.7.5 Graphs, tables, charts, diagrams or any pictorial representation or illustration 

may be used in an advertisement format only if: 

i. related to/conforming to the indications of product or other statements 

registered by the Drug Control Authority; 

ii. not mislead with the use of incomplete or unusual scales or suppressed 

zeros; and 

iii. graph or table that is adapted from a paper and not fully published in the 
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advertisement is allowed provided its clear and true meaning is not 

distorted. 

4.7.6 In vitro or laboratory test and trials in animals are not allowed as evidence 

derived from these methods of testing is subject to many confounding factors 

and are unreliable models of the human physiological response to a substance. 

4.7.7 Epidemiological Studies 

i. The results of epidemiological studies can be utilized if relevant to the use 

of the product. 

ii. The statements made in advertisements preferably be based on the 

findings of studies conducted in Malaysia within the recent 5-year period. 

iii. References to studies conducted in foreign countries that exceeded 5 

years can be considered if the specific field of study has not been 

extensively researched, limited or no similar studies have been conducted 

in Malaysia. 

iv. The results of the study must not be manipulated, misinterpreted or 

misused to create unwarranted anxiety or exploit fear among consumers. 

4.7.8 Reference/Citation 

i. The source of information for a test result, experiment, research, study, 

survey, graph, table, chart, diagram or any pictorial 

representation/illustration in an advertisement must be stated with a 

complete reference or citation. 

ii. References/citations from any other sources of information are not 

permitted if they pertain to statements that have already been approved by 

the Drug Control Authority. 

iii. References/citations of sources of information that are not relevant or do 

not refer to any statement in the advertisement are not allowed.  

iv. References/citations from sources of information that are not submitted to 

the Medicine Advertisements Board will not be permitted. 

v. References/citations should not be used solely to create the impression 

that the advertised product has been extensively studied.    

  

4.8 COMPARATIVE ADVERTISING 

4.8.1 The following comparative claims, whether direct or implied, are PROHIBITED: 

i. comparison with competitor products or other company's products; 

Example: An advertisement claims that product X provides faster pain 

relief compared to product Y. 
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ii. comparison of ingredients contained in competing products or products 

produced by other companies; 

Example: An advertisement for a CoQ10 product contains a 

statement that, "Ubiquinol is more effective than 

Ubiquinone" Or "Ubiquinone is more effective than 

Ubiquinol".  

 

 iii. comparison with food products; 

Example: An advertisement contains the statement that 1 vitamin C 

tablet is equivalent to 20 oranges. 

 

iv. comparison with modern health services, traditional health tips/practices 

and other healthcare services. 

Example: An advertisement suggests that taking paracetamol is 

better than ginger tea to relieve headaches. 

 

4.8.2 However, comparisons between products produced/marketted by the same 

company are allowed. 

Example: Company ABC is a marketer of product A and product B. The 

comparison that product A provides a faster relief compared to 

product B is allowed. 

 

4.8.3 The comparison permitted in paragraph 4.8.2 above should: 

i. be unambiguous and clearly understandable; 

ii. be made on a factual and fair basis and is capable of substantiation; 

iii. not dubious or mislead by distortion, undue emphasis or omissions; 

iv. be used for honest comparison purposes and not merely to upgrade by 

association; 

v. be to inform and not to discredit, disparage or attack competitors or 

competing products directly or by implication, through association with the 

compared product; 

vi. not involve the selection of a subject matter of a comparison as to confer 

an artificial advantage upon the advertised product or so as to suggest 

that a better bargain is offered than is actually the case; 
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vii. be supported by documentary evidence that is easily understood; 

viii. when referring to a competititve test, such tests should have been 

conducted by an independent and objective body. The test must be 

supportive of all claims made in the adertisements that are based on the 

test; and 

ix. never involve use or draw on partial results or stress insignificant results 

to mislead the consumer to draw an improper conclusion. 

4.8.4 A hanging comparative is a comparative statement that raises the question 

"compared to what?". Such phrases are not allowed in advertisements because 

they imply the superiority of their products over other products. Commonly used 

hanging comparative are “faster pain relief”, “longer/faster acting” or “stronger”. 

  

4.9 HEALTHY LIFESTYLE PRACTICES 

4.9.1 Advertising of practices that adversely affect healthy lifestyle is not permitted. 

Example: An advertisement for a slimming product suggests weight loss 

while indulge in unlimited eating without exercising. 

 

4.9.2 Advertisements must not suggest or encourage behaviours detrimental to health 

such as drinking alcoholic beverages, unbalanced diets, sedentary lifestyle, not 

exercising, smoking etc. 

Example: An advertisement shows overindulgence of spicy food and and 

suggests consuming the advertised product as a remedy if 

stomach aches. 

 

4.9.3 Advertisements should not recommend that a product is suitable to be taken by 

smokers, people who drink alcohol/caffeinated drinks or practicing an 

unhealthy/unbalanced diet. 

  

4.10 SUPERLATIVES/HYPERBOLES 

4.10.1 Superlatives and hyperboles as pufferies used to imply or infer the superiority of 

the advertised product may mislead the public to ever-estimae the value of the 

product whether by exaggeration or unrealistic comparisons or statements. 

4.10.2 Advertising product features with the use of words, phrases, images, videos, 
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audio, any form of representation or descriptions in a superlative or hyperbolic 

manner is NOT ALLOWED. 

4.10.3 Examples of descriptions, words and phrases that are not allowed are as stated 

in the Superlatives/Hyperboles List (refer to Appendix 7). Similarly, any other 

words, phrases, and descriptions that imply the contents provided in the 

Superlatives/Hyperboles List are also NOT ALLOWED. 

  

4.11 SELF–DIAGNOSIS 

4.11.1 Advertisements should not suggest/promote self-diagnosis as it may to lead to 

misdiagnosis that may result in inappropriate product use or puchase decisions 

and pose a risk to consumers health. 

Example: Advertisements listing the symptoms of a disease and 

recommend taking the advertised product without first consulting a 

registered medical practitioner or pharmacist is not permitted.   

Example: The advertisement lists headaches, chest pain, stomach pain, and 

nausea/vomiting as the main symptoms of gastric disease and 

suggests taking gastric medication, overlooking the possibility that 

these symptoms may also be experienced by individuals with 

heart disease. 

Example: An advertisement contains the statement "Bleeding gums are a 

symptom of gum disease". However, bleeding gums are not 

necessarily caused by gum disease alone but may be a symptom 

of other diseases such as dengue fever. Therefore, advertisement 

would be more appropriate stating "Gum disease can cause 

bleeding gums”. 

 

4.11.2 Advertisements should encourage consumers to be vigilant and not hesitate or 

fear to seek the help of a health care professional in order to identify a health 

problem. 

  

4.12 SELF-MEDICATION 

4.12.1 Advertisement should not suggest or encourage concumers to engage in self-

medication, as consumers may need to get healthcare professionals advice and 

consultation. 
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Example: An advertisement suggests a patient to try ABC product for 

three (3) days to treat his health problem and refer to a medical 

practitioner or pharmacist only if the health problem is not 

resolved. 

4.12.2 Advertisements should encourage consumers to consult a pharmacist or 

registered medical practitioner to ensure that the medicine that they take is 

appropriate for the intended use. 

4.12.3 Advertisements also should not encourage consumers to discontinue the use of 

medicines recommended by registered medical practitioners or pharmacists. 

  

4.13 FEAR AND UNWARRANTED ANXIETY 

4.13.1 Advertisements should not contain any statement, illustration, picture, audio or 

video that is capable of inducing fear or unwarranted anxiety among people by 

suggesting that their body condition or disease is worse than it is actually the 

case. 

Example: An advertisement contains the statement, “Diabetic nerve damage 

pose a risk of losing limbs and paralysis”. 

 

4.13.2 Advertisements also should not suggest that the body condition or the disease 

suffered will worsen if the consumer does not use the featured product. 

Example: An advertisement for iron product contains the statement “Iron 

deficiency is one of the main causes of anemia. Anemia can lead 

to heart attacks and eventually death due to blood loss in the 

body".  

Example: An advertisement suggests that product A (liver tonic) should be 

taken by individuals who are overweight, have poor sleep habits, 

or lead an unhealthy lifestyle to avoid the risk of serious liver 

damage such as liver cirrhosis. 
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SECTION 5 

             STATEMENTS REGARDING HEALTH MATTERS 

  

5.1 INTRODUCTION 

 Statements regarding health matters in advertisements refer to the use of the 

advertised product as: 

i. treating or preventing a disease or body condition of human beings.  

ii. identifying/diagnosing a disease or ascertaining the existence, degree 

and extent of a physiological condition. 

iii. altering the shape, structure, composition or size of the human body. 

iv. otherwise preventing or interfering with normal physiological functions, 

whether permanent or temporary, and whether by way of terminating, 

reducing, delaying, enhancing or accelerating such functions. 

v. alleviating or treating symptoms of a disease (refer to Appendix 11) 

  

5.2 GENERAL PRINCIPLES 

5.2.1 All statements about the product and/or ingredients in the product must be in 

accordance with the approval of the Drug Control Authority for that product. 

5.2.2 Advertisements must not contain any words, phrases, pictures, audios, videos, 

illustrations or representations that claim or imply the cure of a disease or body 

condition other than the relief of its symptoms, except with the approval by the 

Drug Control Authority. 

  

5.3 PROHIBITED STATEMENTS 

 Advertisements should not contain any statements either directly or indirectly 

referring to:  

i. the prevention, treatment, alleviation, cure or diagnosis of diseases and 

conditions of human beings as listed below: 

 Diseases or defects of the kidney 

 Diseases or defects of the heart 

 Diabetes 

 Epilepsy or fits 

 Paralysis 

 Tuberculosis 

 Asthma 
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 Cancer 

 Deafness 

 Drug addiction 

 Hernia or rupture 

 Diseases of the eye 

 Hypertension 

 Mental disorder 

 Infertility 

 Frigidity 

 Impairment of the sexual function or impotency 

 Venereal diseases 

 Nervous debility, or other complaints or infirmity, arising from or 

relating to sexual intercourse 

 

ii. Practicing contraception among humans. 

iii. Improving the condition or functioning of human kidney or heart, or 

improving the sexual functioning or sexual performance of human 

beings. 

iv. Procuring the miscarriage of women. 

  

5.4 INGREDIENT FUNCTIONAL STATEMENTS 

 Functional statements for an ingredient in a product are permitted as approved 

by the Drug Control Authority.  

  

5.5 SPECIAL HEALTH STATEMENTS 

5.5.1 Special health statements in advertisements for a particular product allowed AS 

APPROVED BY THE DRUG CONTROL AUTHORITY ONLY without any 

alteration or addition. 

5.5.2 Special health statements refer to statements relating to: 

i. Anti-aging 

 

Any information, audio, visual, image or representation that a product 

can control, retard or reverse the physiological processes associated 

with aging or premature aging.  
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ii. Brain Health, Brain Function and Mental Ability 

Any information, audio, visual, image or representation that are explicitly 

or implicitly relating to 'improving or enhancing brain function or 

memory', 'improving mental ability, cognition, IQ or intelligence' or 

'extending, improving or increasing concentration'.  

Example:  

Statement on the Label of Product XYZ:  

“Substance M helps improve cognitive function”.   

Statement in advertisement:  

Not Allowed: "Substance M increases cognitive functions such as 

thinking and decision-making”.  

Allowed: “Substance M helps improve cognitive function”  

 

iii. Imuniti 

Any information, audio, visual, image or representation that are explicitly 

or implicitly relating to the strength of immunity, immune system, body 

defense, protection against germs or diseases. 

Statement on the Label of Product ABC:   

“Vitamin A improves the body's immune health”.  

Statement in advertisement:  

Not Allowed: "ABC product increase the body's immunity”  

Allowed: “Vitamin A improves the body's immune health”  

 

iv. Stress 

Any information, audio, visual, image or representation explicitly or 

implicitly implying that the use of certain products is necessary to 

prevent or reduce stress of modern life.  

 

v. Performance In Sports and Studies 

Any information, audio, visual, image or representation explicitly or 

implicitly implying that the use of a particular product can improve 

performance in sports and studies.  
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vi. Weight Management 

 

 Any information, audio, visual, image or representation explicitly 

or implicitly implying the use of a particular product can lose, 

reduce or manage weight. 

 Statements about a product that can result in quick weight loss or 

physiological thermogenic activity (fat burning) are NOT 

ALLOWED. 

 Any statement, suggestion, image, visual or representation that 

disregards healthy eating practices such as 'eat as much as you 

like' is NOT ALLOWED.   

 A balanced diet plan and regular exercise should be emphasized 

in advertisements as required in Section 9 “Mandatory 

Statements” in these Guidelines. 
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SECTION 6  

STATEMENTS REGARDING ATTRIBUTES OF PRODUCTS 

  

6.1 INTRODUCTION 

 This section includes product information other than health matters provided in 

Section 5.  

  

6.2 PRODUCT FEATURES SUCH AS FLAVOR, COLOR AND SMELL 

6.2.1 Statements regarding the flavor, color and smell of products are allowed in 

advertisements. 

6.2.2 However, advertising shall not overemphasize sensory aspects such as flavor 

(e.g.: tasty, delicious, strawberry flavor) or cosmetic attributes (e.g.: beautifying, 

whitening, cleaning) to the extent that consumers may believe that the product is 

a food, cosmetic or other non-medicinal products. 

  

6.3 "BEFORE" AND "AFTER" STATEMENTS/CLAIMS 

6.3.1 Statements, pictures, visuals or illustrations that show changes in the body 

condition of a human being before and after taking a product are allowed as a 

consumer testimonial ONLY. 

Consumer testimonial (as provided in paragraph 4.4) must be attached together 

with the application for advertisement approval.  

Example: An advertisement for a weight loss product shows an image of an 

obese person (before taking the product) and an image of the 

same person who is lean (after taking the product for a 

reasonable period of time). 

 

6.3.2 Using "before" and "after" statements to demonstrate the product's effectiveness 

in treating symptoms, diseases, or body conditions is NOT PERMITTED. 

6.3.3 A statement in an advertisement must not depict a body condition that is more 

severe or chronic than the actual condition. 

Example: An advertisement for a liver tonic product for general support of 

liver health shows an image of liver cirrhosis (before) and an 
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image of a healthy liver (after). 

 

6.4 ACCURATE PRODUCT REPRESENTATION 

6.4.1 Advertisements must accurately depict the advertised product as registered with 

the Drug Control Authority, whether it is a medicinal product, health supplement, 

or traditional product. 

Example: ABC product is used as a medicine to relieve indigestion and 

flatulence. However, the advertisement of the product cannot 

suggest continuous daily usage of the product (as if it were a 

health supplement product) to avoid digestive problems.   

 

6.4.2 Advertisements should not suggest that the advertised product is a food or 

cosmetic product. 

Example: A radio advertisement of ABC product contains the statement 

“don't have time for a facial cleansing treatment? Take ABC 

Products for bright and radiant skin” as if it were a cosmetic 

product. 

Example: A medicinal product advertisement contains a statement “the 

refreshing lemon-flavored Product ABC is suitable to be served to 

guests and the whole family in this festive season”, as if it were a 

juice drink. 

Example: An advertisement suggests, “the ABC supplement product is a 

unique food replacement formulation that is rich in nutrients and 

low in calories”. 

 

6.4.3 Advertisements should not suggest that a product is herbal, unless stated on a 

label approved by the Drug Control Authority. 

  

6.5 NATURAL STATEMENTS 

6.5.1 Advertisement should not suggest that a product is “natural” unless all of its 

components are naturally occurring. 

6.5.2 However, a statement of “natural” would be acceptable: 
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i. if one or several of the ingredients are natural, the statement should be 

confined to the relevant ingredient/ingredients only, for example, 

“contains natural ingredient X”. 

ii. products that have a natural mode of action, i.e., an action that mimics 

physiological mechanism of the body, for example, bulk laxatives. These 

products may claim “acts naturally”. 

  

6.6 ORGANIC STATEMENTS 

 The "organic" statement must be supported by substantiation from relevant 

certifying body.   

  

6.7 STATEMENTS RELATING TO PRODUCT ORIGIN 

6.7.1 Advertisements may mention the place of origin of a product as approved by the 

Drug Control Authority. 

Example: This Fish Oil is made from fish found in the waters of Japan. 

 

6.7.2 Advertisements should not over-emphasis to highlight the manufacturer or 

foreign country of origin in promoting the efficacy of a product. 

Example: An advertisement for a fish oil product contains the statement 

that, "Statistics show that Japanese people who eat fish found in 

Japanese waters have a long-life span”. 

 

6.8 PRODUCT AVAILABILITY/NOVELTY STATEMENTS 

6.8.1 The term "new" in reference to a product or other synonymous words (e.g.: 

introducing ABC Product) is allowed to be used to describe a product which has 

been registered with the Drug Control Authority up to a period of 18 months 

from the date of registration.   

6.8.2 Newly registered product refers to a product with a new registration number 

(MAL). 

6.8.3 In addition to the newly registered products, the renewal of specific aspects of a 

product such as new look, new package sizes and new packaging are also 

allowed up to a period of 18 months from the date of renewal by the Drug 
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Control Authority. 

6.8.4 The novelty aspect of the product should be clearly stated and not misleading. 

  

6.9 PHARMACOKINETICS AND PHARMACODYNAMICS RELATED 

STATEMENTS 

6.9.1 Statements of product effectiveness relating to onset of action, absorption, 

dissolution, distribution or other pharmacokinetic and pharmacodynamic 

particulars are only accepted as approved by the Drug Control Authority.   

6.9.2 Statements that a product acts "instantly", "immediately" or "quickly" in the body 

are NOT ALLOWED unless approved by the Drug Control Authority. 

  

6.10 ILLUSTRATION OF PRODUCT CHEMICAL STRUCTURE 

 Pictures, illustrations or schematic representations showing chemical structure, 

biochemical activity, pharmacology, biological reaction, physiochemical 

properties of medicines etc. are allowed if supported by substantiation. 

 

  



 

45 
 

SECTION 7 

ADVERTISEMENTS AIMED AT SPECIFIC POPULATIONS 

  

7.1 INTRODUCTION 

 This section sets out the principles of advertising that targets certain social 

groups only such as children, women, disabled and elderly people.   

  

7.2 CHILDREN 

 Special attention should be given to advertisements targeting children or young 

people.  

7.2.1 Images of Children in Advertisements  

i. Any photographs, images, visuals or representations of children are NOT 

ALLOWED in advertisements of adults-only products. 

ii. The use of children's images in advertisements should meet with age limit 

that is appropriate for the dosage of the product. 

iii. Advertisements containing pictures of children under the age of 12 should 

include the child's age to show the correct product dosage that suits their 

age.   

7.2.2 Children Safety   

i. Advertisements should not contain any statement, picture, image, audio, 

visual or representation that disregards the safety of children. 

ii. Advertisements should not show or suggest children handling or playing 

with the advertised product. The product should be stored in a safe place 

and out of reach of children. 

7.2.3 Violence Against Children 

Advertisements should not contain any statement, picture, image, audio, visual 

or representation that shows or suggests violence against children.  

Example: An advertisement shows a father punishing his child with a cane 

because the child refuses to eat (has no appetite). 

 

7.3 PROHIBITION OF EXPLOITATION OF WOMEN 

7.3.1 The use of women in product advertising should uphold dignity and respect for 

women. 
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7.3.2 Advertisements are not allowed to depict women as sex objects, targets of 

teasing or laughter, objects of passion, nude, partially nude or in alluring outfit. 

7.3.3 Advertisements are not allowed to imply, directly or implicitly, that women's lives 

are filled with misery or hardship because of their bodily nature such as 

menstruation. 

  

7.4 PREGNANT OR LACTATING WOMEN 

7.4.1 Advertisements that promote the use of a product during pregnancy are only 

acceptable when such use is approved by the Drug Control Authority. 

7.4.2 Advertisements should not suggest or recommend any product for use by 

pregnant or lactating women unless approved by the Drug Control Authority. 

7.4.3 Advertisements should not convey a message that it is a routine practice for 

pregnant women to take certain products and that the unborn baby’s 

development would be affected if these products are not taken. 

  

7.5 PEOPLE WITH DISABILITIES (OKU) AND ELDERLY 

 Advertisements must not directly or implicitly insult, laugh at or belittle the ability 

or physical condition of the disabled and the elderly. 
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SECTION 8  

PROMOTIONAL ACTIVITIES 

  

8.1 INTRODUCTION 

 This section refers to advertisement content designed to motivate or attract 

consumers into purchasing the advertised product.  

  

8.2 ENCOURAGEMENT OF UNNECESSARY PURCHASE OR INDISCRIMINATE 

USE 

8.2.1 Advertisements should not directly or indirectly encourage indiscriminate, 

unnecessary, or excessive use of the advertised product. 

Example: An advertisement is found to promote the indiscriminate use of a 

product with a script, “My brother is taking the ABC medicine 

because he has a cough and his body feels heaty. My sister also 

enjoys taking ABC medicine due to its delicious taste”. 

 

8.2.2 Advertisements should not state or imply that good health likely to be 

jeopardized solely because the daily diet is not supplemented with the 

advertised product. 

Example: An advertisement for a vitamin B12 product contains the 

statement, "The deficiency of vitamin B12 in the daily diet, even in 

a small amount, can damage the entire nervous system and brain 

function". 

 

8.2.3 The products should not in any way be advertised as a substitute for a balanced 

diet. 

Example: An advertisement suggests taking multivitamins because children 

don't like vegetables. 

 

8.2.4 Advertisements should not suggest taking a product to prevent certain diseases 

or physical conditions unless approved by the Drug Control Authority. 
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Example: An advertisement for ABC medicinal product (for the treatment of 

mild urinary tract infections) suggests regular consumption of the 

product to prevent urinary tract infections. 

 

8.3 GIFTS 

8.3.1 Gift offers for product purchases are permitted in advertisement.  

8.3.2 However, gifts that are expensive, lucrative or high value are NOT ALLOWED. 

The provision of costly gifts can motivate consumers to purchase the product 

solely to obtain the offered gift. 

Examples of gifts that are not allowed: Mobile phones, power banks, ovens, 

toys, free holiday packages and so on.  

8.3.3 Inexpensive gifts such as pens, cups, calculators and etc. are allowed. 

8.3.4 The value of the gifts is not allowed to be stated in the advertisement. 

8.3.5 Gift in the form of cash money is NOT ALLOWED. 

  

8.4 FREE PRODUCT 

8.4.1 Free product in advertisements refer to the offer of giving a product for FREE of 

charge for the purchase of the advertised product. 

8.4.2 Free product giveaways are allowed for the advertisements of supplement 

product only.   

8.4.3 The free product must be the same as the advertised supplement product. 

Example: For every purchase of a 2 x 100’s 1000mg Vitamin C product 

(MAL1234XXXX strawberry flavored) you are eligible to get a 30’s 

1000mg Vitamin C product (MAL1234YYYY orange flavored) for 

FREE. 

Example: For the purchase of one bottle of 600mg x 120 tablets of Calcium, 

you are entitled to get another bottle of 600mg of Calcium for 

FREE (buy 1 get 1 free). 

 

8.4.4 The value of the free product cannot be stated in the advertisements.  
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8.4.5 Offer of free products are NOT ALLOWED for advertisements of traditional 

products, non-prescription products (Over the counter Medicine, OTC) or poison 

products.   

  

8.5 PRICE CUTS/DISCOUNTS/REBATES/VOUCHERS 

8.5.1 Discounts or price reductions for product purchases are ALLOWED in 

advertisements. 

8.5.2 Rebates, vouchers, promotional codes, and other similar forms of returns for the 

purchase of a product are ALLOWED in product advertisements. 

  

8.6 CONTESTS/COMPETITIONS 

 Registered medicinal products are NOT ALLOWED to be offered as prizes for 

any contests or competitions. 

Example: An advertisement shows coloring contest for children offering 

Vitamin C products as prizes for the winners. 

 

  

8.7 PRODUCT LABELS AND OTHER PACKAGING MATERIALS 

8.7.1 Advertisements approved by the Medicine Advertisements Board are NOT 

ALLOWED to be attached to the product or used as a product label or other 

forms of packaging material. 

8.7.2 The Medicine Advertisements Board shall not give approval for labels, 

packaging inserts, Consumer Medication Information Leaflets (RiMUP), or any 

other documents approved by the Drug Control Authority. 
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SECTION 9  

MANDATORY STATEMENT 

  

9.1 INTRODUCTION 

 This section provides the statements that are MANDATORY to be displayed in a 

radio advertisement and advertisements for a particular class of products.   

  

9.2 PRODUCT ADVERTISEMENTS IN RADIO 

 The following statement is MANDATORY to be broadcasted together in an 

approved radio advertisement format: 

“This advertisement is approved by the Medicine Advertisements Board” 

  

9.3 NICOTINE REPLACEMENT THERAPY PRODUCTS 

 The following statement is MANDATORY to be included in the product 

advertisements for nicotine replacement therapy:  

“This product is not suitable for children. Do not use this product if 

you have severe heart diseases, are pregnant or breastfeeding.  Not 

to be used by non-smokers.  

Consult your health care professional before use”.  

  

9.4 WEIGHT LOSS PRODUCTS 

 Product Advertisements for weight loss or weight reduction is MANDATORY to 

be include the following statement: 

“This product should be taken with a balanced diet and regular exercise” 

  

9.5 LIVER HEALTH PRODUCTS 

 Advertisements for liver health products is MANDAROTY to include the 

following statement:  

“This product is not intended to reverse the effects of noxious 

agents that cause liver damage (Example: alcohol)”  
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9.6 PRODUCTS RECOMMENDED FOR PREGNANT OR BREASTFEEDING 

WOMEN 

9.6.1 Advertisements that promote the use of a product during pregnancy must 

encourage a cautious approach before use.   

9.6.2 Therefore, the advertisement MUST display the following statement: 

“Please consult a healthcare professional before use”  

  

9.7 UNHEALTHY EATING PRACTICES 

 It is MANDATORY for Product advertisements that show unhealthy eating 

practices such as consumption of spicy food or oily food, overeating, hurried 

eating and others leading to various health symptoms such as stomach ache, 

indigestion, acid reflux, gastric and more to display the following statement:  

“Practice healthy eating in moderation”  

 
 

9.8 SPECIFIC PHARMACOKINETICS 

 Product advertisements that show the specific pharmacokinetics of a product 

and the effect on the consumers (example: relief for 5 hours) are MANDATORY 

to include the following statement:  

“The effect of this product may vary between individuals” 

  

9.9 CELEBRITY RECOMMENDATION/ENDORSEMENT OR CONSUMER 

TESTIMONIAL 

 Advertisements containing celebrity recommendation or endorsement or 

consumer testimonial is MANDATORY to display the following statement:  

“The effect of this product may vary between individuals”. 
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9.10 ADVERTISEMENT THAT DESCRIBES/LISTS THE SYMPTOMS OF A 

DISEASE OR BODY CONDITION 

 Product advertisements that describe/list the symptoms to identify a disease or 

body condition is MANDATORY to display the following statement: 

“Consult a medical practitioner for advice” 
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LETTERHEAD SYARIKAT PEMEGANG PENDAFTARAN PRODUK 
Nama dan alamat pemegang 

 
 

Tarikh : 

 
 

Y.B Menteri Kesihatan Malaysia 
d/a Bahagian Perkhidmatan Farmasi 
Kementerian Kesihatan Malaysia  
Lot 36,  
Jalan Profesor Diraja Ungku Aziz 
46200 Petaling Jaya 
Selangor 
(u.p: Setiausaha Lembaga Iklan Ubat) 

Yang Berhormat, 

PERATURAN 6 PERATURAN-PERATURAN LEMBAGA IKLAN UBAT 1976 – RAYUAN 
PENOLAKAN PERMOHONAN KELULUSAN IKLAN UBAT 

 

NAMA PRODUK/SERVIS KESIHATAN : Sila nyatakan nama produk/pemberi 

perkhidmatan kesihatan 
NO. RUJUKAN : Sila nyatakan nombor rujukan pada surat 

keputusan penolakan kelulusan iklan ubat 
 
 
 

Dengan segala hormatnya, pihak kami ingin membuat rayuan terhadap penolakan 
permohonan kelulusan iklan ubat seperti di atas. 

 
2. Alasan-alasan rayuan serta informasi / data tambahan atau sebarang dokumen 
akan dihantar kepada pihak Y.B dalam tempoh 30 hari dari tarikh surat ini dikeluarkan. 

 
 

Sekian, terima kasih. 

Yang benar, 

Tandatangan pemohon 

 

(NAMA PEMOHON) 

Jawatan Pemohon 
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 LIST OF SUPERLATIVES/HYPERBOLES 

 

Superlatives descriptors, words or phrases NOT ALLOWED in advertisements: 

 

1. Anti-aging 

2. Anti-stress 

3. Any percentage (unless substantiated) 

4. Aphrodisiac 

5. Arousal 

6. Complete cure 

7. Effective (for tradisional and supplements) 

8. Enhancement of sexual organs 

9. Excellent 

10. Fabulous, Fantastic 

11. Guaranteed 

12. Hormone releaser 

13. Ideal 

14. Instant cure 

15. Libido 

16. Longevity 

17. Miraculously, miracle, magic, magical 

18. Mythical 

19. No. 1 (or mean by it that shows position or superiority) 

20. No side effects 

21. Perpetual youth 

22. Potent 

23. Powerful 

24. Saintly, heavenly 

25. Sensational relief 

26. Sexual powers 

27. Superior 

28. The ‘best’, ‘only’, ‘most’ 

29. Unique 

30. Wonders 

31. World’s best 

32. Any other superlatives, words or phrases which are synonymous to the above 

 

THE ABOVE LIST ARE NOT EXHAUSTIVE AND MAY BE SUBJECT TO CHANGE 
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KEPALA SURAT (LETTER HEAD) SYARIKAT PEMOHON 
 
Setiausaha  
Lembaga Iklan Ubat 
Program Perkhidmatan Farmasi 
Lot 36, Jalan Profesor Diraja Ungku Aziz 
46200 Petaling Jaya, Selangor. 
 

Tuan, 

IZIN SELEBRITI 

 

SELEBRITI SAHAJA 

Saya ………(nama penuh)……. dengan nombor kad pengenalan:…………………….. bersetuju 

untuk mengambil bahagian dalam penyiaran iklan produk berdaftar ...(nama/jenama produk)... bagi 

syarikat …(nama syarikat)… di alamat …....... dan memberikan kebenaran kepada pihak syarikat 

untuk menggunakan nama/gambar/video/suara/pernyataan saya (sila potong yang tidak berkenaan) 

dalam iklannya. 

 

ATAU 

 

SELEBRITI BERSAMA AHLI KELUARGA DAN/ATAU RAKAN-RAKAN 

Saya ………(nama penuh)……. dengan nombor kad pengenalan:…………………….. telah 

mengesyorkan dan mengesahkan penggunaan produk berdaftar….(nama/jenama 

produk)….oleh ….(nama ahli keluarga/rakan-rakan & no. kad pengenalan)…….bagi  

syarikat …(nama syarikat)… di alamat …....... dan memberikan kebenaran kepada pihak syarikat 

untuk menggunakan nama/gambar/video/suara/pernyataan saya, ahli keluarga dan/atau rakan-

rakan saya (sila potong yang tidak berkenaan) dalam iklannya. 
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Saya telah membaca dan memahami Panduan Kepada Selebriti Dalam Pengiklanan 

Produk Kesihatan yang dikeluarkan oleh Kementerian Kesihatan Malaysia. 

 

Saya juga mengambil maklum bahawa mana-mana orang yang mengambil bahagian 

dalam penyiaran iklan produk berdaftar tanpa kelulusan Lembaga Iklan Ubat jika disabit 

kesalahan boleh dihukum di bawah seksyen 5(1) Akta Ubat (Iklan & Penjualan) 1956. 

 

  

Sekian, terima kasih. 

 

 

 

Diakui oleh pihak syarikat, 

 

 

 

[Tandatangan Selebriti] 

Nama Penuh: 

No. Kad Pengenalan: 

No. Tel: 

Alamat: 

Tarikh: 

[Tandatangan Pengarah Syarikat] 

Nama Pengarah Syarikat 

Jawatan 

No. Tel: 

Alamat Emel: 

Tarikh: 

Cop Syarikat 

 

Berikut adalah pernyataan saya: 

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________ 
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KEPALA SURAT (LETTER HEAD) SYARIKAT PEMOHON 
 
Setiausaha  
Lembaga Iklan Ubat 
Program Perkhidmatan Farmasi 
Lot 36, Jalan Profesor Diraja Ungku Aziz 
46200 Petaling Jaya, Selangor. 
 
Tuan, 

 

PENGAKUAN PENGGUNA 

 

Saya ………(nama penuh)…….dengan nombor kad pengenalan:…………………….. 

menggunakan … (nama produk)….. dengan pendaftaran …(nyatakan no MAL)…. sejak ...(sejak 

bila @ tempoh masa penggunaan produk)... Saya bersetuju untuk mengambil bahagian dalam 

penyiaran iklan produk ini oleh syarikat ....(nama syarikat)…. di alamat ……… dan memberikan 

kebenaran kepada pihak syarikat untuk menggunakan nama/gambar/video/suara/testimoni saya 

(sila potong yang tidak berkenaan) dalam iklannya. 

Saya juga mengambil maklum bahawa mana-mana orang yang mengambil bahagian dalam  

penyiaran iklan produk berdaftar tanpa kelulusan Lembaga Iklan Ubat jika disabit kesalahan 

boleh dihukum di bawah seksyen 5(1) Akta Ubat (Iklan & Penjualan) 1956. 

 

Sekian, terima kasih. 

 

Diakui oleh pihak syarikat, 

[Tandatangan Pengguna] 

Nama Penuh: 

No. Kad Pengenalan: 

No. Tel: 

Alamat: 

Tarikh: 

[Tandatangan Pengarah Syarikat] 

Nama Pengarah Syarikat 

Jawatan 

No. Tel: 

Alamat Emel: 

Tarikh: 

Cop Syarikat 

 

Berikut adalah testimoni saya: 

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________

____________________________________________________________________________ 
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TEMPLATE FOR ADVERTISEMENT FORMAT OF TOPICAL PRODUCTS CONTAINING 

DICLOFENAC 

 

The advertisement format shall include the following contents: 

a) Required information: 

 Product name, image, indication and dosage 

 Product’s side effects 

 Adverse Drug Reaction (ADR) reporting  

 Mandatory statement 

-  Advice from a healthcare professional should be obtained before using 

this medicine. Seek further advice if symptoms persist or side effects 

occur after use. 

b) Advertisement must be clear, factual and without any exaggeration. 

c) Advertisement must not be misleading / beyond the intended use of the product. 

d) Terms & Condition: Advertisements approved by MAB may only be displayed 

within pharmacy premises, clinics, hospitals, and on the product registration 

holder’s official website. 

Example of Proposed Advertisement Format 
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OTC PRODUCT ADVERTISING: PERMISSIBLE CLAIMS ON SIGNS AND SYMPTOMS  

Referring to the DRGD, OTC (Over-the-Counter) products are generic products that contain active 

ingredients other than those listed in the First Schedule of Act 366, and are not classified under 

health supplements, natural products, or cosmetics. 

This table serves as a reference for the permitted claims on signs and symptoms in advertisements 

for OTC products. These signs and symptoms claims must be relevant and aligned with the product 

indication approved by the DCA. Furthermore, the claims must not mislead consumers or give a 

false impression about the product’s use. The selection of signs and symptoms claims must be 

appropriate and not contradict the disease/indication. In addition, the claims should not focus on 

only one or two symptoms. 

MAB reserves the right to reject any claims on signs and symptoms if the advertisement format 

does not comply with the provisions outlined in this guideline and the Registered Medicinal Products 

Advertising Approval Guidelines. 

Table of Permissible Claims on Signs and Symptoms in OTC Product Advertising 

NO. DISEASES PERMITTED SIGNS & SYMPTOMS 

1. Iron Deficiency / Anaemia ● Tiredness / weakness / Lack of Energy / Fatigue 

● Dizziness 

● Rapid heartbeat 

● Paleness / pallor 

● Headache 

● Coldness in Hands / Feet 

● Breathlessness / shortness of breath 

2. Peripheral Nerve Damage 

/ Nerve problems 

● Tingling 

● Pins and needles 

● Numbness 

● Burning sensation 

● Prickling 

● Nerve pain 

● Loss of sensation 

3. Sore Throat ● Dry & tickly throat 

● Dry & scratchy throat 

● Inflamed throat 

● Painful throat 

4. Indigestion and Heartburn ● Abdomen / stomach discomfort 

● Burning sensation in stomach/ stomach burning 

● Sour taste in mouth 

● Burning sensation in throat/ throat burning 

● Acid reflux 

● Burning sensation in chest 

● Bloating 
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NO. DISEASES PERMITTED SIGNS & SYMPTOMS 

5. Osteoarthritis   Stiffness 

 Pain 

 Joint inflammation (redness, warmth, swelling) 

 Tenderness 

  Loss of flexibility 

6. Hemorrhoids   Itchiness or irritation around the anal region 

 Anal discharge, redness 

 Sensation of needing to pass stool 

 Swelling around the anus  

 Pain or discomfort 

 Incomplete evacuation 

 Bleeding 

 Lump on anus 

7. Venolymphatic  Spider or varicose or reticular veins 

 Cramping or leg pain 

 Swelling of legs/ankle 

 Tired legs 

8. Fungal skin infection  Itchy and scaly skin 

 Redness 

 Blister 

 Irritation 

 Cracking 

 Burning 

 Soreness 

 Discomfort 

9. Mild Acne  Blocked pores 

 Blackheads 

 Whiteheads 

 Acne breakouts (due to wearing mask) 

 Excess oil  

 Few papules and pustules 

10. Moderate acne Wide spread of: 

 Blocked pores 

 Blackheads 

 Whiteheads 

 Acne breakouts (due to wearing mask) 

 Excess oil  

 Papules and pustules 
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REGISTERED MEDICINAL PRODUCTS ADVERTISING APPROVAL GUIDELINES 

 

 LIST OF AMENDMENTS  

Amending Short Title In force from 

Paragraph 1.4 Amend definition of “Products other than 

medicine” 

22.11.2022 

   

Appendix 8  Borang Izin Selebriti 8.5.2024 

 -Add on Izin selebriti bersama ahli keluarga 

dan/ atau rakan-rakan 

 

   

Paragraph 4.4 Consumer Testimonial 26.7.2024 

 -Amend 4.4.2 (iii) and renumber 4.4.2 (iii) to 
4.4.2 (iv) 
-Add 4.4.2 (iii) 

 

   

Paragraph 2.14.1 Update Approval Serial Number 18.11.2024 

   

Paragraph 2.5 

(MAB 1/2025) 

Products allowed to be advertised  6.3.2025 

 2.5.1 Add “Natural Products with Modern 

Claim” 

 

   

Paragraph 2.9 

(MAB 1/2025) 

Advertisement Format Approval 6.3.2025 

 2.9.3 Add “Font size for product indication 
information” 

 

   

Paragraph 2.5 

(MAB 2/2025) 

Products Allowed To Be Advertised 26.8.2025 

 -Renumber 2.5.2 (ii) to 2.5.2 (iii) 

-Add 2.5.2 (ii) Topical Product 

Diclofenac 

 

  
 

Paragraph 2.13 

(MAB 2/2025) 

Advertisement Approval Validity Period 26.8.2025 

 
-renumber 2.13.2 to 2.13.3 

-add 2.13.2 (advertisement approval 
validity period for topical product 
Diclofenac) 

 

   

Paragraph 5.1 

(MAB 2/2025) 

Introduction 26.8.2025 

 -Add 5.1 (v)   
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Appendix 3 

(MAB 2/2025) 
Update Approval Form (Form A) 

-add Condition No. 4 (for topical 

product Diclofenac advertisement) 

26.8.2025 
 

   

Appendix 10 
(MAB 2/2025) 

Add Appendix 10: Template For 
Advertisement Format of Topical 
Products Containing Diclofenac 

26.8.2025 

 

   

Appendix 11 
(MAB 2/2025) 

Add Appendix 11: OTC Product 
Advertising: Permissible Claims on 
Signs And Symptoms 

26.8.2025 
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