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GENERAL 
Overview of
regulation

There is no single agency or uniform legislation regulating the 
advertising industry in India. The Advertising Standards Council of 
India (ASCI) is the relevant self-regulatory player in the 
advertisement space. The ASCI Code for Self-Regulation in 
Advertising (ASCI Code), to be adhered to by member 
organizations to protect the interests of the consumer, is based on 
the following guiding principles: 

• The advertisements should constitute honest representations
to consumers and competitors.

• The advertisements should be non-offensive to the general
public and conform to the generally accepted standards of
decency and propriety.

• The advertisements should not prove hazardous or harmful to
society or to individuals, particularly minors.

• The advertisements should not constitute unfairness in
competition, or plagiarism.

The ASCI Code has been recognized under various Indian 
legislations and documents including the Cable Television 
Networks (Regulation) Act, 1995 (CTN Act), The Cable Television 
Networks Rules, 1994 (CTN Rules), Press Council of India's Norms 
of Journalistic Conduct, 2010 and the Indian Broadcasting 
Foundation's Self-Regulatory Guidelines for non-news & current 
affairs programs etc.  

The CTN Act provides that only advertisements in conformity with 
the “prescribed advertisement code” can be transmitted or re-
transmitted through a cable service (Section 6). 

Rule 6 (the Programme Code) and Rule 7 (the Advertising Code) of 
the CTN Rules, broadly prohibit any such advertisements on cable 
services that inter alia: 

• deride any race, caste, colour, creed, or nationality

• are against any provision of the Constitution of India

The provisions inter alia the Indian Penal Code, 
1860, the Information Technology Act, 2000 and 
the Information Technology (Intermediaries 
guidelines) Rules, 2011 and all product specific 
regulations set out below for Pay Television 
apply equally to the advertisements in the OCC 
TV space.   

The Indian Penal Code prevents publication of 
any content which is inter alia defamatory, 
infringing, obscene or otherwise illegal under 
the laws of India. 

The intermediary guidelines inter alia prohibit 
publication of any content which is grossly 
harmful, harassing, blasphemous, defamatory, 
obscene, pornographic, paedophilic, libellous, 
invasive of another's privacy, hateful, racially, 
ethnically objectionable, disparaging, relating or 
encouraging money laundering or gambling, or 
otherwise unlawful in any manner whatsoever.  

While ASCI compliance is optional, the ASCI 
Consumer Complaint form provides an option to 
the consumer to lodge a complaint against an 
advertisement viewed online or on a website.  

In 2019, the Internet and Mobile Association of 
India (IAMAI) released the Code of Best 
Practices for Online Curated Content Providers 
to self-regulate the content therein. Almost all 
major players in India are signatories to this 
Code, which currently has no carve out for 
advertising. The IAMAI seeks to become akin to 
the BCCC in the regulation of content on OCC TV. 

Meanwhile, the MIB in late 2019 had suggested 
the issuance of a negative list of don’ts for OCCs 

The MIB has sought stakeholders’ 
comments on the draft Cable TV 
Networks (Regulation) Amendment 
Bill, 2020, which inter alia  

• introduces penalties for the
violation of the Programme
Code and Advertisement Code

• provides right of way to cable
operators providing broadband
internet access on property
under the control of public
authorities

• adds and updates laws which
apply in addition to the CTN Act
including inter alia the Food
Safety and Standards Act, The
Cigarettes and other Tobacco
Products (Prohibition of
Advertisement and Regulation
of Trade and Commerce, 
Products, Supply and 
Distribution) Act; the Indian 
Telegraph Act and the 
Information Technology Act. 
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• tend to incite people to crime, cause disorder or violence or 
breach of law, or glorifies violence or obscenity in any way, or 
presents criminality as desirable 

• exploits the national emblem, or any part of the Constitution 
or the person or personality of a national leader or a State 
dignitary 

• projects a derogatory image of women 

• exploits social evils like dowry, child marriage 

• are not in conformity with the ASCI Code. 

Additionally, the Reserve Bank of India, the Securities and 
Exchange Commission of India, and the Insurance Regulatory and 
Development Authority of India also regulate advertisements in 
their respective sectors. Similarly, in addition to the guidelines 
under the ASCI Code, Doordarshan and All India Radio (AIR) adhere 
to the Doordarshan and AIR Advertisement Code, respectively, 
formulated under the Prasar Bharati (Broadcasting Corporation of 
India) Act, 1990. 

Under the Consumer Protection Act, 2019, the endorser of a good 
or service can be held accountable for their participation in a 
misleading advertisement which is prejudicial to the interest of any 
consumer or is in contravention of consumer rights. 

and asked for sectoral regulation of the OCC 
space by a self-regulatory body. 

 

Regulatory 
Bodies 

There is no single regulator, or any uniform legislation that deals 
with advertisements. The following all regulate advertisements: 

• The Ministry of Information and Broadcasting (MIB), as per the 
extant provisions of the CTN Act and CTN Rules.  

• ASCI and ASCI's Consumer Complaints Council (CCC) report any 
noncompliant television advertisements to the MIB. 

• The Broadcasting Content Complaints Council (BCCC) set up by 
the Indian Broadcasting Foundation (IBF), an organization of 
television broadcasters regulates advertisements by member 
channels. The complaints received against a channel which is 
not a member of IBF, are forwarded to MIB for appropriate 
action. 

There are no regulatory bodies specifically 
governing OCC advertisements.  

 

See above.  
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• The Electronic Media Monitoring Centre established by the 
MIB to monitor the content of various FM and TV channels 
beaming over Indian territory for any violation of the 
Programme Code, the ASCI Code, and provisions of the CTN 
Act. 

• The Central Authority under the Consumer Protection Act, 
2019 ensures that no false or misleading advertisement is 
made of any goods or services which contravenes the 
provisions of the Act or the rules or regulations made 
thereunder (Section 18(1)). 

Advertising per 
hour 

Per the CTN Rules, no program can carry advertisements exceeding 
12 minutes per hour, including up to 10 minutes per hour of 
commercial advertisements, and up to 2 minutes per hour of a 
channel’s self-promotional programs (Rule 7(11)). 

TRAI notified the Standards of Quality of Service (Duration of 
Advertisements in Television Channels) Regulations, 2012, to 
ensure service quality and protect consumer interests. While re-
instating the 12 minutes per hour requirement under the CTN 
Rules, TRAI also mandated: 

• in case of live broadcast of a sporting event, the 
advertisements shall be carried only during the breaks in the 
sporting action. 

• the time gap between the end of one advertisement session 
and the commencement of the next advertisement session 
shall not be less than 15 minutes. However, in case of 
broadcast of a movie the time gap between the end of one 
advertisement session and the commencement of the next 
advertisement session shall not be less than 30 minutes. Lastly, 
this condition does not apply in the case of live broadcast of 
any sporting event. 

• A 2013 Amendment to the Regulations further mandated that 
the broadcasters are required to report the duration of 
advertisements carries on their channels to the TRAI on a 
quarterly basis. 

There is no rule or restriction on the rate of 
advertisements on OCC TV.   

See above. 
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Revenue 
Restrictions 

No restrictions on advertising revenue. No restrictions on advertising revenue.  

Product 
Placement 

No regulations for product placement.  No regulations for product placement.  

Foreign 
Commercials 

While there are no specific regulations to this effect, foreign 
commercials must adhere to the same standards established for 
domestic advertisements.  

No regulations on foreign commercials.  

Govt Levy Under the Goods and Services Act, 2017, GST at the rate of 18% is 
applicable on technical services including: 

• placement of advertisements in media 

• sale or leasing of advertising time or space 

• sale of TV and radio advertising time 

• sale of advertising space in video and motion pictures 

Commission of any advertising agents assisting in any of the 
aforementioned activities, is not included in the rate above, and is 
chargeable at a separate rate of 18%. 

There are no provisions for taxation of 
advertising over OCC platforms per se. However:  

Under the Goods and Services Act, 2017, GST at 
the rate of 18% is applicable on technical 
services including: 

• placement of advertisements in media 

• sale or leasing of advertising time or space 

• sale of Internet advertising space 

• sale of advertising space in video and 
motion pictures 

Commission of any advertising agents assisting 
in any of the aforementioned activities, is not 
included in the rate above, and is chargeable at 
a separate rate of 18%. 

Per Section 164 (i) read with Section 165 of the 
Finance Act, 2016, the consideration payable by 
a person resident in India to a non-resident 
towards the provision of ‘specified services’, 
meaning online advertisement, provision for 
digital advertising space or any other facility or 
service for the purpose of online advertisement, 
or any other service as may be notified by the 
Central Government, shall be subject to an 
‘equitable levy’, unless: 

• the non-resident provider of the specific 
service has a permanent establishment in 
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India and is providing such specified service 
in connection with such an establishment; 
and/ or 

• the aggregate consideration for the 
specified service does not exceed one lakh 
rupees; or 

• where the payment for the specified service 
is not for the purpose of carrying out 
business or profession. 

Such levy is to be deducted at the source before 
remittance of the consideration. 

PSAs There are no specific regulations for PSAs. However, for any film 
which has scenes with alcohol and/or tobacco consumption, 
statutory warnings against them must be displayed. 

N/A  

PRODUCT 
SPECIFIC 

   

Alcohol Any advertisement which directly or indirectly promotes the 
production, sale or consumption of alcohol is prohibited as per 
Rule 7(1)(viii) of the CTN Rules, Clause 2(viii) of the Revised Code 
for Commercial Advertising on Doordarshan and Clause 36(ii) of 
the Norms for Journalistic Conduct.  

As per Rule 7(1)(viii) of the CTN Rules, a product which uses the 
same brand name or logo as used for alcohol can only be 
advertised if: 

• It only showcases the product and does not advertise alcohol 
in any manner. 

• It does not make any direct or indirect references to alcohol. 
The advertisement should not promote alcohol even through 
nuances or phrases. 

• It does not utilise situations, colours, layout or presentations 
which are generally associated with alcohol.  

Additionally, the proposed advertisement must be submitted to 
the MIB along with a certificate from a registered Chartered 
Accountant declaring that the product will be distributed in a 
reasonable quantity. It should certify that it will be available in a 

Presently there are no regulations specifically on 
advertising alcohol on OCC Television.  
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substantial number of outlets where other products of the same 
category are sold. Further, the proposed expenditure on the said 
advertising must not be inconsistent with the actual sales turnover 
of the product. 

Pharmaceutical The Drugs and Magic Remedies (Objectionable Advertisements) 
Act, 1954 (Drugs and Magic Remedies Act) regulates 
advertisements of pharmaceuticals. Under Section 3(d) of the 
Drugs and Magic Remedies Act, advertisements are prohibited for 
drugs that can lead to: 

• Miscarriage or prevention of conception in women; 

• Maintenance or improvement of the capacity of human beings 
for sexual pleasure; 

• Correction of menstrual disorder in women; or, 

• Diagnosis, cure, mitigation, treatment or prevention of 
diseases such as fever, blood poisoning, diabetes, epilepsy, 
goitre, leprosy, pneumonia, and other diseases specified in the 
Schedule to the Drugs and Magic Remedies Act. 

Advertisements are also prohibited under Section 4 of the Drugs 
and Magic Remedies Act if they: 

• Give a false impression regarding the true nature of a drug; 

• Make a false claim for a drug; or, 

• Are otherwise false or misleading in any manner. 

Section 5 of the Drugs and Magic Remedies Act prohibits persons 
carrying on the profession of administering magic remedies from 
advertising any magic remedy which claims to be efficacious for 
the above purposes. 

The regulations set out in the corresponding 
column for pay TV are not limited to pay TV and 
apply equally to the internet medium.  

 

Gambling The Public Gambling Act, 1867 a central act prohibiting all 
gambling activities barring games of skill has been adopted by 
most states in India, while other states have enacted their own 
legislation to regulate betting and gambling activities. The Indian 
Penal Code, 1860 prohibits advertisements of a lottery otherwise 
than in accordance with the Lotteries (Regulation) Act (Section 
294-A). Further, the Prize Competitions Act, 1955 prohibits the 
advertisement of unauthorized prize competitions. 

The Information Technology (Intermediaries 
Guidelines) Rules, 2011 notified under the 
Information Technology Act, 2000 require 
intermediaries to inter alia inform the users of 
the bandwidth not to host, display, upload, 
modify, publish, transmit, update or share any 
information that is relating to or encouraging 

The Law Commission of India 
released a report on the Legal 
Framework of Gambling and Sports 
Betting in July 2018 which provides 
for inter alia regulation of online 
advertising content, and displaying 
risks associated with gambling on 
all operator websites.  
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Per the ASCI Code, advertisements in breach of the law or that 
(directly or indirectly) propagate products that are banned under 
law are prohibited, and therefore barring a few states, there are 
no advertisements for gambling on pay TV in India. Further, self-
regulatory industry associations, such as the All India Gaming 
Federation and the Indian Federation of Sports Gaming have 
prescribed requirements including provisions to regulate the 
content, duration and targeted audience of gaming 
advertisements.   

In addition to the ASCI Code, the ASCI Guidelines for Online 
Gaming for Real Money Winnings apply to advertisements for 
online games which require the consumers to put up money for a 
possibility of cash or equivalent winnings. The Guidelines set out 
that: 

• the advertisement may not depict a person under 18 years old, 
a person who appears to be under 18 years old, or otherwise 
suggest that a person under 18 years of age can play online 
games for real money winnings;  

• the advertisement must carry the disclaimer “This game 
involves an element of financial risk and may be addictive. 
Please play responsibly and at your own risk.” For print or static 
advertisements, the disclaimer should occupy at least 20% of 
the advertisement space and should specifically meet the 
disclaimer guidelines set out at Rule 4 (i), (ii), (iv), and (viii) of 
the ASCI code and for audio/video advertisements, the 
disclaimer must be placed in normal speaking pace at the end 
of the advertisement in the same language as the 
advertisement; and 

• the advertisement should not indicate that online gaming for 
real money winnings is an income opportunity, an option for 
alternative employment, or otherwise suggest that a person 
engaged in such gaming is in any way more successful as 
compared to others.  

 

gambling, or contains obscene content etc. or is 
otherwise unlawful in any manner whatever.  

The Sikkim Online Gaming (Regulation) Act, 
2008 allows for online gambling in certain games 
within the Sikkim intranet under a formal 
license. The Sikkim Online Gaming Regulation 
Rules, 2009 allow the licensees to advertise 
online games, provided that the games must 
inter alia: 

• include the address of the online gaming 
operator's website, which must include 
certain prescribed information 

• not be indecent or offensive 

• be based on facts 

• not be directed at any person under the age 
of 18 

• not be directed at any jurisdiction in which 
online games are prohibited 

The Nagaland Prohibition of Gambling and 
Promotion and Regulation of Online Games of 
Skill Act, 2016 permits a licensee to earn 
revenue from ‘games of skill’ (i.e. a game not 
amounting to ‘gambling’, which is illegal) by 
means of advertising, in Nagaland. 

The ASCI Guidelines for Online Gaming for Real 
Money Winnings also apply to OCC TV. 

 

Claims The Advertising Code stipulates that all advertisements should 
conform to the relevant laws of the country, the product or service 

The regulations set out in the corresponding 
column for pay TV, with the exception of the 
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advertised should not suffer from any defect or deficiency as 
mentioned in the Consumer Protection Act, 1986 and should not 
contain references which are likely to lead the public to infer that 
the product advertised or any of its ingredients has some special, 
supernatural, or miraculous property or quality which is difficult to 
prove. 

The ASCI Code requires advertisements to not distort facts or 
mislead the consumer by means of implications or omissions 
(Preamble: Chapter 1) and sets out Guidelines for Disclaimers 
made in supporting, limiting or explaining claims made in 
Advertisements (Chapter 3). These include inter alia that a 
disclaimer: 

• shall clarify or qualify a claim but cannot contradict the main 
message conveyed by the advertiser as perceived by a 
consumer.  

• shall not hide material information to make the 
advertisement deceptive or conceal its commercial intent.  

• should not attempt to correct a misleading claim made in an 
Advertisement.  

• shall be in the same font, size, language, and of the same 
visibility and legibility as the claim of the Advertisement. 

• shall be of such comprehension and duration as may be easily 
understood  

The ASCI Code further provides the validity period of claiming a 
product or service as new and improved to be 1 year from the time 
the new or improved product/service has been 
launched/introduced in the market. 

The Consumer Protection Act, 2019 provides the practice of 
making any claims falsely representing that the goods/services are 
of a particular standard, quality, quantity, grade, composition style 
or model etc. falls under unfair trade practices. (Section 2(47)). The 
Central Authority may direct the advertiser of a false or misleading 
advertisement to discontinue such advertisement or to modify the 
same in a specified manner (Section 21(1)). Further, the 
Department of Consumer Affairs launched the Grievances Against 

ASCI Code (compliance to which is optional for 
OCC players), are not limited to pay TV and apply 
equally to the internet medium.  
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Misleading Advertisements (GAMA) Portal in 2015 to register 
complaints against misleading advertisements.  

Some other legislations that contain specific provisions relating to 
advertising claims include inter alia: 

• The Drugs and Magic Remedies (Objectionable 
Advertisements) Act, 1954 

• Securities and Exchange Board of India (Disclosure and 
Investor Protection) Guidelines, 2000  

• The Bureau of Indian Standards Act, 1986 and The Bureau of 
Indian Standards (Certification) Regulations, 1988 

• The Drugs and Cosmetics Act, 1940 

• The Food Safety and Standards Act (FSS Act), 2006 (see below) 

• The Infant Milk Substitute, Feeding Bottles and Infant Foods 
(Regulation of Production, Supply and Distribution) Act, 1992  

• The IRDA (Insurance Advertisements and Disclosure) 
Regulations, 2000 and the IRDA Guidelines on Distance 
Marketing of Insurance Products, 2011 

• The Pharmacy Act, 1948 

• The Sales of Goods Act, 1930 

Food & 
Beverages 

 The Food Safety and Standards Authority of India regulates the 
advertising of food and beverages in India. The FSS Act provides 
that no advertisement of any food product can be misleading or 
deceiving or inter alia falsely describe any food; be such as to 
mislead as to the nature or substance or quality of any food; or give 
a false guarantee. 

The Food Safety and Standards (Packaging And Labelling) 
Regulations, 2011, mandate that every advertisement for a food 
article which contains an addition, admixture or deficiency, must 
specify the nature and quantity of the same; and no advertisement 
shall make any proclamations as to the purity of a food article. The 
said Regulations also set out requirements in respect of specific 
food articles and mandate that the symbol indicating whether a 

There are no separate guidelines for 
advertisements with respect to food and 
beverages on OCC Platforms, and the 
regulations set out in the corresponding column 
for pay TV apply equally to the internet medium. 
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food article is vegetarian or non-vegetarian be displayed 
prominently in advertisements (Regulation 3.4). 

It is mandatory under the Food Safety and Standards (Advertising 
and Claims) Regulations, 2018, that the claims made by every food 
business operator and marketer in respect of the food articles in 
an advertisement inter alia: 

• are truthful, meaningful, not misleading, not deceptive, do not 
make false implications and help consumers to comprehend 
the information 

• are scientifically substantiated by validated methods of 
characterising or quantifying the ingredient or substance, if the 
benefit of the claim is dependent on any such ingredient or 
substance 

• if in respect of a trade mark, brand name, or fancy name 
containing adjectives like “natural”, “fresh”, “pure”, “original”, 
“traditional”, “authentic”, “genuine”, “real”, etc., the 
advertisement shall be accompanied by a disclaimer in not less 
than 3mm size shall be given at appropriate place on the label 
stating that “This is only a brand name or trade mark and does 
not represent its true nature”. 

• if accompanied by a disclaimer, the disclaimer shall be 
conspicuous and legible 

• shall not be promoted or portrayed as a meal replacement 
unless otherwise specifically permitted as a meal replacement 
under any other Regulations made under FSS Act 

• shall be consistent with information on the label of the food or 
beverage 

Under Regulation 10, advertisers are prohibited from making 
claims inter alia: 

• which refer to the suitability of the food for use in prevention, 
alleviation, treatment or cure of a disease, disorder or 
particular physiological condition unless specifically permitted 
under any other regulations made under FSS Act 

• the label of any package containing food for sale should not 
contain the words “recommended by the medical or nutrition 
or health professionals”  or words on the packaging that 
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suggest or imply that the food is recommended, prescribed, or 
approved by medical practitioners, or approved for medical 
purpose 

• that the product has “added nutrients”, if such nutrients have 
been added merely to compensate the nutrients lost or 
removed during processing of the food; 

• such that they give rise to doubt or suspicion about the safety 
of similar food or which may arouse fear in respect of the same 

• with respect to health if such food contains nutrients or 
constituents in quantity that increase the risk of disease or an 
adverse health-related condition 

• for food articles by any food business operator that 
undermines the products of any other manufacturer for the 
purpose of promoting their products or influencing consumer 
behaviour. 

Under the Infant Milk Substitutes, Feeding Bottles and Infant 
Foods (Regulation of Production, Supply and Distribution) Act, 
1992, advertisements for infant milk substitutes, feeding bottles, 
and infant food, as well as for the distribution or marketing of the 
same, are prohibited. However, educational and other material 
advertising or promoting infant milk substitutes, feeding bottles, 
and infant foods, shall include clear information on the benefits, 
superiority of breast milk and the consequences of using infant 
breast milk substitutes instead. 

Guidelines to this effect are also prescribed under the ASCI Code. 

Personal 
hygiene/ 
Sanitary 
(including 
Condoms) 

The MIB vide Advisory dated 11 December 2017 prohibited 
broadcasts of advertisements of condoms which may be 
inappropriate for viewing by children between 6 AM to 10 PM in 
compliance with Rules 7(7) and 7(8) of the CTN Act and CTN Rules. 
The MIB later issued a clarification stating that advertisements for 
condoms that are merely informative, and do not objectify 
women, or are otherwise sexually explicit can be aired at all times. 

There are no product specific restrictions on advertisements for 
other personal hygiene and sanitary products. 

There are no restrictions on advertising of 
personal hygiene and sanitary products 
(including condoms) on OCC Television. 
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Tobacco Any advertisement which directly or indirectly promotes the 
production, sale or consumption of tobacco is prohibited as per 
Rule 7(1)(viii) of the CTN Rules, Clause 2(viii) of the Revised Code 
for Commercial Advertising on Doordarshan and Clause 36(ii) of 
the Norms for Journalistic Conducts.  

As per Rule 7(1)(viii) of the CTN Rules, a product which uses the 
same brand name or logo as used for tobacco can only be 
advertised if: 

• It only showcases the product and does not advertise tobacco 
in any manner. 

• It does not make any direct or indirect references to tobacco. 
The advertisement should not promote tobacco even through 
nuances or phrases. 

• It does not utilise situations, colours, layout or presentations 
which are generally associated with tobacco.  

Additionally, the proposed advertisement must be submitted to 
the MIB along with a certificate from a registered Chartered 
Accountant certifying that the product will be distributed in a 
reasonable quantity. Further, it should certify that it will be 
available in a substantial number of outlets where other products 
of the same category are sold. The proposed expenditure on such 
advertising must not be inconsistent with the actual sales turnover 
of the product advertised.  

The Cigarettes and other Tobacco Products (Prohibition of 
Advertisement and Regulation of Trade and Commerce, 
Production, Supply and Distribution) Act, 2003 (COTPA) further 
places a prohibition on all tobacco related advertising through any 
medium. As per Section 5 of COTPA, advertisements cannot 
directly or indirectly suggest or promote the use or consumption 
of cigarettes or any other tobacco products. 

As per Section 5 of COTPA, advertisements 
cannot directly or indirectly suggest or promote 
the use or consumption of cigarettes or any 
other tobacco products. 

 

Children The ASCI Code prescribes that advertisements should not: There are no separate guidelines for 
advertisements with respect to children on OCC 
Platforms, and the regulations set out in the 
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• if directed at children, contain any content by way of 
illustration or otherwise which might result in their physical, 
mental or moral harm or which exploits their vulnerability 

• present criminality as desirable, or directly or indirectly 
encourage people - particularly children -to emulate it or 
conveys the modus operandi of any crime 

• encourage children to enter strange places or to converse with 
strangers in an effort to collect coupons, wrappers, labels or 
the like 

• feature any dangerous or hazardous act which is likely to 
encourage children to imitate such acts in a manner which 
could cause harm or injury 

• show children using or playing with matches, inflammable or 
explosive substance, or playing with or using sharp knives, 
guns or mechanical or electrical appliances, careless use of 
which could lead to their suffering cuts, burns, shocks or other 
injury 

• feature children for tobacco or alcohol-based products. 

The National Commission for Protection of Child Rights published 
the Guidelines to Regulate Child Participation in TV Serials, Reality 
Shows and Advertisements, 2010-2011 which lays down the 
guidelines for conduct of the organization, production and 
broadcaster of material involving children (less than 18 years of 
age), to ensure the best interests of the child and avoid economic 
exploitation, interference with the child's right to education, or 
acts that may be harmful to a child's physical and/ or mental 
health. 

corresponding column for pay TV apply equally 
to the internet medium. 

Women The Indecent Representation of Women (Prohibition) Act, 1986, 
prohibits indecent representation of women through 
advertisements including depicting women in a derogatory or 
denigrating manner, or if the advertisement is likely to deprave, 
corrupt or injure public morality.  

The regulations set out in the corresponding 
column for pay TV are not limited to pay TV and 
apply equally to the internet medium.  
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Under Section 3(d) of the Drugs and Magic Remedies Act, 
advertisements are prohibited for drugs that can lead to: 

• Miscarriage or prevention of conception in women 

• Correction of menstrual disorder in women 

Property The Real Estate (Regulation and Development) Act, 2016 (RERA) 
prohibits advertisement of any property by the promotor of a real 
estate project in any planning area, without registering such 
project with the Real Estate Regulatory Authority. (Section 3(1) 
read with Section 2(b)) 

The advertisement issued by the promoter should prominently 
mention details of the website address of the Real Estate 
Regulatory Authority where all details of the registered project 
have been entered and include the registration number obtained 
from the Authority and such other matters incidental thereto. 
(Section 11(2)). 

The regulations set out in the corresponding 
column for pay TV, are not limited to pay TV and 
apply equally to the internet medium. Section 
2(b) of RERA defines advertisement as 
advertisement through “any medium”. 

 

COUNTRY-
SPECIFIC 
INFORMATION 

The ASCI Code provides certain guidelines for endorsement by 
celebrities, urging them to refrain from participating in an 
advertisement that make misleading, false or unsubstantiated 
claims. Endorsers are also advised to undertake sufficient due 
diligence to ensure the veracity of their claims. 

The Pre-Natal Diagnostic Techniques (Regulation and Prevention 
of Misuse) Act, 1994 (Pre-Natal Act) regulates advertisements 
related to pre-natal diagnosis. Section 22 of the Pre-Natal Act 
places complete prohibition on any advertisements related to pre-
natal sex determination. 

The Insurance Regulatory and Development Authority’s (IRDA) 
(Insurance Advertisements and Disclosure) Regulations, 2000 lay 
down that advertisements related to insurance policy should not 
in any way be unfair or misleading and give the regulator the 
power to direct issuance of corrective advertisement in the same 
manner in which the original advertisement was given. The IRDA 
Guidelines on Distance Marketing of Insurance Products apply to 
every activity of solicitation and sale of insurance products through 
the internet, and mandate that every insurer prepare a 

The regulations set out in the corresponding 
column for pay TV apply equally to the internet 
medium. 
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standardized script (incorporating features of the product, 
benefits, disclosures and solicitations) for the purpose and file this 
with the regulator and all solicitations and sale activities should 
strictly be in line with the script. 

The Securities and Exchange Board of India’s (SEBI) (Disclosure and 
Investor Protection) Guidelines, 2000 prohibits any advertisement 
that is misleading, unclear or contains distorted information and 
which may influence the decision of the investors. Further, an 
exclusive advertising code for mutual funds under the SEBI (Mutual 
Funds) Regulations 1996 governs advertisements on mutual funds. 

The Indian Medical Council (Professional Conduct, Etiquette and 
Ethics) Regulations, 2002, issued under the Indian Medical Council 
Act, 1956 prohibits physicians from advertising their services in any 
form or manner of advertising through any mode.  

The Bar Council of India Rules under the Advocates Act,1961 
prohibit law firms and lawyers from advertising their practice. 

The Transplantation of Human Organs Act, 1994 prohibits any 
advertisements inviting persons to supply or offering to supply any 
human organ for payment. 

The Bureau of Indian Standards (Certification) Regulations, 1988, 
prohibit misleading advertisements pertaining to BIS certification. 

The Arms Act, 1959 prohibits advertisements related to firearms, 
weapons and ammunition.  
 

Useful Links Draft Cable Television Networks (Regulation) Amendment Bill, 
2020 <https://mib.gov.in/sites/default/files/Cable-Television-
%20Networks%28Regulation%29%20Act-1995.pdf>  

The Cable Television Networks (Regulation) Act, 1995 
<http://legislative.gov.in/sites/default/files/A1995-7.pdf>. 

The Cable Television Networks Rules, 1994 
<https://mib.gov.in/sites/default/files/Cable-Television-
%20Networks%28Regulation%29%20Act-1995.pdf> 
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Pay TV OCC TV Foreshadowed changes 

The Code for Self-Regulation of Advertising Content in India 
<https://drive.google.com/file/d/1GggI0BWuziLyFAU_GMrX0Wz-
dya_Bd4i/view> 

The Consumer Protection Act, 2019 
<http://egazette.nic.in/WriteReadData/2019/210422.pdf> 

The Food Safety and Standards (Advertising and Claims) 
Regulations, 2018 
<https://www.fssai.gov.in/upload/uploadfiles/files/Packaging_La
belling_Regulations.pdf> 

The Indecent Representation of Women (Prohibition) Act, 1986  
<https://indiacode.nic.in/bitstream/123456789/1768/1/198660.p
df> 

The Information Technology (Intermediaries Guidelines) Rules, 
2011 
<https://www.wipo.int/edocs/lexdocs/laws/en/in/in099en.pdf> 

The Standards of Quality of Service (Duration of Advertisements 
in Television Channels) Regulations, 2012 
<https://trai.gov.in/sites/default/files/201205140456435681176
Regulation_on_duration_of_advertisement_in_TV_channels_Fina
l_11052012.pdf> 

Guidelines to Regulate Child Participation in TV Serials, Reality 
Shows and Advertisements, 2010-2011 
<https://mib.gov.in/sites/default/files/pc7.pdf> 

 

 

 

 

https://drive.google.com/file/d/1GggI0BWuziLyFAU_GMrX0Wz-dya_Bd4i/view
https://drive.google.com/file/d/1GggI0BWuziLyFAU_GMrX0Wz-dya_Bd4i/view
http://egazette.nic.in/WriteReadData/2019/210422.pdf
https://www.fssai.gov.in/upload/uploadfiles/files/Packaging_Labelling_Regulations.pdf
https://www.fssai.gov.in/upload/uploadfiles/files/Packaging_Labelling_Regulations.pdf
https://indiacode.nic.in/bitstream/123456789/1768/1/198660.pdf
https://indiacode.nic.in/bitstream/123456789/1768/1/198660.pdf
https://www.wipo.int/edocs/lexdocs/laws/en/in/in099en.pdf
https://mib.gov.in/sites/default/files/pc7.pdf

