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1. Legislative basis 
 
The Gibraltar Regulatory Authority (“the Authority”) has developed an On-demand Audiovisual 
Media Services Code (“the Code”) in accordance with the Broadcasting Act 2012 (the “Act”).   

 

Section 22(1) of the Act provides that: 

 

The Authority may from time to time with respect to any form of broadcasting or other 
audio media service or audiovisual media service, or both, issue codes of practice to 
broadcasters under Gibraltar jurisdiction which may address any issues with respect 
to broadcasting standards, taste, decency, accessibility to the disabled, the advertising 
of products to children, and such other issues as should from time to time appear 
important. 

 

The effective date of this Code is 08th January 2021. 

 

2. Jurisdiction 
 

The Code shall apply to all media service providers providing on-demand audiovisual media 
services under the jurisdiction of Gibraltar.  

 

3. Complaints  
 
Viewers and listeners who believe programme material has not complied with the 
requirements of this Code are entitled to make a complaint. Further information on how to 
make a complaint is set out in our “Procedures for Handling of Complaints” which is available 
on our website. 

 

4. Definitions 
 

Audiovisual commercial communication: means images with or without sound which are 
designed to promote, directly or indirectly, the goods, services or image of a natural or legal 
entity pursuing an economic activity where such images accompany or are included in a 
programme in return for payment or for similar consideration or for self-promotional purposes 
and includes television advertising, sponsorship, teleshopping and product placement. 

 

Child/Children: For the purpose of this Code, the terms ‘Child’ and ‘Children’ refer to any 
person less than 18 years of age. 

 

https://www.gra.gi/broadcasting/complaints/procedures-for-handling-of-complaints
https://www.gra.gi/broadcasting
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Editorial decision: means a decision which is taken on a regular basis for the purpose of 
exercising editorial responsibility and linked to the day to day operation of the audiovisual 
media service. 

 

Editorial responsibility: The exercise of effective control over the selection of the 
programmes and over their organisation either in a chronological schedule, in the case of 
television broadcasts, or in a catalogue, in the case of on-demand audiovisual media services, 
and, for the avoidance of doubt, editorial responsibility does not necessarily imply any legal 
liability for the content or services provided. 

 

Misleading Advertising: Advertising that contains any element of spoken or visual 
presentation which misleads or is likely to mislead, either directly or by implication, by act or 
omission, with regard to the merits of the product or service promoted or its suitability for the 
purpose recommended and which, by reason of its misleading nature, is likely to prejudice 
the interests of individuals or a competitor.  

 

On-demand media service: A non-linear media service provided by a media service 
provider for the viewing or listening of programmes at the moment chosen by the user and at 
his individual request on the basis of a catalogue of programmes selected by the media service 
provider. 

 

Product placement: Any form of audiovisual commercial communication consisting of the 
inclusion or reference to a product or service or the trademark thereof, so that it is featured 
within a programme, or a user generated video in return for payment or for similar 
consideration. 

 

Sponsorship: Any contribution made by a public or private undertaking or natural person 
not engaged in providing audio media services, audiovisual media services or video sharing 
platform services, or all of them, or in the production of audio works or audiovisual works, or 
both, to the financing of audio media services, audiovisual media services, video sharing 
platform services or user generated videos, or all of them, or programmes with a view to 
promoting its name, its trade mark, its image, its activities or its products;”; 

 

Subliminal Advertising: Advertising that includes any technical device, which, by using 
images of very brief duration or by any other means, exploits the possibility of conveying a 
message to, or otherwise influencing the minds of, members of an audience without their 
being aware or fully aware of what has been done.  

 

Surreptitious audiovisual commercial communication: The representation in words or 
pictures of goods, services, the name, the trade mark or the activities of a producer of goods 
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or a provider of services in programmes when such representation is intended by the media 
service provider to serve as advertising and might mislead the public as to its nature.  

 

Teleshopping: Direct offers broadcast to the public with a view to the supply of goods or 
services, including immovable property, rights and obligations, in return for payment. 

 

 

5. Audiovisual Commercial Communication 
 

General 

5.1) All audiovisual commercial communications shall be prepared with a sense of 
responsibility both to the individual and to society and shall not prejudice the interests 
of either.  All advertising shall be legal, honest, decent, and truthful as well as 
protecting the interests of the audience.  Specifically on-demand service providers 
should comply with the following:  

 

(a) Audiovisual commercial communications shall be readily recognisable as such.  
Surreptitious, subliminal and misleading advertising is prohibited;  

 
(b) Audiovisual commercial communications shall not: 

 

i. prejudice human dignity, cause harm or cause serious or widespread offence;  
 

ii. include, support or condone discrimination against any person or section of 
the community, in particular on the basis of age, gender, marital status, 
family status, sexual orientation, disability, race or religion;  

 
iii. be offensive to religious or political beliefs; 

 
iv. encourage behaviour prejudicial to the protection of the environment; 

 
v. encourage behaviour prejudicial to health or safety.  

 
5.2) All forms of audiovisual commercial communications for cigarettes and other tobacco 

products shall be prohibited. 
 

5.3) Television advertising and teleshopping for alcoholic beverages  shall comply with the 
following criteria, that is to say, they shall not: 

 
(a) be aimed specifically at minors or, in particular, depict minors consuming these 

beverages; 
 

(b) link the consumption   of   alcohol   to enhanced physical 
performance or to driving; 
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(c) create   the impression   that the consumption of   alcohol 

contributes towards social or sexual success; 
 

(d) claim that alcohol has therapeutic qualities or that it is a stimulant, a sedative or 
a means of resolving personal conflicts; 
 

(e) encourage immoderate consumption of alcohol or present abstinence or 
moderation in a negative light; and 
 

(f) place emphasis on high alcoholic content as being a positive quality of the 
beverages. 
 

5.4) Audiovisual commercial communications for medicinal products and medical treatment 
available only on prescription shall be prohibited. 
 

5.5) Audiovisual commercial communications shall not cause physical or moral detriment 
to minors.  Therefore, they shall not directly exhort minors to buy or hire a product or 
service by exploiting their inexperience or credulity, directly encourage them to 
persuade their parents or others to purchase the goods or services being advertised, 
exploit the special trust minors place in parents, teachers or other persons, or 
unreasonably show minors in dangerous situations. 
 

5.6) Audiovisual commercial communications for fortune tellers or psychic services must be 
designed to entertain and should not make assertions or claims which cannot be 
substantiated. 
 

5.7) On-demand audiovisual media service providers must be mindful of any published 
advice by Public Health Gibraltar when broadcasting any audiovisual commercial 
communications containing foods or drinks high in fat, salt or sugar (“HFSS”). This also 
applies to advertising HFSS products in programmes likely to be of particular appeal 
to children.  This also applies to sponsorship of HFSS products in programmes made 
for children or likely to be of particular appeal to them. 

 

5.8) Audiovisual commercial communications for ‘follow-on’ infant formula shall not conflict 
with any published advice from Public Health Gibraltar. 
 

5.9) We encourage on-demand audiovisual media service providers to develop codes of 
conduct, to ensure that audiovisual commercial communications do not contain 
inappropriate content, accompanying or included in children's programmes. 

 

Sponsorship 

5.10) On-demand audiovisual media services that are sponsored shall meet the following 
requirements: 
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(a) Their content and their scheduling shall in no circumstances be influenced in such 
a way as to affect the responsibility and editorial independence of the media service 
provider; 
 

(b) They shall not directly encourage the purchase or rental of goods or services, in 
particular by making special promotional references to those goods or services; 
 

(c) Viewers shall be clearly informed of the existence of a sponsorship agreement; 
 

(d) Sponsored programmes shall be clearly identified as such by the name, logo and/or 
any other symbol of the sponsor such as a reference to its product(s) or service(s) 
or a distinctive sign thereof in an appropriate way for programmes at the 
beginning, during and/or the end of the programmes. 
 

5.11) They shall not be sponsored by undertakings whose principal activity is the 
manufacture or sale of cigarettes and other tobacco products. 
 

5.12) The sponsorship of undertakings whose activities include the manufacture or sale of 
medicinal products and medical treatment may promote the name or the image of the 
undertaking, but shall not promote specific medicinal products or medical treatments 
available only on prescription in Gibraltar. 
 

5.13) News, current affairs, religious services and religious programmes shall not be 
sponsored.   
 
 

Product Placement 

5.14) Product placement is allowed in all audiovisual media services except in the following: 
 

(a) news programmes; 
 

(b) current affairs programmes; 
 

(c) children’s programmes; 
 

(d) religious programmes; or 
 

(e) consumer advice programmes. 
 

5.15) Product placement may be permissible: 
 

(a) in return for payment or similar consideration i.e. Paid Product Placement; 
 

(b) where there is no payment but only the provision of certain goods or services free 
of charge, such as production props and prizes, with a view to their inclusion in a 
programme i.e. Free Product Placement. 
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5.16) Programmes that contain permitted product placement shall meet the following 
requirements: 

 

(a) their content and organisation within a schedule, in the case of television 
broadcasting, or within a catalogue in the case of on-demand audiovisual media 
services, shall in no circumstances be influenced in such a way to affect the 
responsibility and editorial independence of the media service provider; 

 

(b) they shall not encourage the purchase or rental of the products or services of the 
sponsor or a third party, in particular by making special promotional references to 
those products or services; 

 

(c) they shall not give undue prominence to the product;  
 

(d) and except where the programme was produced by someone other than the media 
service provider itself or an affiliate thereof, viewers shall be clearly informed of 
the existence of product placement: 

 

(i) at the start and the end of the programme; and 
 

(ii) where the programme resumes after an advertising break, when the 
programme resumes. 

 

5.17) Viewers are to be clearly informed of the existence of product placement: 
 

(a) in the programme descriptive text; and  
 

(b) at the start of the programme.  This is not required if the programme was produced 
by someone other than the media service provider itself or an affiliate thereof. 
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5.18) Below are examples of logos currently in use in the UK and EU member states when 
identifying the existence of product placement within programmes.  

 

 
Ofcom have issued two versions so that it can be used on a light or dark background. 

 

 

 

 

 

 

 

 

6. Content 
 

Community Standards 

6.1) No on-demand audiovisual media services provided by media service providers shall 
contain any incitement to hatred at all whether based on race, sex, age, sexual 
orientation, religion, nationality or otherwise. 

 

Protection of Minors 

6.2) On-demand audiovisual media services provided by media service providers under 
Gibraltar jurisdiction which might seriously impair the physical, mental or moral 
development of minors shall only be made available in such a way as to ensure that 
minors will not normally hear or see such on-demand audiovisual media services. 
 

6.3) On-demand audiovisual media service providers should be conscious of two different 
types of services they may provide:   
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(a) For on-demand services which are free to view and are unrestricted, such services 
should: 

 
i. Ensure that programme material complies with the broadcasting 

standards as listed under Part IV of the Act, and with any applicable 
codes issued by the Authority; 

 
ii. Ensure viewers are protected from undue offence and harm;  

 
iii. Provide viewers, in a clear manner, with advance notice of material 

which has a potential to offend by a clear labelling mechanism. 
 

(b) Whereas, on-demand services which are of a restricted, subscription, or of an 
encrypted nature should ensure: 

 
i. Viewers are provided with a clear and full knowledge of the likely 

content of the service; 
 

ii. Require the positive action of an adult before being made available, as 
appropriate. 

 
Accessibility 

6.4) Media service providers shall comply with the Authority’s code on the provision of 
access services to ensure that their services are gradually made accessible to people 
with a visual or hearing disability.  

 

Rights 

6.5) No audiovisual media service provider under Gibraltar jurisdiction shall broadcast or 
transmit any cinematographic works outside the periods which have been agreed with 
the rights holders. 
 
 

7. Compliance  
 

Information 

7.1) The provider of audiovisual media services shall make easily, directly and permanently 
available to the recipients of the service: 
 
(a) the name of the media service provider; 

 
(b) the geographical address at which the media service provider is established; 

 
(c) the details of the media service provider, including his electronic mail address or 

website, which allow him to be contacted rapidly in a direct and effective manner; 
and 
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(d) where applicable, the competent regulatory or supervisory bodies. 

 

7.2) The GRA may conduct ad-hoc monitoring of the on-demand services provided and may 
request additional information or clarification on any changes to the provision of the 
service as specified in the schedule to the licence. 

 
7.3) The GRA may require a media service provider, in accordance with section 6.(1) of the 

Act, to produce any information which is specified or described in a notice and is in 
that person’s custody or control. 
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