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1. INTRODUCTION 

Power Root Berhad and its subsidiary companies (“The Group”) manufactures, markets, and sells 

coffee, tea, chocolate malt and energy drink in instant premix and ready-to-drink forms. The 

Group is also involved in the upstream and downstream activities within the coffee supply chain 

by integration through coffee plantation and café business with the vision of creating value for 

our stakeholders through excellent quality, pioneering innovations, joyous moments and the 

integration of environmental, social and governance initiatives across operations in our local and 

international markets. 

The Group is committed to conducting responsible marketing and advertising of our products 

that is aligned with applicable local and international regulations, standards and guidelines in the 

jurisdictions in which the Group operates. This Policy applies across all marketing channels, 

including packaging, point-of-sale materials, trade communications, broadcast, out-of-home, 

digital advertising, social media, e-commerce platforms, live selling, influencer content, affiliate 

content and public relations materials. 

Our marketing and advertising practices are guided by the Garis Panduan Pengiklanan Makanan 

(KKM) for domestically produced food and the International Chamber of Commerce (ICC)’s 

‘Advertising and Marketing Communication Practice’ code for products exported to foreign 

countries. These guidelines serve as a basis for all our marketing and advertising communications 

and seek to ensure that our statements are appropriately substantiated based on available 

evidence and applicable regulatory requirements.  

 

2. PRINCIPLES AND PRACTICES 

The Group is committed to: 

2.1. Transparent labelling by providing clear and comprehensive information about the 

nutrition information of our products in accordance with applicable legal and regulatory 

requirements; 

2.2. Comply with product labelling laws in all the markets in which we operate. All product 

packaging, advertising claims, campaign materials, influencer content, contest 

communications and consumer-facing brand assets shall undergo internal review by 

relevant functions where applicable. This review process is intended to ensure that 

product claims, visuals, labels and consumer messages are accurate, substantiated, 

culturally appropriate and compliant with applicable market requirements; 

2.3. Ethical, Truthful and Responsible Communication by ensuring: 

2.3.1. Integrity and Transparency: Our marketing communications and our product 

images on packaging are intended to reflect our product as accurately as possible. 

We use clear labelling to communicate transparently about our ingredients and 

the nutritional value of our products; 

2.3.2. Inclusion: Our marketing activities and messaging of our products promotes 

social inclusivity and avoids discriminatory messages; 

2.3.3. Promotion of a Healthy lifestyle: Where relevant, our marketing communications 

support responsible and mindful consumption as part of a balanced lifestyle, 

without encouraging excessive consumption or implying that any single product 
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can replace a varied diet or healthy routine. Such communications may take the 

form of lifestyle content, narrative building, visual depictions, or text-based 

communication; and 

2.3.4. Responsible Marketing to Children: We ensure that marketing communications 

are appropriate for the intended audience in line with the nature of our product 

category. We do not design marketing communications that are intended to 

primarily target children below 12 years old for products that are not specifically 

intended for children. Where children or child-oriented elements are used in our 

communications, including through ambassadors (if any), collaborations or 

licensed or third-party intellectual property, they shall be portrayed in a 

responsible, appropriate and safe manner, and the communication shall not be 

exploitative, encourage excessive consumption, or undermine healthy and 

balanced lifestyle habits. 

2.4. Consumer Data Privacy PDPA and consumer data handling - Where marketing activities 

involve the collection of consumer data, including contests, sampling, loyalty 

programmes, lead generation, e-commerce activities or digital campaigns, the Group 

handles such data in accordance with applicable personal data protection laws, consent 

requirements and internal data handling procedures. We respect the rights of our 

consumers and seek to comply with applicable legal and regulatory requirements relating 

to personal data protection; 

2.5. Responsible sustainability – We strive to provide environmental or sustainability-related 

statements in marketing communications that are clear, accurate, substantiated and not 

misleading. We avoid vague or exaggerated claims that may misstate the sustainability 

impacts of our products, packaging, operations or initiatives; 

2.6. Third party compliance – We seek to communicate appropriate compliance and conduct 

expectations to suppliers, agencies, distributors, influencers and other third parties 

engaged in marketing-related activities on behalf of the Group. We also seek to promptly 

address any identified non-compliance or misalignment with our requirements. Where 

appropriate, the Group may take steps or require correction actions to address matters 

that may compromise the Group’s values, policies or applicable requirements; 

2.7. User-Generated Content - Where we engage Key Opinion Leaders (KOL), influencers, 

brand ambassadors or content creators, we apply appropriate selection considerations 

to support alignment with the brand and its values, and content will be guided by briefs 

to ensure it reflects agreed messaging and brand standards; and 

2.8. Where communications are identified as non-compliant, inaccurate or carrying potential 

reputational risk, the Group shall promptly take appropriate corrective action, including 

requiring amendment, withdrawal or removal of such communication. 

 

3. AVAILABILITY OF THE POLICY  

This Policy is made available at https://powerroot.com.my/investor-relations/corporate-

governance and shall be communicated to all our stakeholders. 
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4. REVIEW OF THE POLICY 

The Board of Directors of the Group shall review this Policy at least once every three (3) years, or 

as and when necessary to be in line with prevailing regulations, policies and best practices to 

ensure its adequacy, relevance and effectiveness. 

 

 

 


