
FOR SUPPLIERS & VENDORS USE



• Complete and consistent high-quality content drives sales. 
• Accurate, robust content increases customer satisfaction and decreases bad reviews and returns. 
• Adherence to standards provides customers with an elevated, seamless shopping experience, increasing the likelihood for repeat 

purchases. 

• Anatomy: Product Information Page (PIP)
• Copy Guidelines
• General Overview
• SEO
• Content Example
• Attributes

These are the key elements make up your Product Information Page (PIP), which is the equivalent of your product packaging, and the 
most important part of the conversion funnel. Product content is extremely important in helping our customers make confident,
informed purchase decisions, as well as driving the Search Engine Optimization (SEO), Traffic, and Conversion. 

This Content Guide is written to inform and aid our partners with the standards and practices for preparing quality, ready-to-publish 
product content. Please adhere to all aspects of this Style Guide and remember that you are responsible for complying with all terms 
and conditions you agreed to when originally registering on the Walmart Canada Vendor Information Portal.

• Enhanced Content (Syndigo)
• Vendor Portal
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High quality imagery increases the likelihood of conversion and decreases the likelihood of negative 
reviews or returns.

High quality images can help SEO rankings and drive additional visits to your product pages.

Images which are not shared in the correct specifications may result to a poor customer 
experience. It is important to choose great quality images to maintain great customer 
retention/faith to your brand and to Walmart as a whole. 



1. All images must be in focus, professionally lit and photographed 
2. Images must be in color 
3. Images should be centered in the frame 
4. Images should be cropped with a 5% buffer from the end of the product image to 

the nearest vertical or horizontal border, depending on image perspective (tall vs 
wide.) Don’t resize smaller images to fill space, as this reduces image quality 

5. The main image shouldn’t contain additional graphics, illustrations, logos, 
watermarks, overlays or text. 

File format: JPEG, PNG or BMP 
Maximum file size: 1 MB 
Color mode: RGB 
Aspect ratio/mode: (1:1) square 
Minimum dimensions: 2000 x 2000 
pixels 
PPI: 300ppi 

File format: JPEG, PNG or BMP 
Maximum file size: 1 MB 
Color mode: RGB 
Aspect ratio/mode: (1:1) square 
Minimum dimensions: 100 x 100 pixels
PPI: 72ppi 

Selfies, imagery shot on phone cameras 
Nudity, profanity or sexually suggestive images 
Images that do not reflect the product or associated product description 



Also known as the base image. This image is 
used as the primary photo for the product 
detail page. It is the core selling image that 
appears when customers browse products and 
the first image customers see when they click 
into a product detail page. 

• The hero image for baby will typically be a 
silo image (product shot on a seamless 
white background (RGB 255, 255, 255; 
hex #FFFFFF.) 

• Be consistent with base image angles. 
Shoot at either a right-facing angle or 
whatever highlights the product best. If 
you have multiple items within a PT, shoot 
them at the same time, keeping the 
camera placement exactly the same and 
simply swapping out the different 
products

Also called AV images. These images are 
supplemental to the hero image to provide 
additional visual information to the 
customer. These can include, but are not 
limited to the following: 

• Additional angles (e.g. side, back, ¾ 
view). 

• Additional crops (e.g. zoom in on 
product detail) 

• Product in Packaging 

• Lifestyle (product is shot in context with 
an environment/background relevant to 
the product’s end use) 

• Lifestyle with model 

• Informational Image (e.g. a product 
image with dimensions applied) 

Variant imagery shows the 
different colorways, patterns, 
finishes or versions of the main 
hero image product. Variants with 
swatch colors should follow the 
swatch guidelines below. 

• All variant groups with 
different colors MUST have 
swatch images uploaded 

• Swatch images should be 
uploaded as color tiles, not 
product images 

Representation of physical pack 
that has been optimized for online 
shopping, especially on mobiles. 
Hero images may differ from a 
pack shot, yet they should 
maintain the elements that make 
it recognizable as a representation 
of the product.

They enhance the design 
elements to better communicate 
the 4Ws:

•Who is the brand?

•What is the product?

•Which variety is it?

•How much of it is there?

http://ecommerce.inclusivedesigntoolkit.com/introduction/4w.html


Some suppliers have chosen to implement mobile ready “hero” images in effort to optimize the 
mobile device shopping experience. For all participating Pet Food or Consumables items, it is 
mandatory to use Mobile Ready “Hero” Images as the primary image of each item. Refer to 
below for several considerations that must be made: 

• Mobile ready hero images must follow the current inclusive design toolkit as provided by the 
University of Cambridge (http://ecommerce.inclusivedesigntoolkit.com/)

• All hero images must be completely bilingual (English and French in one image) 

• The timing of transition from standard packaging images to hero images must be documented by 
the supplier; along with the unit sales impact before and after the change. Walmart.ca may request 
for this information at any time. Transition from one hero image format to another will require the 
same documentation as well. The content strategy team may request to switch all images back to 
standard packaging images, or to a specific hero image format, at any time

• In the current online grocery experience, the Stock-Up button obscures the size/pack count area 
on the bottom right hand corner. Suppliers must follow the short description standard in the 
Content Standard Guide to provide clarity to customers. The Stock-Up button is expected to be 
rolled out for the rest of Walmart.ca 

• Product information may be obscured by badges normally applied on the images (i.e. the 
Rollback or Clearance badges) during the course of selling. 

http://ecommerce.inclusivedesigntoolkit.com/


For the example shown above exclusively for Pet Food, four images are the required minimum images that illustrates the following primary image as an 
MRHI for Pet Food and Consumables, an image in both English and French translation (if available), imagery of the Nutritional Fact & Ingredients. 
Additional images of lifestyle, product features or benefits are also welcome to be added if available. All participating images are to be captured in a 
seamless white background (255/255/255 RGB) and Pixels: 2000x2000, 300 dpi.

Image 1 - (MRHI) (English 
Translation)

Image 2 – Back of Product Image 4 – Guaranteed 
Analysis

Image 3 - Ingredients



In order to assist our online customer’s journey we need to ensure that our copy guidelines are 
strategic with focus on always keeping the customer in mind. It is important that we use our copy 
not only to attract more customers through Search Engine Optimization and Search Engine 
Marketing, but also assist in their purchase decision and guide them to reaching to check out and 
convert.



The Walmart Brand Voice strives to deliver a friendly, straightforward tone, and a voice 
that doesn’t insult or mislead our online customers. As a partner, you should always keep 
the customer in mind and to write in away that is honest, understandable, informative, 
and mostly importantly authentic to remain true to your brand. 

To ensure we are able to deliver a customer journey to our customers below are some 
pointers to consider: 

• Use an ACTIVE voice:
• Inactive – “This portable battery helps charge your phone when it is out of 

power”
• Active – “Charge your phone wherever you are” 

• Speak to BENEFITS
• Statement – “ These headphones come with Bluetooth technology”
• Benefit – “ Bluetooth technology means you can stream your music, anytime, 

anywhere.”

• Say MORE with FEWER words
• Explanatory – “Sequins and ribbon embellishments make this top shimmer  

with color and flair.” 
• Concise – “ This shimmery top is full of special details” 

The product page is the equivalent of your product packaging, and the most important part of the conversion funnel. Product content is extremely evident 
to support and help our customers make confident, informed purchase decisions, as well as driving a memorable customer experience.

• Hyperbolic statements (“everyone’s favorite brand”) 
• Overpromising (“organic cotton will save the environment!”) 
• Guarantees (“you’ll look 5 pounds lighter in this flattering pant”) 
• Testimonials 
• Symbols, such as © and ™
• Pricing information in the product title or image 
• The use of all-caps, unless it is a brand requirement

For items sold as base-variants (multiple colors and/or sizes), Product 
Names, Product Descriptions and Product Features & Benefits, and 
Search Description should not include color and/or size information. This 
information will be included on the item pages. 



Focus on the customer’s journey and consider how they would organically search an item 
and it’s features. It is important to utilize and highlight key buzz words while not only in 
the long description but is the short description as well to increase the rate of success 
from search. 

• Provide unique, relevant content that is truly useful to the user.

• Use the product name within the product description naturally

• Do not provide the same copy and content to multiple online retailers – it needs to be 
unique to Walmart Canada.

• Always build detailed descriptions that read naturally, as if you are speaking to 
someone who is completely unfamiliar with this commodity.

• Use simple language and keywords that customers are actually searching the web for 
– avoid overtly complex descriptions and unfamiliar industry terminology

• Avoid content that would be considered to be filler and of no use to customer. 
Additionally, refrain from spammy content that repeats important keywords in an 
unnatural fashion.

SEO is an important component of the product content. It is the driving force that supports your products rank higher on external search engines such as 
Google, Yahoo!, or Bing. In addition, SEO also has a great influence towards a stronger conversion metrics. 



Well-written product descriptions and features create excitement about your product and provide the customer confidence in their purchase decision. The product name is an 
important feature and allows customers to recognize and associate with your product. It and is extremely important for the success of both internal and external search results. You 
cannot use any other third-party trademarks for which you do not have rights to use in the product description.

YOU ARE RESPONSIBLE FOR ENSURING THE ACCURACY AND PROPER VALIDATION OF ANY PRODUCT OR PERFORMANCE CLAIM INCLUDED IN A PRODUCT DESCRIPTION OR 
FEATURE.

Recommended Characters: 45                               Max Characters: 50

The Product Title is one of the most important features on your PIP. It allows customers to 
find, recognize and associate with your product. Proper Product Title formatting and search 
optimization is extremely important for your product’s visibility and performance in internal 
search results on Walmart.ca, and external search engine results (on Google, Bing, Yahoo!, 
etc.). 

• The spelling and formatting of your brand name (along with collection or product names) in 

Product Titles must be accurate and consistent across all PIPs

• DO NOT include symbols in your Product Titles, such as Trademark (™) or Registered Trade Mark

(®) symbols.

• DO use the ampersand (&) in Product Titles, rather than “and” to keep titles clear and concise.

• DO hyphenate compound modifiers/adjectives – two or more words that come before your 

product type to collectively describe it

Product Name Formula

+ + + +

Good Examples  



Recommended Characters: 45

The Short description is to be used in support in 
assisting customers to determine the following: 
• Weight or Volume
• Quantity or Count 
• Key Features

Short Description Formula

Good Examples  

Minimum Characters Format

The Product Description is your opportunity to expand on the selling points of your product in greater detail. Well-written Product 

Descriptions build excitement around a product, and help the customer make a confident purchase decision.

Unique and informative Product Descriptions that answer potential questions customers may have about your product or product type will 
perform better in search engine results. We recommend Product Descriptions that are at least 150 words – but the more relevant 
information you provide, the better. Do not provide the same copy to multiple online retailers – it needs to be unique to Walmart Canada. 
You cannot use third party trademarks that you do not have rights to use in the Product Description.

Repeat the brand name and product name in your description. Think about keywords and phrases a customer might enter into a search 
engine to find your product. But don’t overdo it either – search engines consider keyword stuffing a spammy practice, and will penalize 
your PIP.

Some other key pointers to consider: 
• Always use title case for the product name 
• Avoid the use of 2 spaces after a sentence and instead use 1
• Always reiterate and include the main key features of the item as this will be their key selling point
• Avoid the use of long sentences and try to maintain a short yet specific/direct detailed description of the product 
• Always use sentence case for all other sentences (don’t capitalize the first letter of random words and nouns)
• Avoid the use of unrealistic words such as “tonight” as it may mislead the customer to expect a time lapse between ordering and 

fulfillment 
• Example: “ Stop cold symptoms and get a good night’s rest tonight” 

YOU ARE RESPONSIBLE FOR ENSURING THE ACCURACY AND PROPER VALIDATION OF ANY PRODUCT OR PERFORMANCE CLAIM 
INCLUDED IN A PRODUCT DESCRIPTION OR FEATURE.



Maximum Characters: 150/bullet point      Format: 5-10 bullet points

The Specifications section of your PIP provides a complete description 
of your product’s features and will be displayed as a bulleted list. Your 
specifications should complement your Product Description. Be 
mindful of including conflicting information (e.g. calling a product a 4-
in-1 in the Product Description, and a 3-in-1 in the Specifications). 

Some examples of Specifications may include:
• Applicable Life Stage
• Flavour(s) Included
• Benefits & Claims
• Key Feature 
• Format
• Pack Size

In addition, for other things to consider: 
• Do not include promotional and pricing information 
• Reiterate important information from the title and description 



Vendor partners should be receiving a weekly report providing them with an overall ‘content score’ of their provided e-commerce content.
This scorecard will evaluate each SKU marked active in our portal against the below seven rules. Should an item’s content break any of these rules, an infraction will occur. If every 
active item meets the below seven requirements, the content score will be 100%.

As a disclaimer, a content score of 100% means that the SKUs enriched are meeting the bare minimum standards for good content. At this time, the scorecard will not grade other 
important aspects of content discussed in the guide, such as image quality, image count, or the quality of descriptions provided. We ask that our vendor partners, to help ensure that 
customers receive the information to best support their purchasing decisions, review applicable standards within this guide.

The seven rules that the content scorecard grades all active SKUs against are:

• Brand name must be populated.

• Item must have an English short description populated and is under 30 characters.

• Item must have a French short description populated and is under 30 characters.

• Item’s English product name and short description must be unique. Infraction occurs when product name and short description are identical within the listing.

• Item’s French product name and short description must be unique. Infraction occurs when product name and short description are identical within the listing.

• Item’s English description must be populated and greater than 100 characters.

• Item’s French description must be populated and greater than 100 characters.





+ + + +

• Flavour(s) Included 
• Benefits & Claims 
• Features 
• Applicable Life Stage
• Format

• • • •



File format: JPEG, PNG or BMP 
Maximum file size: 1 MB 
Color mode: RGB 
Aspect ratio/mode: (1:1) square 
Minimum dimensions: 2000 x 2000 pixels 
PPI: 300ppi 





+ + + +

• Product Dimensions 
• Material
• Features
• Any Included Accessories
• Recommended Use

• • •



File format: JPEG, PNG or BMP 
Maximum file size: 1 MB 
Color mode: RGB 
Aspect ratio/mode: (1:1) square 
Minimum dimensions: 2000 x 2000 pixels 
PPI: 300ppi 











For more detailed, department specific standards, guides, and tools visit the Vendor Portal

For Online Content Support, please email

CA Online Content Support 
onlinecontentsupport@walmart.com


