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ONLINE PRODUCT COPY 
GUIDELINES
Who We Are, Tone of Voice, Rules and Principles,
Technical Requirements, Examples
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The purpose of this pack is to assist external agencies and our 
Suppliers to create product copy that adheres to our overarching 
guidelines and brand tone of voice.
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An Australian retail stalwart, Myer has been a trusted Aussie brand for more 
than 120 years, providing everyday shoppers with everything they need to 
live the quality of life they want.

Helping Australians live their best life is all about showing the role our 
products can play in their world and the value they can bring. Our online 
copy should embody Australian Life Is Our Living, with storytelling that 
compels via insight, vitality, and purpose to create relatable, but aspirational 
moments.

Our online messaging works to connect our products with needs, speaking 
to:
● Versatility
● Durability
● Curation
● Value adds

Renowned for our quality, relevance and value for money, Myer shows that 
with a little ingenuity, you can live your best life.
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TONE OF VOICE
Our goal in all communications is to build rapport and trust with our customers through use 
of our recognisable MYER tone of voice — warm, witty, engaging and authentic.
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TOV 
PRINCIPLES

• We're authentic, sincere and conversational. We embrace real 
life with two (accessorised and moisturised) hands.

• We're that friend you can rely on to know what you need at just 
the right moment.

• We're playful. We like to laugh and be a little unexpected. 
Because life's too short to be dull and serious.

• We're always learning and evolving our language and imagery 
to make sure we reflect the diversity and nuances of the world 
around us.

• Our language is lively and engaging. You always want to hear 
what we have to say.

• We go deep. Because we know it's important to understand our 
customers in order to create moments that matter to them.
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TOV
DOS & DON’TS
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BRAND PERSONALITY
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WARM

FAMILIAR

CREDIBLE

EFFERVESCENT

AUSTRALIAN

BRAND PERSONALITY
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WRITING PRINCIPLES
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THE 
FUNDAMENTALS

• Write each description with no assumed knowledge. Include all 
defining, need-to-know details about the item such as the 
fastening on a garment, sleeve length, a beauty product’s 
formula.

• Be discerning. Don’t include unnecessary or obvious details i.e.: 
no need to mention that a t-shirt has a neck hole.

• Write with accessibility for all customers in mind. Ensure all 
copy is completely clear for audio descriptions.

• Speak to all customers. Avoid using exclusive language or 
words that not all customers will understand. PDs need to be 
totally inclusive for all – after all, everyone shops! For example: 
Use a word like ‘understand’ instead of ‘comprehend’ or ‘party’ 
instead of ‘soiree’
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THE 
FUNDAMENTALS

• Adhere to the Myer tone of voice. Myer is friendly, 
approachable and all about speaking to the Australian 
shopper in a professional yet relaxed manner. Get all the 
information across but keep it light and fun.

• Feel-good descriptors are great. Make the customer feel 
confident in their new purchase and get them excited.

• Do not, however, use descriptive words that imply the opposite 
is a negative. For example, don't use the word 'normal' as it 
implies the opposite is abnormal.

• Top tip: always read the PD aloud to yourself. This helps 
determine whether your sentences are flowing as they should 
be. This also helps put yourself in the shoppers’ shoes – do you 
feel like you’ve got all the info you need to confidently make a 
purchase?

• Always use correct Australian spelling, grammar and 
punctuation.

• Remember: FAB. Features, Attributes, Benefits.
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THE FUNDAMENTALS
Four rules to write by



PAGE 19NAME OF PRESENTATION

1. LEAD WITH THE POSITIVE
Myer is upbeat and optimistic by nature, so our online voice must always reflect that. If delivering an 
unwelcomed message or faced with a negative attribute or instance to describe, language is your 
best friend. Delivery cost? Don't worry, we'll do all the work so you can rest easy for a just _ dollars. Can't 
Click & Collect at your selected store? Don't stress, we have a raft of other potential options for you!

2. BE AUTHENTIC
Myer is all about speaking to the Aussie shopper from a place of authenticity and relatability. Our 
customers want to feel they're being heard and understood, not constantly delivered a carefully curated 
marketing spiel from an AI bot.

3. REMAIN TRANSPARENT
Customers want to feel they're being told the whole truth without risk of a sneaky bombshell coming 
their way. It's our job to deliver this truth in the most transparent, digestible way.

4. BE WARM, WELCOMING AND FRIENDLY
Always maintain a warm and friendly disposition. It's the Australian way.
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TECHNICAL REQUIREMENTS
Formatting requirements, HTML, character limits
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LONG DESCRIPTION FORMATTING

ONLINE PRODUCT COPY GUIDELINESONLINE PRODUCT COPY GUIDELINES

IMPORTANT: The minimum character limit of the Online Long 

Description is 300 characters!

PRODUCT COPY:

• Copy to be in Sentence case

• Minimum 2-3 key sentences describing the product

• Brand and Product Name to be bolded

• Ensure single line break between paragraphs

• The word 'Features' to be in Sentence case and bolded followed 

by a colon (:)

KEY FEATURES:

• Bullet points to be in 'black dot' format and not numeric, hyphen 

or any other format

• Minimum of 4 bullet points outlining key features of product

• Avoid any duplication of attribute copy in the long description 

(e.g. Fabrication details are to be 

listed under Fabrication attribute only and not duplicated in the 

Long Description field)

• External brand links are restricted from being added anywhere 

in the Long Description

• Copy in all 'free text' attributes to be in Sentence case

TECHNICAL REQUIREMENTS
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HTML TAGS

ONLINE PRODUCT COPY GUIDELINESONLINE PRODUCT COPY GUIDELINES

• It is important that only supported HTML tags are included in the product Long Description. Any unsupported HTML 

tags or links will be automatically stripped from the Online Long Description or rejected for correction
• If you are copy/pasting the Online Long Description from another source, right click and 'paste as plain text' to 

avoid unsupported HTML being pasted in

SUPPORTED HTML TAGS
✓ Paragraph <p></p>

✓Underline <u></u>

✓ Bold <b></b>

✓ Italics <i></i>

✓ Break <br></br>

✓ Lists & Bullet Points <ul></ul> , <li></li>

UNSUPPORTED HTML TAGS
X Links to external websites/hyperlinks
<o:p></o:p><meta>

X Changes to font, font size or font colour
<style> </style><colgroup></colgroup></col><col>

X Tables
<table></table><tbody></tbody><td> </td>

X Borders/Frames

X Margins <span></span>

X Images <img>

X iFrames <iframe></iframe>

TECHNICAL REQUIREMENTS
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PRODUCT DESCRIPTIONS
MYER's product descriptions should be informative and easy to understand.
Our aim is to inspire confidence in our customer and ignite excitement.
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FASHION
Women's & Men's Fashion
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THE 
FUNDAMENTALS

KEY 
TOUCHPOINTS

FASHION

• Type of fastening – is it a zip? Buttons? Is the zip concealed?

• Sleeve length/type – 3/4 or full length? is it sleeveless with a 
thin strap? Is the strap adjustable? Is it a capped sleeve?

• Length of garment – is it a midi, mini or maxi? Is it a cropped 
pant or full-length?

• Silhouette/shape of the garment – sleek, slim-fit, slip-style, 
voluminous, A-line, column, wide leg etc.

• Fabric – 1. Fibre content – cotton, wool, polyester etc. 2. How it 
sits, feels and wears – flowing, bodycon, fitted, draped etc.

• Occasion – casual or formal? To slip on at the beach or wear 
to a wedding?

• Patterns/colours

• Any notable details – distressed denim, beading, 
embellishments etc
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FASHION
PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES
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FOOTWEAR & ACCESSORIES
Shoes, Watches, Jewellery, Hats, Belts, Sunglasses
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KEY 
TOUCHPOINTS

FOOTWEAR

• Attributes: style, colour(s), shape, heel size (if applicable),
• Notable features (level of support, materials, notable 

technology i.e.: sport cushioning, specialised materials for 
impact protection)

• Fastening i.e.: Velcro, lace-up, slip-on
• Potential occasions to wear to

ACCESSORIES

Jewellery
• Materials: gold-plated, silver, gold/silver/rose gold-toned 

metal, stones used, colours, type of chain
• Closure/design: slip-on, lobster clasp, spring clasp, barrel 

clasp, clip, bar and toggle, hook and eye
Watches
• Analogue/digital
• Number of clocks/faces
• Fastening (buckle, slip-on, clip)
Sunglasses
• Materials: acetate, plastic, metal
• Lense colour
Belts/hats
• Attributes: materials, colour, length, waist or hip size, type of 

closure, shape of hat (cap, wide-brim, bucket, floppy)
• Occasion (casual/dressy)
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FOOTWEAR

PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES
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ACCESSORIES

PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES
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KIDS & TOYS
Children's Fashion & Accessories, Toys
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KEY 
TOUCHPOINTS

KIDS

• When writing copy for kids, remember you’re speaking to the 
parent. They want to know the fibre content for how the 
garment will wear/wash. They want to know the type of 
fastening – particularly for babies, is it easy to quickly 
remove/put on?

• Parents also care about occasion (is it special or ‘everyday’ 
wear)

• Style for kids. Preppy, sporty, Princess etc

TOYS

• Product attributes

• What’s included

• Is it part of a set?

• Age range

PRODUCT DESCRIPTIONS – KIDS & TOYS
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CHILDRENSWEAR

PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES

PRODUCT DESCRIPTIONS – KIDS & TOYS
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TOYS

PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES

PRODUCT DESCRIPTIONS – KIDS & TOYS
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BEAUTY
Skincare, Makeup, Grooming, Hair Care

PRODUCT DESCRIPTIONS – BEAUTY
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KEY 
TOUCHPOINTS

BEAUTY

• Type of formula – lightweight, gel-like, balm-like etc.

• Type of finish – matte or dewy? Creamy or glossy?

• Coverage – full, medium or light? Subtle pigment or dense?

• Prominent or ‘active’ ingredients that are beneficial to the 
customer i.e.: the inclusion of vitamin E for nourishing the skin, 
hyaluronic acid for hydration, aloe vera for soothing

• Don’t make claims. Steer away from making any claims that 
link to anything even remotely medical - we're not doctors that 
can explain how an SPF will protect them from the sun, we're 
there to describe how the product looks and feels only.

PRODUCT DESCRIPTIONS – BEAUTY



PAGE 37NAME OF PRESENTATIONONLINE PRODUCT COPY GUIDELINESONLINE PRODUCT COPY GUIDELINES

BEAUTY
PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES

PRODUCT
INGREDIENTS

PRODUCT DESCRIPTIONS – BEAUTY
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BEAUTY

PRODUCT DESCRIPTIONS – BEAUTY

PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES

PRODUCT
INGREDIENTS
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HOME & ENTERTAINMENT
Home, Electrical & Marketplace
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KEY 
TOUCHPOINTS

HOME

• Which room it’s for – living room, bedroom, outdoors

• Fabric look and feel – soft, silky, textured, ruched

• Thread count of sheets

• Design/pattern/embellishments

• Appliance attributes – for example, a Kitchen Aid: the wattage, 
number of fittings included, settings etc.

• Item style – Art Deco, mid-century modern, contemporary 
design, Hamptons etc.

ENTERTAINMENT

• Product specs – for example, a TV: is it a Smart TV? What apps 
are included? What’s the size of the screen?

• Warranty period

PRODUCT DESCRIPTIONS – HOME & ENTERTAINMENT
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SOFT HOME

ONLINE PRODUCT COPY GUIDELINESONLINE PRODUCT COPY GUIDELINES

PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES

PRODUCT DESCRIPTIONS – HOME & ENTERTAINMENT
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HARD HOME

ONLINE PRODUCT COPY GUIDELINESONLINE PRODUCT COPY GUIDELINES

LONG 
DESCRIPTION

KEY
FEATURES

PRODUCT DESCRIPTIONS – HOME & ENTERTAINMENT



PAGE 43NAME OF PRESENTATION

ENTERTAINMENT
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PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

PRODUCT DESCRIPTIONS – HOME & ENTERTAINMENT
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ENTERTAINMENT

ONLINE PRODUCT COPY GUIDELINESONLINE PRODUCT COPY GUIDELINES PRODUCT DESCRIPTIONS – HOME & ENTERTAINMENT

PRODUCT
ATTRIBUTES

LONG 
DESCRIPTION

KEY
FEATURES
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PRODUCT NAME
GUIDELINES
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PRODUCT NAME GUIDELINES

ONLINE PRODUCT COPY GUIDELINESONLINE PRODUCT COPY GUIDELINES PRODUCT NAME GUIDELINES
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