














BRAND
JOURNEY



The evolution of the brand Shoppers Stop began when the baseline of the brand logo changed with 

ever-rising customer aspirations. From the 'Ultimate Shopping Experience' in 1992 and 'Feel the 

experience while you shop' in 1993, to 'Shopping. And beyond.' in 2005, the brand journey speaks 

about a paradigm shift from enjoying the international shopping experience to shopping for 

emotional fulfilments: for example, buying a diamond ring for your loved one to express your love or 

flaunting your status. 

This changed to 'Start Something New' in 2008 as a part of the Brand's Makeover strategy, but still 

connecting to the current mindset of customers to constantly upgrade and experiment. 

1991 – A beginning: Exclusively Male

BRAND
REINVENTION
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1992 – Becoming a family stop

1993 – Grabbing attention

1994 – Infusing excitement
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1996 – Bringing in an International Experience

1998 – Not forgetting our roots

2002 – Emotionally Bonding with the market
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2003 – Outdoing customer expectations

2004 – Presenting the Corporate Entity

2005 – Evolving as a Brand to: Shopping. And beyond.
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2007 – Being simply irresistible

2008 – Thinking ahead and revamping
ourselves with changing times

2010 – Riding current times
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