Winning the parent and the child

The challenge is that Gen Alpha rarely shops alone.

Every purchase often involves two customers: the
child influencing the decision and the parent
making the payment. Success therefore depends
on balancing emotional appeal with functional
reassurance.

Children may respond to design, storytelling and
creator influence. Parents are more likely to priori-
tise safety, educational value, nutrition and
long-term quality.

The brands that succeed will speak convincingly to
both audiences without appearing to target either
at the expense of the other.

PREPARING
FOR
TOMORROW'S
CUSTOMER

Retail opportunities extend well
beyond toys

The opportunity reaches far beyond traditional
children’s categories.

As parents invest more heavily in each child,
spending is accelerating across nutrition, health-
care, footwear, apparel, education, technology and
family experiences. Euromonitor expects particu-
larly strong growth in developing Asian markets
such as India, Indonesia and the Philippines, whilst
mature markets including China and Japan are
seeing demand shift towards value-oriented cate-
gories.

For retailers, this creates opportunities not only
through product innovation but through curated
experiences, omnichannel engagement and fami-
ly-focused loyalty programmes.

Gen Alpha may not yet represent today's largest consumer segment, but they are already influencing

today's purchasing decisions.

Retailers that continue to think only in terms of the paying customer risk missing the person shaping that

purchase in the first place.

The next decade won't simply belong to brands that market to children. It will belong to those that
understand how digital-native families discover, evaluate and buy together.




'\%(3 MARKETING TRENDS

BEYOND SEO:
THE NEW RULES
OF BRAND
DISCOVERABILIT
IN THE Al ERA

For more than two decades, digital visibility

followed a familiar formula. Brands invested in SEQ,
competed for rankings and measured success
through clicks. Search engines rewarded relevance,
and the customer journey began with a list of links.
That model is changing.
Al-powered search platforms such as ChatGPT,
Perplexity and Google's Al Overviews increasingly
generate answers before users ever reach a search
results page. Rather than directing people to
websites, they synthesise information from multiple
sources and decide which brands deserve to be
referenced. Visibility is no longer determined solely
by ranking well on Google. It depends on whether Al
systems recognise a brand as credible, authorita-
tive and relevant. For retailers and consumer
brands, this changes the economics of discover-
ability. Optimising for keywords remains important,
but it is no longer sufficient. Al evaluates a much
broader set of signals, including editorial coverage,
customer reviews, industry awards, social
conversations and trusted third-party references.
Together, these signals shape how machines
understand a brand and whether it becomes part
of an answer.
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From keywords to entities

Perhaps the biggest shift is that Al no longer thinks
in keywords. It thinks in entities.

Instead of asking whether a page is relevant for a
particular search term, Al attempts to understand
who a company is, what products it offers, how it
relates to competitors and what others say about it.
A retailer may publish hundreds of well-optimised
articles, but if the brand lacks clear, consistent
signals across the wider digital ecosystem, Al may
struggle to identify it as an authoritative source.

This places greater

importance on PRODUETS
consistency. T
Product names, -
brand descriptions b
and category
definitions need to
be structured in
ways that both
people & machines
can easily
understand.
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Content must be built for retrieval
Traditional SEO rewarded comprehensive articles
designed to keep readers engaged. Al search
works differently. It retrieves specific passages,
summarises them and incorporates them into a
broader response.
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That places greater value on content that is factual,
clearly structured and easy to extract. Definitions,
concise explanations and regularly updated
information are increasingly favoured over lengthy
introductions and promotional language. Fresh-
ness also matters more, as Al models often
prioritise recent information when forming
responses.

For content teams, the challenge is no longer
simply publishing more. It is creating information
that intelligent systems can confidently identify,
interpret and reuse.

Why PR has become a strategic

asset

The growing influence of Al is also changing the role
of public relations.

Editorial coverage, independent reviews, analyst
reports and trusted community platforms such as
Reddit, YouTube and Wikipedia all contribute to
how Al systems evaluate brands. These external
references provide validation that a company's
own website cannot.
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The reverse is equally true. Outdated or inaccurate
information can persist across Al-generated
responses unless it is replaced by newer, more
authoritative signals. Managing a brand's digital
reputation is becoming as important as managing
its website.

Search is becoming an ecosystem
The next phase of discoverability requires a broad-
er approach than SEO alone.

Many marketers are beginning to think in terms of
Search Everywhere Optimisation, combining tradi-
tional search optimisation with digital PR, struc-
tured content, social authority, technical SEO and
multimedia assets. The objective is no longer just to
rank highly on a search engine, but to ensure that
wherever Al looks for information, it finds consistent
evidence that reinforces the brand's authority.

For retailers, the implications extend well beyond
marketing. As Al increasingly shapes product
discovery and purchase decisions, discoverability
becomes a competitive advantage rather than
simply a communications objective.

The brands that succeed will not necessarily pro-
duce the most content. They will be the ones that
create the clearest, most trusted and most consis-
tent digital footprint, for both customers and the
intelligent systems that increasingly guide them.
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THE ONLY DIGITAL MAGAZINE
FOR THE SHOPPING MALL INDUSTRY

Your Ga le Way "' Be Seen by Those
to the Shopping Mall Industry Who Shape the Industry

Mall Talk, the only dedicated
monthly digital magazine for the
shopping mall industry, offers
advertisers direct access to owners,
developers, retailers, consultants,
and key decision-makers across
India and international markets.

With its focused readership
@ and global reach. Mall Talk

provides a highly effective and

cost-efficient platform to
enhance brand visibility and v LY
engage with an influential | sad x4

industry audience. 4 Fapeaaing &~ 4

MALL TALK COMMERCIALS

@ Mall Talk One Page 9,800.00 11,500.00

@ Mall Talk Three Page 16,500.00 19,500.00

*All rates are in INR and exclusive of applicable taxes.
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EVENT WATCH :

Masterclass in Kolkata

SCAI successfully hosted its Masterclass on "Smart Energy Strategies: Powering Malls, Offices & Industrial
Parks with Solar” in Kolkata.

The insightful session, led by Mr. Gautam Das, CEO & Founder, Oorjan Cleantech, was attended by over 50
professionals from the shopping centre, office, industrial park, and real estate sectors.

SCAIl extends its sincere gratitude to Mr. Sushil Mohta , the Merlyn Group for their generous sponsorship and
excellent support in making this knowledge-sharing initiative a success.




PRESS RELEASE: Assembling the Modern Shopping Centre Jigsaw to

Shape India’s Next Retail Destinations

Shopping Centres Next (SCN) 2026 brought together India’s leading retail real estate leaders to explore how
collaboration, innovation and experience-led strategies are assembling the next generation of shopping
centres.

Jaipur, July 24, 2026: Shopping Centres Next (SCN) 2026, IMAGES Group's flagship retail real estate intelli-
gence platform, concluded successfully today at the Jaipur Marriott Hotel, bringing together over 500 retail
real estate professionals, 200 leading brands and 100+ industry speakers for a day of insightful discussions
on the future of India's shopping centre ecosystem.

Held under the theme ‘Assembling the Modern Shopping Centre Jigsaw,” SCN 2026 combined a high-im-
pact conference, exhibition, strategic networking opportunities and the prestigious IMAGES Shopping
Centre Awards 2026. Through six thought-provoking sessions, the event explored the evolving role of shop-
ping centres as experience-led destinations, the future of leasing, retail technology, customer engagement,
and the collaborative partnerships shaping the next generation of retail real estate.

SCN 2026 was Powered by Pacific,
with CRC as the Shopping Centre
Partner and World Trade Park as
the Legacy Partner. The confer-
ence also featured a dedicated
exhibition showcasing innovations
in shopping centre design, tech-
nology and infrastructure, along
with presentations on upcoming
retail developments that are rede-
fining India’s urban landscape.

Delivering the inaugural address,
Hon'ble Deputy Chief Minister of

Rajasthan, Smt. Diya Kumari,
SCIid, Smt. Diya Kumari, Hon'ble Deputy Chief Minister of Rajasthan.

I congratulate IMAGES Group and all the organisers for bringing together leaders from the retail, real
estate and investment sectors on this important platform. Rajasthan is rapidly emerging as one of India’s
most promising destinations for retail, tourism and investment. With progressive policies, world-class
infrastructure, a thriving tourism economy and growing consumer markets, we are creating an environ-
ment where businesses can invest and grow with confidence. | invite all of you to partner with Rajasthan
as we build the next generation of vibrant, experience-led destinations.”

~ Il'_ i - Welcoming the delegates, Vineet
| Chadha, COO - Retail, IMAGES Group,
said Jaipur's centuries-old legacy as a
thriving centre of commerce made it the
~ perfect backdrop for Shopping Centres
Next 2026. He noted that the event goes
beyond discussions on mall develop-
ment and retail metrics, bringing togeth-
er the people shaping India’s retail desti-
nations across metros as well as emerg-
ing Tier Il and Tier Il markets. He added
that the platform celebrates the evolving
e P! oy . " , places where India shops, connects and
Rajesh Jain, MD & CEO, Lacoste India; Ajay Kumar, Country Director, Guess India; grows, while encourqging meqningfu|

.....

Mukesh Kumar, CEO, Malls & Business Head, New Businesses, Infiniti Malls; . . .
Dr. Gopalakrishna Machani, Chairman, Shopping Centres Association of India; leIOgue on the future of Orgonlsed retail.

Himanshu Kwatra, CMD, Western Living; Sundeep Chugh, MD, OVS S.p.A and
Salil Kumar, Director, CRC Group




Rajasthan at an Inflection Point: Building the State’s Next Retail Landmarks

The session explored Rajasthan's emergence as a leading retail destination, highlighting investment
opportunities, evolving consumer aspirations, experience-led developments and long-term strategies for
building future-ready shopping centres that remain relevant for decades. Opening the discussion, industry
leaders highlighted how Rajasthan’s evolving infrastructure, rising consumer aspirations and expanding
urban catchments are positioning the state among India’s fastest-growing organised retail markets.

(L to R): Bimal Sharma, Head Retail, Leasing, CBRE India; Dr. Anoop Bartaria, Founder & Chairman, World Trade Park;
Abhishek Bansal, Managing Director, Pacific Development Corporation Ltd.; Ajay Gupta, Director, Manglam Group
and Gaurav Bardiya, Director, Bardiya Group.

“Shopping centres must evolve beyond transactional retail into destinations that inspire aspirations, foster
community engagement and enhance the identity of a city,” said Dr. Anoop Barataria, Founder &
Chairman, World Trade Park. He observed that organised retail still represents only a small share of India’s
overall market, presenting immense opportunities for future growth. Introducing world-class brands into
emerging markets, coupled with educating consumers about modern retail experiences, will be
instrumental in unlocking the next phase of expansion for India’'s shopping centre ecosystem.

Abhishek Bansal, Managing Director, Pacific Development Corporation Ltd., said Jaipur's growing
consumer aspirations, expanding regional influence and strong tourism economy made it a compelling
destination for Pacific's next phase of growth. Drawing from successful developments across Tier || mar-
kets, the company identified a clear opportunity to create a world-class retail destination that seamlessly
integrates premium brands, entertainment, hospitality, food and lifestyle experiences. The enthusiastic
response from national and international retailers further reinforced confidence in Jaipur's retail potential.
The upcoming development aims to establish the city among India's premier shopping destinations while
reflecting its evolving economic strength and lifestyle aspirations.

Gaurav Bardiya, Director, Bardiya Group, said today's shopping centres must offer much more than retail
by creating destinations that blend premium brands with entertainment, dining, family experiences and
community engagement. He noted that consumers increasingly seek world-class experiences, making it
essential for malls to remain vibrant throughout the year through curated events and attractions. Retail, he
added, is now about enriching the city's lifestyle and delivering memorable experiences that encourage
repeat visits.

The inagural session ‘Assembling the Modern Shopping Centre Jigsaw: Bringing Together the Pieces
that Drive Growth’ focused on the importance of stronger collaboration between developers, retailers,
policymakers, brands and technology partners in building future-ready shopping centres. Discussion
focused on India's next generation of malls as they must be designed as integrated, experience-driven
ecosystems capable of delivering sustainable business growth while enhancing consumer engagement.




“The future of shopping centres lies in creating destinations that extend well beyond shopping. As consum-
ers increasingly seek entertainment, wellness, dining and immersive experiences that digital platforms
cannot replicate, malls must evolve into spaces that encourage longer visits, deeper engagement and
stronger emotional connections,” said Mukesh Kumar, CEO, Malls & Business Head — New Businesses,
Infiniti Malls.

“India’s expanding retail economy requires stronger collaboration between industry stakeholders and
government. Supportive policies, improved ease of doing business and coordinated efforts across the
ecosystem will play a critical role in accelerating the growth of organised shopping centres,” emphasised
Dr. Gopalakrishna Machani, Chairman, Shopping Centres Association of India.

“Shopping centres today are no longer merely transactional spaces. Consumers increasingly visit malls for
holistic experiences, making engaging environments, memorable interactions and customer-centric
planning the defining factors for future success,” observed Himanshu Kwatra, CMD, Western Living,

Rajesh Jain, MD & CEO, Lacoste India, highlighted that successful shopping centres of the future will be
built through close collaboration among brands, developers, technology partners and policymakers. He
noted that aligning these stakeholders creates richer customer experiences while driving long-term
business growth and stronger consumer loyalty.

“Shopping centres are steadily evolving into vibrant social destinations offering convenience, services and
community experiences. The consumers have consistently raised expectations, making it imperative for
developers to continuously enhance experiences and create destinations that remain relevant in people’s
everyday lives,” Salil Kumar, Director, CRC Group.

The post-lunch session ‘Malls as Growth Partners: What Brands Really Look For’ shifted the focus from mall
development to retailer expectations, examining how shopping centres can become long-term growth
partners rather than merely leasing destinations. The discussion highlighted that successful retail ecosys-
tems are built on early collaboration, strategic planning, adaptable leasing models and an in-depth
understanding of evolving consumer behaviour and emerging retail categories.

Rohit Gopalani, CBO, Inorbit Malls explained that the strategy differs across markets, with Tier Ill develop-
ments requiring earlier engagement and luxury assets demanding far more detailed planning around
anchor brands and store configurations.”Leasing journey begins well before construction progresses
significantly, with every decision influenced by the nature of the asset and the market it serves. Detailed
planning around anchor-to-inline ratios, tenant mix and overall positioning lays the foundation for retailer
engagement. While there is no fixed leasing timeline, the objective is to have nearly 80% of the mall
committed before handovers begin,” he said.

“In mixed-use developments, decisions around grid sizes, frontage, store flexibility and zoning must be
aligned with future tenant requirements. While anchor brands shape the overall design framework, equal
attention must be given to category-specific space requirements across fashion, athleisure, jewellery,
watches and F&B. Careful planning at the drawing-board stage ultimately creates a shopping centre that
delivers value for both retailers and consumers,” explained Tanu Prasad, CEO, Oberoi Realty suggesting
retailer engagement should begin at the design stage itself, as leasing and mall planning go hand in hand.
watches and F&B. Careful planning at the drawing-board stage ultimately creates a shopping centre that
delivers value for both retailers and consumers,” explained Tanu Prasad, CEO, Oberoi Realty suggesting
retailer engagement should begin at the design stage itself, as leasing and mall planning go hand in hand.

Nandini Taneja, CEO, Bhumika Enterprises Pvt. Ltd., said future-ready shopping centres must build flexi-
bility into their leasing strategy from the very beginning. While established brands provide stability and
predictable returns, developers should also reserve space for emerging and aspirational concepts that
could become mainstream by the time the mall opens. She noted that categories such as lab-grown




diamonds and evolving food concepts illustrate how rapidly consumer preferences can change. A
balanced tenant strategy, backed by realistic rental planning and periodic reassessment, helps ensure
malls remain relevant in a dynamic retail environment.

Muhamed Fawaz, CEO, Hilite Malls, observed that mall development spans several years, making it
impossible to predict the final tenant mix or exact retailer requirements at the outset. He emphasised that
while developers must establish a strong vision through thoughtful curation, anchor planning and design
strategy from the beginning, they must also retain the flexibility to adapt as market conditions evolve.
Nearly 90 percent of the concept should be defined early, he said, but the final tenant mix is best refined
closer to project completion to reflect changing retail realities.

Beyond the conference sessions, SCN 2026 provided delegates with an opportunity to explore cut-
ting-edge innovations in Al-powered space planning, sustainable construction, urban integration, digital
transformation and phygital consumer engagement. The exhibition showcased emerging technologies
and development models that are redefining the future of retail destinations across the country.

A recurring message across every session was that tomorrow's shopping centres must become integral to
the cultural, social and economic fabric of the cities they serve. By bringing together leading mall develop-
ers, retail CEOs, investors, architects, urban planners and technology providers, Shopping Centres Next
2026 successfully created a collaborative platform to exchange ideas, forge partnerships and shape the
next chapter of India’s retail real estate evolution.

About Shopping Centres Next

Shopping Centres Next is India's premier knowledge-sharing platform dedicated to the shopping centre
and retail real estate industry. Bringing together developers, retailers, investors, architects, consultants and
technology providers, SCN serves as a catalyst for thought leadership, innovation and collaboration.
Through its conference, exhibition and the prestigious IMAGES Shopping Centre Awards, the platform con-
tinues to drive conversations that shape the future of shopping centres and organised retail across India.
About IMAGES Group

IMAGES Group is the biggest retail intelligence association in South Asia and the Middle East, whose
numerous items and administrations work as impetus for the productive development of present day
retail through information stage initiative. The Groups knowledge platforms incorporate print and online
reportage, research review, and significant yearly business occasions with Conferences, Master-Classes
and Workshops serving multiple verticals/fragments/tasks of retail.

Warm Welcome to SCAI New Member

Garde Co. Ltd, Tokyo, Japan

Happily announcing the joining of Garde Co. Ltd. as a SCAI

Member.

GARDE Co, Ltd. is a Tokyo-based design and consulting

firm with more than 40 years of international experience in

retail, hospitality, mixed-use developments, and cultural G H RDE
destinations. Working across Asiq, Europe, the Middle East,

and North America, GARDE partners with developers and

global brands to create commercially successful places

that combine strong design, local character, and
memorable customer experiences.




Al |

SHOPPING CENTRES
ASSOCIATION OF INDIA

For More Information, Please Contact:

Sachin]Naktit{+91(90: )& :ch:in:n:qtki:@:s:c:ai!.in'

Follow us: @scaiO8

f) © (in




