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Abstract 
Sustainable branding occurs when companies create and maintain identities in the long-term. Furthermore, brands are deemed sustainable provided they clearly indicate value added to consumers continuously over time. However, in today’s unrestrained world, consumers are highly adept with technological advances and exceedingly observant and cognitive. Given such an intellectual scenario, this hyper-cognitivism could lead to fast changing habits, thereby leading to a rapid rate of change in consumers’ intended consumption behaviours and patterns. Against this backdrop, we will see how healthcare as an industry has been changing rapidly to allow for new needs of consumers. This chapter explores issues when an adroit consumer confronts a brand that has explicitly showcased value added in healthcare, whilst having a multitude of options at his/her disposal. The chapter will begin by explaining the evolution of the concept of sustainable branding by citing contemporary literature. It will then examine information processing in the digital age; the effects of Generation Z consumers and a literature review of the effects on sustainable branding; and the shifting dynamics in the healthcare sector via recent reports will be addressed. The chapter will also illustrate the case of a developing economy and the effects on sustainable branding. The chapter will conclude by highlighting the implications of sustainable branding within healthcare for developing economies as well as for the healthcare sector. 
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Introduction
In today’s cut-throat business atmosphere, it is imperative to build and maintain a brand that can tread generations. Grubor and Milavanov (2016) demonstrate that the fundamental relationship among brands and buyers has advanced significantly. Powerful brands can even pave the way for a new way of life when it comes to healthcare and well-being. However, sustaining them in a rapidly advancing market is key. Sustainable strategy requires a comprehensive transformation of business models and synergy, i.e. engagement of various stakeholders collaborating on a common vision, with the consumer as the key factor in the final decision of whether a specific business model will or will not be embraced (Bahule & Najafi, 2014; Gubor & Milavanov, 2019). 
Furthermore, with the evolution of marketing, each aspect of the marketing mix has advanced with changing times (Kareh, 2018). Branding is the area through which companies achieve the highest level of interaction with consumers and is a central element of consumer enticement (Claye, Crawford, Freundt, Lehmann & Meyer, 2013), which has become the most influential part of sustainable marketing strategy. Branding also extends to pre-purchase interactions, during, and post-purchase after sales service. Salesforce (2019) and Ozdemir (2020) indicate that 72% of buyers and 89% of business purchasers state they anticipate that organizations should comprehend their extraordinary needs and desires, while 66% of buyers state they are probably going to switch brands in the event that they feel treated like a number, not a person. 
Moreover, Antevenio (2019) noted that the digital age offers consumers the possibility to start their experience before the purchase. This creates opportunities for brands to engage consumers that help consumers explore their product and service options in advance (Sterling, 2018) as well as allowing consumers to investigate, wherever they are, on any device they use (Antevenio, 2019). The trend among new age consumers is to combine their search results with the influence of marketed information and product specifications. Following these afore-mentioned steps, consumers arrive at a final decision (Gurski, 2019; Ozdemir, 2020).
Historically, customers have expected basics like quality service and fair pricing. However, we can now see an emerging change in consumerism (Salesforce, 2019) wherein customers have much higher expectations, such as proactive service, personalized interactions, and connected experiences across channels. The disillusionment of Generation Z as a cohort (Deloitte Millennial Survey, 2019), and their need for higher personalization can be correlated with studies which show a higher need for consistency within themselves (Halton, 2020). Studies on cognitive dissonance and its effect on information processing indicate that what one feels as an inconsistency within themselves results in a change in behaviour and thereby the environment (Brannon & Gawronski, 2019; Festinger, 1957). Therefore, the dissonance felt therein, if translated into the environmental context, leads to characteristics depicted by the cohort – such as pessimism, scepticism and aversion.
Nowadays, sustainable branding has evolved into a new meaning and concerns itself with not only being generation-relevant but also fulfilling the umpteen conscientious needs of new age consumers. In this regard, a sustainable brand is one that has successfully integrated environmental, economic and social issues into its business operations. However, many companies that consider themselves to be sustainable only meet the environmental aspect of this definition (Lein, 2019). 
Generation Z 
Generation Z is comprised of individuals that were born after 1995 (Dimock, 2019; Kasasa, 2019; Priporas et al., 2017, 2019). Gabringer and Slavek (2018) note that the cohort named Generation ‘Z’ marks “the end of clearly defined roles, traditions and experiences”, which appears to be true based on their current behaviours. Presently, Generation Z is transitioning into what has been alluded to as the most troublesome decade of the century.
There is a general world-wide concern as to how the new Generation Z is disrupting healthcare (Harpaz, 2019; Jenkins, 2019; Transamerica Center for Health Service, 2019). Mercer (2018) noted that generational gaps not only pose challenges but also opportunities for the Healthcare profession to change and grow. Research also suggests that this generation feels strongly about their ideas, beliefs and values. Studies by Vennare (2019) and Young (2019) both note that having witnessed the student debt crisis and the Great Recession, 71% of Generation Z is already saving for the future, which is earlier than previous generations. Furthermore, Generation Z is often referred to as the entitled generation due to technological advancements and changes in social constructs (Boodman, 2018; Lerman, 2017). However, from the standpoint of healthcare, the behaviour of Generation Z may lead to changes in consumer behaviour, which may be a challenge (Carrall-Green, Sorensen & Hayllar, 2019; Schlossberg, 2016; Shukla, Bharadwaj & Gupta, 2019). 

A report from Mckinsey (2018) on Generation Z suggests the cohort is a racially diverse group that has been exposed to digital platforms and mobile frameworks from day one. The report further notes, that this digital proficiency has produced a ‘hypercognitive age of consumers’ very comfortable with simultaneous processing of many sources of information and with integrating virtual and offline experiences. Hurtado (2019) further noted that Generation Z will not do something they are not genuinely willing to do unless there is a good reason to do so. This highly affects their patterns of consumption, with a necessity for uniqueness and exclusivity in everything they consume (Bisaria, 2019). Further, a Barclays Bank survey on millennials and Generation Z in 2018 revealed that by 2020 Generation Z will represent 40% of consumers in the United States, Europe and BRIC (Brazil, Russia, India and China).
Recent studies suggest Generation Z, in general, spends more carefully than previous generations (Vennare, 2019; Young, 2019). However, when they do spend their money, the emerging patterns indicate that they favour sustainable brands over others (Keve & Bryzek, 2019; Lein, 2019; Yeomans, 2019). 
Sustainable Branding and Information Processing in the Digital Age
Sustainability as a concept emerged in the late 1980s as a result of the Brundtland report commissioned by the United Nations (Al-Hallaj, 2012; Huang & Rust, 2011; Mahrous & Kartom, 2020; Teodorovic, 2015). However, until recently, the adoption of backing causes or cause-related-marketing by businesses has been slow (Mahrous & Kartom, 2020; Panda et al., 2020). Currently, sustainable branding is seen to be a fast-growing requisite and has gained considerable momentum (Khan & Mohsin, 2017; Kumar et al., 2018; Paul et al., 2016; Vermeir & Verbeke, 2008; Yadav et al., 2018). A recent global online survey indicated an astounding 81% of worldwide respondents are emphatic about the need for organizations to help improve nature. This radical energy for corporate obligation is shared across ages with Generation Z and Millennials leading from the front and penetrating older generations as well (Nielsen, 2018). 

However, studies illustrate that sustainable branding is more visible in certain industries than others (Widerberg, Stralman, Nyremo & Felder, 2019). For example, in the hospitality and entertainment industries, where the use of fast-moving consumables are high it is imperative to be seen as a sustainable brand with eco-friendly consumable products (Aybaly et al., 2017; Bradley & Botchway, 2018). Additionally, research demonstrates that sustainable branding is not entirely effective if brands undertake pro-environmental or social causes as part of their corporate social responsibility (CSR). Sustainable branding is only effective when consumers perceive the brand as an effective propagator of environmental and societal solutions via their offering (Ghauri & Cateora, 2014; Peloza et al., 2012). In this regard, according to Kapferer (2012), “Communication is the brand’s weapon and can be used to highlight the intangible and invisible values that make the brand different from competitors.”
Statistical data has shown that initially when repeated messages were conveyed by a brand to a consumer in the form of content marketing, they were firmly in circulation and there was repetitive consumer engagement with the brand (Duc Le, 2013; Gordini & Elisa, 2014; Pulizzi, 2012). However, with the influx of a new cohort of highly self-engaged individuals, known as Generation Z, the ways of processing information has changed. Recent research on the information processing model and consumer decision making suggests that there is a prime change in consumer behaviour owing to the fact that consumers increasingly turn away from anything they perceive as marketing (Zoghby, 2019). As consumers become technologically savant, they become intolerant towards meddling or irrelevant content and messages. More than 25% of Generation Z smartphone users have installed ad blockers and this number is increasing rapidly (Nageswari, 2019).
Studies by Krijestorac, Konana and Garg (2018) and Moreno, Moreno, Lafaunte and Avila (2017) indicate the then emerging millennial workforce’s heightened dependence on digital sources affected their purchase decisions. These findings suggest that consumers gain more information via new media, which could result in diminishing reliance on heuristics. However, these studies were conducted on millennials, and their purchase behaviours differ from the growing cohort of Generation Z in context. 
Research has demonstrated that self-regulation of information processing is dependent on cognitive dissonance, which is vital to the study of the consumer decision-making process as it leads to selective information exposure (Carter, Pyszka & Guerrero, 1969; Kastenmuller, Peus, Frey & Fischer, 2008). Information processing and cognitive dissonance are also closely linked as both are fundamental to the consumer decision-making process that leads to consumer behaviours and patterns (Martinez, Lallement, Dejean & Euzeby, 2019; Prollochs, Adam, Feuerriguel & Neumann, 2018). Information processing is the framework at the heart of cognitive psychology. It has been widely used by cognitive psychologists to understand mental processes of the brain which lead to behavioural responses (McLeod, 2015; Proctor & Wu, 2012). Further, it is widely regarded as an important model for delineating ‘need for cognition’ amongst individuals and their responses to marketing messages (McLeod, 2008; Thadani, 2018). The essence of the information processing model is that the human mind is similar to a computer—rather than the ideas of behaviourists that view people a merely responders to stimuli (Culatta, 2019; David, 2015). The framework further describes how our brain categorizes information, from what has our attention at a specific moment, to what gets stored in our working memory and ultimately into our long-term memory (Lawless, 2019; Loftus & Loftus, 2018). 

Generation Z is known to have an attention span of 8 seconds, commonly called the 8-second filter (McCoy, 2019). Given the shorter attention span of Generation Z and increased use of ad blockers, how can brands guarantee they remain constant and relevant to a new age group of highly adept consumers? In this respect, the starting point of information processing is attention (McLeod, 2008). The starting point of decision making is attention to stimuli or attention to stored mental information. There have been various models of attention presented within the information processing framework, which includes Broadbent’s Filter Model (1958), Treisman’s Attenuation Model (1964) and Deutsch and Deutsch’s Late Selection Model (1963). The afore-mentioned models are ‘external stimulus driven’ models of attention (McLeod, 2008). Whilst, it is agreed that ‘exogenous attentional control’ to information in cognition is vital, what the individual brings into the context in terms of expectations and/or past experiences are also essential decision-determining factors (Jung, Erdfelder, Broder & Dorner, 2019; Lawless, 2019; Li, Alos-Ferrer & Hugelshafer, 2019). 
Having grown up in a perpetually connected environment, Generation Z is accustomed to having all the available knowledge they desire at their fingertips (Dooley, 2019). In view of this, Tsang (2019) examined whether there is an association between cognitive dissonance, as it relates to information preferences, and the intention to seek congruent and incongruent information. The findings revealed that there was a psychological discomfort and unpleasantness after exposure to incongruent information, and such negative effects could lead one to perform selective exposure through information avoidance (Tsang, 2019). Taking into account Generation Z’s insights as digital natives, these findings provide important information about how this new generation might process information conveyed by marketers. Mills and Harmon-Jones (2019) suggest that people are motivated to reduce dissonance when it is psychologically uncomfortable, thus leading to avoidance of information likely to increase dissonance. De-Lanauze and Siadou-Martin (2019) suggest that the reflexive consumer listens to and assesses claims made by groups and organizations and then evaluates their activities based on what they feel is the legitimacy of these claims. This is a fundamental trait in studies of the cohort of Generation Z. 

Research within the area of information processing has also demonstrated that human agency does not rely solely upon cognitive reasoning when processing given information (Browne & Parsons, 2012; Prollochs et al., 2018). Further exploration has indicated that individuals prevent or delay attaining available information in order to eschew cognitive dissonance pertaining to the imminent context (Albarracin & Mitchell, 2004; Hart et al., 2009; Sweeny, Melnyck, Miller & Shepperd, 2010). David (2015) observed that individuals have two methods of processing information: serial processing (finishing one task to move to the other); and parallel processing (all processes involved in a cognitive task(s) occur at the same time).
Taken together, the studies on sustainable branding and information processing in this new generation of consumers indicate sustainable messaging in the communications marketplace has been losing the battle to maintain the sanctity of the concept of ‘performance with purpose’ as companies, activists and others use the word “sustainable” and refer solely to environmental issues (Lein, 2019). This has had an adverse effect in terms of information processing for generation Z, as they feel saturated with the sustainable brand information and disregard such messaging (Story, 2019). This further ties in with the original idea of sustainable branding – to remain relevant, whilst adding value that counts (mix of the old and the new terms of the word). Even in the context of being sustainable (supporting causes) by a company, it is important to be sustainable as a company by initiating newer and more time-relevant causes (Keve & Bryzek, 2019). Otherwise, brands risk becoming extinct. 

Shifts in Global Healthcare Dissemination
Healthcare is a combination of both services and products comprised of medical care and pharmaceutical products. Creating a sustainable brand in the healthcare sector is of paramount importance. A recent editorial by Lagasse (2018) suggests the significance of branding in the area of medical services is just beginning to be recognized, and is especially needed at a time characterized by consumerism and choice. A tough game ensues for some providers, who commonly have not needed to place a lot of thought into their identities and outreach efforts. The healthcare industry is glaring with commercialisation making it progressively more retail-like in its functioning (Gensler, 2019; Jordan, 2017; Stanek, 2019). Although this is a real challenge for many healthcare providers, it provides an additional opportunity to catch a larger portion of the market that goes by brands and identity.
Walters (2019) demonstrated that discriminating and assiduous consumers, such as Generation Z, require more involvement in the process of healthcare. Priporas, Stylos and Fotiadis (2017) state that Generation Z is “expected to heavily influence marketing practices both from a technological and product-specific point of view”. Additional studies report that consumers are inviting the adaptability that innovation brings to their fast-paced lifestyle (Gaur, Sobhani & Saxon, 2019; Hogan, Laughlin, Reynolds & Trenkle, 2019; Spitzer, 2018; Stanek, 2019; Trends Healthcare, 2019). For example, the cohort of Generation Z welcomes checking their health status remotely, and accepting general emergency-based clinical treatments, like chemotherapy at home. Obtaining measures from medical equipment like electrocardiograms, electroencephalogram, or pacemakers, which for the most part requires an in-person visit, should now be possible through a cell phone and results remotely sent to a doctor (Spitzer, 2018). 
Consumers are endeavouring to take a more prominent role in their health and are all the more willing to oversee their treatment. They demand to be constantly notified with regard to their wellbeing. Utilizing accessible wellbeing data, new innovations, and remote telemedicine approaches such as m(health), the informed consumer knows more, needs more and can support themselves more (Robbins, 2019; Sinhasane, 2019). In such a climate of empowerment, and filtering information before actually making an effort to move from one place to another, being sustainable is key. Furthermore, Generation Z exhibits attitudes of knowing themselves better than anyone else which depicts aptly the trend seen in healthcare above (Robertson, 2019). 
This shift in consumerism and its impact on shifts in sectoral atmospheres (from service to retail) can be seen to stem from a deeper need for socially and environmentally appropriate behaviour. Reports suggest that 90% of Americans are more likely to trust and stay loyal to companies that actively work to make a difference in the world (Cohen, 2017; Sutter, 2019). Moreover, 88% of consumers would buy a product that embodies a social or environmental benefit. This forces businesses to run outreach campaigns that fall under the retail arena of marketing in the sense of terminology. 
Generation Z in a Developing Economy
Being one of the rapidly growing economies, India has the world's second-largest population. The population growth rate for the country is 1.14% and a very large number of the country’s population, approximately 50%, is below the age of 25 years (Jack, 2018; Plecher, 2019). A population of 356 million currently belong to Generation Z. This group provides the nation with a large consumer population and workforce for many decades.
The Generation Z age cohort within India is now rapidly joining the workforce. According to Miller and Lu (2018), “India, which has about 1.3 billion people versus China’s 1.4 billion, will see its Generation Z population rise to 472 million next year, 51 percent more than China’s projected 312 million.” Mercer (2018) emphasizes providing adequate, need-based care via mainstream healthcare systems for Generation Z should be based on what drives them and how they establish their values. Hurtado (2019) and Larkin (2017) both noted that Generation Z is intrinsically motivated to be responsible. Such a sense of responsibility can also direct their behaviours as consumers to areas that give them more control over their health, which can impact brand choices. 
Indian Healthcare Landscape
Given India’s developing economy, there have been several major players in healthcare, and they continue to exist. However, sustaining the brand is becoming increasingly difficulty as new digital players are entering the market (Wharton, 2020). Healthcare is the second biggest customer spending area in India, which currently amounts to the equivalent of US$ 65 billion (Warsi, 2019). It is estimated that US$ 5 million of the healthcare industry is related to clinic supplies and medical services equipment. Healthcare and well-being has turned away from being only a service to a more retail-shaped sector. The increase in developing this area of healthcare is becoming a business opportunity for the millennial population of the country. 
Several reports indicate healthcare in India is shifting from a service industry to one that is highly retail oriented with wellbeing and medications swiftly moving to the medical services industry (Jayaraman, 2014; Mckinsey, 2018; Muneer, 2018; Sinhasane, 2019; Vora, 2019). Healthcare specialists are intending to offer quality in-store benefits that could draw on the advanced competition of consumers with their brands. However, the notion of having to choose a sustainably integrated brand over another, is not currently a consideration in the healthcare sector (NCSH, 2019; Turnbull, 2016). This could be attributed to the fact that as a developing market economy, the freedom to choose among healthcare brands per se is more so for the affluent set of the Generation Z population. Nevertheless, the criteria formed in the minds of consumers is not one of sustainability (in the newer sense of the word). Generationally, the idea of a sustainable brand pertains to ease of access to care (Alur & Schoomans, 2011; Sengupta, 2013; Susheel & Taneja, 2007).
Taking note of the above, there is a stark difference in the way sustainable branding is viewed in a developing economy compared with a developed economy. By the end of 2020, the healthcare sector in India is expected to reach Rs 19,56,920 crore (US$ 280 billion). This growth in the healthcare market is due to increases in income levels, more awareness of the importance of health and well-being, lifestyle diseases, and improved access to insurance (Ghosh, Mehra, Reddy & Rao, 2019; IBEF, 2019). The private sector has emerged as a dynamic force in India's healthcare industry, which has improved its domestic and international reputation (Reddy, Bhushan & Paul, 2019). The private sector accounts for around 74% of the India’s total healthcare expenditure and telemedicine is a fast-emerging trend. Major hospitals (Apollo, AIIMS, and Narayana Hrudayalaya) have adopted telemedicine services and entered into several public-private partnerships (IBEF, 2019; RNCOS, 2019). 
Chronic diseases in India account for some of the increases in the use of telemedicine. A report from the Harvard School of Public Health found the prevalence of diabetes to be 8%, and hypertension to be 25% among the general population and 12% among 18 to 25-year-olds, with an even higher prevalence for both diseases in urban areas (Geldsetzer, 2018). Such statistics have also given rise to an increased use of e-healthcare and mHealth applications and systems which can be controlled from any handheld device (Poojary, 2018). Now more than any other time in Indian healthcare history there is a realisation of the importance of technology in healthcare delivery, and its role in enhancing the general quality of life, which is due to the rapid technological advancement and the increase in a younger population (Sajanlal, 2019). Younger generations look for long-term sustainable care when faced with a healthcare crisis, which motivates healthcare providers within India to innovate and meet expectations (Wharton, 2020). Gent (2018) noted that it was not surprising that developing countries have a strong drive for affordable, scalable technology stating, “Where you've got a melting pot of creativity and innovation, plus need, plus challenging circumstances, you inevitably get exciting innovations.” This statement is supported by the growing number of Indian-made technological innovations built on digital technologies that are flexible to use in different settings (Gent, 2018; Iyer, 2018).

From a population perspective, India is expected to become a consumer market as it matures. The total expenditure of consumers in India is estimated to rise three-fold to Rs 4 lakh crore by 2025 as per BCG’s report (Thukral, 2018), growing at more than double the global rate over the coming years. Essentially, traditional business models have found it hard to show attractive ROIs, except for a few large providers (Wharton, 2020). Poojary (2018) noted certain healthcare start-ups such as 1Mg, NetMeds, and Medlife, which were initiated by the Generation Y population have affected the way healthcare, as a sector, is operating.

Nilesh Teli stated, “The objective in the Indian healthcare sector nowadays is to leverage the vast amounts of clinical, operational and financial data at the disposal of hospitals, insurance companies, and even in the hands of patients to drive efficiencies, improve quality of care, minimise risks and move towards a care delivery model that is truly 'value-based.'” (Teli, 2018). Furthermore, reports suggest that the recent pace of acquisitions of advanced digital wellness gadgets (wellness applications, wearables, computerized instalments, online drug stores, and so on) has provided an ocean of opportunities for Indian healthcare conglomerates to change the manner in which they convey and oversee care. It is, along these lines, that healthcare companies should characterize a very robust generation-aligned strategy (Teli, 2018, Wharton 2020). 

Deloitte’s 2019 report on the outlook of healthcare in India explains patients are no longer passive participants; they demand transparency, convenience, access, and personalized products and services. Furthermore, within India, innovation-empowered patient-indulging techniques are equipping a new generation of consumers with financial autonomy in their healthcare choices (Burrill, 2020; Gent, 2018; IBEF, 2019). This is a highly welcome trend by consumers of the digital age, as it advances their concept of being engaged in living on their own terms (Gurski, 2019; Hughes, 2019). This concept is similar to that described by Ryan (2019), who observed that people function better when they feel they are in control of their behaviour, can endorse that behaviour, and can completely navigate the environment. In other words, when one feels there are obstacles that are an impediment to controlling and navigating their environment, motivation and well-being are diminished. Autonomy, as noted by the reports above, improves the terms of engagement with a cohort such as Generation Z. 
Conclusion
Based on the above literature, the implications of a sustainable brand with regard to healthcare and well-being are different for a developing economy to that of a developed economy. Taking this into consideration, Priporas, Stylos & Fotiadis (2017) state that “this generation seems to be the biggest future marketing challenge, since it is the driver of innovation and change”. With the current scenario and the developments illustrated above for the healthcare sector in a developing economy such as India, we can see this trend taking shape. However, with increases in efficient technology, sustainable branding such as pro-environmental and societal benefits can be seen as a by-product (Kishanrao, 2019; Poojary, 2018). 
Moreover, with the new generation entering the workforce, there is a progressive shift seen in terms of ‘what sustainable branding really means’ in the global sense of the word. However, for it to become a criterion in terms of availing services within the healthcare industry by the domestic population, there is a requirement seen for better infrastructure, and more initiatives that reach existing rural and semi-urban populations. Given the current PGR of 1.14%, “rising population will lead to increasing demand of healthcare which will have an impact on energy consumption and the climate” (Kishanrao, 2019; NCSH, 2019). 
Further Research Directions
1. To examine the various degrees of understanding of sustainable branding among a developing economy’s population. 
2. To decipher the impact of Generation Z as influencers on healthcare brand choice and consumption by middle-aged adults and elderly populations in a developing economy. 
3. To identify the impact of same-generation entrepreneurs building e-healthcare and wellbeing brands in upcoming generations’ consumption choices. This would further Tushman, Glynn & Rafaelli’s (2019) understanding that future research should try to link cognitive and emotional innovation from a strategy perspective within healthcare. 
Case Study: Innovation, aid and being sustainable – Apollo Group of Hospitals. 
Overview of the Group
The Apollo Group of hospitals was established in 1983 in Chennai, in the southern part of India. It was the first corporate hospital in India, and was a pioneer in initiating the modern healthcare revolution in the country. Over the years, Apollo Hospitals has emerged as Asia’s foremost integrated healthcare services provider and has a robust presence across the healthcare ecosystem, including hospitals, pharmacies, primary care, and diagnostic clinics, as well as several retail health systems. 
Since 2014 and the emergence of the new generation taking over the management of the group, operations have expanded into telemedicine facilities across several countries. These services provide a care continuum from health insurance, global projects consultancy, Medvarsity courses for e-learning, and ‘ASK Apollo’ - an online consultation portal and Apollo Home Health. 
Legality of a Brand’s Sustainable Presence 

In 2013, the Ministry of Corporate Affairs of the Government of India passed legislation wherein the “Section 135 of the Companies Act, 2013, inter alia, provides for companies having net worth of rupees five hundred crore or more or turnover of rupees one thousand crore or more or a net profit of rupees five crore or more in a financial year to spend at least 2% of the average net profits of last 3 years for the company’s Corporate Social Responsibility (CSR) policy.” (Press Information Bureau, 2015). Apollo Group being a large enterprise falls into that bracket of companies. 

Sustainable Branding Ideology Among New Generation Management  
Dr Sangita Reddy, who is the last child of Dr Prathap Reddy, the founder of the Apollo Group, is known for her love of people and her efforts to help as best she can in her capacity. Given her nature, and having completed her Post-Graduate training at Rutgers University, USA, she returned to India to join in the family business. When she became Joint Managing Director, in 2014, she began various sustainable initiatives, including Total Health, SACHI, Billion Hearts Beating, SAHI, Cure Foundation and DISHA. Apollo’s vision for sustainable branding as part of CSR has always been ‘creating wellness’. 
The elder sister of Dr Sangita Reddy, Dr Preetha Reddy, is also part of Apollo’s CSR committee. She has often been quoted as saying, “To us, the whole business we are into—bringing of this sort of healthcare to India—is the greatest active CSR. No other organization has looked into and developed healthcare like an industry. We are doing this for the greater common good so the line between our CSR and the work we do is not very distinct.” (Reddy, 2019) Furthermore, the focus of Apollo’s initiatives have been primarily on young children and the elderly population of the country due to management’s belief that the population in between these two extremes is capable of handling themselves. However, this belief has proved to be increasingly detrimental in terms of catering to a large percentage of the market share. The in-between population is growing, and the literature indicates the older a child gets, the more informed he/she becomes, which leads to making their own choices over the preferences and recommendations of elders (Cameron & Ritchie, 2018; Capriola, 2020). 
Staying Afloat Among Digital Competitors
Increasingly, old brick and mortar establishments are finding it difficult to stay afloat amongst the rapid digitalization and commercialisation of healthcare. Statistical data demonstrates mHealth is gaining increasing ground in India (Rashi, 2016; Singh, 2018). Such rapid growth as is being witnessed currently has the potential to save the country $0.8 to 1 billion annually (Singh, 2018). According to Deloitte’s Global Healthcare Outlook (2019), “India’s health system is seeing a lot of ideating and cutting-edge, small-scale pilot programs around mobile health (mHealth), telemedicine, and IoMT, although few are being taken to scale.” 
Amidst this, the Apollo group has been slowly embracing the technology of the internet of things (IoT) as a business tool rather than an initiative, in order to stay contemporary among the growing younger-age population. The group realises there has been a shift in consumerism with the rapid increase in proliferation of information, and this has prompted them to become adept in such healthcare-based technologies. When observed closely, the key aspects of Apollo’s digital footprint include telemedicine and disease management. According to Rashi (2016), “Apollo is creating access to healthcare in remote areas by setting up a hub-and-spoke telemedicine model in which doctors in cities consult patients in far-off locations over the internet. With 115 telemedicine centres currently, Apollo operates one of India’s largest telemedicine networks to ensure last-mile-delivery of critical healthcare services. To further extend its reach, Apollo is collaborating with the government to connect 60,000 frontline healthcare workers across India to specialists.”
One major dilemma currently facing the Apollo Group as the above scenario is taking shape is that of mHealth. The concept of mHealth is primarily empowering the consumer to take charge of their health (Singh, 2018). It is shifting the reins from healthcare providers to informed consumers. Increasingly, all consumers, be it the elderly or youngsters, all want a reduction of moving paperwork and an increase in notifications of their health that is at their fingertips. Pricewaterhouse Cooper’s 2017 report suggests that the concept of mHealth in the Indian subcontinent is a successful domain in terms of consumer interest due to a younger population index which is to grow exponentially (Majumdar, Sharma & Mehta, 2017). Furthermore, as mHealth takes shape as predicted (Wharton, 2020) patients/consumers are more ready to adopt mHealth than the healthcare industry itself (Majumdar, Sharma & Mehta, 2017). 
In such a situation, where does the Apollo Group fit in? Was it too early in its launch? Is it a lost opportunity now? 
Apollo Group’s Journey to mHealth Adoption

In the year 2010 the Apollo Group of Hospitals and medical services made the decision to launch mHealth initiatives. However, it was ahead of time, the market was not ready, and the population showed no interest, as they viewed face-to-face contact as more important than telemedicine. Even so, the management went ahead with what was current then and launched mHealth telemedicine services in partnership with telecom companies Aircel and Idea. 
Between 2010 and 2012, Apollo began to stagnate in terms of mHealth innovation, although they believed initiating the mHealth plan in India was giving them an edge. However, their definition and ideology of mHealth was restricted to one sphere only. Following this initial step, further innovation was kept to a minimum. Why? Because they initiated mHealth when the market was not ready, and it backfired; they had very few takers. 

If we examine the years spanning 2017 to 2020, do we see Apollo’s innovation as a bright spot in terms of healthcare within mHealth? It is not clear. The problems they face now are more significant than before. The current problems are due to the gap and hesitation in re-entering mHealth for a period of six years and new brands have entered which have capitalised on the emptiness and novelty factors. To earn back market share now, in terms of mHealth, is becoming a major sustainability (remaining relevant) hazard. 
Sustainable brand – Sustaining the Brand and Carrying Out CSR Activities
As a business, Apollo incorporated into their brand values societal and environmental causes as a way of giving back to society and building their image as a sustainable (supporting causes that need action) brand. Some of the names have been mentioned earlier. However, given that the major consumers and patients of Apollo are children and the elderly, both these segments of the population more than others do not view pro-environmental or societal contributions as a criterion. 
The current scenario is one in which the younger Generation Z population is utilising other mHealth providers and prominent relatable brands, which provide ease of access other than telemedicine, as opposed to Apollo. In terms of the group, they are in circulation as a brand due to their aid during floods and other natural calamities as providers of relief needs, as well as a group with many welfare initiatives. According to Apollo’s 2018 investor highlights report, the market focus is mostly on the 45-to 60-year-old age group of people (Apollo Hospital, 2018). However, what is important to note is that segment of the population, which was 22% in 2011, is projected to increase to 29% in 2026 (Apollo Hospital, 2018). In such a rapidly changing healthcare climate, and with such a small increase in the percentage of the population, the struggle to remain relevant (generationally sustainable) whilst keeping up with the constant multitude of CSR initiatives (remaining active as a sustainable brand in terms of pro-environment and pro-social causes) is predicted for this group to be a herculean task. 
Questions

1. To what are the implications for the Apollo Group as a sustainable brand in the developing economy of the word? What evidence is there in the case to support your view? 
2. What should the Apollo Group deploy as a strategy to re-invent itself as a sustainable brand within India? 
3. In the future, will the current segment of the population targeted by Apollo remain with them or shift to another brand? Support your answer with evidence from the chapter. 
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Key terms and definitions- definitions for the key constructs
Sustainable Branding in a Developed Economy: A sustainable brand is one that has successfully integrated environmental, economic and social issues into its business operations. 

Sustainable Branding in a Developing Economy: A brand is termed sustainable when it maximizes its operations in terms of ease of access to care for a multitude of the population. 
Information Processing Model: A framework used by cognitive psychologists to explain and describe mental processes. The model likens the thinking process to how a computer works. Just like a computer, the human mind takes in information, organizes and stores it to be retrieved at a later time.

Generation Z: Widely accepted as the generation born in the mid 1990s. Generation Z is generally observed from 1995 to 2015 (Kasasa, 2019). They are deemed digital natives having been born into the age of technology. They have also been witness to varied societal disruptions.
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