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Abstract

Eco friendly brand marketing typically has been the purview of the makers of
consumer products. This chapter evaluates, in granular detail, how A.l.-based
marketing can, and has already, impelled green marketing. The opportunity for
hospitals as both public sector exemplars and contributors to sustainability is much
more acute in India, where digitally enabled hospitals due to A.l. tools and digital
health portals are uniquely positioned to green their industry. Green marketing, which
means honestly promoting environmentally responsible practices, has traditionally
been seen as the domain of consumer goods companies. This chapter argues that
hospitals, both public and private, have a unique opportunity to lead on sustainability,
and that Atrtificial Intelligence (Al) tools and digital health portals are now powerful
enough to make that leadership practical and measurable. The chapter examines
what green marketing means for healthcare, why it matters in the Indian context, how
Al and digital platforms enable it domain by domain, what challenges public and
private hospitals face differently, and what policy and institutional steps are needed
to mainstream it. The language throughout is kept simple and accessible for
students, practitioners, and policymakers who may not have a technical background.

Keywords: Green Marketing, Al, Digital Health, Leadership, Healthcare.

Introduction
Why Should Hospitals Think Green?

Hospitals rank among the most energy-intensive commercial buildings,
accounting for more than 4.4 percent of global carbon emissions. Since almost all
disposable syringes end up in landfills, hospitals also produce more than five million
tons of waste each year. Even a single 500-bed hospital in India may use thousands
of litres of clean water every hour, as much electricity a day as a small town and
produce a few tonnes of bio medical waste every week.
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Today, India is building more hospitals than ever before, powered by a
growing middle class, government programs such as Ayushman Bharat and private
investment in health care. At the same time, India has set ambitious climate targets,
including achieving net-zero carbon emissions by 2070. Whether or not these
objectives can conflict or reinforce one another will depend on how they are set in
motion from today. These two goals can either clash or support each other,
depending on choices made now.

Until recently, however, green marketing in health care was more aspirational
than factual. That's largely because it was difficult and expensive to gather the data
needed to measure a hospital’s environmental impact. It was also impossible to
communicate with thousands of patients individually. Two things have changed: the
advent of affordable A.l. tools that can crunch data and personalize communication
at scale, and the rapid growth of digital health portals that connect hospitals directly
with patients. Together, these create a practical toolkit for green marketing that did
not exist five years ago.

What Is Green Marketing in Healthcare?
The three sides of green marketing fit together solidly.
. Doing: Making the Hospital Actually Greener

First is reducing the actual environmental impact of a hospital for example,
using energy-efficient equipment to reduce electricity use; saving water; reducing
plastic packaging; using reusable instruments where clinically appropriate; managing
biomedical waste carefully; or buying from environmentally responsible suppliers.
Florence’s Nightingale Challenge has already, for the first time, brought together 27
nursing associations and the International Council of Nurses to work on climate
action, and some hospitals in the United States have reduced their energy use by 20
percent. Without genuine environmental improvements, green marketing is just
advertising, and patients, regulators, and journalists will eventually notice the gap.

. Measuring: Knowing How Green Your Hospital Actually Is

The second step is to gather good data on environmental performance the
hospital’s carbon footprint, energy used per patient, waste generated per surgery,
water consumed per bed per day, and so on. This data is needed both to identify
where improvements are possible and to make credible claims to the outside world.

. Communicating: Telling the Story Honestly

The third element is communication. Telling regulators, the media, staff,
patients and our communities what we are doing and why we are doing it is an
essential part of building trust, differentiating our hospital from competitors, and, if
done well, green communication can motivate patients to choose our hospital and
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support our work. Dishonest green communication, known as green-washing, does
the opposite and can cause lasting reputational damage.

“Green marketing is not a campaign but a promise”
The Indian Healthcare Context

India’s health care system is divided into a large public sector that is often
insufficiently funded, and a fast-growing and highly heterogeneous private sector.
Understanding this divide is essential for understanding how green marketing applies
differently in each case.

. Public Hospitals

The public hospitals of India, run by state and central governments, serve the
vast majority of India’s rural and urban poor. These government hospitals from AlIMS
in Delhi, to state-run medical colleges, district hospitals take on a volume of patients
that is unfathomable. Most government hospitals are old and operate under severe
resource constraints. Paradoxically, this has sometimes forced a degree of
environmental efficiency: older hospitals could not afford to use more electricity or
more disposables, even if they wanted to.

Because public hospitals exist to serve a public trust, their green marketing is
more about accountability. The public has a right to know how those hospitals
measure up in terms of environmental performance. Digital health portals such as the
Ayushman Bharat Digital Mission (ABDM) platform have for the first time given public
hospitals a direct communication channel with patients.

. Role of Hospitals

In this context, green marketing offers private hospitals a real competitive
edge. A hospital that can credibly claim to be the greenest option in its area has a
real differentiator. Upper middle-class Indian patients in metro cities are beginning to
include sustainability into their choice of food, hotels, and so on. Private hospitals,
both the large corporate chains, such as Apollo, Fortis and Manipal and the
thousands of small nursing homes across Tier-2 and Tier-3 cities, compete for
patients who often have a choice of where to get treated.

But large private chains are feeling the squeeze from international
accreditation bodies like JCI and NABH, which are starting to build in sustainability
criteria. And financial regulators’ requirements for ESG (Environmental, Social,
Governance) reporting are beginning to provide further incentives among listed
health care companies.

. Digital Health Overview

The Ayushman Bharat Digital Mission (ABDM) has built an architecture for
health IDs and integrated health records, while the CoWIN platform proved that
population-scale digital health communication is possible in India. Yet, despite these
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successes in digital health, India has been faltering when it comes to digitization on
the most basic clinical level in hospitals and clinics. The CoWIN platform
demonstrated that large-scale digital health communication is possible in India.
Telemedicine adoption accelerated dramatically after the Telemedicine Practice
Guidelines of 2020. State-level health portals have been built in several major states.
This expanding digital infrastructure provides the platform on which Al-powered
green marketing can operate.

How Al Enables Green Marketing in Hospitals

Artificial Intelligence (Al) is the term used to describe computer systems that
can learn from data and mimic human capabilities. Its application does not have to be
explicitly programmed.

. Environmental Monitoring and Optimization

It will use A.l. systems connected to smart sensors to monitor a hospital’'s
energy and water consumption and waste generation in real time. The A.l. will be
able to spot patterns such as which wards use the most electricity and at what times;
which supply chains produce the most packaging waste; which surgical procedures
generate the most single-use plastic and recommend changes.

° Al tools can track the hospital’s green reputation

Hospitals purchase incredible amounts of food, medicines, consumables and
equipment. An A.l. system can analyze the environmental credentials of suppliers,
compare the carbon footprints of different procurement options, optimize logistics to
cut down on the carbon emissions of transportation and flag suppliers with poor
waste or labor practices. This kind of green procurement is increasingly required by
accreditation bodies and preferred by patients who care about the ethics of the entire
healthcare chain.

. Personalized Green Marketing

Al can also empower health systems’ green marketing. Instead of sending all
patients generic messages about sustainability, an Al system analyzes a patient’s
profile, health context and communication preferences to send relevant, timely green
messages through their preferred mode of communication. A patient who has just
had a consultation about diabetes management might get a message about the
hospital’s organic vegetable garden that supplies the patient cafeteria, along with a
recipe for a low-glycemic meal. A patient who has asked about telemedicine might
get a message about how choosing a video consultation instead of an in-person visit
saves fuel and reduces traffic pollution. These kinds of personalized connections
between the patient’s own health interests and the hospital’'s green practices are
likely to be far more engaging than generic sustainability reports.
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o Managing Your Brand’s Reputation and Controlling Green-washing

Al can listen in to news articles, regulatory announcements, social media,
patient reviews and other sources to track how a hospital’s green reputation is being
perceived. It can immediately alert management to online conversations criticizing a
hospital for greenwashing, or to regulatory or competitor announcements. This allows
the hospital's communications team to respond quickly and accurately rather than
being caught off guard.

Table 1: Al Applications for Green Marketing in Hospitals

Al Application What It Does Green Marketing Benefit
Smart Energy Tracks real-time Provides verified data for
Monitoring electricity, water, and fuel | credible green claims
use across the hospital

Waste Analytics Classifies and measures Identifies reduction
biomedical, general, and opportunities; supports
recyclable waste streams | compliance reporting

Green Procurement Al Scores suppliers on Reduces supply chain
sustainability criteria; footprint; builds credible
optimizes order quantities | green supply narrative

Personalized Tailors’ green Increases engagement

Messaging communications to each and trust; reduces
patient's profile and campaign waste
channel preference

Reputation Monitoring Scans social media and Prevents greenwashing
news for green sentiment | risk; enables timely
about the hospital response

Carbon Footprint Estimates the hospital's Enables third-party

Calculator total emissions across all verified reporting for
activities accreditation and ESG

Digital Health Portals as Green Marketing Platforms

Digital health portals are now a hospital’s main point of contact with patients.
These websites and apps enable patients to schedule visits, see doctors, retrieve
their health history, obtain test results and message with the hospital. They are also,
as this section argues, an underused tool for green marketing.

. Patient Facing Portals

A well-designed patient portal can communicate a hospital’'s green practices
in ways that are timely, helpful and contextual. Here are just a few examples:
= For instance, if a patient tries to book an in-person appointment, the
portal can suggest a telemedicine option, letting the patient know that a
video visit will save them time spent traveling, and the cost of gas.
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= It also could inform a patient that choosing an e-prescription rather than
a paper one is part of the hospital’s paperless strategy.

= When the patient is discharged, the portal can offer post discharge care
instructions that include information about the hospital's program to
recycle unused medication and a map to nearby drop-off points.

= The portal could also wish the patient a happy birthday and remind them
of how their choice of your institution first as a patient perhaps, but
latterly also as an employee has contributed to the hospital’s collective
green impact.

= The difference between green marketing and green advertising is that
green marketing has authentic value to the relationship. Each of these
communications is not only promotional for the hospital, but is of use to
the patient.

. Staff Portals and Internal Green Culture

Green marketing starts at home patients are unlikely to believe that a
hospital is “green” if staff does not behave that way. Become a greener building.
Through using staff-facing digital portals, hospitals can communicate their
sustainability goals, track their environmental performance by department, and invite
staff ideas for improvement as well as reward green behaviors. Al tools can
personalize this internal communication too, for example, sending the housekeeping
team updates about waste reduction targets, or sending the pharmacy team
information about pharmaceutical waste disposal regulations.

. Community Health Portals

Furthermore, several state governments in India have built community health
portals that connect primary and community health centers and district hospitals,
which can be used to communicate green health messages to the broader
community whether related to air quality and respiratory disease, proper disposal of
household medical waste, or more health benefits of less polluted environments. In
Colombia, for instance, the climate risk and vulnerability assessments that were
conducted as part of overall climate change planning have been integrated with
health data from clinics and hospitals around the country. By positioning the hospital
as an environmental health advocate, not just a disease treatment center, hospitals
can deepen their community trust and differentiate themselves from competitors.

. Sustainability Dashboards for Transparency

More private hospitals are providing their communities’ real-time or near-real-
time sustainability dashboards on their websites and portals. These show patients
and the public how much solar energy the hospital is producing, current water
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recycling rates, what the carbon footprint is compared with last year, and how much
waste the hospital has reduced.

Domain by Domain Green Marketing Strategies

The following section traces how green marketing using Al and digital portals
can be applied across the main functional domains of hospital management.

. Patient Communication and Experience

Consider this: a 300-bed hospital with a daily outpatient count of 500 and
above could easily be generating over a lakh piece of paper communication in a
year. This includes physical appointment reminders, appointment cards, paper
prescriptions, printed discharge summaries and more. The greenest marketing bang
for the buck is located at any point in the patient journey that is still paper-based. For
instance, digital portals that have obviated the need for paper at essentially zero
marginal cost to the practice.

. Energy and Facilities

Without A.l. energy management systems connected to internet-of-things
sensors throughout a building, electricity consumption in a hospital building could be
15 to 30 percent higher, according to studies by hospital groups in the Indian states
of Maharashtra and Karnataka. The energy savings are not simply green marketing.
However, the hospital transforms these real environmental gains and operational
efficiencies into green marketing when it shares the exact, confirmed numbers via its
patient portal and Web site.

. Waste Management

Another critical area for hospitals is how they manage biomedical waste. Al-
assisted waste segregation systems can combat this by using computer vision
cameras to check waste is being correctly sorted at the point of generation and stem
the contamination of recyclable streams, and limit the amount of general waste
ultimately discarded as hazardous waste (which is usually much more costly to treat).

By using a digital portal to demonstrate to accreditors, the press and patients
that it has cut its plastic use by 25% over two years, verified by third party auditors, a
hospital has a much more powerful green story to tell. A hospital that can
demonstrate a 25 percent reduction in plastic waste over two years, verified by third-
party auditors, has a far stronger green story than one that simply claims to be
environmentally responsible. Digital portals can make this data accessible to patients,
media, and accreditation bodies.

. Green Procurement and Supply Chain

A hospital’s supply chain all the medicines, devices, food, linen, chemicals,
etc., that it purchases can account for 60 to 70 percent of its carbon footprint. A.l.
tools that rate suppliers according to environmental criteria and propose alternative,
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greener options are now available commercially, and priced within reach of mid-sized
hospitals.

Patient-facing green marketing in this context is about supply chain
sustainability messages about where the hospital’s patient meals come from (certified
organic farms within 100 kilometers of the hospital), how the hospital's linen is
washed (cold-water detergents that reduce both energy use and water use), and the
hospital’s transition to glass vials for some medications to reduce plastic waste. It
turns out sweeping environmental statements are far less credible than those tied to
the details of a supply chain.

° Tele Medicine and Virtual Care

Telemedicine can contribute to environmental sustainability. Replacing an in-
person visit with a video consultation reduces the carbon emissions from a patient’s
travel and frees up clinical space, hospital parking and waiting facilities. Moreover,
each video consultation replaces an in-person visit, making A.l.-enabled telemedicine
platforms that triage patients and recommend virtual consultations where clinically
appropriate not just an efficiency tool, but a green one, too.

Table 2: Green Marketing Comparison between Public vs. Private Hospitals in

India
Dimension Public Hospitals Private Hospitals
Primary Public accountability and Competitive differentiation

motivation for
green marketing

compliance

and ESG reporting

Patient
communication

ABDM portal, government
health apps, SMS

Proprietary patient apps,
portals, WhatsApp

greenwashing
risk

measurement capacity

channels

Al adoption Limited; infrastructure often Higher; early adopters in
readiness outdated large chains

Green funding Government schemes, NABH Internal investment, CSR,
sources grants ESG bonds

Main Claims not backed by Overstating impact without

third-party verification

Community trust
baseline

High (serving all); credibility
around transparency

Variable; stronger in
premium segment

Key green Responsible stewardship of Premium green care for
marketing public resources health-conscious patients
message

Risks and Challenges

Green marketing in healthcare is not without risks. This section identifies the

main challenges for Indian hospitals and how they can be addressed.
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. Green-Washing

The greatest risk is green-washing. Being caught with misleading,
exaggerated or unsubstantiated environmental claims can do lasting reputational
damage especially in a sector like health care, where trust is paramount. The solution
is simple to state and demanding to execute: only make claims that are supported by
verified data, and be transparent about what is not yet achieved as well as what has
been. Third-party audits, publishing raw data, and connecting claims to specific,
measurable actions are all effective defenses against green-washing accusations.

. Data Quality and Infrastructure

Real-time readings from energy meters, accurate waste records and
trustworthy supply chain documentation all provide the foundation for effective A.l.
driven green marketing. Many Indian hospitals, particularly in the public sector and in
smaller private facilities, do not yet have the loT sensors, enterprise resource
planning systems, or digital procurement records needed to generate this data.
Investing in basic digital infrastructure is a prerequisite for sophisticated green
marketing, not an add-on.

. Staff Awareness and Behaviour

Technology alone does not a green hospital make. Staff at every level need
to buy in to the hospital's environmental goals from housekeeping staff who
segregate waste, to procurement officers who choose suppliers, to senior surgeons
who select surgical instruments. Green marketing that presents environmental
achievements without mentioning the staff effort behind them misses an opportunity
to build the internal culture that makes those achievements sustainable.

. Affordability and Equity

And | worry that if green health care is seen as an “elite” product, it could
drive a deep wedge between patients who can and can'’t afford climate-friendly care.
Green practices in healthcare should be understood as improving efficiency, reducing
cost, and benefiting all patients, not as a luxury add-on. Green marketing
communications should reflect this, emphasizing that the hospital's environmental
programme benefits its entire patient community, not just those who can pay.

. Regulatory Clarity

The Consumer Protection Act, and the Advertising Standards Council of
India’s guidelines, do offer some protection from false advertising. However, “there is
no specific guidance in the Indian market for when it comes to environmental claims,
and particularly in healthcare,” Andrews says. Hospitals that want to make credible
green claims would benefit from clearer regulatory guidance, and industry
associations like NATHEALTH and FICCI Health have a role in advocating for this.
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Case Examples

The brief illustrations mention here are drawn from reported practices in
Indian and comparable international hospital systems.

. Apollo Hospitals and the Green Hospital Initiative

The Apollo Hospitals Group, one of India’s largest private health care
providers, has publicly reported on its green hospital program, which includes L.E.D.
lighting retrofits, rainwater harvesting systems, green building certifications for new
construction and rooftop solar installations across multiple campuses. The group
communicates these achievements on its website, in its annual sustainability report,
and through its patient portal. The use of verified data (specific energy savings in
kilowatt-hours, water recycled in litres, waste reduced in tonnes) gives these
communications credibility that generic claims would lack.

. District Hospital in Kerala

Several district hospitals in the Indian state of Kerala, a longtime leader in
public health innovation, have piloted digital health portals that include sustainability
communication features. Through the portals, patients can access information about
the safe disposal of household medicines, receive messages about the hospital's
solar energy generation and be invited to participate in community health camps on
environmental health topics such as water quality and vector control. These initiatives
have reportedly increased patient engagement with the portal and improved the
hospital's community trust scores.

. Medanta and Tele-Medicine Carbon Reporting

Medanta, one of Delhi-NCR’s biggest hospitals, has begun to incorporate
telemedicine carbon savings into its sustainability reporting. It estimated the carbon
perhaps saved by patients who opted to use video consultations in lieu of coming in
for a visit during and after the pandemic, based on patients’ average travel distance
to the hospital and typical modes of transport. While the methodology requires careful
validation, the principle of quantifying the environmental benefit of virtual care and
communicating it to patients is a model that other hospitals can follow.

Policy Recommendations

A special advantage of A.l. in the marketing of hospitals to Indian audiences
is its recent usage in targeting potential patients.
. For the Government

= For instance, the National Accreditation Board for Hospitals and
Healthcare Providers (NABH) accreditation criteria for hospitals should
include green performance metrics such as energy use, waste
generation and carbon footprint.
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= Add a sustainability communication component to the ABDM platform,
through which hospitals would be able to share environmental data,
verified by an independent third party, with patients via the national
health stack.

» The National Health Mission should create a Green Healthcare Fund to
offer grants and soft loans to public hospitals for energy efficiency
retrofits, renewable energy installations and digital infrastructure.

. Hospital Management

= Appoint a chief sustainability officer or equivalent, with adequate budget
and jurisdiction, to measure, communicate and execute the hospital’'s
environmental program.

= Environmental KPIs should be on every department’s scorecard and
linked to performance incentives, not just left to the facilities team, to
make sustainability everyone’s responsibility.

= For companies to have credibility in their “green” marketing campaigns,
they first need to invest in the basic digital and “internet of things”
infrastructure that can provide the data to back up their ambitious claims.

. For Management Educators

= In MBA Healthcare Management and Hospital Administration
programmes, have dedicated modules on green healthcare marketing,
not just from the perspective of the marketing strategy but also the Al
and digital tools aspect.

= Some students also team with hospitals for live green-marketing
projects.

= There is a need for Indian case studies on both successful and
unsuccessful examples of green marketing in healthcare in the specific
economic, regulatory and cultural context of the Indian healthcare
market.

Table 3: Roadmap for Green Marketing Implementation in Indian Hospitals

Phase Timeline Key Actions Digital Tools
Foundation Year 1 Install smart meters; loT sensors; basic
conduct baseline ERP; energy
environmental audit; train management
staff dashboard
Measurement Year 1-2 | Establish verified data on Al analytics platform;
energy, water, waste; supply chain scoring
engage third-party auditor tool
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Communication | Year 2-3 | Launch patient portal green | Patient portal; Al

features; publish first messaging system;

sustainability report; begin sustainability

personalised messaging dashboard
Leadership Year 3+ Achieve accreditation Full Al integration;

green benchmark; publish ABDM-linked
real-time data; advocate for | reporting; community
sector standards health portal

Technical Implementation: A Management Perspective

At bottom, green marketing technology is not primarily a problem of
technology. The hardware and software are readily available and increasingly
affordable. For hospital leadership, this means ensuring that the strategy is
structured, aligned, budgeted, owned and measured. This section provides a
management-oriented briefing for hospital administrators, board members, and
senior clinical leaders who must commission, oversee, and sustain a green marketing
technology programme without necessarily being technical experts themselves.

. Governance and Ownership

Before any technology is procured, management needs to answer a basic
governance question: who is responsible for the green marketing programme?
Preferably, this would be a named individual such as a Chief Sustainability Officer or
Director of Sustainability, reporting directly to the Chief Exec or Medical Director and
supported by a cross-functional steering committee comprised of, as a minimum, the
Chief Information Officer (or Head of IT), Chief Finance Officer, Head of
Procurement, Facilities and Engineering Manager, a senior clinical representative
and Head of Marketing and Communications. In addition, without this governance
structure, green marketing technology initiatives often lack any budget line or even a
business owner. And then they get stuck at the pilot stage.

A steering committee should meet at least quarterly to review progress
against environmental K.P.l.s, control external communications to ensure they are
consistent with verified internal data and review any regulatory or reputational risks
arising from “green” marketing claims. It can also approve budget releases for the
next phase of implementation.

. Technology Stack: What Management Needs to Know

Consider a green martech program for a mid-to-large size Indian hospital.
There are four interconnected layers to the technology: data collection infrastructure
(loT sensors, smart meters, etc.); data processing and analytics the Al engine;
communication platforms (from patient portals to messaging systems); and reporting
and verification tools (sustainability dashboards, audit interfaces). Management need
not understand the technical details of each layer, but it does need to understand
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what each layer does, what each layer costs (in broad terms), what each layer
depends on (in broad terms), and what risks each layer carries. And it must ensure
and to the maximum possible extent, provide the four layers are procured,
maintained and integrated as a coherent system, not as four separate projects.
Any hospital must decide whether to build, buy or partner. Building a proprietary A.l.
and portal system is expensive and requires deep technical talent that most hospitals
do not have. The challenges identified in your feasibility study are certainly
surmountable, and several have been addressed elsewhere. Accessing capital can
be difficult, but luckily, there are now a number of grant programs that hospitals can
apply to for financial support for projects that help to improve health-care service
delivery to low-income nursing home populations through the integration of
technology partners. For most Indian hospitals, a hybrid approach is advisable
investing in-house in the data collection infrastructure and governance processes,
and buying or partnering for the A.l. analytics and portal layers.

. Budget Planning and Return on Investment

Second, it can be hard for finance teams to build a strong business case for
green marketing tech, as its returns may be seen across multiple budget lines.
Jefferson has achieved a reduction in length of stay by one day and lowered the
labor portion of a discharge N.P.V. by 29 percent, resulting in almost $40 million in
savings as of 2021 compared with 2018. They are now hoping to target other waste
like laboratory tests and supplies. A 300-bed private hospital spending approximately
1.5 to 2.5 crore on a full green marketing technology stack (sensors, Al platform,
portal integration, and sustainability reporting) should expect measurable energy
savings of 15 to 25 percent within 18 months, directly offsetting a significant portion
of the investment.

. Change Management and Staff Enablement

When a company is not ready for technology it usually does not work out.
This is true for marketing technology as well. The main reason it fails is that a lot of
money is spent on setting it up but then the data it produces is not used because
nobody is in charge of understanding it. The people who work there also do not get
the training they need to do this job.

So, the people in charge need to make sure that they plan for change when
they are getting technology. This means they have to set aside money for it just like
they do for the technology itself. They need to have a program that teaches the
heads of departments how the new systems work and what they can do with them.
The people who work with these systems like the ones, in charge of facilities and the
ones who do the marketing also need training.

The company should also tell everyone who works there about the
technology and how it fits with what the company wants to achieve. This way
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everyone knows what is going on and why the new technology is important. Green
marketing technology is important. It should be used in a way that helps the
company.

. Data Privacy, Security, and Regulatory Compliance

The Al systems utilize patients’ data to send targeted green messages.
However, they must obtain prior, express, written consent from patients to use their
information for non-care-related messages. They must also ensure that their data-
crunching partners comply with patient-information regulations. But these are the
decisions senior management and legal counsel must make rather than technical
personnel. The consequences for a company’s reputation of a breach in how patient
information is being handled, or in who is receiving marketing communications, are

far worse than sending generic “green” messaging to patients.

Table 4: Technical Implementation Framework for Green Marketing

Management Reference

Implementation Management Key Risk for Indicative Owner /
Component Decision Management Cost Range | Accountable
Required Role

loT Sensor Approve capital Sensor data ¥30-80 lakh | CFO +
Network and budget; quality failure (300-bed Facilities Head
Smart Metering determine invalidates all hospital)

coverage scope | downstream

(whole campus green claims

vs. phased);

select build vs.

buy for network

management
Al Analytics and Vendor selection | Vendor lock-in; %25-60 lakh | CIO + Chief
Environmental and due Al outputs per year Sustainability
Intelligence diligence; data misinterpreted (SaaS Officer
Platform ownership and by non-technical | license)

exit clauses in staff as absolute

contract; truth

integration with

existing Hospital

Information

System
Patient Portal Approve patient | Patient data %10-25 lakh | CMO + Head
Green consent privacy breach; (module of Marketing
Communication framework; communication build +
Module define tone and | fatigue reducing | integration)

frequency of portal

green engagement

messages; align

with clinical

communication

policies
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Sustainability Select and Publishing ¥5-15 lakh Chief
Reporting and commission unverified or per year Sustainability
Third-Party annual third- inconsistent (audit fees) | Officer + Legal
Verification party auditor; data; / Compliance
System decide which reputational

metrics to damage if audit

publish publicly; | results are

align with NABH | worse than

and ESG marketed claims

reporting

requirements
Staff Training and | Budget for Technology ¥5-12 lakh HR Director +
Change training as a adoption failure per year Chief
Management standalone line if staff do not Sustainability
Programme item; link understand or Officer

sustainability trust the new

KPlIs to systems

performance

appraisals;

appoint

sustainability
champions in
each
department
(Note: The investment required to set up a 300-bed private hospital in a Tier-1 or Tier-2 Indian city in 2024
would have been in the range of 2250 crore to ¥350 crore. Public hospitals may access subsidized digital
infrastructure through government schemes. Figures should be validated with local vendors before budget
approval.)

Conclusion: The Green Hospital as a Community Institution

A version of green marketing in health care is vacuous, opportunistic and
even pernicious. Hospitals put solar panels on their roof, take a photograph and call
themselves sustainable.

But there is another variety of green marketing that isn’t a campaign but a
transformation. Hospitals that truly lower their carbon footprint, measure it in a
rigorous way and are truthful when they talk about it (with A.l. and digital health
portals making that communication more personal and believable). The sort of green
that this chapter has attempted to describe and promote is hugely relevant in the
Indian context.

India is putting in place a health care system for 1.4 billion people. The
decisions we make about construction, energy, procurement, digital infrastructure
and waste systems will determine the environmental impact of this system over the
next 50 years. Hospitals leading on sustainability will not only reduce their own costs
and carbon emissions but also demonstrate that world-class health care and
environmental responsibility are not incompatible.
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Thankfully, we already know how to achieve this. Digital tools offering
personalized messaging, digital health services, sustainability dashboards and Al
energy management systems are all on the market and increasingly affordable.
There are best practices available from leading hospital groups in India and abroad.
What is needed is the institutional will, managerial skill and strategic vision to deploy
them. What is needed now is the institutional will, the managerial skill, and the
strategic vision to put them to work.

Management education in India has a responsibility to produce the next
generation of hospital leaders who understand not only the science but also the art of
communicating sustainability. This chapter is offered as a contribution to that
process.
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