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[bookmark: _GoBack]Hasan & Azman in their article “The Impact of Green Marketing Strategy on the Firm’s Performance in Malaysia” (Hasan & Azman, 2015) discuss the aspects of green marketing and the potential that green products have despite many foreseen challenges. Their work seeks to find and educate organizations on how they can tap into the existing green initiatives and revitalize their marketing strategies with the green marketing mix to add on to their success rate (Hasan & Azman, 2015). This paper tries to evaluate the contributions of the article in respect to the growing trends around the global business community. 
Hasan and Azman conclude that green innovation has an exceedingly positive outcome on a firm’s performance (Hasan & Azman, 2015). Additionally, green-marketing strategies such as those adopted in Malaysia’s ISO 14001 EMS firms is still a work in progress but will be exceedingly beneficial and successful in future after more studies (Hasan & Azman, 2015). This is to say that as the world goes green there is a lot of room for improvement and implementation of green initiatives even in aspects of marketing and advertising. As nations and corporations have their sustainability agendas there is a huge urgency for the implementation of best green practices that will be vital for future generations and this will be the major way through which organizations will be able to win over consumers.
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