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This study aims to determine the effect of (1) green accounting
knowledge on sustainable consumption, (2) environmental awareness on
sustainable consumption, and (3) green marketing on sustainable
consumption. This study uses quantitative research. Its population comprises
accounting students at Universitas Negeri Yogyakarta (UNY). The
convenience sampling method is used to obtain 196 respondents. The data
analysis technique used to test the hypotheses is multiple linear regression.
The results of this study indicate that: (1) green accounting knowledge has a
positive effect on the sustainable consumption of accounting students at UNY,
indicated by a significance value of 0.000 < 0.05; (2) environmental
awareness has a negative effect on the sustainable consumption of accounting
students at UNY, indicated by a significance value of 1.161 > 0.05; and (3)
green marketing has a positive effect on the sustainable consumption of
accounting students at UNY, indicated by a significance value 0.000 < 0.05.
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Penelitian ini bertujuan untuk mengetahui pengaruh: (1) Pengetahuan
Green Accounting terhadap Sustainable Consumption, (2) Pengaruh
Kesadaran Lingkungan terhadap Sustainable Consumption, (3) Pengaruh
Green Marketing terhadap Sustainable Consumption. Penelitian ini
merupakan penelitian kuantitatif. Populasi dalam penelitian ini yaitu
mahasiswa Akuntansi Universitas Negeri Yogyakarta. Teknik Pengambilan
sampel yang digunakan dalam penelitian ini adalah convenience sampling
dengan jumlah sampel sebanyak 196 orang. Teknik analisis data yang
digunakan untuk menguji hipotesis adalah analisis regresi linear berganda.
Hasil dari penelitian ini menunjukkan bahwa: (1) Pengetahuan Green
Accounting Knowledge berpengaruh positif dan signifikan terhadap
Sustainable Consumption pada Mahasiswa Akuntansi Universitas Negeri
Yogyakarta, ditunjukkan dengan nilai signifikansi 0,000 < 0,05. (2)
Kesadaran Lingkungan tidak berpengaruh terhadap Sustainable Consumption
pada Mahasiswa Akuntansi Universitas Negeri Yogyakarta, ditunjukkan
dengan nilai signifikansi 1,161 > 0,05. (3) Green Marketing berpengaruh
positif dan signifikan terhadap Sustainable Consumption pada Mahasiswa
Akuntansi Universitas Negeri Yogyakarta, ditunjukkan dengan nilai
signifikansi 0,000 < 0,05.
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INTRODUCTION

Consumption in the modern era has undergone a shift in orientation (Ogiemwonyi, 2023).
Previously, consumption was associated with meeting needs, but nowadays it has shifted to fulfilling
desires, where humans have insatiable desires and constantly crave for more. The increase in
consumption activities reflects a higher standard of living and drives economic growth. However, this
consumerism causes new problems in the fabric of life, one of which is ecological damage (Sirajuddin,
2021).

In Indonesia, the increase in the average surface temperature of the Earth is a result of the
increasing emissions of greenhouse gases and the largest contributor to these emissions comes from the
consumption stage (Dinas Pertahanan & Pangan, 2022). Therefore, to address climate change, pollution,
and the depletion of resources, an ideal approach to minimizing environmental impacts is to reduce
consumption and transition to sustainable consumption (United Nations Environment Programme,
2018). Sustainable consumption refers to the application of conscious consumption patterns and
behaviors aimed at minimizing the environmental impact of consumption and ensuring the well-being
of both the current and future generations (Widjajanti, 2014).

Sustainable consumption is influenced by a number of factors, including green accounting
knowledge, environmental awareness, and green marketing. Green accounting knowledge is related to
sustainable consumption, and it refers to an individual's ability to use financial knowledge, skills, and
attitudes in decision-making that align with achieving the United Nations’ Sustainable Development
Goals (SDGs) (Hasinah, 2023). Sustainable consumption is one of the goals of the SDGs that aim to
minimize the use of natural resources, toxic substances, and emissions from the disposal of waste.

Green accounting, according to Andreas Lako in his book "Green Accounting™ (2018: 99), is
defined as follows: "A process of recognition, measurement of value, recording, summarizing, reporting,
and disclosing in an integrated manner regarding objects, transactions, or financial, social, and
environmental events in the accounting process to produce comprehensive, integrated, and relevant
financial, social, and environmental accounting information that is beneficial to users in decision-
making and economic and non-economic management.”

The selection of Yogyakarta State University Accounting students in this research is because the
students are intellectuals who will be the nation's next generation so they must have good personalities,
including social behavior with the surrounding environment and must be accustomed to behaving in a
friendly manner towards the environment. On the other hand, Yogyakarta State University accounting
students have gained competency in courses regarding green accounting concepts so that with their
abilities they can provide solutions in taking action to preserve the environment.

Knowledge of green accounting is a fundamental necessity if environmental cost management is
not to have adverse effects on the environment (Indriastuti & Mutamimah, 2023). Studies by Hasinah
(2023), Hernawati (2020), and Ertas (2017) show that a theoretical understanding of green
accounting has an impact on students' adoption of pro-environmental behaviors. These findings are not
consistent with pre-research surveys which show that accounting students at Universitas Negeri
Yogyakarta (UNY) understand that environmental costs are part of business costs; however, in practical
applications of sustainable consumption such as minimizing the use of natural resources, toxic
substances, and emissions from disposal in a business, they do not fully comprehend them.

In addition to knowledge, according to Mulati (2022), environmental awareness is another factor
that can influence sustainable consumption. According to Handoyo (2021), environmental awareness is
closely related to beliefs and abilities in minimizing environmental damage, thus shaping pro-
environmental behavior. According to Rahayu (2017), environmental awareness is crucial in
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consumption activities because it encourages individuals to control their consumption to avoid negative
impacts on the environment.

A study by Wardhana (2022) demonstrates that, theoretically, environmental awareness
influences sustainable consumption. However, this finding is not consistent with pre-research surveys
which show that accounting students at UNY indicated that, although they theoretically understand the
importance of implementing sustainable consumption to address environmental issues, in its practical
application, their environmental awareness of implementing sustainable consumption is not fully
applied.

According to Rahayu (2017), green marketing plays a role in shifting consumer behavior towards
sustainable lifestyles. According to the American Marketing Association (AMA), there are three
definitions of green marketing: Retailing definition Marketing products that are assumed to be
environmentally safe. Marketing definition The development and marketing of products designed to
minimize negative impacts on the environment or to enhance quality. Environmental definition
Efforts were made to produce, promote, package, and claim products while still considering ecology.

Green marketing is related to sustainable consumption in that it serves as the foundation upon
which consumers base their decisions to purchase environmentally friendly products. According to
Ogiemwonyi (2023), the practice of sustainable consumption can be achieved by purchasing products
with ecological and sustainable footprints, such as environmentally friendly products.

Studies by Patra (2023), Hayat (2019), and Payot (2018) demonstrate that, theoretically, green
marketing can shape sustainable consumers’ behaviors and cause them to purchase environmentally
friendly products. However, this finding is not consistent with pre-research surveys which showed that
accounting students at UNY indicated that they have not fully embraced the concept of green marketing
because sustainable implementation is still in its early stages, and there is low interest among students
in purchasing environmentally friendly products. This low interest is attributed to skepticism about
environmentally friendly products and the low purchasing power of students.

The use of the theory of planned behavior (TPB) in this research aims to predict the factors that
can influence behavior, specifically the decision to adopt sustainable consumption behavior. The TPB,
proposed by Icek Ajzen in his article titled "From Intentions to Actions: A Theory of Planned Behavior"
in 1985, assumes that humans generally behave rationally, based on awareness and beliefs that always
consider information and implications of their actions. This theory describes that an individual's
intention to behave is influenced by three factors: a) Attitude Toward Behavior, An individual's attitude
toward a behavior is formed through the evaluation process of their beliefs. An individual's beliefs about
something are seen from both positive and negative perspectives. These perceptions of good and bad
can influence the individual's intention to engage in a behavior. b) Subjective Norm, Subjective norm
refers to an individual's perception or view of others' beliefs that will influence their interest in engaging
or not engaging in a behavior. An individual will intend to exhibit a specific behavior if they perceive
that others think they should engage in that behavior. c) Perceived Behavioral Control, Perceived
behavioral control is the belief that an individual has already or never engaged in a particular behavior,
that they have the time and resources to engage in that behavior, and that they estimate their ability to
engage in the behavior based on their abilities or lack thereof.

Based on the results of previous research, the hypotheses in this study can be described as follows
H1: Green accounting knowledge has a positive and significant influence on sustainable consumption,
H.: Environmental awareness has a positive and significant influence on sustainable consumption, Hs:
Green marketing has a positive and significant influence on sustainable consumption.
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RESEARCH METHOD

This research adopts a quantitative approach because the data obtained are numerical and
analyzed using statistical analysis software to test the formulated hypotheses. The type of research is
causal research, aimed at determining whether green accounting knowledge, environmental awareness,
and green marketing have a positive and significant influence on sustainable consumption among
accounting students at UNY.

The population in this study consists of students of the Accounting Study Program at UNY’s
Faculty of Economics and Business, which has a total body of 948 students. The sampling technique
used in this research is convenience sampling, which involves sampling respondents based on the time
and place encountered by the researcher and if they meet the sample criteria. Accoarding to Hairt et al
(2014) the minimum sample limit is 100. To avoid unfilled questionnaires or errors ini filling out the
guestionnaires the research increase the sample size to 196 respondents. Because 196 respondents had

met the minium threshold, the research could continue.

Table 1.
Research Instrument Grid

Variable Indicator Source
. 1. Environmental Cost Knowledge .
Green Accounting Knowledge 5 Environmental Cost Awareness Pentiana (2019)
1. Knowledge
Environmental Awareness 2. Altitude Aliman, et al. (2019)
3. Behavior
4. Skills
1. Green Product
. 2. Green Price Madjidan & Sulistyowati
Green Marketing 3. Green Place (2022)
4. Green Promation
1. Purchase
Sustainable Consumption 2. Simplifying Carero, et al. (2020)
3. Activism

Source: Primary data processed, 2023.

RESULT AND DISCUSSION

Sampling respondents based on the time and place encountered by the researcher and if they
meet the sample criteria. Table 2. presents the respondent characteristic.

Table 2.
Respondent Characteristic

Frequency Percentage
Gender
Female 127 65%
Male 69 35%
Total 196 100%
Age
19 years old 43 22%
20 years old 78 40%
21 years old 46 23%
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Frequency Percentage
22 years old 17 9%
23 years old 12 6%
Total 196 100%
Force
2020 39 20%
2021 67 34%
2022 90 46%
Total 196 100%
IPK
3.00-3.25 5 3%
3.26 - 3.50 34 17%
3.51-3.75 101 51%
3.76 —4.00 56 29%
Total 196 100%

Source: Primary data processed, 2023.

Analysis of the data presented in this study includes the mean (M), mode (Mo), median (Me), and
standard deviation (SD).

Table 3.
Descriptive Statistical Analysis Results

Analysis X1 X2 Xs Y
Minimum 11 20 11 14
Maximum 36 44 24 32
Mean 27.00 34.32 17.88 23.01
Std. Deviation 4.70 3.83 2.72 4.03

Source: Primary data processed, 2023.

Table 3. above presents the descriptive statistical measurements of the green accounting
knowledge variable which has a minimum value of 11, a maximum value of 36, with a mean of 27.00,
and a standard deviation of 4.700. The environmental awareness variable has a minimum value of 20,
and a maximum value of 44 with a mean of 34.32, and a standard deviation of 3.827. The green
marketing variable has a minimum value of 11, a maximum value of 24 with a mean of 23.01, and a
standard deviation of 4.027. The sustainable consumption variable has a minimum value of 14, and a
maximum value of 32 with a mean of 23.01 and a standard deviation of 4.027.

The hypothesis tests are as follows. Multiple regression analysis is used for knowing the
relationship of independent variables partial to dependent variables. Multiple regression analysis is used
to test the first, second, and third hypotheses.

Table 4.
Summary of Hi, Hz2and Hs Multiple Regression Analysis Results

Variable o Coeficient Sig.
Xi-Y 0.234 0.000
X2-Y 0,717 0.084 1.161
X;-Y 0.732 0.000

Source: Primary data processed, 2023.
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H,: Green accounting knowledge has a positive and significant influence on sustainable.

According to the hypothesis testing using the t-test, the significance value obtained is 0.000. The
significance value is smaller than 0.05 (0.000 < 0.05), indicating that the variable of green accounting
knowledge has a positive and significant influence on sustainable consumption among accounting
students at UNY. Therefore, it can be concluded that the first hypothesis (H,) is accepted. The green
accounting knowledge variable has a regression coefficient value of 0.234, indicating that for every unit
of increase in green accounting knowledge, there is a corresponding increase in sustainable consumption
by 0.234 units. This value signifies that green accounting knowledge has a positive direction in the
regression model.

The presence of a positive and significant influence between green accounting knowledge and
sustainable consumption is due to accounting students having a critical mindset in studying and
understanding information regarding environmental cost management within a business. According to
the distribution tendency of the data on the green accounting knowledge variable, a high category
tendency of 41%, a moderate category of 58%, and a low category of 1% were obtained, indicating that
the majority of accounting students at the State University of Yogyakarta have moderate to fairly good
knowledge of green accounting. Through their green accounting knowledge, these students can
understand the benefits and impacts of green accounting quite well, thus fostering sustainable
consumption behavior.

The results of this research are in line with the theory of planned behavior, which states that
greater perceived behavioral control can directly predict individual behavior. If individuals believe that
possessing knowledge of green accounting will contribute positively to the environment and they are
confident about it, then it is highly likely that the perceived behavioral control can directly predict
individual behavior in adopting sustainable consumption practices.

The findings of this research are consistent with Hernawati's study (2020) which found that green
accounting knowledge has a positive and significant impact on environmental behavior. This indicates
that students understand and accept the concept of green accounting, and from this understanding, they
can directly predict individual behavior in adopting sustainable consumption practices.

H.: Environmental awareness has a positive and significant influence on sustainable consumption.

According to hypothesis testing using the t-test, the significance value obtained is 0.161. The
significance value is greater than 0.05 (1.161 > 0.05), indicating that the environmental awareness
variable does not have a significant effect on sustainable consumption among accounting students at
UNY. Therefore, it can be concluded that the second hypothesis (H,) is rejected. The lack of influence
that environmental awareness has on sustainable consumption is due to accounting students at UNY still
being in the adaptation stage regarding sustainable living behaviors, thus they have not been able to fully
adopt sustainable consumption behaviors.

Based on the distribution tendency of the data on the environmental awareness variable, it can be
seen that a high category tendency of 57%, a moderate category of 42%, and a low category of 1% were
obtained. This indicates that accounting students at UNY have a high level of environmental awareness.
However, it is important to note that the environmental awareness among accounting students at UNY
is still in the stage of conscious incompetence. Conscious incompetence refers to a condition where
students are aware that the current environmental situation is concerning, but they are still in the process
of adapting to fully incorporate sustainable behaviors into their daily lives.

The results of this study have not yet been able to confirm the TPB, which states that the stronger
control an individual has over existing control factors, the stronger their intention to engage in that
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behavior. However, the results of this study are consistent with Chen & Tsai's (2016) research which
shows that environmental awareness among students does not influence environmental behavior.
Hs: Green Marketing has a positive and significant influence on sustainable consumption.

According to the hypothesis testing using the t-test, the significance value obtained is 0.000. The
significance value is smaller than 0.05 (0.000 < 0.05) indicating that the green marketing variable has a
positive and significant influence on sustainable consumption among accounting students at UNY.
Therefore, it can be concluded that the third hypothesis (H3) is accepted. Green marketing has a
regression coefficient value of 0.732, which means that for every unit of increase in green marketing,
there is a corresponding increase in sustainable consumption by 0.732 units. This value indicates that
green marketing has a positive direction in the regression model.

The positive and significant influence of green marketing on sustainable consumption is due to
the fact that many accounting students at UNY are currently interested in environmental sustainability
concepts. This can be observed in the "green product" indicator, where the majority of accounting
students prefer using environmentally friendly products to support changes in their consumption
behavior towards sustainable consumption.

The connection between green marketing and sustainable consumption lies in the fact that green
marketing strategies can motivate students to care for the environment, one of which is by purchasing
environmentally friendly products. The results of this research show that the ease of obtaining products
is a consideration for students when purchasing environmentally friendly products. The decision to
purchase environmentally friendly products is also supported by the high purchasing power of students
as indicated by their willingness to buy environmentally friendly products even at higher prices
compared to conventional products.

The findings of this research are in line with the TPB which states that the greater perceived
behavioral control, the more it can directly predict individual behavior. If individuals believe that green
marketing can provide information such as reviews, discussions about environmentally friendly
products and services, and they are confident that the marketing efforts conducted by green marketing
do not have adverse effects on the environment, then it is highly likely that the perceived behavioral
control can directly predict individual behavior in adopting sustainable consumption practices.

The results of this research are consistent with Patra's study (2023) which finds that green
marketing has a positive and significant impact on the purchase of green products. This indicates that
green marketing strategies cultivate environmental awareness among the public and encourage them to
become environmentally responsible consumers.

CONCLUSION & RECOMMENDATIONS

Based on the result of the above discussions that have been described previously, the following
conclusions can drawn: There is a positive and significant effect of green accounting knowledge on the
sustainable consumption of accounting students at UNY as indicated by a significance value of 0.000 <
0,05. There is no effect of environmental awareness on the sustainable consumption of accounting
students at UNY as indicated by a significance value of 1.161 > 0.05. There is a positive and significant
effect of green marketing on the sustainable consumption of accounting students at UNY as indicated
by a significance value of 0.000 < 0.05. Based on the conclusions above, the recommendations this study
makes are as follows: Increasing the scope of the research population so that it is not only for accounting students
at one university, would mean that the results could be used to explain to other universities. In this study
environmental awareness has no effect, therefore it is recommended that research is conducted with
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other modes of influence such as environmental behavior, environmental attitude, etc. Research that
does not only use gquestionnaires but also employs interview techniques or other methods in order to get
more valid data that accords with the actual situation.

REFERENCE

Aliman, M., Budijanto, Sumarmi, & Astina, I. K. (2019). Improving environmental awareness of high school
students’ in Malang city through earthcomm learning in the geography class. International Journal of
Instruction, 12(4), 79-94. https://doi.org/10.29333/iji.2019.1246a

Alimbudiono, R. S. (2020). Konsep Pengetahuan Akuntansi Manajemen Lingkungan. Surabaya: CV Jakad Media
Publishing.

Carrero, |., Valor, C., & Redondo, R. (2020). Do All Dimensions of Sustainable Consumption Lead to
Psychological Well-Being? Empirical Evidence from Young Consumers. Journal of Agricultural and
Environmental Ethics, 33(1), 145-170. https://doi.org/10.1007/s10806-019-09818-8

Chen, C. L., & Tsai, C. H. (2016). Marine environmental awareness among university students in Taiwan: a
potential signal for sustainability of the oceans. Environmental Education Research, 22(7), 958-977.
https://doi.org/10.1080/13504622.2015.1054266

Dinas Pertahanan dan Pangan. (2022). Polemik Isu Pemborosan Pangan (Food Loss dan Food Waste).
https://distanpangan.baliprov.go.id/polemik-isu-pemborosan-pangan-food-loss-dan-food-waste/  (diakses
pada 18 November 2023).

Ghoazali, 1. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 25. Semarang: Badan Penerbit -
UNDIP.

Handoyo, B., Astina, I. K., & Mkumbachi, R. L. (2021). Students’ environmental awareness and pro-
environmental behaviour: Preliminary study of geography students at state university of malang. IOP
Conference Series: Earth and Environmental Science, 683(1). https://doi.org/10.1088/1755-
1315/683/1/012049

Hasanah, A. S., Hindrayani, A., & Noviani, L. (2023). Pengaruh Kesadaran Lingkungan dan Iklan Hijau Terhadap
Keputusan Pembelian Produk Hijau. Jurnal llmu Ekonomi, 2(1), 1-4. https://doi.org/10.59827/jie.v2i1.40

Hasinah, Rismawati, & Supri, Z. (2023). Evaluating Student Insights, Attitudes, and Understandings on Green
Accounting within the Green Economy Framework. Jurnal Akuntansi, 33(10), 2565-2577.
https://doi.org/10.24843/EJA.2023.v33.i10.p03

Hayat, K., Nadeem, A., & Jan, S. (2019). The Impact of Green Marketing Mix on Green Buying Behavior: (a Case
of Khyber Pakhtunkhwa Evidence From the Customers) 1 2 3. City University Research Journal, 09(01),
27-40.

Hernawati, R. I., & Saputro, D. F. H. (2020). Pengaruh Environmental Awareness Mahasiswa Terhadap
Sustainability Environmental. Jurnal Riset Akuntansi, 10(1), 56-65. https://doi.org/10.1109/MPRV.2010.77

Indriastuti, M., & Mutamimah, M. (2023). Green Accounting and Sustainable Performance of Micro, Small, and
Medium Enterprises: The Role of Financial Performance as Mediation. The Indonesian Journal of
Accounting Research, 26(02), 249-272. https://doi.org/10.33312/ijar.691

Jaiswal, D., & Kant, R. (2018). Green Purchasing Behaviour: A Conceptual Framework and Empirical
Investigation of Indian Consumers. Journal of Retailing and Consumer Services, 41.
https://doi.org/https://doi.org/10.1016/j.jretconser.2017.11.008

Kusumaningtias, R. (2013). Green Accounting, Mengapa dan Bagaimana? Akuntansi dan Keuangan, 7(2), 978—
979.

Lako, A. (2018). Akuntansi Hijau: Isu, Teori, Harapan. Jakarta: Salemba Empat.

Ogiemwonyi, O., Alam, M. N., Alshareef, R., Alsolamy, M., Azizan, N. A., & Mat, N. (2023). Environmental
Factors Affecting Green Purchase Behaviors of The Consumers: Mediating Role of Environmental Attitude.
Cleaner Environmental System, 10. https://doi.org/https://doi.org/10.1016/j.cesys.2023.100130

Patra, D. A. (2023). Pengaruh Green Marketing Terhadap Keputusan Pembelian Produk Ramah Lingkungan
Dimediasi Oleh Green Purchase Intention Dalam Pespektif Bisnis Islam. Skripsi. Lampung: Universitas
Islam Negeri Raden Intan.

Payot, Z. J. (2018). Youth Acumen and Preference in Green Marketing Rhys Kelsey. UPY International
Conference on Applied Science and Education, 1, 24-26.

Prihandini, M. (2015). Pengaruh Pengetahuan Lingkungan dan Motif Sosial Terhadap Sikap atas Green Product,
dan Altruisme Konsumen Sebagai Variabel Moderasi. Surabaya: Universitas Airlangga.

Rahayu, L. M. P., Abdillah, Y., & Mawardi, K. (2017). Pengaruh Green Marketing Terhadap Keputusan Pembelian

The Effect of Green Accounting Knowledge, Environmental Awareness and Green Marketing on Sustainable
Consumption,
Desi Setianingrum and Ratna Candra Sari


http://issn.pdii.lipi.go.id/issn.cgi?daftar&1488945392&1&&

225 e-ISSN: 2580-5312

Konsumen (Survei Pada Konsumen The Body Shop di Indonesia dan di Malaysia). Jurnal Administrasi
Bisnis, 43(1), 121-131.

Rizkalla, N., Purnamaningsih, & Erhan, T. P. (2019). Sustainable Consumption Behavior Among University
Students in Indonesia: The Role of Values and Norms. 100(lcoi), 261-267. https://doi.org/10.2991/icoi-
19.2019.44

Sari, M. E. P. (2017). Peran Masyarakat dalam Mencapai Pola Konsumsi Berkelanjutan. Jurnal Trias Politika,
1(2), 1-15. https://doi.org/10.33373/jtp.v1i2.1057

Singh, P. B., & Pandey, K. (2012). Green Marketing : Police And Practices Abstract : A Journal of Management,
5(1), 22-30.

Sirajuddin, N. (2021). Konsumerisme dan Rasionalitas Terhadap Pengaruh Budaya. Laa Maisyir: Jurnal Ekonomi
Islam, vol 8, no, 17-38.

Sugiarto, A., & Gabriella, D. A. (2020). Kesadaran Dan Perilaku Ramah Lingkungan Mahasiswa Di Kampus.
Jurnal lImu Sosial Dan Humaniora, 9(2), 260. https://doi.org/10.23887/jish-undiksha.v9i2.21061

Sugiyono. (2018). Metode Penelitian Bisnis: Pendekatan Kuantitatif, Kualitatif, Kombinasi, dan R&D. Bandung:
Alfabeta.

United Nations Environment Programme. (2018). Goal 12: Ensure sustainable consumption and production
patterns. Luca-Campioni, 26-27. https://doi.org/10.18356/80b9d0b45-en

Wardhana, D. Y. (2022). Environmental awareness, sustainable consumption and green behavior amongst
university students. Review of Integrative Business and Economics Research, 11(1), 242-252.

Widjajanti, D. (2014). Pengantar Pemahaman Pendidikan Konsumsi Berkelanjutan (PKB) di Indonesia. Jakarta:
Yayasan Pembangunan Berkelanjutan.

Zhang, X., & Dong, F. (2020). Why do consumers make green purchase decisions? Insights from a systematic
review. International Journal of Environmental Research and Public Health, 17(18), 1-25.
https://doi.org/10.3390/ijerph17186607

The Effect of Green Accounting Knowledge, Environmental Awareness and Green Marketing on Sustainable
Consumption,
Desi Setianingrum and Ratna Candra Sari


http://issn.pdii.lipi.go.id/issn.cgi?daftar&1488945392&1&&

