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Abstract : Culture is the important determinant of human behavior and desire. Culture influences the consumer through the
norms and values established by the society in which they live and reflect it. The cultural values of Javanese society certainly
have united in the Javanese society behavior in consumption. This research is expected to give big enough theoretical benefits
in the findings of cultural value in consumption in Javanese society. These can be an incentive in finding the local cultural value
in many tribes in Indonesia, so one time, the local cultural value in Indonesia about consumption can be fundamental part in
education and consumption practice in Indonesia. The approach used in this research is non positivist research or is known as
qualitative approach. The method or type of research used in this research is ethnomethodology. The collection data is done in
Central Java region. The research subject or informant is determined by the purposive technique by certain criteria determined
by the researcher. The data is collected by deep interview and observation. Before the data analysis, the researcher does the
storing method data stage and implements the data validity  procedures.  Then,  the data is  analyzed by the theme and
interactive analysis technique. The Javanese Mataraman society has such consumption values such as has to be sufficient, be
careful, economical, submit to the one who creates the life, the way life flow, and the present problem is thought in the present
also. In the financial management for consumption, the consumer should have the simple life principles, has to be sufficient,
has to be able to eat, has to be able to self-press, well-managed/diligent/accurate/careful, the open or transparent management,
has the struggle effort, like to self-sacrifice and think about the future. The meaning of consumption value in family is centered
to the submission and full-trust to God. These consumption values are applied in consumer behavior in self, family, investment
and credit need in short term and long term perspective.
Keywords : values, consumer, consumption, Javanese Mataraman, ethnomethodology
Conference Title : ICMEHSS 2014 : International Conference on Management, Economics, Humanities and Social Sciences
Conference Location : Bali, Indonesia
Conference Dates : October 09-10, 2014

World Academy of Science, Engineering and Technology
International Journal of Economics and Management Engineering

Vol:8, No:10, 2014

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 E
co

no
m

ic
s 

an
d 

M
an

ag
em

en
t E

ng
in

ee
rin

g 
Vo

l:8
, N

o:
10

, 2
01

4 
pu

bl
ic

at
io

ns
.w

as
et

.o
rg

/a
bs

tr
ac

ts
/1

51
98

.p
df

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 8(10) 2014 1

https://publications.waset.org/abstracts/15198.pdf

