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Introduction 

As an archipelago, Indonesia is a home for more than 1100 ethnic groups, each of 

which has its own cultural elements such as values, beliefs, customs, traditions, 

rituals, language, and artifacts. Among those groups, the Javanese are by far the largest. 

Although estimates vary, the Javanese population in Indonesia numbers between 85 

and 100 million. With such a large number of people, an understanding of Javanese 

cultural values assists to create customer value and to develop effective marketing 

strategies, including building brands. 

Javanese cultural values have influenced their consumer behavior. Their 

consumer values are a heritage of traditional values that have been passed on from 

generation to generation and tend to preserve Javanese culture. Children grow up with 

a set of values, perceptions, preferences and behaviors through socialization and 

education that involves family and other key institutions within their culture, such as 

schools, religious institutions, friendships and communities. (Durmaz, 2014; Alesina & 

Giulinao, 2015; Pandey & Dixit, 2011). In Javanese culture, family and community play 

a significant role in shaping and controlling one’s behavior by instilling traditional 

values. 

However, the wave of globalization and technological advances has increasingly 

blurred cultural boundaries, and has triggered changes in consumer values among the 

younger generation of Javanese. This change in consumer behavior affects their views 

of products, services, brands, savings, and investment. 

In some cultures, the shift of cultural values has negatively rather than positively 

influenced the consumer behavior of younger generations. Xiao (2005) found that 



  
 

Chinese consumer behavior of the younger generation is more individualistic than older 

generations. Individualism has also been found to correlate with the growth of 

materialism among Chinese younger people. Sobol, Cleveland and Laroche (2009; 

2018) also report that recent cultural shift in the Netherlands has decreased consumer 

ethnocentrism and correlate with the spread of materialism among Dutch younger 

generations. As global connectivity soars, generational shifts could play a more 

important role in setting behavior than socioeconomic differences (Francis & Hoefel, 

2018).  

Sihombing (2014) found that Indonesian values could be operationalized with 35 

items and seven dimensions of mutual assistance: democracy, religion, harmony, 

hospitality, religious fanaticism, and individualism. Unfortunately, it was also noted 

that studies of change in consumer values and behavior in local Indonesian cultures 

were not exhaustive, implying that this study will also be inexact and lack the kind of 

rigor often associated with research. Researchers can then explore the extent to which 

local cultural values have shifted among the Javanese, and to what extent the value shift 

influences consumption behavior. It would also be valuable to investigate the effects of 

changing consumer behavior on customer decisions relating to brands, products, or 

services. 

 

Literature Review 

Culture is a way of thinking and collective behavior that creates similarity among the 

members of a society and also distinguishes them from other social groups (Rewerts, 

Hanf & Wettstein, 2009). Culture is transmitted through education and interaction 

process. According to Virtanen (2007), culture can be defined in three forms, namely (a) 



  
 

vital cultivation process–such as intellectual, spiritual or aesthetic perspective; (b) 

practices and products of intellect and art; and (c) the way of life of group of people in 

certain period. Meanwhile, Schwartz and Bilsky (cited in Xiao, 2005) provide a model of 

a value system that has four quadrants: (1) openness to change, (2) self-

transcendence, (3) self enhancement, and (4) conservation.  

Consumption is an active social process and rooted in cultural procedures (Shaw 

and Clarke, 1998). Culture plays a significant role in shaping consumer values. 

However, in making consumer decisions, consumers may undergo different absorption 

process due to different cultural backgrounds (Rewerts, Hanf, & Wettstein, 2009). 

Xiao’s study (2005) on the Chinese consumers’ value shift, for example, finds that 

functional, social, and emotional values affect the consumption behavior changes of 

modern consumers. This study relates Hofstede’s cultural dimension and Sheth’s 

consumption values (Sheth, Newman, & Gross, 1991) in examining the relationship 

between consumption behavior and cultural values. The manifestation of consumption 

values in Javanese culture is also different from other cultures.  Javanese society is 

known to be grateful, harmonious, and humble. The concept of receiving gratefully what 

has been given by God (nerimo ing pandum) is a core value of Javanese culture, as is 

also the maintenance of good social relationships.  

The literature contains little on consumption values, but the following values are 

common (Triwijayati et al., 2014).  

 1. Sabar, kabeh kuwi ono wayahe. ‘Be patient; all things have their own time.’ In 

consumption behavior, this implies that consumers must be be patient to get a 

desired product. 

2.  Ojo nggumunan. ‘Do not get amazed easily.’ Being amazed easily can lead to 



  
 

negative behaviors to fulfill desires. 

3. Ojo kepengen yen ora nduwe duit. ‘Do not have any desires if you do not have any 

money.’ 

4. Mangan ora mangan sing penting ngumpul. ‘Whether one eats or not, the most 

important thing is that one can be together with the extended family.” This displays 

that traditional Javanese culture is collectivist. 

5. Kegedhen empyak kurang cagak. ‘Cut the coat according to the cloth.’ This  means 

that the expenses must be managed in such a way so that expenditures or lifestyle 

will not exceed one’s ability to generate income.  

Another consumer value within Javanese society is surrendering to God. The 

traditional Javanese value is that humans do not need to worry too much about tomorrow 

and the future of the child, because God has planned everything. The family concept of 

this submission is held firmly by the family. God has determined the person’s soul, in the 

same way that one writes Javanese letters, hanging on a line (Endraswara, 2013). The 

implication is that each child brings his or her own fortune, and parents need not worry 

about it. 

The change of Javanese consumer behavior is influenced by the wave of 

globalization and advanced technology. These two factors creates wide access to vast 

information of global product offerings and generate intensive social interactions, both 

offline and online. Things that were once considered unimportant have become 

important, as people attempt to be peer recognition as being modern, unique, and 

classy. 

The complex effects of a global culture are feared by elder generation be 

diminishing the good values of traditional local culture. For example, Javanese tend to 



  
 

consider the use of credit card for purchases as a negative trait, indicating that one has 

insufficient cash but is eager to make purchases beyond what they can afford. This also 

indicates the virtues of patience and willingness to receive everything in life gratefully. 

This phenomenon is recently criticized by older generations and becomes public 

concern.  

This research aims to explore the extent to which traditional cultural consumer 

values have shifted among Javanese generations. This research implies that knowledge 

of consumer values provides an efficient and measurable set of variables, and related 

market analysis and segmentation (Sarwono, 1998). 

 
Methods 

This study uses a mixed method approach that combines qualitative and quantitative 

research. The qualitative research uses ethnomethodology and quantitative studies with 

comparative techniques. Ethnomethodology emphasizes the experience of individuals 

in specific contexts and subjective orientation to life experiences in a particular ethnic 

group (Iszatt-White, Kelly, & Randall, 2004; Mohajan, 2018). The results of 

ethnomethodology this research were followed by a comparative study of the differences 

and shifts in Javanese consumer values.  

 This research funded by Ministry of Education, Culture, Research and Technology 

(contract 187/SP2H/LT/DRPM/2020; Amendment contract University and researchers 

001/MACHUNG/LPPM/SP2H-LIT-MULTI/AMD/VI/2020) on the fiscal year 2020. This  

research  was  received  ethical  clearance (IRB 01/MACHUNG/IRB/VIII/2020) from the  

university. Based  on  the  Ethical clearance, informants in ethnomethodology study were 

determined using  purposeful technique.  The key informants were given consent form 



  
 

containing their consent as research subjects. The participants were asked to  sign  an 

informed  consent document before  participating  in  the  research  (including  the 

permission to record the interviews). The in-depth interviews were used to obtain 

genuine data from the informants. Meanwhile in the comparative study, the sampling 

technique used is convenience. Data collected through suvey. There   is   no   identifiable   

information   ofthe respondents, making the data anonymous. 

Ethnomethodology. The Javanese have the highest population of all Indonesian ethnic 

groups, and most of them live in East and Central Java, with smaller minority populations 

in other provinces. Consequently, data collection was carried out in Central Java, where 

all informants of this study reside. The main informants– grandmother, mother, and 

grandchildren–; thus, there are three informants in one family in all one gender-

women/female. Giorgi (2008) recommended at least three participants in order to 

facilitate different individual experiences. This first study uses four groups of families. 

The data collection technique used was unstructured, in-depth interviewing. The main 

questions direct the interviewer to ask about Javanese consumer values in the context of 

cognitive-affective-, dimensions of behavior. The criteria used in qualitative validity and 

reliability are (1) transferability, (2) credibility, (3) Conformability, and (4) Dependability 

(Daymon and Holloway, 2010; Shenton, 2004). The data is analyzed by themes and 

interactive techniques (Groenewald, 2004). 

Comparative Study. After obtaining the results of the ethnographic study, the study 

continued with a descriptive comparative method to analyze Javanese consumer values 

and cross-generation shifts. The study was designed as survey on Javanese consumer 

values that had been obtained through ethnomethodology. Questionnaires were 

distributed online to an accidental sample of a population of Javanese consumers in 



  
 

Indonesia. The number of respondents was as follows: 103 Generation Z, 154 Generation 

Y, 257 Generation X, and 17 Baby boomers. The total respondents were 531 people.  

Data was analyzed using the following techniques: 

1. One sample t test, to know the Javanese consumer value of all generations. 

2. Factor Analysis, to group the consumer values of all generations. 

3. ANOVA and Kruskal Wallis to analyze differences in consumer values between or 

across generations. As a prerequisite for ANOVA, a homogeneity test was 

performed. If the prerequisites are not met, then the factors that do not meet these 

requirements are tested by Kruskal Wallis. 
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Introduction 

As an archipelago, Indonesia is a home for more than 1100 ethnic groups, each of 

which has its own cultural elements such as values, beliefs, customs, traditions, 

rituals, language, and artifacts. Among those groups, the Javanese are by far the largest. 

In the 2010 population census, there are 1331 ethnic groups in Indonesia in which 633 

are major ethnic groups. The total Javanese population is estimated to be 40.05% of the 

total population in Indonesia (Badan Pusat Statistik, 2015). In 2020, the total population 

of Indonesia is 270,200,000 people, so it is estimated that the population of Javanese 

people is 108.2 million people (Badan pusat Statistik, 2020). Although estimates vary, 

the Javanese population in Indonesia numbers between 85 and 100 million. With such 

a large number of people, an understanding of Javanese cultural values assists to 

create customer value and to develop effective marketing strategies, including building 

brands. 



  
 

However, the wave of globalization and technological advances has increasingly 

blurred cultural boundaries, and has triggered changes in consumer values among the 

younger generation of Javanese. This change in consumer behavior affects their views 

of products, services, brands, savings, and investment. In some cultures, the shift of 

cultural values has negatively rather than positively influenced the consumer behavior 

of younger generations. Xiao (2005) found that Chinese consumer behavior of the 

younger generation is more individualistic than older generations. Individualism has 

also been found to correlate with the growth of materialism among Chinese younger 

people. Sobol, Cleveland and Laroche (2009; 2018) also report that recent cultural shift 

in the Netherlands has decreased consumer ethnocentrism and correlate with the 

spread of materialism among Dutch younger generations. As global connectivity soars, 

generational shifts could play a more important role in setting behavior than 

socioeconomic differences (Francis & Hoefel, 2018).  

In Javanese culture, globalization and technological developments are 

responsible for the change in the flow of internalization and preservation of Javanese 

culture from generation to generation (Wahana, 2015; Budiyono & Feriandi, 2017; Fauzi, 

2018). Generational differences also often cause problems or conflicts because each 

generation is attached to certain ideal values which may differ from one another 

(Christiani & Ikasari, 2020). Nida (2020) stated that in the past the Javanese were still 

obedient to the values instilled by their ancestors, but with the development of the 

current era they tend to change. For example, Agustin (2011) stated that the Indonesian 

millennial generation currently consume a lot of products that are not in accordance 

with cultural values, such as inappropriate ways of dressing, ownership of gadgets, and 

technology. 



  
 

Several studies in Indonesia have been aimed at exploring national cultural values and 

especially Javanese culture but have not specifically explored the shift in consumption values 

across generations. The examples are research from Rachmawati(2018), Nida (2020), and 

Budiyono & Feriandi (2017). Qualitative research from Agustin (2011), Rahayu, Setyarto, 

& Efendi (2014), and Fauzi (2018) highlights the shift in consumption and disorientation 

of consumer values of the younger generation that are not in accordance with Javanese 

cultural values. However, this research has not shown the values of Javanese 

consumers in each generation and objective evidence of cross-generational shifts. 

Other studies have identified the character of each generation in Indonesia, for example 

from the Badan Pusat Statistik (2018) and Christiani & Ikasari (2018), but not on the 

consumption values of the Javanese specifically. 

Unfortunately, it was also noted that studies of change in consumer values and 

behavior in local Indonesian or especially Javanese cultures were not exhaustive, 

implying that this study will also be inexact and lack the kind of rigor often associated 

with research. Researchers can then explore the extent to which local cultural values 

have shifted among the Javanese, and to what extent the value shift influences 

consumption behavior. It would also be valuable to investigate the effects of changing 

consumer behavior on customer decisions relating to brands, products, or services.  

The shift across generations is reflected in the existence of consumer value 

across generations of Baby boomers, X, Y and Z. The Baby Boomers and X represent the 

senior generation, while Y and Z represent the younger/junior generation. Javanese 

cultural values have influenced their consumer behavior. Their consumer values are a 

heritage of traditional values that have been passed on from generation to generation 

and tend to preserve Javanese culture. Children grow up with a set of values, 



  
 

perceptions, preferences, and behaviors through socialization and education that 

involves family and other key institutions within their culture, such as schools, religious 

institutions, friendships, and communities (Durmaz, 2014; Alesina & Giulinao, 2015; 

Pandey & Dixit, 2011). In Javanese culture, family and community play a significant role 

in shaping and controlling one's behavior by instilling traditional values (Rochayanti, 

Pujiastuti, & Warsiki, 2012). 
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