
oid:22918:22507896Similarity Report ID: 

PAPER NAME

S2 60% How Does Local Wisdom Becom
e the Main Value in a.pdf

AUTHOR

Dr. Antong , SE, M.Si

WORD COUNT

12364 Words
CHARACTER COUNT

61954 Characters

PAGE COUNT

17 Pages
FILE SIZE

721.6KB

SUBMISSION DATE

Sep 22, 2022 10:11 AM GMT+8
REPORT DATE

Sep 22, 2022 10:12 AM GMT+8

1% Overall Similarity
The combined total of all matches, including overlapping sources, for each database.

1% Publications database Crossref Posted Content database

0% Submitted Works database

Excluded from Similarity Report

Internet database Crossref database

Summary



672

Abstrak – Bagaimana Kearifan Lokal Menjadi Nilai Utama dari Penen-
tuan Harga Jual?
Tujuan Utama – Penelitian ini mencoba menggali makna penentuan har-
ga jual dari perspektif pedagang ikan.
Metode - Penelitian ini menggunakan fenomenologi sebagai metode pe-
nelitian. Beberapa pedagang ikan dan kepala pasar menjadi informan 
pada penelitian ini.
Temuan Utama – Penelitian menunjukkan bahwa Pedagang ikan cen-
derung mengabaikan perhitungan harga pokok penjualan (HPP). Nilai 
kepercayaan dan sipammase-mase yang terkandung pada HPP dijadikan 
dasar untuk menentukan harga jual ikan. Harga jual terkonsep sebagai 
“rasa” saling mengasihi terhadap sesama.
Implikasi Teori dan Kebijakan - Beberapa aspek non-materi yang men-
dasari pengabaian HPP. Rasa syukur yang tersirat menggambarkan 
pengabaian aspek biaya dalam HPP untuk menentukan harga jual.
Kebaruan Penelitian – Penggalian nilai nonmateri dalam penentuan 
harga jual dari pedagang ikan merupakan kebaruan utama dari pene-
litian ini.
 
Abstract – How Does Local Wisdom Become the Main Value in Sell-
ing-Price Setting??
Main Purpose – This study tried to explore the meaning of selling price 
determination from the perspective of fish traders.
Method - This study uses phenomenology as a research method. Several 
fish traders and market chiefs became informants on the study.
Main Findings – This study shows that fish traders ignore calculating 
the cost of goods sold (COGS). The value of trust and Sipammase-mase 
contained in COGS is used to determine the selling price of fish. The sell-
ing price is conceptualized as a “sense” of loving each other towards each 
other.  
Theory and Practical Implications – Some of the non-material aspects 
underlying COGS abandonment. Implied gratitude describes the abandon-
ment of the cost aspect in COGS to determine the selling price.
Novelty - Extracting nonmatter value in determining the selling price of fish 
traders is a major main of this study.
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The  study  of  selling  prices  is  an  inter-
esting  issue  raised  in  scientific  research.
This  is  because  every  human  economic  ac- 
tivity  is  always  in  contact  with  prices.  The
phenomenon of fish traders with selling pric- 
es is a social reality that holds many mean- 
ings  and  cannot  be  understood  without  ex- 
ploring the phenomenon itself. In this case, 
combining expression of researchers in such 
a  way  in  accounting  practice,  especially  in 
pricing,  has  received  serious  attention  from 
many researchers for example, Alimuddin et 
al. (2011), Amaliah (2016), Amaliah & Sugi- 
anto (2018), Covaleski & Dirsmith (1998), Hi- 
dayat & Triyuwono (2019), Marginson (2004), 
and Zalshabila & Mulawarman (2012). The sell- 
ing price ensures that business activity will pro- 
duce an output value higher than the input 
value. A tool is needed to measure the value of
the input sacrificed in producing the output.
Cost information is a tool that measures the
sacrifice of the input value to produce useful
information to measure whether its business
activities will generate profits or not (Carter, 
2011). The costs that constitute the sacrifice
of  economic  resources  to  obtain  assets  are 
referred to as Cost of Goods Sold (COGS). Ac- 
curate COGS calculation is essential for eve- 
ry  company  in  planning,  controlling  costs, 
making decisions, and determining fair earn- 
ings. If the company calculates the cost price 
is too high, it will result in losses because it 
cannot compete with other similar products, 
so  its  products  cannot  be  sold.  However,  if 
the company calculates that its COGS is too 
low,  it  will  result  in  losses  for  the  company 
itself because it does not achieve the desired
profit. If a company has set the COGS, then
the  selling  price  can  be  determined  in  ac- 
cordance with all production costs incurred, 
including marketing costs and achieving the
desired profit.

  Inada & Ichikizaki (2019) states that, in 
principle,  the  selling  price  must  be  able  to
cover the full cost plus a reasonable profit. So,
the selling price is the same as the produc- 
tion cost plus the mark-up (Zalshabila & Mu- 
lawarman,  2012).  This  description  explains 
that the main considerations underlying the 
methods in setting the current conventional
selling  price  are  achieving  maximum  profit
(profit maximization). This is in line with the
statement of (Utomo & Utomo, 2014), which 
states that the objectives of pricing include,
the first is profit (profit maximization), which 
is  to  achieve  maximum  profit.  Second,  set- 
ting prices to capture market share, and the

third, profit determination for maximum re
venue. On the other hand, the study of the 
selling price-setting method, which a posi-
tivistic approach has dominated, has not 
been able to explain the accounting reality 
related to the price concept, so limitations in 
the conventional selling price concept have 
creat ed an imbalance of life.

The positivistic approach used has not 
been able to explain the accounting reality 
related to the price concept, so the limita-
tions in the conventional selling price con-
cept have created an imbalance of life (Ama-
liah, 2016). Conventional selling prices are 
considered a value-free science and practice 
so that conventional selling prices are only 
oriented to profit (Amaliah, 2016). The real-
ity of the conventional selling price concept 
shows that the determination of the sell-
ing price is solely oriented towards its sin-
gle goal, namely profit (Benito et al., 2010; 
Hardesty et al., 2012; Pal et al., 2012). This 
explains that the elements that make up the 
selling price are only shackled by quantita-
tive values, which are more rational in creat-
ing material profits. The concept of a selling 
price entirely based on material aspects will 
form an egoistic mindset (Amaliah, 2016). It 
can be said that the concept of the selling 
price, which is part of accounting practice, 
is completely based on the material aspect 
of profit. Orientation only to profit results in 
neglecting good va lues, which are used as 
guidelines in carrying out sales activities. 
Conventional selling prices tend to reflect 
the final result in maximum profit and are 
identical to the numbers listed in the form 
of money. Without the numbers, it will not 
be able to describe the concept of the selling 
price. This is in line with what was stated 
by Sitorus (2015), mainstream accounting 
is very synonymous with numbers. From 
the theoretical explanation, it is found that 
setting the selling price is closely related to 
calculating the acquisition cost with an es-
timated profit of as large as possible. Losses 
will arise if the selling price is set below the 
calculated result. Therefore, in setting the 
selling price, the minimum price level should 
cover all costs that have been used to pro-
duce and market goods or services and still 
earn profits from the sales.

However, the researchers found a dis-
crepancy between the prevailing theory re-
garding the determination of the selling price, 
which calculates the cost of acquisition with 
the estimated profit, with the phenomena 
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that occur in fish collectors and traders. Fish 
collectors sell fish to the fish traders using 
various selling prices regardless of the level 
of fish acquisition cost. This shows that there 
is a neglect of the cost and estimated profit in 
setting the selling price of the fish. In simpler 
terms, it can be said that apart from mate-
rial elements, selling prices are also shaped 
by non-material values. The selling price is 
not only formed by the elements of costs and 
profits as contained in modern accounting, 
but the selling price is also in contact with 
cultural elements of Tri Hita Kirana (Ama-
liah, 2016). Indeed, the selling price is not 
only the selling price itself, which is formed 
by quantitative values, but qualitative values 
also play a role in its formation. The ultimate 
goal of determining the selling price relies on 
achieving profit only in material awareness 
or not being able to direct the perpetrators to 
unethical behavior. In reality, selling price is 
not a form of value-free knowledge and prac-
tice of earning a living for a few people who 
trade fish. Still, on the contrary, it is know
ledge and practice loaded with value. This 
is in line with what was stated by (Suryani 
et al., 2021), there is no objective and va-
lue-free science as long as humans are still 
involved in the construction process. This 
discrepancy then provoked the curiosity of 
the researchers to know something behind 
the selling price set by fish traders. The re-
searchers want to know how the fish traders 
interpret the COGS and set the selling price. 
Therefore, to understand them, the research-
ers must understand the mindset of the fish 
traders. The mindset, in this case, is the way 
they think and the behavior of the fish trad-
ers.

Thus, this research topic is interest-
ing to write about because as far as the re-
searchers’ research and knowledge, there 
has been no researcher who has discussed 
the in-depth meaning, which is then implied 
by the habits of the fish collectors and the 
traders in setting the selling price for selling 
their fish. This research aims to reveal and 
explore the meaning of the practice of setting 
the selling price of fish by the fish collectors 
and the traders based on local wisdom. At 
least through this research, it is expected to 
be able to contribute theory to the develop-
ment of science in the field of accounting, 
especially in developing the COGS concept 
in setting the selling price. This study looks 
at accounting broadly, which views account-
ing as science in relation to human behavior 

and other factors that influence accounting 
practice. Thus, the selling price, an import-
ant part of the company, will not always be 
separated from its religious, humanist, and 
social side.

METHOD
In this study, researchers explored the 

interpretation of the fish collectors and the 
traders on the Cost of Goods Sold (COGS) 
and the setting of the selling price. The re-
searchers need to understand the mindset of 
the fish traders. The mindset, in this case, is 
the way they think and the behavior of the 
fish traders in setting the selling price of the 
fish. With this phenomenological approach, 
the researchers examine the aspects that 
underlie the determination of COGS, which 
then becomes the basis for the fish collectors 
and the traders in setting the selling prices. 
The process of interpreting the phenomena 
carried out by the subject, which is recorded 
later in the study, involves several aspects 
that exist in the environment of the speaker, 
respondent, or whatever term is used to de-
scribe the person who provides us with infor-
mation about the phenomenon.

The approach used in this study impli-
cates a phenomenological approach whose 
mechanism is consistently carried out from 
data processing to making conclusions, not 
using calculations or mathematical and sta-
tistical processing, but rather emphasizing 
interpretative studies or descriptive analysis. 
Phenomenology describes the conditions or 
objects of the research as they occur. The 
research with phenomenological methods is 
based on the philosophy of phenomenology. 
The researchers try to formulate a question 
that is then analyzed based on the partici-
pants’ “perception” of the phenomenon being 
studied. This can be done by asking partic-
ipants to express their perceptions of the 
phenomenon (Putra & Muliati, 2020; Sand-
ers,1982).

Phenomenology can be classified in 
purely qualitative research, where its imple-
mentation is based on an effort to study and 
describe the intrinsic characteristics of the 
phenomena as they occur. The phenomeno-
logical approach tries to enter the conceptual 
world of the subject to understand how and 
what meanings are arranged by the subject 
in their daily life. In short, the researchers try 
to understand the subject from the subject’s 
point of view by not ignoring interpretation, 
by creating a conceptual schema. Zalshabila 
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& Mulawarman (2012), tries to show the im-
plicit structure and meaning of human expe-
rience, which is a search for “essence” that 
cannot be found by ordinary observations. 
Phenomenology is a science of the essential 
structure of consciousness or experience 
that does not emphasize experience or the 
object of experience but on the point of con-
tact where “being and consciousness” meet. 
Phenomenology is a science of the essential 
structure of consciousness or experience 
that does not emphasize experience or the 
object of experience but at the point of con-
tact where “being and consciousness” meet. 
Phenomenology considers daily human ac-
tivities to capture social problems and then 
interpret them (Tanasal et al., 2019).

The essence of phenomenology is to ob-
tain a pure vision of the -essentially is. Phe-
nomenology has components consisting of 
intentionality, noema and noesis, intuition, 
and intersubjectivity (Conklin, 2014). “Inten-
tionality” is something that begins with an 
awareness that directs humans to relate to 
certain objects, both tangible and intangible, 
and is influenced by interests, research, and 
expectations on objects. In this research, 
the intentionality is shown in how the infor-
mants, as collectors, set the selling price of 
fish to the fish traders. This process of set-
ting the selling price of fish is intentionality. 
Noema and noesis are two things that form 
the intention itself. Noema is the objective 
side of phenomena that are seen, heard, 
felt, thought, and smelled, while noesis is 
the subjective side of phenomena that form 
the basis of the human mind to perceive, re-
member, feel, and think. Because the phe-
nomenon’s essence is the core part of the 
phenomenon, each informant’s noema and 
noesis need to be seen and explored (Putra 
& Muliati, 2020). A similar phenomenological 
approach (Zalshabila & Mulawarman, 2012) 
has been used to analyze the aspects that 

underlie the cost of meatball production, 
which is reflected in the setting of the selling 
price of a product.

This study’s three data collection tech-
niques were in-depth interviews, participa-
tion observation, documentation, and audio-
visual or recording techniques. Researchers 
are directly involved in the interviews and 
observations and act as participants’ observ-
ers in this research setting. Interviews were 
conducted non-formally in conditions or sit-
uations that allow researchers to conduct in-
terviews. The researchers did this so that the 
data collection process took place naturally 
and did not interfere with the activities of the 
informants in carrying out their daily rou-
tines. The interview process naturally allows 
the collected data to flow as it is. The ques-
tions asked in the interview lead to ques-
tions related to the determination of the sell-
ing price by fish traders and collectors. The 
questions that the researcher asked flowed 
naturally. Furthermore, to answer the objec-
tives of this study, the researcher set several 
informants as core informants and an addi-
tional informant. The information regarding 
the profile of the researcher’s informants is 
presented in Table 1.

From Table 1, the informants in this 
study have professional backgrounds as 
fish traders, collectors, and nontraders. Al-
though they have different professions, the 
informants are Luwu people who work as 
fish traders, collectors, and the head of the 
market based in the Andi Tadda market area. 
The researcher believes that the appointed 
informants can provide comprehensive in-
formation about the activities carried out by 
fish traders and collectors, especially in de-
termining selling prices based on Luwu local 
wisdom. Regarding the use of phenomenolo-
gy as a method in this research, the stages 
of analysis carried out are the stages of the 
noema, epoche, noesis, intentional analysis, 

Table 1 Informant Names

Informant Job
Sandy Fish trader

Musmuliadi Fish trader
Tati Fish trader

Irwan Fish collector
Asri Fish trader

Muchlis Head of the market
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and eidetic reduction. At this stage, the re-
searcher conducts an intentional analysis, 
namely examining how noesis (what is real-
ized through experience) forms noema (what 
is visible and readable) or analyzing why an 
action/behavior occurs. The step begins with 
identifying the noema or what can be called 
textural analysis (such as surface “texture”). 
By identifying the noema in the form of the 
reality of the phenomenon surrounding this 
apparent selling pricefixing practice, the 
researcher brackets, or puts brackets, or 
epoche on what is captured to get noesis, 
namely the understanding of informants that 
arises as a result of experience because and 
time (Allraum) and place (certain weltzeit) 
(Kamayanti, 2016).

Furthermore, eidetic reduction reveals 
the overall results of the phenomena that ap-
pear in the field to obtain the essence or idea 
that underlies the whole pure awareness in 
setting a selling price based on the value of 
local wisdom. These stages are the key con-
cepts of phenomenology. The phenomenolog-
ical analysis begins with the stage of identi-
fying noema (textural analysis). Based on the 
noema identification, the researcher brack-
eted the findings captured in other textures 
under texture (structural analysis) to get 
noesis or deeper meaning. In principle, phe-
nomenology emphasizes relying on the ori-
ginal source of the subject’s self and aware-
ness to explore the subjective world of the 
meaning of life experiences of a number of 
people, especially for traders and collectors.

RESULTS AND DISCUSSION
Value of trust in the buying and se-

lling process. The main values inherent in 
modern accounting are egoistic values and 
materialistic values. When humans who 
happen to have egoistic traits build accoun-
ting disciplines and practices, those traits 
automatically (and consciously or not) enter 
the accounting they create. So that egoistic 
accounting is consumed by its users (users), 
the users will certainly think and make ego-
istic decisions.

The second value inherent in modern 
accounting is materialistic value. Materi-
alism is also an inherent characteristic of 
humans that later entered the body of mo-
dern accounting. So, modern accounting has 
become materialistic accounting. Accounting 
only pays attention to the material world, 

which is eventually reduced to money. Mo-
dern accounting only captures and reports 
transactions involving money. Beyond that, 
it is not an accounting area.

The two values attached to modern ac-
counting can be seen from calculating the 
Cost of Goods Sold COGS in determining the 
Selling Price. COGS is calculated in such de-
tail to provide a decision in determining the 
appropriate selling price by adding the desi-
red profit. (Zalshabila & Mulawarman, 2012) 
add that the price is made by adding a mark-
up percentage on the benefits costs. In the 
current selling price, the gross margin has 
been determined beforehand. This means 
that the selling price cannot be lower than 
what has been targeted, whatever the rea-
son. This is in line with Hidayat & Triyuwono 
(2019)’s statement gross margingross profit 
is the money left over to cover expenses from 
selling products and running a business. 
So, the gross margin needs to be determined 
first, and then the result of subtracting it 
with expenses produces net profit in nominal 
terms.

This section will discuss various appro-
aches to calculating the cost of goods sold 
(COGS) first for determining the selling price 
to create trust in the sale and purchase of fish. 
The researchers want to start the discussion 
from the description of Hidayat & Triyuwo-
no (2019), who state that management ac-
counting information is not more important 
than financial accounting information. The 
cause of this can be seen from accounting 
standards and legislation that requires the 
importance of creating financial accounts. 
However, Zalshabila & Mulawarman (2012) 
stated that recently, some researchers had 
viewed the importance of information gene-
rated by management accounting in decisi-
on-making. There is information about the 
cost of goods.

COGS is all costs incurred to obtain go-
ods sold or the cost of goods sold. In other 
words, COGS is the cost involved in bringing 
merchandise ready for sale. From this opini-
on, it can be concluded that the COGS cal-
culation is important in setting a fair selling 
price by adding the desired profit prediction. 
According to Alimuddin et al. (2011), a com-
pany can set a lower, higher, or the same pri-
ce as competitors as long as the pricing can 
increase profits. The issue of moral ethics is 
relatively less considered in determining the 
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selling price, but material profits are the de-
terminant (Sitorus, 2015)

In contrast to the opinion above, in this 
research, the researchers agree with Yusof 
et al. (2015) and Zalshabila & Mulawarman, 
(2012), who believe that in some cases, com-
panies sometimes ignore product cost as-
pects in pricing. They do not use product 
cost information and ignore COGS in decisi-
on-making. This is what happened to some 
fish traders.

Pal et al. (2012) examines the optimal 
level of the percentage of price cuts that can 
produce an optimal selling price to maximize 
profits on the product. In other side, Benito 
et al. (2010) analyzed the asymmetry of pri-
ce competition for a product based on a par-
ticular brand to produce an optimal selling 
price for retailers, implications for demand, 
sales profits, and maximizing profitability. In 
the current selling price, the gross margin is 
predetermined. That means the selling price 
cannot be lower than what has been targe-
ted, whatever the reason. So, this gross mar-
gin needs to be determined first, and then 
the result of subtracting it from expenses 
produces net profit in nominal terms.

Another factor determining the selling 
price of an item or service is the Cost of Go-
ods Sold (COGS). COGS are all costs that 
arise to make a product ready for sale. Or 
in other words, COGS is the cost involved in 
making goods or which is usually associated 
directly with the process that brings merc-
handise ready for sale. 

The concept of conventional selling pri-
ces so far will only realize material enrich-
ment with the dryness of the values of toget-
herness, compassion, and spirituality, which 
are the essence of human life. To get out of 
the dry reality of the values of love and to-
getherness, it is necessary to have a selling 
price concept that puts forward noble cultu-
ral values that contain good values. Efforts 
to find these noble cultural values are carri-
ed out on fish collectors and traders who are 
still firmly held, believed, and preserved in 
sales activities.

Capitalistic traits such as individual-
ism, materialism, and egoism cannot be de-
nied have colored and even undermined the 
mindset of today’s society. Capitalism will be 
able to change behavior concerning account-
ing practices in its environment because ac-
counting is a social science whose practice is 
always related to its environment. If the so-
cial environment that shapes accounting is 

capitalism, then the development of account-
ing practice as a social science will also be 
based on capitalism. Accounting practices in 
the environment of capitalism will also ulti-
mately be powerless and trapped in the cur-
rent wave of capitalism itself (Badua & Rac-
ca, 2017). The development of accounting 
practices in a social environment (Budiasih, 
2016) that is very dominant in the culture of 
capitalism will result in the behavior of indi-
viduals who are included in it and eventually 
participate in capitalist behavior. However, 
Luwu’s local wisdom values have the charac-
teristics of brotherhood, namely trust, which 
can reduce these capitalistic traits in the in-
teraction of the fish traders with the collec-
tors. The sense of trust between the fish tra-
ders and the collectors is a unique bond that 
gives the strength of selling activities carried 
out by fish traders. This is reflected in the 
following statement by Sandy:

“At the TPI, the Palopo Fish Auc-
tion Place…I take them first, then 
pay when it is all sold out. That is 
how it is and will always go like 
that. Yes, at first, it was paid in 
cash. If they trust us already, it’s 
okay not to pay them in advance… 
later when the fish are all sold out. 
Then we pay them” (Sandy).

The interview excerpt above contains 
the noema that fish buying and selling 
transactions between the collectors and the 
fish traders will be done in cash first. If the 
cash transaction has been made several ti-
mes and the fish seller has not made any 
payment mistakes, the collector will allow the 
fish trader to take the fish without paying it 
in advance (non-cash). Noesis from Sandy’s 
statement reveals the bond of trust between 
Sandy and the fish collectors so that transac-
tions can be done with non-cash (debt) where 
payments will be made when the fish traders 
sell out the fish. The meaning of reflexivity 
from the phrase “At TPI, Palopo Fish Auc-
tion Place... I take them first when it is all 
sold out then I pay. That is how it is and 
will always go like that” shows the presence 
of noema that Sandy often buys fish at TPI 
which are sold by the collectors, based on 
trust that Sandy can buy fish without having 
to pay first. The trust capital built between 
collectors and fish traders means that the 
payment for fish purchased by traders does 
not have to be paid in cash when the fish is 
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delivered but must be paid in the afternoon 
or the next day, depending on the outcome of 
the agreement.

TPI is a place for the collectors and the 
traders to buy fish for resale to the consu-
mers, and the collectors collect fish obtained 
directly from fishers which are then resold to 
the fish traders. The pattern of buying and 
selling fish applied by the fish traders to the 
hands of the consumers can be described in 
Figure 1.

Figure 1 shows that several possibilities 
usually occur in purchasing the commoditi-
es they sell to reach consumers. In the first 
picture pattern, fish traders must go through 
fishers and collectors. In the following pictu-
re, fish traders take fish directly from fishers 
using traditional boats, namely bagang.

Not many people know that the price 
of fish traders in the market is “expensive” 
because to get to the hands of traders, tra-
ders must go through several links, namely 
fishermen and fish collectors. Furthermore, 
the researchers take the next step (epoche) 
to ask about the basis of the trust that exists 
between Sandy and the collectors. The rese-
archers also do this to determine the origin of 
the trust between Sandy and the collectors. 
Here is the answer:

“Yes, at first it was paid in cash. 
If they trust us already, it’s okay 
not to pay them in advance… later 
when the fish are all sold out, then 
we pay them” (Sandy).

Sandy’s expression, which states that 
he pays to the collectors after the fish are 
sold out, is a visible form of awareness (noe-
ma) done by Sandy. This awareness is due to 
his experience of doing buying activities with 
honesty to gain the trust of the collectors, 
which in the end formed a noesis in terms of 
more profound awareness that it has become 

an obligation for him to maintain the trust 
of the collectors that have been given to him. 
To gain trust, fish traders need to maintain 
their reputation, reflecting reputation in the 
buying process.

The eidetic reduction obtained from the 
previous statements shows that the selling 
activities of the fish traders can be sustai-
nable because of the bond of mutual trust 
between the fish traders and the collectors. 
The implication with Sandy’s deeper aware-
ness is that the trust capital that has been 
built between him and the collectors means 
that the payment for the fish purchased by 
him does not have to be paid in cash when 
the fish are given to him. Instead, they will be 
paid when the fish are sold out. The trust ca-
pital built between collectors and fish traders 
means that the payment for fish purchased 
by traders does not have to be paid in cash 
when the fish is delivered but must be paid 
in the afternoon or the next day, depending 
on the outcome of the agreement. Similar 
information is also revealed through the fo-
llowing brief narration of an informant who 
works as a fish trader, Musmuliadi:

“Sell the fish first then pay (to the 
collectors), that is how it is at the 
port, people trust each other, la-
ter when the fish are sold out then 
they get paid, meaning the price 
for the fish is paid…hmm, that me-
ans we have decided the price, we 
decide the price at the port, so how 
much, we decide the profit and 
loss in the market, and that is how 
much we will pay for, so the price 
is set by the collectors” (Musmu-
liadi).

Musmuliadi’s expression shows (noema) 
that the fish obtained from the collectors are 
not paid upfront but are paid after the fish 

Figure 1. Fish Traders Sale and Purchase Transaction Flow
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are sold out. Then, the discussion continues 
by doing an epoche on Musmuliadi’s state-
ment by asking about the concept of buying 
and selling between Musmuliadi and the fish 
collectors. The following is his statement:

“Yes, it’s like that at the port, the-
re is mutual trust between each 
other, so the fish will be paid for 
later, meaning the price of the fish 
is paid” (Musmuliadi).

Musmuliadi’s statement above confirms 
a noesis with the existence of a tradition of 
trust nurtured by him and the collectors. Ba-
sed on the results of interviews and obser-
vations of the researchers, the above state-
ment reflexively reveals that as a fish trader, 
Musmuliadi may not be able to survive in sa-
les activities if he does not have good relati-
onships and mutual trust with other parties 
such as the fish collectors. Due to the limited 
capital ownership, this tradition of mutual 
trust means a lot to Musmuliadi to sustain 
his fish selling activities.

Amaliah (2016) and Weretecki et al. 
(2021) argue that the bond of cooperation in 
forming a network is a fundamental strategic 
pattern in an organization. The conclusion 
that researchers can abstract (eidetic reduc-
tion) is the network of cooperation fostered 
by the fish traders and the collectors create 
a network of cooperation in a bond of trust 
between them. This leads to a mutually be-
neficial relationship and contributes to the 
sustainability of fish traders’ sales activities.

Furthermore, when the researchers 
meet one of the fish collectors at TPI, who 
is later considered the boss by Musmuliadi, 
the collector’s name is Irwan. Without was-
ting time, the researchers asked the same 
thing about the payment system in the fish 
buying and selling transactions between the 
fish traders and the collectors. Irwan said as 
follows:

“Given for sale first, when all is 
done (the fish sold out), the agre-
ement will be paid with an avera-
ge levy of Rp50.000,00 per box” 
(Irwan).

Irwan’s statement shows noema that 
they only set an estimated selling price of 
Rupiah in the sales process with traders. 
Rp50,000,00 without considering the ac-
tual costs incurred to acquire the fish. In 

this case, Irwan determines the selling pri-
ce of small tuna per box from fishers. Af-
ter selecting the price of fish per box (e.g., 
Rp1.000.000.00), Irwan as a collector will 
only set a profit of Rp50,000,00 from each 
box of fish sold to traders. Fish traders who 
interact with buying and selling with collec-
tors only take 2 to 5 boxes which can be sold 
out in one or two days. After the fish traders 
sell the fish, the collectors can make pay-
ments. Then the researcher did an epoche by 
asking based on whether Irwan implements 
the payment system. The researchers do this 
to reveal why Irwan implements a payment 
system that is not done at the beginning of 
the transaction. Irwan answers as follows:

“Well, obviously it’s trust. Meaning 
if someone is not trustworthy then 
they won’t be given (the fish), they 
are also trusted because they have 
become clients” (Irwan).

The excerpt of the interview above furt-
her confirms the bond of trust built between 
the fish traders and the collectors. Noesis ex-
pressed by Irwan describes the mutual trust 
between the fish traders and the collectors 
is based on the trust in an honest buying 
and selling process to become a client. The 
transactions they do show that the fish tra-
ders and the collectors will contact the world 
of accounting in their buying and selling ac-
tivities. Based on the researchers’ observa-
tions, Irwan does not even record the price 
given to Musmuliadi (the recording is only 
done using his memory). In fact, even pro-
of of debt transactions such as invoices is 
not given to Musmuliadi, who has taken the 
fish from him. The absence of proof of this 
transaction further demonstrates the sub-
jective trust of Irwan as a fish collector. The 
existence of confidence in Irwan resulted in 
the fish traders (Musmuliadi) being able to 
easily take the fish first and get paid after 
the fish were sold out. Irwan’s expression, 
which states: “... they are also trusted be-
cause they have become clients,” shows the 
apparent awareness (noema) of Irwan, which 
is trusting the fish traders who have become 
customers. This awareness is due to Irwan’s 
experience of giving trust to the fish traders 
who he has considered as customers, which 
in the end forms a deeper awareness (noesis) 
that it is right to give trust and make the 
fish traders as customers because they have 
maintained the trust they have been given.
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The conclusions that researchers can 
abstract (eidetic reduction) from this rese-
arch are that applied trust is a practice or 
approach used in activities between the fish 
traders and the collectors. This trust is seen 
as very important in shaping the sustaina-
bility of the traders’ fish selling business. 
Collectors place very high trust in fish tra-
ders by never suspecting and worrying if 
the fish traders do not pay cash in advance. 
Amaliah (2016) and Arndt et al (2016) reve-
als that trust can create the reality of nature 
and the social world as a practice that oc-
curs in society and contributes to the cre-
ation of investment relationships between 
parties involved transactional relationships. 
The buying and selling relationship formed 
from the trust capital strengthens positive 
feelings and continuous buying and selling 
transactions between the fish traders and 
the collectors.

Sipammase-mase value in the buying 
and selling process. (Attas, 2017) reveals that 
value is something of value and quality that 
will lead to the quality of human life, which 
is very useful in living life. The definition of 
value in question refers to something valua-
ble and shows goodness that is beneficial for 
humans to live life. These values are actu-
ally what will guide humans in behaving or 
behaving. Therefore, within the cultural fra-
mework, the values mentioned are the con-
crete manifestations of culture positioned as 
the center or core of culture. 

Culture is a symbol related to one anot-
her in the form of expressions of language, 
objects, music, and a variety of community 
activities that contain the meaning of toget-
herness. Sipammase-mase, in the Indonesi-
an sense means t,o feel sorry for each other, 
help each other, and protect each other. Ac-
cording to the term, sipammase-mase is a hu-
man attitude that loves each other or helps 
each other between humans so that what is 
being worked on can be done easily with the 
help of the community or family. When the 
community has a sipammamase-mase natu-
re, it will be easy to help people who need 
help.

Sipammase-mase in the Bugis dictio-
nary comes from the word pammasē, which 
means pity. So that the Bugis people consi-
der that Sipammase-mase is an attitude of 
compassion for fellow humans. The attitude 
of the people who always hold the sipamma-
se-mase value is a society that always provi-
des help to someone who needs help.

The relationship between the fish tra-
ders and the collectors that reduces capita-
listic traits such as individualism, materia-
lism and egoism is emphasized by the term 
local wisdom, namely sipammase-mase, 
which has a meaning of compassion. Irwan 
explains this regarding the range of pro-
fits demanded by the collectors during the 
buying process, Irwan says follows:

“Because I already take the fish 
quite often, if he (the collector, 
Irwan) only asks for a profit of 
Rp50.000,00 it is like that, for 
example, Rp950,000,00 in the ca-
pital, if he gives you a set profit of 
Rp50.000,00 then Rp1.000.000,00 
(must be paid)” (Irwan).

The profit range of only Rp50.000,00 
has been described as noema in the previ-
ous statement by Irwan (collector) that says: 
“…we collect from them Rp50.000,00 per 
box”. Irwan as a collector, only set a profit 
of Rp50,000,00 because fish traders had of-
ten bought fish from Irwan. Noesis from the 
statement shows the compassion shown by 
Irwan to the fish trader who has become his 
client. The selling price is an essential ele-
ment that can determine the development 
and sustainability of a business. Therefore, 
in the conventional selling price concept, pri-
cing emphasizes more on aspects of quanti-
tative value because it is considered more ra-
tional to be used as a barometer in achieving 
large revenues. This is what then underlies 
the presence of various methods of determi-
ning selling prices in today’s modern era. To 
set the right selling price, multiple factors 
are used as a determining point, including 
determining the cost of the product and the 
correct markup (Amaliah & Sugianto, 2018; 
Ammar, 2017).

In contrast to the determination of the 
selling price applied by Irwan. In the intervi-
ew results, he revealed that the price of fish 
in one Styrofoam fish is only Rp1.000.000,00 
with a profit of only Rp50.000,00 even though 
the price of the fish includes the cost of the 
vehicle for transporting the fish, the cost of 
ice cubes for fish care, and others. This is 
not because the price of fish obtained from 
fishers is cheaper. This shows that the price 
principle set by Irwan is not only centered on 
material achievement.

Irwan expects profit at the selling pri-
ce is not centered on a number’s orientation 
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in profit but rather a profit that exceeds the 
material value. However, Irwan could set a 
price based on the price of fish plus all the 
costs used. However, this was not done. The 
conclusions that researchers can abstract 
(eidetic reduction) from this research are that 
one of the most important things in the se-
lling price element is the achievement of the 
element of happiness over the implementa-
tion of the sipammase-mase value that has 
been done. Happiness is present, of course, 
because the selling price is not based on gre-
ed or injustice. The pricing method expressed 
by Irwan, in this case, indicates the impor-
tance of presenting the value of local wisdom 
in living life. The heavy influence of capitalist 
values in the current concept of life seems to 
“disarm” noble values and other good values. 
The values of goodness contained in the local 
wisdom of the nation’s culture are conside-
red irrelevant in the concept of life in today’s 
modern era.

Even though there were no immediate 
material benefits, Irwan continues to apply 
the sipammase-mase tradition as a form of 
affection for fish traders to get a low price. 
In addition, determining profits based on an 
agreement between the collectors and the fish 
traders without being pressured to follow one 
party is a form of compassion between the 
two. Irwan also expresses his willingness to 
share losses if losses occur in the process of 
selling fish traders. Irwan states:

“…after the price is set, yes, after 
the price is set, the loss is someti-
mes divided… yes, the loss, is not 
charged to him only (the fish tra-
der) if it is a loss, I have to bear 
some of it… hmm, here, it is si-
pammase-mase” (Irwan).

Based on Irwan’s statement, the noema 
is that the price is set first. If after the sale 
of fish and traders experience a loss, the loss 
will be divided. Furthermore, the researcher 
did the epoche step to explore a deeper un-
derstanding of the picture of sipammase-ma-
se in the sharing of losses. The researchers 
also ask Irwan about the picture of sipamma-
se-mase in sharing losses in his mind. Irwan 
says as follows:

“It means… it’s not only the clients 
who feel the loss, but we as collec-
tors feel it too…. At another time, 
there will be an advantage” (Irwan)

In the interview results with Irwan abo-
ve, a phrase states: “... the loss is not only 
for the clients who feel it, but we as collectors 
feel it too.” The noesis of this expression is 
that Irwan as a collector is willing to share 
losses with the fish traders. In other words, 
Irwan is willing to feel the same thing experi-
enced by the fish traders. This willingness to 
share losses is an explicit form of awareness 
caused by his experience, which often pours 
his compassion on the collectors through 
sharing losses, which in turn forms a deeper 
awareness (noesis) that the loss is not just a 
loss of the clients who feel but as the collec-
tors should also feel the same. 

The conclusion that researchers can 
abstract (eidetic reduction) is the value of si-
pammase-mase in the form of affection is a 
sincere feeling that comes from the bottom of 
the heart and directs people to give, love, che-
rish, and be happy. Feelings of affection are 
naturally present in the depths of the human 
heart when there are feelings of compassion 
or sympathy for someone they love. The por-
trait of affection in the reflection of mutual 
help and against greed or injustice as seen in 
the determining elements of the selling price 
implemented by the informants in this stu-
dy provides an overview of the beauty of the 
portrait of the concept of the selling price set. 
The selling price set is not only aimed at ob-
taining profits that exceed the material value 
because the value of affection can strengthen 
the bonds of ukhuwah and social relations 
between fellow human beings.

Irwan’s attitude embodies the value of 
Luwu’s local wisdom, namely the sense of 
sipammase-mase given by the collectors to 
the fish traders. Furthermore, the expressi-
on above shows the true value of local wis-
dom that participates in buying and selling 
transactions between the fish traders and 
the collectors. Hopper (2017) and Rahyuda 
et al. (2019) explain that local wisdom is in-
terpreted as thinking of life, especially in eco-
nomic and accounting activities.

Sipammase-mase is one of several local 
treasure values owned by the Luwu commu-
nity, especially those working as fish traders 
at the Andi Tadda market in Palopo. The po-
sitive values of local wisdom are potential 
and basic capital in the implementation of 
daily life (Mulawarman & Kamayanti, 2015; 
Soonthornchai, 2017; Yusof et al., 2015). 
Muchlis, as Head of the market, also says as 
follows:
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“Ahh, when I was first here, the-
re were numbers of proverbs that 
I used to instill to my staff, which 
sipammase-mase (to love each ot-
her), sipakkainge’ (to remind each 
other), sipakkatau (to treat each 
other humanely) and sipakkalleb-
bi’ (to appreciate each other). Ahh, 
related to sipammase-mase, it me-
ans that we love each other, love 
each other, love each other, the-
re is no bothering to each other, 
that’s sipammase-mase. There is 
a Bugis song that says sipamma-
se-mase sipuppurellino means to 
love each other, love to love until 
the end of the world” (Muchlis).

Noema of the phrase “…related to si-
pammase mase, means that we love each ot-
her, we love each other, there is no bothering 
to each other” illustrates the existence of a 
loving relationship fostered in transactions 
between the fish traders and the collectors. 
This relationship is emphasized by the term 
“sipammase-mase” which means to love each 
other.

The noesis in the statement is the stren-
gth of the relationship, or economic interac-
tion that exists between the fish traders and 
the collectors is not only based on economic 
motives as traders and buyers but also con-
tains the values of local Luwunese wisdom 
such as the value of trust and sipamma-
se-mase which are still applied by the people 
of Luwu until now, especially in relationships 
of economic transactions between the fish 
traders and the collectors. The development 
of the discourse on cultural relations and 
accounting has also been shown through 
previous studies Amaliah & Sugianto, 2018; 
Brown & Jones, 2015; Hidayat & Triyuwono, 
2019; Zalshabila & Mulawarman, 2012. In 
line with the results of this study, (Rahayu 
et al., 2016) revealed that accounting exists 
as a formation of the local culture where ac-
counting grows. With the shift in the era that 
is increasingly rolling today, reality shows 
that accounting is not accounting itself. Ac-
counting ideally integrates with other scien-
ces to experience development and spread 
benefits to the entire universe sustainably.

In reality, the concept of the selling pri-
ce is not a form of value-free knowledge and 
practice of earning a living for a few people 
who trade fish in the Andi Tadda market lo-

cated in the town of Palopo, precisely on Andi 
Tadda Street, but instead, it is knowledge 
and practice loaded with value. This aligns 
with the expression that there is no objecti-
ve and value-free science as long as humans 
are still involved in the construction process.

Examining what the fish traders do in 
setting the selling price implies non-ma-
terial meanings. Behind the price setting, 
it refers to the meaning of the tradition fo-
llowed to give some of the wealth and give the 
fish traders love to the buyers to share their 
fortune. The family value is also reflected in 
the selling price setting, which is sometimes 
only given at a free or free price for buyers 
who have family relationships with the fish 
traders.

The fish traders also provide clues that 
the fish traders interpret a profit in material 
and non-material forms. The form of non-ma-
terial benefits is reflected through the value 
of sharing with others which are framed in 
worship to The Almighty God to get alms.

The researchers also find a different 
meaning from one of the informants regar-
ding the selling price setting. As one of the 
informants in this study, Tati interprets the 
selling price setting by including the value 
of love and good deeds in alms, which can 
be capitalistic traits in sales activities. Ac-
cording to the study results, the form of 
love and good deeds in the form of alms has 
been applied by the informant (Tati) in her 
daily selling of fish. This is reflected in the 
following statement by Tati:

“Oh, when I know that the capital 
has been obtained, the fish will be 
sold cheaper, that’s it” (Tati).

Tati’s initial statement above indicates 
noema that the fish will be “sold cheap” Ta-
ti’s statement about “sold cheap” means that 
the selling price of fish will be lower than the 
selling price that has been determined at 
the beginning, and this illustrates that Tati 
is no longer thinking about the price range 
that was set before selling the fish, the fish 
are sold cheaper if the capital has been ob-
tained. Tati’s statement impressed the rese-
archers, so the desire to know more about 
Tati’s “cheap sale” treatment is getting big-
ger. Furthermore, the researcher conducted 
an epoche stage regarding Tati’s low-cost se-
lling practices. Tati explains her statement 
regarding the fish selling cheaply she does:
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“Yes, no, if, for example, the ca-
pital has been obtained, then the 
fish will be sold cheaply, like that... 
let’s say the rest of the profit is 
sought there so that it will be sold 
cheaply... if I feel that yah thank-
fully (Alhamdulillah) my sales have 
almost reached the capital, I will 
sell cheaper if the capital is suffi-
cient” (Tati).

Tati’s statement above shows noesis the 
traditions that contain non-material valu-
es that she does in setting the selling price, 
from what Tati says it reflects that behind 
the setting of the selling price of fish, it leads 
to the meaning of the tradition that is lived 
to give love from a fish trader (Tati) to the 
buyers to share the fortune. Eidetic reducti-
on obtained from previous statements shows 
that setting the selling price applied by Tati is 
also interpreted by the researchers as a form 
of good deeds, which are alms in Islam. Sa-
daqah comes from the Arabic word “shada-
qoh,” which means a gift given by a Muslim 
to another person spontaneously and volun-
tarily without being limited by a certain time 
and amount. It also means a gift someone 
gives as a virtue hoping for Allah’s pleasure 
and reward alone. Alms in the above sense 
by the fuqaha (fiqh experts) are called sada-
qah at-tatawwu’ (spontaneous and volun-
tary alms) (Sami & Nafik, 2014). These alms 
are illustrated by Tati’s action of voluntarily 
lowering the selling price of her fish from the 
price that has been set at the beginning.

The word “alhamdulillah,” which is pre-
sent in the narrative of the informant Tati 
above, leads to the understanding that in de-
termining the selling price, it is carried out 
to carry out Allah’s commands ‘azza wa ja-
lla to seek the pleasure of Allah alone. The 
word “alhamdulillah” spoken by Tati shows 
the presence of sincerity towards what has 
been done to her customers. Sincerity as a 
form of surrender of a servant to the Crea-
tor is a form of worship that shows the full 
submission of a servant who is not interfered 
with by submission to anything other than 
Allah SWT. Shallehuddin (2016) states that 
sincerity is dedicating and orienting all ac-
tions solely to achieve the pleasure of Allah 
SWT. If it is associated with the level of spi-
ritual motivation, sincerity is the strongest 
and highest level of motivation of a human 
child. Ikhlas means making Allah the highest 
goal, carrying out the mission of life to wors-

hip Him and becoming a caliph fil ardh (Kus-
dewanti et al., 2016).

Based on the results of interviews and 
observations of the researchers, Tati usu-
ally spends time selling fish from the mor-
ning until noon and then continues from the 
afternoon until the evening. In the morning 
until noon, Tati tries to sell fish to cover the 
capital or cost of fish. After that, she tries to 
make a profit from the sale of the remaining 
fish. When the day is getting late, Tati re-
turns to selling, and if she still sells the fish 
leftover from the sale in the morning, Tati 
sells the fish by setting a lower price and ad-
ding more fish than the number of fish sold 
in the morning (before the capital returns). 
The same thing as what is done by Tati above 
is also done by another fish trader, Asri. The 
following is Asri’s statement:

“So it’s like this, if the remaining 
is profit, they are usually sold 
cheaply, the important thing is, 
it’s fast, so just sell them cheap” 
(Asri).

Asri’s statement above explicitly (noe-
ma) shows her activities, which are selling 
fish at a low price when the capital has re-
turned. What she is looking for is only the re-
maining profit. The profit referred to by Asri 
is the remaining fish that has not been sold 
after getting the sales proceeds that have co-
vered the capital. Furthermore, the researc-
hers ask Asri regarding her decision to sell 
fish cheaply after getting the sales proceeds 
that cover the capital. The researchers ask if 
she does not think about the amount of mo-
ney that could be obtained if the price was 
still sold at the same price before the sales 
proceeds do not cover the capital. Asri re-
plies:

“Ah no, the important thing is that 
it goes smoothly, money is deposi-
ted quickly, at least one box in one 
day” (Asri).

Asri’s statement above shows a slight 
difference from what is expressed by Tati. 
Noesis from that statement is Asri does not 
think about the amount of money that could 
be earned if the price of fish was still sold at 
a price set at the beginning (before the capi-
tal is returned). For Asri, the important thing 
is that the sales activity is smooth. The fish 
will be sold out quickly if it is sold cheaply, 
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and the fish will quickly pay the price, and 
at least one box of fish will sell out in a day.

The eidetic reduction that the researc-
hers abstract from the phenomenological 
study in dialogue with Asri is that Asri igno-
res the selling price set at the beginning of 
the sale. According to her, when the proceeds 
from the sale of fish have covered the capital 
or only the remaining profit is sought, the fish 
can be sold cheaper. Selling fish at low prices 
is also a form of love to the buyers. Asri feels 
that it is not important whether you want to 
make a lot of money or not. The most impor-
tant thing is that the business continuity in 
the fish trade can continue.

The statements from Tati and Asri abo-
ve show their behavior in pricing that the pri-
ce setting implemented by them is not only 
aimed to generate material profits in the form 
of money and aims to generate non-material 
profits. According to the researchers’ obser-
vations, it can be concretely illustrated that 
if the fish traders have not returned their 
capital, the traders sell tuna in one place 
for Rp20.000,00 where one place contains 
4 tuna. However, if they have earned sales 
that cover their capital, they sell tuna for 
Rp20.000,00 per place, which is usually fi-
lled with 5, 6, or even 7 fish. This is done on 
the base that their capital has been retur-
ned. The capital’s return situation is called 
the breakeven point in accounting.

The significance contained in what is 
expressed by the two fish traders (Tati and 
Asri) reflects that behind the price setting, it 
refers to the meaning of the tradition that is 
followed to make a portion of the wealth and 
give the fish traders love to the buyers to sha-
re their fortune. The value of love contained 
in the setting of the selling price of these fish 
traders makes it strong for them to live their 
lives as the fish traders, by setting prices 
with the value of love, they hope that the fish 
will be sold smoothly and the results can be 
deposited to distributor traders quickly, as 
reflected in the following expression, “Well, 
it’s like this, if the remaining is the profits, 
we usually sell them cheaply, the important 
thing is quick, just sell them cheaply”.

Working with love makes their passi-
on for earning rupiah even stronger. Love, 
according to Amaliah (2016), is a source of 
one’s affection which is manifested in real 
actions. The love and affection born at a pri-
ce set by them spread a sense of compassion 
to others, especially to fellow humans, espe-
cially the buyers, regardless of differences in 

descent, caste or religion. Meanwhile, Pal et 
al. (2012) classifies love into the form of love 
which has the same understanding as true 
love, namely the love of humanity that grows 
and develops in the heart of every human 
being, not because of the impulse of interest, 
but based on the realization that human 
beings are essentially the same.

Furthermore, the researchers find sta-
tements that are different from the previous 
informants. The researchers find other fac-
tors that cause some fish traders not to sell 
fish at the prices they set previously. Based 
on the researchers’ observations, fish will be 
sold at a lower price than the price set at the 
beginning, even unmitigatedly; fish traders 
often sell fish at a price below capital. This 
is concluded by the researchers based on the 
results of interviews from Musmuliadi, who 
says:

“Well, if the buyers are lacking, 
rather than being detained, rot-
ting, rather than staying, it is bet-
ter to sell the fish at a loss, so that 
it is sold below its capital, below 
its capital” (Musmuliadi).

In the statement above, it can be seen 
that the visible noema that the ‘rare’ factor or 
lack of buyers and the fear of rotting fish are 
factors that Musmuliadi ignores the COGS in 
setting the selling price of fish. This explicit 
awareness can be seen from Musmuliadi’s 
efforts to sell fish at low prices. The emergen-
ce of this explicit awareness is because of his 
experience to prevent damage or spoilage of 
fish. While Musmuliadi’s deeper awareness 
(noesis) can be found in his willingness to 
sell fish at a low price even at a price below 
the capital, this is a subjective awareness 
of Musmuliadi that arises due to a lack of 
buyers and fear of spoiling the fish if it is not 
sold, so Musmuliadi decided to sell fish at a 
low price, the low price even under capital. 
Muchlis also emphasizes the following:

“The X factor is, if it’s like a fish, 
for example, if it stays for a long 
time, it will rot after a long time, 
so their thinking is instead of just 
rotting, not returning the capital, 
it’s better to sell them at a lower 
price...” (Muchlis).

Muchlis’ statement shows the apparent 
noema that he is not just sitting in the room, 
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Muchlis feels responsible for observing the 
sales patterns of the fish traders so that he 
knows the factor of neglecting the COGS in 
setting the selling price which is done by one 
of the fish traders, Musmuliadi.

The X factor referred to by Muschlis con-
firms the fish sales system done by Musmu-
liadi. The two statements of the informants, 
Muchlis and Musmuliadi, indicate that there 
is negligence in calculating the COGS to set 
the selling price made by Musmuliadi. This 
neglect is based on the fluctuating situation 
of buyers, which creates a fear of fish that 
will rot if not sold at a low price. So, if few 
buyers are, the fish will be sold at a low pri-
ce, even at a price below the capital. The low 
price decision shows that COGS is not the 
main factor for Musmuliadi to set the selling 
price of fish.

Conclusions that researchers can abs-
tract (eidetic reduction) from this study are 
the fish traders, and the collectors also des-
cribe the meaning of trust values and the 
value of Luwu’s local wisdom, namely sipam-
mase-mase. Sipammase-mase describes a 
loving relationship built up in transactions 
between the fish traders and the collectors. 
This shows that the strength of the relati-
onship or economic interaction between fish 
traders and collectors is based not only on 
economic motives as traders and buyers but 
also on a form of love compassion for each 
other, which makes selfishness and materia-
lism and prosocial nature in trading increa-
singly eroded.

The characteristics inherent in fish 
collectors and traders indicate that the se-
lling price is not only concerned with the 
material, but the selling price can be deter-
mined through non-material values, namely 

the establishment of a sipammase-mase cul-
ture between collectors and fish traders. No 
less important than that is the bond of brot-
herhood by establishing harmonious relati-
onships with fellow human beings through 
the sipammase-mase culture.

Figure 2 shows that the sipammase-ma-
se culture and beliefs that have been rooted 
for hundreds or even thousands of years ago 
in the Luwu community have given spirit 
to the identity of fish collectors and traders 
in setting prices. In pricing, the sipamma-
se-mase culture is one of the most important 
cultures that play a role in its formation. The 
incarnation of sipammase-mase culture in 
the implementation, on the other hand, ins-
tills operational values in the form of values 
of love, sincerity, and compassion for justice. 
The determination of the selling price does 
not only serve to generate economic value 
but also as a field for acquiring the values of 
love, sincerity, and trust. These values grow 
and develop in a frame of life that is “untouc-
hed by heat and not weathered by rain”.

Local wisdom is a contextual thought in 
which a customary policy in an area is for-
med from the crystallization of a good habit 
and has noble value for the benefit of the 
community. The value of local wisdom in the 
form of trust and Sipammase-mase through 
love, sincerity, and compassion dampens the 
rise of capitalist values in business proces-
ses, especially buying and selling. The capi-
talist system in almost all Indonesian peo-
ple who run businesses is influenced by the 
system, except for people who have a strong 
customary system and have strong princi-
ples and implement consistently, which can 
avoid the system Rahmawati & Yusuf (2020). 
Cultural values that are implemented jointly 

Figure 2. The value of Luwu’s local wisdom in determining the selling price

Selling
Price

Trush

Sipammase
-mase

Love, Sincerity, and Compassion
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in a particular country will change the ac-
counting culture and subsequently affect the 
accounting system of the country concerned. 
The ideas that arise behind accounting prac-
tices are very important to study to be used 
as the basis for building and developing bet-
ter accounting. Accounting must be able to 
grow a plant of altruism to create peace in 
the reality of business life, especially in de-
termining selling prices. Humans have sub-
jectivity that, consciously or not, will affect 
the process of science construction. If hu-
man subjectivity is integrated into the pro-
cess, science will be loaded with humanistic 
values (Sitorus, 2015). This means that ac-
counting can be influenced by the society’s 
culture in which it is practiced. Thus, the 
methods of pricing that have been known so 
far are not absolute.

Many norms in society need to be main-
tained because they become values and cha-
racteristics that bind the brotherhood betwe-
en them and become the basis for making 
decisions in business life and other social 
life. Reflecting on the existing reality, it is ne-
cessary to present the concept of determining 
the selling price that is localized and effecti-
ve, which can provide justice for all parties 
and provide welfare for the perpetrators and 
does not justify greed in the process. Indi-
genous peoples prioritize the tranquility of a 
comfortable social life compared to capitalist 
businesses or which can create rifts betwe-
en them. External things can be filtered by 
the values they hold, which become their 
habits without having to create social con-
flicts. According to Indrayani & Harkaneri 
(2019), Ndemewah et al. (2019), and Syahyu-
ti (2016), values or norms in indigenous peo-
ples function as adhesives, filters, protectors 
and even the basis for making decisions in 
their social life.

CONCLUSION
This research finds that he fish trad-

ers tend to ignore the calculation of the Cost 
of Goods Sold (COGS) in setting the selling 
price of fish. Several nonmaterial aspects 
underlie the neglect, including the attitude 
of the fish traders, who are often grateful 
for the sales results obtained. The gratitude 
implied by them is an awareness that is ob-
tained because it has become a habit in their 
daily life to be grateful for the gifts of The Al-
mighty God to form an understanding of how 

they ignore the cost aspect that is considered 
in the COGS to determine the selling price.

The neglect of the COGS calculation can 
also be seen from the sale of fish at low pric-
es, which reflects that behind the setting of 
the selling price of fish, it leads to the mean-
ing of the tradition that is followed to do good 
deeds in the form of alms and to give love 
from a fish trader to the buyers to share their 
fortune. Not only buyers, fish traders and 
collectors also describe the meaning of trust 
and the value of local wisdom, namely si-
pammase-mase. Sipammase-mase describes 
a loving relationship built up in transactions 
between the fish traders and the collectors. 
This shows the strength of economic rela-
tions, which are based on love compassion 
for each other, which makes selfishness, ma-
terialism, and prosocial nature in trading in-
creasingly eroded. The presence of these val-
ues illustrates that setting the selling price 
of fish is not solely based on material values.
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