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PART I

INTRODUCTION

The important role that periodic and daily markets play in
economic development and social.integrétion is becoming increas-
ingly evident: developmentalists are in general agreement.that
marketing systems are critical bottlenecks to sustained growth of
the small farmer sector in most LDCs. Small farmers generally
lack access to a continuous, efficient, and viable outlet for
their surplusl production and lack of access to a reliable econ-
omic source of farm imputs. Low volume of production per farm
unit and geographic is&lation has lead to the development of inad-
equate marketing systems characterized by sporadic availability
of market intermediaries, little competition, high unit costs of

market functions and lack ¢of information.

While marketing is generally recognized as a major problem
inhibiting development of the small farm sectcr and while many
interventions in LDC marketing systems have been made in the past,
the specific parameters of the prbblem and alterﬁétive solutions
are poorly understood. In particular, little is known regarding

existing rural market structures serving the smallest farmers

lIn many of the peasant economies of the kind I am interested in,
agricultural production is generally geared towards subsistence
cultivation. ' The surplus then, refers not to the amount in
excess of personal needs of the cultivator and his family, but
to that amount which has to be converted into cash so that debts
incurred during production can be paid back or converted into
reinvestment for future production.



and the potential of interventions that might be made to induce

- desirable changes in existing structures.

In the light of the above mentioned difficulties and with
the growing interest for improving the standard of living of
the rural poor, the concern of this paper is three-—-fold: the
point of departure in this exercise shall be a critical review
of the relevant marketing literature. Having reviewed the liter-
ature I would then like to generate my own model and concepts.
The framework of analysis that I shall propose will look at the

market as an articulator of the integrated ecohomyz. The final

exercise will be to collate the different approaches and place
them within the perspectiveof development. There is an immed-
iate need for a research approach that can help ;olicy and prb-
gram officials to identify present and emerging marketing pro-
blems and . to understand the intricate, changing linkages binding

agriculture and marketing together.

‘Before proceeding to a review of the literature, I think it
is important, at this point, to establish the need for studying
rural markets since any project on rural markets should be seen
as an attempt to obtain insights into the role of marketin§ in
economic development and to evaluate efforts to foment changes

in marketing as part cf economic development programs.

2Briefly stated, the integratedeconomy comprises multiple levels
and sectors of the economy compliment one another while contri-
buting to a division of labor necessary for exchange to take
place. The function of the market in this integrated economy
will be to inter-connect the different segments of the economy
such that they are all part of the same economic process.



Marketing consists of a vital set of activities which serve
" to coordinate production and consumption. It embraces all oper-
ations and institutions involved in moving farm products from
farms to consumers, in providing production and consumption incen-
tives to producers, marketing firms, and consumers and in dis-
tributing farm supplies. Thus, marketing covers assembling,
‘transporting, processing, storing, packaging, wholesaling,
financing, retailing, market information, pricing, market
organization, competitive relationships, bargaining, selling,
procurement, product and process innovation, and exporting of
products of farm origin. It also covers the similar counter-
flow of farm supplies to farme:s. In summary, marketing is the
performance of business activities that directs the flow of
foods and services to consﬁmer or user;'there are technical
functions - of transport, storage, processing, etc. - as well

as economic and commercial fuhctions whereby the value of the
product marketed is determined and ownership transferred. Thus
the marketing process reallocates scarce resources, sets signals
about changes in supply and demand and guides future economic
activities. . Marketing'has a mobilization as well as a cobrdina—
tion function, steering production and supply with respect to

place, time, form and ownership utilities.

Indeed, marketing is one .of the dynamic forces in facilitat-
ing technological change and productive institutional arrangements-

for coordinating and organizing economic activity. Be that as




it may, much of the theoretical framework of economics tends to
assume away the dynamics of institutional and technological in-
novation which is central to economié growth. ' This suggests

-the need fof greater understanding of the complex roles of
marketing in development planning and programming: the role of
the market is a complex one and the Qarious components of the
production-distribution systems become increasingly sophisticated

with development processes.

In general there are a number of ways marketing can contri-
bute to development (Moyer 1965). Firstly, the marketing system
can reduce risks by providing more adeguate information flows
among participants in the system. In addition; it can provide
the organizational framework necessary to coordinate production
and consumption.and to ration the supply of commodities to‘con-
sumers in response to their expressed needs and wants. The market-
ing system, while drawing subsistence producers into the exchange
economy, may generate pecuniary and technological- economies,
both internal and external, for producing firms as a result of
the extension of their markets.. Marketing institutions can lower
consumer costs by improving distribution efficiency through tech-
nological innovation, more intensive resource use and less spoil-
age...We should not also forgét that marketing institutions can
be a major source of entrepreneurial talent and capital for other
sectors. of the economy. AT the same time, marketing institutions
can increase the elasticities of supply and demand by making

available new or improved products which buyers may f£ind desirable.



Last but not least, the marketing system can reduce transac-

tion and exchange costs between producers and consumers.

More specifically, markeﬁing-is related to the process of
development in-three important ways. Firstly, the marketing sys-
tem serves as a major channel for capital movément. At early
stages of development, capital in terms of food and commodities,
flews from the traditional to the advanced sector, allowing for
‘accelerated growth rates of industrialization. At later stages,
capital moves back into ‘the agricultural sector in order to
raise its productivity and level of output. Still, the next cap-
ital surplus has to be drained for fostering economic growth.
Secondly, the marketing system is a major tool for integrating
the farming community into the market economy. It liﬁks various
rural and urban areas with a network for communication and
exchange which forms the basis for coordination of social and
economic activities. Thirdly, marketing becomes. an important
economic subsector .itself.  The average.marketingyﬁargin,is, even
in .developing countries where limited services are offered,
between one-third and two-thirds of the consumer price. As the
-marketing system.expands; it provides opportunities for increased
employment and the development of an entrepreneurial spirit. The
absorbtive éapacity of labor can grow because of the extension
of the marketing system with development. At the same time, the
comparatively low labor productivity increases in.the service

sector as a whole.



In organizing the focus on rural marketing studies I shall
begin by reviewing as much of the literature on markets as will
be allowed by time. There is a large inventory of market studies
which can be identified but which unfortunately ha&e‘not been
systematically assessed. For purposes of this paper, but with
no particular criteria in mind, I have selectively reviewed diff-
erent research approaches which I have then categorized into

broad groupings.



PART II

DEFINITION AND RESEARCH APPROACHES TO THE STUDY OF MARKETS

A.  LOCATIONAL APPROACH (Spatial and temporal interrelation-

ships of markets):

. 1. Spatial Interrelationships

A number of researchers working especiallf in Mexico,
Guatemala and the Andean communities have attempted to describe
market systems in terms of a hierarchical structure of.central
places and service areas' (McBryde 1940, 145; Beals 1965a, 1965b,
1967; Hanneson 1969; Diskin 1969; Durston 1970; Nash 1966; Smith
1972; Symanski 1971, 1975). These studies .focus upon the loca-

- tion and size of market centers, the range and number of econ-
omic functions available and the interactions among centers as
measured by trader and consumer movements. In short order,
this approach focuses on the size, location and periodicity of
interrelated markets and market centers, or on tﬁé commodity
flows, trader movements, and consumer movements which link the

various markets and market centers together.

Nash (1966,;1967) looks at the Guatemalan marketing system
in terms of solar structures. Marketplaces are surrounded by
varying 'satellite' villages whose inhabitants carry on their
primary selling and buying activities in the marketplace and

various marketplaces are related to the central or primary market-




places. The hierarchy of marketplaces is then assumed to
parallel a hierarchy of classes with peasant producters 'feed-
ing' the smaller markets, which constitute the final unit in

the class structure.

Most researchers working on the locational approach have

attempted to make classifications of markets centers. Hanneson

" (1969:48) for example has introduced a four-fold classification

for his Colombian case. He also introduced the notion of (i)

~incipient centers which have only a minimal trading activity:

(ii) social centers which have small Sunday markets for petty
trading; (iii) aggregation centers primarily oriented towards
the wholesale buying of local produce for transport to large

market centers and; (iv) complex market centers which combine

the functions of all other types of market centers, concen-

- trating heavily upon both retail and wholesale functions.

Ortiz (1963; 1967; 1973), also working in Colombia, has

noted a fifth functional market center type. She recognizes a

- market type in which local exchange and the bulking or aggre-

‘gatation of local products are unimportant; instead, market

activity 1is oriented towards the sale of goods brought in from

outside the local area by outside traders.

Diskin (1969:1091-95) reporting on the Oaxacan markets dis-

tinguishes two functional market groups3. There are (1) network

3The terminclogy has been borrowed from Wolf (1966:40-48)




markets which are integrated into a regional system and which
have substantial numbers of trading intermediaries and; (ii)
sectional markets which function mainly for local inter-community
exchange and where mosl of the traders are also producers of
the-goods.they sell. Diskin has also constructed a three-level
hierarchy based on fouf criteria: (a) cultural boundaries; (b)
-sociopoligical structures; (c¢) production organization and: (d4)
idéology (Diskin 1975). The érticulating units in the market
system, each possessing a different structural configuration

correspond to the distinction between villages, towns and cities.

Beals (1967) who did his research in the same Oaxaca Valley
area as Diskin has divided the market centers into (a) local
-markets and (b) regional markets. A similar-classification has
been developed for Haiti by Moral (1965) and Mintz (1960); the
‘latter however has established .the basis for a more complex
classification of the Hatian markets. Johnson (1970) relying
héavily on information provided by Mintz (1960) has come up with
-a dendritic marketing system for Haiti. 1In this system peasant
produced goods flow directly from rural areas to urban centers
or major ports and in the process leave the domestic/peasant

economy poorly serviced and undersupplied.

2. Market Evolution

There are two standard views of market origins. One
school contends that market trade is universal; scarce goods are

always allocated in such a way that. supply and demand are
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brought into equilibrium by the relative values attached to
goods of different scarcity. Marketing systems (which can be
explained in terms of developmental stages), then develop
through changes (population pressure, social stratification,
technological change etc.) which are largely internal to the

system.

The Polanyi school on market evolution, on the other hand,
takes the substantivist stance that marketing systems are,

necessarily, post-industrial phenomena.

In any -case, using this temporal perspective in market
development, three theories have been deduced from the modles

of Christaller, Losch and Vance. In Christaller's model, rural

markets ‘are seen as being generated by urban growth. Thus the

first major center is an urban center; smaller centers are added

on to the iandScape in a concentric system. - The model intro-
duced by Losch implies that small centers are established first;
the larger ones locating in new industrial placeé; are created
as demand intensifies. Finally, Vance suggests that the first

center is an entrepot city with the next centers being either
4

points of attachment or depots for collection staples.

4Examples of the 3 different models which come to mind are:

Hausa, Inca (Chritaller), Yoruba, Maya (Losch); and Aztec
(Vance).




Working on an extension of the Vance theory and using
data from a newly settled forest region of Southeastern Ghana,

Schwimmer's (1976) evolutionary sequence begins with an ex-

ternal market. Added on, next, are small local markets followed
by a local urban center and finally ending with the establish-
ment of intermediate markets, a display of a regular central-

place hierarchy.

In the case of Puno, Peru, Appelby (1976) discovers an
evolution which begins with several urban marketplaces in
administrative centers. There then develops an urban hierarchy
(stimulated by external wholesale trade) followed by small

local markets.

Forman and Rigelhaupt (1870) have proposed a five-stage
model for the development of regional marketing systems in
northeastern Brazil. The modgl predicts a general increase .in
the importance of large scale producers and wholesalers, pro-

- fessional trading intermediaries, and urbanconsuﬁer'smarkets,
a relative decline in the important of small-scale producer-
traders and. small rural markets, and an increasing substitution
of capital for labor in the marketing process. -The marketing
chains linking producers to customers become longer and more
.complex in the early stages of the model, and then gradually

become simpler in the later stages.

Carol Smith (1973) proposes a three-stage model of develop-

ment. In the first stage, market location and type are deter-




mined by the sites and functions of the colonial capitals.

The system is elaborated in the second stage with Indian bulk-
ing centers. The third stage, or wage labor plantation era, is
characterized by the establishment of many small, retail

oriented centers.

The above two approaches to the study of the spatial and
‘temporal relationships of markets, I think, reflect the way
in which the empirical approach of microeconomic studies com-
bine with the systematic approach of microeconomic studies thus

helping bridge the gap between the two main economic analyses.

The approaches involve the utilization of regional spatial
models of economic systems to understand the workings of par-
ticular real world systems for which there are empirical data.

It involves refashioning theory where necessary to account for
the kinds of econcmic relations and behavior found. ‘What gives
the ability of the spatial-temporal approaches to market

studies to develop general models from specific ééses is the
regional economicies. recently developed-in econbmic geography

to bring theory down to a level relevant to data on empirical
cases and using field data gathered on regional economies to
bring data or empirical cases up to a level relevant to economic
theory. This matching of thecry and data helps. incorporate
sociological variables into economic models. To give an .example.
An analysis of how different market systems are patterned with-
in each other and how each center is related to.the other center(s)

such that the regional integration of the economy is affected,




is a result of a set of empirical questions. But the way in .
which the system is intégrated-influences the functioning of
the economy system; Thus, while studying the economic struc-
ture one does not . loose sight of the local-level processes with-
in this sturcuture: this complimenting of local level (micro-
level studies) and macro-level approaches provides one the
mechanism to attend to noneconomic variables while studying

economic problems.

B. STUDIES ON MARKET PERIODICITY

In relation to the above mentioned Locational Approach there
have been a number of studies concerned with the timing of the
periodic markets. Symanski (1973), for instance, working mainly
on Colombian and Jamaican data suggests. that most market centers
have a particular busy market day, each week, which can be called
the major market day. In addition there is a minimum market day,
occuring with maximum or near maximum temporal separation from

the major market day.

Extending on his hypothesis, Symanski maintains that when
a new periodic market is founded in an area which already has
periodic markets, two contrasting approaches caﬁ be adopted in
the choice of the market day for the new market. These, Symanski
describes as the "conflictive approach" and the "integrative
approach." By adopting a conflictive approach the QrganiZers
of a new market deliberately choose its market day to clash

with some or all of the neighboring markets. Here proximity is



space 1s related to proximity in time. By adopting an inte-
grative approach, the organizers of a new market choose its
market day to avoid clashes, and to maximize temporal distance
from neiéhboring markets. ' Proximity in space is inversely re-
lated to proximity in time. For any area, it is possible to
assess the degree of spatial and temporal synchronization or

integration of periodic markets.

Since the publication of Steine's (1962) seminal work on
the edonomic locational factors underlying trader mobility, a
notable debate has ensued on the reasons for the existence of
part-time and mobile traders and periodic markets.  Until 1972,
the major works were all by Africanists and Asianists. Since
then, however, Latin Americanists have entered the debéte to
emphasize and explain agglomeration tendencies of mobile and
part-time traders in periodic markets (Webber and Symanski 1973);
the evolution and development of periodic trading systems
(Plattner 1973); the role of social and cultural histrcical
.factors in the origin .and persistence of periodic markets
"(Symanski and Bromley 1974; Diskin 1975); the survival of
periodic markets in large cities (Bromley 1974); and the cog-
nitive structuring of market space using information theory

and a gravity model formalation.

C.  MARKETING CHAINS AND COMMODITY FLOWS

A number of people have examined the marketplace principally




in terms of.the role that it plays in the marketing chains
linking producers and consumers (Foster 1948; Mintz, Forman
and-Rigelhaupt 1970). Primary attention has been given to

the processes of bulking and distribution in the marketplace;
to the position of the marketp;ace; and the number of market-
place transactions in the marketing chain. 'Some of the research
has concentrated on the inter-regional trade, while others have
dealt mainly with the flow of rural products to major urban
centers. 'Most of these studies show considerable concern with
public policy oh_marketing'and with the possibilities for market-
‘ing reforms and programs to assist the flow of products, to
improve storage and processing and to prevent the occurrence of

monopsonies,. monopolies and other commerical malpractices.

In most marketing chains, fewer than half the total number
of commercial transactions take place in marketplaces. Large-
scale producers (especially in the case of plantations) can
by~pass the collecting wholesalers in the marketplace and sell
directly to distributing wholesalers. The main producers to
-sell their products in the marketplace are small farmers and
"artisans who sell either directly to consumers or other pro-

fessional market vendors and wholesalers.

The bulking of local products in the marketplace is more
.important in densely populated areas with large numbers of
- small scale producers and an equally large number of market

intermediaries. In sparsely populated areas, and where large-
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scale production predominates, most wholesalers obtain their
products by traveling to the points of production, or by
. receiving them in urban warehouses. This is not only a func-
tion of volume, but also of organization and coordination.
Products intended for export overseas are rarely bulked in
the local level marketplace which often services only for
subsistence food items and other daily necessities. On the
other hand, there is usually a tendency for local level
village markets located along the national boundaries to play
a major role in overland-commodity flows between neighboring

countries_(Whales'and Preston 1972; Narendran 1979).5-

The market6 plays a major role in wholesale and retail
distribution than in the bulking of local prcocduce. In scme
areas - especially in the case of Southeast Asian periodic
markets - almost no wholesale buying occurs in the local market-
places, and the markets are used mainly or entirely for retail

distribution. Most markets cater primarily to consumers of

perishables foodstuffs, and to lower class and. lower middle class

consumers of such durable products as clothing and hardware.

Markets are very -often also the medium for the distribution of
local craft production, thus contributing to the existence of

native cottage industries.

5Much of the trading in these frontier markets is illegal, but

the authorities concerned generally turn -a blind eye and an open
palm to the illicit international commodity flows which are
involved.

6The marketplace refers to the physical location which provides the
context for the conduct of trade; it also refers to a transac-
tiocnal state of affairs.




D. FOOD SYSTEM - SUBSYSTEM RESEARCH FOCUS

Combining concepts‘of.production and-distribuﬁion into a
systems framework, the Latin American Market Planning (LAMP)
center of Michigan State University has introduced the Food
System approach. Central to this concept is the ‘integrated
approach to diagonize problems and reform actions. Marketing
processes are thus seen as economic coordination activities at
various stages in a production - distribution channel. Market
coordination is defined as the "process in an exchange system
whereby producers, distributors, and consumers interact to
-exchange relevant market information, establish conditions of
exchange, and accomplish physical and legal transfers of

economic goods (Harrison 1966).

In diaghostic studies, LAMP is concerned both with the
micro (firm level) behavior of participants in aQricultural
prbduction-distribution systems and the macro consegquences that
occur over time. and affecttﬁmawell-being of variéﬁs participant
_groups. The approach then, includes (i) aﬁ examination of the'
food production-distribution-consumption system in a selected
market area,‘(ii) a description and analysis of the urban food
distribution system and related commodity supply subsystems to
identify potential opportunities for improvement, (iii) prepara-
. tion of similar diagnostic studies directed toward farm‘input
and consumer goods distribution, and selected public aspects of
marketing concerned with laws and regulations, information systems

and credit policies, and (iv) and evaluation of marketing system



performance that is both normative and relative (Harrison et

al. 1974).

E. DESCRIPTIVE STUDIES OF MARKETING SYSTEMS

“Traditionally this approach has been the domain of anthro-
poligis£5'who have produced a fairly large body of literature on
peasant marketplaces and traditional marketing systems (Tax 1953;
Mintz 1955, 1957, 1959, 1960, 1961; Katzin 1959, 1960; Bohanan. |
and Dalton 1965; Dewey 1962; Delshaw 1965; Wolf 1966; Davis

1973; Szanton 1972).

Anthropplogists, with the exception of those who stress. the
importance of studying rural markets in terms of a locational
process and as components of local socio-economic systems, deal
with markets as major focal points of regularized social activity
for large segments of the rural population. The market is there-
fore an indispensable mechanism for social articulation. The
exchange system regulates itself through exchange ratios
(prices) and the marketing system in genéral has different forms
of articulations with the national economy. -Within this frame-
work are included the functions of the market and the structure
of market operations, .i.e., the nature of personalism in social
-relations; role differentiation (Dewey 1962); and social differ-
entiation. (a sophisticated analysis.of social differentiation is

contained in Sol Tax' Penny Capitalism).




Descriptive studies have also been conducted by indivi-
duals from various social science disciplines on existing

arrangements for marketing specific commodities or carrying

. out selected marketing functions. Most of these studies

have been carried out by professionals in academic institutions
and their students. These studies have provided useful factual
information about existing marketing arrangements but limited
accessibility has been a major factor restricting their use by
government agencies and the private sector. In addition, many
of the studies done by economists and agricultural economists
are based upon rather simple conceptual perspectives of market
organization dominated by the perfectly competitive theoretical
model of economics. ‘And much of the research has been con-
cerned with macro issues involving the testing for conditions
of structure, conduct and performance predicted by ‘the perfectly
competitive model. A major problem with this relatively static
and macro framework is that it underplays the potential dynamic

impacts of marketing institutions in achieving development

goals regarding efficiency, growth, employment and nutrition.

There have also been useful and insightful descriptive
studies carried out by researchers that represent other social
.science perspectives. Geographers with their interest in the
location of economic activities have undertaken a large number
of descriptive studies of marketplaces, periodic markets and

itinerant traders in rural areas of developing countries.




This research is important for the development prccess because
it provides knowledge of how these traditional trading insti-
tutions function. Unfortunately, by geographers' own assess-—
ments, much of this research suffers from the inability to
offer normative solutions to questions concerning policy and

planning of marketing systems.

F. MARKET TYPOLOGY

This has once again been the realm of anthropologists, and
at that too, Africanists. The typology that I am refering to -
here. is not similar to the one that I have already discussed in
the Locaticnal Approach. Instead, what I have in mind is the
classification of economic structures, if you will, into market-

less, peripheral markets and market socieites (Bohanan and

- Dalton 1962). The thrust of this approach has been on dividing

communities into market or marketless societies by seeing if

the market is indeed a transactional area where supply and demand
converge or if it is a center for social interaction for people
from different neighborhoods. If the function of the market is
seen as tending towards social, recreational, religious and
politico-administrative activities, with the main modes of
exchange being barter, then the community is assumed to.be

marketless.




Peripheral markets are those where the transactions are
based on both barter and money and where the market takes on
limited economic functions in addition to being an important

social institution.

"Finally, .a full fledged market principle is one where the
individual actors involved in it work within a market ration-
ality, aimed at maximizing profits and minimizing costs. Aand,

money of course is the mode of exchange.

G. STUDIES ON ITINERANT MARKET TRADERS

In most market systems, professional, co-mercial inter-

- mediaries play a major role (Dewey 1962; Mintz 1965; Katzin
1958; Narendran 1979; Underwood 1960). A substantial proportion
-0f these commercial intermediaries work in two.or more different
markets, or engage in collection and distribution activities
away from the marketplace. 1In most cases, these mobile traders
are urban dwellers, but  there may be rural traders, often from
-speciélized rural producing communites. In Equador, for example,
Chota Valiey Negro women sell the avacodcs £from their valley

in many of the towns of the northern highlands (Klumpp 1970)

and Otovalo Indiana traders sell textiles produced in their
-home area over most of Equador as well as in foreign countries.

“(Preston 1963).
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Detailed case studies of individual mobile traders héve
been made by Beals (1946) and Durston (1970) in the.Tarascan
area of Central Mexico; by Chinas among the Zapotecs of the
Isthumus of Tehuatepec (1975); by Plattner in Chiapas, Mexico
{(1972); and by Xatzin (1978, 1959) in Jamaica. These studies
emphasize the elemenﬁs of hardwork, professional experience,
skill, social contacts and sheer 1luck which are required for

éuccessful mobile trading.

The spatial pattern of the mobile trader movements has been
examined by McBryde (1947), Symanski (1971: 105-127); Smith
(1972: 57-134) and Bromley (1974). Movements between coordina-
ting ecological area and production zones are particularly
important, and substantial numbers of graders combine non-market
collection and distribution operations with market trading.

Most traders who work in a local market system do not travel
around in a circular itinerary, sleeping in a different market
center each night. More commonly, they return tq_their.homes
each night and travel out early the next day to another market
center. Thus their pattern of movement is essentially radial -
outward from their home communities = rather than being circular.
Small groups.of traders from the same community or those dealing
with the séme type of merchandise travel together, but periodic

markets cannot be interpreted in terms of traveling troupes of

traders which move together from place to place in a regular cycle;

they divide their own cyclical itinaries on the basis of their

!

perceptions of opportunities and constraints and on cost benefit

considerations (Plattner 1973).




In addition to studying the market circuit of traders,
there is yet another approach which examines market traders.
Mintz (1959), in a most interesting, if not useful study,
iooks at the ways in which market vendors articulare the
different social levels as they function to distribute agricul-

tural commodities from the rural to the urban areas.

H. PRICING AND MARKETPLACE TRADE

- There are two responses to this approach.

1. In some instances, the marketplace is seen as providing
a classiC'microeconom§ for the study of the interaction of
supply and demand. This interesting in pricing is the result
of prices in marketplaces being rarely fixed, with short :periods
of bargaining normally precéeding any transactions. Among

other things, research of this kind focuses on buyer-seller

~relationships in the market and the extent to which socio-

economic personalism affects the price strucutre .{Davis' Suki'
Mintz' Pratik); the nature and extent of bargaining (i.e.
whether bargaining is over price or quantity; the nature of
transactions); the impact of ethnicity and any other social

group on trade and transactions.

A lively debate exists among economists and economic
anthropologists studying marketplace trade régarding the ex-

tent to which these markets are "perfect". Because the market-




place is based upon large numbers of simultaneous person-to-

' person transactions, there is potential for freely competitive
- trading. Where the marketplace is atomistic, open, free and
rational, prices are thought of as bsing fixed by the inimpeded
interplay of supply and demand. "Atomistic" implies that there
are a large number of independent, small-scale buyers and sellers
with no monopolistic associations. "Open" indicates that as
many buyers and sellers as wish to do so may attend the market.
"Ffee" means that prices are fixed by supply and demand forces,
and that there is an absence of oligopolistic and oligoponistic
practices. "Rational"” implies that all participants have one
basic aim in view, profit maximization. Tax‘(1953), for in-
stance, believed that Guatemalan markets possessed these char-
acterestics and were almost perfect. Katzin (1958) made a
simiiar interpretation of Jamaican markets.  Detailed counter-
arguments have been advanced for Guatemala by Church (1970) and
Swetnam (1973) and for Jamaica by Norvell and Thompson (1968).
Cook (1975), working with metate producers in Oxssa Valley,
finds that marketing is monopolistically competitive at the
inter-market level but more closely resembles perfect competi-
tion at the intra-market level of analysis. At the inter-
market level, the marketing process is monopolistically compe-
titive because of production differentiation (each area might
be agroclimatically and socio-culturally suited to producing

only one class of commodities), while at the intra-market level,




competition tends to be perfectly competitive at least in terms
of trading behavior (as measured by the degree of control over
prices exercised by sellers or buyers, which depends on the
nuﬁver of traders, the uniformity of products, and the freedom
of entry for potential traders. As Nash points out, the intra-
market level,.the process is perfectly competitive because trad-
ing activity "rests on the free interplay of buyers and sellers,
with price established through the interaction of buyers who

do not buy enough to set price with sellers who do not control

enough of the supply to set price (1966: 70).

2. The role of market price as a critical force influencing the
economic mobility'of rural development projects is, er some,

a subsidary focus on the study of rural markets (King 1974).

In contrast to the usual treatment of market price as a "space-
less" phénomenon, this appraoch emphasizes the space, form and
time dimensions of market price that play an important role in

famers' response.

The assumption the model makes is that of the perfect
market which is described as follows. Prices in different
geographic areas of a country wiil differ by not more than the
cost of transfer from one point to another. Within a -given
market area, prices will differ exactly by transfer cost from
point of production to point of consumption. Where this condi-

tion does not hold, multiple markets are said to exist.
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Similarly, prices at one point in time will not exceed prices
in a previous point in time by more than the cost of storage.
Failure of this condition to hold is evidence of distinct
markets in the time dimension. Finally, the price of a product
will differ from the price of another product derived from the
same raw product by no more than the cost of processing. Thus
the model describes price relationships among geographically
separated points in space, among different points in time, and
amdng alternative forms of a common raw product. - But then one
is left with the nagging questicn of whether this model is an
adequate representation of the product markets observed in
developing countries: it is highly possible fbr the decision
making processes of producers and marketers not to be price

oriented.7

I. INDIVIDUAL COMMODITY STUDIES

As much as grouping the different approaches into different
disciplines is.largely unsatisfactory as an analytical device,
-studies on individual commodities have, without fail, tended to
be the growing concern of agricultural economists who evaluate
local marketing conditions; analyze costs and returns of local
‘marketing activities and generally collect infiormation and obser-

vations that permit the description and diagnosis of marketing

7A self sufficient agriculture is substantially different from an

agriculture in which farm products are produced primarily for
exhcange. Similarly, in a handicraft industry artisan goods may
be sold on order instead of bheing mass produced for the general
purchaser. In these two situations it is guite possible that
price would play a minor role in short-run decisions.




problems by the agricultural commodity. In addition, in con-
structing a framework for an approach of this kind, considera-

tion is given to efficiency versus equity of local marketing

systems, and the costs of performing marketing functions such

. as storage, transporation, exchange, etc.

J. ~INCIDENTAL STUDIES

This category covers the role of marketing in economic
developmentt--Much~Qf the work is on feasibility studies pro-
viding information needed by government agencies, national
finéncial institutions and private sector investors regarding
capital investments in marketing infrast;ucture - brocessing
plants, grain storages,‘tfansportation-facilities and such like.
Such studies usually vary in scope and guality of analysis with
much of the research being carried out by private consulting
firms or professionals associated with university~based research
institutes. Due to severe time constraints heavy- reliance is
placed on the use of available secondary data, engineering esti-
mation procéduﬁes and other kinds of gualitative information
obtained through interviews. The usual problem with such studies
is that the analyses have tended to endorse capital—intensive
technologies in situations where labor-capital costs are such
that more labor-intensive technologies would be more appropriate
(Timmer 1972). At other times these feasibility type studies
have sometimes misjudged the compatibility of new capital-

intensive infrastructure with existing patterns of production,

distribution and consumption (Lele 1975).




PART III

REVIEW OF DEFINITIONS

The previous section elaborated different approaches to
studying rural markets. I fully realize that there is a
certain amount of continuity or overlap between some of the
proposed definitions: the overlap is inevitable; yet, the
~approaches have to be separated out because each reflects a
unigue attempt at obtaining insights into rural marketing

systems in different LDC's.

In the next few pages I want to review the specific para-
meters of the above approaches with the aim of establishing
the extent to which such approaches are indeed useful or, may
be, lack the necessary potential for enabling a concise and
well planned market research task. The point that has to be
kept in mind throughout this entire paper is that we are gearing
ourselves to looking at the marketing system as é-dynamic
force for rural development, not merely in terms of an academic

exercise of description and analysis.

So as to make it easier for the reader and for me, I shall
systematically reyiew each of the approachss in the order given
above in Part II. Here it will also be correct for me to point
out that being trained in anthropology my view of those approaches

which are predominantly agricultural economics in nature, may not




be gquite correct and I might not do them correct justice.
Be that as it may, I shall aim at an explanation which is not

biased.

A. The Locational Approach conceives of marketing systems as

emerging from the internal dynamics of_the peasant economy and
as integrating peasant communities into the regional economy,

it places heavy emphasis on the spatial structure of an economy
ana is .concerned with demonstrating the complex, but what is
considered to be the essentially integrated nature of economic
activity within economies at widely differing levels and scales.
For this reason, the approach emphasizes the structure, compon-

ent parts and interaction between the markets in the economy.

A locational analysis of markets, therefore, focuses upon
the location and size of market centers, the range and number of
economic functions available, and the interactions among the

centers as measured by trader and consumer movements.

The approach is extremely useful in terms of identifying
market morphology and the functional classification of markets:
at 6ne level it helps recognize the type of the market while at
another level it explains the function of the market. It is
important to understand the pattern in the arrangement of markets
in the system because it is this pattern and its economic con-

comitants which affects the ways in which commodites are




circulated throughout the area. 1In short order, a locational
analysis of maiketing‘systéms will provide necessary. informa-
tion on the economic geography of the region, the types and
nature of exchange systems in the region,.the different economic

levels and their locational relations.

In as much as it is useful, if not necessary to have a
full understanding of the location and arrangements of the
mérkets in the system, the locationai approach makes a number
of unrealistic assumptions in order to propose some general
relationships. Among the assumptions that trouble me are (1)
an isotropic landscape, (2) perfect competition among suppliers
(3) threshold governance of supplier location (4) single
suppliers for each good at each center and (5) single purposed

trips by consumers.

My difficulty then with the locational approach stems from
the proposed arrangement of the marketplaces into a hierarchy
which emphasizes vertical integration. I admit that therelis,'
‘undoubtedly, varying intensities of market activity. This is
evident_in.the size of the market and the number of vendores and
customers attending the markets. Establishing the different
levels of market activity is important because among other
things it reflects on the nature of settlement patterns, the
importance of the market, the functions of thg market and so

on, but as I discovered from my own research (Narendran 1979),




as much as there are different levels of market activity, a
hierarchy cannot be assumed in terms of commodity flows. It
.cannot and should not be assumed that all commodities will flow
through the hierarchy: the flow of one commodity need not

. necessarily coincide with another. And, if each commodity has
a different channel of flow, the marketing area for a commodity
can turn out to be discontinuous. Insteaé of moving from A to

B to C, a commodity might move from A to C, by-passing B.

Another shortcoming of the locational theory as it is
often used is its emphasis on vertical aspects of marketing
systems. My contention is that if communcations and distance
are feasible, it is most likely that much of the market trade
‘would be horizontal with producers themselves electing to sell

in marketplaces serving distant market areas.

Also, the hierarchical market structure is seen to coincide
with a class hierarchy. The marketing system is seen to be
stratifying people spatially in terms of their ldéation in
the system. Places with the highest population concentrations
have the highest purchasing capacity and the largest market
centers; centers are evenly distributed and production intensity
follows both market development and population concentrations.
Theoretically, it is difficult to refute these assumptions.

High population concentrations no doubt imply high purchasing

capacities but in the real world, in LDC's, a large percentage




of the population has a very low earning capacity in which
case then the levei of market activity is not proportional

to the size of the population.

As regardsthe evolutionary approach to market development,
it is rather suspect because each marketing system will un-
doubtedly dévelop on its own accord and its evolution will
depend on variables which are unigque to the situation. Further-
more, there need not always be a unilinear development from
smaller centers to larger centers. In some situations markets
arise because they are located in the confluence of important
trade centers while in other situations markets are set up
for pol;Pical/administrative reasons. It is therefore use-
less to come up with a single evolutionary model for market

deve lopment.

B. The Locational Approach stresses the spatial articulation

of markets; market periodicity, on the other hand, stresses.
the temporal nature of the system - it provides information

on the way in which a market places are coordinated and on

the marketing circuit ¢f the traders who serve the market
places. But, in as much as an analysis of this nature reveals
the ways in which the different markets in the system integrate
with each other in terms of.ﬁemporal synchronization, it fails
to inform on the functioning of the market itself. We are

then faced with a number of questions, one of which is: "Of
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what importance is market periodicity if we do not know what
the nature of market activity is; what kinds of commercial
relationships exist between the markets in the system or, even

simply, the internal structuring of the market?"

Information on market mobility is useful because it
explains the fluidity of the marketing system such as it
allows for traders to serve the different markets. It also
means that the marketing system allows for commodities originat-
ing from beyond the area to be circulated within it. This fact
_’alone has a number of implications - I shall however leave this
to be discussed later on in the paper. Nonetheless, I would
1like to point out that if a locational analysis is combined
with a study of market periodicity we will have a very dynamic
explanation of.the ways in which markets in an area are system-
atically integrated with each other and a broader economy - the
way in which the system is integrated will influence the opera-

‘tion of the economic system as a whole.

C. In studies of Marketing Chains and Commodity Flows the
market is seen as the way station in the flow of commodities
between producers and consumers = it is an articulating
mechanism. Viewed as such,'research‘can then be focused in
terms of the kinds of transactions that occur within the market-
place. Also, the kind of processes that occur within the market

reflects the social and economic environment of the population




it serves. If the marketplace serves primarily as a retail
center, it could, among other things, mean that the level of
market activity is low or that the population is either mostly
subsistence or cash oriented. 'In the éase of the former it
‘should not be surprising to find low levels of market activity
because the populace is self sufficient and markets only that
amount which is the surplus or that amount which needs to be
converted to caéh to pay debts. The market serving an area
which specializes in cash crops will function mainly as a re-
tail center because most of the daily requirements will have
to be brought: in from elsewhere. On the other hand the market
could be large enough to be able to serve a hinterland popula-
tion in which case the market will, in addition to begin a
retail center, also be a redistribution center for other secon-

dary markets in the area.

In any case, an analysis of marketing chains and commodity
flows provides a medium for understanding more camprehensively,
if .not more accurately, the makings.of a rural marketing system.
It, however, lacks dynamism as a total approach to studying
the rural markets of LDC's because by emphasizing only on

commodity flows and food chains it overlooks:

l. The importance of the spatial location of the markets in
relation to other markets; (2) the function of the markets

beyond simply being modes in the commodity flows and;  (3) the



behavioral characteristics of the participants in the ﬁarketing
system. These are but only three of the many issues which the
marketing chains and commodity flows approach, unfortunately,

. de~emphasizes or makes no mention of. Thus, it has very limited
use and when strategizing for market development the usefulness
of the approach can be appreciated only in conjunction with a

number of other ways of looking at markets.

D;. LAMP's integrated approach is one of the best approaches

I have seen thus far. Combining concepts of production and
distribution, the conceptual f;amework provides for studying
rural food distribution 55~components of regicnal and national
food systems. Marketing and geography principles are also
identified and this is helpful in focusing research on relevant

variables and critical linkages.

There are however a few problems which put limitations on
the approach. First, the approach proposes that .the foéal point
of analysis be shifted from farms and firms acting as individuals
to one of them acting. as a group exchanging products and services
in order to satisfy a final channel demand. If, on the other
-hand, emphasis is on an-integfated research methodology and
the analytical framework is organized ot permit a clearer under-
standing of the interdependence of closely related activities,
then the emphasis should be on showing the variability that

exists between individual participants and not treat all the



- participants as a single homogenous entity. This problem
becomes even more complex in the rural situation where the
producer_is'often the distributor and consumer all at the

same time. So, what the appreach should include is informa-
tion about participants, functions performed .and the impor-
tance of the services provided: marketing activities are per-
formed by large numbers of independent agents widely separated
through space and time. Those who perform marketing activities
are bound together in a-highly complex and dynamic system of

-interaction and reaction.

A principal goal of the LAMP research is to discover exist-
ing barriers to more effective vertical coordination. This
overshadows the interesting, if not more important, coordina-
tions that exist at the horizontal level - the movement of food
between secondary markets in the region, for instance. ' The
assumption that all food will move from the rural area to the
urban area is a false assumption. Also, as much .as there are
constraints to vertical coordination, there are constraints on
horizontal coordination too - constraints which are ecological,

social and in some cases, even cultura.8

8It,cannot be assumed that the region under study is homogeneous

productive arrangements, for instance, might vary because of
different ecological influences.



This marketing research framework identifies commodity and
distribution subsystems within a national geographical con-
text. °‘From my own experiences I have found that food chains
are not bound by a geographical area. - This becomes especially
apparent in markets located along a national boundary. In-
eritably there will be a fair amount of exchange - granted,
illegaly - between such strategically placed markets. Further-
" more, even if the approach specifies components of the economy
-as.production, transfer, utilization and.distribution, and
provides én analysis in terms of output and pricing, it does
not provide the means for looking at economic relationships

between various groups of people who facilitate in the produc-

tion and circulation of commodities.

All in all, the analysis is useful in defining market
studies vis-a-vis an integrated systems approcach. It can be
made ven more useful if additional focus is on the micro behavior
of the participants in the marketing system. Only then, to my.
"mind, can the aggregate functions of the market be more fully

understood.

E. Descriptive Studies provide explanations which are color-
ful accounts of the marketplace but hardly explains the pro-
cesses involved in the interaction between production and
exchange spheres. The description and analysis of the markets

usually begin at the marketplace itself and very little informa-



tion is provided as to from where thé commodities sold in the
market arrive, and who are responsible for channeling them to
the market. Thus, while the‘approaéh is:important. and useful

it does not quite deal with such problems as need to relate
restrictive focus on markets and marketing to broader concerns
of economy - social articulation and socio-economic develop-
ment. Even if the approach specifiés the compohents of the
economy at production, transfer, utilization and distribution,
and provides for a framework for analysis in terms of output

and pricing, it does not prévide'the means for looking at
economic relationships betwseen various groups of people who
facilitate in the production and circulation of commodities.

It is my contention ‘that these economic relationships are
important because in any economy there is multi-ethnic (multi-
class) participation and each group tends to dominate a different
economic sector. The nature of this important relationship will
affect the structure of the economy in general and the market

in particular.

F. . Market typologies, I am afraid, do not have any functional
uses beyond. being academic exercises which very often become
ideological commitments of some anthropologists, and for that
matter some economists too. I have difficulty with classify-
ing economic structures in relation to a limited number of var-
iables. To assume that in a fully develdped market the only

mode of transaction is money is wrong because, as we all know,




in a market situation it is not unusual to have barter exchanges.

Also, not all exchanges take place within the marketplace -

" there can be all kinds of economic transactions between social

units functioning beyond the marketplace.

Typologies can be problematic in tefms of definitions
too. A market situation in one community might not be so in
another community. It would not be os use defining markets in
abstract terms because such abstractions do not explain the
variations and the uhiqueness of each market in the system. On
the other hand a typology can be useful in terms of conceptional-
izing the marketing system. It.should, however, be used only
for an analysis in terms of output and pricing; it does not
provide the means for looking at economic relationships between
various groups of people who facilitate in the production and
circulation of commodities. It is my contention that these
economic relationships are important because in any economy there
is multi-ethnic (multi-class) participation and each group tends
to dominate a different economic sector: the nature of this
relationship will affect the structure of the economy in general

and the market in particular.

F. - Market typologies, I am afraid, do not have any functional

uses beyond being academic exercises which very often become

- ideological commitments of some. I have difficultly with

classifying economic structures in relation to a limited number

of variables. To assume that in a fully developed market the




only mode of transaction is money is wrong because, as we all
know, in a market situation it is not unusual to have barter
exchanges; an exchange of gifts, for ihstance. Also, not all
exéhanges take place within the marketplace - there can be all
kinds of economic transactions between social units function-

ing beyond the marketplace but which affect commodity flows.

Typologies can be problematic in terms of definitions too.
A market situation in one community might not be so in another
coﬁmunity. It would not be of use to define markets in abstract
terms because such abstractions do not explain the variations
and the unigqueness of each market in the system. On the other
hand a typology can be useful in. terms of conqeptionalizing
the marketing system but it should be used only as an analytical
tool, a conceptual framework. The task then is not to fit a
particular market situation into the typology but to extract
out those variables in the real market which are not fcund in
the typology and to provide an explanation as to why these var-
iables make the market unique. As such then we should be able
to get . added information on the way in which these tradiational

trading institutions function.

G. Like most of the approaches I have discussed above,‘studies
on itinerant market traders provide only a fraction of the
total picture. First of all, the analysis'is limited only to

market traders who travel on a circuit. . This unfortunately
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limits the analysis to periodic markets. As much as periodic
markets are of more frequent occurence in the rural areas,
there are daily marekts too; and in ‘such marekts a good many
-of the vendors are professional and stationary and they per-
form important functions - breaking bulk, for instance. The
tracing of the commercial routes of the market traders'provides
factual information on commodity flows, but to understand the
commodity flows we also have to know where they originate from -

!

and how they reach the hands of the market traders.

H.I.J. I shall defer a review of these last three approaches
till after I present my own thoughts on rural marketing sys-
tems. ' Also, the reviews will appear more meaningful in the

section on agricultural mérketing in development.

Now that I have presented approaches to the study of rural
marketing systems, I would like to generate my own model which,
I shall be guick to point out, is in no way unigue or.novel;
it expands on and includes the different approaches that have

. been discussed above.

Among other things, I am proposing an integrated approach9
which regards the marketing system as a primary mechanism for
coérdinating production, distribution, and consumption activities.
When viewed in thsi manner,.marketing would include the exchange

activities associated with the transfer of property rights to

9An approach similar to the "Systems Approach" introducted by
"Michigan State University



commodities; the physical handling of products and the insti-
tutional arrangements for facilitating these activities.

Hence, marketing should be considered as part of the set of
‘activities coordinating various stages in a production-consump-
tion-distribution channel. 1In this context then, it is useless
to try to establish an arbitrary definitional division between.

"production" and "marketing”.

My model focuses on the market within the context of both
the production and exchange spheres which from my own research
experience and from the literature on rural markets in third
world countries, is controlled by different ethnic groups.
Because of the intricate mix of economics and ethniéity, the
model will have relevance to an analysis of the nature of
incorporation of the different segments of an economy as well
as the nature of integrative and conflictual relationships
between the ethnic groups particpating in the economic system.
- The resultant analysis that emerges from the study should help
in the understanding of how the market_articulétes between
social groups which vary in their productive roles, in their
differential accesses to wealth, capital; social status and
ethnicity. At the same time, an analysis of the market within
the context of an integrated economy with different setments
tending to be controlled by different ethnic groups throws light
on the nature of regularized socio-economic activity in the

locality.




As I had mentioned earlier on in the paper, I propose
to look at the market as an articulator‘of the integrated
economy, a notion which I introduce to emphasize the inter-
play between ethnicity and economics. In this integrated
-economy then, all categories in the economy, irrespective of
ethnicity, are combined to form a single continﬁous process
with the market articulating the categories. These economic
categories will compliment one another, fulfill differentiated
roles and contribute to a diwvision of labor necessary for

exchange to take place.

The market articulates between the economic categories in
the integrated economy such that the categories are part of an
economic process which creates and maintéins a chain of ecohomic
roles. These roles function predominantly in the marketing
system where they are responsible for the flow fo commodities,
i.e., consumer goods and resources between the different economic
sectors. . Thus built into the theory of the integrated economy
will be an analysis of spatially and temporally organized sets
of marketplaces which channel the flow of goods and services,
both horizontal and vertical tﬁrough different sectors in the
economy. The market is the transactional area where the forces
of supply and demand converge and are manifested in trading
behavior. The market area is the way station in the flow of pro-

ducts between producers and consumers in different socio-economic




levels.’ The marketing system on the other hand, results in
material flows propelled by a series of acts of communcation

and decision making: people and commodities move between
different sites and different socio-economic groups in the

area in measurable gquantities but not in patterned ways; it

is generated through-a series of multiple buyer-seller transac-
tions occuring in marketplaces and resulting in distribution in
various marketplces. Theoretically, however, a market for a
particular commodity can be posited independent of either market-
- palce or market area, i.e., simply as a transactional area

where the forces of supply and demand converge and are manifested

in trading behavior.

If marketing is the major focal point of regularized social
activity for large segments of the rural population of develop-
ing nations, then it is an indispensable mechanism for social
articulations; it serves as an arena for interaction between
members of various ethnic groups and classes. The marketplace
is not the only mechanism for distribution, but is important
enough to reveal the form in which people make products avail-

" able and acquire products for consumption and embodies the
economic¢ organization of each district and locality. But, I
should be guick to point out that in as much as there can be

an integrated economy with the market articulating the different
sectors into a eréndency relationship, the entire economic

system can be discontinuous, because the economy has different



modes of production as well as different means of channeling
the flows of commodities. At the same time, outside the economic
sphere, or even the marketing system, processes of articula-
tion and intéraction between the different social and ethnic

groups can be and are in fact conflictual.

Since a spatially stratified marketing system clouds the
heterogeneity that is bound to prevail in a community_while also
assuming, rather misleadingly, I am afraid, a systematic and
patterned flow of goods and services through these markets, the
model of marketing which I generate does not posit a hierarchy
of marketplaces. Instead, it constitutes a market circuit
through which commodities mdve horizontally and vertically,
eventually arriving at urban concentrations through the contin-
ual change of hands of a variety of middlement (Mellr 1966: 341;
Chayanov 1966: 258; Dewey 1962). There are distinguishable levels
of market activity, but the marketplaces are not laid out in a
"nested" arrangement where the goods move in a step-like fashioﬁ
from lower to highef levels of market activity and integration as
they approach urban centers. The tracing of commodity flows
together with a detailed analysis of the marketing system of an
area will provide a focus on the convergence of the interests of
social and economic classes and their rgpresentatives. It pro-
vides a device for looking at the nature of commercial exploiﬁa—

tion of once class by another or one ethnic group by another



while also shedding light on the nature of economic mobility
for members of different groups. The market system may serve

to level or make classes and ethnic groups more distinct.

Having defined the integrated economy and the marketing
system, the implications of the definitions are that the models
which they generate are not static, structural descriptions of
peasant economies- and economic exchange (cf. Davis 1973; Dewey
1962; Széntar). Such explanations while providing colorful
accounts of the marketplace hardly explain the process involved
in- the interaction between the production and exchange spheres
(the description and analysis of theée markets usually being at
the marketplace itself and very little information is provided
as to from where the commodities sold in the markets arrive and
who are responsible for channeling them to the market), the
prdcesqes and people involved in the circulation of commodities,
the nature and amounts of commodities available from within the
community and from outside, etc. Improving on the earlier market
studies, my model of the marketing system énd the integrated
economy as processual mechanisms defined the on-going process
between separate social groups which vary in their productive
roles in their differential accesses to wealth . and capital, .
social status and in political power too. The kinds of economic
relationships that result from an analysis of marketing and the
flows of goods through sets of sets of economic practices that

ensure and maintain production and distribution. The nature of




articulation will help define the community in terms of occupa-
" tions, productive arrangements and also, the distributive system

through which needed commodities are allocated.

The marketplace which is the primary locus of trade, pro-
vides an arena’where the diverse interests of the peasantry,
traders and officials ares pitted against each other and exposed.
Through marketplaces, certain economic processes are definitely
visible and approachable empirically. The commodity flow is a
process of socio—economic formation that integrates local and
supra-local levels of integration. And the significance of the
market lies in the relationship it reinforces in its capacity
as a mechanism that facilitates the commodity flows while artic-
ulating the different economic sectors into an integrated whole.
The concept of commodity flows is not a new one. I borrow the
idea from Skinner (1964) and central place theorists (cf. Smith
1975) among others, all of whom look at economic exchange as
being processual. Unfortunately, as much as these people are
concerned with the movement of goods and services through net-
works and modes, their conceptual framework of.the spatial arrange-
ment of the marketing system immediately assumes commodity £lows
which are patterned, moving in a systematic, vertical way from
lower order markets to higher order ones and vice versa - the

~movement being determined by the nature of the commodity. It is




my contention however that commodities do not necessarily flow
in patterned ways and not all commodities will flow through

the same channels. Also, different classes of commodities are
demanded in different markets. Thus, my reason for net wanting

to look at markets as. being arranged in some kind of hierarchy.

In the light of the above discussion and wanting to emphasize
the economy as an ongoing process, I propose the model of
commodity flows, marketing systems -and the integrated economy.
This model should be able to guide research into:the series of
regularized relationship.- both conflictual and integrative -
between groups of people and levels of institutions of the
society. Hopefully, the model opens up new areas in the  study
of aﬁ economic system as a proCess which helps stress at the
analystical level, differences which at the empirical level may

be slight.

The research should aim at isolating and then analyzing
different kinds of trade - commercial ties, in téims of the kinds
of goods moving in and out of the markét and the hinterland of
an ethnically plural town. We have to ascertain which goods enter
the system through production and which are impgrtant and the
- extent and nature of the transactions bylwhich they move through
the system to the point of consumption. Here we will have to
identify the people who participate in the system;. their varied
roles as producers; intermediaries, vendors and consumers., At
the same time we will identify the various lccations of market-

int activities.



PART VI

CONCLUSION

This paper has gone too long and the arguments are becom-
ing blured for that reason. Also, since everything I want to
say has élready been said, it now leaves for me to say that the
best way to handle a marketing research is to regard the market-
ing system as a primary mechanism for coordinating production,
distribution, and consumption activities. When viewed in this
manner, marketing would include the exchange activities associated
with the transfer of property rights to commodities, the physical
handling of products and the institutional arrangements for facili-
tating these activities. Hence, marketing should be considered as
part of the set of activities coordinating various stages in a
production-distribution channel. 1In this context it is useless to
try to establish an arbitrary definitional division between
"production” and "marketing." For this reason alone, I would
rather not subscribe to definitions of agricultural marketing that
are limited to the activities that occur after the products pass

through the "farm gate."

In the light of the above mentioned, I shall suggest that in
strategies for market development in LDCs we must concern our-
selves with the micro-behavior of participants in agricultural-
production distribution systems and the more macro conseguences

that occur over time and space and which affect the well-being




of various participant groups, such as consumers, retailers, whole-
sales, processors, assemblers and farmers. I am not suggesting
that the performance of agricultural marketing systems is more
important than the performance of many other aspects of the
economic system. In fact it is my belief that a substantial
complimentarity exists within the economy:  poor performancé

in one. subsystem of the economy limits the potential performance

of another. Thus the interrelationships among the subsystems of
the economy becomes very important, and meaningful analysis for
planning is not easily bounded. Recognizing this I have adopted

the integrated approach.

Much of the research that has already been done in rural
development has convinced me that the interdependency consiaerd—
tions that are being proposed in this paper are critical in
understanding the improving the performance of-the markeﬁing system
in particular and the agricultural production-distribution system
in general. For example, the development of low-cost food re-
tailers in low income neighborhoods is dependent on the assurance
that a market will exist for his services. Thus; neither the
lower cost retailer nor. the wholesaler institution is. likely to
develop in isolation. Both must move together, although
either may initiate the movement toward an organized wholesale-

retail chain.
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Future Research Needs

There are several areas thét can be identified for greater
attention in future fesearch. Probably the most fundamental
issue that has captured_the attention of the international
development community centers around the observed ineffective-
"ness of past development programs to improve the relative, or
in' some cases, the actual well being of the poor majority in
the LDCs. In the poorest countries there is a high concentra-
tion of the poor in rural areas. and the rapid migration of the
rural poor toward urban centers creates serious employment and
related social and political difficulties. 2As a result, there
has been a significant policy reorientation in international
development assisﬁance.agencies and in many of the less develop-
ed countries. And while there is a continuing debate over the
appropriate strategy for promoting the desired rural development,
there is general agreement that the fundamental issue is how

to promote both growth and equity.

In this context the question arises as to how changes in
-marketing institutions might make greater contributions toward
improvements in economic and social conditions in rural areas
while also contributing to broader goals of holding down food
prices to families in rural and urban areas. To support such

an objective, additional field research is needed to identify
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alternative opportunities'for improving the effectiveness of
rural'marketing systems within more comprehensive rural
development progfams_designed for particular country situations.
- Primary emphasis is needed on better understanding the micro
relations of both agricultural production and marketing in

rural areas, and to explore the equity and efficiency implica-
tions of alternative marketing arrangements. It is essential

to better understand how the effectiveness of marketing services
influences supply response. For example, what effect does market
information have on market risk and uncertainty associated with
both small and large farmers' adoption of new agricultural
production technology and farm level enterprise selection? There
is the critical guestion of understanding ‘the role of local in-
put marketing services in reducing costs, as well as risk and
unéertainty; associated with obtaining and correctly using new
agricultural production inputs. There is also the guestion of
learning how to better coordinate planned output expansion with
market demand potential, even though there is generally very
inadeqguate information regarding characteristics of demand. This
is particularly important for many of the rural development
schemes which seek to raise small farmer income via high level
crop production such as fruits and vegetables, and meats. High
mérketing costs, risky market transaction channels, and under-
specified quality characteristics for these products can quickly
.dampen priceband other demand incentrives for farmers, especially
for smaller ones who tend to have less individual cdntrol over

marketing methods and higher marketing costs due to smaller unit

sales.



In ordef to develop the broad analytical framework which
is needed to understand the equity and growth concerns, it is
necessary to focus on the operation of the marketing system in
terms of the distribution of wealth and incoﬁe; access to
government sefvices, and political power; social status and
organization; geographic considerations; and technical perfor-

mance.

There is a growing interest among other social science
researchers (geography, anthropology, sociology and political
science) in exploring various:aspects of the rural community that
might be relevant to the development of more realistic and effec-
tive development efforts. -This suggests an opportunity for
increased collaboration or at least a greatef degree of communiéa—
tion and coordination between marketing economists and other
social science researchers attempting to deal with the very
complex rural development issues which include marketing insti-

tutions.

Another area of relative neglect is the back flow (or within
rural.area flow) of food, other consumers goods and agricultural
inputs through a hierarchical set of trading arrangemenﬁs which
link individual farmers and small villages to larger villages,
and to major urban centers. The effectiveness of this portion
of the agricultural marketing system can have a major impact on
the well-being éf rural people and on the growth and development

of economic activity in rural areas. For example, there is a




need to understand how the type and effectiveness of marketing/
distribution services influences the mix and quality of foods
marketed in rural areés, and how these services influence far-
mers' ability_to specialize in fewer enterprises. Recently,
researchers have begun to focus on understanding rural demand
and consumption linkages for nonfcod inputs and consumer goods.
These are an important source of demand for industrialization if
products are well matched to local effective demand character-
istics. However, more research-is_needed to understand how to
promote the organization of lower cost mass distribution services

of these products to rural and urban consumers.

Yet another area for future research is exploring the
relationship between nutrition and marketing services, and their
combined effect on the welfare of different_consumer and pro- -
ducer groups. Nutrition studies are increasingly being rede-
fined to include a broader set of wvariables instead of the
isolated factors of health or macro food supply. . When subsis-
tencé rural households are encouraged to increase their cash
incomes by producing food and/or cash crops for sale, improved
nutrition may be achieved only if necessary foods are available
at reasonable costs, and in nutritious and consumable forms for
purchasing by these households. Cbviously, the extent to which
rural food distribution services are in effect and high cost
will influence both the gquantity and quality of products available

locally as well as reduce the real purchasing power of rural consumers.




At the same time, it is well established that the large
and rapidly growing group of low income consumers in major urban
centers of the LDC countries allocate high portions of their
cash income to purchased food which they tend to prdcure from
small scale urban retailers located in marketplace stalls and
neighborhood shops. Among all urban food retailers, however,
these smaller scale merchants tend to have higher costs of
operation and more difficulty coordinating with urban and rural
.whdlesale suppliers for the provision of the mix of foods demand-
ed byutheir~¢ustomers. Unfortunately, this group of small urban
retailers have not received adequate research and development
program assistance, while. the urban m;rketing reforms undertaken
have tended to benefit larger scale retailers and wholesalers who
serve middle and high income.consumérs. There is a need for
research to determine how small scale food retailing in both
rural and urban areas can be improved through managerial and
technoiogical innovations which reflect each country's labor
and capital endowments and which contribute to more effective,
vertical market channel coordination linking small scale mer-

.chants and farmers.

Public and semi-public enterprises play an important role
in the égricultural marketing systems of many less developed
countries. - Their functions often iﬁvolve the purchase,; storage and
distribution of large volumes of domestically_produced staple
food commodities and the importation of additional food supplies.
In several instances, parastatal enterprises have a central role

in the development of export oriented agricultural commedity



systems. Due to size and nature of these public enterprises

it is difficult to achieve and maintain high levels of economic
performance. = There are the usual internal organization and
management problems that should be attended with a continuing
applied research and educational program. But there are larger,
more troublesome problems regarding the appropriate role of the
public agency in relation to the private sector, the distortion
of ;eal price-cost relationships through the use of taxing and
subsidy powers and the ever present possiblity of'political
manipulation and corruption where large amounts of money and
commodities are being handled. This is an area that needs care-
- ful evaluations through a series of case studies from which a
set of guidelines might be derived for the organization and
operation of parastatal enterprises within a more global food

system development strategy.

It is obvious that everything cannot be taken into consid-
eration in analysis and planning; there must be some bounds. To
start of ‘then, the system should be first defined in terms of
.direct market participants (consumers, retailers, wholesalers,
assemblers, processors, truckers and producers).. The research
can then be expanded, depending on the country studied, to con-
sider external eiements which are felt to most directly affect
the performance of traditional marketing participants. Within
this framework, the relevant objectives for market development

work would be:
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l. To achieve an abundant nutritious and reliable food

supply at economical prices. A variation of’ this objective is

to stimulate food production and distribution to provide nutri-

tionally adequate diets for all,

2.  To promote and facilitate the production and distribu-
tion of the combination of foods and related services that best

reflect consumer performance and the relative production costs,

3. To stimulate the development and adoption of appropriate
technologies. and organizational arrangements that will lead to
increased resource productivity in all aspects of food production

.and distribution,

4. To stimulate the creation of productive and remunerative

employment opportunities,

5. To increase the level of farmer income,

/

6. To create the conditions necessary to ensure the develop-
ment of equitable and competitive exchange relationships in agric-

ultural markets,

7. To discourage the uneconomic uses and spoilation of nat-

ural resources and the environment.

The gquestion of small farmer access of markets should be
the principal focus ogq the investigation, forcing analysis to

relate to all ‘questions of market structures and market participa-
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tion. As such then, what is desired is a shift away from pure
market efficiency gquestions to eguity questions from the point

of view of the disadvantaged small farmer and the rural poor.

Within the above mentioned analytical approach, research

should be directed to the following:

1. An analytical description of the purpose and output
of the mafketing project - i.e. whether, for instance, the aim
is to set up a marketing cooperative and if so, what kind (A.I.D.
for example is trying to work out on a livestock marketing coopera-
tive in Sudan; there ié another project going on in Thailand on
- setting up a4 rural financial: market which will provide the small

farmer with .credit facilities),

2. A roster of the marketing problems to be considered.
From experience I think one of the serious problems marketing
projects are facing is the lack of any focus on the kinds of pro-
blems .that prevail. It is here that I have found it most useful
to ﬁhink of the integrated economy and the market as an articulator
of the integrated economy. It is no_use.talking of how poor the
infrastructure ié and how an improvement of the infrastructure
will help ease small farmer access to the market if we are not
concerned with, say, the nature of ethnic participatioﬁ-in the

marketing system,
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3. In depth case studies whicn will provide the data
needed on existing marketing.problemsfand‘patterns. In addi-
tion, case studies will help £fill the gap in information avail-~

able through existing literature and studies and projects.

The data thus generated, combined with available existing
" information will provide the foundation for the deveiopment of a
set of useful generalizétions about social and economic trade-offs
inherent in alternative marketing systems implemented in the var-

ious socio-~economic environments.

As an extension of the integrated approach, .the complexi-
ties of the marketing system and the interrelationships between

economic activity, the legal system, the culture, communications,

~etc. leads to the concept of an inter-disciplinary team approach

for research organization. There is, at the same time, a need

for the simultaneous presentation of data. Economists, for
example, often say that they cannot use the microscopic data of

the anthropologist for policy purpose; likewise tﬁé anthropologists
tend to ignore the macro effects of the marketing system. - In both
cases, each discipline has tended to reject a useful body of

- knowledge for understanding the needs of the small farmer.

When forming a team.therefore, each discipline should make an im-

pact from the beginning of the project design stage.




- 60 -

The choice and size of the task force will depend on the
budget and the specifics of what is to be étudied. Neverthe-
less, experiences show that often a newly éreated institution
develops its own interests, quite different from those who it

was designed to serve.

In forﬁultating mafketing-policy,-I suggest that a target
group or groups be identified (eg. the small farmer versus the
large farmer). Each group has different types of problems. In
.addition, national goals and objectives would vary from group to
.group. Once it is known what a government wishes to accomplish,
with say small farmers,rthe possible contributions of the market
'syétems towards the fulfillment of these objectives can be spelled
out. -When designing market'polléy, the existing traditional in-
stitutions and their functions should be understood and accounted

for in any proposed change.

In terms of project intervention .we have to probe the market-

ing process at different levels of operation with different tools

of analysis seeking ‘insights into the operation and structure of

the system and. its resulting performance. Suggestions of the

different levels are:

(i) The task environment of the small farmer - heré we

use case studies and the anthropologist.

(ii) A profile of the small farmer in relation to a system

bigger than his community itself. A case study should

" be able to provide this information but at the same
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time we will need the help of the political'scientist
to focus on the kinds of power relationships between

the community and larger national institutions. The

agricultural economist can focus on the impact of

production on the markets.

Marketing institutions. At this level we need the

combined effort of the entire task fdrce. The anthro-
pologist shall look into the different kinds of rela-
tionships between market vendors, between the different
markets in the system and in the region; the political
scientist will still focus on power relationships but

at a broader and higher level; finally, the agricultural
economist will show the way in which the entire market-

ing system works.

Forcing analysis at different levels we are able to

see how the market articulates itself with the region,

‘the nation and even the international scene. . This

then will provide information on constraints to the
marketing_system and/or how to plan out the appropriate
strategy for intervention é,e., do we .concentrate on

the level of the local markets and try, for instance,

to provide credit facilities to the small market farmer/
market vendor or do we instead plan to integrate the
local market to the larger economy so that the farmer

has access to a bigger demand for his produce.



All said and done, the problem of market developﬁent is
not a simple one. Comprehensive marketing reform programs like
many other basic economic development activities can only be
achieved over a long period of time. Also, a meaningful market
refor is no easy task, a substantial intellectual commitment has
to be made by everyone concerned. . Scarce human, financial, and
political resocurces must be allocated to programs which are
often institutional, rather than physical in nature. Continuity
and‘dommitment are critical. The task is éhallenging; but the

rewards, I believe, are exciting.
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