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Introduction

The majority of buyer-seller transaction among the impoverished takes 
place in distinctive, socially ingrained contexts that are effectively unofficial 
markets in many developing nations. The results of a thorough in-person 
investigation into a South Indian subsistence market conducted under the 
informal economy are presented in this article. The authors define seven 
themes that describe the subsistence marketplace framework, buyer-seller 
interactions within them, and particular features of exchange through interviews 
with consumers and proprietors of survivalist microenterprises. They argue 
that business policy in developing nations should aim to empower subsistence 
entrepreneurs and consumers, embrace emergent solutions, assist in bridging 
the informal and formal economies, and adopt a bottom-up orientation to policy 
development based on these findings as well as theories of social capital and 
consumption in poverty. The study's findings provide crucial. More than 40% 
of the world's population, or around 2.7 billion people, live in poor nations and 
now subsist on less than $2 per day, according to the World Bank. However, 
the majority do not yet profit economically from modern corporate innovation. 
Recent studies on "subsistence marketplaces" and "bottom-of-the-pyramid" 
(BoP) markets" have sought to clarify how businesses might help reduce 
poverty, the latter from a particularly marketing-focused viewpoint. However, 
governments and related organisations' public policy has not received much 
support [1].

The usefulness of traditional business and marketing theory in directing 
policy ideas is diminished. People turn to a parallel, informal economy 
because the formal economy is unable to satisfy their demands. This economy 
is controlled by a different, largely unwritten set of laws that are ingrained 
throughout the socioeconomic connections of the community. According to 
estimates, these "unofficial economies" contribute between 40% and 50% of the 
gross domestic product (GDP) of emerging nations, making them a significant 
factor. The paradigm of exchange in marketing theory, however, was largely 
inspired by phenomena seen in modern economies' formal markets, which 
are those governed by agreements made by formal institutions and upheld by 
law and regulation. (Studies of impoverished consumer behaviour included). 
Therefore, it is important to use caution while considering its conclusions [2].

By suggesting a conceptual framework of marketing interactions that is 
more representative of subsistence-level, informal-economy marketplaces, the 
current research fills this theoretical gap. In order to find higher-level policy 
insights in a grounded way, we use a bottom-up orientation, concentrating on 
the micro level of individual consumers and entrepreneurs and their marketing 
interactions in the local marketplace. Our model is based on research from 

an immersive study that examined exchange from the viewpoints of both 
sides of the buyer-seller dyad in one such environment in South India. 
The two main research topics served as the framework for the effort. First, 
how do poor individuals interacting in the marketplace to live and advance 
socioeconomically in developing countries' informal economies? Second, what 
lessons can be drawn from this?. Even while they have focused mainly on the 
United States, a separate stream of consumer research studies has examined 
poverty at a micro, behavioural level, leading to rich and highly descriptive 
accounts of the lives of the poor. Using ethnographic methods, describe how 
American homeless individuals exploit their assets and consumption habits 
as the foundation for innovative survival strategies. In their study of welfare-
receiving mothers, Hill and Stephens put forth a three-dimensional model of 
poor consumer behaviour that took into account the barriers to marketing 
exchange, the effects of those barriers, and the coping mechanisms that 
different consumers used to deal with their circumstances [3].

Description

The prevailing paradigm in the global marketing system restricts the ability 
of underprivileged consumers to participate fairly in marketing exchange in a 
variety of ways, but consumers themselves also find creative and frequently 
socially rooted ways to cope. After conducting and delving into the content of 
30 in-depth interviews with buyers and sellers, we have come to the following 
conclusions: (1) The marketplace context in these settings is underpinned by 
interdependence and orality, two fundamental aspects of subsistence society; 
(2) interactions take place within an intensely relational marketplace subcontext 
that is characterised by enduring relationships and interactional empathy; and 
(3) the specific exchanges themselves are fluid, constantly customised, and 
composed. We start by reviewing marketing and other pertinent literature 
that discusses poverty circumstances in order to determine the ideas and 
justifications that will be most helpful in developing the platform [4].

This article's goal is to investigate the significance of proximity in corporate 
relationships, both in-person interactions and remote relationships, with a 
special focus on creative behaviour. Additionally, we intend to evaluate the part 
proximity relations play in organisations' tactics, including any implications for 
local contacts, virtual exchanges, or the mobility of engineers and white collar 
workers. We'll start by providing a general definition of the various proximity 
relations, focusing on the three most crucial ones: temporary geographical 
proximity, organised proximity, and geographic proximity. After that, we'll 
discuss some recent developments in the theory behind and use of proximity 
analysis. The final section of the essay is devoted to a synthesis of the key 
applied research and the creation of a fundamental model of proximity relations 
for business firms that incorporates various kinds of proximity links, whether 
they are domestic or international. Then, using this model, we will analyse the 
internal and external relationships among the businesses in the greater Paris 
region's optical cluster and separate them into four categories based on how 
close together they are [5].

To put it more explicitly, actors may be attracted to or repellent toward 
particular persons or locations, or they may be content with or discontent 
with the physical vicinity of particular people, places, or technical items. In 
the context of an urban region, geographic proximity can be improved, 
for example, by the development of localised innovation clusters or local 
networks of producers who exchange expertise and information through direct 
interactions. The logic of belonging refers to the notion that two or more actors 
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are members of the same social network or relationship graph, regardless of 
whether their connections are direct or indirect. Depending on the industry 
in which they operate, in this situation, they pool their creative or innovative 
resources. It can be quantified in terms of connection levels, which represent 
more or less high levels of organised proximity and, as a result, a more or less 
high potential for interaction or group action. 

Conclusion

A priori, researchers and engineers who work for the same company, 
consortium of technologies, or innovation network will collaborate more 
frequently. They may be individuals who are linked together by shared interests 
or by a common set of cultural, religious, or other ideals or symbols. Social 
customs and common tongues are a feature of this structured intimacy. But 
it can also refer to a connection that develops between people without their 
having to communicate in order to get to know one another. It makes it easier 
for strangers who have comparable references to interact with one another. 
Because they speak the same language and utilise the same methods for 
interpreting texts and outcomes, engineers who are members of the same 
scientific community may work together with ease.

Acknowledgement

None.

Conflict of Interest

None.

References
1. Ahn, Hie Joo, and James D. Hamilton. "Heterogeneity and unemployment 

dynamics." J Bus Econ Statis 38 (2020): 554-569.

2. Ahn, Hie Joo and Ling Shao. "The cyclicality of on-the-job search effort." BE J 
Macroecon 21 (2021): 185-220. 

3. Elsby, Michael W.L., Bart Hobijn and Ayşegül Şahin. "On the importance of the 
participation margin for labor market fluctuations." J Monetary Econ 72 (2015): 64-
82. 

4. Gupta, Soumya. "Women’s empowerment and nutrition status: The case of iron 
deficiency in India." Food Policy 88 (2019): 101763. 

5. Santoso, Marianne V. "Role of women's empowerment in child nutrition outcomes: 
a systematic review." Adv Nutrit 10 (2019):1138-1151.

How to cite this article: Hanaysha, Jalal. “Evaluating the State Of Commercial 
Relationships in Subsistence Markets.” Bus Econ J 13 (2022): 417.

https://www.tandfonline.com/doi/abs/10.1080/07350015.2018.1530116?journalCode=ubes20
https://www.tandfonline.com/doi/abs/10.1080/07350015.2018.1530116?journalCode=ubes20
https://www.degruyter.com/document/doi/10.1515/bejm-2019-0245/html
https://www.sciencedirect.com/science/article/abs/pii/S0304393215000070
https://www.sciencedirect.com/science/article/abs/pii/S0304393215000070
https://www.sciencedirect.com/science/article/pii/S0306919219305858
https://www.sciencedirect.com/science/article/pii/S0306919219305858
https://academic.oup.com/advances/article/10/6/1138/5531565
https://academic.oup.com/advances/article/10/6/1138/5531565

