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THE GLOBAL CONTEXT OF DEVELOPMENT ANTHROPOLOGY

All these places have had contacts with the world market for centuries
shrough small-scale long-distance trade, but the total integration into
the modern world system adds new dimensions to the economic,
social and cultural life of the societies concerned.

One or two centuries ago the transition from predominantly non-
market to market societies has already led to the “great
msformation" that has been the subject of various classical and
modern theories. Today we appear to have reached a new stage in this
transformation. The scale and depth of market expansion has been
enlarged and the changing social conditions have led to what Alvin
Toffler has called a “future shock.” Now a “Third Wave” of
development has set in. Modernization, as alleged by some influential
scholars, has reached a new level called “post-modernity,”
characterized by a multitude of life-worlds, heterogenic lifestyles of
high and fluid diversity, a loss of the legitimacy of meta-stories and a
lack of identity.

The world market is integrated by modern methods of
communication, and deliberate policies of governments and
international agencies strengthen the process of market expansion.
An ever closer economic integration is promulgated in so-called
freetrade zones like the EU and NAFTA, and in growth triangles like
SIJORI and related ventures. World Bank and IMF experts introduce
structural adjustment programs to lay the foundations of further
market expansion through deregulation and the reduction of the role
of the state in the economy. Last and not least, most of the socialist
command economies have crumbled and embarked on a path towards
free market economies. Capitalism and market expansion reign
Supreme, or so it seems, throughout the former first, second, and third
worlds.

The economic dimension of this worldwide process is reasonably
Wwell researched, but what about the social and cultural consequences?
Attempts at addressing related questions have only recently surfaced
(again) in the forms of new schools of thought—usually adorned by the
affix “new” or “post.” We have a new political economy, new institutional

205
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ccmmrixics, new economic sociology, deconstructionist anthropog
and, of course, post-modernist theory, but no unified body of the 0- :
has yet been created, and no new orthodoxy has emerged. Em i°."°‘
research lags behind theories, and theories remain unproved or p[allsr-l:al
at best. I shall draw on the preliminary findings of these scl'lcu:)[l .
thought and add some of my own ideas based on field rese:archs o
observations in Southeast Asia. To add some clarity to a complex det:md
arld an even more complex social reality, [ shall develop a tableaum;
dimensions to be used heuristically. For this purpose I shall first refer:)
tl?e belief in the salutary effects of market forces, then enumerate som:
dimensions of market expansion, and finally discuss the salient dimensiong
of social and cultural processes.

The Magic of Market Forces
Western politicians and neoclassical economists see the expansion

of markets or of a “free market economy” as a means to change the
economy for the better, bring about democracy, reduce poverty, promote
the accumulation of capital and wealth, and lead to rapid economic growth.
This vision is particularly widespread in the debate about the opening of
Central and Eastern Europe to capitalist markets, where the almost
mystical properties of “the market” are stressed. Opening national markets
‘to international trade may, indeed, be pursued by some countries to
increase their political and economic hegemony, but the rhetoric always
stresses the mutual benefit of market expansion. The structural adjustment
Policy advocated by the World Bank and other foreign aid organizations
is also firmly rooted in the belief in the salutary effects of deregulation

and market expansion. There is also a widespread popular belief in magical

“market forces” that are either beneficial or destructive, depending on
the political position of the observer. Very much like invisible power
believed to be located in holy trees or graves (kuburan keramat), markets
are believed to contain beneficial forces that guide prosperity and well-

being with invisible hands.

The market and market forces appear to be authentic because real

marketplaces can be observed.? As early as 1957 Karl Polanyi (1957) had
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(0 battle with this dual meaning of the term “market” as a marketplace
and as an “invisible hand” that allots resources within an economy.
Marketplaces are, of course, real in that they can be observed, described
and analyzed, but what really turns an ordinary piece of property, of
gcc.graphical space, into a market is the interaction between traders and
customers. In short, meaningful social action in Max Weber’s sense has
1o take place to turn a piece of property into a market.

Scholars attached to the “new economic sociology” have recently
(re)discovered that market behavior is not necessarily rational action
(to use Max Weber’s famous term), but can be affectual, symbolic or
meaningful in terms of cultural values. The market actors are socially
interrelated. Their actions more often than not are based more on
trust than on rational and means-end calculations. In short, markets
in general and expanding markets in particular are embedded in social
and cultural relations (Granovetter, 1985).

Thus, contemporary research has emphasized trust (a value-laden
category), job satisfaction (a matter of feeling), or business ethics in
establishing market relations. Markets are no longer seen as a
mechanism for the optimal allocation of economic resources,
organized by cold-blooded rational actors driven by a crude profit
motive, but a playing field of human beings who hate, love, are tired
or healthy, benevolent or evil, cool or mad.

Social and Cultural Dimensions of Market Expansion, A
Multidimensional Paradigm

When we change our focus to social and cultural dimensions the
Picture becomes hazy and blurred. Classical writings on the interplay
of economy and culture have usually stressed the role of religion. Max
Weber’s famous thesis on Protestant ethics and the spirit of capitalism is
d case in point. Other studies have shown that millenarianism may be
Connected to the decline of subsistence production, whereas religious
SeCtarianism has something to do with the growth of markets.

Max Weber’s theories do not cover all possible cultural dimensions
Of market expansion, but we can, of course, draw upon other classical
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theories. A somewhat different view could be constructed usin M
theory. Here culture would be an ideological supcrslrucll,lre"g _Eln‘ds:
the domination of the ruling class, while religion would be anJUSt']fymg
the masses. i
The theory of civilization has stressed an articulation b
the taming of emotions and the formation of the state. Norbenet];vécn
for example, has argued that the refinement of manners andha&
control of the inner self laid the foundation for the growth fthe
modern state, and therewith the integration of national maork iy
Market expansion is therefore a dimension of the long-term o
of civilization. T
Therc.are many other great ideas, but how do they fit together?
The following table will serve as a rough guideline to some salie
social and cultural dimensions of market expansion. For this operati:‘
I have neglected the classics and drawn on more recent theories t:
reconstruct the social and cultural dimensions. See Table below.

1. Social and Cultural Dimensions of Market Expansion

M :
E:r:et_ Spc:al Cultural Macro
pansion Dimension Dimensions Dimensions
Subsistence to social i ici
S ial networking ethnicity and trust moral economy
production
Market strategi
_ _ gic group cultural capi i
integration formation formation i s
Globalization of tr i
ansnational life-style & ma izati
markets stratification and oonst?mption i P
the growth of
expert knowledge
S

The table is by no means complete. As an ideal-typical paradigm it
as.sumes‘that certain types of market expansion tend to be connected
with typical social and cultural processes. Those mentioned are by 1°
means exclusive but need to be changed or complemented according
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he research question asked. I shall discuss the dimensions in brief and,

by using theoretical and empirical evidence, attempt to demonstrate the

p]ausibilily of the paradigm.

Cultural Dimensions of Subsistence and Market Production

[n contrast to assumptions of neoclassical economics, economic
relations tend to be more or less embedded in society. Karl Polanyi (1 957)
has proposed that during a “great transformation” sometime during the
nineteenth century, the English economy was temporarily disembedded
from society and a real market economy came about. Polanyi’s ideas
have been revived recently, and contemporary authors have claimed that
the process of disembedding was never completed. Inan influential article
Granovetter (1985:482) asserts “that the level of embeddedness of
economic behavior is lower in nonmarket societies than is claimed by
substantivists and development theorists, and has changed less with
‘modernization’ than they believe; but [ argue also that this level has
always been and continues to be more substantial than is allowed for by
formalists and economists.” Networking remains an important social or
institutional aspect of markets even with further modernization and
development.

The cultural equivalent of embeddedness and networking is trust. As

Menkhoff (in Evers and Schrader, 1994) has shown in his study on Chinese
traders in Singapore, trust is a precondition for the maintenance of the far-

flung trading networks of Chinese businessmen even after adopting modern

methods of management. The expansion of trade is built on the expansion of
relations of trust. Common ethnicity or kinship can be an essential, but not

necessarily the only precondition for developing trust and solidarity between
traders.

It has become customary to refer to the underlying processes as
the “moral economy” in contrast to the economy seen as a system of
rational action. The moral obligations prevalent within a society based
on subsistence production is a powerful barrier against market expansion.
Traders in such a society face a serious dilemma: should they succumb
to the moral obligations of sharing and caring for relatives, neighbors or
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