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ABSTRACT

This work investigates the role of entrepreneurship in low-income rural production from the perspective of limitations imposed by the market and farming environment, and the consequences for household consumption. The work seeks to understand the reality of the producer-consumer in the context of low-income entrepreneurship and the conditions under which the small entrepreneur lives. Specifically, and based on the evidence of the entrepreneurial practices undertaken, the work seeks to identify aspects of household consumption in the rural environment relative to resource requirements for small-scale farming. The study made heavy use of in-depth interviews with low-income rural consumer/producers, focusing on a rural area close to the city of Rio de Janeiro, RJ, Brazil. The research was supplemented by informal conversations with local traders, workers and federal government officials. All of the producers interviewed engaged in farming activities within the Brazil Bureau of Census criteria for family farming. The results provide a varied map of difficulties and challenges to production and consumption. In first place, due to their heritage, the local population is often unable to adapt to the new realities and, thus, is unable to access evident markets. In second place, the high cost of small-scale farming, in combination with basic deficiencies in infrastructure, lead to low crop yields. Thirdly, the existing competition in production poses a variety of uncertainties. Finally, the need to decide how to distribute resources between production and family consumption complicates choices regarding investments and causes serious fluctuations in household consumption caused by irregular farming production. The results are discussed in the light of two important aspects: the inequality between producers and the interdependence between decisions concerning household consumption and farm production. The inequality underscores the difficulties of the small producer inserted in the rural reduction network, the barriers to commercialization, and the multiple possibilities of partnerships in the production network (simple business tactics juggled to be able to subsist off farming). The interdependence between rural production and consumption poses barriers to long-term decisions, forcing an immediacy of decisions regarding both domestic consumption and production. 

The Low-Income Rural Producer: The Interdependence between
Decisions of Consumption and Production
INTRODUCTION

Focusing on rural low-income farming, the present study analyzes entrepreneurship in small farms and its status sin the production chain, from the conception of the rural business until the final sale. The study highlights the need to think of consumption in a broader fashion, one that embraces the small farmer as an entrepreneur, one that enables his expectations, demands and attitudes in relation to household consumption and production. The study provides a sketch of regional peculiarities of behaviours, attitudes and parlances. Starting with the concepts of Sen (2001), let us assume that scarcity of access to knowledge and information causes inequality in small-scale rural farming, thus preventing the producer from freely commercializing and obtaining benefits of production and, consequently, affecting his consumption decisions as a function of fluctuations in production yields. Further, the study analyzes the consequences of the lack of access in terms of the status of entrepreneur/consumer in the supply chain, based on Prahalad (2005) and Sen (2001).

Subsistence Entrepreneurs

In Sen (2001), the question of egalitarianism and the extension of human diversity represent opportunities and capacities within the context of low income. Sen's central idea is that the actual opportunities available to people are represented by their capabilities or power to make, choose or find their objectives. Producing in low volumes, with high production costs, and facing difficulties in obtaining credit from financial agents, the producers interviewed find themselves unable to perform the role of entrepreneur on an equal footing with their biggest competitors. As subsistence entrepreneurs, it is hard for them to decide how to distribute resources between production and consumption, something that poses barriers to long-term decision-making. Related to this problem, Karlan & Valdivia (2006) ask the following question: Can one teach basic entrepreneurship skills, or are they an intrinsic characteristic of individuals?

Inequality In The Small-Scale Rural Production Network

In supporting his discussion of family agriculture and the use of land, Abramovay (1997) finds that the large contribution of rural space mitigates inequalities in the south of Brazil, where family agriculture has strong social and economic significance. One aspect of Sen's (2001) thinking posits that equality of income might not correct the inequality of the potential inherent in each person, i.e., the aptitude and capacity to produce or create. 

In its broadest sense and in the context of low income rural production, Sen's contribution points to the binomial “liberty & equality". Enjoying the “liberty” to negotiate with large intermediaries; negotiating prices; making the choices that befit an entrepreneur and a consumer; making innovative decisions; and, fostering “equality” in developing entrepreneurship and investing in the power of the consumer: all of these are related to understanding the small farmer as worthy of the opportunity to be a free producer and a free consumer. In the study, the relation of dependency with distributors prevents farmers from having the liberty to commercialize and obtain benefits to consume. Without access to information, they live under the siege of distributors who, accustomed to doing business on the wholesale market, determine the prices of production.

DECISIONS OF PRODUCTION AND CONSUMPTION 

The need to analyze the consumption of rural families is rooted in the potential of this market has come to represent, with the global economic growth and subsequent increased buying power of rural and peripheral communities. Even with this growth, their living conditions are still poor; they do not account for a significant portion of consumer consumption as a whole (Hammond et al., 2007). The report for the Overseas Development Institute - ODI (Mendoza et al., 2008) sites three aspects as being fundamental for markets to incorporate low-income populations: access, the impact of development and viability. Each of these aspects was identified in this study. 

In low-income populations, it can be seen that the buying decision process is collective. Usually it is the young people – and in rural areas, almost exclusively so – who are the source of knowledge about brands and new products and technologies within the home, a tendency that shapes family consumption decisions. Notwithstanding the above, the interdependence between the distribution of resources between production and consumption poses barriers to long-term decision-making, and exacerbates short-term planning. 

This study seeks to investigate questions regarding the small rural farmers, who are unable to achieve effective results, given the limitations of their family backgrounds, and given the characteristics of the market and the environment in which they produce. The high cost of farming, barriers to commercializing production, limitations of the workforce, and infrastructure deficiencies such as the basic needs of water and electricity (as well as the strong dependence on these two factors) pose major problems to rural farmers, not only in Brazil but also in rural India (Prahalad, 2005, p. 317). Additionally, small-scale farming limits opportunities for commercialization.

Page & Slater (2004) also approached the issue of small farmers' barriers and problems, the status of developing countries, and the growing of vegetable gardens. They sought to identify attitudes that might help small rural farmers to overcome, in a sustainable way, the barriers to markets; and they mention conditions essential to reach these markets, conditions intertwined with initiatives involving public and private organizations. One of the problems invariably raised by these authors is unpredictable cash flow; such unpredictability hampers farmers decisions regarding spending on household consumption or investing in inputs in order to maintain farming output. 
METHOD

The intention of the applied method was to discover the ideas and perceptions of the interviewees' testimonies, posing questions and fostering flexible and versatile dialog with the small farmers. 

The gathering of the data comprised three stages. 

Stage 1. In this stage, criteria for the selection of the population of interest were defined. Low-income small rural farmers from the region were chosen (with "low income" being that considered by the Brazil Bureau of Census, i.e., households with a monthly income of up to one half of one minimum wage
 per person in household). "Producers" means those practicing agricultural activities for subsistence under the rubric of family farming, also in accordance with the Brazil Bureau of Census.

Stage 2. This stage comprised two meetings with representative agencies: one with EMATER (Agency for Technical Assistance and Rural Extension) and the other with the Teresópolis Rural Workers Sindicate (Teresópolis being the agricultural region close to Rio de Janeiro that was chosen for the study). During the meeting with EMATER, districts were suggested in which the poorest families lived; such districts served as a base to begin the interviews. With the districts having been identified, a second meeting, with the Teresópolis Rural Workers Association, enabled families to be chosen who fit the desired profile and who would serve as interviewees. 
Stage 3. In this stage, free ranging, in-depth interviews of an exploratory nature were conducted to shed light on the interviewees' thinking, and thus constitute a qualitative study. All interviews were recorded and subsequently transcribed for analysis. The decision to employ free-ranging interviews was a function of the level of schooling (low/none). The association representative accompanied all of the interviews, helping to fulfil the desired level of representativeness. One of the researchers spent 20 days in the region, in order to conduct interviews with 11 families. Much time was spent on the interviews, since the researcher accompanied family members in their daily activities of consumption and production. Interview questions were based on direct observation. 

The interviews were conducted based on the following questions: (i) What are the main challenges to production? (ii) What are the family's main items of consumption? (iii) What are the first consumption items to be cut in situations of uncertain income? The discovery of new ideas and insights into the fieldwork witnessed shed light on the farmers' necessities, desires and strategies in the context of family farming subsistence; feelings that evolved over the course of the interviews, manifested as attitudes and personal values, also contributed to the knowledge of the interviewees way of thinking. 

RESULTS

The results suggest a varied map of difficulties and challenges to production and consumption. They are as follows: 

Inherited Habits Hamper Insertion In The Market 

Rooted in the inherited methods of their ancestors, it was noticed that the local producers are often incapable of adapting to new realities that farming demands.

Fail to use new technologies. Farmers are unable to adapt to new regulations, fail to use new technologies, and face challenges to insertion in the market.

"For over 60 years, all I've planted is broccoli – because of the profit. There is demand for my product, although I spent a lot to maintain it. And the biggest problem is that my only customer only wants to pay R$0.60 a head” (Pedro).
They prefer to protect their small niche rather than taking a risk in order to earn more. They resist adapting inherited farming techniques, not so much because of tradition, but rather because of a lack of access to modern, viable alternatives. Well accustomed to surviving off the land and growing subsistence crops, the lack of perspectives for improvement appears to be a function of resistance to change. They lose the good opportunities to diversify and accommodate new market demands. In the case of Gilberi, his strategy is to keep growing the same crop in order to build sales volume, and survive from sheer experience in the market.

"For me, it's worthwhile only planting watercress because it's what I'm known for in the market and the yield is high; if I switched to lettuce, it wouldn't even pay the rent for the land. It only works out well for me because I've been a watercress specialist for longtime” (Gilberi).
Valcir believes it is not worth investing in a new greenhouse to raise arugula because when the lease for the land ends, he would not be reimbursed for the investment. If Valcir had access to information and technical/financial support to evaluate the return on investment, he could diversify his production and be confident of obtaining a profit, despite the investments made, which would provide him with new crops. 

“Here, some producers grow other things in greenhouses, especially arugula. But for you to put up a greenhouse today, you'd spend an average of R$15,000 to R$20,000. To build a greenhouse on somebody else's land is not worthwhile, because when you return the land, they are not going to pay you what you invested" (Valcir).

Informality of business agreements. Another frequent phenomenon, again, one with long historical roots, concerns business dealings made on a handshake. With the simplest of business skills, contracts for buying and selling crops, or for farming inputs, are made based on "understandings" rather than on formal contracts. Such commitments are entered into by distributors, producers or local traders, where individuals "fulfil" or "attempt to fulfil" unwritten agreements.
 "Sales contracts are spoken, for regular customers or otherwise, who pay in cash or by check. From customers who are not regular, I have a bundle of third-party checks that are no good" (Dona Maria).

The significant levels of informality in buy/sell relations leaves producers in a constant situation of financial instability. Many distributors are not regular buyers; they show up infrequently and pay with predated checks. Even so, by necessity, the sales are made without any assurances of the check clearing. 
"They are very slow to pay; we have to go after them in order to get our money. However, when we buy fertilizer in the store, we have to pay within 30 days. The biggest challenge is getting your money from the guy you sold to and paying for the fertilizer within the period set by the local dealer" (Valcir).

"I have regular customers and irregular customers. Irregular customers are those who do not always buy products; however I have a regular customer to whom I sell every day. I prefer to forgo selling to an irregular customer: that way I don't have the hassle of wasting time running after him to receive my check” (Chico).
Low-Income Production: Vulnerability To Water And Electricity, Fertilizer Risks 

In unbalanced competitive environments, economies of scale (made viable by aggregation) are critical to reducing expenditure. 
Small production volumes hamper sales. In the region studied, the lack of capability to produce on a large scale directly affects not only the cost of production, but also prevents sales from occurring at the frequency the market requires. For the interviewees, having merchandise for sale is critical to a viable business, since the producer who has no product to sell on a given day not only loses that particular sale, he also loses the customer.

"The problem for us small producers is not having a product to sell everyday: the buyer has to find someone else to buy from. At times I go a whole month without selling anything because I don't have enough volume and the buyer goes in search of another vendor” (Valcir).
Access to clean water and energy. The producers spend a good part of their income on expensive and inefficient energy. For those who use of pump or motor to bring water from the river, the cost of the electricity often undermines the viability of the business. The difficulty of access to clean water is aggravated inasmuch as its use presupposes the consumption of electricity. Among the interviewees, 82% use a pump to bring in water from afar. 
"One of the biggest difficulties in farming is that we need electricity, which is very expensive. Sometimes it is necessary to water two or three times a day, which makes the cost of energy very high” (Dona Maria).
 "Getting water under natural pressure is much more economical. But the majority who farm here use a motor. Those who use of pump pay even more, because as well as the engine, you need oil” (Maria Lúcia).
Fertilizer on credit. Fertilizer on credit works like a game of dominoes. The rural producer's perception that the fertilizer trader has his own debts to pay off and has to receive payment for what he sells is yet another question that is causes concern and fosters instability. He, rural producer, knows that the dealings of his partners are intrinsically linked to his own business, since everything constitutes a productive chain. The small producer's vital effort to perform his part in the chain to prevent the dominoes from toppling is palpable. As such, the producers feel as though they are contributing for the survival of their partners' businesses, and, as a corollary, the survival of their own business.
"And we also have to see it the way the traders do. If you don't pay, neither can they pay the factory. If the store goes out of business because the farmers are not able to pay, the farmers are going to go out of business along with them" (Antonio).
The greatest insecurity is faced by those who must give half the crops to the landowner; they are highly dependent on the income, which is oftentimes uneven, even while both credit and fertilizer are needed to work. Moreover, without work there is no money to survive.
"In the country, if you can't get credit at the fertilizer store, you cannot work. I must have cash to be able to pay; otherwise my credit will be cut off and credit (for fertilizer) is the most important thing" (Chico).
"In these parts, the landowners don't have credit at the store; it's us that has credit. That's why we have to be very careful because if our name becomes tarnished, we lose the credit” (Dona Maria).
"The fertilizer dealers sometimes allow 60 days to pay; however they include it in the price. And the fertilizer that costs $50.00 goes up to R$55.00 - just a little surcharge” (Valcir).
Competitiveness In The Small-Scale Production Network

The notion of a network has been used in many senses recently. In the case analyzed, the network in which the producers are inserted is formed of peers, collaborators, competitors, and everyone else who interfaces to ensure the continuance of the productive chain, both in terms of collaboration as well as limits and competition. 

Local partners The local dealer (supplier of fertilizers, seeds and pesticides) is someone the small producer depends on to do business. But in an opposite sense, the distributors appear as elements who strangle the farmers' business, seeking large profits, and exploiting their own position relative to the small producers.

"A large distributor built a warehouse to retail out of here in the mountains and no longer buys from the Central Supply in Rio de Janeiro. He made deals with the people around here, standardized prices and put the small ones out of business” (João Batista).
Some of the interviews expressed the difficulty in conducting a lucrative business due to an overall lack of preparation, and dependence on selling to middlemen. For Prahalad (2005), the problem of negotiation is a function of the asymmetry of the positions they occupy in the production network, as well as the lack of access to other distributors/opportunities.
"The most troublesome in my work, besides the fertilizer, is the relationship with the guy who buys. My buyer calculates the price of the box as though it had 80 bunches, but in fact, the box contains 100!" (Pedro).
 "In the winter, I only sell to buyers who I already know; but he is the one who fixes the price. If I don't accept the price I'm offered, I lose everything" (Dilce).
Seeing the gap in public policies and the lack of local agronomists to advise local producers, pesticide manufacturers place technicians in small commercial establishments, on a monthly basis. This physical and systematic presence is tantamount to a quite attractive marketing relationship, fostering a sense of security and a relationship of trust.
Lack of market options. Fernando's insecurity is a function of lack of market options. With a check in hand that is post-dated for 120 days, and without finding a buyer, he sees himself in a situation of having to sell once again to the same customer who owes him money, worrying he may have no other buyer for his produce.
"You buy fertilizer and you have to pay in 30 days. I have a check from a sale 120 days ago that I haven't been able to cash yet. I'm obliged to sell once again to the same buyer, because if I do not sell to him, to whom will I sell?" (Fernando).
The onerous task of getting paid by check. Partnerships often involve payments made in two or three instalments and on terms of 30 days and 60 days, making it quite difficult to do business and leaving the interviewees insecure. On the one hand they wait to receive the money owed; on the other, they have to keep tabs on third-party checks, passed on by occasional partners, and which may well bounce.
"We get many bad checks post-dated to 90 days, 120 days - when it comes time to cash the check, the bank returns it unpaid. The majority of people who do this to you – you never see them again. They pay with a third-party check and the third-party has no funds” (Valcir).
One of the more serious cases of survival was that of Pedro, age 72, the owner of a small lot on which, with his wife, he grew broccoli to sell to a single buyer. For Pedro, who in the past worked with other buyers and today is stuck with a collection of bad checks, administering the income from sales to this single buyer is an arduous and unfair task that sometimes entails a two-month wait. From Pedro's perspective, switching customers is merely tantamount to switching problems. 
"I have money in the street that I'll never see. The guy is my only customer; he shows up every other day to pick up merchandise and gives a 30-day post dated check. If I argue, he doesn't want to buy anymore” (Pedro).
Strategy to access supermarkets. Supplying supermarkets represents big opportunities but also poses challenges. In order to comply with retailers' demands, it is necessary to make investments and adopt new practices – practices normally unfamiliar in this population. As such, they run the risk of being excluded by the dynamic growing urban markets dominated by the supermarkets. Antonio's strategy of selling watercress in "slightly attractive bunches" in order to win over the buyer is applied without any prior financial analysis. For example, he does not know how much he can increase the size of each bunch without overextending his costs.
“Today, I saw watercress at R$0.15 or R$020 a bunch. I make the bunch little larger to gain credibility, thereby assuring myself of a customer. What is important is being flexible because if you lose the merchandise, you have a write-off” (Antonio).
Strengthening of ties. In the two examples described below, the interviewees attempt to strengthen their bonds as a way to assure security of monthly income. Chico gives discounts to regular buyers and, thus, assures his sales during the winter months when demand is very low; and Antonio does not stop selling to regular buyers, even if he could earn a little more selling to a buyer who only appears during the high season. Furthermore, to ensure cash flow throughout the year, he strives to maintain the same customers because he knows that, during the winter months, if he has no one to sell to, the product will spoil.
“When it comes to regular customers, we give them friendly terms, – a discount of perhaps R$0.5 or R$0.10. In the summer, we still give them their allocation, even though we could get a better profit elsewhere. The agreement is verbal. He doesn't always buy a lot, but he is consistent and in the winter we depend on him” (Chico).
“[...] some buyers, because of one cent more, give the sale to new buyers and de-allocate product from regular buyers who might ask for a discount. I may sell less, but I make deals at low prices in order to sustain customers who are with me year-round. I have the same guys buying from me for years now. If we do not have a dependable customer to work with, in the winter we have no sales at all. You throw your crops away” (Antonio). 
Diversification. In order to resolve issues of survival, Ananias wound up with 90% of the field that he had, and sold the two horses he owned, his only source of leisure. Then he bought a billiard table and converted the two stables into a retail counter where he sells cigarettes, matches, cachaça and bags of beans that he sells in small quantities for emergencies. As an alternative to survival as a small producer, his main activity, Ananias refocuses and diversifies production. In doing so, he attenuates the problem of the cost of electricity and continues to be a farmer, while inserting himself into the consumption chain in a different way, providing his peers with a leisure-consumption niche and a few low-cost/low-risk products. His tiny "convenience store," combined with the billiard table, is testimony to the notion of production/consumption chain, and puts in perspective the common belief that the low-income population either does not consume or only consumes what is essential. The entrepreneurial vision of Ananias was in discovering a way to earn money with something that was lacking in Sebastiana surrounding areas: leisure.
In the case studied, and in the low-income rural society in general, it can be seen how some survive from the opportunity of providing what is missing for others. They are local people who, having available resources, supply services to the producers with the sole intention of continuing to survive from rural work, thus they populate the same production/consumption networks. 
"Around here there are people who practically supply from that. They buy a tractor and go around ploughing for others. We book him and pay for him to plough for three hours” (Valcir).
“At the start of the growing season, ploughing a field costs R$60.00 an hour. By the time we add manure and a truck of fertilizer, we pay another R$300.00” (Pedro).
Uncertain sales lead to competitiveness among the producers. Offering merchandise at lower prices in order to "win a deal" from the competitor may be tantamount to "making the best deal but not seeing a penny." Although some of the interviewees are aware that the explicit competitiveness that leads them to sell at any price is damaging – both individually as well as for farmers as a whole – everyday pressures, watching crops spoil, causes them to repeat the error.
"Did you notice I threw out the watercress? Did you see the pile of broccoli I couldn't sell? I had a deal at R$0.50 when someone else came up to my buyer with an offer to sell at R$0.40. I lost the sale” (João Batista).
The Use Of Resources For Household Consumption And For Production

The informality and the instability of small-scale agricultural production compromises the entry of financial resources into the households of rural families. Such resources are spent on the various visits to the supermarket, and, in the case of the region under study, the small local merchant who provides credit. 
First option for household purchases. For family consumption as well as production consumption, the retail option is the small neighbourhood store, where small dealers – also part of the local population – keep their businesses. For the interviewees, even though they pay more dearly, using this business obviates trips back and forth to Teresópolis. And, as someone with an important role within the agricultural consumption chain, the small retailer provides credit to ensure customers. 

"As for greens, we don't buy them: we already have them. At the store you buy rice, beans, pasta, meat, ice cream and soft drinks. And you can pay later” (Dilce). 
 "I use the market because they give better terms. It takes 40 days to receive payment: how is my family going to live? I have to administer cash taking into account that I only get paid every 40 days” (Valcir).
"My husband has serious sight problems, he doesn't see well. He's retired. If his medicine finishes and they don't have any more at the clinic, one still has to buy more and it's a problem. Buying medicine at the chemist costs an awful lot. What am I going to eat? I appealed to the court, and thanks to God, I won” (Dona Maria).
Water, electricity and fertilizer. Many of the interviews pointed to difficulties in accessing water, electricity and fertilizer at reasonable prices – an important limit to the expansion of production. The impossibility of acquiring the goods that could allow them to diversify/modernize their production acts as a barrier to more active participation in the markets, whether as consumers or as producers. 
"Do you really believe we are surviving, what with the price we pay for fertilizer? We have to forgo something at home in order to pay for fertilizer that has just gone up in price and is out of control. Otherwise we cannot work” (João Batista).
Ananias' approach to this problem was to cut back on fertilizer and manure, and attempt to grow crops using less. However, his electricity bill was also very high: “The electricity bill was R$200 per month: With that, I would plant the entire hillside. Today, I reduced the area planted by 90% in order to reduce electricity costs," he states. Ananias complains about the burden of the cost of electricity on his production. 
"I had that whole field of corn there; now it's dried up. Cutting back the planted area by 90%, has reduced the electricity bill, fantastic!" (Ananias).
Mobile phones in the region. For Valcir, the arrival of mobile telephony in the region improved production development and subsequently increased sales. Four years ago, he had to travel away from the fields in order to close a sale. Today, he's able to do so directly from the field. Without access to minimal conditions to effect consumer consumption, low-income producers perceive themselves as unable to participate in rituals of exchange and consumption (Rocha & Silva, 2009). In the region studied, items acquired by the interviewees such as television sets, DVD players, mobile phones maintain an outward appearance of belonging to the consumer society.

Limited menus. With an unpredictable flow of income, small producers survive with minimal resources buying only what seems indispensable. Their purchases are made with whatever money is at hand, in packages sized just right for individual use. As the testimony presented here indicates, there is a full awareness both of the conditions and expectations of consumption. The low-income consumer knows what he wants as well as what he can and cannot afford.

 "I pay for the food at home, but she buys it. Although, we have never actually lacked food. Thanks to God. You cut back a little, but you always have the basics" (Valcir).

Sometimes people go by asking for food and we do give them a container full. If the neighbour has food, you ask for some, and you, you give whatever you have. We hardly ever buy root vegetables in the market, unless it's a time of year when we have none here" (Maria Lucia).

When there is no cash flow to buy what they want, they make cuts in household consumption, substituting a basket of food that is simpler and cheaper for one that is more varied and costly. The pressure to make such cuts is greater in the winter, when production falls partially or completely. Table 1 shows the cut options of the interviewees in spending.
Bartering. The informality that predominates in the relations between the producers also fosters bartering. The favours, help, loans and donations evidence an asymmetry that underscores the familiarity between the members of this group: "we show up and ask, they give". Valcir and João Batista agree that each gives whatever he can. In this way, “you please them and they are satisfied”, says João Batista. In this relational logic, "everybody gives, nobody turns you down" and according to the rule, "you don't even have to ask how much”, says Valcir. 

In winter, decisions surrounding consumption are more difficult. In this period, certain consumption are cut back to adapt the family budget to more rigorous times. It is quite clear that they are able to identify the elements of risk and the threats that can jeopardize the budget.

The voices of the producers interviewed in this study represent sentiments, privations, pleasures and insecurity related with the utmost sincerity and frankness.

“For example, when you want to buy a television or new refrigerator, you use the summer money, what's left over. In summer, it's always possible to repair something at home” (João Batista).
"In winter, we cut back on things, right? Buying less, less meat. In summer, is when you earn a little more, I don't even remember what I buy, because the little that we earn really is so little (laughs)” (Maria Lúcia).
"In winter, we just buy what we can, because we can't afford many things. If we went to the supermarket, it would set us back R$300.00. But people who work off the land can't spend like that. Let's suppose I'm going to get a loan. Am I going to depend on the money from farming to pay it? No, because in a given month, farming yields. But in the following month, it yields nothing. So we have to do everything based on a minimum. I'm somebody who likes to put my head on the pillow and sleep” (Dona Maria).
DISCUSSION

Concerning the results, two aspects stand out: the inequality between producers and interdependence of decisions regarding family consumption and production. 

Inequality Among Producers.
The inequality underscores the interviewees' difficulties, in the rural production network, with respect to barriers to commercialization and the chances of partnering in the production network – incipient business practices used as a juggling act to subsist from farming. Factors restricting business development in rural India, as analyzed by Prahalad (2005, p. 317), and aspects of Sen's thinking comprise an important tool to analyze difficulties arising from inequalities among producers.

Barriers to commercialization. The first major problem that arises is with respect to the barriers to commercialization that affect producers. It was concluded that the small farmers who do have the infrastructure to commercialize better quality products see themselves as hostages of large distributors, who dominate access to supermarkets and large distribution networks. Lacking their own alternative means of flow and direct access, they are forced to sell their output at whatever price the buyers care to offer. Others, producing on a smaller scale – oftentimes using unfit water – sometimes use pesticides improperly, subsequently producing inferior quality. The latter are limited to selling to smaller distributors, who then resell to small retailers. Furthermore, there is the difficulty of receiving payment for sales using predated checks, a common practice in the region, and one with a high bounce rate. As such, it is necessary to understand the staggering of the producers' revenues – not just as a business practice – but also as a risk management mechanism. The stream of revenues from different buyers on different dates reduces the risk of having no income for a long period. These are some of the aspects that impose barriers to commercialization.
Partners as a juggling act to survive off the land. A verified production alternative that appears to be an important means to overcome commercialization barriers lies in the possibilities of partnerships in the rural production network. 

Commercial buying and selling transactions, whether related to production or agricultural inputs, are based on verbal agreements, without the legal assurances of a signed contract. Some of the testimonies also alluded to the possibility of interpreting that the payment for the fertilizer store is contingent on providing a predated check, with the name of the small producer serving as a credit reference for the fertilizer trader. Such transactions, beyond being merely a cultural feature, are interesting from the point of this study, since they can be interpreted as partnerships entered into as a juggling act to survive off the land. For many producers, it is yet another source of insecurity that adds to the risks of production. 

Some partnerships, however, are harbingers of new perspectives, such as the tripartite relationship between the small producer, the pesticide dealer, and the marketing efforts of the pesticide manufacturers aimed at local dealers. 

The type of planning that the region's farmers engage in requires them to learn to survive by averaging, i.e., to compensate for the days of winter with the days of summer, or other aspects of the seasons. The purchase of clothing and footwear, appliance repairs and discretionary consumption are restricted to the summer. During winter, the consumption of these families is restricted to food and survival. 

The condition of rural poverty found in this work touches on certain traits already described in others. In order to deepen the study of the poor's condition, recourse was made to the ideas of Hill (2001, p. 112) in the sense of noting that, despite the lack of resources and the inferior schooling (relative to the urban poor), the importance of community, reciprocity and egalitarianism stand out: these are the phenomena that define their relations with the market. This suggests that the option to make decisions jointly (i.e. to not sell to intermediaries who topple prices, or to those who fail to pay) could strengthen them. It is conceivable to see that a participative process could reduce the delinquency of buyers who jeopardize their commercial activities and, also, make production more efficient - for example, using fertilizer bought in bulk.
Interdependence Between Decisions Of Household Consumption And Production

The interdependence between rural production and consumption poses barriers to long-term decisions, forcing an immediacy of decisions regarding both household consumption and production.

As shown, poverty perspectives vary as a function of time and place (Iceland, 2006, p.1). Many of the poor of decades ago might see today's poor not as not really so, given the increase in living standards over the course of the years. Currently, owning a TV, mobile phone, DVD player, clothes washer or a motorbike (as do the interviewees in this study) does not necessarily exclude a person from being poor, even though it probably would have decades ago. In conclusion, the group studied fairly represents an important segment of the Brazilian consumer market whose access to consumer products is hampered more by the lack of information than by the lack of funds (Katiyar, 2007 , Sen, 2001).

But although they do not live with permanent food insecurity, they face other problems. Beyond financial barriers, or problems of logistics and infrequent public transportation, other issues confined them a spatially, keeping them far-removed from the culture of consumption. They perceive this spatial isolation as being aggravated by scant opportunities to access information, education and employment, according to the analysis of the results obtained (Sen, 2001 , Hill, 2001).

A fundamental question is with respect to the size of the impact (posed by barriers to commercialization) on the household consumption of the interviewees. Barriers to the market of consumption also include being restricted to what is available in the local stores and access to the closest city, Teresópolis. From the data obtained, goods that represent cuts to household consumption (meat, clothing and footwear, mobile phone credits and general repairs) are cut not because they are not considered essential, but because they are identified as being the only thing possible to cut.

The study also finds that seasonality (summer-winter) is a behaviour-change agent that underlies reduced consumption of food and clothing and, to a lesser degree, leisure. Although, as consumers, they feel free to spend their income, the exercise of this liberty is not always easy or free of burden. This reinforces the concerns aired in one of the most important studies on poor consumers, that of Caplovitz (1967). These facts, all interrelated, inserted in the context of vulnerability, affect the producers' degree of inclusion in the market, pushing them towards an immediacy of decision-making between allocation for production and household consumption. 

Reflecting on theses producers' ability to budget for the production process, it becomes clear that life would be easier if there were access to irrigation, electricity, seeds and fertilizer under more favorable terms. And, above all, if there were access to markets where they could sell their production at more profitable prices. Polak (2008, p.10), after countless interviews with the rural poor in different parts of the world, made a statement that, on one level, might seem trite: “The biggest reason most people are poor is because they don't have enough money". However, the author added that a large part of the poverty in the world, especially extreme poverty, is found among families who plant fruit and vegetables on very small lots, in conditions similar to those described in this study.

The discussion of the results also infers that difficulty of access to clean water is aggravated inasmuch as its use presupposes the consumption of electricity. Such populations spend heavily on energy to fuel engines, and this often undermines their business. Based on Polak's understanding, one might think that inaccessibility to clean water or knowledge on how to apply pesticides properly might rule out any possibility of contracting with large distributors. Crossing Polak's ideas with the data produced in this study suggests that access to agricultural inputs at favorable prices, as well as clean/cheap electric power, might foster better business conditions and concomitant financial returns. Further, access to knowledge gives the low-income producer the capacity to manage the processes of buying and selling, as well as to develop production more efficiently. In conclusion, the low-income producer is a disadvantaged consumer, and his limitations are function of the unfavourable market in which he competes. Increasing our knowledge of these consumers represents a new opportunity to develop businesses that cater to be needs of this consumption segment.
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TABLES

Table 1: Items cut first from household consumption of interviewees

[image: image3.jpg]



NOTES

� US$ 1 = R$ 1,65 in August/2008


National Brazilian minimum wage = R$ 415,00 in August/2008
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