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Abstract

The rapid expansion of Direct-to-Consumer (D2C) digital platforms has been widely celebrated as a
transformative force capable of eliminating traditional intermediaries and creating direct market linkages
between producers and consumers. This narrative is particularly significant in tribal regions, where pro-
ducers have historically depended on multiple layers of middlemen, often resulting in unequal value dis-
tribution and market exploitation. However, the assumption that digitalization necessarily leads to disin-
termediation warrants critical examination. This study investigates the evolving role of D2C platforms in
tribal markets and interrogates whether traditional intermediaries are genuinely being removed or merely
replaced by new forms of digital intermediation.

Drawing upon the concepts of disintermediation, platform capitalism, and digital governance, the study
examines how e-commerce platforms, digital marketplaces, logistics providers, payment gateways, and
algorithmic systems mediate transactions between tribal producers and consumers. Through an analysis
of selected D2C initiatives operating in tribal economies, the research explores issues of market access,
bargaining power, digital literacy, data ownership, platform dependency, and value appropriation. The
study argues that while D2C platforms may reduce the visibility of conventional middlemen, they often
introduce technologically enabled intermediaries that exercise significant control over market access,
pricing mechanisms, consumer data, and distribution networks.

The findings suggest that the transition from traditional to digital markets does not necessarily eliminate
intermediary structures; rather, it reshapes them in more complex and less transparent forms. Conse-
quently, the paper contributes to contemporary debates on digital inclusion, tribal entrepreneurship, and
platform-mediated development by highlighting the need to move beyond the simplistic dichotomy of
disintermediation versus intermediation. Instead, it proposes understanding D2C ecosystems as process-
es of re-intermediation, where power relations are reconfigured rather than removed. The study con-
cludes by discussing policy implications for creating equitable and sustainable digital marketplaces that
genuinely enhance the economic agency of tribal producers.

Keywords: Direct-to-Consumer (D2C) Platforms; Disintermediation; Re-intermediation; Tribal Mar-
kets; Platform Capitalism; Digital Intermediaries; Tribal Entrepreneurship; Digital Inclusion; E-
commerce; Market Access; Value Chains; Indigenous Economies
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Introduction

The digital transformation of markets has fundamentally altered the ways in which producers and con-
sumers interact across the globe. The emergence of Direct-to-Consumer (D2C) platforms has been wide-
ly heralded as a revolutionary development capable of reducing transaction costs, enhancing market effi-
ciency, and eliminating traditional intermediaries. By enabling producers to directly access consumers
through digital technologies, D2C platforms promise greater autonomy, improved profit margins, and
broader market reach. This promise is particularly significant for tribal communities, which have histori-
cally faced structural barriers to market participation, including geographical isolation, limited access to
information, weak bargaining power, and dependence on local traders and middlemen.

In India, tribal communities constitute a substantial segment of the population and contribute significant-
ly to the production of forest products, handicrafts, handloom goods, agricultural commodities, and in-
digenous cultural products. Traditionally, the marketing of these products has been mediated through
multiple layers of intermediaries who often capture a disproportionate share of the value generated by
tribal producers. Consequently, policymakers, development agencies, and digital entrepreneurs have in-
creasingly promoted D2C platforms as instruments of economic empowerment and inclusive growth.
Initiatives such as online tribal marketplaces, digital handicraft platforms, and e-commerce networks
have sought to connect tribal producers directly with urban and global consumers.

However, the assumption that digital platforms automatically eliminate intermediaries deserves critical
scrutiny. While D2C models may reduce the role of conventional traders and brokers, they simultane-
ously create new forms of intermediation through platform operators, logistics providers, payment gate-
ways, digital marketing agencies, algorithmic recommendation systems, and data-driven governance
structures. These actors influence product visibility, pricing, market access, consumer engagement, and
revenue distribution, thereby exercising considerable control over market transactions. As a result, the
disappearance of traditional middlemen may not necessarily signify the emergence of a truly direct mar-
ket relationship between producers and consumers.

This phenomenon has generated an important theoretical debate between disintermediation and re-
intermediation. Disintermediation refers to the removal of intermediaries from market exchanges,
whereas re-intermediation describes the emergence of new intermediaries that assume similar or ex-
panded functions within transformed market environments. Within the context of digital economies and
platform capitalism, scholars increasingly argue that technological innovations often reorganize rather
than eliminate intermediary power. The shift from physical to digital marketplaces may therefore repre-
sent a transition from visible human intermediaries to less visible yet highly influential digital actors.
Despite growing literature on e-commerce and digital entrepreneurship, limited scholarly attention has
been paid to the functioning of D2C platforms within tribal markets. Existing studies primarily focus on
market access and income generation while often overlooking questions related to platform dependency,
data ownership, digital literacy, algorithmic control, and changing power relations. This gap is particu-
larly relevant in developing economies, where digital infrastructures coexist with persistent socio-
economic inequalities.

Against this backdrop, the present study critically examines whether D2C platforms operating in tribal
markets facilitate genuine disintermediation or merely produce new forms of re-intermediation. The
study seeks to analyze the changing nature of market relationships, identify the emerging digital inter-
mediaries involved in tribal value chains, and evaluate their implications for the economic agency of
tribal producers. By situating tribal market experiences within broader debates on platform capitalism
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and digital governance, the paper contributes to a deeper understanding of how digital technologies re-
shape economic power structures in marginalized communities.

Ultimately, the study argues that the central question is not whether intermediaries disappear, but rather
who becomes the new intermediary, how power is redistributed, and whether tribal producers gain
meaningful control over the value they create in increasingly digitalized marketplaces.

Literature Review

1. Disintermediation and the Digital Economy

The concept of disintermediation emerged prominently with the growth of internet-based commerce dur-
ing the late twentieth century. Early scholars argued that digital technologies would reduce transaction
costs and enable direct interactions between producers and consumers, thereby eliminating traditional
intermediaries. The rise of e-commerce and digital marketplaces strengthened this expectation by
providing producers with unprecedented access to consumers across geographical boundaries. However,
subsequent research revealed that the relationship between technology and market structures is more
complex than originally anticipated. Rather than completely removing intermediaries, digital systems
often transform the nature and functions of intermediation. Digital platforms increasingly serve as coor-
dinators, facilitators, and governors of market transactions, creating new forms of dependency between
producers and consumers (Zhou et al., 2023).

2. Re-intermediation and the Rise of Digital Platforms

The literature on digital platforms challenges the simplistic assumption that technology automatically
creates direct markets. Scholars have argued that digital platforms function as powerful intermediaries
that connect multiple groups of users while simultaneously controlling access, visibility, pricing struc-
tures, and data flows. Sanchez-Cartas and Ledn (2021) describe platforms as multisided markets that de-
rive value from coordinating interactions among diverse participants. Similarly, Rietveld and Schilling
(2021) emphasize that platform operators occupy a central position within digital ecosystems, enabling
them to influence value creation and value capture processes. These studies suggest that digitalization
often results in re-intermediation rather than complete disintermediation, with platform owners replacing
traditional middlemen through technologically mediated forms of control.

Further supporting this argument, Kontareva (2021) identifies digital platforms as market intermediaries
that structure economic exchanges through software architectures, algorithms, and network effects. The
growing concentration of economic power among platform operators demonstrates that intermediary
functions continue to exist even when traditional traders disappear from market transactions.

3. Platform Capitalism and Digital Intermediary Power

The emergence of platform capitalism has significantly reshaped scholarly understanding of market or-
ganization. Rather than serving as neutral technological infrastructures, platforms actively govern eco-
nomic interactions through algorithmic mechanisms, data collection practices, and ecosystem manage-
ment strategies. Studies indicate that platform operators possess substantial influence over transaction
conditions, consumer access, and information flows. This concentration of power creates new forms of
market dependency that may be less visible than traditional intermediary arrangements but equally sig-
nificant in shaping economic outcomes. Scholars have therefore argued that digital markets should be
understood as systems of platform-mediated governance rather than purely decentralized networks
(Rietveld & Schilling, 2021; Culotta, 2024).
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Research on platform governance further highlights how digital intermediaries establish rules, standards,
and mechanisms that determine participation within platform ecosystems. Consequently, producers often
remain dependent on platform infrastructures despite gaining direct access to consumers.

4. Digital Inclusion and Tribal Market Integration

The expansion of digital technologies has generated significant optimism regarding the economic inclu-
sion of marginalized communities, including tribal populations. Tribal producers have traditionally faced
challenges such as geographical isolation, limited market information, inadequate infrastructure, and de-
pendence on local traders. Digital platforms have been promoted as tools capable of overcoming these
barriers by connecting tribal artisans, farmers, and forest-product collectors with wider markets.

Existing studies on digital inclusion suggest that online marketplaces can improve market access, in-
crease product visibility, and potentially enhance producer incomes. However, access to digital markets
remains uneven due to disparities in internet connectivity, digital literacy, financial inclusion, and tech-
nological infrastructure. Consequently, the benefits of digital transformation are often mediated by ex-
ternal actors who provide logistics, payment systems, digital marketing services, and platform manage-
ment. These developments raise important questions regarding whether tribal producers are achieving
genuine economic autonomy or becoming dependent on new digital intermediaries.

5. D2C Platforms and Emerging Forms of Intermediation

Recent literature on D2C platforms suggests that while producers may sell directly to consumers, suc-
cessful market participation increasingly depends on a network of supporting actors. Logistics providers,
payment gateways, recommendation algorithms, fulfillment services, digital advertising agencies, and
platform operators collectively influence market outcomes. Research on digital marketplaces demon-
strates that producers often rely on these actors for customer acquisition, product visibility, and transac-
tion completion. Consequently, the removal of traditional middlemen does not necessarily imply the ab-
sence of intermediaries; instead, intermediary functions are redistributed across digital infrastructures.
This perspective is particularly relevant in tribal markets, where digital literacy and infrastructural con-
straints may increase dependence on platform-based services. The apparent direct relationship between
producers and consumers may therefore conceal multiple layers of digital intermediation operating be-
hind the interface.

Research Gap

Although existing scholarship provides extensive insights into digital platforms, platform capitalism, and
intermediary transformation, limited research specifically examines these dynamics within tribal mar-
kets. Most studies focus on the benefits of digital inclusion and market access while paying insufficient
attention to changing power relations, data ownership, platform dependency, and algorithmic govern-
ance. Furthermore, there remains a lack of empirical research investigating whether D2C platforms gen-
uinely eliminate intermediaries or simply replace traditional middlemen with digital counterparts in trib-
al value chains.

The present study addresses this gap by critically examining the role of D2C platforms in tribal markets
through the lens of disintermediation and re-intermediation. It seeks to understand how intermediary
functions are reconfigured within digital ecosystems and what implications these transformations have
for the economic agency and empowerment of tribal producers.
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Theoretical Framework

1. Introduction

The present study is grounded in the theoretical debate between disintermediation and re-
intermediation within digitally mediated markets. While Direct-to-Consumer (D2C) platforms are fre-
quently promoted as mechanisms that eliminate traditional middlemen and establish direct relationships
between producers and consumers, contemporary scholarship suggests that digital technologies often
create new forms of intermediary power rather than removing it altogether. To examine this phenome-
non in tribal markets, the study integrates insights from Disintermediation Theory, Re-intermediation
Theory, and Platform Capitalism Theory.

2. Disintermediation Theory

Disintermediation refers to the removal of intermediaries from economic transactions, allowing produc-
ers and consumers to interact directly. Early internet scholars argued that digital technologies would re-
duce transaction costs, increase information transparency, and make traditional market intermediaries
redundant.

In the context of tribal markets, disintermediation implies that tribal producers can directly access con-
sumers through D2C platforms without relying on local traders, brokers, wholesalers, or commission
agents. This process is expected to improve profit margins, increase market access, and strengthen pro-
ducer autonomy.

However, the theory assumes equal access to technology, information, and digital capabilities, condi-
tions that are often absent in marginalized communities.

3. Re-intermediation Theory

Re-intermediation theory emerged as a critique of the assumption that digitalization eliminates interme-
diaries. The theory argues that while certain traditional intermediaries may disappear, new actors emerge
to perform similar or expanded functions.

Within D2C ecosystems, intermediary roles are increasingly performed by:

o Platform operators

o Logistics providers

o Payment gateways

« Digital marketing agencies

« Data analytics firms

e Algorithmic recommendation systems

These actors facilitate transactions while simultaneously exercising influence over visibility, pricing,
market access, and consumer engagement. Consequently, the market structure changes, but intermediary
power persists in new forms.

This perspective is particularly relevant for tribal markets, where digital literacy constraints and infra-
structural limitations often increase reliance on platform-based services.

4. Platform Capitalism Theory

The concept of Platform Capitalism, developed by Srnicek (2017), provides a broader framework for
understanding digital markets. According to this perspective, platforms are not merely technological
tools but economic institutions that extract value through data collection, network effects, and control
over digital infrastructures.

Platform owners occupy strategic positions between producers and consumers and derive power from:

e Ownership of digital infrastructure
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« Control of user data

o Algorithmic governance

o Market access regulation

o Network effects

Under platform capitalism, the intermediary function becomes embedded within digital architecture it-
self. Producers may appear to interact directly with consumers while remaining dependent on platform-
controlled systems.

For tribal producers, this dependency may influence pricing decisions, product visibility, customer
reach, and long-term market sustainability.

5. Application to Tribal Markets

The study applies these theoretical perspectives to tribal markets by examining how D2C platforms re-
shape existing market relationships.

Traditionally, the value chain was:

Tribal Producer — Trader/Broker — Wholesaler — Retailer — Consumer

Under D2C models, the value chain appears to become:

Tribal Producer — Digital Platform — Consumer

However, a closer examination reveals the involvement of multiple digital intermediaries:

Tribal Producer — Platform Operator — Payment Gateway — Logistics Provider — Algorithmic
System — Consumer

This transformation suggests that intermediary functions are not eliminated but redistributed among digi-
tal actors.

6. Conceptual Model

The conceptual model guiding this study proposes that:

Independent Variable

o Adoption of D2C Platforms

Mediating Variables

« Platform Governance

o Digital Literacy

« Logistics Infrastructure

o Payment Systems

e Algorithmic Visibility

Dependent Variables

o Market Access

e Producer Autonomy

e Income Generation

« Bargaining Power

Outcome

« Disintermediation or Re-intermediation

The framework assumes that the impact of D2C platforms on tribal producers is mediated by the degree
of control exercised by digital intermediaries. Where tribal producers maintain substantial control over
transactions and customer relationships, disintermediation may occur. Conversely, where digital plat-
forms dominate market access and value creation processes, re-intermediation is likely to emerge.
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7. Proposition of the Study

Based on the theoretical framework, the study advances the following proposition:

"D2C platforms in tribal markets do not necessarily eliminate intermediaries; rather, they recon-
figure intermediary functions through digital infrastructures, resulting in new forms of platform-
based intermediation."’

This proposition forms the central analytical lens through which the study evaluates the relationship be-
tween digital platforms and tribal market participation.

Research Methodology

1. Research Design

This study adopts a qualitative and exploratory research design to investigate whether Direct-to-
Consumer (D2C) platforms operating in tribal markets facilitate genuine disintermediation or merely
generate new forms of digital intermediation. Given the relatively limited scholarly attention to the rela-
tionship between digital platforms and tribal market structures, an exploratory approach is appropriate
for understanding emerging patterns, institutional arrangements, and changing power dynamics.

The study seeks to critically examine how digital platforms reshape market relationships between tribal
producers and consumers and whether the intermediary functions traditionally performed by traders and
brokers are being replaced by platform-based actors.

2. Nature and Sources of Data

The research is based primarily on secondary data collected from a wide range of academic and institu-
tional sources. Secondary data were selected because they provide comprehensive insights into digital
platforms, tribal entrepreneurship, e-commerce ecosystems, and platform governance across diverse
contexts.

Sources include:

o Peer-reviewed journal articles

e Academic books and edited volumes

e Government reports

o Ministry of Tribal Affairs publications

e TRIFED reports

« NITI Aayog documents

« Digital platform reports

o Research papers from databases such as Scopus, JSTOR, Google Scholar, and Web of Science

o Policy documents related to digital inclusion and tribal development

These sources were reviewed systematically to identify recurring themes and theoretical perspectives
concerning disintermediation and re-intermediation.

3. Sampling Technique

The study employs purposive sampling for the selection of literature, reports, and case studies. Rele-
vant documents were chosen based on their direct relationship to:

D2C business models

Tribal markets and indigenous entrepreneurship

Platform capitalism

Digital intermediation

E-commerce ecosystems

a s wn e

IJFMR260483185 Volume 8, Issue 4, July-August 2026 7



http://www.ijfmr.com/

Ny International Journal for Multidisciplinary Research (IJFMR)

(i

IJFMR E-ISSN: 2582-2160 e Website: www.ijfmr.com e Email: editor@ijfmr.com

6. Digital inclusion and market access

The selected literature provides a representative understanding of the evolving role of digital platforms

within tribal economies.

4. Method of Analysis

The study utilizes thematic analysis to examine the collected data. Through repeated reading and cod-

ing of relevant documents, key themes were identified and organized into analytical categories.

The major themes include:

« Traditional intermediation in tribal markets

o Digital transformation of value chains

o Emergence of platform-based intermediaries

o Digital inclusion and exclusion

« Platform governance

e Producer autonomy and bargaining power

o Market access and value capture

Thematic analysis enables a systematic interpretation of how intermediary functions are transformed

within digital market ecosystems.

5. Analytical Framework

The analysis is guided by three interconnected theoretical perspectives:

o Disintermediation Theory

e Re-intermediation Theory

« Platform Capitalism Theory

These frameworks provide the conceptual basis for understanding whether D2C platforms eliminate in-

termediary structures or merely shift them into digital forms.

6. Scope of the Study

The study focuses on tribal markets within the broader context of India's digital economy. Particular at-

tention is given to tribal producers engaged in the sale of handicrafts, handloom products, forest-based

products, agricultural commodities, and other indigenous goods through digital platforms.

The research examines the role of digital intermediaries such as platform operators, payment gateways,

logistics providers, and algorithmic systems in shaping market outcomes.

7. Limitations of the Study

The study is subject to certain limitations:

o lItrelies primarily on secondary data and existing literature.

o Findings are limited by the availability and quality of published sources.

e The study does not conduct large-scale primary field surveys among tribal producers.

e The rapidly evolving nature of digital platforms may result in changes beyond the scope of the pre-
sent analysis.

Despite these limitations, the study provides valuable insights into the changing nature of intermediation

in tribal markets and contributes to ongoing debates concerning digital inclusion and platform-mediated

development.

8. Ethical Considerations

The study relies exclusively on publicly available academic and institutional sources. Proper citation and

acknowledgment of all sources have been maintained to ensure academic integrity and avoid plagiarism.

The research adheres to accepted ethical standards in social science research.
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Sources of Data and Tools for Data Collection

The present study utilizes both primary and secondary sources of data to examine the role of Direct-
to-Consumer (D2C) platforms in tribal markets and to analyze whether these platforms facilitate disin-
termediation or contribute to new forms of re-intermediation.

Primary Sources of Data

Primary data may be collected through:

o Structured and semi-structured interviews with tribal producers, artisans, and entrepreneurs.

o Interviews with representatives of D2C platforms and marketing agencies.

« Discussions with officials associated with tribal development programs.

e Questionnaires and surveys administered to selected respondents.

o Observations of digital marketing and selling practices adopted by tribal producers.

These primary sources provide first-hand information regarding market access, platform usage, interme-
diary dependence, digital literacy, and perceived benefits and challenges associated with D2C platforms.

Secondary Sources of Data

Secondary data are collected from various published and unpublished sources, including:
Government Sources

e Ministry of Tribal Affairs (Government of India)

o Tribal Cooperative Marketing Development Federation of India (TRIFED)

o NITI Aayog Reports

e Press Information Bureau (PIB)

e Census of India Reports

« National Sample Survey (NSS) Reports

« Annual Reports of the Government of India

o Digital India Mission Reports

e Ministry of Electronics and Information Technology (MeitY)

o Reserve Bank of India (RBI) publications

e Economic Survey of India

Academic Sources

o Peer-reviewed journal articles

Research papers published in Scopus, Web of Science, JSTOR, and Google Scholar databases
Books, edited volumes, and book chapters

Doctoral theses and dissertations

o Conference proceedings and working papers

Institutional and Industry Sources

e Reports published by TRIFED and Tribes India

e World Bank Reports

o United Nations Development Programme (UNDP) Reports

o International Labour Organization (ILO) Publications

« Organisation for Economic Co-operation and Development (OECD) Reports
e E-commerce and digital platform reports

e Industry white papers and market research reports
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Digital and Online Sources

o Official websites of D2C platforms

o Government portals and databases

e Online repositories and digital libraries

« Policy briefs and discussion papers

Tools for Data Collection

The following tools are employed for data collection:

Interview Schedule

Structured Questionnaire

Observation Checklist

Document Analysis Framework

Literature Review Matrix

Content Analysis of Government Reports, Policy Documents, and Platform Publications

For secondary data, document analysis and content analysis techniques are used to systematically collect
and organize information from reports, policy documents, academic literature, and digital platform rec-
ords.

The combination of primary and secondary data enables a comprehensive understanding of the changing
nature of intermediation within tribal market ecosystems and provides a robust basis for analyzing the
impact of D2C platforms on tribal producers.

o g s wh e

Major Findings

Based on the analysis of reports and publications from the Ministry of Tribal Affairs, TRIFED, NITI
Aayog, PIB, and other government sources, the following findings emerge:

1. Tribal communities constitute approximately 8.9% of India's population.

According to Census 2011 data cited by NITI Aayog, tribal communities account for nearly 104 million
people, making them a significant stakeholder in India's rural and indigenous economy.

2. Tribal economies remain heavily dependent on forest produce, handicrafts, handloom products,
and agriculture.

Government reports indicate that a substantial share of tribal livelihoods is linked to Minor Forest Pro-
duce (MFP), traditional crafts, and locally produced goods.

3. Lack of organized markets has historically increased dependence on intermediaries.

NITI Aayog notes that tribal producers often face barriers in accessing organized markets and financial
institutions, creating conditions where traders and brokers dominate value chains.

4. TRIFED has adopted a multi-channel marketing strategy combining physical and digital
platforms.

Marketing support is provided through Tribes India retail outlets, exhibitions such as Aadi Mahotsav,
and e-commerce channels.

5. The digitalization of tribal commerce accelerated significantly after 2020.

TRIFED launched an extensive digitization drive to connect tribal producers with national and interna-
tional markets through online platforms.

6. Tribal products are now marketed through multiple digital marketplaces.

Government sources confirm that tribal products are sold through Tribesindia.com as well as external
platforms such as Amazon, Flipkart, ONDC, and GeM.
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7. Digital platforms have expanded market reach beyond local and regional boundaries.

The Tribes India e-commerce model enables tribal products to reach customers across India and interna-
tional markets.

8. More than 5,900 tribal suppliers have been formally integrated into TRIFED's marketing
network.

As of 31 March 2025, TRIFED had empanelled 5,927 tribal suppliers and producers.

9. These suppliers are linked to over 3 lakh tribal families.

Government data indicate that the 5,927 empanelled suppliers are associated with approximately
305,485 tribal families, demonstrating the large social reach of digital and institutional marketing sys-
tems.

10. Tribal product sales through TRIFED exceeded %36 crore during FY 2023-24.

Parliamentary data show sales of approximately 336.07 crore through TRIFED-linked channels during
2023-24.

11. Procurement of tribal products by TRIFED exceeded X18 crore during FY 2023-24.
Government data reveal procurement worth approximately X18.04 crore from tribal producers in 2023—
24.

12. Digital platforms have not eliminated intermediaries but introduced new institutional actors.
The sale of tribal products increasingly depends on e-commerce platforms, payment systems, logistics
providers, and digital marketplaces.

13. Platform operators now perform several functions previously carried out by traditional
middlemen.

Functions such as market access, product visibility, transaction management, and customer outreach are
increasingly mediated by digital platforms.

14. TRIFED itself functions as an intermediary between tribal producers and consumers.
Government documents describe TRIFED as a connector that procures, markets, brands, and distributes
tribal products through multiple channels.

15. Large-scale digital onboarding of tribal artisans has become a policy priority.

TRIFED's digital initiatives aimed to onboard nearly five lakh tribal artisans onto e-market systems, re-
flecting a shift toward platform-mediated marketing.

16. Capacity-building support extends beyond product marketing.

Government programmes provide branding, packaging, entrepreneurship development, and skill training
to tribal producers, indicating the growing importance of institutional support mechanisms.

17. Van Dhan Vikas Kendras (VDVKSs) have emerged as important institutional intermediaries.
Hundreds of VDVKSs and producer groups facilitate aggregation, processing, value addition, and market
linkage for tribal communities.

18. Evidence supports the argument of re-intermediation rather than complete disintermediation.
The study finds that while traditional local traders may have reduced influence in some market seg-
ments, new digital intermediaries—including platforms, logistics networks, payment gateways, and in-
stitutional agencies—have assumed key intermediary functions. Thus, D2C systems in tribal markets
represent a process of re-intermediation rather than the complete disappearance of middlemen.
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Limitations of the Study

1. Dependence on Secondary Data: The study primarily relies on government reports, policy docu-
ments, and published literature, which may not fully capture ground-level realities of tribal produc-
ers.

2. Limited Primary Evidence: Due to the absence of extensive field surveys and interviews, the find-
ings may not reflect the experiences of all tribal communities across India.

3. Geographical Diversity: Tribal markets vary significantly across regions, making it difficult to gen-
eralize findings to all tribal groups.

4. Rapidly Evolving Digital Ecosystem: D2C platforms, digital technologies, and e-commerce poli-
cies are continuously changing, which may affect the long-term relevance of some findings.

5. Data Availability Constraints: Certain platform-specific information, such as commission struc-
tures, algorithmic practices, and proprietary business data, is not publicly available.

6. Focus on Institutional Sources: Government and institutional reports may emphasize positive out-
comes of digital initiatives, potentially overlooking certain challenges faced by tribal producers.

Scope for Future Research

1. Primary Field-Based Studies: Future research may conduct extensive field surveys and interviews
with tribal producers to examine their direct experiences with D2C platforms and digital marketplac-
es.

2. Comparative Regional Analysis: Comparative studies across different tribal regions of India can
provide deeper insights into variations in digital adoption, market access, and intermediary depend-
ence.

3. Platform-Specific Research: Future studies may compare the effectiveness of platforms such as
Tribes India, ONDC, Amazon Karigar, and Flipkart Samarth in promoting tribal entrepreneurship.

4. Impact Assessment Studies: Researchers can quantitatively assess the impact of D2C platforms on
income generation, employment opportunities, market expansion, and bargaining power among trib-
al producers.

5. Digital Literacy and Inclusion: Further research may explore how digital literacy, internet accessi-
bility, and technological skills influence the participation of tribal communities in digital markets.

6. Gender Perspective: Future studies can investigate the role of women tribal entrepreneurs in D2C
ecosystems and the challenges they encounter in accessing digital markets.

7. Algorithmic Governance and Data Ownership: Research can examine how platform algorithms,
data control, and digital governance affect the visibility and competitiveness of tribal products.

8. International Comparative Studies: Comparative analysis between India's tribal markets and in-
digenous markets in countries such as Canada, Australia, and New Zealand may provide valuable
global perspectives on digital intermediation and indigenous entrepreneurship.

9. Longitudinal Studies: Future research may track tribal producers over time to understand whether
D2C platforms lead to sustainable economic empowerment or create new forms of digital dependen-
cy.

10. Policy Evaluation Research: Further studies can evaluate the effectiveness of government initia-
tives, including TRIFED, Van Dhan Yojana, and Digital India programmes, in strengthening tribal
participation in digital commerce.
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