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Introduction

Tamarind was identified as a semi-arid product with significant potential during the course of the DFID FRP project, ’Enhancing the role of non-wood tree products in smallholder livelihoods in semi-arid Kenya’.  The purpose of this survey was to investigate the operation of the tamarind market from producer to exporter in Kenya, concentrating on tamarind originating from Tharaka.

Overview

Domestic demand for tamarind is largely limited to coastal areas, while the majority of tamarind that enters the market is exported to Somalia, Yemen or Zanzibar.  There is a severe lack of information on the tamarind market.  The consequences within Kenya of this can clearly be seen at the producer level where farmers are currently receiving a very low price for their tamarind.  There is considerable potential for developing the market further, possibly through the use of association’s and women’s groups.

Methodology

A rapid reconnaissance survey was used to collect the data for this study.  Before and during the fieldwork secondary sources of information were accessed and available literature reviewed.  Potential key informants were contacted, however the information was conflicting and had to be verified in the field.  No previous studies had been made on the tamarind trade in Kenya and there is little knowledge of the trade outside of the market actors.

The fieldwork primarily took place in Tharaka and Mombassa; comparison visits were also made to Kitui district and Malindi.  The fieldwork consisted of tracing the market channels by visiting the markets where tamarind was being sold as well as locating relevant key informants.  One checklist was utilised for the rural areas (Tharaka and Kitui), the second checklist focused more on exporting, was used for Mombasa and Malindi.  All levels of the marketing chain were interviewed (detailed below).  The survey team consisted of a social agroforester and one person locally located from the Ministry of Agriculture.  In Tharaka, a forestry extensionist was included in the team.

Tharaka

Tharaka is a semi-arid and arid remotely located in eastern Kenya. The infrastructure, services and markets are underdeveloped (Brown and Emerton, 1998) and sources of income are limited.  Brown and Emerton (1998), identified that there is a stong need to enhance the potential for trees to both strengthen and diversify the livelihood base in Tharaka.  Tamarind is found both on and off-farm in Tharaka and is one of the few sources of cash income that is available to farmers between August and September.

Tamarind Characteristics and Uses

Characteristics: The fruits from Tamarindus indica are slightly curved, bulged, brown pods.  The pods vary in length from around 2-17 cm and in diameter from 2-3.2 cm with 1-12 seeds (Morton, 1999).  T. indica is native to Ethiopia, Kenya, Madagascar, Sudan and Tanzania and is an exotic in many other countires (Salim et al, 1998).  The tree grows in areas with an altitude of 0-1500 m, 350-1500 mm annual rainfall and well drained deep alluvial soils (Salim et al, 1998). In Kenya, the pods are harvested when the skin is brittle and the pulp is red-brown in colour and sticky in texture.  One tree will start fruiting from 10-14 years (Morton, 1999) and produce up to 300 Kg of tamarind in a season (survey respondents).  In Tharaka the fruiting season generally runs from July to September/October.

Uses:  Although,there are many uses for tamarind, few are known or practised in Kenya, particularly in inland areas.  In Tharaka, the main uses for tamarind are to flavour porridge and provide nectar for honeybees; a couple of individuals made juice but this practice is not widespread.  The reason given by respondents in Tharaka for low utilisation of tamarind was that people did not know of alternative uses.  In the coastal area, there was more knowledge of tamarind uses where consumers regularly use tamarind to make sauces, porridge, juice, ice and, less often, to tenderise meat.  This difference in usage between inland and coastal areas probably explains why there is no domestic market for tamarind in the areas around Tharaka and the relatively high demand for tamarind in the coastal areas such as Mombasa and Malindi. 

Potential Uses: Tamarind uses have been well described by Morton (1999) including use as snacks, sauces, confectionery, drinks, jam, ice cream, wine, coffee-substitute, pectin, food stabiliser, dye, animal fodder, nectar for honeybees, glue, edible oil and medicine.  The pulp is nutritious and is rich in calcium, phosphorus, iron, thiamine, riboflavin and niacin.

Processing and Packaging: When farmers harvest tamarind they pick it from the tree, often using sticks to knock pods down.  After harvesting, the farmers (usually women or children) use a heavy stick to beat the tamarind to help break off the skin.  The dehusked tamarind is then weighed (most farmers in Tharaka have scales at home) and packed before being carried to the market, generally on the farmer’s back or by hired donkey.  The tamarind is packed in 50kg bags before transportation from Tharaka and stays in this condition until the tamarind is exported. As far as this study could ascertain, very little commercial processing of tamarind takes place in Kenya. The Kenyan Asian community makes a limited use of the tamarind seeds and two businessmen in Meru are known to process tamarind seeds in the following way: seeds are roasted to remove the outer cover, fried, dried and lightly ground, then salt and sugar is added prior to packing.

According to the Tharakan traders there are four grades of tamarind:

· Grade 1: dehusked, de-seeded and no fibres

· Grade 2: dehusked, de-seeded with fibres

· Grade 3: dehusked, with seed and fibres

· Grade 4: with husk, seed and fibres.

Most of the tamarind traded is of grade 3 quality.  Grade 2 is also available at times, mostly when a particular order is placed.  Tamarind originating from Lamu is normally de-seeded before transportation. When tamarind is de-seeded, the work is carried out on-farm.  One person can harvest 100 – 150 Kg in one day and can dehusk 50 Kg in one day.  De-seeding takes around 2.5 days for 50 Kg.  Grade 4 tamarind is not traded.  Dehusked, tamarind with seed stores for up to six months before it is attacked by weevils, whereas de-seeded tamarind can be stored for around 2 years.

Supply 

The main areas of tamarind production according to the survey are in Tharaka, Ukumbani, West Pokot, Voi and coastal areas.  Seasonality varies from location, to location but respondents in Mombasa stated that the main period for shorage is usually March to May. The bulk of the tamarind, including tat from Tharaka and Ukumbani, is marketed between July and September (before the long rains).  August to September appears to be a period when some oversupply occurs, although this was difficult to quantify in this survey. 

Discussions with various tamarind traders from Tharaka suggest that the quantity of tamarind that enters the marketing chain is approximately 600-800 tonnes per annum.  A more extensive survey would need to be undertaken to ascertain the total production of tamarind that enters the market.

Demand and pricing

Demand for tamarind within Tharaka was very low.  The price may reflect this, as tamarind grade 3 retail price was 3 Ksh/Kg (US$0.04).  It appeared that all the tamarind produced for sale in the market was destined for Mombasa.  There is a higher local demand at the coast for grade 3 tamarind which is also reflected in the retail prices which varied from 20-60 Ksh/kg (US$0.26 – US$0.79) depending on the distance from the main market (Kongowea) in Mombasa.  (Export demand will be dealt with separately below).

The price for tamarind fluctuates considerably at the coastal markets during the year as a result of seasonality.  The lowest prices are, as one would expect, in times of abundance, which is generally from late July to October/November.  The highest prices are up to double the low season prices and are reached when supply is lowest, generally March to May.  Although demand is highest during the dry season between Jan and March and during Ramadan, there is a stable retail demand for tamarind throughout the year.

In general, consumers preferred grade 2 tamarind (seedless) to grade 3 tamarind (seeded), but most tamarind that is sold is grade 3.  Grade 2 tamarind commonly sells on the retail market for an additional 20 Ksh/Kg (US$0.26) as consumers are willing to pay this additional cost.  Farmers in Tharaka do not extract seed unless they cannot sell their tamarind any other way, this occurs when a particular order has been received from the coastal traders.  The reason for this is that at the time of the survey (August 1999) the farmers in Tharaka considered that the price for Grade 2 was too low.  Farmers were receiving 2 Ksh/Kg (US$0.03) for Grade 3 and 4 Ksh (US$0.05) for Grade 2 tamarind, even though seed extraction takes two and a half times longer than harvesting and dehusking.

Marketing Channels

Farmers sell to rural assemblers who are often, but not always, employed on a commission basis by traders who also act as transporters.  These traders are the market actors who deal with the wholesalers, brokers and exporters in Mombasa.  

Whilst this survey was being carried out in Tharaka there were cash flow problems.  The rural assemblers were waiting to be paid by the traders who had yet to return from a 100 tonne selling trip to Mombasa.  Until the rural assemblers received payment, no tamarind would be bought from the farmers.  The result was that farmers had brought their tamarind to the market but were unable to sell the tamarind.  There is no local market for the product and the trade is entirely dependent upon the prices that the traders are able to obtain in Mombasa.

The survey identified that there are 5 main traders of tamarind in Tharaka.  They work in different ways; a few have formed partnerships because of the cost of transportation. Others have a network of contacts or a partnership in Mombasa; these traders are the ones who are able to access the exporters most easily.  One partnership made up of 10 people operates as wholesalers as well as traders and transporters.  Traders prefer to sell direct to the exporters, however these actors can be difficult to locate, so traders may instead sell to wholesalers or use a broker to try and access the exporters.  

Tamarind from Tharaka is transported by hired truck (from Meru or Chuka) to Mombasa, which is an 8-10 hour journey.  Tharakan traders will store tamarind until there is sufficient to fill at least one 20 or 24 tonne truck.  One of the problems mentioned by traders was the lack of credit available for storage and transportation.  Credit could be obtained by the rural assemblers employed by the traders but was not extended to farmers (this could perhaps change if farmer associations were formed).  Occasionally a farmer was able to sell a tree’s production at the beginning of the season, but farmers reported that the returns were considerably below market value.
Figure 1 shows the marketing channels for tamarind as well as Net Marketing Margins (NMM) and Profit Margin as a Percentage of Capital (PM).  The percentages of NMM are shown above the arrows and PM shaded below the arrows.  The consumer price used was from Mombassa.

The NNM for each level in the domestic marketing chain was calculated using the following equation:

NMM = [Selling price – (Marketing costs + Buying price + 10% Misc + 5%capital interest)]  X 100  

Consumer price
This equation gives the net income percentage for rural assemblers (6%), traders (5%), wholesalers (22%) and retailers (34%).

The PM for each level of the domestic marketing chain was calculated as follows:

PM = [Selling price – (Buying price + Capital Spent)] X 100 

Selling Price
The calculations showed the PM for rural assemblers (17%), traders (20%), wholesalers (45%) and retailers (34%)

Using the Total Gross Marketing Margin (TGMM = [Consumer price - Farmers price/Consumer price] X 100) the farmers participation percentage of the Gross Marketing Margin (GMMp) was found to be 5%.

















Figure 1: Tamarind Marketing Channels

Comparing the above calculations, it is evident that although the traders have an NMM of only 5%, the PM they receive is comparatively high (23%).  The wholesalers achieve the highest PM (45%), which perhaps in part shows that the barriers to entry at this level are quite high.  Wholesalers need to have good contacts in the production area and must have storage facilities at Kongowea market in Mombasa.  Regarding trade from Tharaka and West Pokot, traders and wholesalers tend to deal mainly with production from the location that they originate from.  As far as the retailers are concerned, the barriers to entry are much lower.  These retailers are generally located in fruit markets in Mombasa and along the coast.  The two levels in the domestic marketing chain, which deal with tamarind in bulk, are the traders and the wholesalers.  The retailers generally sell tamarind along with other products.  As the tamarind is not processed after leaving the farmer, the GMMp of 5% is more reflective of the amount received by the farmer than is the case when researching marketing margins of products which are processed in part of the marketing chain.  NMM and PM were not calculated for the farmers as this is the most labour intensive part of the trade, so the figures could not be compared on the same basis as the rest of the marketing channel. 

It was not possible to calculate the Marketing Margins for exporters or brokers because the consumer price at the end of that marketing channel was not ascertained as part of this survey.  The prices achieved by traders if they sold directly to exporters varied, but they frequently received 50% higher prices and sometimes more than if they sold to wholesalers.  Although the domestic trade NMM and PM are given above, it should be noted that the PM and NMM would be much higher for traders selling to exporters, as very few additional costs are involved.
Marketing System Infrastructure
The poor roads found throughout Kenya contribute to the high transport costs faced by the tamarind traders.  This situation is exacerbated for the Tharaka traders by the fact that two bridges in Kitui district collapsed in 1998 as a result of the El Ninõ rains, meaning that the lorries now have to take a longer route to Mombasa.

In Tharaka the marketing system is fairly organised in that all market actors are aware of the collection points for the rural assemblers (at the markets) and the traders keep in contact with exporters and partners at the coast by telephone.  Information gathered as part of the survey suggested that the marketing is more formalised in Tharaka than in other locations such as Ukambani and West Pokot, where markets are not used to the same extent as collection points.

The wholesalers and brokers operate from Kongowea market in Tharaka and are easily located.  However the exporters operate on an individual basis and are not located in any one spot.  The coastal retailers tend to mainly buy their tamarind from the wholesalers at Kongowea market.  Occasionally, if the retailer knows a trader, tamarind may be bought directly from the trader.

Tamarind Exports and the World Market

Tamarind has been exported from Kenya since the 1980s and possibly since the 1950s, although there is little secondary information available on this commodity.  HCDA (Horticultural Crops Development Authority) in Kenya do not collect tamarind export information, unlike many other  exported commodities such as several fruits, fresh-cut flowers and so on.  Kenyan Customs and Excise records reveal that approximately 120 tonnes of tamarind were exported from Mombasa during August 1999.  It was not possible to calculate the exports for the past year as records are not computerised or sorted and all export orders from Mombasa must be manually checked.  Tamarind is exported for approximately 9 months of the year.  If demand is stable (not known), then the quantity of tamarind exported in one year could be around 1000 tonnes (this figure should not be relied upon and is an estimate only).  However, if notified, the Export section of Customs and Excise will collect data for a commodity, so this data could be collected in the future if requested.

Export records and exporters showed that the destinations for tamarind exports from Kenya are primarily Somalia and Yemen. Tamarind is also exported to Zanzibar and from there to Dubai.  Even though there is continuing civil war in Somalia, tamarind is still exported to Mogadishu.  Somalian exporters believed that if the situation became more stable then they would be able to export much higher quantities of tamarind at increased prices (probably grade 2 rather than grade 3 tamarind).   Other regions that import tamarind and could be potential markets for Kenyan tamarind include Japan, North America, Europe and Middle East. 

Handling can have an impact on health and on entry into export markets.  For example, the U.S. government (FDA, 1999) keeps a list of organisations which are permitted to import tamarind (fresh and processed) due to the filth commonly found in tamarind.  (Filth found by the U.S. government in tamarind is listed (FDA, 1999) as insect, rodent, bird, cat/dog, human, mould and other) Those organisations that are permitted to ship tamarind to the USA are mainly Indian and Mexican in origin.  India was mentioned by exporters to have a high quality grade of tamarind that is clean, packaged in polythene bags and kept in cartons.

Lack of information is a serious problem throughout the tamarind marketing chain.  Traders mentioned that they find it difficult to locate exporters (particularly those traders who do not have coastal partnerships or networks).  There is at present no association of exporters and no one location where they may be found.  In addition, many of the organisations and individuals involved in the tamarind trade also export several other products, particularly tea and coffee.  Once traders have located an exporter they may obtain further orders by telephone from the exporter.  If the trader does not have an order, the trader may find it takes up to three weeks to find an exporter willing to buy their tamarind.  This is partly because of the difficulty of locating the exporter and partly because the contact known to the trader may be out of the country.  This difficulty is illustrated by the fact that it is far easier to locate businesses dealing with tamarind in India (which probably has the most developed tamarind industry) than it is in Kenya.

Exporters also suffer from a lack of information, as they would like to know more about prices and requirements of tamarind in their existing and potential markets.  Lack of information also acts a barrier to entry into the tamarind market: it was noticeable that many of the respondents in the survey had been in the tamarind trade for many years.  Another problem expressed by the traders was that exporters might not be able to speak either Kiswahili or English.  Exporters noted that cold storage facilities would improve their business and reduce the impact of seasonality.  

Future directions for research and development

· It is questionable whether there is a need for rural assemblers: it seems possible that the farmers themselves through a farmer association or women’s group could perform this function. Women’s groups are suggested because these appeared to be the main grassroots organisations that were functioning in Tharaka.  In addition it is the women who are largely involved in the production and selling of tamarind.

· Grade 2 (seedless) tamarind appears to be preferred domestically and internationally to Grade 3 (seeded) tamarind.  However there is limited supply at present and, with the exception of coastal domestic consumers, a reluctance to pay higher prices. Farmers are able to obtain more money for Grade 2 tamarind than for Grade 3.  However, the labour that goes into de-seeding is comparatively high and is not currently reflected adequately in the differing prices.  A possible solution would be if an appropriate technology is available to de-seed tamarind in a more efficient manner.  This technology could then be provided to women’s groups that are already in Tharaka (perhaps on a loan basis).

· There was a lack of knowledge on how the market works: this includes the majority of agricultural and forestry staff.  It appears that tamarind is not considered by either agricultural or forestry staff and has tended to be overlooked for this reason.  Market actors at the production end in Tharaka (and Kitui) had very little knowledge of how the industry operates.  Many interviewees expressed an interest in seeing the final report of this study. 

· There is a lack of information at all levels of the marketing chain, particularly on pricing, demand, processing and packaging.  Each level lacked information on the requirements of the next level of the marketing chain.  Ideally, further information on tamarind marketing would be collected and disseminated.

· Farmers and extension officers in Tharaka were keen to receive clear, printed information on the different uses for tamarind. There is a definite lack of knowledge on tamarind uses and a strong interest in juice production from farmers.  Awareness of tamarind uses should be raised in Kenya so that domestic demand can be stimulated.

· Traders tend to have difficulties in contacting the tamarind exporters directly and may have to go through a broker.  The traders wanted more information on current pricing of tamarind so that they could negotiate better with the coastal tamarind market actors. These problems flow back to the farmers and leave them receiving less money for their tamarind.  One solution may be for the traders to try and directly contact the importers from Middle Eastern countries using the Kenyan Trade Attaché and the Trade Departments of the Embassy’s based in Kenya.

· An association of tamarind exporters who trade in Kenya could be established.  This could assist the trade by sharing costs such as cold storage and transport.  In addition, the membership of the association should be accessible to other tamarind market actors so that exporters can be located. 

· There is a need to assess, preferably through an on the ground survey, how other countries such as India, Mexico and South Africa utilise and market tamarind. One reason for more active tamarind markets in other countries may be that there is more local demand and knowledge of different uses for tamarind.
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