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A Marketing Study of Sour Tamarind (Tamarindus indica Linn) Aiming to Develop Business Strategy for
Instant Products

Thitiya Thonkern*

Abstract

A major problem in developing both domestic and international markets for sour tamarind product is of the
tamarind management. Sour tamarind produce sold in Thailand does not normally have clear inspection and quality
criterion in its colour, its taste, contamination with filth and dirt, transportation conditions, as well as good’ practice
during storage. This study was conducted in order to approach value added product concepts and to develop a
strategic guideline for instant tamarind products. Three techniques were used in collecting data : 1) In-depth
Interview on producers, wholesalers-retail exporter, Phetchaboon district agriculturist and government officials
involving in promoting and supporting tamarind export, 25 persons in total , 2) 5 Focus groups comprised of 3
consumer groups, (8 persons in each group) and 2 groups of sellers and producers, (10 persons in each group), 44
persons in total and 3) Questionnaire Administering for concept testing of the products (n = 600) with sample of 200
persons from the population in Phetchaboon Province and 400 from Bangkok. The statistical analyses used for
hypothesis testing are : the F-test (ANOVA), Chi-square and Discriminant Analyses for segmenting target consumer
groups. The result of purchase intention scores from sample set (n = 600) reveal that the variables: “Age”, “Marital

LN

Status”, “Having children” “Co-habitating”, “Number of family members”, “Income”, “Time spent in cooking”,
“Frequency of cooking”, “Time spent in buying goods”, and “Level of importance giving to convenience”, are key
discriminant factors dividing the sample of “Buyers” into 2 groups. Considering the Purchase intention for individual
concepts, the result shows that concepts of instant powder product and instant tamarind paste received high purchase
intention score form consumers who spent their time in cooking less than 30 minutes/each time. This group gave an
importance to convenience in “moderate” level. The concepts of concentrated sour tamarind product focusing on
both cooking and cosmetic purposes, were popular to unmarried buyer group, with moduate income, and gave an
importance to convenience in “moduate” level as well. The concept of production without mixed artificial substance
and the containers convenient for use also affected their buying intention. Cooking behaviours between the
representatives of consumer in region of big province (Bangkok) and ones in small province (Phetchaboon) were
found significantly different (p < 0.05) and hence, significant differences were found in several product concept
acceptances.

According to information from this survey, The short-term strategy for domestic market is to aim at
segmented consumers who use the products both in cooking and cosmetic purposes. Long - term strategic plan is for

international market focusing on target consumers in: 1) Middle East countries where sour tamarind is regular

consumed and 2) The groups involving Thai restaurant business overseas.
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