
April 2017

Z A R F  N E W S

This month the Zimbabwe Advertising Research 
Foundation endorsed the joint International 
Chambers of Commerce/ ESOMAR (originally 

the European Society for Opinion and Market 
Research) Code of Conduct.

ESOMAR is the essential organisation for 
encouraging, advancing and elevating market research 
worldwide.

Since 1948 ESOMAR’s aim has been to promote 
the value of market and opinion research in effective 
decision-making.

In 1976 ICC and ESOMAR agreed that it would be 
preferable to have a single international code instead 
of two differing ones and a joint ICC/ESOMAR 
Code was published the following year 1977. This 
was revised and updated in 1986 and 1994, making 
the current version the fourth edition of the ICC/
ESOMAR Code, under a slightly altered title. 

Effective communication between the providers and 
consumers of goods and services of all kinds is essential 
to any modern society. There are many methods of 
gathering information, and the channels available are 
multiplying with the development and use of internet-
based technologies and other interactive media. 
One of the most important methods of gathering 
information is by using market research, which in this 
Code is taken to include social and opinion research.

Market research depends for its success on public 
confidence – that it is carried out honestly, objectively 
and without unwelcome intrusion or disadvantage 
to its participants. The publishing of this Code 
is intended to foster public confidence and to 
demonstrate practitioners’ recognition of their ethical 
and professional responsibilities in carrying out 
market research. 

The self-regulatory framework responsible for 
implementing this Code has been successfully in 
place for many years. The use of codes of this nature 
and their implementation have been referred to and 
accepted as best practice worldwide, as a recognised 
means of providing an additional layer of consumer 
protection. 

PURPOSE OF THE CODE 
This Code is designed primarily as a framework for 
self-regulation. With this in mind, ICC/ESOMAR 
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recommend the worldwide use of the Code, which 
intends to fulfill the following objectives: 
•	 To	set	out	the	ethical	rules	which	market
 researchers shall follow; 
•	 To	enhance	the	public’s	confidence	in	market
 research by emphasising the rights and safeguards
 to which they are entitled under this Code; 
•	 To	emphasise	the	need	for	a	special	responsibility
 when seeking the opinions of children and young
 people; 
•	 To	safeguard	freedom	for	market	researchers	to
 seek, receive and impart information  (as embodied
 in article 19 of the United Nations International
 Covenant of Civil and Political Rights);
	•	 To	minimise	the	need	for	governmental	and/or
 intergovernmental legislation or regulation. 

ZARF heartily endorses the Code and will ensure 
that all future ZAMPS continue to be carried out to 
international best practice.

ESOMAR facilitates an on-going dialogue with its 
4,900 members, in over 130 countries, through the 
promotion of a comprehensive programme of industry 
specific and thematic conferences, publications and 
best practice guidelines. ESOMAR also provides 
ethical guidance and actively promotes self-regulation 
in partnership with a number of associations across 
the globe.

All ESOMAR members, as well as their company 
contact details, are listed in the ESOMAR Members 
search. Members agree to abide by the ICC/ESOMAR 
International Code on Market and Social Research, 
which has been jointly drafted by ESOMAR and the 
International Chamber of Commerce and is endorsed 
by the major national and international professional 
bodies around the world.



Fig 1: Main commercial bank

CHEER UP: IT MIGHT GET WORSE!
Not all things are as gloomy as we might think in our country!

In the words of George Bernard Shaw: ‘’… progress 
is impossible without change and those who cannot 
change their minds cannot change anything…’’ It 

is often said that the Zimbabwean economy has great 
potential to grow. The biggest task is to help people 
develop a positive mindset towards the future. This 
mindset can only be developed through formally 
sharing insights on what is happening in the country 
at the moment. The Zimbabwe Advertising Research 
Foundation’s (ZARF) monthly newsletter has picked 
some interesting insights from the latest

 Zimbabwe All Media and Products Survey (ZAMPS) 
2016 Q4 results. In the April issue we focus on the 
banking sector dynamics. The banking sector is one 
of the priority sectors in the Zimbabwe’s economic 
revival efforts.

The latest ZAMPS (2016), released February 2017 is 
still available. It was conducted by Topline Research 
Solutions (www.topliners.co.za) and shows that 19% 
of adult Zimbabweans have a bank account. According 
to this survey, the banked population in the urban 
areas is 34% while in the rural areas it is 8% of the 

adult population. There are approximately 8 million 
adult people in Zimbabwe.

When reading these figures, it is important to bear 
in mind that the survey measures the proportion of 
Zimbabweans who have at least one bank account 
with any banking institution. The survey does not 
measure the deposits (value) held with the bank 
as other banking sector surveys would perhaps do. 
The survey further reveals that CBZ has the highest 
number of customers and their book has grown in the 
past two years.

As shown below, POSB used to be a close second 
to CBZ but has seen a pronounced decline in terms 
of number of customers. It would appear that, due to 
prevailing cash crises and depressed economy, many 
banks have reverted to value- rather than volume-
based strategies, while others have pursued both.

As shown below, while many banks have seen a 
decline in their customer base, others such as Steward 
Bank, CBZ, FBC, CABS, NMB and MBCA have 
witnessed growth in customers. Demand for plastic 
money has been one of the major drivers.



Fig 2: Commercial bank usage by area

OCCUPATION 2014 2016

Unemployed 26% 21%

Self-employed 18% 19%

Fulltime formal employment 11% 13%

Part-time formal employment 5% 8%

Informal employment 2% 5%

It is, however, interesting to note that the proportion 
of people who use commercial banks in the rural areas 
(8%) is significant. This will grow gradually when 
one considers initiatives like the one where tobacco 
farmers were asked to retain or open accounts with 
commercial banks. The prevailing cash crunch meant 
they were no longer going to be paid in cash, as was 
the practice in the past, but through bank transfers.

As shown below, bank penetration is arguably still 

very low in some provinces. Concentration in urban 
areas is evident. Being an agricultural economy 
with many agro-based support programmess (e.g. 
COMMAND Agriculture), Zimbabwe needs more 
supportive banking institutions to support the largely 
unbanked farming communities. Clearly there is 
room for more sustainable banking models - e.g. 
mobile banking, online banking or seasonal banking 
services - for the predominantly rural provinces.

When it comes to banking products, interestingly 
the use of ATM cards has also grown from 15% in 
2014 to 18% in 2016 as people are being encouraged 
to use plastic money to avert the cash crisis and the 
liquidity crunch. The same survey showed sustained 
growth in Internet access, giving an opportunity for 
commercial banks to grow online banking solutions 
that are convenient and cheaper. 

Taking a look at the occupational trends between 
2014 and 2016, most of the people are involved in 
self-employment activities. See table (below), showing 
occupations excluding students, retirees, housewives 
etc.

Indeed it is not as gloomy as it casually sounds. This 
is indicative of Zimbabweans’ rare blend of creativity 
and sheer hard work. It is said that Zimbabwe is now 
an informal economy and the results above may be 
testimony to that. This could be an opportunity for 
the relevant authorities to craft or sustain (if already 
in place) appropriate policies to complement such 
initiatives by the citizens

Clearly people are involved in income generating 
activities to ease payment transactions, it is not 
surprising that the uptake of plastic money products 
is also on the increase, according the latest ZAMPS’ 
results. The banking sector could also launch 
supportive mechanisms for their own benefit in the 
medium to long-term. Zimbabweans are by and large 
a self-propelling community.

With this kind of situation in the financial sector, 
everyone is anxious to see what will come out of the 
ZAMPS 2017 First Half survey. Subject to adequate 
funding, the envisaged survey is planned to be 
presented to the industry in June 2017.

Watch the space for ZAMPS 2017

Whoever you are! 
Wherever you are! 
We will be there.
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Fig 3: TRS field staff at work

At the ZAMPS Data Presentation, Linda will have data on disk or usb for you to take away.


