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Z A R F  N E W S

For 20 years, the Zimbabwe Advertising Research 
Foundation has been giving the advertising, marketing and 
media worlds in Zimbabwe accurate information at least 

twice a year* on who reads what newspapers and magazines, 
listens and watches which TV and radio stations—and who buys 
what. That’s a pretty proud record, even if we say so ourselves.

 It couldn’t have been done without the support of all 
stakeholders and we are grateful to those of you who pay your 
statutory levy and allow senior members of your management 
team to join our board, technical, educational and marketing 
committees. Thank you for your dedication.

 There is a saying that nothing worthwhile is ever easy and 
that is certainly true of ZARF and its Zimbabwe All Media and 
Products Survey. The idea of a continent-wide survey that would 
enable marketing directors to produce media plans that worked 
from Cape to Cairo was Piet Smit’s, the legendary technical 
director of the South African Advertising Research Foundation. He 
knocked heads together from Tangiers to Timbuctoo—and found 
his most enthusiastic response here in Zimbabwe.

 Our own advertising legends argued back and forth for 14 
years, not over the value of ZAMPS but who would fund it. In the 
beginning Michael Hogg financed the meetings personally and we 
used to meet in Michael Hogg Young and Rubicam’s boardroom. 

ZARF Turns 20!

Over the years we met late into the night in many advertising and 
media boardrooms and the discussions ranged back and forth as to 
who would benefit most and thus who should pay for it.

 Finally Maurice Matthewman, MD of Matthewman, Banks 
and Tholet, lost his cool and slapped $10,000 on the table. “Get 
yourselves organised, do the first research and let’s get on with this.” 
The rest is history and we are proud to profile the man who was a 
key founder of ZARF and ZAMPS in this issue. 

*There was a time, in the halcyon days of the Zim. dollar, when 
we produced ZAMPS four times a year to keep up with fast-
moving inflation. Earlier than that, we also produced a bi-annual 

Teen ZAMPS, to find out what this important young market feels, 
likes and wants.

 WHAT ARE WE HERE FOR?
Perhaps this is an opportune moment to remind our stakeholders 

why ZARF was formed in the first place. Our Constitution says:
 The main object of the foundation shall be to promote, sponsor, 

arrange, authorise commission, manage, control or cause to be 
arranged, organised, conducted, authorised or commissioned 
the obtaining of all kinds of advertising research, media audience 
research, surveys, investigations and reports.

 Likewise to do all things and carry on any activities related 
or associated with the above subjects with power to act through 
its duly authorised agents, employees, and contractors and 
other interested parties and to employ companies, firms and 
persons for such purposes and general do all things necessary 
and incidental in order to give effect to any of the objects of the 
research foundation.

ZARF’S ROLE OF HONOUR
Fourteen years of monthly meetings after hours for no reward? 

Who were these dedicated people? Our records are not complete 
and if you were one of us in those late-night meetings please drop 
us a line and we shall honour you in subsequent newsletters.

In no particular order some of the people who midwifed ZARF 
were: Alistair Carlisle, Michael Hogg, Albert Nhau, Maurice 
Matthewman, Munyaradzi Machacha, Tim von Broembsen, 
Victor Mavunga, Mathew Kunaka, Mike Rook, Butch Butcher, 
Tim Simba, Archie Sadza, Brian Gamble, John Osterberg, Herbert 
Nkala, Martin McChlery, Yves Verschueren, John Upton, Paul 
Webb, Tommy Thompson, Cecil Gombera, Ian Dawson, Douglas 
Kadhenhe, Audrey Balfour, Michele Berkhout, Ed Moyo, Simba 
Makoni, Dan White, Kennedy Mandevhani, David Long, Tim 
Johnson, Lesley Ives, Ben Zulu, Shirley Silversides, Albert 
Katsande, Clive Murphy, Nicola Maddison, Liz Linsell, Zed 
Rusike, Williard Zierva, Jill Day and of course Colin Moxham.



Even in the frenetic years of advertising in Zimbabwe, 
few bosses can have celebrated their birthdays with a stretch 
limousine arriving at the house to take them to work. Inside were 
two bunny girls, warm and inviting. As they arrived at the office, 
a skydiver plunged over Ballentyne Park to deliver a frosted 
bottle of champagne.

 Happy birthday, Maurice Matthewman. The only person who 
didn’t enjoy his staff ’s present to him was Peggy, his much-loved 
wife.

 He was an icon in the years when Zimbabwe produced some of 
the world’s best advertising men. As one of them, Stuart Ingram, 
commented at a packed Advertising and Publicity Club lunch at 
which Matthewman spoke, they worked hard and played hard 
back then: today much of our advertising is ad hoc and low 
budget—very few build brands any more.

 “All is see nowadays are posters: there’s some good stuff. 
I retired 15 years ago and I’m glad: these days clients have in-
house media experts and analysts and know so much about our 
business that the mystery has disappeared,” Matthewman said. 

Born in South Africa, he took advantage of post-war 
scholarships to go to university where he studied forestry and 
agriculture. When he qualified, it was what he describes as “a 
disastrous time—they were bringing in land apportioning.”

 He battled to find a job in agriculture but Lever Bros, 
forerunner to Unilever, were very excited at the thought of 

having a graduate on the staff. They offered him a job as a trainee 
manager in the factory or starting at the bottom in marketing. 
He chose the latter. 

“And it was the bottom. I was the daylight cinema operator. I 
drove around the Copperbelt with pictures and advertisements in 
the back of a huge truck. It was an interesting time: Independence 
was on the way and I got chased away from a couple of places. 

“So I was in advertising. I didn’t realise it but I learned a lot, 
particularly the power of advertising on people who don’t have 
a lot of entertainment. Right up on the Angolan border I came 
across a little kid who sang me the Sunlight soap song.

 “Back at Levers, they moved me into market research. I knew 
nothing about it—although they did send me on a three-month 
training course in Durban. People deal with symptoms, not 
problems: and it’s the same today. We drop the price: we don’t 
work out what the problem is: why are people no longer buying 
our product?” 

He liked living in this country and joined as an account 
executive the local branch of J. Walther Thompson, which was 
run by Tim Hamilton Russell,. “Once again, I knew nothing 
about advertising: in fact I made a terrible impression on my 
first day because I didn’t realise the boardroom table was made 
of glass and I broke it.

 “I used my research background to ingratiate myself with 
clients and it seemed to work. I moved down south, which is a 
different business to here: cutthroat and very political between 
agencies. I had been sent down there as a spy because a group 
of people wanted Tim out. It was silly, because his father owned 
the agency. We fell out eventually—not over this—but because 
he promised many people many things and never followed up. 
I said to him:

 “Who do you think you are, Tim? God?” and he replied
“No, the MD.” I said I’d leave but I wanted a golden handshake. 

He kept saying I’m not firing you but….”
Eventually I was sent back up here and after a year I moved 

across the road to LP and Tony Rhodes. I joined on the same day 
as Ray Banks. It was a good agency but it was losing money. I 
talked to Tony about it and he said:

“It doesn’t matter: they’ll tell me if it does.”
I said: “They won’t: they’ll fire you.” They did and I took over.
 LP was associated with a Chicago agency, Leo Burnett. “We 

related well: they were down to earth, not like the hi-falutin’ 
New York agencies. This was in the late 70s and Clem Tholet had 
joined us. 

“I sat down with Ray and Clem and said: ‘Why don’t we buy 
the agency? The Americans want out.’ Ray didn’t think we could 
do it but we did and Leo Burnett made it easy for us: we paid 
them over three years.

 “Clem used to say that we were ‘Matthewman, Banks and 
Who?’ He was the most talented creative man I’ve come across 
and he died tragically young in the Cape. He wasn’t easy and he 
certainly was a naughty boy.”

 The South African agency, Lindsay Smithers, had a small 
branch in this country and the bosses insisted that MBT should 

MATTHEWMAN: 
‘MY BEST BOSS’

Audrey Balfour, who helped develop the ZAMPS’ 
questionnaire and led the market research at Probe for 
the first seven years of ZARF’s existence, was visiting 
from Australia and joined the APC lunch. She is 
pictured with Colin Moxham and Maurice Mathewman 
looking at the first ZAMPS’ survey. Twenty years ago we 
published the report and the size of it shows how much 

data each modern CD holds.



take it over. “We took the clients and the staff—but it didn’t work. 
I don’t think it does. We lost every client in 18 months. 

“In the late 1990s we looked for a buyer ourselves and found 
FCB, who were not operating here. That seemed to work well—
they were a creative agency, larger than life and the scale of their 
entertainment was amazing.

 “We all entertained hugely. A new restaurant would open and 
a client would ring me and say, ‘Maurice, I haven’t had lunch with 
you for at least a month….’ And off we’d go.

 “For me, the charge I got from this business was the people. 
They were difficult, crazy. The only thing Ray and I received in 

monetary terms from the business was the building, which we 
finally sold a couple of years ago.

 “Why do it? It’s messy, competitive, cutthroat. But it was such a 
pleasure to be with those creative, talented people. My reward is 
that occasionally people say—not to me—on Facebook that their 
time with Matthewman Banks was the best time of their life.” 

Eagle-eyed shoppers at the Spar, due to reopen shortly in 
Ballentyne Park, will see gold stars in the pavement outside the 
store: MBT’s Walk of Fame is the last reminder of one of the 
nicest and most creative agencies this country has produced.

The TRS All media survey data was presented by 
the managing director, Mr Patson Gasura and 
the Team at the National University of Science 

and Technology, on the 26th of January, 2017. The 
meeting started at 10.00 AM. because the Zimbabwe 
Advertising and Research Foundation (ZARF) Team 
from Harare was delayed by flight challenges. About 
seventy five people participated. We are sad that as a 
result, of the flight mishap, Jill could not be present. 
But thank you to the ZARF Team who eventually 
arrived. May I thank, Mr Felix Moyo for making sure 
that the venue and logistics at NUST were taken care 
of. My secretary Ms Moreblessing ensured that our 
guests were met at the airport and returned even after 
the morning mishap. My sincere appreciation to the 
Lupane State University driver, Mr Donga for all the 
patience.

Prof. Sibanda introduced The TRS team and Mr 
Gasura who would be the speaker and apologized 
for the delay of the ZARF team due to circumstances 
beyond their control. A brief overview was given of 
the critical importance of all media survey data to 
marketers and people in general.

Topline Research Solutions presentation.
Mr Gasura outlined  the research methodology 

used  and indicated that it was the third dip of 2016. A 
sample of about one thousand six hundred households 
was used nationally. Within the households, the Kish 
Grid, developed in 1949 was used. This grid attempts 
to make the selection of who to interview in the 
household as objective as possible. (explanation mine) 
The living standard measure (LSM). Was given as (17) 
the highest in Zimbabwe and (1) the lowest in the 
2014 – 2016 period. A quick analysis on the impact of 
different media was given aided by power point slides.

Topline Research Solutions  

(TRS) (Data presentation 26th January, 2017)
 By Prof. Bhekimpilo Sibanda

 PRINT MEDIA
 Dailies
The normal umbrella formation of the dailies, The 

Herald, The Chronicle, H-Metro and Newsday remain 
true, with all the local newspapers doing well in their 
locality and the Herald doing well at both the local 
and national level. The Chronicle was reported as the 
most improved in circulation for the third deep in 
2016.

Weeklies
The weeklies include, the Financial Gazette ( which 

is supposed to be a business newspaper), The Sunday 
Mail, The Sunday News and the Independent continue 
to make a showing but are in decline. The Financial 
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Gazette made a poor showing in Bulawayo while 
the Sunday Mail was reported as the most diverse 
Newspaper in terms of size and content coverage.

ELECTRONIC MEDIA
Radio continues to be a very important medium in 

Zimbabwe. New Radio Broadcasting Licences were 
issued for commercial broadcasting in 2014, their 
impact is of importance. Star FM was shown to be the 
most listened to among the new broadcasting entrants. 
Diamond FM  has a 67% listernership in Manicaland, 
according to the results given. Among the Public 
broadcasting channels, Power FM and National Radio 
are still at the top.

Television
Zimbabwe Television coverage is still very limited 

and there is a growing market for satellite television.
PRODUCT USAGE
The consumption of luxuries, like sweets has gone 

down from when sweets were used as change in 2014-
2015. Maize meal usage continues to rise. On the retail, 
OK appears to be the most recognizable, according to 
data. The impact of Flea markets is on the rise as most 
people buy clothing there. Most people buy vegetables 
from the informal sector, often in the streets.

Financial services
The consumption of financial services is a critical 

economic indicator. CBZ and the POSB are the most 
utilized. Mobile money, Ecocash is the most used 
overall and yet its use is lowest in Matabeleland.

Network connection: Net One is showing the fastest 
growth. Econet may have the greatest coverage.

Funeral Services: Nyaradzo monopolises the funeral 
industry, especially in Matabeleland. Percentage wise, 
many more people in Matabeleland have funeral 
policies.

SOURCE OF ENERGY
Given the advent of solar energy and the impact it is 

having on the use of electrical gadgets in both urban 
and rural areas, it is worth more questions.

At the end of the presentation, participants were 
given an opportunity to ask questions. Most of the 
question were of an analytical nature and the presenter 
indicated that theirs was to state the facts as they were 
and not to go any further. One participant asked; “ If 
I conduct research, in my area is ZARF willing to use 
it?”  and another asked,  “who read what newspapers?” 
and yet another enquired as to how theory and 
practice can move closer together. How can we close 
the gap among University people and practitioners? 
One asked.

The Chairperson of ZARF, Major Tikiwa gave a 
brief presentation  in support of what had been done. 
His offer of two scholarships to students through the 
conveners was well received. There after participants 
mingled and were served with snacks in the foyer.

 Discussion and conclusion
Time constraints made it impossible to cover all the 

data in detail. Disks with detailed data were available 
for sale. Twenty copies were left behind to be sold, this 
was good.


