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Supermarket is still the number one in urban Zimbabwe! 

The latest Zimbabwe All Media and Products 
Survey (ZAMPS) 2016 Q4 results, however, 
paint a different picture.  According to the 

results, 48% of the adult Zimbabwean population still 
depends on the supermarket to do their main grocery 
shopping with an astounding 79% being urbanites. This 
shows that the traditional supermarket has retained its 
edge in the urban space despite the strong presence of 
the informal market primarily the vendors selling from 
their roadside shops. 

It is only in the rural areas were the supermarket has 
not gained much ground as rural folks still rely on the 
general store.

A closer look at the supermarkets shows that OK 
Zimbabwe continues to dominate as 12% used the 
retail giant for their main grocery shopping. Aside 
from the informal market, the chain supermarket has 
however been facing stiff competition from Choppies 
and TM/ Pick N Pay who managed to gain significant 
market share.

Pick N Pay which mainly appeals to the middle 
and higher income shopper managed to attract 11% 
of shoppers while Choppies lured 4% of grocery 
shoppers. Spar, however, has slowly been diminishing 
with only 1% having used the supermarket as their 
main source.

Focusing on meat purchase, butcheries remained 
the preferred source of meat being used by 77% of the 
population. A relatively significant percentage (7%) 
depended on meat from animals they reared and this 
was largely among rural dwellers. 

Although it did not make a significant foot print on 
grocery shopping, the informal market emerged as 
the most popular source for fruits and vegetables. It 
is predominantly the urban market that is purchasing 
fruits and vegetables from informal trade either 
through the open market or vendors. 

Supermarkets also emerged as a source of fruits and 
vegetables with 7%. This shows that supermarkets are 
still being regarded as a one stop shop for a greater 
proportion of the people in urban areas. The market 
also tends to resort to own production which shows 
the enterprising nature of a number of Zimbabweans 
in the face of the turbulent economic situation.



Watch the space for ZAMPS 2017! Whoever you 
are! Wherever you are! We will be there.                             

For inquiries about insights highlighted in this 
newsletter of feedback please contact Linda at ZARF.



Digital News Report 2015
By the Reuters Institute for the Study of Journalism 
at Oxford University by Nic Newman, Research 

Associate,  Reuters Institute on May 15, 2015

Reputed to be the biggest research into people’s 
attitudes to news and media, this report raises 
some thoughtful questions about the future 

direction of ZAMPS. How much of this information 
would you like—and what would you like it to replace? 
Answers please jillrday@zol.co.zw before the end of 
August, so that we can discuss your thoughts with our 
Technical Committee and include the questions in the 
next ZAMPS.

This year’s data see a quickening of the pace towards 
social and mobile news, a decline in desktop internet, 
and significant growth in video news consumption 
online.

At the same time, we see the continued centrality 
of traditional platforms – particularly television – 
and ever more stark country-based and generational 
divides over the way news is found, consumed, and 
distributed.

▪ We see the smartphone more clearly as the 
defining device for digital news with a disruptive 
impact on consumption, formats, and business 
models. Our data suggest it provides an environment 
dominated by a few successful brands, with others 
struggling to reach a wider audience, both via apps 
and browsers.

▪ The move to online video, new visual formats, 

and social media coincides in many countries with 
a fall in audiences for traditional TV bulletins. The 
trend is most pronounced among the under 35s.

▪ We see a strengthening in the role played by 
Facebook in finding, discussing and sharing news. 
Facebook-owned Instagram and WhatsApp are 
playing a big role among younger groups.

▪ The increasing importance of search and social 
as gateways to news has raised concerns over online 
‘filter bubbles’, but our respondents say these services 
help them find more diverse news and lead them to 
click on brands they do not normally use.

▪ We see an intensifying battle for global 
audiences online involving new players like the 
Huffington Post and Buzzfeed, expanding global 
newspapers like the Guardian and New York Times 
and old stalwarts including the BBC and CNN.

▪ Finally we find significant consumer 
dissatisfaction with online advertising, expressed 
through the rapid take up of ad blockers and 
disquiet over the blurring lines between editorial and 
advertising.

Mobile growth

News accessed from smartphones has jumped 
significantly over the last 12 months, particularly in 
the UK, US, and Japan. Average weekly usage has 
grown from 37 to 46% across all our countries. Two-
thirds of smartphone users (66%) are now using the 
devices for news every week.
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