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Z A R F  N E W S

TRS interviewing a 19-year-old, he loves digital 
platforms Instagram, Facebook and Twitter. Reads 

news online.

27-year-old woman from Masvingo, Runyararo West, 
she is self-employed and uses firewood as a source of 

energy.

ZARF WILL BE PRESENTING THE ZAMPS 2017 FINAL DATA AT THE RAINBOW TOWERS IN 
FEBRUARY 2018.

THE TRS TEAM HAS NOW COMPLETED ALL  THE FIELD WORK AND NOW WORKING ON THE 
COMPUTER COMPILATION AND THAT THEY HAVE NOW CAUGHT UP ON THE TIME SPENT OFF 

WHICH WAS INCURRED BY THE CHANGE OF GOVERNMENT.
The TRS Team in the field with the survey for the final data which will also be available on USB.



ZARF News.
It’s the festive season, so let’s look at something quite different. Where did researching political outcomes 

start? Like most modern phenomena, in America.
Ups and downs of opinion polls.

Where did opinion polling begin?
Between 1916 and 1932, a popular news magazine, the 
Literary Digest, attracted much publicity by correctly 
predicting the results of the presidential elections 
by mailing millions of mock ballots to voters and 
counting the returns.
But in 1936 George Gallup, a statistician turned 
market researcher, became convinced the magazine 
was heading for a fall: the mailing lists it used came 
from telephone directories and car registrations, thus 
excluding poorer voters. So Gallup conducted is own 
poll. It was far smaller but it used “quota sampling”: 
it targeted a proportionate mini-electorate, reflecting 
the race, age, sex and income ratios of the real one.
Gallup correctly predicted both the F. D. Roosevelt 
would win, and that the Literary Digest would wrongly 
call his rival, Alfred Landon, as the victor at 56%. The 
Literary Digest went out of business and the polling 
industry was born.

Was it greeted with enthusiasm?
From the beginning there were doubts: the word 
“pollster” was actually an insult, like “huckster”. But 
polls were enthusiastically adopted by the media and 
by interest groups eager to commission pollsters to 
ask leading questions and gather “scientific” proof 
that the public agreed with their concerns. Pollsters 
were soon claiming to be able to access matters as 
elusive as whether we believe in God, whether we’re 
happy and who we trust.
Their surveys have come to influence everything from 
policy on such key questions as immigration and drug 
legislation, to what kind of consumer products we are 
offered. For Gallup, the new technique offered the 
best way to “take the pulse of democracy.” But many 
remained sceptical.
To French philosopher Jean Baudrillard, polls were a 
sorry reflection of a mass media age in which “there 
is more and more information and less and less 
meaning.” They fail to distinguish between strong and 
flimsy preferences, say the critics.
In what way are polls said to cheapen politics?
It is often suggested they encourage politicians to 
pander to the latest popular sentiment—usually based 
on ignorance or short-term self-interest—rather than 

making long-term decisions for the general good. Polls 
are also said to divert attention from the issues: their 
dominant role in the news narrows the media focus to 
the performance of the leaders, turning elections into 
horse races.

And do they influence elections?
Almost certainly. For a start, they often affect the 
timing of elections, because politicians only call 
elections when they think they can win. Research over 
the past 30 years suggest they also influence the way 
people vote, particularly in the late stages of a close-
fought campaign. They can encourage more tactical 
voting, as voters bear in mind the likely balance of 
power based on polling predictions. They can also 
introduce a “bandwaggon effect”: voters plumping for 
the party that the pollsters deem likely to win.
A detailed study of the 2002 Netherlands election fond 
some 20% of voters were affected by the polls, with 
many swinging behind the surging PvdA (Labour) 
party. Such distortions of “the people’s will” are even 
more striking when predictions are wrong.

And have they often been wrong?
In recent times spectacularly so, both in the US (where 
almost all polls predicted a win for Hillary Clinton) 
and in Britain, where the pollsters have called three 
UK elections wrongly in three years. They predicted 
a win for Remain in this year’s UK referendum: it has 
been suggested that many voted for Brexit as a protest, 
thinking Leave would lose and then suffered pangs of 
“Regrexit.”

What can be done to correct such distortions?
Some 40 nations now ban opinion polls in the run-
up to elections to avoid affecting the result. In Israel, 
it’s illegal to publicise an election-related poll in the 
four days before the vote. In Norway, there’s a 24-hour 
ban: South Korea has a blackout lasting seven days. 
In the US such a ban would be unconstitutional on 
freedom of speech grounds and it would probably also 
be unacceptable in Britain.
For all its shortcomings, polls are still arguable 
preferable to the alternative. “I think a society is likely 
to operate more effectively if it understands itself 



better,” said the psephologist John Curtice. Without 
polls, “all you get is a bunch of politicians saying 
everybody thinks that or everybody thinks this: we’re 
winning votes—no we’re winning votes. How do we 
know who’s right?” The best solution is probably to 
give less credence to polls.

How can the polls get better?
An in-depth study commissioned by the British 
Polling Council after the 2015 results has identified a 
series of failings, including giving insufficient weight 
to postal votes and to the low turnout among certain 
social groups. Pollsters are also considered to be 
guilty of “herding”—adjusting their results to bring 
them closer to other companies’ results. But the basic 
problem was “unrepresentative sampling.”

All advertising agencies must have paid 
the compulsory 1.5 per cent levy on all 
advertisements to the Zimbabwe Advertising 

Research Foundation in order to qualify for 
accreditation.
Barry Manandi, chairman of the Zimbabwe 
Advertising Agencies Practitioners Association, 
announced this at an Advertising and Publicity Club 
breakfast last month. It becomes effective next year.
ZARF is an independent foundation with 
representation from all advertising, marketing 
and media organisations through their various 
associations. The industry decided to commission 
quantitative research into what people buy, read, listen 
to and watch, with the aim of being able to produce 
targeted media plans for advertisements.
After 12 years of discussion, the initial survey was 
commissioned and all parties agreed that it is essential 
data for professional marketers and that it would be 
paid for by a 1.5 per cent levy on all advertising. This 
is submitted by advertising agencies or, in the case of 
direct advertising, the media houses.
The Zimbabwe All Media and Products Survey, 
undertaken by professional researchers selected 
by open tender and overseen by ZARF and its 
constituent bodies, has become essential information 
for all marketing professionals. Media houses 
proudly announce their ZAMPS’ rankings and relish 
improvements in the myriad of categories captured by 
the research.
In these difficult economic times it has been poorly 
funded and ZAAPA’s decision to ensure that 

Most polling the in the UK is done by locating between 
1,000 and 4,000 interviewees who fill the quotas based 
on demographic characteristics—young and old, 
southern and northern—and weighting the results to 
take into account a range of factors. Some are done by 
‘phone, or face to face and a minority on the Internet. 
In theory, most results are accurate to within a margin 
of +/- 3%.
But today polls are often well outside the margin 
of error. The key problem seems to be that finding 
interviewees is getting harder: people are less inclined 
to share their views. When Gallup was polling, the 
response rate was over 90%: in 2015 ICM had to call 
30,000 numbers to get just 2,000 responses.

ZAMPS TO BE FUNDED
advertising agencies, at least, have to pay the levy is 
warmly welcomed by ZARF. Fieldwork for the second 
2017 ZAMPS is under way and, funding permitting, 
will be released early in February. ZARF has been 
producing the data for 20, continuous years, in spite 
of financial difficulties.
For more information, please contact Jill Day, 0772 
224 165, jillrday@zol.co.zw

TRS team in the field.
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ZAMPS DATA IS OWNED BY THE ENTIRE INDUSTRY AND SUCH IS COMPLETELY 

UNBIASED IN ANYWAY.  THE ZAMPS CONTRACT AWARDED BY TENDER EVERY 

THREE YEARS. ZAMPS IS COPYRIGHT AND COMPLETELY HAS NO AFFILIATION 

TO ANY PARTICULAR MEMBERS.  IN 2018 ZAMPS/TRS WILL BE RELEASING 

SOME VERY EXCITING ADDITION TO THE DATA WE WILL KEEP YOU INFORMED 

EVERY STEP OF THE WAY


