
 

 

 
LESSONS LEARNED 
 
This Transformative Solutions program has yielded 
useful information for future research and efforts to scale 
biofortified crops: 
 

 Future studies on the effectiveness of 
biofortified corn should account for climatic 
threats when determining sample size. In 
addition, in order to get more specific results, 
researchers should look to measure crop yields, 
nutritional value of biofortified tortillas (or 
intermediary food products), quantity of food 
consumed, and blood samples of participants.  
 

 Difficulties encountered due to drought 
highlighted the need for future development of 
drought-resistant, nutritious, staple crops.  

 
 Social marketing is an influential tool for 

increasing consumption of biofortified crops 
through preexisting markets.  
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Guatemala is the most malnourished country in the Western Hemisphere, where 54.5 % of Guatemalan children suffer 
from chronic malnutrition. This is partially due to a dietary reliance on maize, accounting for up to 70% of total caloric 
intake in rural Guatemala. This innovative Transformative Solutions program examined the use of social marketing as a 
tool to increase the consumption of biofortified maize, Quality Protein Maize (QPM), to fight chronic malnutrition in rural 
communities of Guatemala.  
 

BACKGROUND AND OBJECTIVES 
 
Quality Protein Maize (QPM) is a non-GMO corn that has 
been naturally bred to contain higher levels of tryptophan 
and lysine, essential amino acids traditionally absent in 
maize. The high consumption of Quality Protein Maize 
has been proven to decrease rates of stunting of 
malnourished children in Peru and in multiple other 
studies.  
 
The Center on Conflict and Development at Texas A&M 
University partnered with a Guatemalan & U.S. NGO, 
Semilla Nueva, that specializes in the scaling of QPM in 
Guatemala. The program aimed to: (a) test of 
effectiveness of QPM on child growth rates and rates of 
interfamilial violence in 38 Guatemalan communities on 
the Southern Coast and (b) determine whether the use of 
social marketing can increase demand and consumption of 
QPM in Guatemala.  
 

IMPACT & RESULTS 
 
Phase I: Effectiveness Study of QPM in Guatemala 
The first phase of the program aimed to determine the 
effectiveness of QPM consumption on childhood growth 
rates and on levels of interfamilial violence in Guatemala.  
 
This phase of the program was completed through a 14-
month effectiveness study of 38 communities on the 
southern coast of Guatemala. The study began with a 
baseline survey that gathered anthrometric, demographic, 
socioeconomic, nutritional, and violence and stress  
 
 

 
indicators from children between 6 to 29 months of age.  
After baseline outcomes were collected, 1,000 families 
received maize seed through randomized distribution. 
Control group families received a commonly sold, but 
nutritionally-deficient, seed, ICTA-B7, while 
experimental families received ICTA-Maya, a biofortified 
seed. Of these 1,000 families, 436 completed follow-up 
surveys and were included in the study analysis. 
Unfortunately, a significant portion of families lost their 
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maize harvest due to drought and could not be included in 
the analysis. 
 
Outcome: 

 Findings were inconclusive: due to prolonged 
drought, less than half of the families in the 
samples successfully harvested. Of those that 
harvested, only a fraction harvested enough to 
cover more than three months of consumption. 
Given the reduced sample size, Semilla Nueva 
was unable to draw concrete conclusions on the 
nutritional impact of QPM on anthropometric 
indicators and rates of familial violence. 

 

Phase II: Promotion of QPM through Social 

Marketing 
Despite the fact that Phase I yielded inconclusive results, 
implementers decided to continue the program based on 
an existing body of literature that heavily supports the 
nutritional impact of QPM in malnourished children. 
Phase II of the program aimed to increase the 
consumption of QPM in Guatemala on a national level 
through the use of social marketing. Social marketing 
refers the use of  traditional marketing frameworks to 
benefit individuals and a social good. 
 
To test social marketing as a tool to create demand for 
QPM, Semilla Nueva worked closely with a local for-
profit agricultural association, REDSEGUA. Program  
activities included the delivery of three social marketing 
courses; a week of focus groups in local communities; 
identification of barriers and motivators for customers; 

design of marketing materials such as bags and 
promotional posters; and sales and messaging support at 
promotional events.  
 
Outcomes: 

 REDSEGUA exceeded their QPM sales goals by 
25%. These sales represent improved diets for 
14,500 Guatemalans for an entire year.  

 REDSEGUA was profitable in their sale of QPM 
and is continuing to sell the product in 2017 and 
2018.   

 
CONCLUSIONS 

 
Phase I 
The QPM effectiveness study yielded no conclusive 
results. Data was insufficient to confirm or reject null 
hypotheses. However, there is a strong, pre-existing body 
of research that has found QPM to significantly impact 
childhood stunting and growth rates in countries with 
similar profiles to Guatemala. Due to the short-duration of 
the program, long-term impacts of QPM on interfamilial 
violence and stunting could not be measured. Outcomes 
may have varied if the study had been conducted over a 
longer period of time.  
 
Phase II 
While the widespread adoption of QPM will depend on 
many environmental factors (political, climatic, etc), 
outcomes indicate that social marketing is a powerful tool 
to create demand of QPM in Guatemala. The success of 
REDSEGUA would indicate that the use traditional 
marketing practices to sell QPM not only leverages the 
established for-profit maize industry that exists in 
Guatemala but also ensures that messaging will be catered 
towards a diversity of local markets. 
 
While REDSEGUA, an agricultural organization with 
extensive experience, successfully leveraged social 
marketing, it should be noted that Semilla Nueva 
encountered challenges with organizations that had lower 
capacity for seed testing, production, and promotion. 
While these organizations were successful in piloting 
seed, there were unable to dedicate the human and 
financial resources to designing effective marketing 
campaigns – a technically complex process. These 
difficulties indicate that organizational capacity is an 
important determinant for the effectiveness of a social 
marketing campaign.  

 

Semilla Nueva staff members Karen Lopez and Trinidad Recinos (pictured in 
light brown shirts) at a promotional day with REDSEGUA partners. Also 
pictured (on far left) is one of the branded posters that the program 
designed for REDSEGUA to use at promotional events.  


