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 Project Summary 

Semilla Nueva will combat the bottlenecks to national use of QPM and expand the consumption of this 

proven technology through the expansion of our social marketing approach into the highlands of 

Guatemala, and the beginning of a second phase geared toward seed purchase and seed saving in the 

Pacific coast regions of Guatemala. The project will have two components: 1) work with one partner in the 

highlands of Quiché to design and launch an introductory social marketing campaign to promote planting 

QPM, and 2) expand on previous work done in the southern coast, ensuring that families save, store and 

replant QPM harvested in 2016 for the 2017 season.  

Monthly Report  

During the month of December, Semilla Nueva’s team worked to continue ensuring families in the 

southern coast are saving their Fortaleza SuperCriollo seed for planting next year, implemented the first 

Fortaleza brand evaluation and distributed seed to our partner, The Ripple Effect, in Quiché. 

Seed Saving in the Southern Coast  

The field team built on the momentum from November to continue the seed saving effort into December, 

finishing up the mini-conferences led by the Food Security and Nutrition team and continuing the 

individual home visits by the community coordinators. Throughout the effort to get families to harvest 

early and save their Fortaleza SuperCriollo seed for planting in 2017, we came to recognize that one 

unexpected barrier was that families in the southern coast no longer commonly save their seed, as the 

majority plant hybrid corn (which yields more highly than an open pollinated or native variety, but cannot 

be saved year after year and is more expensive to purchase). While still practiced by some families, we 

had to get a bit creative to encourage families to make use of the resource of the seed they had from our 

distribution effort in 2016, and so the team identified another way to expand our reach. In December, the 

Food Security and Nutrition team held their last cooking workshop of the year, which taught women a 

recipe for a desert made with Fortaleza flour. Desert recipes are always popular, and the team saw this as 

a great opportunity to cast our seed-saving net even wider. Participating women in the communities were 

asked to bring a plastic soda bottle filled with one of two things – corn they had saved from their fields, or 

if they no longer had corn, just a few cloves of garlic (which helps to deter weevils in stored corn seed). 

Additionally, prior to the workshop in each community, the community coordinators worked to identify 

farmers who still had corn in their field, and brought it to the workshop; there the women spent a few 



 
minutes learning how to degrain, select, and save the seed in their plastic bottles. Each woman left the 

workshop with seed for next year’s planting in addition to having learned the recipe. Between October 

and December we have doubled the number of families who have saved seed, for a current total of 493 

families. It is important to note that this number is only confirmed families, meaning field staff or 

community coordinators paid a visit to the home to visually confirm the family had seed saved in a bottle, 

and does not account for those who may have saved seed but have not been visited by the coordinators to 

confirm this. Furthermore, our partners in Quiché and Chimaltenango – associations that tried Fortaleza 

SuperCriollo with families in their communities in 2016 – are working to ensure that families save their 

seed, and we expect that as this is a common practice in these areas, many families are saving their seed 

for replanting in 2017. Farmers in these regions typically plant criollo, or native, seeds, whose seeds can 

be saved year after year, so the practice is still very common here. We have also seen that SuperCriollo 

yielded well in these areas compared to the native seeds, which will naturally encourage families to save 

and replant this seed.  

Brand Evaluation   

In December, Semilla Nueva implemented our first brand evaluation for Fortaleza, designed in the month 

of November. The evaluation was designed to help us understand the shape the Fortaleza brand had taken 

since its launch in April of 2016, because a brand can evolve in people’s minds over time. Understanding 

that evolution is important to making strategic decisions in the future about marketing and sales tactics.  

The goal of the evaluation was to establish the following information:  

1. A baseline of metrics for internal handling of the brand (within SN) and external perception (how 

is the brand perceived relative to competing brands) 

2. An understanding of which specific marketing tactics or activities have influenced brand 

perception and behavior, and how strongly. This includes 

a. The reach and impact of the radio ad on grain storage behavior (important for ensuring 

families’ maize isn’t excessively attacked by weevils) 

b. The willingness of families to plant corn specifically marketed for home consumption 

c. Any change of perception about QPM (some farmers were familiar with ICTA Maya, the 

QPM utilized by Semilla Nueva prior to the launch of Fortaleza) 

3. Establish a replicable, affordable, efficient, and effective methodology for brand evaluation 

As explained in the previous report, the survey used in the evaluation was implemented by phone or in 

person by impartial, non-Semilla Nueva surveyors to a total of 340 people. The total was broken into two 

groups: 280 of these surveys will be administered by phone to individuals who have already been exposed 

to the brand; the other 60 individuals have had no prior exposure to the brand (or if they have, we are 

unsure how they may have been exposed), and were interviewed in person.  



 
The surveys were completed the 11th of December, after which we performed an initial analysis of the 

data provided. We will continue working with the data over the next coming months, generating a final 

report by the end of March. The evaluation has served so far – and will continue to help us – to build our 

internal capacity to evaluate the brand, a necessary ability for Semilla Nueva. Ideally such evaluations 

would be run every 3-6 months, and being able to perform them in a streamlined and efficient manner is 

important in ensuring that we’re effectively reaching the populations who would be most impacted by our 

product – farmers who grow biofortified corn, and the rural families who consume it, allowing us to 

change strategies as needed based on what we learn. Heavily supported in this currently by our partner, 

Appleseed Impact, it is important that Semilla Nueva grow in this ability as we cannot rely on their 

expertise indefinitely. In addition to this capacity building, the final report is expected to inform us as to 

what’s worked and what hasn’t out in the field so far – identifying if people have absorbed the messaging 

we’ve been promoting and if there are significant differences in perception of the brand between the 

different audience segments (such as those who were exposed to the radio ad versus those who attended 

events).  

Launching the Social Marketing Partnership with The Ripple Effect 

Finally, in December we solidified our social marketing partnership with The Ripple Effect, identified 

before the launch of the project as a potential partner for the introductory social marketing campaign in 

Quiché. The Ripple Effect is located in Chel, Quiché, and works to help families develop home gardens to 

expand their access to diverse diets. They also planted Fortaleza SuperCriollo in the spring of 2016 with 

families, to see how the crop performed in their area and were pleased with the results. In December we 

sent 3 pounds of registered Fortaleza SuperCriollo seed to The Ripple Effect for planting in January. The 

team at The Ripple Effect will use this seed to produce an estimated 250 pounds of certified seed, or 

enough to give 50 families 5 pounds of seed for planting in May. We expect The Ripple Effect to plant the 

seed during the first or second week of January.  


