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Project Summary 
Semilla Nueva will work to combat the bottlenecks to national use of QPM and expand the 
consumption of biofortified crops in Guatemala through the expansion of our social marketing 
approach in the highlands of Guatemala. This is the beginning of a second phase geared 
toward seed purchase and seed saving in the pacific coastal regions of Guatemala. The project 
will have two components: 1) work with one partner in the highlands of Quiche 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 January, Appleseed arrived in Guatemala to assist Semilla Nueva directly 
on developing our social marketing knowledge and planning. Semilla Nueva hired a Social 
Marketing Coordinator, who conducted internal brand training for office staff, and began 
planning our social marketing campaign for 2017-18. Finally, we officially confirmed that 500 
families on the southern coast saved seed for planting in May 2017. 
 
Hire of Social Marketing Coordinator 
This month, Semilla Nueva promoted Baptiste Teyssier, who has been our Social Marketing 
Fellow from September 2016 to present, to the position of Social Marketing Coordinator. 
Baptiste will lead Semilla Nueva’s social marketing effort under the supervision of Appleseed 
experts. He will design the 2018 marketing strategy, beginning with research, analysis and 
reporting, creative design, and finally implementation of social marketing strategies. Baptiste 
will officially begin his paid position at the beginning of March. We are excited to bring 
Baptiste onto the Semilla Nueva team as a contracted staff member. 
 
Internal Brand Training 
The Fortaleza brand was carefully developed to represent specific values that appeal to 
farmers on the southern coast, and is important to the brand’s success that all brand-related 
messaging that may reach farmers be consistent and in line with the Fortaleza image. Semilla 
Nueva staff members must be able to represent the brand accurately to audiences on the 
southern coast. The field staff has been well trained in Fortaleza branding, but as of January, 
the office staff had not received training on the brand. In mid-January, Baptiste led a training 
session for office staff on the Fortaleza products and brand, explaining the characteristics, 
logo, slogan, values and image, and discussing the reasons and nuances behind each 
component. The presentation included discussions, exercises, and a visual presentation. The 
most important goal of the training was to teach staff how to talk about the brand and how to 
respond to questions they could be asked while in the coast or in correspondence with people 



 
 
in the coast. All office staff later expressed that the training had been helpful and that they felt 
informed and prepared to correctly represent the brand.  
 
The brand training will be a continual process, not limited to a single training. Over the next 
several months, Baptiste will conduct follow-up trainings to ensure that the office staff fully 
understands and remembers what they learned. 
 
For further training and brand reinforcement, the brand manual was updated, finalized and 
translated to Spanish, making it accessible to all Spanish-speaking staff. 
 
Arrival of Appleseed 
Appleseed founders Philip and Ruth Kao arrived in Guatemala at the end of January to directly 
assist Semilla Nueva’s social marketing team in planning and training. Appleseed introduced 
Semilla Nueva to social marketing and has been a crucial ally and source of support as we 
have begun a serious effort to promote QPM seed through the implementation of social 
marketing techniques. As we move forward, it is important that Semilla Nueva become less 
reliant on Appleseed for social marketing knowledge. For this reason, Philip and Ruth’s main 
focus during their time with us will be building the capacity of Semilla Nueva’s marketing 
team, particularly Baptiste, how to create and manage social marketing campaigns, design 
surveys, and analyze and interpret survey data. Appleseed staff has begun to train Baptiste in 
Tableau software for data analysis for use in future brand evaluations and for conducting 
surveys on a national level. They are using the results of the December brand evaluation as 
training material. Therefore, Baptiste’s training also involves simultaneously making progress 
on analyzing the results of the brand evaluation. 
 
Appleseed staff will remain in Guatemala until May 2017. They will assist with training 
Semilla Nueva staff on social marketing techniques and strategy, planning the organization’s 
marketing strategies for 2017-18, conducting focus groups with farming populations in 
collaborators’ regions, and using the results of the focus groups to create surveys to be 
conducted in those regions. They will visit The Ripple Effect for one week to assist them in 
creating a promotional plan, helping them to understand the process and identify possible 
strategies. 
 
2017-18 Planning 
Finally, Semilla Nueva has begun an in-depth planning process for the future of the Semilla 
Nueva brand, marketing and sales. Current planning focuses are the following: 
 

1) Creation of a timeline for planning Semilla Nueva national marketing strategy 
2) Creation of a timeline for planning provision of assistance to collaborators on their 

marketing strategies 
3) National survey 
4) 2017 pilot sales plan and objective 
5) 2018 sales plan and objective 



 
 
 
Confirmation of Seed Saving by 500 Families 
In January, our field staff confirmed that roughly 500 families in the southern coast have 
saved seed for planting in May 2017, but are still assessing the total number. As this number 
only counts families that Semilla Nueva field staff has visited in person, we expect that the 
total number of seed-saving families is much higher. 


