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Dear Friends 
and  
Colleagues, 
Access plays a pivotal 
role for each executive in 
this business. Having 
access to the things we 
want and/or need to 
compete effectively often 

means the difference between success and 
failure. 
 
Weôre pleased to offer companies access to 
critical information they need to help define 
and map their strategies for success. 
Contextôs Multi-Client Syndicated Studies 
have become icons in the industry. Each 
study is uniquely designed and engineered 
to provide clients with greater access to the 
information they need to advance their goals 
effectively. We discuss how some 
companies are using various reports. We 
encourage you to visit with us about how to 
tap these rich resources. 
 
Also in this issue, Context provides you with 
access to some important views including 
what will be required to advance our global 
food production machine to adequately 
supply forthcoming needs of a growing world 
population. How do you best discover the 
next big idea? Mike Borel discusses the 
steps necessary to capture big ideas and 
implement them successfully. 
 
Blake Sieker outlines some compelling 
advantages companies are finding with 
access to Contextôs Tax Services Support.  
 
Context looks forward to helping you gain 
access to the information, leadership and 
strategic support necessary for your 
success. We appreciate the opportunity to 
work together for the good of the cause. 
  
Sincerely,  
 

 
Tray Thomas 
Founding Partner, The Context Network 

How Clients Use 
Contextõs Multi-Client 
Syndicated Studies 
 
Contextôs Multi-Client 
Syndicated Studies 
track significant 
growth within an 
industry, provide 
robust forecasts on 
the extent and 
drivers of growth, 
and examine critical 
trends within an 
industry or among 
players within a 
market segment. 
They provide both the tools and 
baseline assumptions critical to 
evaluating and planning business 
strategies.  
 
Each study is developed by a team of 
Context leaders and includes team 
members who are intimately focused on 
the specific industry and topics 
presented.  Subscribers to our reports 
use these analyses for three primary 
reasons. Access to data allows them to 
advance strategies, establish 
competence and evaluate/understand 
new markets or issues. Consider these 
examples:  
 
Form Strategy ï Most subscribers use 

our studies as a strategic blueprint.  
ñThere is no better strategy 
resource. GSMD helps us 
plan everything from budgets 
for R&D to exploration and 
implementation into new 
and/or emerging markets.  
Our strategy teams find 
resources they need to 
anchor positions and project 
future direction. It allows us 
to discern where we can use 
a strategy, or how a 
competitor may be using it.ò  
 
 

Establish Competency ï Many leading 

multi-nationals use Context studies as a 
means to establish competency among 
their managers and leaders. ñBTC is the 
definitive resource for our company. 
Everyone who comes into our business 
and needs to understand what we do and 
how the industry works must read BTC. It 
is expected and firmly establishes 
proficient aptitude toward working in our 
company.ò  
 
Evaluate/Understand New Markets & 
Issues ï Contextôs thorough evaluation 

of new issues and emerging issues 
provides companies with fortification 
necessary to understand and advance 
their position on a topic. ñThe 
Sustainability Transition: Impacts to 
Agriculture has helped our company 
grasp how competitors and others in the 
industry are positioning sustainability in 
approaching their markets. Learning from 
these perspectives, we are formulating 
our sustainability plan and will implement 
based on what we have learned.ò 
 
These brief examples are the tip of a very 
large iceberg. With specific reports 
developed for your industry or issues, 
Contextôs Multi-Client Syndicated Studies 
continue to provide unique and 
competitive value to each subscriber. 
Contact us today to learn more by email 
at mark.nelson@contextnet.com, or 

visit our website.  
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Fast 

Forward 
Faster 

 
ñThis apparent 

disconnect between 
projected 
population 

increases, and the 
resulting increased 

demand for 
agricultural 

products and 
diminishing 

investment in 
agriculture provide 

members of the 
broader agriculture, 

food and energy 
communities with 
the opportunity to 

build on past 
successes and 

create entirely new 
paths forward.ò 

 
-Thomas B. Klevorn 
 

 
 

Context  
Senior Associate,  

Thomas B. 
Klevorn, PhD 

 
 
 
 

 
The accompanying charts showing increases in 
milk production and maize yields in the United 
States are excellent examples of the progress 
made over the past century in increasing 
agricultural productivity.  
 

 
 

 
 
Although different for every county or region, 
technical advances involving an array of areas 
including engineering, genetics, chemistry and 
information systems, to name but a few, have 
played a leading role in the ability of agriculture to 
deliver these increases. Combined with influential 
economic, trade and social policies and a variety of 
partnerships involving numerous private and public 
sector participants, they have facilitated and 
enabled development of a system of agricultural 
production unprecedented in human history. This 
system, for all of its strengths and weaknesses, 
currently supports production of food, feed, fuel and 
fiber for a world population of nearly 7 billion 
people. 
  

 

 
Looking ahead, the worldôs population is expected 
to reach an estimated eight billion people by 2030, 
and approximately nine billion by 2050. With the 
possibility of a nearly 30 percent increase in world 
population by 2050, the ability of the worldôs current 
system of agricultural production to meet basic food, 
feed, fiber and fuel needs is being scrutinized as 
never before, especially since this larger population 
will, on the whole, be more affluent and more 
demanding. In addition to established needs for 
increased production and productivity, agricultural 
enhancements are being evaluated for their ability 
to deliver desired results equitably and sustainably 
and more than ever, meeting the challenges of 
climate change and environmental protection. 
 
To a large extent, past enhancements to the 
agricultural segment have been based on technical 
improvements. Many of these technical 
improvements have enjoyed the combined benefits 
of time, availability of relatively easily accessed 
resources (land, energy, genetics) and sustained 
public and private sector investment and 
partnership. 
 
 With less than twenty years until 2030 and just shy 
of forty years until 2050, time is clearly at a 
premium. Many past technical enhancements have 
required ten to twenty years to reach the stage of 
market introduction and added years for broad 
grower adoption. Likewise, the value of resources 
that have been critical to agricultural production and 
productivity in the past (e.g., land, genetics, energy) 
seems poised to increase rather dramatically 
through 2050. Finally, the rate of growth in 
traditional agricultural technology research and 
development, especially from public sources, has 
been characterized as being in a state of 
ñunderinvestmentò in terms of forgone benefits and 
ability to meet future food, feed, fuel and fiber 
demands (Beintema and Elliot, 2009 ï includes 
figure).  
 

 
 

(Continued on page 4) 
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Generating òBig Ideasó

 

 
ñComing up with big ideas is an 
ultimate value activity to keep your 
company thriving in todayôs intensely 
competitive marketplace. Industry 
research shows that 80 percent of 
companies know big ideas are 
necessary for success, but only 4 
percent know how to generate them! 
 
Contextôs leadership in strategic 
business consulting allows us a 
unique perspective to help 
companies working toward 
discovering, evaluating and 
implementing ñBig Ideasò 

effectively.ò 
 

 
 
 
 

 
 
 
 
 
 

In last Decemberôs Thinking in Context newsletter, we shared how generating ñBig 
Ideasò is key to strategic thinking. Big ideas are those that enable your company to grow 
considerably faster than others in the industry. They can be simple and straightforward, 
or big, bold and appear intimidating.  
 
The understanding of ideation thinking has advanced significantly. Different from  
brainstorming,ideation requires critical thinking and a more structured approach to an 
end result. The ideation process is divided into four stages: 
 

Four Stages of the Ideation Process 

 
 

Preparation 

 
• Understand the problems, opportunities and competitive position your 

company faces 
• The Ideation Team, comprised of professional ideators and management 

personnel, interview key employees to produce an ideation brief 
• Incubation period follows. Individuals ideate on their own and write ideas in 

a notebook before meeting as a group. 

 
 

Idea 
Generation 

 
• 100 ideas or more relevant to the ideation brief are discussed with a 

professional facilitator. 
• An idea upgrade session, following an incubation period, helps determine 

how to improve, complete or combine the ideas 
• Ideas are prioritized and each team member chooses their top three. 
• Three most promising ideas are presented and discussed. 
• Each idea is assigned to an ideator to create a visual concept and copy to 

reveal which idea is truly a "big idea".  

 
 
 

Evaluation 

 
• Top three ideas get a reality check by evaluating risks, costs, paybacks, etc. 
• Careful evaluation is critical. Work that is not done thoroughly could end up 

costing the company millions. 
• Considerations include using existing market research or generating new 

data.  
• Evaluation team should include some of the following:  a financial whiz, an 

industry expert and a marketing or sales person.  
• Ideators will review the final evaluations to determine if the rankings still 

hold or need adjustment. 

 
Selling and 

Implementation 

 
• Although the team has generated three big ideas, selling more than one at a 

time will water down your chances of getting necessary approvals and buy 
in for success.   

• Don’t throw the other ideas out – just implement one at a time.  You’ll often 
find that generating a big idea is easier than selling it. 

 
An idea not implemented adds zero to your balance sheet or income statement. This 
final step involves a lot of hard work, so remember why you started on this journey: you 
want your company to be a winner. Context has ideators and the ability to facilitate this 
process for you. Call us to discuss. 
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International Tax Rules Provide 
Challenges, Opportunities for Firms ð 
Context Provides Support  
When it comes to tax rules, agricultureôs global business 
environment poses some unique pitfalls and opportunities alike. 
Many of our clients face this proverbial minefield of challenges as 
they address a host of U.S. and foreign tax rules affecting cross-
border business. Whether your company is a global multi-national 

firm or a small company selling goods destined for U.S. export or foreign engagement in 
research and development, Context provides tax support services to help companies 
mitigate tax risks and optimize tax opportunities.  
  
Many Context clients deal with international tax rules, cross-border transfer pricing 
requirements, double tax treaties etc.  As such, they are much more likely to suffer 
unnecessarily high global tax costs, including increased tax compliance burdens and tax 
penalties. The various U.S. and foreign taxing jurisdictions have become increasingly 
proactive and diligent in pursuing collection of what they consider to be their ófair shareô 
of a companyôs cross border revenues. Additionally, international tax rules are 
constantly changing, which becomes a major minefield for uninformed companies that 
are engaged in cross-border business.  
  
An experienced international tax adviser can assist a company in establishing a tax-
effective cross-border transfer pricing strategy that helps ensure that U.S. and foreign 
tax and transfer pricing landmines are not inadvertently stumbled upon. Tax consulting 
expertise must be industry specific, country specific and area specific (R&D, production, 
commercial, etc.) Although our clients who operate in international business generally 
have effective global tax strategies to avoid unfavorable tax consequences, we find that 
frequently there are times when expertise is needed to consult, prepare argument 
letters, testify or otherwise meet with taxing authorities with our client as an expert. 
Contact Blake Sieker at blake.sieker@contextnet.com.  
 
 
Age 
Distribution of 
Populations 
Has Impact 
We have all read and 
heard that growing 
population, and 
particularly a growing 
middle class in 
developing countries, 
will impact the worldôs 
demand for natural resources and food. Dive deeper into the numbers and it is clear the 
age distribution difference between developed and developing countries has significant 
impact. The Population Reference Bureauôs graphical illustration makes this point 
clearly. Developing countriesô populations are significantly younger. 
www.prb.org/Publications/Datasheets/2010/2010wpds.aspx 
 
 
 
The Context Network provides business management and strategy consulting services 

to the worldôs leading agriculture, biotechnology and food companies, government 
agencies and institutions. Major areas of expertise include strategy, strategic decision 
support, merger and acquisition support, valuation of new technologies, formation of 
alliances, and market research. The Des Moines-based firm is composed of a core of 
professional consultants that is complemented by a network of hundreds of industry and 
subject-area experts.   

www.contextnet.com 

Fast Forward 
Faster 
 
(éContinued from page 2) 
 
With the challenges agriculture 
faces as a result of forecast 
increases in global population, it 
would be easy to conclude that 
the prospect of flat investment in 
the discovery and development 
of new technologies for 
agriculture means that the 
possibility of providing food, 
feed, fuel and fiber for a 2050 
population of nine billion people 
might simply be out of reach.  
 
Considering past achievements 
and results, this conclusion 
makes perfect sense and 
indeed makes a strong case for 
an immediate increase in this 
type of investment. However, for 
reasons including lack of 
perceived return on investment, 
high barriers to business entry 
due to industry consolidation 
and limited public funding 
resources, it seems unlikely that 
such traditional forms of 
investment will materialize. 
 
Evaluation and advancement of 
new technologies, development 
of novel business and 
public/private partnerships, 
entry of new sector participants 
and implementation of 
enhanced go to market 
strategies are a few elements 
that merit consideration by 
todayôs agricultural, food and 
energy leaders. In meeting 
global demands and creating 
attractive investment and 
business opportunities, it is 
essential that these leaders 
identify critical elements of a 
rapidly changing and more 
closely integrated agricultural, 
food and energy system and act 
on them in a focused, timely 
fashion. 
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