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Manual  
The FundMatch manual is your go-to guide for all 
things you need to know about FundMatch.  We 
find that our most successful companies refer to the 
manual before, during, and after their activities to 
ensure that they will take all the necessary steps, 
and gather the needed documents, to receive the 
maximum reimbursement when submitting claims.

Videos  
The FundMatch videos are a must see! The short 
videos are not only fun, but very informative. The 
videos were designed for companies to learn basics 
about WUSATA and programs we have to offer in a 
quick, fun way. Following up with reading the Fund-
Match manual and calling with questions allows 
each company to learn in our programs.
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2017 FundMatch Open!
WUSATA’s FundMatch Program offers financial assistance of 50 percent reimbursement for international 
marketing expenses to small Western U.S. food and agricultural businesses. The program can effectively 
double a company’s overseas marketing budget and empower them to successfully export, growing the 

global demand for U.S. food products.
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Providing relevant information about programs to assist western agribusinesses in expanding their international marketing efforts

WUSATA is proud to announce that the 2017      
FundMatch Application is now open. Apply now and 
get a head start on the 2017 year! 

Applying for FundMatch online is fast and easy! The 
process should take approximately 20 minutes for              
companies who have all of their information put 
together on their marketing plans and products. The 
application will be found under the FundMatch button 
of your MyWUSATA dashboard.

Eligibility  
Companies that are eligible for FundMatch are: 1.) 
headquartered in the Western United States (AK, 
AZ, CA, CO, HI, ID, MT, NV, NM, OR, UT, WA, 
WY) 2.) have been in business for at least one               
calendar year. 3.) Products need to be at least 50% 
U.S. agricultural content by weight (minus water 
and packaging).

Continued on page 6
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Article continued from the Spring/ Summer Edition. 

Copyright Registration
Copyright enforcement in China does not require that 
your company have a copyright registration, but it 
gets less support from Chinese authorities. Mangelson 
explains that for only about $30 (US), you can file for 
a Chinese copyright certificate on your own without an 
agent or lawyer. 

China grants protection to companies from countries 
belonging to copyright international conventions or 
bilateral agreements of which China is a member. 
However, copyright owners may wish to register volun-
tarily with China’s National Copyright Administration 
(NCA) to establish evidence of ownership, should 
enforcement actions become necessary. 

Register with Customs  
It is also highly recommended that your company reg-
ister or make a recordal of their trademark with Chi-
nese Customs. This allows the local Customs offices to 
check and intercept infringing goods being imported 
or exported either on their own, or if your company 
alerts them of counterfeit goods being shipped. You 
can apply through a lawyer or on your own and the-
application of recordal is free of charge. One difficulty 
that Customs’ agents encounter though, is that a large 
number of counterfeit items being shipped around the 
world are moving across borders in small packages 
instead of large containers.

Can Counterfeit Products Really 
Hurt a U.S. Company? 
If a company discovers counterfeit versions of their 
products in China, would it be a big problem to look 
the other way? 

“Some companies just don’t have the money to fight 

Second Step Towards Success in China: 
Copyright Registration & What To Do When Someone Has Copied Your Work 

this issue, so they do choose to ignore the problem. 
But this is discouraged because the longer a company 
waits, the bigger foothold a foreign counterfeiter can 
get making it harder to sell the real products in that 
market,” says Mangelson. In some cases, he adds, 
it can help to update packaging to make it harder to 
replicate. Using a more complicated design, adding 
watermarks, embossed images or text, and chang-
ing the package to an odd shape might help deter 

counterfeiters. 

Keep an Eye Out 
How do you find out if someone is counterfeiting your 
company’s products and selling them in China? It’s not 
always easy, but Mangelson says that occasionally 
when a company’s representatives go to China for 
a trade show or business trip, they might notice their 
product in a small market or even being displayed in 
a booth at a trade show. Others might find mimicked 
products for sale online.

Many times, a counterfeiter will try to closely mimic 
a U.S. product’s exact look and feel, including the 
original website. So strongly consider assigning a 
staff person to look for counterfeits at trade shows and 
occasionally search the internet for infringing domain 
names or copies of your company’s products. Goo-
gle Chrome offers an online translation service that 
will help you quickly translate a Chinese website into 
English.  

Online Sales Makes Counterfeiting 
More Tempting 
Alibaba is China’s biggest online commerce company. 
They primarily sell to domestic consumers, but when 
you consider the number of people in China using the 
internet, you can understand the appeal of online com-
merce: China had approximately 688 million internet 
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users at the end of 2014, according to China Internet 
Network Information Center (CNNIC). 

Alibaba operates largely through three websites: Tao-
bao, China’s biggest shopping site; Tmall, which spe-
cializes on online sales of branded goods and focuses 
on China’s fast-growing middle class; and Alibaba.
com, which connects Chinese exporters with compa-
nies elsewhere in the world. They host millions of mer-
chants and businesses, and have hundreds of millions 
of users. Through its various websites, Alibaba hosted 
$450 billion in online shopping transactions in 2015, 
which is more than eBay and Amazon.com combined. 
The Hong Kong broker CLSA says that 80% of China’s 
online shopping is done through Alibaba. 

What to Do if Someone Has Copied 
your Company’s Registered Brand? 
Should you discover that your company’s brand has 
been copied and counterfeit products are being sold 
in China, your company should file a complaint at 
one of the administrative offices outlined in the infor-
mation from the Intellectual Property Rights Toolkit 
listed below. Please note that in most cases, admin-
istrative agencies cannot award compensation to a 
rights holder (your company). They can, however, 
fine the infringer, seize goods or equipment used in 
manufacturing infringing products, shutdown a related 
counterfeit website, and/or obtain information about 
the source of goods being distributed. You can also 
send a Cease and Desist (C&D) letter directly to the 
infringer, although this may trigger them to simply 
change their company name, move, and change their 
domain name, all with the intent of starting up busi-
ness again very quickly.

We would like to thank Michael Mangelson for the 
published article. 

State Administration for Industry and Commerce 

(SAIC)
Trademark Office
8 Sanlihe East Road
Xicheng District
Beijing, 100820
Tel: (86.10) 6803-2233
http://www.tmo.gov.cn  (Chinese/English)

State Intellectual Property Office (SIPO)
No 6 Xitucheng Road
Haidian District
P.O. Box 8020
Beijing, China 1000088
Tel: (86.10) 6209-3268
Website: http://www.sipo.gov.cn  (Chinese/English)

National Copyright Administration of China (NCA)
40 Xuanwumen Wai Avenue
Beijing, China 100052
Tel: (86.10) 83138-000
Website: http://www.ncac.gov.cn  (Chinese)

Additional Resources

•The Intellectual Property Rights Toolkit is avail-
able online at http://beijing.usembassy-china.org.cn/
protecting_ipr.html 

•US-China Business Council (USBC) 

https://www.uschina.org/ 

•Check SIPO’s website, for a list of PRC- government 
authorized patent/trademark agents

•For a list of consulting firms and law firms, the U.S. 
Commercial Service in Beijing publishes Contact 
China: A Resource for Doing Business in People’s 
Republic of China

•http://www.chinalawblog.com/2011/07/trademark.
html 

•http://www.ecovis.com/focus-china/
someone-registered-trademark-china/ 
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WUSATA knows that trade shows are an extremely 
important aspect of a company’s potential sales, there-
fore this article will examine the power of trade shows 
and what you can do to create a successful presence 
worldwide. 

WUSATA’S programs encompass the knowledge and 
connections to exporting agriculture products. Accord-
ing to our activity report of sales made during a 2015 
trade show, companies participating with WUSATA 
grossed $65,163,594 USD, showing the growth    
participants can generate in just one year. 

77% of executive decision makers found 
at least one new supplier at the last trade show 
they attended.

Trade shows can be an important component for 
exporting agriculture products. One of WUSATA’s 
programs Global Connect, can help you get there. 
Companies that are currently in the Global Connect 
program have the opportunity to attend trade shows 
with benefits such as, one-on-one introductory meet-
ings with qualified international buyers in specific 
country markets of interest.  

90% of trade show attendees have not 
met face-to-face with any companies exhibiting at 
the show in the 12 months prior to the event. 

Why are trade shows so critically important? Approx-
imately 88% of companies that participate in a trade 
show are simply there to raise awareness of the com-
pany and its brand. That’s a high number of compa-
nies that participate simply to promote their brand, 
indicating that the competition is steadily increasing. 
According to WUSATA’s 2015 report, companies first 
time export sales accumulated $2,235,395 USD total 
from WUSATA-sponsored events.

Over 50% of the trade show attendees 
are there for the first time. Since new players in 
the industry emerge each year, a trade show is an 
ideal place to meet them.

Through WUSATA’s FundMatch program, there are 
trade shows that are eligible for 50% reimbursement. 
The list of eligible trade shows can be found in the 
FundMatch manual. 

72% of trade show attendees participate 
to get leads from new buyers and prospects.

Power of Trade Shows  

Continued on page 6

 Learn
   Connect    
  Compete

...in the global marketplace 
      with help from WUSATA
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Upcoming Trade Activities

Trade Shows with WUSATA PavilionsWUSATA Sponsored Trade Missions 

Inbound Trade Mission from Canada 
November 4 - 8, 2016 Colorado - Hawaii
Retail Products 
Outbound Trade Mission to Seoul 
November 14 - 18, 2016 Seoul, South Korea 
Retail Products 

Inbound Trade Mission from South Korea
December 5 - 9, 2016 California - New Mexico
Dried fruit and nuts  

Inbound Trade Mission from Europe
December 5 - 9, 2016 California - New Mexico
Dried fruit and nuts

Outbound Trade Mission to Taiwan
December 5 - 7, 2016 Taipei, Taiwan 
Retail Products

Outbound Trade Mission to Panama and Colombia
February 12 - 17, 2017 Panama - Colombia 
Retail Products

Outbound Trade Mission to China
March 20 - 22, 2017 Chengdu - Chongqing 
Retail Products

Inbound to Expo West from SE Asia, Europe, India 
Japan, Middle East, Taiwan
March 9 - 12, 2017 Anaheim, California 
Natural Products 

WUSATA Pavilion at FOODEX Japan Trade Show 
March 7 - 10, 2017 Makuhari, Japan 
Food service, ingredients, natural/health, produce, retail 
products

WUSATA Pavilion at Food Ingredients (FI) China 
Trade Show  
March 24 - 26, 2017 Shanghai, China  
Ingredient

WUSATA Pavilion at Gulfood  
Feb. 26 - March 2, 2017 Dubai, United Arab Emirates 
Food service, ingredients, natural/health, organic, produce, 
seafood

WUSATA Pavilion at HOFEX 
May 8 - 11, 2017 Hong Kong, China  
Food service, ingredients, natural/health, organic, produce, 
seafood

WUSATA Pavilion at SIAL China Trade Show  
May 17 - 19, 2017 Shanghai, China  
Food service, ingredients, organic, produce, seafood, pet 
food/products, retail products

WUSATA Pavilion at ANUGA  
October 7 - 11, 2017 Cologne, Germany  
Food service, ingredients, natural/health, nutraceutical, 
organic, produce, seafood, pet food/products, retail 
products
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Want to be Rewarded for Being a Loyal Participant? 

First 30 readers can receive a free WUSATA gift with just a few simple steps. 

• Step 1: Read the Western Agri-Export Quarterly 

• Step 2: Send an email to export@wusata.org stating, “WUSATA Reader”

• Step 3: We will promptly send you the WUSATA gift via mail. 

• Contact us at export@wusata.org & 360-693-3373 for questions! 

Consults
Companies also have the opportunity to sign up 
for a consultation with WUSATA’s FundMatch staff 
to learn more about the details and benefits of this 
50% reimbursement program. This call is your time 
to walk through the highlights of FundMatch, dis-
cuss eligibility requirements, and get any specific 
questions answered you may have about how your 
company can be a fit for FundMatch. You can find 
the consultations on our Events Calendar, or call 
360-693-3373, and a member of our outreach staff 
will assist you. 

Contact
For more information, please visit our website 
WUSATA.ORG

Contact our team to learn more about FundMatch 
or other programs: fundmatch@wusata.org & 
export@wusata.org

More Information 
To learn more about the benefits of WUSATA pro-
grams, please visit our website under Global 
Connect to get additional information regarding 
upcoming events, and how to qualify to participate 
in the program. Want to learn more about trade 
shows? For anyone who wants to learn more about 
WUSATA and why the programs we offer are 
beneficial for companies, check out our videos on         
WUSATA.ORG!

Contact
Contact our team to learn more about our pro-
grams: export@wusata.org 

2017 FundMatch Open!, continued from page 1 Power of Tradeshows, continued from page 4
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S T A T E  C O N T A C T S

Alaska 
907-269-8400 • Fax: 907-745-7112

Arizona – Leatta McLaughlin
602-542-7186 • Fax: 602-542-4290
Email: lmclaughlin@azda.gov

California – Josh Eddy
916-403-6731 • Fax: 916-653-2604
Email: josh.eddy@cdfa.ca.gov

Colorado – Tom Lipetzky
303-869-9172 • Fax: 303-466-8515
Email: tom.lipetzky@state.co.us

Hawaii – Sharon Hurd 
808-973-9465 • Fax: 808-973-9590
Email: sharon.k.hurd@hawaii.gov 

Idaho – Laura Johnson
208-332-8533 • Fax: 208-334-2879
Email: laura.johnson@agri.idaho.gov

Montana – Kim Falcon
406-444-3571 • Fax: 406-444-9442
Email: kfalcon@mt.gov

Nevada – Jeff Sutich
775-353-3627 • Fax: 775-353-3661
Email: jssutich@agri.nv.gov

New Mexico – David Lucero
575-646-4929 • Fax: 575-646-3303
Email: dlucero@nmda.nmsu.edu 

Oregon – Terry Fasel 
503-872-6608 • Fax: 503-872-6601
Email: terry@oda.state.or.us  

Utah – Wayne Bradshaw
801-538-7108 • Fax: 801-538-9436
Email: waynebradshaw@utah.gov

Washington – Joe Bippert
360-902-1931 • Fax: 360-902-2089
Email: jbippert@agr.wa.gov 

Wyoming – Lisa Johnson
307-777-6589
Email: lisa.johnson1@wyo.gov

Successful Trade Stories
Saucy Exports Continue to Climb with Programs Through WUSATA
East-West Specialty Sauces began from a restaurant in the heart of the Rocky Moun-
tains in Colorado. Today, they ship their sauces not only across the US but are now 
distributed throughout Mexico with assistance from WUSATA. They’ve participated in 
Global Connect activities to gain access to trade shows and missions, and FundMatch 
to receive reimbursement for qualified marketing activities, and Export Education to 
find out about potential market trends

Jasmine Koyama-Reeves, in charge of Business Development with East-West, says the 
programs have helped East-West Specialty Sauces attend shows like the 2016 Win-
ter Fancy Food Show in San Francisco this past January as well access personalized 
one on one meetings at Inbound Trade Missions organized by WUSATA. “As a small 
company with limited resources, we appreciate the support to attend trade shows, and 
WUSATA’s responsiveness, support, and helpfulness,” reflects Koyama-Reeves. The 
extra efforts have paid off as East-West has been growing their export sales 50% over 
the past 5 years, a trend they expect to see continue. 

Since 1990, East-West Specialty Sauces has been developing new bold flavor com-
binations to complement their original sauces. Beginning from a family owned and 
operated restaurant in Denver, Colorado, East-West Specialty Sauces carry a line of 
distinctive Asian sauces that can be used for marinating, dipping, grilling and more.  
www.eastwestsauces.com 

WUSATA Leads Gourmet Condiment Company Toward International 
Growth

Foodimagineering, a gourmet condiment company based in Healdsburg, California, 
attended their first WUSATA event in 2014. The event, an Outbound Trade Mission, was 
funded by the USDA’s Market Access Program (MAP) and took place in Seoul, Korea. 
Foodimagineering connected with fifteen different buyers at the Mission. Since then, the 
company has experienced an increase of over 50% in export sales, partnered with the 
largest chain discount store in Korea (EMart), and connected with buyers in Costa Rica 
and Guatemala. In 2016, EMart will begin to sell Foodimagineering’s sauces and mari-
nades in China.

Garry Sullivan, CEO of Foodimagineering says WUSATA has helped his company keep 
up with the growth. “WUSATA leads us through the process of working with new mar-
kets, makes the connections with buyers, and helps us with the tabletop face-to-face meet-
ings. It takes us a while to develop relationships and understand the culture. WUSATA 
gives us the confidence to find new markets and the support we need with shipping doc-
umentation and export logistics.”

Located in the heart of California wine country, Foodimagineering is a small business that 
produces natural gourmet marinades, sauces and condiments. They also specialize in 
co-packing for other companies. www.foodimagineering.com
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