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AGMA URGES MANUFACTURERS TO TAKE STEPS TO PROTECT 
PRODUCTS FROM COUNTERFEITERS  

 
Leading Industry Advocate Offers Tips and Strategies to Help OEMs More 

Effectively Address Growing Global Counterfeiting Problem 
 
 

FREMONT, Calif., October 3, 2007 – Most information technology (IT) companies 

consider counterfeiting to be one of the most challenging issues for their industry, as 

illegal replicas of brand name high technology products penetrate the global marketplace.  

According to interviews conducted with electronics industry executives, as many as one in 

ten IT products sold may actually be counterfeit.   

 

The Alliance for Gray Market and Counterfeit Abatement (AGMA) recommends 

that all vendors, regardless of size, take proactive steps to address counterfeiting issues 

by securing the supply chain, educating authorized channel distributors and arming 

resellers with tools to ensure the brand integrity of genuine goods. 

 

“Counterfeiting has a number of negative effects on our industry, such as reducing 

the value of intellectual capital, damaging brand image, eroding profitability, stifling 

innovation and depriving customers of the quality they expect from a brand,” said AGMA’s 

president, Ram Manchi.  “That’s why one of AGMA’s charters is to educate brand owners 

on best practices that can be employed to identify, combat and prevent the sale and 

distribution of counterfeit products.  The collective experience and proven strategies of 

AGMA members can help IT vendors to protect their customers from inferior goods, as 

well as preserve the integrity of their brands.” 
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Many of the world’s leading IT companies have developed and implemented 

uccessful security measures and counterfeiting deterrents that other vendors can learn 

from.  
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Continuing its efforts to educate the industry about the issues raised by the 

counterfeiting of technology products, AGMA has collected insights and advice from its 

experienced membership to identify practices that help combat counterfeiting issues.  

 

The challenges raised by counterfeiting can be considerable.  Implementin

ress the issue.  In order to help manufacturers build an effective prevention, 

detection, and response strategy to mitigate counterfeiting, AGMA offers the following 

“Keys to Addressing the Counterfeit Issue”: 
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– Sign product distribution agreements that contain specific language 

protecting the brand, including provisions for auditing and enforcement 

– Monitor potential distribution streams of counterfeit products, such as

Internet brokers and trade web sites where identities and sales origin 
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By implem , an IT company can build a strategy that 

provides valuable benefits to its consumers, internal and external stakeholders and the IT 
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Create a global brand protection function to manage the anti-

counterfeiting program for the company 
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To view AGMA’s most recent whitepapers that address the issue of IT 

counterfeiting, as well as the Gray Market, please visit their website at 

www.agmaglobal.org. 

 

About AGMA 

AGMA is a non-profit organization comprised of influential companies in the 

technology sector including founding members 3Com Corporation [NASDAQ: COMS], 

Cisco Systems, Inc. [NASDAQ: CSCO], HP [NYSE, Nasdaq: HPQ] and Nortel 

[NYSE/TSX: NT].  Incorporated in 2001, AGMA’s mission is to mitigate the gray marketing 

and counterfeiting of technology products around the globe.   The organization’s goals are 

to protect the authorized distribution channels and intellectual property of authorized 

goods to improve customer satisfaction and preserve brand integrity.  AGMA is open to 

any technology manufacturer that owns a branded IT product.  For more information, 

please visit www.agmaglobal.org. 
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