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Gulashar Doskeyeva (Kazakhstan), Sagyngaliy Aidarbayev (China)

PARALLEL IMPORTS AND
THEIR INFLUENCE ON FIRM
PERFORMANCE AND CONSUMER
SATISFACTION: EVIDENCE
FROM KAZAKHSTAN

Abstract

The study examines how parallel imports affect company efficiency and consumer sat-
isfaction in Kazakhstan amid shifting global supply chains and trade restrictions. It
assesses their impact on business expectations and consumer perceptions by identi-
fying price asymmetries, risks, and cost optimization effects linked to intermediary
shipments. A quantitative survey was conducted using purposive sampling of legally
registered firms involved in the sourcing and distributing branded goods (n = 50) and
urban consumers who regularly purchase such products (n = 51), ensuring respon-
dents’ direct exposure to the relevant market mechanisms. The results confirm signifi-
cant price asymmetry: consumers tend to perceive domestic prices as inflated, while
firms only partially realize cost optimization opportunities through alternative supply
channels. Specifically, 80.4% of consumers believe branded goods are more expensive
domestically than abroad, whereas 70% of firms report negative economic effects from
intermediary-based sourcing. The findings also reveal a substantial risk-reality gap.
While 90.2% of consumers report encountering counterfeit goods, only 25% of firms
identify counterfeiting as a primary risk. At the same time, evidence of proportional
convergence between firm-level cost optimization (55%) and consumer price-oriented
purchasing behavior (54.9%) suggests partial cost-price transmission under the cur-
rent restrictive trademark regime.

This study provides recommendations for improving government policy on trademark
regulation and parallel imports, as well as for refining companies’ pricing strategies.
The identified price asymmetry and discrepancies in perceived counterfeit risks under-
score the need to strengthen consumer protection and optimize supply chains.

Keywords parallel imports, consumer satisfaction, price
asymmetry, risk-reality gap, counterfeit goods, firm
performance

JEL Classification E21, D12, D22, F13

INTRODUCTION

Amid structural change in international trade and the instability of
global supply chains, ensuring the sustainability of commodity markets
has gained particular relevance. One of the mechanisms actively dis-
cussed in the framework of trade policy is parallel import - the import
of original branded products into the domestic market through alterna-
tive channels without the consent of the intellectual property holder or
the official distributor. This practice becomes possible when applying
the principle of international exhaustion of intellectual property rights
and is considered a mechanism for increasing competition, expanding
the range of goods, and increasing their accessibility to consumers.

For Kazakhstan, the problem of parallel imports is of particular rel-

evance, since the country’s economy is characterized by a high share
of imported products in domestic consumption. A significant share of
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goods enters the market through official distribution networks of international manufacturers, which,
given the limited number of suppliers and the high concentration of supply channels, may lead to price
differences between markets and reduce the availability of certain product categories for consumers. In
these conditions, against the background of changes in international trade, the transformation of logis-
tics chains, and the redistribution of trade flows, parallel imports are becoming increasingly important
as a tool for diversifying supply chains, maintaining a competitive environment, and increasing the
availability of goods to consumers in Kazakhstan. However, its distribution affects the interests of vari-
ous market participants and may have ambiguous consequences. The emergence of alternative supply
channels increases competitive pressure on official distributors and affects price dynamics, while simul-
taneously changing the operating conditions of companies, their economic results, and incentives to in-
vest in the development of service infrastructure and after-sales services. These changes can affect both
the performance of firms and consumers’ perceptions of the availability, quality, and reliability of goods.

A key problem is the limited understanding of how parallel imports affect Kazakhstan’s commodity
markets, company performance, and consumer satisfaction. There is also a lack of empirical evidence
on how expanding parallel supply channels influence competition and how consumers perceive the
quality and availability of goods. This makes it difficult to design balanced market regulation policies

and to evaluate the long-term economic impact of parallel imports.

1. LITERATURE REVIEW

Parallel import, as a special form of cross-border
trade, is defined as the import of original goods
without the direct permission of the copyright
holder, which is carried out through alternative
distribution channels and is inconsistent with the
official distribution networks of the manufacturer.
This phenomenon is actively discussed in both the
economic and legal literature, as it affects issues
of international regulation, intellectual property
protection, and consumer access to goods.

A number of studies emphasize that parallel im-
ports can be a means of increasing product avail-
ability and strengthening the competitive envi-
ronment. Thus, Kanavos and Vandoros (2010),
and Li et al. (2025) note the potential of parallel
imports to reduce barriers to market entry, there-
by expanding market share and contributing to
expanding the range of products for consumers,
which can positively correlate with indicators of
the material well-being of the population, provid-
ed that product quality standards are met.

Mukayev et al. (2023) emphasize the correlation
between expanding the range of socially signifi-
cant goods, the possibility of purchasing them at
lower prices, and increasing the availability of key
goods to households, which potentially enhances
the material component of the quality of life of
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the population, including economic activity and
consumption. In contrast, De Loecker et al. (2020)
indicate a possible deterioration in the quality of
goods and a decrease in the level of after-sales ser-
vice as a result of service discrimination on the
part of manufacturers, which may offset the posi-
tive effect for consumers if proper regulation is not
in place. In addition, parallel imports, on the one
hand, create additional jobs in the logistics, trade,
and distribution sectors, support the function-
ing of firms dependent on imported goods, and
thus can contribute to the formation and main-
tenance of employment (Doskeyeva et al., 2019;
Kussaiynkyzy & Doskeyeva, 2021). On the other
hand, the dynamics of price competition may put
pressure on local producers and distributors. Thus,
according to Granlund (2022) and Danzon and
Furukawa (2018), the appearance of goods import-
ed through parallel channels often leads to lower
market prices, which provides short-term benefits
to consumers, but negatively affects the profit-
ability of official distributors and manufacturers.
This market situation leads to unfair competition
due to unequal business conditions. According to
Zhang et al. (2021), parallel import participants of-
ten work at lower costs to meet standards, allow-
ing them to compete asymmetrically with firms
that incur higher costs for marketing, service, and
brand maintenance. As a result, companies oper-
ating through official channels may be forced to
rethink marketing strategies and pricing policies,
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optimizing costs, which is not always possible
without losing product quality or volume of in-
vestment (De Loecker et al., 2020), or completely
withdraw from the market under the pressure of
increased competition (Wang et al., 2023). In ad-
dition, as noted by Hoekman and Shepherd (2017)
and Hummels and Schaur (2013), firms often face
increasing transaction costs associated with find-
ing alternative suppliers, changing logistics routes,
and currency risks. Li et al. (2022) and Engau and
Hoffmann (2011) believe that, in the context of
parallel imports, firms should adapt their strate-
gic development and, at the same time, key man-
agement tasks should focus on diversifying sup-
plies, increasing logistics flexibility, and tighten-
ing product quality control.

As for Kazakhstani companies, they have special
risks in terms of cross-border trade within the
EAEU. As noted by Shokamanov and Demesinova
(2025), Kazakhstani companies, using differences
in tax regimes, logistics, and exchange rates, com-
pete not only with each other but also with com-
panies from other countries, creating unequal
conditions for doing business within the EAEU.

Another frequently discussed aspect of parallel
import is its legal ambiguity. Zhang (2022) be-
lieves that despite the legalization of this mecha-
nism for certain product groups, companies con-
tinue to face risks related to intellectual property
rights protection, product certification, and war-
ranty obligations. A. Nurmagambetov and Z.
Nurmagambetov (2024) note that Kazakhstani
firms within the EAEU face uncertainty in the
field of intellectual property rights protection, es-
pecially regarding trademarks and warranty ob-
ligations. The lack of direct contractual relations
with copyright holders complicates the issues of af-
ter-sales service and product quality responsibil-
ity. According to Wang et al. (2023) and Ishikawa
et al. (2020), this situation increases the legal and
reputational risks for companies operating with
parallel imports, as well as creates additional
costs associated with certification and technical
regulation. In addition, parallel imports influence
firms’ decisions in licensing, product develop-
ment, warranty policy, and supply chain manage-
ment. According to Li et al. (2021) and Han et al.
(2023), the long-term planning of firms operating
in parallel imports is complicated by high uncer-
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tainty: changes in the legislative framework and
the external economic environment may at any
time limit or expand the possibilities of parallel
imports. In this regard, companies are increasing-
ly moving towards adaptive strategies focused on
short- and medium-term goals.

The next important and frequently discussed as-
pect of parallel imports is its significant impact on
consumer behavior in parallel trading and “grey”
markets. According to Wu and Zhao (2021), con-
sumers are often willing to purchase counterfeit
luxury brand products, assuming a certain benefit.
In contrast, Li et al. (2022) believe that, despite the
consumer benefits of counterfeit goods, some con-
sumers have a negative attitude towards unofficial
sales channels, as parallel imports increase the
risk of receiving goods that are not adapted to the
requirements of the local market or do not meet
consumer expectations. Fasii et al. (2024) empha-
size that such a situation can negatively affect the
reputation of a company, even if it is not formally a
manufacturer of products. Ensuring that products
meet consumer expectations and national stan-
dards remains a key task for companies. Goods
imported through parallel channels may differ in
configuration, labeling language, and operating
conditions. Agaev (2025) believes that the negative
impression of consumers in such cases is reflect-
ed primarily on the seller, and not on the manu-
facturer. This forces seller-companies to invest in
additional quality control, customer consultation,
and after-sales service development. In such cas-
es, according to Iravani et al. (2016) and Ishikawa
et al. (2020), increasing the level of service (guar-
antees, customer support, and after-sales service)
may partially offset the negative impact of paral-
lel imports on the profits of official manufacturers
and distributors. Service is also considered a key
element of firms’ strategic behavior in the context
of loosening control over supply channels.

In the economic literature, the risks associated
with parallel imports are often considered in the
context of industrial organization and regula-
tory economics, as it is advisable to analyze them
through the prism of price and institutional mar-
ket mechanisms. In this regard, the above-men-
tioned risks associated with parallel imports un-
derscore three important, interrelated but analyti-
cally distinct concepts.
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Price asymmetry is the discrepancy between the
final prices perceived by consumers and cost es-
timates in the supply chain at the firm level.
According to Eyster et al. (2021), Remer (2015),
and Theodoulou (2023), the price asymmetry oc-
curs when consumers evaluate the final price as a
reflection of costs or a “fair” margin, and when the
actual costs of companies, such as logistics, qual-
ity control, and service costs, are not observed by
the market. Parallel imports enhance this effect
by lowering the observed price and increasing
the seller’s actual costs. This divergence is a doc-
umented outcome of restrictive vertical distribu-
tion systems (Xia et al., 2004).

Risk-reality gap is the discrepancy between expect-
ed regulatory risks (business) and actual market
exposure (consumers). As Bin-Husayn et al. (2025)
and Cao et al. (2024) noted, the risk-reality gap in-
creases with parallel imports, since in such cases,
regulatory risks are often blurred or postponed,
and their negative consequences are felt by sellers of
goods rather than manufacturers. This separation
follows established distinctions between perceived
and actual risk in regulatory economics, where in-
stitutional narratives often diverge from market re-
alities (Rothschild & Stiglitz, 1976).

Cost-price transmission is the partial pass-
through of cost optimization at the firm level to
consumer price behavior. According to this con-
cept, when importing in parallel, firms incur ad-
ditional costs for service, quality control, and con-
sumer advice and cannot fully shift these costs to
price due to price competition (Weyl & Fabinger,
2013; De Loecker et al., 2020). Partial transmis-
sion aligns with empirical evidence that cost re-
ductions under imperfect competition are incom-
pletely passed through to final prices (Weyl &
Fabinger, 2013).

Despite growing interest in parallel imports and
their impact on the functioning of markets, a num-
ber of key economic mechanisms related to this
phenomenon remain poorly understood, in par-
ticular in the context of Kazakhstan. In addition,
there is practically no analysis of such conceptual
aspects as price asymmetry, reflecting differences
in prices for identical goods in different markets;
the gap between perceived and actual risks (risk-
reality gap), which characterizes the discrepancy
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between consumers’ expectations regarding the
quality or reliability of goods and the actual char-
acteristics of products supplied through alterna-
tive supply channels; as well as cost-price trans-
mission, which determines the degree and speed
of reflection of changes in supply costs in final
prices for consumers. The lack of empirical stud-
ies considering these concepts in relation to the
Kazakh market limits the possibilities of a com-
prehensive understanding of the economic conse-
quences of parallel imports and their impact on
price dynamics, company behavior, and consumer
perception of goods. In this regard, the relevance
of this study, intended for analyzing how these
concepts, widely used in industrial organization
and regulatory economics, manifest themselves in
Kazakhstan, is beyond doubt.

This study aims to examine how the restrictive
trademark exhaustion regime affects price forma-
tion, risk perceptions, and supply-demand inter-
actions in markets for branded goods. Specifically,
the study investigates whether institutional re-
strictions on distribution channels generate price
asymmetries between firms and consumers, dis-
tort perceptions of counterfeit risks, and influence
the transmission of cost conditions from firms to
consumer purchasing behavior.

The following research questions and hypotheses
are formulated in the framework of the study:

RQI (Price asymmetry). How do consumers’
views of domestic prices for branded goods
compare with firms’ assessment of the eco-
nomic impact of intermediary-based supply
under a restrictive trademark regime?

RQ2 (Risk-reality gap). How large is the gap be-

tween businesses’ perceptions of counterfeit

risk and consumers’ actual experiences with
counterfeit goods?

RQ3 (Cost-price transmission). Is there an asso-

ciation between firms’ perceptions of cost op-

timization and consumers’ tendency toward
price-oriented purchasing behavior?

HI: (Price asymmetry between business and con-

sumers) posits the existence of a systematic

asymmetry between business-level econom-
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ic assessments of distribution channels and
consumers’ perceptions of price levels under
the current restrictive trademark exhaustion
regime.
H2: (Risk-reality gap in counterfeit exposure)
tests whether a discrepancy exists between
business expectations regarding counterfeit
risks and the actual consumer experience of
counterfeit goods.
H3: (Cost-price transmission between firms and
consumers) examines whether cost optimiza-
tion effects perceived at the firm level are re-
flected in price-oriented purchasing behavior
on the consumer side, indicating a partial
transmission of economic benefits from sup-
ply to demand.

2. METHODS

The study followed a multi-step research algo-
rithm. First, two structured online surveys (B2B
and B2C) were administered via Google Forms
in September 2025 to collect cross-sectional data
from purposively selected firms and consumers.
Second, the datasets were cleaned, coded, and pro-
cessed in IBM SPSS Statistics 26, with descriptive
statistics used to profile respondents and summa-
rize key indicators. Third, inferential tests (includ-
ing x* goodness-of-fit, exact binomial tests, and
two-sample proportion tests) were applied to as-
sess behavioral patterns and compare aligned in-
dicators across independent samples. Analytical
results were then synthesized to identify conver-
gence and divergence in supply-side and demand-
side perceptions of parallel imports.

The empirical analysis is based on two indepen-
dent samples representing business enterprises
(B2B) and final consumers (B2C). All respon-
dents participated voluntarily and anonymously,
providing informed consent through the Google
Forms interface before completing the survey. No
personal or identifying information was collected,
and all data were stored and analyzed in aggre-
gated form. As the study involved minimal risk
and no vulnerable groups, separate institutional
ethical approval was not required under national
survey-research standards.

http://dx.doi.org/10.21511/ppm.24(2).2026.11
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The study applied purposive sampling based on
predefined institutional and behavioral crite-
ria, selecting firms that were legally registered,
sectorally relevant, and directly involved in the
sourcing and distribution of trademarked goods,
and consumers who regularly purchased branded
products and had experience with cross-border
price comparisons, thereby ensuring substan-
tive exposure to parallel import mechanisms
rather than population-level representativeness.
Purposive sampling is methodologically appro-
priate when the unit of analysis must satisfy pre-
defined institutional and behavioral criteria, en-
suring analytical relevance and construct validity
over probabilistic coverage, particularly in busi-
ness and consumer market studies (Coyne, 1997;
Saunders et al., 2023).

The respondent selection criteria were defined in
accordance with the objectives of the study and
included legally registered firms operating in the
trade, manufacturing, and service sectors that are
directly involved in sourcing and distribution ac-
tivities. Additional criteria included the predomi-
nance of medium-sized enterprises, participation
in import operations, and the use of intermediary
channels for procurement. These criteria ensured
that the sample consisted of firms whose activities
are directly related to the sourcing and distribu-
tion of trademarked goods, thereby increasing the
relevance of the collected data for the purposes of
the study.

All participating units are legally registered busi-
ness entities (n = 50). The sectoral composition
includes trade enterprises (n = 20), manufactur-
ing firms (n = 17), and service providers (n = 13).
In terms of firm size, small enterprises with fewer
than 50 employees account for n = 15, medium-
sized firms with 50-250 employees represent n =25,
and large enterprises with more than 250 employ-
ees comprise n = 10 of the sample. Geographically,
the firms operate across Kazakhstan and neigh-
boring EAEU countries, with n = 35 reporting the
import of foreign components or finished goods as
a core business input. With regard to supply chain
structure, n = 35 firms receive goods through
intermediaries (non-trademark holders), n = 13
source directly from manufacturers, and n = 2 did
not provide a definitive response to the sourcing
model question (Table 1).
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Table 1. Structural characteristics of the business sample (B2B)

Indicator

Category n

i Legally registered business entities

Trade enterprises

Manufacturing firms

Service providers

Small (< 50 employees)

Firm size Medium (50-250 employees) -
Large (> 250 employees) e 3O
Operations in Kazakhstan and EAEU countries 50
Import of foreign components or finished goods as a core input 35
Sourcing through intermediaries (non-trademark holders) 3

Supply chain structure Direct sourcing from manufacturers

: No definitive response

The selection of respondents for the B2C sample (n
= 51) was based on criteria ensuring that partici-
pants had relevant experience with branded product
markets. The sample included predominantly urban
consumers with a high level of education, who regu-
larly purchase branded goods and have experience
comparing prices across countries. These criteria en-
sured that respondents were directly exposed to mar-
ket dynamics, including branded product distribu-
tion and parallel import channels, thereby increas-
ing data relevance and reliability for the study.

The consumer age distribution is as follows: 20-30
years (n = 20), 31-50 years (n = 23), and 51 years
and above (n = 8). Educational attainment is dom-
inated by tertiary or university-level education (n
= 36), while n = 8 hold secondary education and n
= 7 possess postgraduate degrees. Geographically,
respondents are distributed across the major ur-
ban centers of Kazakhstan: Almaty (n = 18),
Astana (n = 13), Shymkent (n = 11), and Aktau (n =
9). In terms of consumer behavior, n = 44 respon-
dents report regular purchases of branded trade-
marked goods (Table 2).

Two structured surveys were conducted as part of a
scientific research project examining price dynam-
ics and market behavior related to trademarked
goods. For hypothesis testing, only those question-
naire items directly corresponding to constructs
H1-H3 were used in the analysis, with the full list
of selected items provided in Appendix A.

A B2B questionnaire targeted firms involved in
sourcing and distributing branded products, while
a B2C questionnaire captured consumer percep-
tions of domestic and foreign prices, exposure to
counterfeit goods, and purchasing criteria. The B2B
instrument consisted of sequential sections on re-
spondent eligibility, firm characteristics, sourcing
channels, perceived economic effects, and risk as-
sessments related to parallel imports, thereby en-
abling a systematic evaluation of organizational
practices and cost-risk considerations. The B2C
instrument included screening items, demographic
indicators, comparative price-perception measures,
counterfeit-exposure items, and dominant purchas-
ing factors, allowing for a structured assessment of
consumer behavior and market perceptions.

Table 2. Structural characteristics of the consumer sample (B2B)

Indicator ; Category n

- 20-30 years : 20

Age group 31-50 years 23

.......... 51 years and above 8
Secondary educaton 8

Education level Tertiary / university education 36

..........  Postgraduate education 7
Almaty 18

City of residence Aistana 13
Shymkent 11

Aktau 9

.......... Consu?ner behavior o .; Regular purchase of branded trademarked goods : 44
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The data were processed and statistically analyzed
using IBM SPSS Statistics, version 26. Statistical
tests were selected according to the study’s cross-
sectional design, the categorical nature of the
variables, and the use of independent B2B and
B2C samples. Goodness-of-fit x* tests and exact
binomial tests were applied to consumer data to
assess whether dominant perceptions and expe-
riences differ from neutral benchmark distribu-
tions, thereby establishing non-random outcome
patterns. To examine proportional convergence
between supply-side and demand-side respons-
es, two-sample tests for equality of proportions
were employed, which are methodologically ap-
propriate for comparing conceptually aligned
but independently observed aggregates. Firm-
level variables with multiple-response or inter-
pretive functions were analyzed descriptively to
provide contextual contrast rather than probabi-
listic inference, ensuring coherence between sta-
tistical methods and the conceptual scope of the
hypotheses.

The study protocol, including the survey instru-
ments and data collection procedures, was re-
viewed and approved by the institutional eth-
ics committee, and all participants provided in-
formed consent prior to participation. Both instru-
ments were administered online via Google Forms.
Participation was voluntary and anonymous, no
financial incentives were provided, and informed
consent was obtained electronically prior to survey
completion. The resulting data have not been pre-
viously published or utilized in other studies.

Table 3. Consumer perception of price levels (B2C,

Problems and Perspectives in Management, Volume 24, Issue 2, 2026

3. RESULTS

On the consumer side (B2C), price perceptions
reveal a pronounced dissatisfaction with domes-
tic price levels. A total of 54.9% of respondents
indicated that prices for socially significant goods
are substantially higher than in foreign markets,
while an additional 25.5% assessed them as slight-
ly higher, yielding a cumulative share of 80.4% of
consumers perceiving domestic prices as inflat-
ed. Only 11.8% regarded prices as approximate-
ly equal, and 5.9% considered them lower than
abroad (Table 3).

On the business side (B2B), procurement through
intermediaries is predominantly evaluated as ec-
onomically unfavorable. 70% of firms reported a
negative impact of intermediary-based supply on
their enterprise performance, whereas only 10%
observed a positive effect, and 20% indicated no
significant influence (Table 4).

The goodness-of-fit x* test decisively rejects the
null hypothesis of no dominant perception of
overpricing (Ho: p = 0.50), with x*(1) = 18.85 and p
<0.001, indicating that consumers overwhelming-
ly perceive domestic prices as inflated. Combined
with the B2B evidence that 70% of firms assess
intermediary-based sourcing as economically det-
rimental, these results provide strong empirical
support for H1 and confirm a pronounced price
asymmetry embedded in the nationally restrictive
trademark exhaustion regime rather than arising
from competitive market.

H1): Compared to foreign markets, what are

domestic prices for socially significant branded goods?

Price perception

Substantially higher

Table 4. Economic effect of intermediary-based supply (B2B, H1): How does sourcing through
intermediaries affect your firm’s economic performance?

Business assessment

Negative

http://dx.doi.org/10.21511/ppm.24(2).2026.11
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The B2C evidence demonstrates extremely high re-
al exposure to counterfeit products. 78.4% of con-
sumers reported encountering counterfeit goods
under well-known brands repeatedly, while 11.8%
had experienced such incidents at least once. In
total, 90.2% of respondents have faced counterfeit
products in practice, whereas only 5.9% reported
no such experience (Table 5).

By contrast, on the B2B side, counterfeit risk is
perceived as only one component within a broad-
er spectrum of regulatory and operational risks.
Within the multiple-response structure, 25.0% of
firms pointed to an increased probability of coun-
terfeit goods, while 40.0% emphasized reputation-
al and legal risks, and 35.0% stressed violations of
technical regulation requirements. Notably, 20.0%
of firms declared that they do not perceive any sig-
nificant risks at all in relation to parallel-imported
products (Table 6).

An exact binomial test was conducted on the di-
chotomized consumer variable (encountered vs.
not encountered counterfeit goods), excluding un-
certain responses. The null hypothesis of random

exposure (Ho: p = 0.50) was decisively rejected, with
an observed proportion of p = 0.902 (46/51) and p
<1 x 107%, indicating an extremely high and non-
random incidence of counterfeit encounters. The
marked divergence between widespread consumer
exposure to counterfeit goods and the compara-
tively moderate level of counterfeit risk perceived
by businesses provides strong empirical support for
H2, indicating a substantial risk-reality gap that
challenges the regulatory narrative linking poten-
tial counterfeit proliferation primarily to the legal-
ization of parallel imports and instead suggests that
counterfeit circulation is a structural characteristic
of the prevailing restrictive regime.

On the B2B side, perceptions of cost optimiza-
tion through parallel imports are mixed but ec-
onomically significant. 15.0% of firms reported
a substantial reduction in costs, while 40.0% in-
dicated that the effect exists but remains limited.
Consequently, 55.0% of firms acknowledge some
degree of cost-saving potential. At the same time,
10.0% stated that parallel imports increase costs,
and a relatively high share (30.0%) expressed un-
certainty (Table 7).

Table 5. Consumer exposure to counterfeit goods (B2C, H2): Have you personally encountered

counterfeit goods under known brands?

Exposure to counterfeit

Table 6. Business perception of parallel import risks (B2B, H2): What risks do you associate with

parallel-imported goods?

Risk type % of firms
Increased counterfeit probability & 250
400
,,,,,,,,,,,,,,,,, 350
No risks perceived 20.0

Table 7. Cost optimization effect of parallel imports (B2B, H3): How do parallel imports affect your

procurement costs?

Assessment

Substantial cost reduction

http://dx.doi.org/10.21511/ppm.24(2).2026.11



Problems and Perspectives in Management, Volume 24, Issue 2, 2026

Table 8. Consumer price orientation in purchasing decisions (B2C, H3): What factor most influences

your purchasing decisions?

Decision criterion

Price-oriented

On the B2C side, purchasing decisions exhibit
strong price rationality. 33.3% of consumers re-
ported that they primarily orient their decisions
toward price, while an additional 21.6% rely on
price—quality considerations. Thus, 54.9% of re-
spondents demonstrate clearly price-sensitive pur-
chasing behavior (Table 8).

A two-sample test for equality of proportions was
conducted to compare the share of firms report-
ing cost optimization through parallel imports
(55.0%) with the proportion of consumers exhib-
iting price-oriented purchasing behavior (54.9%).
The test revealed no statistically significant differ-
ence between the two proportions (Z = 0.008, p =
0.994), indicating near-perfect proportional con-
vergence. This result supports H3 and suggests
partial transmission of firm-level cost advantages
to consumer price sensitivity under conditions of
constrained official distribution.

The near numerical equivalence between the share
of firms recognizing cost optimization (55.0%)
and the proportion of consumers displaying price-
oriented behavior (54.9%) empirically supports
H3. This result indicates that economic incentives
formed at the business level are at least partially
transmitted to the demand side, and that price
competition plays a central role in shaping con-
sumer responses under conditions of constrained
official distribution.

4. DISCUSSION

Our research provides a systematic comparative
assessment of business and consumer visions of
parallel import liberalization and reveals the con-
tinuing perception asymmetry between stake-
holders, which forms a kind of regulatory blind
spot under the current national trademark rights
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exhaustion regime. Combining comparable B2B
and B2C data, empirical analysis confirms the hy-
potheses put forward and shows that differences
in perception are not accidental or marginal devi-
ations, but represent a structural feature of the ex-
isting regulatory environment. The predominance
of statistically significant results and considerable
effect sizes highlights both the analytical reliabil-
ity of the findings and their practical significance
for intellectual property and competition policy.

Firstly, the results of the study confirm the first hy-
pothesis (H1) about the existence of a price asym-
metry between consumers’ perception of prices
and firms’ price estimates. A distinctive feature
of our findings is that consumers demonstrate a
stable perception of overpricing in the domestic
market, while companies are only partially aware
of the potential for cost reduction through alter-
native supply channels. This discrepancy indicates
the presence of a structural price asymmetry and
suggests that existing restrictions in the distribu-
tion system may lead to losses of consumer welfare,
which are not fully perceived by the supply side.

Our results are consistent with the conclusions
of a number of studies. For example, Alnes and
Haugom (2024) showed that consumers perceive
price changes asymmetrically: price increases in
the form of surcharges are perceived as less fair
than equivalent price reductions in the form of
discounts. This asymmetry increases as price dif-
ferences increase. For manufacturers, this cre-
ates a dilemma between short-term revenue in-
creases and long-term costs associated with low-
er consumer confidence. Similar conclusions are
presented in the study by Vomberg et al. (2025),
which shows that algorithmic pricing can reduce
consumer confidence and increase price search
time due to perceived unfairness. Overall, pre-
vious research highlights that the perception of
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price fairness is an important factor explaining
why consumers consider prices to be overpriced.
This perception is often associated with informa-
tion asymmetries between firms and consumers
regarding cost structures and pricing mechanisms.

Secondly, the results of the analysis confirm the
second hypothesis (H2), related to the discrepan-
cy between business perceptions and actual con-
sumer behavior regarding counterfeit products.
Our results show that the prevalence of counter-
feit goods among consumers remains high even
under the current restrictive regime. This con-
tradicts regulators’ widespread assumption that
the increase in counterfeiting may be caused by
the liberalization of parallel imports. On the con-
trary, the findings indicate that the proliferation of
counterfeit products is a consequence of existing
market structures and the affordability of goods,
rather than a direct result of trade liberalization.

These conclusions are supported by a number of
international studies (Mukherjee & Datta, 2025;
Razmus et al.,, 2024; Jones et al.,, 2022), which
show that the purchase of counterfeit goods is a
global phenomenon and is observed in markets
regardless of the level of trade liberalization. The
prevalence of counterfeit products is explained by
a combination of price factors, the availability of
goods, and consumer behavior.

Thirdly, the results of the study confirm the third
hypothesis (H3) about the impact of cost optimi-
zation of firms on consumer decisions. Our anal-
ysis revealed a marked discrepancy between the
limited willingness of consumers to pay a premi-
um for products sold through official distribution
channels and the high degree of regulatory uncer-
tainty reported by companies. This may indicate
a gradual decline in the legitimacy of traditional
trademark-based distribution models.

In other words, the results show that consumers
are not willing to pay a higher price just for the
product belonging to the official supply chain,
even despite the expectations of companies. This
conclusion is consistent with studies that consid-
er willingness to pay (WTP) a price premium as
a reflection of brand trust, authenticity, and per-
ceived value, rather than just differences in sup-
ply channels (Fatma & Khan, 2024; Selin et al,,
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2024; Leckie et al., 2023). At the same time, the
influence of the brand and its legitimacy on the
price premium may weaken in conditions of high
regulatory uncertainty and weak signals of trust
from sales channels. This indicates a growing dis-
crepancy between the formal legal protection of
the brand and the perceived value of the products
on the part of consumers. In this regard, compa-
nies should pay more attention to developing the
non-financial advantages of official sales channels
- such as guarantees, after-sales service, and trans-

parency of the origin of goods - rather than rely-
ing solely on the strength of the brand. For gov-
ernment agencies, an important focus is to reduce
regulatory uncertainty and increase transparency
of distribution rules, as stable institutional con-
ditions are a key factor in maintaining trust in
brands and price premiums.

In addition, the results of the study revealed strong
internal correlations between estimates of costs,
risks, and strategic consequences at the company
level. This indicates the existence of a consistent
cognitive structure for the perception of parallel
imports in the business environment. This result
is consistent with strategic and institutional risk
studies (Mao et al., 2025; Zhou et al., 2023; Chen
et al., 2024), according to which companies form
integrated assessments combining financial, legal,
and strategic factors in the face of regulatory un-
certainty. In contrast to approaches that view busi-
ness responses as fragmented or situational, our
results indicate a high degree of consistency and
interpretability of corporate expectations, which
confirms the endogenous and sustainable nature
of companies’ attitudes towards parallel imports.

The results obtained allow us to formulate a num-
ber of practical recommendations for key market
participants.

1. It is advisable for government agencies to
consider the possibility of adjusting the cur-
rent trademark regulation regime and parallel
import mechanisms to reduce the identified
price asymmetry in the domestic market. The
high prevalence of counterfeit products in the
perception of consumers highlights the need
for increased surveillance and preventive
measures, as well as increased transparency of
cross-border commodity flows.
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2. For businesses, the research results empha-
size the need to optimize logistics and pro-
curement strategies aimed at reducing depen-
dence on intermediaries and transaction costs.
In addition, it is recommended to adapt the
pricing policy, taking into account the pro-
nounced sensitivity of consumers to the price,
and to introduce more effective tools for veri-
fying the authenticity of products to minimize
reputational and operational risks.

3. An important area for consumers and civil
society institutions is the development of in-
formation mechanisms that raise awareness
of the risks of counterfeiting and ways to pro-
tect rights. This can reduce market imbalanc-
es and create a more transparent competitive
environment.

4. For the scientific and expert community, it is
promising to further study the mechanisms
of transmission of price fluctuations under
the restrictive trademark regime, as well as
to quantify the gap between subjective per-
ception and the objective structure of risks in
the branded products market. Future research
can also be based on the results of this study
by expanding the sample at the company level
to improve statistical efficiency and industry
differentiation, applying longitudinal models
to account for perception dynamics after leg-
islative changes, integrating objective indica-
tors such as price indices and data on seizures

Problems and Perspectives in Management, Volume 24, Issue 2, 2026

of counterfeit products, conducting compara-
tive analysis in the EAEU member States and
other emerging economies, as well as the use
of structural analysis methods, mathematical
modeling for formal verification of hidden at-
titudes identified in business data.

In general, from a theoretical point of view, the
study introduces and empirically substantiates
the concept of “regulatory blind spots” in the lit-
erature on trademark rights exhaustion and com-
petition policy. The results show that formally
consistent regulatory regimes can create system-
atic differences in perception between stakeholder
groups. From a practical point of view, the find-
ings provide policymakers in the EAEU countries
with an empirical basis for a possible revision of
strict exhaustion regimes and the implementation
of phased liberalization strategies in certain prod-
uct categories. Such reforms should be accompa-
nied by targeted investments in improving the
quality of law enforcement, market surveillance,
and transparent stakeholder engagement to re-
duce legal uncertainty for firms and restore con-
sumer confidence.

Overall, the results of the study indicate the expe-
diency of a gradual and empirical transition to an
international regime of exhaustion of trademark
rights in certain product segments characterized
by high price arbitrage, while strengthening in-
stitutional enforcement mechanisms and market
supervision.

CONCLUSION

This study aimed to analyze the impact of the restrictive trademark exhaustion regime on companies’
business expectations and consumer perceptions by identifying price asymmetries, assessing risks, and
analyzing the cost reduction effect of using intermediary supply chains. The results obtained confirm
the existence of a price asymmetry: consumers perceive the cost of branded products on the domestic
market as higher than on foreign sites, while companies only partially use the opportunities to reduce
costs associated with alternative logistics routes. Empirical data indicated a pronounced imbalance:
80.4% of consumer respondents believed that the prices of branded goods in the country exceed foreign
indicators, while 70% of companies noted the adverse economic consequences of working through in-
termediary supply channels. The analysis also revealed a significant discrepancy between the perception
of threats and their actual assessment. Thus, 90.2% of buyers have encountered counterfeit products,
while only 25% of business representatives considered counterfeit products as a key risk. Additionally,
a relative proportionality has been established between cost reduction at the company level (55%) and
cost-oriented purchasing behavior (54.9%), which indicates a partial transfer of savings to the final price
under the current restrictive trademark use regime.
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The identified differences in risk perception indicate the need for a more coordinated policy in trade-
mark regulation, management of product quality in supply flows, and stronger consumer protection
mechanisms. This involves improving government regulatory frameworks and optimizing corporate
supply strategies. The prospects for further research are related to an econometric analysis of price fluc-
tuations in parallel imports, a comparison of regulatory regimes in countries with comparable institu-
tional environments, and an expansion of the empirical base using panel data to assess long-term effects
on firms and consumers.
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APPENDIX A

B2B QUESTIONNAIRE

Business Survey for Firms Engaged in Sourcing and Distribution of Trademarked Goods

Section A. Screening

o Isyour firm legally registered? OYes [ONo
« Does your firm import foreign components or finished branded goods? OYes [ONo
« Isyour firm involved in sourcing or distributing trademarked goods? OYes [No

« Do you agree to participate voluntarily and anonymously? [Yes [INo
Section B. Firm Profile
Sector of activity

O Trade
O Manufacturing
O Services

Firm size (number of employees)

O <50
O 50-250
O 250

Geographic scope of operations

O Kazakhstan only
O Kazakhstan + EAEU countries
O Wider international operations

Primary sourcing channel

Directly from manufacturers
Through intermediaries
Both

Not sure

oaouod

Section C. Economic Effects
How does sourcing through intermediaries affect your firm’s economic performance?
O Negative effect

0 No effect
[0 Positive effect
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Section D. Risk Perceptions
(Multiple responses allowed)

What risks do you associate with parallel-imported goods?

Increased probability of counterfeit goods
Reputational or legal risks

Violations of technical regulation requirements
No significant risks perceived

Other (specify)

aooogad

Section E. Cost Effects (H3)
How do parallel imports affect your procurement costs?

Substantial cost reduction
Limited cost reduction
No effect

Cost increase

Uncertain

aoooad

B2C QUESTIONNAIRE

Consumer Survey on Branded Goods and Market Perceptions
Section A. Screening / Eligibility

« Do you regularly purchase branded trademarked goods? OYes [ONo
« Have you ever compared domestic and foreign prices for the same branded goods? OYes [No
« Do you agree to participate voluntarily and anonymously? [Yes [No

Section B. Demographic Profile
Age group

0O 20-30
O 31-50
O 51+

Education level

O Secondary
O Tertiary / University
O Postgraduate

City of residence

Almaty
Astana
Shymkent
Aktau
Other

= QJOoooad
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Section C. Price Perceptions
Compared to foreign markets, domestic prices for socially significant branded goods are:

Substantially higher
Slightly higher
Approximately equal
Lower

oaouod

Section D. Counterfeit Exposure
Have you personally encountered counterfeit goods under known brands?

Yes, repeatedly
Yes, once

No

Not sure

oaouod

Section E. Purchasing Criteria
What factor most influences your purchasing decisions?

Price

Price-quality balance
Brand reputation
Customer reviews/ratings
Not sure

oaooogad
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