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Abstract
The article focuses on the complex and economic evaluation and comparison of selling terms provided
by the international on-line sellers. Analysis of scientific literature on electronic commerce (e-commerce)
published by Oxford University Press, Cambridge University Press, Harvard University Press, Springer,
M. E. Sharpe, Routledge, etc. shows that 15% of the authors analyse only selling terms. Most of these authors
investigate selling terms from an economic point of view and others, only about 1, 5 %, from a legal point of
view. The authors that analyse selling terms give the same attention to the international and national issues,
but more attention to the United States of America than to the European Union issues. So, the results of this
analysis show the importance of research, which combines economic and legal terms, and give more attention
to the European Union on-line sellers. The paper presents the results of investigations in this context.
In the study, consideration of selling terms is seen as a part of the analysis of purchaser’s decision
process where impacts of legal and economic aspects are essential. The same is for the products being sold
at international level. Results of theoretical and practical studies show that implementation of internet
technologies determines the necessity to identify and analyse the following key issues. The legal and economic
aspects are not analysed together in scientific literature. Most of authors, which analyse legal aspects, do not
consider economic aspects; the selling terms provided by on-line sellers are not widely analysed from economic
perspectives; the selling terms concerning digital products are analysed in 2,4% of the books published in the
area of e-commerce.
The study presented in the paper contains four different aspects. First, purchasers’ rights, concerning
products purchase via the internet, are disclosed. The difference between selling terms for digital and
material products is presented. The main issues of the European Union on-line sellers related to the trade in
international markets are overviewed. Second, the comparison of selling terms provided by on-line sellers
located in 27 European Union countries is given. For comparison, a set of criteria which describe the main
legal and economic aspects is selected, and the multi-criteria evaluation method (i.e., COPRAS) is used.
Two groups of criteria are defined: the positive criteria, and negative ones. Finally, the complex evaluation
of the effectiveness of selling terms of the on-line sellers is performed. Third, the economic evaluation of
investments, which are made with the aim to improve selling terms, is presented. The economic impact for
purchasers’ decisions of specific selling terms is analysed. Fourth, the selling terms of several international
on-line sellers are compared; recommendations for on-line sellers are given; the selling terms concerning
digital products are revised.
The article is based on the comparative and multi-criteria analysis, and economic evaluation. The results
of the study show that the complex and economic analysis of selling terms is very important for understanding
cross-border purchasing decisions. The main advantage of complex and economic approach is that it allows
determining the impact of different aspects to the purchasers’ decisions. In addition, this makes possible to
identify which selling term is the most important and provides some economic evaluation that can be used for
improving selling terms in the future.
Keywords:
Selling via internet terms, legal and economic aspects, multi-criteria method, comparison of selling
terms.
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Introduction
Under the conditions of selling goods increase over the
internet, the selling terms are becoming more important.
Transactions that are conducted electronically, rather
than in person, carry with them an inherent uncertainty
to parties involved in purchasing goods (Tonglet et al.,
2001).
In addition, there may be privacy concerns, relating
to how the use of any information disclosed, may be
limited. Purchasers must feel unhesitatingly comfortable
with the security measures that businesses put in place
to ensure security and confidentiality, and, in addition,
must feel confident that these security measures are
effective (Tonglet et al., 2001).
So, in this study, electronic commerce (e-commerce)
conditions (selling terms) are considered widely: as
conditions due to which a purchaser chooses to buy
from the on-line store instead of the usual one, and on
the other side, as conditions, which should be offered
to purchaser to serve him in the best way. On the other
hand, by making them public a seller is binding legally
himself, in case offered conditions are accepted. It means
there is a point of considering the legal and economic
aspects of e-commerce conditions at the same time.
The review of economic science literature shows
the needs for analysing the legal and economic aspects
together. About 15% of the authors, which published
books about e-commerce (in total, the authors have
found 8.254 books), analyse selling terms mainly from an
economic point of view. Most of authors, which analyse
the legal aspects, do not consider economic ones. Also,
the analysis shows that selling terms provided by on-line
sellers should be analysed from economic perspectives
as well.
The research is aimed to propose a profile, which will
help to understand cross-border purchasing decisions.
The research tasks are defined as follow: 1) to disclose
purchasers’ rights, 2) compare selling terms provided
by on-line sellers, 3) analyse the economic impact for
purchasers’ decisions of specific selling terms, and 4)
give recommendations for on-line sellers.
Research objectives are evaluation and comparison
of selling terms provided by the international on-line
sellers.
The article is based on a comparative and empirical
analysis, multi-criteria analysis (based on the COPRAS
method), and economic analysis (based on the discounted
cash flow method).
Scientific novelty of the study could be defined as
follow. The complex and economic evaluation approach
was used for understanding cross-border purchasing
decisions. The multi-criteria analysis method, COPRAS,
was applied for comparison of selling terms, provided
by international on-line sellers; the discounted cash
flow method was applied for economic evaluation of
investments, which are made to improve selling terms.

Theoretical aspects related to cross-border
purchasing decisions
Traditionally, vendors are selected from among many
suppliers (i.e. domestic and international suppliers) on
their ability to meet the purchasing requirements (Sevkli
et al., 2008).
In the literature, various factors are mentioned as
criteria, which are important during purchasing process,
such, as price, delivery performance, reputation in the
industry, size of the enterprise, geographical location,
quality, environmental compliance, capacity, services,
lead-time, packaging, etc. Phusavat et al. (2009) claim
that the most important criteria for purchasing decisions
are quality, cost, delivery, responsiveness, management,
technical service, and environment/safety.
Jabbour et al. (2009) insert the environmental criteria,
such as recovery of products into the supplier selection
process.
Wu (2009) divides all research studies into two
streams. The first stream of studies examines with each
other related variables, such as cooperation, satisfaction,
trust, and commitment. The second one focuses on the
criteria for choosing suppliers, such as quality, on-time
delivery, and costs.
Wu (2009) considers that the problem of choosing
supplier so, that benefit can be maximized, is the most
critical.
To identify the on-line seller selection problem, we
conducted a detailed literature survey (mainly based on
the works of Buyukozkan (2004); Choy et al. (2003);
Kaklauskas et al. (2005); Stockdale et al. (2002)).
Services presented in the on-line stores affect their sales.
This means that on-line stores need to be well managed
and functional. The products and services should be
more effective and developed, and detailed in time.
Thus, purchaser’ market information and perfection are
also related to this factor (Buyukozkan, 2004). Stockdale
et al. (2002) point legislation, controlling the purchasing
across the on-line seller.
By interviewing individual experts, who go in detail
into purchasing from on-line stores, the following three
categories are deduced for our study:
- Expected economic value of purchase. This provides
motivation of a purchaser to buy; for example, a
reasonable difference in prices comparing with the
price, provided by national sellers, and costs, related
to receiving purchase, including delivery costs, VAT
and other taxes, custom clearance costs, etc.;
- Level of electronic process fulfilment. This includes
privacy, payment and security issues; time-spent for
searching a specific product in the on-line store and
for its purchasing; currency exchange possibilities,
etc.;
- Level of physical process fulfilment. This includes
information about specifics of a purchaser’ market
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such as legislation, taxes, delivery, imports
possibilities, etc.
The literature survey also showed that usually
multi-criteria evaluation methods mentioned in the
works of Aissaoui et al. (2007); Ng (2008); Sevkli et
al. (2008); Vaidya et al. (2006); Wu (2009) are used
for understanding purchasing decisions. In particular,
the analytical hierarchy process (AHP) method is often
used. It introduces a hierarchical structure to evaluate
trade-offs between different criteria (Wu, 2009). Some
researchers use the AHP approach to analyse costs, but
the characteristics of the cost dimension need to be
further investigated (Wu, 2009).
From the traditional point of view, the cost is the
predominant criterion for buyers in the decision-making
process because keen competition forces sellers to do
the best in order to reduce buying and selling costs (Wu,
2009).
In our study for understanding purchasing decisions
main attention is given to the costs for a purchaser (i.e.,
consumer).
For understanding purchasing decisions based
on multi-criteria evaluation methods, the complex
proportional assessment method, COPRAS, is used.
It assumes direct and proportional dependences and
weights of the criteria, as well as oppositely directed
criteria.
Legal and economic aspects of the international
e-commerce
International e-commerce, as a subset of the total
e-commerce, generally involves on-line commitment to
import or export of goods and services. For all the parties
involved in the international e-commerce, such as an online seller (which is an exporter) and a purchaser (as an
importer) the legal and economic aspects are important.
Many legal areas are affected by e-commerce
practices. Purchaser’s protection and users’ agreements
are both related to electronic transactions (Fustos et al.,
2004).
There are two types of products, which are sold by
enterprises:
- Material products; these products are physically
shipped to a consumer;
- Digital products; these products are downloadable.
Digital products appeared when material products
had changed their type into digital (for example,
books).
Of course, selling terms related to digital and material
products have specifics. Some of them are stated in the
Directive 1997/7/EC, which is called as “The protection
of purchasers in respect of distance contracts”.
There are also regulations for some of cross-border
issues.
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All conditions such as after-sales service, delivery
complications, the application of guarantees/requests
for refunds, and complaint-handling, have a regulatory
dimension. These regulations are mentioned in the
European Union (EU) purchaser’s protection rules and
their application in national law (Commission of the
European Communities, 2009).
The survey of the Commission of the European
Communities (2009) statistics shows that purchasers
have worries about receiving or returning goods,
complaints and redress (21%), payment card (15%), and
delivery times being too long or delivery at home being
problematic (8%). Because of this, the clearly stated
selling terms for purchasers are very important.
There are a number of factors that restrain purchasers
from shopping on-line. The first category of constraints
has to do with trust. Trust is a vital factor for purchasers –
they need to be assured that companies will protect their
personal information. This means that sites required
taking all necessary steps to protect the purchasers’
personal data (Tran et al., 2002). In the report of the
Commission of the European Communities (2009), it
is stated that a major factor inhibiting purchasers is the
fear of giving a credit card or personal details over the
internet.
The second category of constraints involves
purchasers’ preferences. The main reasons, why
purchasers are satisfied with the on-line stores, are
the possibility to compare prices, the wider range of
offers, the affordability of products and the choice of
alternative suppliers. However, purchasers are less
enthusiastic about aspects such as product information,
the protection of privacy, the trustworthiness of the staff
and the possibility to return goods (Commission of the
European Communities, 2009).
The purchasers’ rights are considered to be prominent
issues (Stoney et al., 2003).
In the Directive 1997/7/EC is stated that “for any
distance contract the consumer shall have a period of
at least seven working days in which to withdraw <..>
without penalty and without giving any reason. The
only charge that may be made to the consumer <...> is
the direct cost of returning the goods”. It is also stated
that “in any event the following must be provided:
written information on the conditions and procedures
for exercising the right of withdrawal. The consumer
may not exercise the right of withdrawal provided for
in respect of contracts: for the supply of goods made
to the consumer’s specifications or clearly personalized
or <...> expire rapidly, for the supply of audio or video
recordings or computer software which were unsealed by
the consumer, for the supply of newspapers, periodicals
and magazines, for gaming and lottery services”.
Additionally, in Directive 1997/7/EC is mentioned
that the consumer shall be provided with the following
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information:
(a) The identity of the supplier and an address for
complaints;
(b) The main characteristics of the goods or services;
(c) The price of the goods or services including all
taxes (This is also specified in the 2005/29/EC so:
“the price inclusive of taxes, or where the nature of
the product means that the price cannot reasonably
be calculated in advance, the manner in which the
price is calculated, as well as, where appropriate,
all additional freight, delivery or postal charges or,
where these charges cannot reasonably be calculated
in advance, the fact that such additional charges may
be payable”);
(d) The arrangements for payment, delivery or
performance;
(e) The information on after-sales services and
guarantees which exist.
The results of the survey of the Commission of
the European Communities (2009) show that 71% of
purchasers think it is harder to resolve problems such
as complaints, returns, price reductions when on-line
sellers are located in other EU countries. The complaints
handled by the network of European Purchaser Centres
show that most cross-border e-commerce complaints
concern delivery (50% of cases handled in 2007, of which
88% concerned non-delivery), 11% of cases concerned
problems with the terms of the sales contract (such as
unfair contract terms, etc), and 6% of cases concerned
prices and payments (for example, the imposition of
supplementary charges, incorrect price during payment,
etc.)
Cross-border e-commerce has the potential to enable
purchasers to obtain products or services not available
in their own country. But the results of the survey of
the Commission of the European Communities (2009)
show that purchasers have lack of information about
cross-border transactions.
Based on information of the Custom department of
Lithuania (2009), it is evident that the country of origin
of purchased item cannot always match with the country
of the shop. Sometimes goods, purchased in EU on-line
stores, are delivered from Far East, So, this means that
an item, which has a value between 21 and 350 Euro,
will be additionally charged by 2,5-3,5% of import
taxes, sometimes also by excise, and by VAT.
It is striking to consider that for a third of the EU
purchasers the attractiveness of price savings would
prompt them to purchase products on-line in another
country. But the problem that it is difficult for purchasers
to know what they will be charged for deters them to
buy.
Usually, the final price of the product has to contain
such details as VAT, shipment costs, taxes, etc. The
survey of YouGovPsychonomics (2009) shows that

the final price of the item, which is purchased from the
international on-line store has to be at least 10% lower
than retail price of the same item presented at purchaser
country.
Finally, practical implications show that purchasing
decisions encompass the allocation of a limited amount
of purchaser’s money. Furthermore, the cross-border
problems and the economics of parcel delivery may
mean that in some instances, it simply may not be worth
to purchase at all.
Comparison of selling terms by using multicriteria method COPRAS
Costs of purchaser depend on solutions made by
purchaser that’s why all possible variants of decisions
(when selling terms, provided by international on-line
sellers, are evaluated) must be compared. The alternative
solution of a purchaser differs in the price paid; guarantee
period, delivery options and other aspects. Each decisionmaker has own preferences and in most of cases is
interested in economic aspects. Quantitative evaluation
of such and other aspects allows us to determine their
impact to the final purchasing decision.
Each alternative in the quantitative evaluation is
described by several criteria. Various criteria are used
in an assessment of alternatives. The criteria can be
qualitative and quantitative. They usually have different
measurement scales and differ in optimization direction
(Turskis et al., 2009).
For many decades authors are dealing with multicriteria problems. Multi-criteria decisions are taken in
various areas of human activities. Numerous methods
have been developed and new methods are continuously
being created (Peldschus, 2009). One of such methods
is the method of COmplex PRoportional ASsessment
of alternatives (COPRAS) that was firstl announced
in 1994 by Zavadskas and Kaklauskas (1999). This
method assumes direct and proportional dependences
and adequately describes the alternatives, values
and weights of the criteria (Turskis et al., 2009), and
oppositely directed criteria (Ginevičius et al. 2008a). In
scientific literature, the COPRAS method is well known
and widely used (Andruškevičius, 2005; Ginevičius et
al., 2009; Ginevičius et al., 2008a; Ginevičius et al.,
2008b).
Based on this and other similar methods, the multicriteria problem is represented by a matrix containing the
alternatives (rows) and the criteria (columns). In order to
avoid the difficulties caused by different dimensions of
the criteria, the normalization procedure is used (Turskis
et al., 2009).
The application of multi-criteria decision-making
methods largely depends on the calculation of the
criteria weights based on expert evaluation. The results
obtained can be used for practical purposes, if experts’
33
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judgments are in a good agreement (Podvezko, 2005).
This may be determined by the concordance coefficient
(Ginevičius et al., 2008a).
After expert evaluation, the decision matrix is
normalized. The sum of normalized criteria values
is always equal to one. The normalization aims at
obtaining comparable scales of criteria values (Turskis
et al., 2009).
The impact of normalization techniques on the
decision results has been investigated by Migilinskas et
al., 2007; Turskis et al., 2009; Zavadskas et al., 2008).
They stated that it is hardly possible to evaluate the effect
of various normalization methods to the decision matrix
(Turskis et al., 2009). Thus, the classic normalization
method is used in the case study.
For the problem of comparison of selling terms, it is
hardly possible to rank the selling terms for international
on-line sellers. This is because of the nature of the
provided criteria, which could be better in some regions
and worse in the others. Therefore, to get a generalizing
solution of the considered problem, these criteria should
be integrated into a single one (Ginevičius et al., 2009).
The situation is also complicated due to the fact
that the criteria are of various dimensions or scales and
directions. They are either maximizing or minimizing,
implying that the growth of the value of some criteria
means a higher value, while for other criteria it shows a
lower value (Ginevičius et al., 2009).
In order to compare selling terms of on-line sellers,
the above mentioned COPRAS is used. Complex
evaluation of selling terms allows integrating criteria
values into a single value; to evaluate criteria with
different dimensions and directions and to include
weights for them.
For comparison of main selling terms, the following
criteria are introduced:
- Availability of terms and conditions (percentage of
all offers);
- Information on right of withdrawal (percentage of all
offers);
- Right of withdrawal: average length of period (in
days);
- Unclear offers, Offer is not clear if VAT is included
in the initial price (percentage of all offers);
- Orders, where final price is not given (percentage of
all offers);
- Information on refunding (percentage of all offers).
Bellow (see Table 1), the type of each criteria, criteria
direction - maximizing or minimizing (i.e. max or min in
column 2, correspondingly) and its weight are defined.
All criteria used in decision matrix are quantitative.
The criteria weights are based on expert evaluation. The
criteria, which represent information about refunding,
received the highest experts’ interest. The coefficient
of concordance is calculated by using Podvezko (2005)
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guidelines. It is equal to 0,81 and shows that experts’
judgments are in a good agreement.
Table 1. The basic information about criteria
Criteria
Criteria
Criteria
direction
weight
Availability of terms and
conditions
Max
0,19
Information on right of
withdrawal
Max
0,16
Right of withdrawal: average
length of period
Max
0,09
Offers are not clear: if VAT is
included in the initial price or
not
Min
0,15
Orders, where final price is not
given
Min
0,20
Information on refunding
Max
0,21

The latest statistical available data were used for
comparison of selling terms. These data were collected
by YouGovPsychonomics (2009) for survey “Mystery
shopping evaluation of cross-border e-commerce in EU”.
Used statistical data covers international on-line sellers,
located in 27 EU countries (according to the suffix or the
registration of the company; in case the suffix is “.com”,
“.org”, “.net”, etc.). The above mentioned survey gives a
very broad coverage of e-commerce in the EU, covering
4.000 different on-line retailers. In total, based on the
mentioned survey, 10.964 cross-border offers for 400
on-line sellers were tested. 52% of on-line sellers were
represented by one offer, 17% of stores - by two offers
(from different product groups), and other on-line
stores - by three offers.
The case study performed of authors shows that in
the EU:
- Terms and conditions are available for 87% of crossborder offers;
- Information on right of withdrawal is available for
84% of cross-border offers;
- Offers are not clear: if VAT is included in the initial
price or not, for 34% of cross-border offers;
- Orders, where final price is not given, for 85% of
cross-border offers;
- Information on refunding is given for 64% of crossborder offers;
- The observed period of right on withdrawal lasts 13
days;
- The legal period of right on withdrawal is equal from
7 to 14 days (depends on country of shop).
The results of comparison of selling terms for the
international on-line sellers in 27 EU countries, shows
that on-line sellers from Slovenia, Germany and France,
have more clearly stated selling terms than sellers
located in other EU countries (see Table 2). In the last
case, on-line sellers have to clarify their selling terms.
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Table 2. Comparison results for on-line sellers
Country of shops
Comparison results
Rank
Slovenia
4,80%
Germany
4,71%
France
4,51%
Cyprus
4,48%
Ireland
4,47%
Austria
4,44%
Czech Republic
4,42%
United Kingdom
4,40%
Belgium
4,37%
Luxemburg
4,34%
Netherlands
4,33%
Slovakia
4,29%
Poland
4,26%
Hungary
4,23%
Sweden
4,22%
Denmark
4,19%
Italy
4,15%
Spain
4,03%
Greece
4,02%
Portugal
3,99%
Romania
3,98%
Finland
3,96%
Estonia
3,81%
Malta
3,71%
Bulgaria
3,24%
Lithuania
3,00%
Latvia
2,70%

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27

The results of the study show that the comparison
of selling terms provided by the international on-line
sellers is very important for understanding cross-border
purchasing decisions.
Economic evaluation of investments made to
improve selling terms
Nowadays, many companies establish on-line
stores with the focus on attracting new purchasers, and
consequently, to generate new revenues (Bergendahl,
2005).
These on-line sellers have to answer a question –
what the main goal of their activity is. Is it purchasers’
needs satisfaction? Is it the growth of turnover? Is it
profit? Or is it international expansion?
There are many reasons for enterprises to invest
into e-commerce activity. Such investments serve
purchasers by providing them with an alternative that is
more comfortable and less time consuming (Bergendahl,
2005).
Degree of success depends upon various factors:
- The designed application have to suit to the electronic
fulfilment;
- It is assumed that implementation of e-commerce
(business-to-consumer (B2C)) technologies will
help to deliver an economic value to a purchaser and

to increase sales of on-line stores;
- It is assumed that the physical fulfilment level will
help to provide purchasers’ needs satisfaction.
In the study of Bergendahl (2005), where he analysed,
how investments into marketing effect on-line sales, is
mentioned that the larger marketing investments are, the
faster growth of on-line sales is expected.
The study of Abed et al. (2009) relates to the empirical
tests of a set of hypotheses concerning the link between
selling strategies and sales performance, and shows that
selling strategies stimulate individual-level behaviours
that have a direct impact on purchasers.
In the study of Owen (1993) is mentioned that while
maximising the purchaser’ satisfaction the following
linkages are assumed:
- Service performance can be measured objectively in
various ways, e.g., by errors, willingness to cooperate,
on-time delivery, etc.;
- Service performance is a key determinant of the
purchaser’ satisfaction;
- Purchaser’ satisfaction itself determines buying
behaviour;
- Buying behaviour strongly determines profitability
(Owen 1993).
Green et al. (2007) suggest using the integrated
problem-solving initiatives on improving quality and
facilitating timeliness to purchasers. Green et al. (2007)
suggest the selling strategy that incorporates on-site
relationships with purchasers and full understanding of
consumers’ purchasing processes.
In practice, the price of item presented at traditional
stores at the purchaser’ country usually includes
wholesale and retail mark-up. Based on the data of
Statistics department of Lithuania (2009), it is calculated
that on average wholesale mark-up is equal to 17% and
retail mark-up – to 33%. This means that on-line stores
(especially) of manufacturers can offer the attractive
prices, which means price savings for purchasers.
The practical analysis of US on-line stores, such as
Amazon.com, PC Mall Inc., PC Connection, Insight
Enterprises Inc., and BIDZ.com, show that on average
operating expenses and revenue ratio in on-line stores
is equal to 11-16% (calculated according data of Yahoo
Finance (2009)), which comparing to retail stores, is
3-8% lower (data about US retail stores from Yahoo
Finance (2009)). This means, that each on-line store can
additionally spend 5% on marketing, which includes
collection of data related to the purchaser’ market and
consumers’ service (i.e., advices and other services to
purchasers).
Based on Amazon.com data (2010) was calculated
that investments into marketing brings 10,9% increase
in sales during next year.
Before the detail analysis of the on-line store’
income data, it is necessary to mention that the initial
35
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investments concern two separate types of activities instalments of a system for web-services and actions
for marketing with an emphasis on advertising and
consumer’ service. Further these initial investments
have to be matched with the growth of net revenues. For
investments to become profitable, money spent for webservers and marketing have to be covered by an increase
of discounted net revenues (Bergendahl, 2005).
For analysing revenues, initial investments, and
results, the method of discounted gross operating cash
flow (cash flow before interest and taxes) is used. Cash
flows are defined as the inflows and outflows of cash
and cash equivalents, created within a certain period
of time out of the investment activities of the company
(Mackevičius et al., 2006).
Below, the results of simulation with Amazon.com
(2010) data are presented (see Table 3). Several of its
on-line stores are operating in Europe (i.e. in United
Kingdom and Germany).

of EU purchasers’ positions, which receive international
offers. Due to the difference in assortment the prices of
products were not compared.
Table 4. Comparison of main selling terms provided
by international on-line sellers

Table 3. Amazon.com data (actual and generated)

The results of simulation show that by investing 5%
into consumers’ service the on-line seller may expect
the increase of the total net present value by 39% (when
discount rate is 10%).
Comparison of main selling terms provided by
international on-line sellers
In order to revise selling terms the following on-line
stores were investigated:
- The international on-line store placed in Germany
that sells digital products – wide range of software
(www.softwarebox.de);
- The international on-line store placed in Lithuania
that sells digital and material products – packed
and downloadable software such as project analytic
solutions (www.investsign-home.com);
- The international on-line store placed in Germany
that sells digital and material products – material
IT products and packed and downloadable software
such as painting solutions (eu.shop.wacom.eu).
All three stores are selling in-side and out-side the
EU. The selling terms (in total, 21) were analysed out
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The analysis of selling terms related to digital and
material products shows some specifics. For example,
the shipment costs are excluded from the price of digital
products; there is no return possibility after the moment
when download is initiated; and the service in case of
unsuccessful download is necessary.
The results of the study also show that all on-line
sellers from time to time have to revise selling terms. It
is also evident that that the best way to improve them is
to test them in practice through mystery shopping.
Based on results of the presented study, the following
recommendations, according the above mentioned
categories of constraints, to on-line sellers are given:
- Recommendations related to the first category of
constraints, such as trust. The survey of VeriSign
(2009) proves that many purchasers request online sellers to use additional security technologies.
Many consumers are familiar with www.visa.com or
VeriSign security technologies (which, for example,
are used by banks in Lithuania). Following the
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guidelines of other studies the authors recommend
for the on-line sellers to inform consumers, which
SSL certificate is used;
- Recommendations related to the second category
of constraints, such as comparison of prices and
the choice of alternative suppliers. In the report of
Commission of the European Communities (2009)
stated that consumers are visiting price comparison
web-sites, that one-third of Europeans make price
comparisons online. Following these guidelines and
other studies the authors recommend for on-line
sellers:
- To present not country-based, but a standard
international shipping rate that can help consumers
to make easily price comparison for international
offers;
- To clarify information about VAT. The rate of VAT
is significant and different in the EU countries.
For example, in Germany it is 19%, in Lithuania
– 21%. This means that the rate of VAT can
significantly change the item price;
- To clarify information related to warranty and
other questions. First, the purchasers are not
familiar with the law of another country; second,
the purchaser should find all necessary information
easily and in one place. Such information can be
important during purchasing decision process.
Finally, the on-line sellers have to remember that
the purchasing in on-line store have to be an alternative
which is more comfortable and less time consuming.
Conclusions
The theoretical analysis shows that in many cases for
analysing purchasing decisions based on multi-criteria
evaluation methods, AHP method is used.
The results of the comparison of selling terms of online sellers located in 27 EU countries show that on-line
sellers of Slovenia, Germany, and France, have more
clearly stated selling terms than on-line sellers located
in other EU countries. This also means that the on-line
sellers located in these countries have more clarify the
selling terms.
The results of the study performed show that all online sellers from time to time have to revise selling terms
and to test them in practice through mystery shopping.
Also the following conclusions based on three
categories of constraints are made:
- The consumer has to receive an expected economic
value of purchase. This means that the final price
(including VAT, taxes, shipment costs, etc.) of the
item, which is purchased from international on-line
store, have to be at least 10% lower than retail price
of the same item presented at the purchaser country.
The practical analysis show that on-line stores,
especially of manufacturers, can offer the attractive
prices, which means price savings for purchasers;

- The electronic fulfilment level of the process
have to be especially secured; and comfortable to
find products, analyse prices, revise all necessary
information, which is important in the purchasing
decision process;
- The physical fulfilment level of the process can help
to increase consumers’ satisfaction. The products
and services can be more effective, if they are more
developed and detailed in time. The country of
origin of goods can support purchasers to make right
purchasing decisions. Then, the authors suggests
to the on-line sellers to improve selling terms. The
authors calculated an economic effect of investments
made to improve selling terms.
Finally, the results of the study show that the
complex and economic analysis of selling terms is very
important for understanding cross-border purchasing
decisions. The main advantage of this approach is that
it allows determining the impact of different factors to
purchasers’ decisions.
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