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E-commerce trend has experienced rapid growth during the past decade. Order-
 ing goods through the internet and receiving them even to your home has never 
 been so easy. Ordering from a domestic internet shop is perceived to be safe 
 and the legislation protects customers, for example, with the right to return the 
 products within 14 days, without any costs. In addition, the possibility to order 
 from abroad also provides many viable options by offering competitive pricing 
 and delivery. What types of drawbacks occur when purchasing goods from 
 abroad, even when getting the product at a cheaper price? How much is the cus-
 tomer willing to sacrifice from customer service, delivery times and return pol-
 icy in order to get the product at a cheaper price? 


This research began with specifications of the differences that customers experi-
 ence in domestic and foreign e-purchase? What are the practical differences 
 when purchasing from domestic or foreign e-stores? Are there differences be-
 tween legislation and practises? Is the purchase process as easy in both situa-
 tions? Theory was studied concerning e-commerce in Finland and in the EU. 


Previous statistics and researches stated were also discussed. This was followed 
 by the empirical part of the thesis.  


The empirical part of the thesis was based on a research done using a qualitative 
 research method as a survey. The survey was executed online and the respond-
 ents were given a link that directed them to the questions. The survey got a total 
 of 170 responses. Out of these 170 responses 112 were by people that have ex-
 perience at both Finnish and EU e-stores. These made my main study group.  


As a conclusion of the results, it must be noted that overall the Finnish e-stores 
 performs better than the EU e-stores but the differences were not very radical. 


The return policy in the EU and the lack of trust with payments were the two 
 most distinguished problems, in which the Finnish e-stores clearly performed 
 better.  


Keywords  E-commerce,  internet,  internet  shop,  international  trade, 
purchase, electronics
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Verkkokauppa on viimeisen vuosikymmenen aikana kasvanut selkeästi. Verkko-
 kaupan kautta tilattavien tuotteiden määrä on kasvanut, ja tuotteiden tilaus niin 
 suomalaisesta, kuin myös ulkomailta, on helppoa. Kotimaisesta verkkokaupasta 
 tilaus koetaan turvalliseksi, jonka lisäksi lainsäädäntö suojelee asiakkaita esim. 14 
 päivän palautusoikeudella, kuluitta. Tämän lisäksi asiakkailla on mahdollisuus ti-
 lata kansainvälisistä verkkokaupoista, jotka tarjoavat kilpailukykyisiä hintoja jopa 
 toimituskulujen kera. Tutkimusongelmana on punnita näiden kahden eri tarjoajien 
 välisiä suhteita ja eroja. Tarjoaako kansainvälinen verkkokauppa tuotteita parem-
 paan hintaan, ja edellyttääkö sieltä tilaaminen jotain eroa siihen, kuin että tilaisi 
 suomalaisesta verkkokaupasta? Kuinka paljon on asiakkaan säästettävä jotta kyn-
 nys ylittyisi ja ostos tulisikin tehtyä ulkomailta. Tutkimus rajataan EU:n sisällä ta-
 pahtuvaan kaupankäyntiin.  


Teoria alkaa perehtymällä verkkokauppaan ja selvittämällä mitä keskeisiä teki-
 jöitä aiheeseen kuuluu. Mitä käytännön eroja kotimaisen ja kansainvälisen verk-
 kokaupan välillä on? Miten asiakkaan oikeudet muuttuvat, mikäli hän päättää ti-
 lata EU:n sisältä, mutta kuitenkin Suomen ulkopuolelta. Onko palautusoikeuksissa 
 tai muissa käytännön asioissa eroja, vai onko tilaaminen yhtä vaivatonta molem-
 mista lähteistä? Näiden asioiden selvittämisen jälkeen seuraa empiirinen tutkimus, 
 joka on toteutettu kvantitatiivisella tutkimusmenetelmällä, verkkokyselylomak-
 keella. 


Yhteensä vastauksia saatiin 170 kpl, joista 112 vastaajista oli kokemusta sekä ko-
 timaisesta, että kansainvälisestä verkkokaupasta. Nämä 112 vastaajaa ovat tutki-
 muksen pääsääntöinen kohderyhmä. Tutkimustuloksissa todettiin kotimaisen 
 verkkokaupan suoriutuvan paremmin joka saralla. Useissa tekijöissä kansainväli-
 nenkauppa suoriutui kuitenkin hyvin, lähes kotimaisen verkkokaupan tasoisesti. 


Suurin ero näkyi maksamisen luotettavuuden, sekä palautusoikeuksien kohdalla, 
 kotimaisen verkkokaupan voitoksi.  
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1   INTRODUCTION 


The business in e-commerce has been growing throughout the internet’s history and 
 today it is estimated to reach a revenue of 325 billion dollars. In 1995 it was around 
 ten billion dollars, so the growth is obvious. It also plays an important role in the 
 business world, and more and more transactions are being done electronically. E-
 commerce has flourished from a clumsy playground to a sophisticated worldwide 
 network, where it has become an inevitable part of any company for surviving to-
 day’s fast-paced business world. (Laudon 2010, 25) 


E-commerce  brings  the  best  offers  from  around  the world  in  an instance right  at 
 your doorsteps. The comparison of products and services is easy and purchases can 
 be executed in a couple of minutes. Never before has booking a flight, a hotel room 
 or a rental car, been so easy and carefree as it is today with the use of the internet. 


The internet has revolutionized the standards of trades and transactions.  


The topic of the thesis is familiar one to me due to the fact that I personally use the 
 internet  as  a  source  of  information  in  almost  all  purchase  situations.  I  compare 
 prices, read reviews and other users’ comments on products, and tend to gather as 
 much  of  information  as  possible  of  the  product  that  I  am  interested  in.  In  many 
 cases, the product is only available on the internet. In addition, I have been working 
 for a Finnish internet store called Superkauppa, which sells various gadgets to cus-
 tomers in Finland. Superkauppa is a part of Origodesign Oy. From these two factors 
 I got the idea of finding out what additional value domestic e-commerce can offer 
 when  it  comes  to  internet  shopping.  By  weighting  these  different  values  the  im-
 portant actions and services can be understood.  


1.1 Research problem and limitations 


The aim of the research  is  to  study what  the main reasons  for  choosing  between 
domestic  or  foreign  internet  stores  are.  These  questions  are:  1)  What  additional 
value will the consumer gain by choosing a Finnish e-commerce provider over a 
foreign provider? 2) In which cases is the foreign e-commerce provider more at-
tractive? 



(11)The research will only cover the trade that happen inside the European Union, be-
 cause when purchasing products from outside the EU, the customer has to pay duty 
 toll and value added tax (VAT). For products with a purchasing price of over 22€ 


VAT that is usually 24% of the purchase value that has to be paid. VAT for books 
 is 10% and they are duty free. For products of value exceeding 150€, the duty has 
 to be paid. Duty fees vary a lot, from 2,7% on car parts to 17% on textiles. (Finnish 
 Customs, 2013) 


To keep this  research clear  and simple, it will  only  cover scenarios that  have no 
 obligations of paying VAT and toll fees. In this thesis foreign e-commerce refers to 
 e-commerce outside of Finland but inside the EU. 


This  research  will  cover  business–to-consumer  trading  and  focus  on  consumers 
 point of view and trends that are noticed and what are the customers’ attitudes to-
 wards e-commerce. 


The official statistics of Finland present charts that separate e-commerce purchases 
 done through the internet into two separate categories: The ones that are delivered 
 physically and the ones that are delivered electronically. Examples of the two types 
 are music that is bought online and delivered home by mail (CD album) as the first 
 type or music that is delivered electronically to the customers’ computer, for exam-
 ple, as a MP3-file as the second type. This research will cover situations in which 
 the consumer physically receives his purchased product, because the risks between 
 these two scenarios differ a lot. The research shall not cover intangible products.  


The research will  also  measure customer  service  even though it  is  an intangible. 


This is done because it plays a significant role when comparing a domestic internet 
 shop over a foreign internet shop.  


The  additional  problem  occurs  when  defining  a  “domestic”  or  “foreign”  internet 
shops,  due  to  the  fact,  that  many  companies  are  officially  registered  abroad  and 
have their headquarters abroad. For example, Gigantti is a store that has many stores 
in Finland with the addition of a web store. Gigantti is part of Norwegian Elkjøp 
group that is owned by a British company called DSG International. Still, Gigantti 



(12)is taken as a domestic vendor in this research, because its stores and warehouses are 
 located in Finland and the web store is available in the native language of the coun-
 try, Finnish. (Gigantti 2013)  


1.2 Structure of the thesis 


First, the background will be researched. What is the current situation on e-com-
 merce in Finland and the EU today and how has it changed during the past years? 


The risks of e-commerce will be covered in Chapter 3 and will state what differ-
 ences occurring in comparison.   


Chapter 4 will cover the difference between domestic and foreign legislation, war-
 ranty, shipment and right to return goods. This chapter will state the actual benefits 
 and drawbacks of both e-commercial zones.  


After completing the theoretical study, a questionnaire will be formed to benchmark 
 the mind-set of customers towards domestic e-commerce in comparison with for-
 eign e-commerce. 


In the last  section  the results  of the study  and questionnaire  will be discussed  as 
well as the conclusions that can be drawn from the results. The process of the re-
search will be described as well. Lastly suggestions for further research will be dis-
cussed. 
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2  WHAT IS E-COMMERCE 


This  chapter will  cover  the terminology  and definition  of e-commerce in  this  re-
 search. The definition of other similar terms are covered. 


The concept of e-commerce was introduced in the first half of the 1990’s as devel-
 opers began to search for new method of doing business. At this time the costs were 
 very high and the internet was available for a few people. When e-commerce began 
 functioning properly it introduced new business opportunities and companies could 
 find it easy to expand their business through e-commerce. E-commerce also enables 
 establishing  brand  new  companies  only  in  order  to  operate  in  e-commerce.  


(Koskinen 2004, 37)  


By the use of e-commerce companies are able to lower storage, premises and staff 
 expenses. For the seller the most significant thing is to know what is needed, where 
 and when. Additionally the delivery should be executed at the exact time and way 
 the customer wishes for it to be delivered. All this should be done with a reasonable 
 profit. (Koskinen 2004, 37–38)  


E-commerce also known as electronic commerce and described as follows: 


When the buying, selling or marketing of a product or service is performed with the 
 help of electronic system and network, it can be described as Electronic Commerce. 


This is mainly achieved by the use of computers and other devices connected to the 
 internet. (Sharma 2009, 89) 


There are also other, rather rarely used terms that try to describe e-commerce more 
 accurately  due  to  its  wide  range  of  business  activities. I-commerce  is  sometimes 
 used to refer to purchasing items from online stores on the internet. Additionally, 
 Web-commerce  is  a  rather rarely used term,  which  also  describe the same  event. 


Virtual mall or cybermall consists of a collection of on-line retailers e-tailing, vir-
tual-stores or cyber stores. (Tassabehji 2003, 5) 



(14)There is a difference between e-commerce and e-business. E-business is not directly 
 related to performing transactions. For example, a shop that uses a computer data-
 base to keep track of inventory is involved in e-business. If the shop also sells prod-
 ucts online it is involved in e-commerce. (Sharma 2009, 89) 


2.1 E-Commerce in Finland 


In this chapter the values and changes of the e-commerce in Finland are presented. 


The chapter will also discuss what the most popular product and services purchased 
 are.  


Finnish people are among the most frequent internet users in European countries 
 excluding the other Nordic countries. 90% of the Finnish population have used the 
 internet in the past three months. All of 16-34 years old correspondents have used 
 the internet in the past three months. (Official Statistics of Finland 2012) 


According to statistics, the overall consumer e-commerce value has almost doubled 
 during  the  years  2007  and  2011.  The  annual  change  is  demonstrated  in  Chart  1. 


(Official Statistics of Finland 2012) 


Table 1. Consumer online purchases total value 2007-2011 in billions of euro. (Of-
ficial Statistics of Finland 2012) 



(15)In 2012, two-thirds (65%) of Finnish residents  have purchased something  on the 
 internet during the past year. People aged 25-34 years are the most common online 
 purchasers. Of all women 53% have purchased something over the internet in the 
 past three months when the same figure for men was 46%.  (Official Statistics of 
 Finland 2012) 


The  most  popular  product  categories  have  been  accommodation  services,  tickets 
 and other travel-related services. Also theatre, concert and film tickets are among 
 the most popular products or services bought online. For customer  an alternative 
 way to purchase these products or services would be a visit to local travel agency 
 or a ticket service, which in most cases provides no additional value and usually 
 results in a higher price or effort. (Official Statistics of Finland 2012) 


The share of internet retailing in 2010 was 4% of retailing in Finland. EU average 
 is 3,5% and the highest value is for the United Kingdom with 7,9% of all country 
 retailing. (Civic Consulting 2011) 


In 2011 18% of all 16-74-year-old customers have purchased consumer electronics. 


Next in line were sports equipment with 16%, computers and computer equipment 
 with 15% and computer/console games with 11%.  (Official Statistics of Finland 
 2012)  


In  2012  Verkkoshoppailu.com  was  listed  as  the  most  frequently  searched  online 
 shops,  with  the use of Google Adwords. From these results  are excluded service 
 providers such as Veikkaus, Finnair, Finnkino, Huuto.net and VR. If these service 
 providers were included, Veikkaus would have been the most frequently searched 
 online shop or online service provider with a rate of 1,5 million searches per month.  


Some of these companies have both an online shop and physical stores. This lowers 
the relevance of the table, but it gives some vision of the most frequently searched 
online shops in Finland.  Anttila is included, even though it has a separate online 
shop called NetAnttila, but this in order to demonstrate its popularity. It is also pos-
sible that a customer is searching for Anttila online shop. All the rest of the compa-
nies have the same company name as the online shop. (Verkkoshoppailu.com) 



(16)It is interesting to notice that within these companies four are Finnish and four are 
 Swedish. Swedish online shops are: H&M, Ikea, Ellos and Cdon.com. Finnish com-
 panies are: Verkkokauppa.com, Hobby Hall, Stockmann and NetAnttila. Gigantti 
 is  owned  by  British  and  Norwegian  owners.  eBay  and  Amazon  are  American  e-
 commerce companies. The difference is that the products are located all over the 
 world, and the sellers are small companies or individuals that sell their products on 
 eBay or Amazon. Products are new or used, mainly new. (verkkoshoppailu.com)  


Table 2. Most searched online stores. (Verkkoshoppailu.com) 


The most popular online shops sell mainly electronics, cloths, decoration- and en-
 tertainment  products.  Finnish  customers  buy  most  of  the  products  online  from 
 United Kingdom, Germany, United States, Sweden and China. (Civic Consulting 
 2011, 35) 


2.2  E-commerce in EU 


This chapter gives a picture of how e-commerce has developed in the EU during 
 past years, and which of the EU countries have strong e-commerce and which do 
 not.  
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(17)When comparing the percentage of individuals who ordered goods or services over 
 the internet for private use in the year 2010, top countries would be Denmark, Neth-
 erlands, United Kingdom and Sweden. (European Commission 2012, 5) 


Table 3 demonstrates how many per cent of the population have purchased some-
 thing on the internet during the past 12 months. The data of European Commission 
 is extracted from Eurostat, Information society statistics in 2010. 


Table 3. Percentage of individuals who ordered goods or services over the Internet 
 for private use in the last year. (European Commission 2012, 5) 


Romanian and  Bulgarian people  buy  on the internet,  at  least  when  comparing  to 
 other EU countries. Finland is ranked seventh, with 56% of population having pur-
 chased something online. Luxemburg and Germany are ranked similarly to Finland.  


(European Commission 2012, 5)  



(18)Statistics  are  different  when  comparing  the  transactions  that  cover  buying  from 
 other EU countries. 1% of Romanian people have ordered from abroad, which con-
 cludes that almost all e-commerce on the customer lever is done domestically. The 
 customers in Luxembourg on the other hand, buy the most from other EU countries 
 with  53%  of  population  buying  from  other  EU  countries.  Finland  ranks  5th  with 
 21% of Finnish population having purchased something from an other EU country 
 as shown in table 4.  (European Commission 2012, 5) 


Table 4.  Individuals who ordered goods or services over the Internet from sellers 
 from other EU countries in the last 12 months. (European Commission 2012, 7) 
 Finland  ranks  26th  when  comparing  how  much  a  Finnish  individual  spends  on 
 online shopping from other EU countries per year (2010). The following table ex-
 cludes services such as music and film downloads, travel, entertainment, banking, 
 insurance, and other financial services. Top spender individuals are found in Cy-
 pros, Malta and Austria. While a Finnish individual spends 480€ per year on prod-
 ucts from other EU country, a Cyprian spends 1900€, a Lithuanian spends 1200€ 


and  an  Italian spends  970€. The average  annual  purchase value is  650€.  Table 5 



(19)demonstrates the yearly amount spent on e-commerce purchases per person in dif-
 ferent EU countries. (European Commission 2012, 11) 


Table  5. Euro  spent  online  purchasing  products  from  websites  in  another  EU27 
country in the last 12 months. (European Commission 2012, 10) 
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3  WHY SHOP ONLINE? 


This chapter discusses the differences between online and offline shopping. Offline 
 shopping refers to the situation that the product is physically purchased from a shop. 


First, the chapter discusses whether there are significant differences between offline 
 and online prices, and where the highest differences are found and in which situa-
 tions  the  price does  not alter. Second,  the chapter covers  the product  availability 
 and shows which of the two alternatives, offline or online shopping, offers a wider 
 product variety, and how big the difference is.   


3.1 Price differences  


When comparing prices the retail price has to be taken into account together with 
 delivery expenses. In online shopping this tends to be easier to demonstrate due to 
 concrete  delivery  expenses.  In  offline  sales  situations,  these  expenses  occur  and 
 might be higher than in online cases, but measuring their value is more problematic. 


The customer has to travel to the shop and back, which can absorb more time and 
 effort than in  an  online  shopping situation. Additionally, travel consumes petrol, 
 but  on  the  other  hand  it  might  be  done  among  other  dealings,  such  as  everyday 
 grocery shopping. There is no way to calculate the  exact costs of offline shopping, 
 but they are good to keep in mind while evaluating the differences of offline and 
 online shopping. 


According  to  a  report  prepared  by  Civic  Consulting,  online  shopping  provides 
 lower  price,  including  delivery  costs,  than  offline  in  10  of  the  15  sub-categories 
 studied. The report was introduced at the end of 2010, covering 17 EU countries 
 and  15  sub-categories.  Each  sub-category  had  two  or  more  products  defined  at 
 brand and model level. The results are based on a total number of 4559 observa-
 tions. (Civic Consulting 2011, 85) 


The following table 6 demonstrates the average price differences between offline 
and online shopping in percentages based on offline price by sub-categories. (Civic 
Consulting 2011, 88) 



(21)Table 6. Price differences between offline and online purchases. (Civic Consulting 
 2011, 88) 


As  a  retail  price,  excluding  delivery,  online  offers  up  to  19,9%  cheaper  average 
 price in premium women’s fragrances sub-category. Only standard milk and instant 
 standard coffee have a higher retail price offline. (Civic Consulting 2011, 88) 
 The differences between different EU countries offline and online prices also vary. 


According to Civic Consulting the biggest price differences  are  found when pre-
 mium women’s fragrances were bought online in Hungary. The price difference, 
 excluding delivery costs, was that online products were 53,1% cheaper than offline 
 products.  This  product  sub-category  represented  significant  price  differences  in 
 other countries: 49,9% cheaper online in Czech Republic, 47,4% cheaper online in 
 Poland and 32,8% cheaper and 32,8% cheaper online in Romania.  


The product-sub category that was the most expensive online was instant standard 
coffee.  In  Austria,  it  was  86,8%  cheaper  offline  than  online,  excluding  delivery 
costs. Table 7 demonstrates price differences between offline and online shopping 
in different product sub-categories and countries. (Civic Consulting 2011, 88) 



(22)Table 7. Average price difference in online and offline products, excluding delivery 
 costs. (Civic Consulting 2011, 86) 


This clearly indicates that in most of the purchases online a significant amount of 
 money can be saved depending on the product  sub-category. But  when the price 
 included the delivery costs, the situation changed and naturally played as a merit 
 for the offline products. Especially in the case of traditional toys that changed from 
 a cheaper option online to a much cheaper one offline after delivery costs are in-
 cluded. This is due to the big size of toys, and therefore expensive delivery costs. 


Another thing that is to be noted, that while in offline shopping the product is “de-
 livered” right away, it still consumes time, effort and transportation expenses.  


3.2 Price difference from other EU countries 


This chapter shortly introduces what significance the price plays in the online shop-
 ping  and  further  on  discusses  how  much  prices  can  change  when  products  are 
 bought and delivered from another EU country.  


According to Itella, the Finnish post office, the price is the second important criteria 
in  buying  products  online.  The  most  important  criteria  of  online  shopping  is  the 



(23)ease of purchase. The price will be discussed further on in another chapter. (Itella 
 2008)  


On the other hand, a report done by Civic Consulting indicates that as an EU aver-
 age the most important factor to buy online is that the consumer found a cheaper 
 product online. The EU average was 66%, and 69% of the cross-border online shop-
 pers in the EU said that the price played the most important role. 81% of the Finnish 
 customers found a cheaper price online. (Civic Consulting 2011, 29 & 39) 


Upon the search on information concerning the prices, there were difficulties in the 
 interpretation of origin of the web stores. Many companies have fully Finnish web-
 sites and customer service, even domestic warehouses. Yet they have international 
 company headquarters abroad making them officially foreign companies. But as in 
 research limitations were defined domestic delivery consists of delivery from Fin-
 land, a Finnish website and Finnish customer service. 


During  this  research  a  peculiar  problem  occurred.  Many  web  stores  seemed  like 
 domestic companies. They had websites in the Finnish language, and their delivery 
 time was longer than usual and the usual delivery time would be 2-3 working days, 
 while longer would be 5-10. Finding the real dispatch location was harder than an-
 ticipated, in some cases impossible. 


3.2.1  Product availability  


In the survey conducted by Civic Consulting in 2011, 22% of all correspondents 
 told that they could find the product they were looking for only online. This was 
 EU average at that time. 25% of the respondents that online shopped for products 
 cross-border.  (Civic Consulting 2011) 


In 2008 Itella, the Finnish Post office, conducted a survey which demonstrated that 
 6,7% of the Finnish respondents felt that availability would be the reason to go and 
 shop online. (Itella 2008) 


These surveys suggest that people are more aware of product availability and inter-
net shopping opens a new possibility to find a product that is rare and hard to find. 



(24)After all, the possibility of searching through numerous databases by only a couple 
 of clicks, represents a huge possibility.  


Out  of  27  EU  country  retailers,  51%  sell  their  products  online,  but  only  21%  of 
 them sell their product cross-border. Payment systems, legislation, complex ship-
 ping, taxation, returns, are related to traders’ unwillingness to do cross-border trans-
 actions. (EU Commission 2009, 3, 55) 


Cross-border e-commerce expands the availability of overall number of products, 
 every day. Some products are available only through the internet and in some cases 
 only through cross-border e-commerce. In addition it opens possibilities to acquire 
 products  or services  cross-border  in  advance,  for  example hotel reservations,  car 
 rentals, tour reservations etc.  (EU Commission 2009, 18) 


One of the reasons why some products are not sold abroad are, for example, prod-
 ucts  such  as  groceries  which  have  a  short  shelf  life.  Other  reasons  are  language 
 barriers,  or  the  product  itself  is  somehow  not  compatible  in  some  countries.  For 
 example,  electrical  devises  that  have  different  type  of  power  connector.    (Civic 
 Consulting 2011, 100) 


Popular products are as a rule available both online and offline. Less popular prod-
ucts are usually kept available only online because offline products take shell space 
in stores. The following table 8 indicates how much more products there are avail-
able online in different product sub-categories. (Civic Consulting 2011, 100) 



(25)Table 8. Percentage of more online products than offline products in products cat-
 egories. (Civic Consulting 2011, 98) 


In conclusion it can be said that online product availability in comparison with of-
 fline  product  availability  is  clear.  Online  stores  provide  customers  with  a  wider 
 range of products in every product category than the offline stores. 


3.3 Payment 


Now the payment methods are discussed which are mostly used in e-commerce and 
their popularity and safety. What are the reasons behind their popularity and why 
are some payment methods not commonly used or recommended? 



(26)According to Smilehouse’s research the most preferred payment method is using 
 an online bank. Next in line in popularity are invoice and credit card. The following 
 table 9 shows the most popular payment methods according to a Finnish company 
 called Smilehouse. 


Table 9. Payment methods popularity. (Smilehouse 2011) 


On the other hand, as shown in table 10 Civic Consulting has published totally dif-
 ferent results, when asked about “which of the following payment methods have 
 you used for online purchases over the last 12 months?” 


Table 10. Payment methods used in Finland. (Civic Consulting 2011, 26) 


40,50% 26,03% 19,92% 6,51% 3,98% 3,05%
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(27)Of course, these results differ due to their different aspects. Smilehouse’s results 
 are based on which method is preferred and Civic Consulting results demonstrate 
 the ones most commonly used. The results match up in the “Online banking” and 


“Bank / credit transfer” which in practice are the same, so the statistics are reliable 
 on that one, both getting around 40% of the answers. Additionally, the Civic Con-
 sulting study covers EU while Smilehouse’s results are based on Finland. 


Yet  there  are  two  gaps  between  what  people  want  and  what  people  are  actually 
 doing. The first gap is in the question about credit card payment. In Smilehouse’s 
 results only 20% of the respondents would like to use a credit card as the payment 
 method, yet according to Civic Consulting 51% of the payments are done by credit 
 card. This might be explained by the fact that customers are not willing to give their 
 credit card information but in many situations it is required. This might also explain 
 why the popularity of the other internet payment methods has risen.  


Services as PayPal, Google Checkout, Payson, Smart2pay, Webmoney and iDeal, 
 they all work in similar way: The credit card information of the buyer is delivered 
 to  these  services  and  they  forward  the  money  to  the  seller,  without  giving  away 
 buyer’s credit card information.  


Credit card is the most commonly used payment method in international transac-
 tions.  Credit  card  offers  a  safe  way  of  online  payment  if  the  seller  and  the  card 
 issuing bank use the same safety agreements. According  to the usual agreements 
 the risk is covered by the issuer of the card, not the seller or  the customer. Most 
 common issuers in Finland are Visa, Diners Club and American Express. The costs 
 of the use of the credit card in electrical money transaction is covered by the vendor. 


The validity of the credit card is protected with the use of encrypting techniques. 


(www.verkkoshoppailu.com) 
 3.4 Delivery 


In studies made by Civic Consulting, around one fourth (24%) of the respondents 
stated that “longer delivery times” are the reason why they will not purchase items 
from abroad. Additionally, the same research noted delivery in the second question, 



(28)in which the respondents were asked “Why did you choose the site from which you 
finally bought this product?”. The respondents gave the following responses in fol-
lowing order and percentage: “The price was lowest” 50%, “I purchased from the 
site before” 25%, “Product information was clear and complete” 20%, “It was the 
only site that offered the product  I wanted” 19%, “The site was clearly designed 
and easy to use” 17%, “Fast delivery was offered” 15%. Delivery was ranked as the 
5th important aspect in this survey and, therefore, reflects that it plays a mediocre 
role in the importance of internet store performance.  



(29)
4  CONSUMER PROTECTION IN E-COMMERCE 


This chapter discusses what rights the customer has when purchasing items online, 
 and how the rights differ between Finnish legislation and cross-border legislation. 


In Finland the Consumer Protection Act covers the topic which regulates distance 
 selling in Finland.  


4.1 Right of return in Finland 


The right to return goods is regulated in the Finnish law. It is covered in the con-
 sumer protection law. Basically it  states that in distance selling the customer has 
 the right to return the product during 14 days after receiving the product. The pack-
 age can be opened, and the product can be tested, but it cannot be used in a manner 
 that  the  product  would  be  noticeably  used.  The  customer  can  try  on  shoes  and 
 clothes,  but  cannot  wear  them  outside,  or  for  a  longer  period  of  time.  Returned 
 products should be like new in their condition.  (Finnish Competition and Customer 
 Authority)  


Usually  the  company  that  has  sent  the  items  is  also  responsible  for  covering  the 
 shipment back. If the returning of the product is more expensive than a usual post 
 package, the seller can demand the customer to cover some of the return expenses, 
 but this must be stated separately in the contract. (Finnish Competition and Cus-
 tomer Authority)  


The following products are not entitled to be returned as stated before: CD’s and 
 DVD’s with a broken seal, custom made products, products that go bad quickly and 
 individually  ordered  groceries  that  have  been  delivered  to  your  home.  (Finnish 
 Competition and Customer Authority)  


4.2 Right to return goods in the EU 


At this moment customers have at least seven working days to cancel a purchase 
they have made through the internet. This starts from the day the product was re-
ceived, and also this rule has exceptions: plane, concert and train tickets and hotel 



(30)bookings are not refundable. Also, grocery deliveries that are individually ordered 
 cannot be returned. (Europa.eu) 


In addition to this, EU countries have their own legislation that dictates the right of 
 return period. Table 12 demonstrates the different cancelation periods:  


Country  Cancellation time  Country  Cancellation time 
 Austria  7 working days  Cyprus  14 days 


France  7 working days  Czech Republic  14 days 
 Ireland  7 working days  Denmark  14 days 
 Lithuania  7 working days  Estonia  14 days 
 Luxembourg  7 working days  Finland  14 days 
 Slovakia  7 working days  Germany  14 days 


Spain  7 working days  Iceland  14 days 


United Kingdom  7 working days  Latvia  14 days 
 The Netherlands  7 working days  Norway  14 days 
 Bulgaria  7 working days  Portugal  14 days 
 Hungary  8 working days  Slovenia  14 days 


Poland  10 days  Sweden  14 days 


Greece  10 working days  Belgium  14 days 


Romania  10 working days  Malta  15 working days 


Italy  10 working days       


Table 11: Right to return period in different EU countries (Europa) 


The new EU Consumer Rights Directive was introduced in October 2011 and will 
 be adopted in the member states of the EU.  It is supposed to strengthen the con-
 sumer rights in all EU countries. The Governments have a two-year-period to im-
 plement  the  legislation  on  a  national  level.  The  new  directive  clarifies  customer 
 rights and brings more transparency to e-commerce inside the EU. (Europa) 
 One significant change is that a 14 day cancellation period will become the standard 
 across the whole EU, instead of the current seven days. The seller also has the re-
 sponsibility to inform the buyer of the total price, so customers will not experience 


“hidden costs”. The seller has the obligation to refund the product and delivery costs 
to the customer within 14 days of withdrawal. Responsibility for the goods condi-
tion is held by the seller until the customer receives the product. This means that 
the seller bears all transportation risks. In situations where the customer wants to 



(31)return the product within 14 of receiving it, the seller is obligated to cover the return 
 charges unless it has been clearly indicated to the customer that the return expenses 
 will be covered by the customer. (Europa) 


In conclusion, it has to be noted that consumers will have better consumer protec-
 tion after this directive becomes effective in all 27 EU countries. Consumer rights 
 will  be  clearer  and  better  covered.  This  will  be  a  disfavour  for  Finnish  internet 
 stores, because almost the same consumer rights will be found in other EU countries 
 as well.  


4.3 Warranty in Finland 


Law does not force any warranty on the products in Finland. The Consumer Pro-
 tection Act protects the consumers in the cases that product is faulty. Giving prod-
 ucts  a  warranty  is  voluntary,  and  used  by  companies  to  promote  sales.  (Finnish 
 Competition and Customer Authority) 


A warranty means that the seller commits to guarantee the proper functionality of 
 the product. If during this warranty period the product fails to operate as it should 
 and it is covered by the warranty, it is the seller responsible to repair or replace the 
 product. Merchants have the right to refuse the repairs, if it can be shown that the 
 product was not operated according to instructions or in a manner the product was 
 supposed to be operated. (Finnish Competition and Customer Authority) 


The product should fulfil the safety requirements that the Finnish law legislates in 
 the Product Safety Act. It states that the merchant is responsible if the product has 
 safety defects and might be harmful for the user or the environment. The customer 
 is obligated to inform the defect in the product during two months of noticing the 
 defect. (Consumer protection act, chapter 5, § 12) 


Customers have the right to expect a realistic lifecycle for the purchased products. 


Electronics are usually granted with one or two years of warranty. Yet, if a product 
is expected to function for a longer period of time, and the customer has not ne-
glected operation instructions,  the customer has the right  to  demand the seller to 
repair the product. For example, in case of a stove with a two-year warranty, which 



(32)breaks three months after the warranty expiration,  there is a good chance that the 
 seller is obligated to cover the repair expenses. (Finnish Competition and Customer 
 Authority) 


4.4 Warranty in the EU  


The European Directive on the Sale of Consumer Goods and Associated guarantees 
 that  products  sold  within  EU  members  states  are  granted  with  minimum  of  two 
 years warrant. There are some product categories that are excluded from this rule: 


real estate, water, gas and electricity in unpacked form and goods which are sold 
under  execution  or  otherwise  by  authority  of  law.  The  seller  is  responsible  for  a 
period of two years that the product sold operates in the way it was sold for. During 
the period of the first six months of use it is the seller responsible to show that the 
faulty product does not work properly because of the use by the user. During the 
last period of two years of the warrant, between six and 24 months, the customer is 
responsible to proof that the product was faulty at the time of purchase. During this 
period of two years, the customer is entitled to a repair or replacement if the defect 
is not the customer’s fault. (Europees Consumenten Centrum) 
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5  STUDIES COVERING E-COMMERCE 


This  chapter  demonstrates  what  previous  studies  and  researches  have  concluded 
 about  consumer  behaviour  and  attitudes  towards  different  internet  stores  located 
 inside the EU. 


5.1 Itella’s research 


The Finnish post office, Itella, conducts various researches about customer’s atti-
 tudes  towards  internet  shopping.  The  studies  discussed  were  made  in  2007  and 
 2008. Itella sent a copy of the results for this study and they can be found as appen-
 dix 1. 


There were 14215 respondents, and 87% of them were women. The most common 
 respondents were 40 year old women who lived in a city but not in Helsinki. The 
 study sums up the following: men tend to seek for a wide range of products, oppor-
 tunity to compare and cheaper prices. For women flexible shopping hours are im-
 portant, and they are looking for special offers in brand products. Safety of the in-
 ternet shopping is a concern that troubles especially those who have not purchased 
 anything on the internet before.   


The research also asked the respondents what they would shop online. This set of 
 questions  was  conducted  twice,  in  the  years  2007  and  2008.  Both  years  had  the 
 same winning aspect of the online shopping: “ease of purchase”. Better prices were 
 placed seventh in 2007 but in 2008 was the second important thing in online shop-
 ping. Delivery was the second most important aspect in 2007 but within one year it 
 dropped and placed eighth in the ranking. The most significant change in one year 
 concerned reliability. It was third in the importance list in 2007 but in 2008 it had 
 dropped and was placed nineteenth in the ranking. (Itella 2008) 


This research proves that attitudes can change drastically  within one  year. These 
studies  were conducted over  five  years ago, and the attitudes  can be  expected to 
have changed a lot.  



(34)Itella’s  research  point’s  out  other  important  points.  Those  who  buy  goods  from 
 abroad, usually cannot get the product from a Finnish internet store, or at least they 
 are  hard  to  find  from  local  store.    Men  appreciate  a  good  price-quality  ratio,  for 
 women the ease and swift purchase process is important. Women who live abroad 
 like to order Finnish products from Finnish internet stores. Most common reasons 
 that discourage a customer from shopping abroad is lack of a credit card, language 
 barriers and doubt of the reliability of foreign commerce. 


The research study also took into consideration those values that made the custom-
 ers to make re-purchases from the same vendor. The first impression that the vendor 
 gave was tremendously significant. Websites had to be easy to use, with the ability 
 to compare products. This was especially important for men. Price level had to be 
 low. Customers expect to get good product descriptions and photos of the product.  


5.2 Smilehouse’s research  


Smilehouse is a company that offers solutions for companies which need an overall 
 e-commerce solutions. The company was founded in 1999 and it has executed over 
 200 e-commerce solutions. (Smilehouse 2011) 


In 2011 Smilehouse published a so called “Great E-commerce research” that was 
 quantitative  research  study  about  Finnish  internet  shopping  behaviour.  This  re-
 search  did  not  have  as  many  respondents  as  Itella’s  research  that  was  discussed 
 before. The research gathered 481 responses from women and 268 responses from 
 men. Again women were represented more than men. (Smilehouse 2011) 


The research stated the following observations: Most of the study subjects shopped 
 online either weekly (34%) or monthly (32%). Most common reasons for people to 
 visit an online store were to “scan the supply and maybe buy” with 69% and price 
 comparison was the second reason with 59%. Additionally, researching for more 
 information of the products was important, 43% of the respondents felt this way. 


43% of men felt that their internet shopping will increase in the future, while 35% 


of the women felt the same way. When asked about seeking of information about 
some product before the actual purchase, 56% answered that they occasionally tend 



(35)to do so. 28% do it frequently.  4% of the respondents conducted impulse purchases 
 every  time  they  visit  internet  shops,  while  45%  of  the  people  did  it  sometimes. 


Women  tend  to  make  purchases  by  impulse  more  often  than  men.  (Smilehouse, 
 2011) 


The research also covered some questions about the domestic aspects and value of 
 the net stores for the customers. Only 6% felt that  it does not matter at all if the 
 seller is domestic or not. 25% felt that it does not make a difference. 45% felt that 
 it is somewhat important that the seller is domestic and for 25% it was important 
 that the seller was domestic. The next question was: From which internet stores you 
 usually  purchase,  foreign  or  domestic.  0,66%  buy  only  from  foreign,  10%  buy 
 mainly from foreign, 23% buy roughly the same from both, 50% buy mainly from 
 Finnish internet stores and 17% buy only from Finnish sellers. (Smilehouse, 2011) 
 What comes to paying methods, the study group used the following: The most used 
 was internet bank with 40%. This means, that at the end of the purchase the cus-
 tomer pays the bill right away straight from the bank’s internet service. Credit card 
 was  used  by  20%  of  the  respondents  and  invoice  was  used  in  26%  of  the  cases. 


Instalment was used by 6% of the respondents, cash on delivery by 3%. 4% of the 
 payments  were  executed  by  another  method,  such  as  using  PayPal  or  Google 
 Checkout (Smilehouse, 2011) 
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6  EMPIRICAL RESEARCH 


This  chapter  first  covers  the  basics  of  empirical  research  which  are  then  imple-
 mented to discover the wanted information about the customer attitudes towards the 
 internet stores. After the main research methods are described, the chosen research 
 method are further explained why the chosen method was used. Later on the plan-
 ning, execution and the results are presented.  


The research studies the customers who have purchased goods from both Finnish 
 and inside EU located internet stores. This is the primary study group. A secondary 
 study groups is formed by those who have only purchased items from Finnish in-
 ternet stores, those who have purchased only product from internet stores outside 
 Finland but inside EU and those who have not bought anything over the internet.  


6.1 Qualitative and quantitative method 


Qualitative  research  involves  non-numerical  data  that  can  be  collected  by  inter-
 views or through a data analysis procedure. Usually this means that the data is in 
 the form of words, but it can involve other types of data such as pictures and video 
 clips. Quantitative data, on the other hand, refers to those data collection methods 
 that generate or use data in a fully numerical form.  (Saunders 2009, 151). 


6.2 Data collection method 


In this  research the primary data  will be collected by using quantitative research 
 methods. A questionnaire will be made in the form that it will produce only numer-
 ical data. The questionnaire will be distributed to students in Vaasa University of 
 Applied  Sciences.  Additionally,  the  questionnaire  will  be  published  on  the  re-
 searcher’s  Facebook wall. Must be noted that the respondents are  geographically 
 mainly located in or near Vaasa, Finland and are mostly students. This will be no-
 ticable in the research results. The survey is done by using a program called Sur-
 veyGizmo that is operated through an internet browser. SurveyGizmo also collects 
 data  of  the  respondent’s  IP  address,  and  by  this  it  can  pinpoint  the  respondents’ 


geographical location. 



(37)6.3 Reliability and validity  


Every  research  aims  to  avoid  errors  and  mistakes,  still  differences  between  re-
 searches reliability and validity occur. Therefore, in every research the validity and 
 reliability is also evaluated with different measuring and evaluating techniques. By 
 reliability is the repeatability of done results meant. If another researcher gets the 
 same results by doing the same study the research is seen as reliable. Or, if the same 
 individual who has been a study subject is studied again and the same results are 
 achieved and the research is seen as reliable. Reliability means that the results of 
 the research are not random. (Hirsjärvi 2008, 231) 


For the evaluation of a research study there is also a second indicator, validity. Va-
 lidity measures if the methods that research uses are the correct and right methods 
 to study the particular problems. For example, if a survey questions are unclear and 
 can be interpreted in many different ways by different respondents the validity of 
 the survey is low.  (Hirsjärvi 2008, 231) 


During  the  process  of  making  this  thesis  and  the  research  study  these  indicators 
 were kept  in  mind. In order to  preserve the survey’s  validity, the questions  were 
 created with high precision and long planning. The important thing was to define 
 the  questions  so  they  would  be  interpreted  in  the  same  way  by  each  respondent. 


This was achieved by describing the questions well. Additionally the questions that 
 included the comparison between foreign and domestic e-commerce retailers, were 
 all the same for both study subject groups. The terms used in the survey were im-
 plemented from researches done before, and this improves the validity when com-
 paring the researches results with other results. This paper also tends to be as in-
 formative as possible in describing how the results are obtained, who the respond-
 ents are and how the research is conducted.  


6.4 Creating and Implementation of the questionnaire 


In the first section of the questionnaire the respondent is asked some basic infor-
mation such as age and occupation. At the end of the first section the respondent is 
asked if he/she has bought anything through the internet during the last 12 months. 



(38)This section also asks for the origin of the purchase. This is a very important part 
 for this study. This research focuses on those who have purchased from both Finn-
 ish and EU located internet stores. However it is critical to find out if the customers 
 who have bought only from Finnish internet stores have some strong reasons  for 
 avoiding foreign internet stores. It can be that they have not just had the opportunity 
 or need to purchases from other than Finnish internet stores.  It was important for 
 the research to categorize the answers into four categories namely those who have 
 bought only from Finland, only from abroad, from both or have not bought anything 
 over the internet. This way it is possible to cross-reference the answers and try to 
 find the differences in attitudes between these categories. Each category had its own 
 small variations in the question set. The questions are almost the same, yet the an-
 swer on the first page have to be noted, and when the questionnaire was planned, 
 the aim was not to have an inconvenient part such as: “If you answered question 4: 


Yes, then skip these questions”. For example, those who have not purchased any-
 thing from EU online stores were asked, why they have not done it. 


Additionally, the first page of the questionnaire aim to measure important factors 
 of a successful internet store. This does not require the respondent’s actual experi-
 ence in purchasing products online, only their thoughts count. In the analysis pro-
 cess these answers will be compared to the results of the actual performance of the 
 internet stores. The attitudes towards both, Finnish and foreign internet stores will 
 be asked from those who have purchased something from internet.  


The questionnaire mainly asked the respondents to estimate their experiences in the 
form of scales or rankings. The rankings were conducted in the way that respondent 
had to rank values from the most valuable to least the valuable. The so called “Drag 
and drop” –ranking was used in some questions. All the respondents also shared 
their thoughts about Finnish and EU internet stores by using the Likert scale. There 
were  two  Likert  scales  with  the  same  claims,  one  for  the  Finnish  internet  stores 
another  for  the  EU  based  internet  stores.  Many  of  the  questions  were  similar  or 
based on the previous researches in order to have the possibility to make compari-
sons and to evaluate the changes during the time that has passed. Many of the fac-
tors in the questionnaire were very similar to previous researches, but in many cases 



(39)the factors themselves were obvious and there would be no point or the option to 
 use other alternatives. Terms such as: “Delivery time”, “payment method” etc. are 
 used in this research as well as in previous researches, thus, this is inevitable. 


At the end of the questionnaire the respondent was asked to give the ratio between 
 foreign  or  domestic  purchases.  Do  they  buy  mostly  from  foreign,  domestic  or 
 equally  from  both  e-commerce  retailers?  Also  the  respondents  were  asked  how 
 much  cheaper  the  prices  should  be  when  purchasing  from  domestic  and  foreign 
 internet stores. These questions were executed by a slider tool that the respondent 
 was able to move between the asked options.  


At this point of the study process it was time for some beta testing. The survey was 
 sent to eight test subjects who tested and gave notes to the researcher. The feedback 
 mainly  concerned spelling problems and some questions that were formed in too 
 complex way. Also, the sliders and questions concerning them were confusing, ac-
 cording to the test subjects. After these changes were made, it was time to send the 
 survey to the supervising teacher. The teacher responded with her notes and gave 
 the survey a permission to be implemented after the changes had been made.     



7  ANALYZING THE RESULTS OF THE STUDY 


This  chapter  covers  the  continuation  of  the  official  form  of  the  study.  Also,  the 
 chapter covers how the survey is formed and follows how it is published, to who, 
 where and how. In the last part of the chapter the responses are analysed and the 
 conclusions are drawn.  


7.1 Responses 


The survey was published on Jakub Bazia’s Facebook wall on 21st of March, 2013. 


One day later it was sent as a link to students of VAMK. It was sent to following 
addresses  T-FE-2E@puv.fi,  T-FE-3E@puv.fi,  T-FE-2M@puv.fi,  T-IB-2-



(40)1@puv.fi, T-IB-2-2@puv.fi, T-FE-4E@puv.fi, T-FE-2I@puv.fi, T-FE-3I@puv.fi, 
 T-FE-1-2@puv.fi, T-IB-3-2@puv.fi, T-IB-3-1@puv.fi, T-IB-1-1@puv.fi, T-IB-1-
 2@puv.fi.  


On 24st of March, 2013 the total number of completed surveys was 170 and there 
 were 71 partial completions. Partial completions are those questionnaires that have 
 been begun but have not finished it. These responses will not be taken into account.  


SurveyGizmo  tracks  the  respondent’s  IP  address  and,  therefore,  can pinpoint  the 
 location where the survey was made geographically. This is not 100% accurate, but 
 gives some idea of the test group. 157 responses were done in Finland, the others 
 were scattered mainly around Europe. This might be explained by the distribution 
 channel  of Facebook, as  some who answered the study were abroad due  to  their 
 exchange studies. From these 157 responses 60 were done in Vaasa and 24 Helsinki.  


Table 12. Gender distribution in survey results. 


As shown in table 13 male and female respondents were represented almost equally, 
male respondents were only 10 less in number. Most of the respondents were either 
students (count = 116) or employed (count = 45). 



(41)Table 13. Occupation of the survey respondents 


Mostly students are represented in this research study as shown in table 14. This is 
 explained by the receiver group of students that got the link to the questionnaire.  


Table 14. Age distribution of the survey respondents 


The age from 16-34 covers almost all of the responses. 95,9% of the responses are 
 in this age group. This must be noted as the results are being reviewed.  


As a summary about the respondents can be said that the research covers a narrow 
 part of the Finnish population. This research is almost entirely based on students’ 


responses with the small addition of people in working life. The research title could 
be “Students’ attitudes towards internet stores”.  



(42)On the first page of the questionnaire the responses are grouped according to the 
 following question: “From where have you purchased your product/products during 
 the last 12 months?” This gave the following results:  


Value  Count  Percent 


Only from Finnish internet shops  28  16.6% 


From both, Finland and other EU country  112  66.3% 


Only from other EU country  12  7.1% 


I haven't purchased anything through internet within EU  17  10.1% 


Table 15.  Origin of purchases. 


The total complete responses was 169 on 24th of March, 2013. This shows that most 
 (66,3%) of the respondents have purchased items from both domestic and foreign 
 internet stores. These responses are the main study subjects because they offer ex-
 perience on both comparison subjects. In addition, there are the results from those 
 who have only bought from domestic sellers, and therefore we can compare their 
 feelings with those who have used both domestic and foreign sellers. The number 
 responses from those who have experience of both test subjects is quite limited, so 
 the responses represent a low level of reliability.  


7.2 Results 


All of the respondents were asked to rank different factors of internet stores. This 
was executed by a drag and drop element on the survey. The respondent then had 
to  organize the  qualities  from the most important  to the  least  important.  At least 
four had to be chosen. This meant that all of those qualities were selected scored 
points, and those qualities that were left outside the box got no points. By this ques-
tion the overall important qualities of internet stores according to this study group 
are studied. The results were following: 



(43)Quality  Total 
 Score1


Overall 
 Rank 


Payment safety  2096  1 


Low price  1461  2 


Right of return  1234  3 


Delivery time  1140  4 


Ease of purchase  813  5 


Ease of payment  768  6 


Payment method  671  7 


Image of the company  656  8 


Other peoples comments/reviews  631  9 


Product images  615  10 


Websites appearance  546  11 


Product description  518  12 


English customer service  376  13 


Delivery tracking  333  14 


Finnish customer service  229  15 


1 Score is a weighted calculation. Items ranked first are val-
 ued higher than the following ranks, the score is the sum of 
 all weighted rank counts. 


Table 16.  Most important qualities of internet stores according to the survey. 


The most important quality turned out to be payment safety. This was clearly the 
most important aspect by far. It scored 2096 points when the second important as-
pect  was  low  price  with  1461  points.  Four  of  the  most  important  qualities  make 
logically  sense:  the  most  important  thing  is  that  money  is  not  totally  lost.  Then 



(44)comes the actual reason to purchase online: saving some money. But when purchas-
 ing an item over the internet, the customer has not had the opportunity to examine 
 the product as one would be able to examine an item in actual store. This means 
 that when buying items over the internet it raises uncertainty about the actual prod-
 ucts. This makes it logical that the right of return is seen as a very important aspect.  


As reviewing the least important qualities, the following can be noted: all the least 
 valued qualities have correlation with the knowledge if the store is domestic or for-
 eign. Customer service in Finnish is the least valued quality. This quality is mainly 
 offered by Finnish internet stores. Delivery tracking is not valued either. English 
 customer service did get some value. These results will be used later in the study in 
 order to compare the experiences and the expectations of the online shoppers 
 When compared with Civic Consulting survey results (Civic Consulting 2010, 28) 
 the results align in the same direction. The results of Civic Consulting do not in-
 clude payment safety at all so the most important item is cheaper prices. Also, the 
 least important aspect is the right of return, with the statement “I can return product 
 easily”. This is the same that “right of return” that was placed third in our survey.  


People who have bought only from Finnish internet stores state the following rea-
sons not to buy from internet stores located in other EU countries: 



(45)Table 17.  Reasons for the respondents not to buy from foreign countries.  


Those respondents who chose the option “other” were also able to write text and 
 they wrote: “I have bought, but not during the last year” and “Payment difficulties”. 


These would have been good aspects that should have been included in the response 
 options.  


None of the respondents felt that the prices on the internet are not cheaper than the 
 offline prices.  The tesponses suggested that  internet  stores in  other EU countries 
 represent more problems with the right of return and some trust issues arise. In ad-
 dition to the previous statements, in most cases the product was found in Finland. 


In the middle were those who just have not had the opportunity or need to buy items 
 outside of Finland. Some felt more problematic settlement in cases of dispute and 
 warranty problems. Only few felt that the delivery times were a problem or that the 
 lack of Finnish customer service or websites would be a problem.  


Next the answers of those who have purchased items from both, domestic and for-
 eign internet stores will be reviewed. These answers represent the research’s pri-
 mary focus, because they offer experience of both sellers. They mainly purchase 
 something from the internet monthly (40,2%) or once per 3 months (43,8%) and all 
 together there are 112 answers among this study groups who have purchased items 
 from both domestic and foreign e-commerce stores. 
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