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10. Cancellations & Returns
Without prejudice to any rights the Client may have under statute as a consumer, if the Client
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11. General
The formation, existence, construction, performance, validity and all aspects of the TC shall be
governed by the law of the corporate domicile of the Elsevier company which is providing the
Products or Services. The parties agree to submit to the exclusive jurisdiction of the courts of
that same corporate domicile. The Client shall not be entitled to assign the TC or any part of it
without the prior written consent of Elsevier. Elsevier may assign the TC or any part of it to any
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