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•  Total:	
  %40.7	
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•  %52	
  in	
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1.  Presen7ng	
  images	
  of	
  goods	
  that	
  are	
  not	
  on	
  sale:	
  	
  
	
  
in	
  13	
  bou%ques	
  out	
  of	
  48	
  
product	
  shown	
  or	
  represented	
  in	
  	
  the	
  
main	
  page	
  ads	
  were	
  not	
  available	
  for	
  
purchase	
  	
  

	
  



Results	
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2.	
  Invalid	
  discount	
  offers:	
  	
  
	
  
6	
  bou7ques	
  offering	
  special	
  discounts	
  
2	
  applied	
  the	
  exact	
  rate;	
  	
  

	
  1st:	
  the	
  product	
  was	
  out	
  of	
  sale	
  
	
  2nd:	
  the	
  cheapest	
  product	
  	
  

	
  
2	
  bou7ques	
  offering	
  Low	
  price	
  offer:	
  	
  

	
  1st:	
  2	
  out	
  of	
  188	
  
	
  2nd:	
  2	
  out	
  of	
  157	
  

	
  



Conclusion	
  

This	
  study	
  verifies	
  that	
  the	
  decep7ve	
  adver7sing	
  prac7ces	
  are	
  common	
  among	
  Internet	
  
shopping	
  sites.	
  
	
  
Based	
  on	
  the	
  acquired	
  quan7ta7ve	
  data,	
  it	
  can	
  be	
  said	
  that	
  while	
  some	
  sellers,	
  adver7sers	
  and	
  
marketers	
  provide	
  valuable	
  informa7on	
  for	
  consumers,	
  some	
  of	
  them	
  omit,	
  obscure	
  or	
  
manipulate	
  the	
  crucial	
  informa7on	
  about	
  their	
  products:	
  
	
  
1.  Masking	
  of	
  the	
  material	
  is	
  more	
  common	
  among	
  the	
  tex7le	
  

products,	
  the	
  masking	
  of	
  size	
  is	
  more	
  common	
  among	
  toys.	
  

2.  It	
  has	
  been	
  found	
  that	
  for	
  all	
  special	
  offers	
  there	
  are	
  
precondi7ons	
  given	
  in	
  a	
  linked	
  page,	
  which	
  can	
  easily	
  be	
  
missed	
  out	
  by	
  the	
  customers	
  	
  

3.  Some	
  discount	
  claims	
  are	
  found	
  to	
  be	
  not	
  true.	
  

4.  In	
  a	
  number	
  of	
  cases	
  the	
  adver7sed	
  commodity	
  was	
  not	
  
available	
  in	
  the	
  shops	
  	
  


