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Amount of Information is determined by the Product and by the Sales Channel

Product Sales Channel

ECS (Broadband 
/ Mobile) Media

Hardware Software

InsuranceFinancing

ShopOnline

D2DPhone
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Transparency and Information Obligations concerning Telco-Products

• GDPR
• ePrivacy Dir.
• EECC
• Roaming Reg.
• TSM-Reg. 
• Unfair Commercial 

Practices Dir.
• Consumer Rights Dir.
• Unfair Contract Terms 

Dir.
• National Law

• Transparency-
Reg. in DE

Legal Framework

General and Pre-Contractual

Contractual
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EECC pre- and contractual Information

Pre-Contractual Contractual

EECC, Art. 102 No. 3, No. 4

Contract Summary – 6 information 
obligations

Pre-Contractual information becomes 
part of the contract – 55 information 
obligations

EECC, Art. 102 No. 1

information referred to in Articles 5 and 
6 of Directive 2011/83/EU, and, in 
addition, the information listed in
Annex VIII.

• Art. 5 and 6 have 28 information 
obligations 

• Annex VIII has 27 information 
obligations

The information shall be provided in a 
clear and comprehensible manner on a 
durable medium
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Check-Out Sites
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Check-Out Sites
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Huge amount of Paperwork on the Check-Out Sites

• 1&1: 48 pages

• Deutsche Telekom: 31 pages w/o service description

• Telefonica o2: 44 pages

• Vodafone: 26 pages
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Customers don`t read and don`t want all the information

• Less than 0.01% of Customers look up the Terms & Conditions on the check-out site.

• Less than 0.02% of Customers look up the privacy information on the check-out site.

• Less than 0.01% of Customers look up the Contract Summary provided on the check-out site.

• Customers spent on average less than 1 Minute on the Check-Out Site.
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Provide information when needed!

• Does the customer need all the information to make a conscious buy decision?

• Can some information be provided at a later stage when more relevant for the customer?

• Does every information necessarily have to be provided on a durable medium?

• Can some information even be provided in symbols?

• Can too much information impede rather than facilitate the customer’s decision-making progress?

Make information available to customers when they need it in an easy accessible 
manner. 
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Recommendations for a balanced Consumer Protection in the Digital Era

• Maintain consumer model of an average consumer who is reasonably well-informed and reasonably 
observant and circumspect (ECJ, 16.07.1998 - Rs C-210/96).

• Recognize consumers' decision-making competence and autonomy, without automatically assuming 
that businesses intend to harm them.

• Avoid information overload and focus instead on targeted and understandable consumer information.

• Evaluate existing transparency obligations and information duties, introducing new regulations only 
when there is clear evidence of harm to consumers.

• Advance harmonization and simplification of consumer rights at the EU to reduce bureaucracy and 
increase uniformity.
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