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product at the time of the return. Details of such policies will be provided to the Client upon 
request. Reprints cannot be returned once these have been printed. 

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 person, firm or company. If any provision of the TC is found by any court, tribunal or 
administrative body of competent jurisdiction to be wholly or partly illegal, invalid, void, voidable, 
unenforceable or unreasonable it shall to the extent of such illegality, invalidity, voidness, 
voidability, unenforceability or unreasonableness be deemed severable and the remaining 
provisions of the TC and the remainder of such provision shall continue in full force and effect. 
Failure or delay by Elsevier in enforcing or partially enforcing any provision (or prosecuting any 
breach) of the TC will not be construed as a waiver of any of its rights under the TC. 
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