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Abstract: Developing economies continue to underexplore the role of online platforms 

in tax administration, despite the growing importance of e-commerce. This study 

investigates the impact of online platforms on tax compliance among e-commerce 

entrepreneurs in Tanzania. Data were collected from 385 respondents using self-

administered questionnaires and analyzed using a binary logistic regression model. The 

study examined how data sharing and cooperation between online platforms and the 

Tanzania Revenue Authority (TRA) influence tax compliance. The results demonstrated 

that data sharing has a coefficient of 0.425 and a p-value of 0.437, indicating that it has 

no statistically significant influence on tax compliance. It may facilitate the transparency 

conceptually, but in practice, it has not yet translated into measurable improvements in 

tax compliance among e-commerce actors. While cooperation between online platforms 

and the tax authority showed a coefficient of -2.073 and a p-value of 0.000, indicating 

that their cooperation actually had a significant negative effect on tax compliance; this 

surprising result might suggest that these efforts are impractical or considered 

intrusive by e-commerce businesses, leading to less voluntary compliance. These 

findings highlight the complex dynamics between regulatory collaboration and digital 

information sharing. Additionally, government and tax professionals should not view 

online platforms as avenues for evasion; instead, they should serve to improve tax 

compliance and revenue generation.  
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1.0 Introduction  

Global figures indicate that revenue from the digital economy increased to over $38.1 

trillion in 2021, up from $23.1 trillion in 2020 (Jin et al., 2023; Data Reportal, 2023). E-

commerce marketplaces, among other online platforms, have significantly bolstered the 

exponential expansion of e-commerce (Rukanova et al., 2021; Costa and Rodrigues, 

2023). Scarcella's (2019) analysis reveals that internet platforms generate over $2 

trillion in profits yearly, with projections indicating that this figure could surpass $4.5 

trillion by 2025. Similarly, in Africa and Sub-Saharan Africa (SSA), there has been a 
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significant increase in the number of people conducting business online (Myovella et al., 

2020; Asante et al., 2019; Junyong and Linbo, 2014).  

 

Notably, in Tanzania, income generated by online platforms will increase from $493.6 

million in 2023 to $783.7 million in 2027 (Statista Markets Insights, 2023). Moreover, due 

to the development of information and communication technology (ICT) and the 

coronavirus pandemic, the number of customers buying and selling through online 

platforms has increased (Acheampong, 2021; Papis-Almansa, 2019). The rapid growth 

and expansion of the digital economy have led to increased focus on taxation issues 

related to online platforms, both in practice and in academia. 

 

Despite the efforts made by governments to boost revenue collection by modernising 

the tax system, broadening the tax base, and bringing e-commerce companies into the 

tax net, there remain challenges for online platforms to adhere to tax rules and 

regulations (Jin et al., 2023; Bassey et al., 2022; Mpofu, 2022). This poses challenges for 

tax authorities and the government in accessing accurate tax-related information due 

to the digitisation, virtualisation, and conceptualisation of transactions. Especially, e-

commerce owners who engage in e-commerce transactions through online platforms 

without registering for tax purposes (Puspita et al., 2023; Gangodawilage, 2021). The lack 

of information available to tax authorities regarding e-commerce owners on online 

platforms is more pronounced in e-commerce than in conventional businesses. Within 

the context of this article, the term "online platforms" refers to individuals, 

organisations, or firms that enable e-commerce owners to execute e-commerce 

transactions. 

 

Undoubtedly, online platforms hold extensive data on users' e-commerce transactions, 

which can inform tax assessments (Holland and Gutiérrez-Leefmans, 2018). This 

information, regardless of whether it is kept private or not, is valuable to tax authorities 

for the purpose of collecting and determining the taxable income of persons (Şekeroğlu 

and Bİlgİn, 2020; Saura et al., 2022). Country-wise, these have sparked more challenges, 

such as under-reporting, data opacity, and platform-mediated transactions.  

 

Furthermore, despite the fact that these e-commerce entities are fulfilling their tax 

obligations, the complexity of their operations makes it challenging to identify the 

income they generate precisely. This complicates the process of conducting audits and 

making necessary assessments, as only online platforms retain the information 

required. The study by Luo and Niu (2019) demonstrated that tax authorities can obtain 

crucial data on e-commerce transactions through online and digital platforms. 

 

In the meantime, various studies have examined the relationship between online 

platforms and tax compliance, specifically in developed nations (Dann et al., 2022; 
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Belahouaoui and Attak, 2024). However, little is known about how data sharing and 

cooperation through online platforms affect tax compliance among e-commerce 

businesses in many developing countries, particularly in Tanzania. Groulx and McGregor 

(2019) conducted a study to investigate the importance of integrating social media data 

warehouses with tax authority systems. The purpose was to detect fraudulent acts by 

influencers and promote compliance with tax legislation. Ouyang et al.(2023) found that 

delivering tax-related information through digital financing can boost tax compliance 

among small enterprises in China. In their study, Prihatiningtias and Karo Karo (2021) 

examined the tax compliance of social media influencers during the COVID-19 pandemic.  

 

They discovered that social media influencers were not in compliance with tax 

regulations due to a lack of precise income categorisation and access to tax information.  

Furthermore, Scarcella (2020) conducted an extensive investigation into the impact of 

online platforms on tax compliance in the e-commerce sector. The study revealed that 

online platforms play a crucial role in furnishing tax authorities with information to 

enhance tax compliance among e-commerce participants. Arora and Jain's (2024) study, 

on the other hand, uncovered apprehensions among e-commerce platforms about 

disclosing their customers' private information, which could disrupt their business 

operations. The study concluded that regulating data sharing would benefit all parties 

involved. 

 

Although e-commerce and tax compliance have drawn attention to enforcement 

mechanisms, taxpayers' knowledge, and the challenges of the digital economy, there 

has been scant empirical attention to the role of online platforms and to their 

cooperation with revenue authorities in tax compliance, especially in developing 

countries (Liganya, 2020). In the Tanzanian context, studies emphasize e-commerce and 

revenue collection at the conceptual level, with little empirical evidence on how data 

sharing and cooperation between online platforms and the Tanzania Revenue Authority 

(TRA) influence tax compliance outcomes. Additionally, these online platforms act as 

intermediaries because they possess transaction data on their clients, creating 

information asymmetry between platform users and the Tanzania Revenue Authority 

(TRA), resulting in an information gap between the two. 

 

Therefore, this study examined the influence of online platforms on tax compliance 

among e-commerce businesses in Tanzania. Specifically, it investigates how data 

sharing and cooperation between e-commerce businesses and the TRA affect tax 

compliance behaviour. The study contributes to understanding digital taxation 

mechanisms in Sub-Saharan Africa and informs policy reforms to improve domestic 

revenue mobilisation through the digital economy.  
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2.0 Literature Review 

2.1 Empirical Literature 

2.1.1 Tax compliance and online platforms  

The growth of the digital economy, also known as the 4.0 industrial revolution, has 

compelled tax authorities to explore more effective methods to enhance tax compliance 

among technology users. These developments have altered the ways participants in e-

commerce report information, leading to a shift from traditional to online tax payment 

methods (Dann et al., 2022; Masele and Matama, 2020; Mahpudin et al., 2018). 

Consequently, tax authorities are now devising more effective strategies to boost tax 

revenue while simultaneously enhancing tax compliance. Online platforms streamline 

the process of purchasing and selling products and services online, whether tangible or 

intangible. (Effiong and Nwanagu, 2020;  H. Costa et al., 2021; OECD, 2019). These 

platforms serve as repositories of information for many parties in the e-commerce field. 

Thus, they play a crucial role in providing the tax authority with the information it needs 

to determine their clients' taxable income. 

 

According to Tran (2021), e-commerce trade platforms primarily affect participants by 

reducing business costs and increasing efficiency, while also serving as custodians of 

valuable trade information. In their study Asmah and Inayah (2023), they revealed that 

high-quality tax-related data is critical for enhancing tax compliance and improving the 

efficient management of tax revenue. However, the advancement of technology has 

created difficulties in determining the goods and services traded or to be traded, posing 

challenges for tax authorities due to a lack of clear management of information about 

online transactions ( Younus, 2021). 

 

Electronic commerce, also known as "e-commerce," refers to online shopping through 

the World Wide Web, where participants use electronic data transmission to buy and sell 

goods and services (Tofan and Bostan, 2022). Unlike conventional businesses, e-

commerce has a broader reach due to its lack of boundaries and cross-border nature. 

Additionally, e-commerce encompasses any electronic financial transactions. This study 

defines e-commerce explicitly as any electronic commercial and financial transactions 

carried out by buyers and sellers, or between business partners, suppliers, and 

customers, as well as the marketing of products through the internet. 

 

2.1.2 Online platforms  

According to OECD (2019), an online platform is a digital service that facilitates 

interactions between two or more distinct but interdependent sets of users (whether 

firms or individuals) who interact through the service via the internet. Online platforms 

encompass a range of services available on the internet, including marketplaces, search 

engines, social media, creative content outlets, app stores, communications services, 
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and payment systems, as well as services comprising the so-called "collaborative" or 

"gig" economy.  

Online platforms may mean different things depending on the professionals or sectors 

in which they operate. The most fascinating definition comes from software engineers, 

who view online platforms as a standard set of technologies or interfaces available to a 

broad base of users who build on them. To them, a platform includes operating systems 

for computers or mobile phones; on the other hand, Merchants see the online platform 

simply as a convenient forum for buying and selling products and services. To them, 

online platforms could include all forms of e-commerce (Costa and Rodrigues, 2023; 

Santos et al., 2022; Wang, 2021; OECD, 2019). 

 

Additionally, Online platforms have been compared to stock exchange markets in other 

literature, as they fulfil the needs of both stock buyers and sellers (Bonina et al., 2021). 

They engage in interactions on the exchange by indicating the prices at which they are 

prepared to purchase and sell. Indeed, both newspapers and stock exchanges have also 

transitioned into digital media (Ballerini et al.,2023). 

 

Therefore, online platforms act as digital service intermediaries that facilitate 

interactions between two or more distinct but interdependent sets of users (whether 

firms or individuals) who interact through the service via the internet. This argument 

aligns with the study conducted by Gupta et al (2023), which found that online platforms 

offer benefits for e-commerce. 

 

 2.1.3 Tax compliance and data sharing between e-commerce actors and Tax Authorities 

Adam et al (2021) highlighted the importance of disseminating information regarding the 

taxation of electronic commerce. Papis-Almansa (2019), in connection with this study, 

investigated how to prevent tax evasion through e-commerce and concluded that third 

parties, leveraging their information, can improve tax compliance. Scarcella (2020) 

study on e-commerce and effective VAT/GST enforcement revealed that gathering 

information from online platforms can serve as a tool for advanced risk analysis, aimed 

at addressing non-compliance. 

 

Furthermore, online platforms are required to disclose information about transactions 

conducted by their clients, such as e-commerce businesses (Bañez, 2022). Revenue 

authorities can use this information to categorise transaction characteristics and charge 

tax accordingly, thereby enhancing online revenue collection and tax compliance. Huang 

et al. (2018) found in their study on C2C electronic commerce tax management based on 

big data that tax authorities struggle to collect taxes and manage e-commerce data. 

Some of the problems they face are unclear tax subjects and jurisdictions, difficulty in 

tax oversight, and low tax awareness. 
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Profoundly, in addressing this the study by Papis-Almansa (2019) provided a list of 

information that are required by tax authority from e-commerce participants such as 

the billing address of the e-commerce actors, IP address of the device used by the 

customer or any method of geolocation, bank details, the Mobile Country Code of the 

International if any, Mobile subscriber identity stored on the consumer's SIM card for 

foreign transactions, the location of the customer's fixed landline or other commercially 

relevant information. 

 

2.1.4 Tax compliance and cooperation between e-commerce actors and Tax Authorities 

To implement the principle of equity/equality propounded by Adam Smith, the tax 

authority must tax both conventional business and e-commerce equally (Creig, 2000). 

This can be achieved by encouraging voluntary tax compliance from traditional 

businesses and online businesses through cooperation among actors and the revenue 

authority. 

 

In line with this, OECD highlighted the key issues that tax authority must adhere in 

managing risk while encouraging taxpayers to fulfil their tax obligations a) treat 

taxpayers equally, b) focus the burden of audit to non-compliant taxpayers, c) make best 

use of the available human, financial and technical resources, d) increase the level of 

voluntary compliance of taxpayers, e) adjust available resources to the levels of risks, 

f) weigh the possibilities that a compliant taxpayer could become non-compliant. 

 

To increase cooperation between e-commerce actors and the tax authority, the need for 

e-commerce companies to abide by the tax authority is inevitable through being aware 

of applicable tax regulations, using e-commerce platforms registered in the home 

country, utilising tax facilities provided by the tax authority, and paying attention to the 

changes in tax regulations (Hidayat et al., 2023). On the authority's side, it should ensure 

the effective use of electronic tools to reduce the existing technological asymmetry 

between e-commerce models and the tax models applied by the authority, which are 

often designed to mitigate the risks associated with traditional business activities. The 

use of Big Data for estimating tax risk of e-commerce transactions and selecting entities 

to be inspected should be significant (Trautman, 2020) 

 

2.2 Theoretical Review 

2.2.1 Behavioural decision theory (BDT) 

According to behavioural decision theory (BDT) by Einhorn and Hogarth (1981), it is 

assumed that decision-making can be done normatively and descriptively. Thus, humans 

are cognitively limited information processors (Simon, 1978). People have limited 

knowledge and skills to attain the degree of rationality required for making their choices. 

Alternatively, they use shortcuts to solve their problems (Kahneman, Slovic, and 
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Tversky, 1981). Regarding tax compliance, this theory assumes that taxpayers make 

decisions based on personal opinions and perceptions given social dilemma conditions. 

In making such decisions, taxpayers need information to help them make conclusions. 

To elaborate on the decision-making process, BDT gives a robust conceptual foundation 

(Shakkour et al., 2021). 

 
As evidenced by various studies, there is a strong influence of social and personal 

factors responsible for tax compliance among taxpayers. The perception regarding the 

importance of such things as fairness, altruism, morality, patriotism, social norms, 

social customs, the ‘bandwagon effect’, quality services, awareness, tax knowledge, 

social capital, social networks, ‘tax morale’, intrinsic motivation, obedience to authority 

and many other objectives, all of which depend in some way upon the individual’s 

interaction (Stingl and Geraldi, 2021). This information is required for both kinds of 

business, whether online or conventional. This theory, therefore, is suitable for this 

study since taxpayers’ behaviour and willingness to pay tax depend on their perception 

of the tax system for both conventional and online businesspeople. This theory is also 

relevant to this study since it explains electronic purchasing behaviour and taxation. 

 
2.3 Conceptual Framework  

The study developed a conceptual model grounded in the behavioural decision theory 

(BDT) to examine how online platforms influence participants' e-commerce tax 

compliance.  

 
Figure 1: Conceptual model 

 
Source: Author's Own Work  
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3.0 Methodology 

The study was conducted in the Dar es Salaam region because it serves as Tanzania's 

business hub, has the country's largest population, and offers numerous business 

opportunities. Furthermore, Dar es Salaam was selected as the most dynamic economic 

region in the country, actively participating in electronic business transactions. At 

present, Dar es Salaam boasts of more than 100 e-commerce sites, surpassing those of 

any other region in the country (Data reportal, 2022). The study employed a descriptive 

cross-sectional research design to investigate the correlation between the explanatory 

variables and the response variable at a single point in time. The study used a mixed 

method to gain a richer understanding of the role of online platforms in enhancing 

compliance among e-commerce owners in Tanzania. The rationale for employing the 

mixed strategy lies in its ability to mitigate the impact of a single approach (Alharahsheh 

and Pius, 2020). 

 

The population of this study is e-commerce participants. Cochran's (1977) formula for 

large or infinite populations, which is appropriate when the population size is unknown, 

was employed, with a chosen Z value for a confidence level of 95% yielding 1.96, a 

population proportion of 0.5, and a margin of error of 0.05 ( Kerdvimaluang and 

Banjongprasert ,2021; Kadiri et al., 2024) resulting in a sample size of 385. The sample 

size estimation should ensure that the study recruits a sufficient number of participants, 

evaluate the statistical precision of the determined sample size, and determine whether 

it impacts the accuracy and replicability of the results (Kiria et al., 2020; Cao et al., 2024;  

Kyriazos, 2018; Francis et al., 2010). Approval letters were obtained from the local 

government authorities (RAS, Dar Es Salaam City Council, Kinondoni Municipal Council, 

Temeke Municipal Council, Ubungo Municipal Council, and Kigamboni Municipal Council). 

Letters were sent to Ward Executive Officers (WEOs), and documentation on e-

commerce was gathered from the TRA. 

 

A multi-stage probability sampling approach was employed; at the first stage, the Dar 

es Salaam region was selected due to its prominence in national e-commerce activity, 

digital entrepreneurship, and internet penetration. At the second stage, simple random 

sampling was applied to choose three municipal councils from the five municipalities in 

the region (Dar es Salaam City, Kinondoni, Temeke, Ubungo, and Kigamboni). The 

randomly chosen councils were Dar es Salaam City Council, Kinondoni Municipal 

Council, and Temeke Municipal Council. At the third stage, e-commerce participants 

were selected using a snowball sampling technique: the first respondent was randomly 

selected, followed by referrals until the researcher reached the desired sample size. 

The snowballing sampling techniques were preferred due to the mobility and transience 

of the target population (Parker and Geddes, 2019). A study by Leighton et al. (2023) also 

used snowball sampling to recruit participants on social media. Using the snowballing 

sampling method in a non-homogeneous population carries a high risk of bias because 
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one group dominates. This risk was mitigated by ensuring that the recruited seed 

participants had diverse characteristics, including gender, Age, business type, and 

platforms used. This mitigates the dominance of a single group. Documentary 

information on e-commerce was also gathered from the Tanzania Revenue Authority 

(TRA). 

 

Self-administered questionnaires were used to collect information from respondents. 

The study population consisted of e-commerce owners in Dar es Salaam. Responses 

were captured using a 5-point Likert scale ranging from 1 = Strongly Disagree to 5 = 

Strongly Agree. For each construct, individual item scores were aggregated using the 

composite mean approach. Consistent with prior studies employing binary logistic 

regression, the composite scores were dichotomised using a median split to generate 

binary variables (0 = Low, 1 = High) suitable for regression analysis. 

 

This study used descriptive statistics together with STATA to demonstrate the 

respondent's characteristics like Age, sex, education level, level of income, record 

keeping costs, tax preparation fees, tax software and technology costs, compliance 

advisory costs, the presence of physical storefront, e-commerce business type, and 

online business experience as they can reveal the overall behaviour and pattern of 

respondents(Ghani and Mohamed, 2021; Nora Alwi, 2022). The data were examined using 

descriptive techniques, encompassing both percentages and frequencies. To determine 

the factors influencing tax compliance among e-commerce owners, a binary logistic 

regression model was employed. The binary logistic regression model was suitable for 

this study since the dependent variable was dichotomous. The logistic regression model 

is highly adaptable, has robust interpretability, and is ideal for assessing data with a 

categorical dependent variable (Zabor et al., 2022; Bujang et al., 2018). The Model is 

shown below; 

Consider; 

Dependent variable = 𝑦(
0

1
) 

Independent variables =( 𝑥1, 𝑥2,𝑥3, … 𝑥𝑛) 

Model specification is;    y = β0 + β1X1 + β2X2 + ⋯ βnXn + ε……………………….…. (1) 

Thus,               logit (P) = In (
p

1−p
) =

e(β0 +β1X1 +β2X2 +⋯βnXn )  

1+e(β0 +β1X1 +β2X2 +⋯βnXn )
…………………………………...(2) 

Where, 

P= probability of success in this case, the likelihood that the e-commerce owner will 

abide by tax compliance  

β0 = Constant term when all predictors are equal to zero 

β1-βn=parameter estimates; X1-Xn = Model predictors  

𝑒𝑥=Natural exponential [exp(x)] of the sum of the product of each of the covariates.   

Tax compliance = ß0 + ß1data sharing + ß2 Cooperation between platforms and TRA  
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Content analysis was employed to validate, scrutinise, and convert qualitative data into 

quantitative data. The process involved cross-referencing, organising, and condensing 

themes and viewpoints derived from the collected information. 

 

3.1 Reliability and validity test 

Table 1: Reliability test 

 Cronbach's 

alpha  

Composite 

reliability 

(rho_a)  

Composite 

reliability 

(rho_c)  

Average 

variance 

extracted 

(AVE)  

Data Sharing  0.783 0.786 0.843 0.734 

Enhanced 

Cooperation with 

Actors  

0.710 0.712 0.805 0.708 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy(KMO)=0.865 

Bartlett's Test of Sphericity*Approx. Chi-Square=618.904, Degree of freedom (Df)=28, 

P-value=0.000 

 

Table 1 presents the reliability test results for the study variables, showing that both 

constructs meet acceptable thresholds for internal consistency and convergent validity. 

The Cronbach's alphas for Enhanced Cooperation with Actors and Data Sharing are 0.710 

and 0.783, respectively. Both of these numbers exceed the 0.7 minimum, indicating good 

internal consistency. Similarly, the composite reliability (both rho_a and rho_c) values 

are above 0.8 for both constructs, suggesting strong construct reliability. The Average 

Variance Extracted (AVE) values exceed 0.7, indicating adequate convergent validity, as 

each construct explains a substantial portion of its items' variance. 

 

Furthermore, the Kaiser-Meyer-Olkin (KMO) measure of 0.865 indicates sampling 

adequacy for factor analysis. At the same time, Bartlett's Test of Sphericity is significant 

(Chi-Square = 618.904, df = 28, p < 0.001), confirming that the data are suitable for 

structure detection. Overall, these results confirm the reliability and validity of the 

measurement model. 

 

3.2 Ethical consideration  

The Moshi Cooperative University (MoCU) approved the study, as indicated by reference 

No. HD/T/MoCU/072/20 dated 6/07/2023. This endorsement paves the way for further 

research and collaboration between the university and various stakeholders. 

 

3.3 Informed consent  

To prioritise ethical standards and integrity, the study implemented written informed 

consent procedures. Participants were provided with detailed information in the written 
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consent forms before completing the questionnaires, including a request for their 

willingness to participate in the study. This approach ensured that participants were fully 

informed about the study's aims and procedures while also fostering trust and 

transparency between the researchers and the participants. 

 



Sanga, A., Mutahaba, L. & Msaki, J.  

© 2025 Published by The University of Dodoma    https://doi.org/10.58548/2025jaep32.7193  

Table 2: Operationalization of Variables 

Variables  Indicators/items Measurement Sources 

Independent variables       

Data Sharing  Transaction information shared with 
TRA 

Categorical variables representing the data 
sharing of the taxpayer; 1 if no, 0 otherwise 

Arora and 
Jain (2024) 

Precise and broader information  

Confidentiality of data shared 

The platform's readiness to disclose 
information 
Legal framework supporting data 
sharing 

  

Transparency in reporting e-commerce   

Cooperation between 
online platforms and 
TRA 

Tax awareness campaign implemented Categorical variables representing the use of 
tax cooperation between OP and TRA: 1 if they do 
not use tax professionals,0 otherwise.  

Belahouaoui  
and Attak 
(2024) 

clarity of tax laws 

Level of trust between platforms and 
the tax authority 
effective communication between them 

 
Relationship in identifying new 
taxpayers  

  

Dependent Variable        

 
E-commerce tax 
compliance 

Timely registration for tax Represent the act of complying or not complying 
with tax rules and regulations, measured as the 
categorical variable that takes the value of one 
for the taxpayer who complies and zero for 
those who do not comply. 

Adapted 
from 
Kirchler 
(2007); Alm 
(2011) 

Timely filing of returns  
Timely reporting 
Timely payment of tax 
 

Source: Author's Own Work 
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4.0 Results and Discussion 

This part presents the results and discusses the role of online platforms in enhancing 
tax compliance among e-commerce owners in Tanzania. 
 
4.1 Role of online platforms: Enhancing Data sharing and cooperation between e-
commerce actors and TRA 
Table 3, presents frequency distributions regarding the role of online platforms in 
improving tax compliance among e-commerce actors in Tanzania. The table illustrates 
two components: data sharing between e-commerce actors and TRA and cooperation 
between e-commerce actors and TRA, along with their respective levels of 
enhancement (not enhanced and enhanced). 
 
Table 3: Frequency distribution for the role of online platforms in Enhancing Data sharing 
and collaboration between e-commerce actors and TRA 

 Role of online platform 
Frequency 
(n=385) 

Percentage 
(%) 

Data sharing between E-commerce actors and 
TRA   
Not enhanced 116 30.1 
Enhanced  269 69.9 
Cooperation between E-commerce actors and 
TRA 

 
 

Not enhanced 138 35.8 

Enhanced 247 64.2 

 
The study interviewed 385 participants, out of which 116 (30.1%) said that online platforms 
do not improve data sharing between e-commerce actors and TRA. On the other hand, 
269 (69.9%) respondents replied that online platforms enhance data sharing between e-
commerce actors and TRA. This distribution suggests that online platforms are playing 
a greater role in facilitating data sharing and thereby encouraging tax compliance. It also 
implies that data sharing alone does not lead to tax compliance. It has to be accompanied 
by technological, legal, and trusted frameworks. This aligns with the study by Dewi Noor 
Fatikhah et al. (2023), which demonstrated that transparency of e-commerce actors on 
online platforms is crucial for enhancing taxpayer compliance. 
 
Various online traders articulated doubt, with one remarking, "We do not observe any 
genuine link between the data acquired by platforms and the TRA's tax systems." 
Another remarked, "Although platforms gather our data, we are uncertain whether it 
passes to TRA or supports compliance." 
Several e-commerce users observed that "using registered platforms enhances our 
business visibility and facilitates accurate sales record-keeping, thereby simplifying 
compliance with tax obligations." 
 
On the other hand, 138 (35.8%) respondents replied that cooperation between e-
commerce actors and TRA is not enhanced through online platforms. In comparison, 247 
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(64.2%) of respondents showed that online platforms enhanced cooperation between e-
commerce actors and the TRA. This distribution indicates that cooperation between 
online platforms and tax regulatory authorities enhances tax compliance. This implies 
that a favourable impact on interactions between e-commerce actors and the Tax 
Regulatory Authority through online platforms enhances tax compliance. The study by 
Belahouaoui and Attak (2024) aligns with these results, showing that cooperation 
between e-commerce actors and revenue authorities via online platforms is paramount 
for improving e-commerce tax compliance. This was supported by a TRA official, who 
echoed the same. 
"Our cooperation with platforms allows us to track online sales, identify active traders, 
and remind them of their tax obligations, which has significantly improved compliance 
monitoring." 
 
4.2 Association between tax compliance and the role of online platforms in Enhancing 
Data sharing and cooperation between e-commerce actors and TRA 
Table 2 displays Chi-square test results on the relationship between tax compliance and 
the role of online platforms in enhancing data sharing and cooperation between e-
commerce actors and the Tax Regulatory Authority (TRA). The Chi-square value is used 
to assess the degree to which the observed data distribution aligns with the expected 
distribution (Turhan, 2020).  
 
Table 4: Chi-square test of association between tax compliance and the role of online 
platforms in Enhancing Data sharing and cooperation between e-commerce actors and 
TRA 

Role of online platform 
Level of Tax Compliance χ2 P-value  

Not comply Comply   

Data sharing     
Not enhanced 36 80 

40.53 0.000 
Enhanced 178 91 
Cooperation between E-commerce actors and TRA   
Not enhanced 41 97 

58.33 0.000 
Enhanced 173 74 

 
The table illustrates two components: data sharing between e-commerce actors and 
TRA, and cooperation between e-commerce actors and TRA, along with their respective 
levels of enhancement (not enhanced and enhanced). Starting with data sharing, the 
table demonstrates a strong correlation between tax compliance and data sharing 
through online platforms (χ2 = 40.53, p = 0.000). Respondents who replied 'not enhanced' 
account for a significant proportion (36), which belong to the 'not comply' category, while 
only 80 belong to the 'comply' category. This implies that e-commerce actors who 
perceive data sharing as not enhanced are more likely to be non-compliant. According 
to the table above, online platforms enhance data sharing, with 178 respondents falling 
into the comply category and 91 in the not comply category. This data indicates that e-
commerce actors who perceive enhanced data sharing are more inclined to comply with 
tax laws. 
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Regarding cooperation between e-commerce actors and the TRA, which is notably not 
enhanced, the Chi-square test shows a strong link between tax compliance and 
corporations among e-commerce actors using online platforms (χ2 = 58.33, p = 0.000). 
The data indicates that 41 e-commerce actors fall into the non-complying category, 
whereas only 97 belong to the complying group. This illustrates that a lack of enhanced 
cooperation increases the probability of non-tax compliance among e-commerce 
actors. 
 
On the other hand, a significant number of participants (97) who believe that e-
commerce and TRA cooperation have improved fall into the comply category, whereas 
41 belong to the not-comply category. This indicates that e-commerce actors who 
perceive enhanced cooperation are more likely to be associated with compliance. 
 
Therefore, the Chi-square test demonstrates a statistically significant correlation 
between e-commerce actors' attitudes toward the role of online platforms in data 
sharing and their cooperation with tax authorities. The findings suggest a link between 
adherence to tax regulations among e-commerce participants and their reported 
enhanced willingness to share data and cooperate through online platforms. 
 
4.3 Logistic Regression Results 
4.3.1 Robustness Checks and Model Diagnostics 
Before interpreting the logistic regression results, several diagnostic and robustness 
checks were conducted to assess the adequacy and reliability of the estimated Model. 
 
4.3.1.1 Multicollinearity Diagnostics 
Multicollinearity among explanatory variables was assessed using the Variance Inflation 
Factor (VIF). The results showed these two variables had VIF values below the 
commonly accepted threshold of 10. Data sharing showed a borderline value (VIF = 9.47), 
and cooperation between e-commerce actors and TRA showed a borderline value (VIF 
= 8.57). These results suggest moderate multicollinearity among conceptually related 
constructs. These showed that the overall model estimates remained stable and the key 
predictors retained strong statistical significance, indicating that multicollinearity did 
not materially distort the substantive conclusions. Therefore, the variables were 
retained in the Model based on strong theoretical justification. 
 
4.3.1.2 Model Specification Test 
Model specification was assessed using the linktest. The results indicated that the 
predicted values (_hat) were statistically significant (p < 0.001), while the squared 
predicted values (_hatsq) were also statistically significant (p = 0.027), suggesting 
potential model under-specification. To investigate whether this was due to an incorrect 
functional form, a multivariable fractional polynomial (MFP) procedure was applied. The 
MFP results confirmed that all continuous predictors were appropriately modelled in 
their linear form (all powers = 1), indicating the absence of non-linearity in the logit. 
The remaining misspecification is therefore more likely attributable to omitted relevant 
variables, a recognised limitation in cross-sectional behavioural studies, which is 
acknowledged in the limitations section. 
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4.3.1.3 Goodness-of-Fit and Model Adequacy 
The overall model fit was evaluated using multiple indicators. The Omnibus test of model 
coefficients (χ² = 426.232, p < 0.001) confirmed that the complete Model significantly 
outperformed the null Model. The Hosmer–Lemeshow goodness-of-fit test was non-
significant (χ² = 4.28, df = 8, p = 0.815), indicating that the Model fits the data well. 
 
In addition, pseudo-R² measures were examined to evaluate the Model's explanatory 
capacity. The Cox–Snell R² was 0.69, while the Nagelkerke R² was 0.93. Although 
pseudo-R² values do not represent the proportion of variance explained in the same way 
as in linear regression, they indicate relative model performance. These values suggest 
that the Model has strong explanatory power in distinguishing between compliant and 
non-compliant e-commerce actors. The Model also demonstrated high predictive 
accuracy, with an overall classification rate of 95.6%, further supporting the robustness 
of the estimated Model. 
 
4.4 Logistic regression analysis was carried out to determine the role of online 
platforms in tax compliance. Table 5 presents the results.  
Table 5 demonstrates the findings of a logistic regression analysis designed to 
determine the role of online platforms in facilitating tax compliance of e-commerce 
participants.  
 
Table 5: Logistic regression results to determine the role of online platforms in 
facilitating tax compliance of e-commerce businesses.  

Independent variables B S.E. Wald df Sig. Exp(B) 
Data sharing 0.425 0.547 0.605 1 0.437 1.530 
Cooperation between E-commerce 
actors and TRA 

-2.073 0.527 15.452 1 0.000 0.126 

Constant 0.799 0.201 15.830 1 0.000 2.222 

1. Dependent variable: level of tax compliance (0=Not comply or 1=Comply) 
2. Omnibus test of model coefficients: Chi-squared=60.036, df=9, and P-

value=0.000 
3. Hosmer and Lemeshow test: Chi-squared=0.001, df=9, and P-value=0.992 
4. Model classification=70.1% 
5. Cox&Snell R-square=14.4% 

 
As shown in the table, data sharing has a coefficient of 0.425 and a p-value of 0.437, 
indicating that it does not exert a statistically significant influence on tax compliance. 
Although the odds ratio (Exp(B) = 1.530) suggests a positive, albeit weak, association, 
this effect is not statistically significant. Therefore, while data sharing may, in principle, 
facilitate transparency, the results indicate that, in practice, it has not yet translated into 
measurable improvements in tax compliance among e-commerce actors. 
 
Conversely, cooperation between e-commerce actors and TRA has a coefficient of -
2.073 and a p-value of 0.000, indicating a statistically significant negative impact on tax 
compliance. While the odds ratio of 0.126 indicates that as perceived cooperation 
between e-commerce actors and the TRA through online platforms increases, the 
probability of tax compliance diminishes significantly. The odds ratio (Exp B = 0.126) 
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suggests that as perceived cooperation increases, the likelihood of compliance 
decreases substantially. This unexpected or counterintuitive result may imply that 
cooperation efforts are not yet practical or are perceived as intrusive by e-commerce 
actors, thereby reducing voluntary compliance. While Ogembo and Lehdonvirta (2020) 
found that information cooperation can enhance tax monitoring and enforcement, the 
present findings suggest that, in Tanzania's context, cooperation mechanisms may be 
poorly structured or inadequately implemented, leading to negative or adverse 
compliance outcomes. 
 
This study was grounded in the Behavioural Decision Theory (BDT), which offers a 
valuable perspective on e-commerce tax compliance by demonstrating how the 
implementation of digital tax systems and online platforms affects taxpayer behaviour. 
Regarding BDT e-commerce tax compliance through online platforms, it depends on 
how users perceive information and how they use it in making decision under electronic 
environment. E-commerce participants are more likely to adopt online tax technologies 
and data-sharing methods when they perceive these technologies and techniques as 
facilitating filing processes, improving accuracy, and reducing compliance costs, thereby 
fostering voluntary compliance. If these digital technologies are perceived as complex 
or untrustworthy, users may resist adoption, resulting in lower compliance. 
Consequently, the perceived usefulness and user friendliness of online tax platforms 
significantly influence attitudes, intentions, and, ultimately, tax compliance behaviour 
among e-commerce participants. 
 
 
5.0 Conclusion and Recommendations  
This study concludes that data sharing between online platforms and TRA may, in 
principle, facilitate transparency and compliance in practice. Still, it has not yet 
translated into measurable improvements in tax compliance among e-commerce 
participants. It recommends that TRA establish third-party information-sharing 
platforms and a regulatory framework, conduct network tax inspections, implement 
real-time data updates, monitor illicit trading activities, and enhance oversight of service 
quality in the e-commerce sector. Regarding cooperation between online platforms and 
tax authorities, the study concludes that ineffective or perceived as intrusive 
cooperation between online platforms and TRA leads to lower voluntary tax compliance; 
conversely, practical cooperation would result in increased voluntary tax compliance. 
The study recommends that enhancing cooperation can improve tax mobilisation and 
enforcement, thereby enhancing tax compliance. 
 
5.1 Theoretical, practical, and policy implications 
This study highlights the following implications. Firstly, theoretically, the study 
underscores the importance of technological advancement in improving e-commerce 
through online platforms. The study offers a thorough understanding of how online 
platforms enhance tax compliance for e-commerce owners, thereby simplifying tax 
collection for both taxpayers and tax authorities while ensuring compliance with tax 
laws and regulations. Secondly, practically, the study indicates that the government 
should enhance collaboration with online platforms and facilitate data sharing through 
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TRA. This study highlighted the roles of online platforms, vendors, purchasers, and 
various payment providers and financial intermediaries in improving tax compliance in 
Tanzania. Lastly, regarding policy implications, the study improves policymakers' 
understanding of how online platforms serve as intermediaries by providing information 
about their clients (e-commerce proprietors) and helping to impose taxes on e-
commerce participants in accordance with established laws and regulations. 
Additionally, it suggests that e-commerce companies work together with online 
platforms to set up data warehouses. This will help the country collect tax revenue from 
e-commerce and improve tax compliance, thereby providing for social and economic 
projects. 
 
5.2 Study limitations 
This study encountered some limitations. Firstly, it employed a cross-sectional design 
and was conducted within the specific context of Tanzania. The results cannot be 
generalised to e-commerce players operating outside Tanzania, in different countries, 
or under varying environmental and economic conditions. Therefore, one should 
exercise caution when extrapolating these findings beyond the study's scope. Secondly, 
the study's geographic focus on Dar es Salaam may limit the generalisability of its 
findings. Thirdly, reliance on self-reported data can introduce biases that may affect the 
validity of the findings. Finally, the use of snowball sampling techniques may introduce 
bias; as such, researchers need strategies to mitigate this risk. 
 
5.3 Areas for future study  
Future studies may expand upon this study in multiple ways. Firstly, future studies may 
add more variables, such as the cost of compliance, the regulatory framework, and 
digital literacy, as these may play a vital role in shaping compliance attitudes among e-
commerce actors. Secondly, future research may use alternative approaches, such as 
comparative studies across regions and longitudinal studies, to provide a 
comprehensive and holistic understanding of the phenomenon. Lastly, future studies 
may adopt different theoretical frameworks beyond TAM and BDT to examine e-
commerce and tax compliance. 
 
This study aimed to understand the role of mathematics on emergent ideas (innovation) 
thereby empowering Tanzanians for self-employment which is the current challenge 
experienced. 51 articles were cleaned and selected from 132 papers. Tanzania found to 
be dominant in the chosen articles that detail math for innovation with total papers 16 
and publication rate found to rise cumulatively from the period of 2000 to 2025.  
Additionally, the study highlighted the foundations of mathematics for innovation and 
self-employment followed by application of mathematics concepts in real-world 
experience through empowerment strategies for enhancing critical thinking and 
problem-solving that build confidence to innovate.  
 
In Tanzania, unlocking the potential of mathematics skills can transform the way 
individuals approach self-employment, from calculating profits and managing budgets 
to analysing the existing markets and optimizing business strategies. By harnessing 
practical math skills into vocational training and entrepreneurial education, the country 
can nurture a generation of self-reliant, innovative thinkers who are equipped to shape 
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and strengthen sustainable livelihoods. Empowering Tanzanian students through 
numbers is not just about improving numeracy; it’s about building a foundation for long-
run economic growth, resilience, and inclusive development through emergent self-
employments. The future of self-employment in Tanzania depends not only on new ideas, 
but on the ability to compute, adapt, and grow them—through the language of 
mathematics. To bridge the gap between theory and practice, this study recommends 
the integration of practical Mathematics into Tanzania Vocational Curricula to embed 
real-world math applications in entrepreneurship and vocational training programs. 
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