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Abstract 

 

Tax compliance is quasi-voluntary – influenced not just by 
enforcement incentives, but also by ease of paying, social norms and 
expectations of reciprocity. How governments communicate tax-
related information to taxpayers can influence all these determinants, 
as well as potentially shape state-society relations. This paper 
reviews the literature on tax communication in low- and middle-
income countries. 

 

Governments use a range of channels to relay tax-related 
information, from direct communications to broader education 
initiatives. The effectiveness of these channels depends on the 
extent to which they reach intended taxpayers and can tailor 
messages to different groups. 

 

The evidence on effective messaging in direct communications is 
inconclusive, although deterrence approaches appear less 
universally effective than in higher-income contexts. Some tax 
communication campaigns have successfully prioritised taxpayer 
engagement and facilitation. Taxpayer education initiatives lack 
rigorous evaluation. 

 

The paper concludes by suggesting contextual variables that 
influence the optimal communication strategy: revenue potential; 
state legitimacy; existing levels of tax compliance; and quality and 
availability of taxpayer records. 
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1 Introduction 

Government administrations employ a variety of methods to get in 
touch with taxpayers to convey tax-related information. These range 
from Short Message Service (SMS) messages with reminders of 
deadlines to training sessions in schools and television shows. These 
methods are variously referred to as tax communication, education 
and sensitization,1 and all are gaining prominence: the Organisation 
for Economic Co-operation and Development (OECD)’s 2015 ‘Global 
Source Book’ on taxpayer education documents 140 initiatives in 59 
countries. 

The evidence as to when, why and what forms of tax communication 
are effective is more patchy, especially in low- and middle-income 
countries (LMICs). The main conclusion of Mascagni and Santoro 
(2018: 10) is that, while the number of tax education initiatives has 
increased, the levels of evaluation have not kept up – in fact, there is 
an ‘almost complete lack of rigorous evaluation in this field’. 

The purpose of this paper is to synthesise the evidence available on 
tax communication in low- and middle-income contexts. It is part of a 
UN Capital Development Fund project to support municipal 
governments in ‘rebuilding local fiscal space’ following the Covid-19 
pandemic, and is written with municipal governments in mind. But it 
also covers a broader range of evidence and more general lessons. It 
is not a systematic evidence review, but instead an attempt to 
disaggregate different types of communication initiatives; synthesise 
what has been learnt about when, where and how to communicate 
taxes effectively; and provide suggestions on developing tax 
communication strategies in different contexts. 

The remainder of this introduction explores why governments invest 
in tax communication. It sets out the evidence, both theoretical and 
empirical, on the multiple determinants of tax compliance, and the 
resulting role that tax communication might play in a strategy to 
improve tax compliance (and perhaps contribute to a broader 
governance-focused tax reform agenda). It also describes the 
methodology for this literature review. When and where to 
communicate: different communication channels describes common 
channels for tax communication, and lessons on what channels are 
more effective and when. How to communicate: lessons on 

 
1 In this paper, we use ‘tax communication’ broadly to incorporate the variety of methods that 

government administrations use to get in touch with taxpayers to convey tax-related information, and 

‘tax education’ to refer to the subset of these communications that primarily serve an educational 
purpose. 
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messaging turns to the content of communication: exploring effective 
messaging in both direct communication to taxpayers and broader 
education initiatives. This includes a review of the most substantial 
related literature, namely experiments to ‘nudge’ taxpayers to comply 
through changes to the wording and framing of communications. 
Examples of tax communication strategies expands from individual 
communication initiatives to offer short case studies of three broader 
tax communication strategies at national, state and city levels 
respectively. Implications: what does a successful tax communication 
strategy look like in different contexts? concludes by summarising 
findings and suggesting relevant contextual variables that shape 
effective communication strategies.  

 The rationale behind taxpayer communication 

The primary motivation for tax communication is encouraging tax 
compliance. Many features beyond traditional enforcement incentives 
influence decisions to comply with tax regulations (Torgler, 2007). 
Initially, studies modelled tax compliance using a basic rational 
choice cost-benefit theory, where taxpayers balance the risk and 
severity of fines – or other enforcement – against the potential 
benefits of non-compliance. But more recent theoretical advances 
have highlighted the importance of both the ease of complying (in 
terms of how straightforward and low-cost the tax system is) and 
social considerations (Alm et al., 2010; Alm, 2018; Dom et al., 2022). 

These various determinants of tax compliance also have empirical 
backing. Countries with similar tax, audit and fine rates have differing 
rates of compliance (see Alm, 2018: 366). Summaries of the 
empirical evidence conclude that individual compliance decisions are 
a combination of financial considerations (e.g. audits, penalties), non-
financial considerations (e.g. guilt or sympathy) and perceived social 
norms (Alm, 2018; Hofmann et al., 2015). Whether individuals 
perceive compliance as the norm is influential (Alm, 2018; Levi, 1998; 
Torgler, 2007). Knowledge and understanding of the tax system also 
appear to play a role, but the impact is less clear. Richardson’s 
(2006) regression analysis across 45 countries finds that the lower 
the complexity of tax regulations the higher the compliance, and 
similar results have been found in laboratory experiments (Alm et al. 
2010). More complicated tax systems can also encourage taxpayers 
to rely more on tax professionals, which can increase the likelihood of 
tax avoidance (Alm, 2018). 

This understanding of the broader determinants of tax compliance 
decisions suggests that tax communication could play a fruitful role in 
influencing citizens to comply. Communication can be used to 
reinforce traditional enforcement, e.g. agencies may remind 
taxpayers that they will be subject to scrutiny or audits or deliberately 
choose to publicise tax evasion convictions to deter others (Alm, 
2018). But beyond enforcement, tax communication can be used to 
simplify the process of tax payment by providing information or 
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assistance to taxpayers, so that they can more easily navigate the 
tax system (Dom et al., 2022). Alm (2018) describes this as the 
‘service paradigm’ – making taxpaying more customer-friendly. 
Finally, tax communication may seek to strengthen trust in the tax 
system or build tax morale – the ‘nonpecuniary motivations for tax 
compliance’ (Luttmer and Singhal, 2014: 150; Torgler, 2007). To this 
end, media can be leveraged to promote a social expectation of tax 
compliance as the ethical, and normal, thing to do (Alm, 2018). 
Communications can also aim to make taxpayers feel like they are 
treated fairly, including by making tax obligations clearer and 
emphasising the reciprocity between paying taxes and service 
delivery (Dom et al., 2022).  

Increased compliance is not necessarily the only objective of tax 
communication; there is also potential for further positive spillover 
effects. A substantive literature has documented the ways in which 
tax collection may contribute to incentivising citizens to participate in 
political processes and demand benefits in return for taxes, ultimately 
building more accountable states (see, for example, Dom, 2018; Dom 
et al., 2022; Moore, 2004; Weigel, 2020). However, the links between 
expanding taxation and increased accountability are not automatic 
(Prichard, 2016). Improved tax communication, especially focused on 
the reciprocity between taxation and spending, may play a role in 
building a ‘governance-focused tax reform agenda’ (Dom et al., 2022; 
Prichard, 2016). 

In sum, tax communication is increasingly seen by policy-makers and 
researchers as an important complement to traditional enforcement 
methods for increasing tax compliance. Studies in various contexts, 
such as Kira (2017), Nalishebo and Halwampa (2014) and Tanui 
(2016), all conclude that there is a need for more effective tax 
communication. Such communication has the potential to enhance 
enforcement incentives, but also facilitate easier payment of taxes 
and highlight the benefits of tax compliance. It might also have 
spillover benefits on government accountability. Some, albeit 
relatively few, studies have documented examples in practice of 
communication initiatives improving compliance and revenue 
outcomes in LMICs (e.g. Cruces et al., 2022; Mascagni et al., 2019; 
and the tax ‘nudge’ literature discussed in Experiments with tax 
nudges). The rest of this paper explores the evidence on what makes 
such communication strategies effective.  

 Methodology 

We used Google Scholar to identify relevant literature on tax 
communication, searching for the following terms: ‘tax 
communication’; ‘tax education’; ‘tax sensitization’; ‘tax morale’; ‘tax 
compliance’ and ‘taxpayer engagement’. We prioritised literature in 
LMICs, but drew on broader literature where relevant. We limited our 
search to articles published after 2000, reviewed at least the first five 
pages and then kept examining until one page yielded no relevant 
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results. We also reviewed the databases of the International Centre 
for Tax and Development and the Tax Administration Research 
Centre at the University of Exeter. We employed a ‘snowballing’ 
approach to identify further literature from the above sources. 
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2 When and where to 
communicate: different 
communication channels 

The OECD (2021) provides a useful typology for disaggregating 
different tax education efforts. 

Figure 1: Taxpayer education classification 

 
 

Source: OECD (2021) 

Various channels have been used to reach groups of taxpayers for 
more educational communication efforts. For example: 

• National taxpayer days tend to be more general moral 
appeals for tax compliance, and strengthen links between 
taxation and national development, often led by senior political 
figures. Sometimes, these have been combined with more 
specific educational inputs to improve tax literacy and 
familiarity with tax legislation and processes (Mascagni and 
Santoro, 2018; OECD, 2015). 

• Education in schools and universities, intended to support 
a ‘positive tax culture’ among younger people (Mascagni and 
Santoro, 2018; OECD, 2015). 

• ‘Edu-tainment’ through radio or television programmes. 
For example, the Nigerian tax soap opera ‘Binding Duty’ has 
been watched by 80 million people, and Rwanda has 
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broadcast a weekly tax radio programme since 2010 (OECD, 
2015). 

• Using social media. For example, the Kenya Revenue 
Authority has run a Twitter/X campaign, with stories from 
taxpayers aiming to de-mystify the taxpaying process and 
introductions to Revenue Authority officials (Mascagni and 
Santoro, 2018). 

• Tax training and seminars are often used to target specific 
groups of taxpayers (Mascagni and Santoro, 2018). 

• Mobile tax units have been used to bring educational 
services to local areas, offering assistance with the 
submission of tax returns, explaining the processes involved 
and responding to general queries (Mascagni and Santoro, 
2018). 

Other methods of communication are more directly targeted at 
individuals, such as notifications about revenue discrepancies or 
upcoming deadlines through letters, SMS, email or personal visits 
(Carrillo et al., 2017; Brockmeyer et al., 2019). These are often 
focused on enforcement but can serve broader purposes (see How to 
communicate: lessons on messaging). Annual tax summaries also 
provide an opportunity to communicate to individual taxpayers – the 
UK, for example, has reworked these summaries by utilising data 
visualisations to emphasise the links between taxpaying and 
expenditure (Bramall and Stanley, 2018). 

 Lessons on effective channels of tax 
communication 

First, there is some evidence that in-person communication is more 
effective than impersonal letters or emails. Ortega and Scartascini’s 
(2015) randomised study in Colombia concludes that ‘a personal visit 
by a tax inspector is more effective than a physical letter or an email, 
conditional on delivery’. In Slovenia, Doerrenberg and Schmitz (2015) 
found that tax officials hand-delivering letters to companies was more 
effective than letters received by post. The substantial positive 
impacts (increases of profit tax payable by over 30%) seen in 
Shimeles et al.’s (2017) randomised controlled trial (RCT) in Ethiopia 
also came from tax officials hand-delivering letters to businesses in 
Addis Ababa. In Balán et al.’s (2022) RCT in the Democratic 
Republic of the Congo, compliance visits by local chiefs raised 
property tax revenue by 44%, five times the increase from 
enforcement messages on tax notices. These studies suggest that 
personal visits convey a more credible threat of prosecution from 
non-compliance. However, the likely trade-off from the added cost of 
in-person visits needs to be considered. In the Colombia study, the 
marginal cost of a visit was estimated at $8 compared to $0.50 for a 
letter (nonetheless, in-person visits collected enough additional 
revenue that they remained the most cost-effective).  
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Second, the extent to which direct communications reach the 
intended recipient is clearly important. Accurate contact information 
may vary across email addresses, phone numbers and physical 
addresses (Ortega and Scarascini, 2015; Santoro et al., 2020). In 
Ortega and Scarascini’s (2015) study, in-person visits were more 
effective but emails reached their target more often. Dedicating 
resources to improving the accuracy of taxpayer contact information 
may thus prove an effective investment in increasing the quality of 
communication strategies. 

Third, partnerships with trusted organisations can be effective. This 
can include working with schools, religious or business organisations 
and civil society groups (Dom et al., 2022). These can both expand 
the reach of communication efforts to broader parts of the population 
and increase trust in the messages conveyed (van den Boogaard et 
al., 2022). Fjeldstand and Heggstad (2012) report that churches are 
effective partners for tax workshops in Tanzania, thanks to their 
ability to communicate effectively with the public. In some cases, 
messages can be bolstered by high-level political support. For 
example, ‘in Rwanda the president himself gives out annual taxpayer 
awards, while Turkey’s minister of finance spoke directly to taxpayers 
on YouTube’ (Dom et al., 2022: 44; OECD, 2015). 

Finally, communications efforts (both direct communications and 
education initiatives) benefit from being tailored to different groups. It 
could be prudent to focus on communication channels that effectively 
segment the population into target groups (e.g. reaching the young 
through schools; farmers or traders; or workshops for newly 
registered taxpayers) as opposed to more open education sessions 
or direct communication drives (Mascagni and Santoro, 2018). Some 
channels might also be better at targeting those with a greater 
propensity to comply. For example, Balán et al. (2022) compared the 
effectiveness of state officials and local city chiefs as tax collectors in 
the Democratic Republic of the Congo. Local chiefs were more 
effective, primarily because they had local knowledge that state 
officials lacked, which enabled them to target households more likely 
to pay.  
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3 How to communicate: 
lessons on messaging 

While increased tax communication is often recommended to 
encourage compliance, there is less information on how to 
communicate and what messages to portray (Onu and Oats, 2016). 
Different ideologies can underpin communication with taxpayers. One 
focuses more on deterrence and, according to Moore’s (2019) 
critique, is intended ‘to preach at taxpayers: to tell them that it is their 
duty to pay taxes, and threaten them with punishment if they fail’. 

Other approaches take a more encouraging tone, aiming to explain 
the benefits of paying taxes using state-building narratives and 
information about what taxpayers can expect to receive in return. 
These efforts stem from the broader determinants of tax compliance 
(beyond a simple rational cost-benefit analysis of non-compliance) 
discussed in Introduction. In Rwanda, for example, text messages 
were used to highlight the links between income tax and public 
services (Mascagni et al., 2017). Communication may also attempt to 
convey and utilise social norms (Dom et al., 2022). For example, 
there have been attempts to publicly shame large corporate 
taxpayers who are not complying (Chetty et al., 2014) or praise those 
that are (Slemrod et al., 2019). The extent to which reputational 
concerns will actually weigh on corporate taxpayers will, of course, 
depend on broader norms of tax compliance. Van den Boogaard et 
al. (2022) argue that taxpayer communication initiatives should 
incorporate discussions of how revenues are used and broader 
accountability demands on government.  

 Experiments with tax nudges 

The majority of evidence on the most effective approaches to 
communication comes from the increasing number of tax ‘nudge’ 
experiments. These studies have stemmed from the growing 
influence of behavioural science insights in the design and 
optimisation of tax communication efforts. Behavioural science 
studies have shown how seemingly marginal changes, such as the 
wording, framing and timing of communications, can influence 
compliance decisions (Hallsworth, 2014). 

Table 1 provides an example of the different forms these messages 
can take, from Mascagni et al.’s (2017) study in Rwanda. 
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Table 1: An example of the content of treatment messages 

 

Source: Mascagni et al. (2017: 14) 

These experiments have been concentrated in high-income countries 
(HICs). Two reviews of studies on communication field experiments 
and nudging approaches (Antinyan and Asatryan, 2020; Hallsworth, 
2014) find overall positive results for deterrence approaches to 
communication. While this is the common trend, it is not universal: 
Ariel (2012) finds no impact of deterrence letters on corporate 
taxpayers in Israel. The evidence with regard to moral persuasion 
messages is more mixed (Hallsworth, 2014; Santoro et al., 2020). 

In more recent years, there have been some studies of a similar 
nature in LMICs, especially in Latin America. Field experiments in 
LMICs have begun to directly compare deterrence communication to 
other approaches. Here, the evidence is even less conclusive. Some 
studies (e.g. Castro and Scartascini, 2015; Kettle et al., 2016; 
Shimeles et al., 2017) find, as with the majority of studies in HICs, 
deterrence messaging to be effective. However, others cast doubt on 
this: Mascagni and Nell’s (2022) RCT in Rwanda found that ‘friendly 
approaches – especially a simple reminder of deadlines – are more 
effective than deterrence’. It is also difficult to determine whether it is 
the content of a message that has an impact. It could be the act of 
receiving a letter that encourages a taxpayer to comply (e.g. if they 
feel it indicates they are under scrutiny) rather than the moral appeals 
the letter contains (Shimeles et al., 2017). Table 2 summarises 
findings from these experiments on tax communication in LMICs. 
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Table 2: Summary of experimental studies on tax nudges in 
LMICs 

Country Experiment Messaging Channels Key result(s) Sources 

Rwanda, 
2016 

9,000 taxpayer 
messages to 
encourage 
compliance  

Deterrence, fiscal 
exchange or 
reminder 

Letter, 
email or 
SMS 

• Simple, friendly reminder of 
deadlines more effective 
than deterrence messages 

• Suggest deterrence 
messages backfire with 
higher-income taxpayers 

• SMS and email more 
effective than letters 

Mascagni 
and Nell 
(2022); 
Mascagni 
et al. 
(2017) 

Rwanda, 
2017 

SMS messages 
sent to about 
7,000 income tax 
nil-filers 

Deterrence, 
facilitation/service-
orientation or 
simple reminder 

SMS • Deterrence and facilitation 
messages both only have 
small impact on nil-filers 

• Reminder of deadline most 
effective in reducing nil-filing 

Mascagni 
et al. 
(2022) 

Ethiopia, 
2014 

Letters hand-
delivered to 
3,120 
businesses one 
month before tax 
returns were due 
for filing 

Deterrence or tax 
morale 

Letter • Both types of messages 
increase compliance, but 
appeals to tax morale less 
so than audit threats 

Shimeles et 
al. (2017) 

Eswatini, 
2019 

Nationwide 
letters to (over 
20,000) income 
taxpayers, 
including non-
filers and nil-
filers as well as 
active filers 

Deterrence, 
assistance on 
filing, assistance 
on deregistering, 
reciprocity or 
social norms 

Letter • Non-filers respond to the 
nudges, whereas nil-filers 
and active filers do not 

• Taxpayer assistance and 
deterrence nudges are most 
effective 

• Messages backfire with 
large companies 

Santoro et 
al. (2020) 

Guatemala, 
2013 

Nationwide 
(43,387) RCT 
targeting non-
filing income 
taxpayers with 
tax reminder 
letters 

Standard 
reminder, social 
norms, non-
declaration as a 
deliberate choice 
or emphasising 
national pride 

Letter • Framing non-declaration as 
a deliberate choice (rather 
than an oversight) and 
emphasising social norms 
were the most effective 
messages 

Kettle et al. 
(2016) 

Ecuador, 
2011–2012 

Emails to about 
10,000 corporate 
income 
taxpayers on 
discrepancies in 
their income tax 
return 

Deterrence Email • Most notified firms (80–
90%) did not alter tax 
returns, and many of those 
that did also reported higher 
costs, meaning increases in 
tax collection were minimal 

Carrillo et 
al. (2017) 

Costa Rica, 
2014 

Emails to 33,279 
non-filing firms 
requesting they 
submit income 
tax declaration, 
supplemented 
with third-party 
information and 
follow-up calls 

Deterrence Email, 
telephone 
call 

• Emails sent to non-filers 

tripled their rate of income 

tax filing compared to a 

control group 

Brockmeyer 
et al. 
(2019) 
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Argentina, 
2011 

23,000 individual 
taxpayers 
received 
messages in 
their tax bill 
relating to 
different 
determinants of 
compliance  

Deterrence 
(enforcement and 
fines), equity 
(about other 
taxpayers’ 
behaviour) or 
fairness (about 
the use of 
revenue by 
government) 

Letter 
(directly 
on tax 
bill) 

• Most effective message was 

deterrence (focused on 

fines and legal 

consequences). No effect 

found for messaging around 

equity and fairness of 

system 

Castro and 
Scartascini 
(2015) 

Uruguay, 

2015 

Letters to 20,440 
small- and 
medium-sized 
firms  

Deterrence 
(information on 
probability of audit 
or on how evasion 
increases 
likelihood of audit) 
or public good 

Letter • All letters have significant 

positive effects on tax 

compliance, but the effect of 

the deterrence messages is 

larger and more persistent 

Bérgolo et 
al. (2017) 

Peru, 2013 7,500 randomly 
selected Lima 
residents 
received official 
letters about 
property tax 
enforcement 
and/or 
compliance 

Deterrence, social 
norms or simple 
reminder 

Letter • Social norm messaging – 
informing taxpayers of the 
average rate of compliance 
– was the most effective 

• The reminder also improved 

compliance (by less). 

Deterrence messaging had 

no effect above that of the 

reminder 

Del Carpio 
(2013) 

 

Taken together, the results of these tax experiments are varied and it 
is difficult to draw general conclusions. However, there are some 
lessons worth highlighting: 

• While it can still be impactful, deterrence messaging seems 
less universally effective in LMICs than in HICs, perhaps due to 
the threat of audits being seen as less credible. 

• Nudges can backfire and result in less compliance, 
especially with higher-income taxpayers or larger 
companies. The studies that saw backfiring effects (Mascagni 
and Nell, 2020; Santoro et al., 2020) were not able to identify 
precise mechanisms, but found these responses concentrated in 
higher-income taxpayers or larger companies. Backfiring was 
most common in response to deterrence messaging, with the 
backfiring response among larger taxpayers sometimes 
cancelling out positive effects from the broader population. One 
posited explanation elsewhere in the literature is that high-income 
taxpayers respond to enforcement threats defiantly, taking 
additional measures to avoid taxation (Mascagni and Nell, 2020; 
Mukama et al., 2017; Slemrod et al., 2001). Onu and Oats (2016: 
31) find similar reactions to enforcement efforts in their study of 
how taxpayers organically communicate online: individuals tend to 
respond to tax authority coercion with defiance, but are more 
amenable to  ‘more subtle forms of influence, such as highlighting 
benefits of paying tax or stating general taxpaying norms’.  
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Santoro et al. (2020) also find a backfiring effect with fiscal 
exchange messaging among active companies (but not with non-
filers), suggesting it is due to dissatisfaction with how tax money 
is spent. 

• More generally, there are heterogeneous effects across 
different types of taxpayer, and hence it is important, where 
possible, to target nudges to specific sub-groups of taxpayers. 
Santoro et al. (2020: 12) summarises studies in Latin America: 
‘heterogeneous impacts are highly common in these studies, and 
dimensions such as past filing behaviour, income level and peer 
compliance rates tend to differently influence taxpayers’ 
responses’.  

o Santoro et al. (2020: 46)’s study in Eswatini provides 
the most comprehensive implications for 
communicating to heterogeneous taxpayers. They 
suggest: ‘(i) implementing more incisive interventions 
for both perpetual and newly-registered taxpayers, such 
as direct contact from the authority for the former and 
workshops and training for the latter, which also proved 
to be effective in similar contexts (Mascagni et al. 
2019); (ii) exploiting more standard deterrent messages 
in rural areas, while appealing to moral factors in more 
urbanised settings; (iii) targeting top income tax payers 
with more sophisticated deterrent measures, such as 
deploying the most qualified auditors’.  

• Simple reminders of deadlines might be a cost-effective 
approach, described by Santoro et al. (2020) as a ‘form of friendly 
deterrence’.  

• Non-filers can be a potential ‘easy target’ for increases in filing 
with simple nudges.  

Despite the inconclusive results on the most effective messaging, 
many studies do illustrate the potential for communication nudges to 
have substantial revenue benefits beyond their costs. For example, 
Kettle et al. (2016: 1) estimate that, if the social norms letter had 
been sent to their whole sample in Guatemala, it would have 
generated additional tax revenues of $760,000, 36 times the cost. 
The increased attention to nudging-centred tax communication 
should, however, come with some caution, and raises two main 
concerns. One is that the effects on compliance from ‘nudges’ might 
be short-term and insufficient to encourage consistently higher 
compliance (Dom et al., 2022; Kettle et al., 2016; Manoli and Turner, 
2014). Nudges may have to be repeated year-on-year, which leads to 
a second concern: Dom et al. (2022) report an anecdotal account of 
how tax administrations may be overloading individuals with low-cost 
communications (e.g. texts, letters and emails), with potentially 
diminishing returns. 
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 How to communicate in tax education efforts 

Effective messaging in broader tax education efforts – not just direct 
communication nudges – receives much less attention in the 
literature. Mascagni et al. (2019) provide the first rigorous evaluation 
of a tax education effort in an LMIC. The study explores the Rwandan 
Revenue Authority’s yearly education programme for newly 
registered businesses. This is not just a one-off information nudge 
but designed to improve longer-term tax knowledge. Overall, they 
find that the programme has a large impact on tax knowledge and 
probability of declaration in the first year since registration, with the 
knowledge gains smaller among larger taxpayers ‘consistent with the 
fact that they have more resources to navigate the tax system (e.g. 
dedicated accountants, consultants)’ (Mascagni et al. 2019: 16). 

The study provides tentative support for replicating a similar training 
programme for newly registered taxpayers in other LMIC contexts 
(see The Rwandan Revenue Authority’s Tax Communication 
Strategy for more detail on the content of the programme). However, 
beyond this it does not offer extensive detail on the most effective 
type of messaging in tax education efforts. The most relevant insight 
is that ‘the main objective of taxpayer education programmes should 
not necessarily be only immediate revenue gains, but also a change 
in taxpayer habits’ (Mascagni et al. 2019: 27), in particular targeting 
new taxpayers to inculcate a habit of filing taxes accurately and 
consistently.  
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4 Examples of tax 
communication strategies 

The previous sections have attempted to draw lessons from the more 
rigorous (albeit somewhat limited) evaluations of what channels and 
messages proved effective in individual tax communication initiatives. 
This section provides some further detail on three broader tax 
communication strategies, combining various approaches, that have 
been better documented in existing literature. 

 The Rwandan Revenue Authority’s Tax 
Communication Strategy 

Sources: Mascagni and Santoro (2018); Mascagni et al. (2019); Mascagni and Nell 

(2022); Mukama et al. (2017) 

The Taxpayer Service Department of the Rwandan Revenue 
Authority (RRA) has an extensive scheme of tax education training 
sessions. One of its elements is year-round training sessions 
targeted specifically at newly registered taxpayers. The half-day class 
covers the basics of taxpaying, including duties, deadlines, 
processes and services that the RRA can provide. The content is 
‘more focused on providing practical information on taxpaying, rather 
than taking a broader approach based on accountability and citizen 
engagement’ (Mascagni et al., 2019: 10). These sessions are held 
throughout the country and the year. After registering for income 
taxes, new taxpayers are invited to the first available session in their 
district.  

The RRA has a variety of other education initiatives, including 
training sessions on specific sectors or issues; a National Taxpayer 
Appreciation Day, often attended by the President; tax clubs in 
schools for students to discuss tax; tax lectures in universities; and 
the various experiments with ‘nudges’ in direct tax communication 
outlined in the previous section. The RRA has also run a weekly 
radio programme since 2010. 

Lessons: 

• Target taxpayer education at building habits of taxpaying 
rather than just immediate revenue gains. Taxpayers that file a 
declaration in their first year are more likely to continue doing 
so. Building habits from a younger age and among newer 
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taxpayers could see lasting compliance gains (Mascagni et al., 
2019). 

• Even large-scale programmes like RRA struggle with reach. 
Although the training sessions are open to all new taxpayers, 
practical difficulties and administrative constraints limit 
attendance. More resources would be beneficial (Mascagni et 
al., 2019). 

• Modern ways of communicating through SMS and email were 
more effective than letters (Mascagni and Nell, 2022). 

 Kampala Property Tax Reform, Uganda 

Source: Kopanyi and Franzsen (2018) 

Kopanyi and Franzsen (2018: 1) assess Kampala’s property tax 
reform as a successful effort to ‘improve tax administration, coverage 
and collection’, led by the municipal government without requiring 
action at the national level. They identify ‘pragmatic and steady 
communication with taxpayers and key stakeholders’ as one of the 
key factors in its success.  

Over different phases of property tax reform, the Directorate of 
Revenue Collection at the Kampala Capital City Authority (KCCA) 
gradually improved and prioritised its taxpayer education and 
communication. A dedicated team developed a systematic annual 
communication plan and framework, held events with taxpayers to 
inform them of changes, and placed announcements in the radio and 
print media.  

According to Kopanyi and Franzsen (2018), the focus on 
communication helped the KCCA understand that viewing taxpayers 
as clients was key to successful rax reform. The Directorate also 
established a team under the Research and Business Analysis 
section with responsibility for tax communication. Team members 
were dedicated directly to large taxpayers, ‘informing them about 
changes in a timely manner, and seeking their feedback – which has 
become a standard business procedure’ (Kopanyi and Franzsen, 
2018: 39). 

Lessons: 

• Investing in a dedicated team for taxpayer education and 
communication was a valuable contribution to successful tax 
reform. Establishing such a team also helped institutionalise 
taxpayer communication as standard practice within the 
Revenue Collection Directorate. 

• The case study also encourages an approach that views 
taxpayers as clients, communicating changes regularly with a 
particular emphasis on engagement with larger taxpayers. 
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 Lagos State’s Advocacy and Enlightenment 
Education Programme, Nigeria 

Source: Gatt and Owen (2018) 

The Advocacy and Enlightenment Education Programme consists of 
two successive Lagos State Internal Revenue Service (LIRS) state-
wide campaigns to inform taxpayers on their obligations, utilising a 
combination of education initiatives, information provision and public 
mobilisation. These campaigns reflected a shift away from pure 
enforcement towards a ‘communications-based approach to tax 
compliance’. 

The two campaigns were run by a private sector advertising agency. 
Gatt and Owen (2018: 15–16) describe the range of education and 
entertainment approaches used: 

Through TV advertisements, social media (LIRS has Facebook, 
Twitter and YouTube accounts), a website and billboards next to 
major public works, LIRS actively linked completed government 
projects to taxes, encouraging the public to contribute to Lagos’ 
development through [Personal Income Tax]. LIRS’ campaign 
also engaged with the public through religious leaders, adverts 
featuring Nollywood stars, radio and TV appearances, the 
distribution of pamphlets and CDs, YouTube videos, and even a 
tax theme and DVD dance drama explaining the history and 
importance of tax. A Citizen’s Budget, listing the amount 
earmarked annually for different sectors and specific projects, 
was created and distributed. Additionally, a team of 50 LIRS 
representatives went out daily to markets, garages and public 
functions, distributing promotional material and talking to the 
public.  

Lessons: 

• LIRS’s communication efforts attempted to: demonstrate why 
taxpayers should pay; humanise tax collectors; and ultimately 
‘get taxpayers on their side’ (Gatt and Owen, 2018: 15). There 
is some tentative evidence that an emphasis on engagement 
and facilitation, rather than enforcement, encouraged quasi-
voluntary compliance and shifted perceptions of the state 
government. 

• This case also illustrates the potential of a varied, atypical 
approach to taxpayer communication, combining 
‘entertainment, information and public mobilization’ (Gatt and 
Owen, 2018: 15). Again, this was well-resourced: a private 
sector advertising agency managed the campaign and LIRS 
staff were regularly deployed on public engagement. 
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5 Implications: what does a 
successful tax 
communication strategy 
look like in different 
contexts?  

This short paper concludes by drawing together some of the key 
considerations for municipal governments in LMICs aiming to 
develop their own tax communication strategies. 

For broader attempts at tax education, Mascagni and Santoro’s 
(2018) reflections on OECD’s (2015) survey of tax education efforts 
provide a useful starting point. They summarise several elements of 
successful tax education: 

• Creating easily understandable, actionable content. 

• Providing personalised and timely training, including training 
tailored to different groups of taxpayers, as also recommended by 
Amaeshi et al.’s (2020) survey of small-business owners in 
Nigeria. 

• Involving informal public authorities who are closer to taxpayers 
than government officials. 

• Targeting young people. 

• Making education efforts complementary (e.g. coupling tax 
training with financial training). 

• Expanding content beyond technical issues to the developmental 
role of taxes, and linking with expenditure. 

It is difficult to draw generalisable conclusions from the varied 
experimental literature on direct tax communications. There is no 
settled conclusion on the optimum balance between communication 
focused on enforcing regulations, facilitating taxpaying or promoting 
trust in the tax process (Dom et al., 2022). While deterrence or 
enforcement messages still commonly see success, it appears this is 
less likely in contexts where the threat of enforcement is less 
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credible. And heavy-handed enforcement efforts can also have 
unintended negative effects on compliance from certain groups. 

It is likely that an effective municipal tax communication strategy will 
include a balance of approaches – deterrence, facilitation and moral 
persuasion. Santoro et al. (2020) tentatively suggest that, in lower-
income contexts, deterrence approaches might be better targeted at 
companies, and facilitation approaches at individual taxpayers. 
Simple reminders of deadlines can also be a powerful tool. 
Regardless of this balance, communication can most usefully be 
aimed towards not just influencing short-term compliance behaviour, 
but also changing taxpayer habits in the long term (Mascagni et al., 
2019). 

If tax administrations are aiming not just to increase tax compliance, 
but also to utilise the tax arena as a space for greater engagement 
from citizens and an opportunity to increase the accountability of 
government, then there are further considerations. Van den 
Boogaard et al. (2022) suggest that an enabling environment for tax 
bargaining requires the information provided on the links between tax 
revenue and expenditure to relate to taxpayers’ priorities – i.e. 
highlighting specific links rather than just general revenue data. 
Additionally, taxpayers need to perceive forums for engagement as 
‘safe, secure and sincere’.  

The overarching recommendation is that tax communication 
strategies should be tailored to individual contexts. But while calls for 
context-specific framings are well heeded, a declaration that ‘context 
is everything’ can be unhelpful for policy-makers. What elements of 
context are important, and why? The literature is not sufficient to 
develop full mid-level theories, but does provide insight into some of 
the relevant variables and their implications for effective 
communication strategies. These include: 

• Revenue potential. Van den Boogaard et al.’s (2022) study of 
local tax collection in Sierra Leone and Ghana highlights that the 
revenue collected is relatively marginal, and never enough to 
support broader public investments. This makes it more difficult to 
communicate around the reciprocal elements of tax collection and 
public service provision. 

• State legitimacy. Similarly, public confidence in a government’s 
ability to improve service delivery might influence the 
effectiveness of communication that tries to link tax compliance to 
its public benefits. If legitimacy is low, simple deterrence-based or 
fiscal exchange direct communications might be especially likely 
to face backlash (Santoro et al., 2020). In this situation, one might 
consider a broader taxpayer engagement campaign, as in Lagos 
State (Lagos State’s Advocacy and Enlightenment Education 
Programme, Nigeria). 
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• Existing levels of tax compliance. The degree to which tax 
compliance is a social norm influences the extent to which not 
complying is a reputational risk, and thus the extent to which 
communication can amplify that social pressure.  

• Quality of taxpayer records and administration. Much of the 
effectiveness of communication appears to stem from the ability 
to tailor different messages and different approaches to different 
sub-groups of taxpayers. The ability to identify and reach such 
sub-groups in turn depends on the quality and extent of 
demographic and contact information held by the Revenue 
Authority, and/or the ability to work with different trusted 
organisations or individuals to target taxpayers (e.g. churches or 
local chiefs). 

  

 

 

 

 

 

  



Literature review 

 

 

26 

References 

Alm, J. (2018) ‘What motivates tax compliance?’ Journal of Economic Surveys 
33(2): 353–388 (https://doi.org/10.1111/joes.12272). 

Alm, J., Cherry, T., Jones, M., et al. (2010) ‘Taxpayer information assistance 
services and tax compliance behavior’ Journal of Economic Psychology 
31(4): 577–586 (https://doi.org/10.1016/j.joep.2010.03.018). 

Amaeshi, K., Adi, B., Ikiebey, G., et al. (2020) ‘Corporate tax responsibility in 
Africa: Insight from Nigeria’ Africa Journal of Management 6(2): 115–131 
(https://doi.org/10.1080/23322373.2020.1753494). 

Antinyan, A. and Asatryan, Z. (2020) Nudging for Tax Compliance: A Meta-
Analysis. CESifo Working Paper 8500. Munich: Germany 
(www.cesifo.org/en/publikationen/2020/working-paper/nudging-tax-
compliance-meta-analysis). 

Ariel, B. (2012) ‘Deterrence and moral persuasion effects on corporate tax 
compliance: findings from a randomized controlled trial’ Criminology 50(1): 
27–69 (https://doi.org/10.1111/j.1745-9125.2011.00256.x). 

Balán, P., Bergeron, A., Tourek, G., et al. (2022) ‘Local Elites as State Capacity: 
How City Chiefs Use Local Information to Increase Tax Compliance in the 
Democratic Republic of the Congo’ American Economic Review 112(3): 
762–797 (https://doi.org/10.1257/aer.20201159). 

Bérgolo, M.L., Ceni, R., Cruces, G. et al. (2017) Tax Audits as Scarecrows: 
Evidence from a Large-Scale Field Experiment. NBER Working Paper 
23631. Cambridge, MA: National Bureau of Economic Research 
(https://doi.org/10.3386/w23631). 

Bramall, R., and Stanley, L. (2018) Communicating tax: Exploring alternatives to 
the government’s Annual Tax Summary. Project Report. University of 
Sheffield: Sheffield Political Economy Research Institute 
(www.sheffield.ac.uk/media/36495/download?attachment). 

Brockmeyer, A., Smith, S., Hernandez, M., et al. (2019) ‘Casting a Wider Tax Net: 
Experimental Evidence from Costa Rica’ American Economic Journal: 
Economic Policy 11(3): 55–87 (https://doi.org/10.1257/pol.20160589). 

Carattini, S., Carvalho, M. and Fankhauser, S. (2018) ‘Overcoming public 
resistance to carbon taxes’ WIREs Climate Change 9(5): e531 
(https://doi.org/10.1002/wcc.531). 

Carrillo, P., Pomeranz, D. and Singhal, M. (2017) ‘Dodging the Taxman: Firm 
Misreporting and Limits to Tax Enforcement’ American Economic Journal: 
Applied Economics 9(2): 144–164 (https://doi.org/10.1257/app.20140495). 

Castro, L., & Scartascini, C. (2015). ‘Tax compliance and enforcement in the 
pampas evidence from a field experiment’. Journal of Economic Behavior & 
Organization 116, 65–82 (https://doi.org/10.1016/j.jebo.2015.04.002). 

Chetty, R., Mobarak, M., & Singhal, M. (2014). ‘Increasing Tax Compliance through 
Social Recognition’ International Growth Centre Policy Brief 31101. London: 
International Growth Centre 
(https://www.theigc.org/sites/default/files/2015/03/Chetty-Et-Al-2014-Policy-
Brief.pdf). 

Cruces, G., Tortarolo, D. and Vazquez-Bare, G. (2022) Design of two-stage 
experiments with an application to spillovers in tax compliance. IFS Working 
Paper 22/32. London: Institute for Fiscal Studies 
(www.ifs.org.uk/publications/design-two-stage-experiments-application-
spillovers-tax-compliance). 

https://doi.org/10.1111/joes.12272
https://doi.org/10.1016/j.joep.2010.03.018
https://doi.org/10.1080/23322373.2020.1753494
http://www.cesifo.org/en/publikationen/2020/working-paper/nudging-tax-compliance-meta-analysis
http://www.cesifo.org/en/publikationen/2020/working-paper/nudging-tax-compliance-meta-analysis
https://doi.org/10.1111/j.1745-9125.2011.00256.x
https://doi.org/10.1257/aer.20201159
https://doi.org/10.3386/w23631
https://www.sheffield.ac.uk/media/36495/download?attachment
https://doi.org/10.1257/pol.20160589
https://doi.org/10.1002/wcc.531
https://doi.org/10.1257/app.20140495)
http://www.ifs.org.uk/publications/design-two-stage-experiments-application-spillovers-tax-compliance
http://www.ifs.org.uk/publications/design-two-stage-experiments-application-spillovers-tax-compliance


Literature review 

 

 

27 

Del Carpio, L. (2013). ‘Are the Neighbors Cheating? Evidence from a Social Norm 
Experiment on Property Taxes in Peru.’ Job Market Paper 
(https://www.econ.ku.dk/Kalender/seminarer/18022014/Carpio.Are_the_neig
hbors_cheating_Nov12.pdf). 

Doerrenberg, P. and Schmitz, J. (2015) Tax Compliance and Information Provision: 
A Field Experiment with Small Firms. IZA Discussion Paper 9013. Bonn: IZA 
– Institute of Labor Economics (www.iza.org/publications/dp/9013/tax-
compliance-and-information-provision-a-field-experiment-with-small-firms). 

Dom, R. (2018) Taxation and accountability in sub-Saharan Africa: new evidence 
for a governance dividend. ODI Working Paper. London: ODI 
(www.odi.org/en/publications/taxation-and-accountability-in-sub-saharan-
africa-new-evidence-for-a-governance-dividend/). 

Dom, R., Custers, A., Davenport, S., et al. (2022) Innovations in Tax Compliance: 
Building Trust, Navigating Politics, and Tailoring Reform. Washington DC: 
World Bank (https://doi.org/10.1596/978-1-4648-1755-7). 

Fellner, G., Sausgruber, R. and Traxler, C. (2013) ‘Testing Enforcement Strategies 
in the Field: Threat, Moral Appeal and Social Information’ Journal of the 
European Economic Association 11(3): 634–660 
(https://doi.org/10.1111/jeea.12013). 

Fjeldstad, O.H. and Heggstad, K.K. (2012) Building taxpayer culture in 
Mozambique, Tanzania and Zambia: Achievements, challenges and policy 
recommendations. CMI Report R 2012:1. Bergen: Chr. Michelsen Institute 
(www.cmi.no/publications/4499-building-taxpayer-culture-in-mozambique). 

Gatt, L. and Owen, O. (2018) ‘Direct Taxation and State–Society Relations in 
Lagos, Nigeria’ Development and Change 49(5): 1195–1222 
(https://doi.org/10.1111/dech.12411). 

Hallsworth, M. (2014) ‘The use of field experiments to increase tax compliance’ 
Oxford Review of Economic Policy, 30(4): 658–679  

Hofmann, E., Hoelzl, E. and Kirchler, E. (2015) ‘Preconditions of voluntary tax 
compliance’ Zeitschrift Für Psychologie/Journal of Psychology 216(4): 209–
217 (https://doi.org/10.1027/0044-3409.216.4.209). 

Jamison, J.C., Mazar, N. and Sen, I. (2021) ‘Applying behavioral insights to tax 
compliance: Experimental evidence from Latvia’ Journal of Tax 
Administration 6(2): 6–32 
(www.ore.exeter.ac.uk/repository/handle/10871/121984). 

Kettle, S., Hernandez, M., et al. (2016). ‘Behavioral Interventions in Tax 
Compliance: Evidence from Guatemala’ World Bank Working Paper. 
Washington DC: World Bank. (https://doi.org/10.1596/1813-9450-7690). 

Kira, A.R. (2017) ‘An Evaluation of Governments’ Initiatives in Enhancing Small 
Taxpayers’ Voluntary Tax Compliance in Developing Countries’ International 
Journal of Academic Research in Accounting, Finance and Management 
Sciences 7(1): 253–267. 

Kopanyi, M. and Franzsen, R. (2018) Property Taxation in Kampala, Uganda: An 
Analytic Case Study on a Successful Reform. ICTD Working Paper WP-18-
03. Brighton: International Centre for Tax and Development 
(www.ictd.ac/publication/property-taxation-in-kampala-uganda-analytic-case-
study-on-a-successful-reform/). 

Ligomeka, W. (2019) Assessing the Performance of African Tax Administrations: A 
Malawian Puzzle. ICTD African Tax Administration Paper 14. Brighton: 
International Centre for Tax and Development 
(www.ictd.ac/publication/assessing-performance-african-tax-administrations-
malawian-puzzle/).   

Luttmer, E.F.P. and Singhal, M. (2014) ‘Tax Morale’ Journal of Economic 
Perspectives 28(4): 149–168 (https://doi.org/10.1257/jep.28.4.149). 

Manoli, D. S., & Turner, N. (2014). Nudges and Learning: Evidence from 
Informational Interventions for Low-Income Taxpayers. NBER Working 
Paper 20718. Cambridge, MA: National Bureau of Economic Research. 
(https://doi.org/10.3386/w20718) 

Mascagni, G. (2018) ‘From the lab to the field: a review of tax experiments’ Journal 
of Economic Surveys 32(2): 273–301 (https://doi.org/10.1111/joes.12201). 

http://www.iza.org/publications/dp/9013/tax-compliance-and-information-provision-a-field-experiment-with-small-firms
http://www.iza.org/publications/dp/9013/tax-compliance-and-information-provision-a-field-experiment-with-small-firms
http://www.odi.org/en/publications/taxation-and-accountability-in-sub-saharan-africa-new-evidence-for-a-governance-dividend/
http://www.odi.org/en/publications/taxation-and-accountability-in-sub-saharan-africa-new-evidence-for-a-governance-dividend/
https://doi.org/10.1596/978-1-4648-1755-7
https://doi.org/10.1111/jeea.12013
http://www.cmi.no/publications/4499-building-taxpayer-culture-in-mozambique
https://doi.org/10.1111/dech.12411
https://doi.org/10.1027/0044-3409.216.4.209
https://ore.exeter.ac.uk/repository/handle/10871/121984
http://www.ictd.ac/publication/property-taxation-in-kampala-uganda-analytic-case-study-on-a-successful-reform/
http://www.ictd.ac/publication/property-taxation-in-kampala-uganda-analytic-case-study-on-a-successful-reform/
https://www.ictd.ac/publication/assessing-performance-african-tax-administrations-malawian-puzzle/
https://www.ictd.ac/publication/assessing-performance-african-tax-administrations-malawian-puzzle/
https://doi.org/10.1257/jep.28.4.149
https://doi.org/10.1111/joes.12201


Literature review 

 

 

28 

Mascagni, G. and Nell, C. (2022) ‘Tax Compliance in Rwanda: Evidence from a 
Message Field Experiment’ Economic Development and Cultural Change 
70(2): 587–623 (https://doi.org/10.1086/713929). 

Mascagni, G., Santoro, F., Mukama, D., et al. (2022) ‘Active Ghosts: Nil-filing in 
Rwanda’ World Development 152: 105806 
(https://doi.org/10.1016/j.worlddev.2021.105806). 

Mascagni, G., Nell, C. and Monkam, N. (2017) One Size Does Not Fit All: A Field 
Experiment on the Drivers of Tax Compliance and Delivery Methods in 
Rwanda. ICTD Working Paper 58. Brighton: International Centre for Tax and 
Development (www.ictd.ac/publication/ictd-wp58/). 

Mascagni, G., Nell, C., Monkam, N., et al. (2017) The Carrot and the Stick: 
Evidence on Voluntary Tax Compliance from a Pilot Field Experiment in 
Rwanda. ICTD Working Paper 57. Brighton: International Centre for Tax and 
Development (www.ictd.ac/publication/the-carrot-and-the-stick-evidence-on-
voluntary-tax-compliance-from-a-pilot-field-experiment-in-rwanda/). 

Mascagni, G. and Santoro, F. (2018) What is the Role of Taxpayer Education in 
Africa? ICTD African Tax Administration Paper 1. Brighton: International 
Centre for Tax and Development (www.ictd.ac/publication/what-is-the-role-
of-taxpayer-education-in-africa/).   

Mascagni, G., Santoro, F. and Mukama, D. (2019) Teach to Comply? Evidence 
from a Taxpayer Education Programme in Rwanda. ICTD Research in Brief 
33. Brighton: International Centre for Tax and Development 
(www.ictd.ac/publication/teach-comply-evidence-taxpayer-education-
programme-rwanda-rib33/).   

Moore, M. (2004) ‘Revenues, State Formation, and the Quality of Governance in 
Developing Countries’ International Political Science Review 25(3): 297–319 
(https://doi.org/10.1177/0192512104043018). 

Moore, M. (2019) Intelligent Government: How Research Can Help Increase Tax 
Compliance. ICTD African Tax Administration Paper 9. Brighton: 
International Centre for Tax and Development 
(www.ictd.ac/publication/intelligent-government-how-research-can-help-
increase-tax-compliance/). 

Mukama, D., Karangwa, J. and Hakizimana, N. (2017) Communicating to Improve 
Compliance: Taxpayers’ Feedback on Message and Mode of Delivery in 
Rwanda. ICTD Working Paper 59. Brighton: International Centre for Tax and 
Development (www.ictd.ac/publication/ictd-ataf-wp59/). 

Nalishebo, S. and Halwampa, A. (2014) Uncovering the Unknown: An Analysis of 
Tax Evasion in Zambia. ZIPAR Working Paper 18. Lusaka: Zambia Institute 
for Policy Analysis and Research (www.zipar.org.zm/download/uncovering-
the-unknown-an-analysis-of-tax-evasion-in-zambia/).   

OECD (2015) Building Tax Culture, Compliance and Citizenship: A Global Source 
Book on Taxpayer Education. Paris: OECD Publishing 
(https://doi.org/10.1787/9789264205154-en).    

OECD (2021) Building Tax Culture, Compliance and Citizenship: A Global Source 
Book on Taxpayer Education, 2nd edn. Paris: OECD Publishing 
(https://doi.org/10.1787/18585eb1-en).  

Onu, D. and Oats, L. (2016) ‘“Paying tax is part of life”: Social norms and social 
influence in tax communications’ Journal of Economic Behavior & 
Organization 124: 29–42 (https://doi.org/10.1016/j.jebo.2015.11.017). 

Ortega, D. and Scartascini, C. (2015) Don’t Blame the Messenger: A Field 
Experiment on Delivery Methods for Increasing Tax Compliance. IDB 
Working Paper 627. Washington DC: Inter-American Development Bank 
(https://doi.org/10.18235/0000204).  

Palil, M.R. (2010) Tax knowledge and tax compliance determinants in self 
assessment system in Malaysia. PhD. Birmingham: University of 
Birmingham (https://etheses.bham.ac.uk/id/eprint/1040/). 

Piirainen, A.J.W. (2018) The role of communications in enhancing tax compliance: 
Communications departments’ resources, tools and objectives in the tax 
administrations of OECD’s Forum of Tax Administration countries. Master’s 
Thesis. Helsinki: University of Helsinki 

https://doi.org/10.1086/713929
https://doi.org/10.1016/j.worlddev.2021.105806
http://www.ictd.ac/publication/ictd-wp58/
http://www.ictd.ac/publication/the-carrot-and-the-stick-evidence-on-voluntary-tax-compliance-from-a-pilot-field-experiment-in-rwanda/
http://www.ictd.ac/publication/the-carrot-and-the-stick-evidence-on-voluntary-tax-compliance-from-a-pilot-field-experiment-in-rwanda/
http://www.ictd.ac/publication/what-is-the-role-of-taxpayer-education-in-africa/
http://www.ictd.ac/publication/what-is-the-role-of-taxpayer-education-in-africa/
http://www.ictd.ac/publication/teach-comply-evidence-taxpayer-education-programme-rwanda-rib33/
http://www.ictd.ac/publication/teach-comply-evidence-taxpayer-education-programme-rwanda-rib33/
https://doi.org/10.1177/0192512104043018
http://www.ictd.ac/publication/intelligent-government-how-research-can-help-increase-tax-compliance/
http://www.ictd.ac/publication/intelligent-government-how-research-can-help-increase-tax-compliance/
http://www.ictd.ac/publication/ictd-ataf-wp59/
http://www.zipar.org.zm/download/uncovering-the-unknown-an-analysis-of-tax-evasion-in-zambia/
http://www.zipar.org.zm/download/uncovering-the-unknown-an-analysis-of-tax-evasion-in-zambia/
https://doi.org/10.1787/9789264205154-en
https://doi.org/10.1787/18585eb1-en
https://doi.org/10.1016/j.jebo.2015.11.017
https://doi.org/10.18235/0000204
https://etheses.bham.ac.uk/id/eprint/1040/


Literature review 

 

 

29 

(https://helda.helsinki.fi/bitstream/handle/10138/277713/Piirainen_Antti-
Juhani_Pro_gradu_2018.pdf?sequence=2&isAllowed=y). 

Prichard, W. (2016) What Have We Learned About Taxation, Statebuilding and 
Accountability? ICTD Summary Brief 4. Brighton: International Centre for 
Tax and Development (www.ictd.ac/publication/ictd-sb4/).   

Prichard, W., Jibao, S. and Orgeira, N. (forthcoming) Sub-national tax reform and 
tax bargaining: a quasi-randomized evaluation from Sierra Leone. ICTD 
Working Paper. Brighton: International Centre for Tax and Development. 

Quak, E. (2019) Taxation and accountability: how to improve the state-citizen 
social contract through taxation. K4D Helpdesk Report 663. Brighton: 
Institute of Development Studies 
(https://opendocs.ids.ac.uk/opendocs/handle/20.500.12413/14752). 

Richardson, G. (2006) ‘Determinants of tax evasion: A cross-country investigation’ 
Journal of International Accounting, Auditing and Taxation 15(2): 150–169 
(https://doi.org/10.1016/j.intaccaudtax.2006.08.005). 

Santoro, F., Groening, E., Mdluli, W., et al. (2020) How to Best Nudge Taxpayers? 
The Impact of a Tailored Letter Experiment in Eswatini. ICTD Working Paper 
112. Brighton: International Centre for Tax and Development 
(www.ictd.ac/publication/nudge-taxpayers-eswatini-tailored-letter-
experiment/). 

Shimeles, A., Gurara, D.Z. and Woldeyes, F. (2017) ‘Taxman’s Dilemma: Coercion 
or Persuasion? Evidence from a Randomized Field Experiment in Ethiopia’ 
American Economic Review 107(5): 420–424 
(https://doi.org/10.1257/aer.p20171141). 

Siahaan, F.O.P. (2012) The Influence of Tax Fairness and Communication on 
Voluntary Compliance: Trust as an Intervening Variable. 
(https://api.semanticscholar.org/CorpusID:55329830).  

Slemrod, J., Blumenthal, M. and Christian, C. (2001) ‘Taxpayer response to an 
increased probability of audit: evidence from a controlled experiment in 
Minnesota’ Journal of Public Economics 79(3): 455–483 
(https://doi.org/10.1016/S0047-2727(99)00107-3).  

Slemrod, J., Ur Rehman, O., & Waseem, M. (2019). ‘Pecuniary and Non-Pecuniary 
Motivations for Tax Compliance: Evidence from Pakistan’. National Bureau 
of Economic Research Working Paper 25623 
(https://doi.org/10.3386/w25623). 

Tanui, P.J. (2016) ‘Demystifying the Key Taxation Concepts to Improve 
Compliance by Small and Medium Enterprises in Kenya’ European Journal 
of Accounting, Auditing and Finance Research 4(6): 47–60 
(https://eajournals.org/ejaafr/vol-4-issue-6-june-2016/demystifying-the-key-
taxation-concepts-to-improve-compliance-by-small-and-medium-enterprises-
in-kenya/).   

Torgler, B. (2007). Tax Compliance and Tax Morale: A Theoretical and Empirical 
Analysis. Edward Elgar. 

van den Boogaard, V., Prichard, W., Beach, R., et al. (2022) ‘Enabling tax 
bargaining: Supporting more meaningful tax transparency and taxpayer 
engagement in Ghana and Sierra Leone’ Development Policy Review 40: 
e12563 (https://doi.org/10.1111/dpr.12563). 

Weigel, J. (2020). ‘The participation dividend of taxation: How citizens in Congo 
engage more with the state when it tries to tax them.’ Quarterly Journal of 
Economics, 135(4): 1849-1903 
(https://academic.oup.com/qje/article/135/4/1849/5851770). 

 
 

 

https://helda.helsinki.fi/bitstream/handle/10138/277713/Piirainen_Antti-Juhani_Pro_gradu_2018.pdf?sequence=2&isAllowed=y
https://helda.helsinki.fi/bitstream/handle/10138/277713/Piirainen_Antti-Juhani_Pro_gradu_2018.pdf?sequence=2&isAllowed=y
https://www.ictd.ac/publication/ictd-sb4/
https://opendocs.ids.ac.uk/opendocs/handle/20.500.12413/14752
https://doi.org/10.1016/j.intaccaudtax.2006.08.005
https://www.ictd.ac/publication/nudge-taxpayers-eswatini-tailored-letter-experiment/
https://www.ictd.ac/publication/nudge-taxpayers-eswatini-tailored-letter-experiment/
https://doi.org/10.1257/aer.p20171141
https://api.semanticscholar.org/CorpusID:55329830
https://doi.org/10.1016/S0047-2727(99)00107-3
https://eajournals.org/ejaafr/vol-4-issue-6-june-2016/demystifying-the-key-taxation-concepts-to-improve-compliance-by-small-and-medium-enterprises-in-kenya/
https://eajournals.org/ejaafr/vol-4-issue-6-june-2016/demystifying-the-key-taxation-concepts-to-improve-compliance-by-small-and-medium-enterprises-in-kenya/
https://eajournals.org/ejaafr/vol-4-issue-6-june-2016/demystifying-the-key-taxation-concepts-to-improve-compliance-by-small-and-medium-enterprises-in-kenya/
https://doi.org/10.1111/dpr.12563)

