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                                          CHAPTER ONE
1.0 Introduction
In today’s digital age, the e-commerce sector has grown into a major contributor to global trade, reshaping the way people buy and sell goods. Businesses like Desvine Global, which operate across international borders, rely heavily on digital platforms to reach a large and diverse customer base. However, with this growth has come a wave of government regulations — one of the most significant being digital taxation. As countries seek to collect more revenue from the digital economy, businesses are now required to comply with complex digital tax rules. This has the potential to affect pricing, consumer behavior, and ultimately, sales.
Desvine Global, like many global e-commerce platforms, faces increasing pressure from such policies. Although designed to create fairer tax systems, digital taxes may be having unintended consequences on business performance. This study seeks to examine how Desvine Global’s e-commerce sales are being affected by digital taxation and to identify possible ways the company can respond strategically.
1.1 Background to the Study
 In recent years, e-commerce has grown into one of the most significant developments in the global economy. E-commerce refers to the buying and selling of goods and services over the internet. It allows businesses to reach a wider audience, operate beyond geographical boundaries, and reduce the need for physical infrastructure. Consumers now enjoy the convenience of browsing, ordering, and receiving products from the comfort of their homes. From 2015 onward, and especially after the COVID-19 pandemic in 2020, the use of online platforms for shopping increased drastically across the world. Businesses like Desvine Global, which operate primarily online, have benefited greatly from this trend. Through social media, websites, and e-commerce platforms, they can market products, process orders, and manage deliveries efficiently. E-commerce has also provided small and medium-sized enterprises (SMEs) the opportunity to compete with larger firms by reducing the costs associated with physical stores. However, as this digital trade expanded, it also brought new regulatory and financial challenges—particularly in the area of taxation.
The rise of e-commerce raised important questions about how governments should collect taxes from businesses that operate online. Traditionally, taxation was based on physical presence—meaning a company had to be located in a country to be taxed there. But now, companies can sell and earn revenue from countries where they have no offices or warehouses. This made it difficult for tax authorities to enforce tax laws on digital businesses, resulting in revenue loss and unfair competition between local and foreign businesses.
To solve this problem, many countries began implementing digital taxation. Digital taxation refers to the laws and regulations that ensure online businesses pay taxes on the income they earn in different countries, even if they are not physically located there. For example, countries like France, the United Kingdom, and India introduced Digital Services Tax (DST) around 2020. In Africa, Nigeria amended its Value Added Tax (VAT) law in 2020 to include digital services provided by foreign companies. Although the idea behind digital taxation is to ensure fairness and increase government revenue, it creates some challenges for e-commerce companies. These businesses must now keep up with different tax laws in each country they operate in. They have to register for tax, file reports, and pay taxes in countries where they have customers. For smaller e-commerce firms, this process can be expensive and confusing. In some cases, they are forced to increase their prices to cover tax costs, which can reduce customer demand and affect sales.

In addition, because different countries use different rules, businesses may face double taxation, where the same income is taxed by more than one country. This increases the financial burden on digital companies and can discourage them from expanding internationally. In the case of Desvine Global, digital taxation has become an important factor in its e-commerce operations. As the company grows and serves customers in various regions, it must comply with tax policies while still trying to maintain its profit margins and competitive pricing. Understanding how digital taxation affects its sales, strategies, and customer behavior is key to planning its future in the digital market. It is impossible to overstate the importance of taxation. It is primarily utilized by governments around the world as a fiscal policy instrument to generate revenue for government expenditure on public services. The Nigerian tax system has undergone a number of significant improvements aimed at improving revenue collection and administration while lowering enforcement costs (Joe et al., 2013). Recent reforms include the introduction of the Taxpayer Identification Number - TIN (a unique number that has been in effect since February 2008), an automated tax system that allows individual taxpayers to track their tax positions and issues, an e-payment system that improves tax collection and an enforcement scheme (Special Purpose Tax Officers). The tax authority, the Federal Inland Revenue Service, now has complete autonomy over the assessment, collection, and recording of taxes. This enabling environment, which was created under (Section 8(q) of the FIRS Establishment Act 2007), has improved the country's tax administration (Arinze et al., 2021).Arinze et al. (2021) noted that the rapid growth and adoption of internet technology and the emergence of the world wide web transformed the world into a global village where people can easily interact, and exchange information in multimedia format including goods and services electronically, in real time, from any point of the globe to another. This important technological development which has far-reaching implications on the way business and tax administration is conducted has created virtual business portals known as e-commerce sites as a novel business model that has replaced the traditional brick-and-mortar shops. “The last decade has seen tremendous growth in the World Wide Web (WWW) and e-commerce, which now offers organizations and consumers a unique channel to deliver and purchase goods and services (Yahaya, 2021). The ubiquity of the WWW has also enabled changes in several aspects of traditional commerce. The barriers to entry for setting up a virtual business are considerably lower than for setting up a typical “brick-and-mortar” establishment; geographical barriers are considerably reduced, providing sellers access to a larger customer base; unique pricing mechanisms such as “name your own price,” (e.g., priceline.com) and asynchronous auctions are now possible; aggregation of demand by several individual buyers is now possible, leading to better negotiation of prices on behalf of these buyers; search engines and rating sites provided aggregated information to the buyer about the different sellers of a particular goods or service. It is widely accepted that all of these changes have enabled efficiencies and the creation of wealth” (Adebanjo, 2021). Today, the internet has been able to facilitate research, 
e-mail, facsimile, e-bulletin boards, databases, file transfer, e-learning and e-commerce just to mention a few (Odumosu, 2021). This innovative business model poses a lot of questions to administrators, politicians, policy analysts, internet investors, IT experts, venture capitalists and tax administrators.Nigeria has joined the rest of the world in adopting a cashless society policy, where payments can be made simply by crediting the seller's account while debiting the buyer's account as soon as the buyer indicates consent electronically through the use of e-payment channels such as debit and credit cards, Point of Sale (POS) terminals at major retail outlets, and expanding financial inclusion through bank accounts (Yahaya, 2021). 
This study, therefore, aims to explore how digital taxation impacts e-commerce sales using Desvine Global as a case study. The goal is to identify the effects of tax policies on digital businesses and to suggest possible strategies that companies can adopt to remain successful while complying with tax regulations.
1.2 Statement of the Problem
Desvine Global has recently recorded a disturbing decline in e-commerce sales across several markets. This trend is worrisome, especially as the global e-commerce sector continues to expand, with more consumers shopping online than ever before. Despite ongoing investments in technology, advertising, and customer experience, the company’s performance remains below expectations. The reduction in sales threatens to weaken Desvine Global’s market position, reduce profitability, and affect investor confidence. The most troubling aspect is that this decline is happening in regions where new digital taxes have recently been introduced. While not the core issue, these taxes are suspected of increasing product prices, discouraging consumers, and complicating business operations. These developments have made it difficult for the company to maintain its customer base and profit margins. If not addressed, this trend could lead to long-term damage to Desvine Global’s financial health and global standing. Therefore, this research seeks to investigate the relationship between Desvine Global’s declining e-commerce sales and the possible influence of digital taxation. The aim is to find solutions that can help the company adapt and recover its sales performance.
1.3 Objectives of the Study
The primary objective of this study is to examine the impact of digital taxation on the e-commerce sales of Desvine Global. The specific objectives are: 
1. To determine the extent to which digital taxation affects Desvine Global’s e-commerce sales. 
2. To examine how digital taxation influences consumer behavior and purchasing decisions on Desvine Global’s platform.
 3. To assess the operational challenges Desvine Global faces in complying with digital tax policies.
1.4 Research Questions
1. To what extent does digital taxation influence Desvine Global’s e-commerce sales? 
2. How does digital taxation affect consumer behavior on Desvine Global’s platform? 
3. What are the challenges Desvine Global faces in complying with digital tax policies?
1.5 Research Hypothesis
1. H1: Digital Taxation does not influence Desvine  Global’s e-çommerce sales.
2. H2: Digital Taxation does not affect consumer behavior on Desvine Global’s platform.
3. H3: There are no challenges facing by Desvine Global in complying with digital tax policies.
1.6 Significance of the Study
This study is significant because it provides insight into a growing problem faced by global e-commerce companies like Desvine Global. By investigating the impact of digital taxation on e-commerce sales, the study can help Desvine Global develop effective strategies to maintain profitability and remain competitive.
For business managers, the findings will offer practical recommendations on how to deal with the challenges posed by digital taxes. For policymakers, the research may help them understand how taxation policies affect international businesses and may inform future regulations. For students and researchers, the study contributes to the growing academic literature on e-commerce and digital economy taxation.
1.7 Scope of the Study
This study focuses on Desvine Global’s e-commerce operations across selected international markets, particularly in countries that have implemented digital tax laws. It limits its scope to the period within which digital taxation policies became active and their corresponding effects on sales, pricing, and operations.
The research does not attempt to cover all aspects of taxation or all countries. Instead, it narrows its focus to markets that are significant to Desvine Global and have active digital tax regimes.
1.8 Definition of Key Terms
- E-Commerce: The buying and selling of goods and services online
. - Digital Taxation: Tax policies imposed on digital platforms, services, and cross-border online transactions
. - Sales Performance: A measure of how well a company’s products and services are selling over a specific period
. - Compliance: The act of following laws, regulations, and tax policies set by government authorities.
                                         CHAPTER TWO
                                     LITERATURE REVIEW
2.1 Conceptual Framework
2.1.1 E-Commerce E-commerce refers to the buying and selling of goods and services via digital platforms, mainly the internet. It has transformed how businesses operate globally by eliminating geographical limitations and reducing overhead costs (Laudon & Traver, 2020). The major e-commerce models include B2B, B2C, and C2C, each impacting revenue structures and regulatory exposure. The rise in digital technology, mobile apps, and online payment systems has accelerated global e-commerce growth (UNCTAD, 2021).
2.1.2 Digital Taxation Digital taxation encompasses tax regimes developed to ensure that companies engaged in digital activities contribute fairly to public revenue. Traditionally, tax systems relied on the principle of physical presence, but the digital economy challenges this approach. Countries have introduced policies such as Digital Services Tax (DST), Equalization Levy, and digital VAT to tax non-resident companies operating online (OECD, 2020). These policies aim to create fairness but often lead to legal complexity and higher compliance costs for businesses.
                 TAXATION
According to Nwadialor and Agbo (2020), different scholars have defined tax in various ways. Tax, according to Okafor, (2012a) is a mandatory contribution placed on citizens by governments in order to provide social services and ensure residents' social and economic welfare. A tax is a financial charge or levy imposed by the government on an individual or legal body, with failure to pay, avoidance, or resistance to collection punished by law (Pibowei, 2021). Tax is described as a monetary charge on a person's or entity's income, property, or 
transaction that is normally collected by a defined authority at the federal, state, or municipal level (Okah-Avae & Mukoro, 2020). Others (Arinze et al., 2021; Odumosu,
2021; Ogunbela et al., 2021) define it as an obligatory levy imposed by the government or any recognized authority of the state on the property, goods, services, and people living in a given area in order to generate revenue to offset the expenses incurred by the government or authority on behalf of the citizens; a fiscal policy tool used to redistribute wealth or achieve other macroeconomic objectives.” Nwadialor and Agbo (2020) noted that no matter how different the definitions above and other comparable definitions are, they all have some basic components. For example, they all regard taxation as a mandatory levy imposed by the government on residents and businesses to raise funds for government activities. Tax revenues are made up of monies collected through income taxes, social security contributions, VAT, payroll taxes, and other sources. It frequently excludes social security payments, fines, and penalties from its estimates (Nwadialor & Agbo, 2020).
                  The Digital Economy: Transactions and Taxation
An online economy powered by digital technologies is referred to as the digital economy. It is also known as the Web Economy, the New Economy, or the Internet Economy. According to Bunn et al. (2020), Tapscoot, (1995) was the first to introduce the notion. It was one of the first publications to demonstrate how the Internet would alter our business practices. Since its inception, the term "digital economy" has evolved to reflect the ever-changing nature of information technology development and how it is used by consumers and organizations (Barefoot et al., 2018). During the 1990s, for example, the attention was mostly on internet adoption and its economic impact on businesses and the economy. This period was dubbed the "Internet economy" (Agyapong, 2021). As the Internet's use grew in popularity in the 2000s, the focus switched to the enabling conditions that allow the Internet economy to thrive. On the one hand, it continues to evolve to encompass evaluations of various policies and digital technologies, and on the other, the expansion of Information and Communication Technology (ICT) and digitally oriented firms as major actors (OECD, 2015/2017).
 The digital economy is defined as the use of information and communication technology (ICT) to perform economic transactions as a means of increasing production efficiency and structural optimization (G20 DETF, 2016). The ever-increasing interconnection of people, organizations, and machines that arises from the Internet, mobile technology, and the internet of things (IoT), as well as the volume of data involved in the process, is the backbone of the digital economy (Ahmad & Ribarsky, 2018). The rapid proliferation of innovative technologies is fueling the digital economy's expansion. Seven significant trends in the digital economy were highlighted in the 2019 United Nations digital economy report. Blockchain, Artificial Intelligence (AI), and Data Analytics, three-dimensional printing (3D printing), Internet of Things (IoT), Fifth Generation mobile broadband (5G), Automation & Robotics, and Cloud computing are the new technologies that have fueled the digital economy's expansion (Ahmad et al., 2021). The digital economy has the potential to provide significant benefits to emerging economies. Because access to digital products and services can help optimize processes and production, provide employment, reduce transaction costs, transform supply chains, and increase revenue that can be used to accelerate development, it can have significant competitiveness and productivity-boosting opportunities. Businesses can now transact online thanks to the digital economy (Triwibowo, 2020). Business transactions that take place through the internet are referred to as digital transactions. Traditional businesses that offer online service options to their consumers, as well as government services provided to citizens via this electronic medium, fall into this category. Existing and startup firms can benefit from the digital economy's increased potential for digital transactions. Many entrepreneurs took advantage of these opportunities to launch new enterprises and business models that could not have existed before to the digital economy, or at least not at the magnitude and scope that they do now (Mirolyubova et al., 2020). This includes content-ondemand services such as Netflix, Spotify, and Arewa on Demand; home rental platforms such as Airbnb, Flatfy, Expedia Group, and Tripadvisor; ride-sharing services such as Uber, Lyft, Taxify, Opay, Carma, BlaBlaCar, Relay Rides, Sidecar, Ridejoy, Getaround, Opay; and e-commerce companies  such as Aliexpress, Jumia, and Konga.
                          Global Digital Taxation 
There is no worldwide agreement on the definition of digital economy taxation, and the Organization for Economic Cooperation and Development (OECD), of which Nigeria is a member, has yet to come up with a proposal that all of its countries can agree on. As a result of the lack of a global agreement, countries are now at conflict over how to tax revenue generated by digital businesses (Abendin & Duan, 2021). The conflict between the United States (US) and the European Union (EU) is an example of this, with the US claiming that digital taxes unfairly discriminate against US enterprises and threatening tariffs in retaliation. As a result of the sensitive nature of the digital economy, which disregards jurisdictional boundaries, worldwide agreement on its taxes is critical for a functioning tax system (Bunn et al., 2020). Despite the lack of an international agreement, numerous governments have taken comparable unilateral actions to address the digital economy's tax difficulties.The importance of the relationship between the electronic and physical worlds for tax policy creation was highlighted by Zulma and Hizazi (2020) who stated, "The greatest challenge to a tax regime's ability to adjust and adapt to a changing world is its ability to adjust and adapt to a changing world." The emergence of Internet commerce, with its higher mobility for businesses and better flexibility for transaction and communication methods, is possibly the most demanding of these challenges.” In response, the Organization for Economic Cooperation and Development (OECD) sponsored a conference on electronic taxation in 1998, which was 
the first of its type in this field. In October 1998, the OECD conference in Ottawa presented a natural break in the evolution of global thinking in this area (Jones, 2021). According to Jones (2021) the discussion centered on the most appropriate tax system for dealing with the internet environment. 
                      Digital Taxation in Nigeria
Prior to the introduction of e-taxation, Nigeria's tax systems were manually administered, which resulted in tax evasion and avoidance, improper segregation of duties, and other corruption practices, all of which resulted in high financial losses for the government and, as a result, low revenue generation. Electronic taxation is intended to assist alleviate all of these issues, provide convenience, save time and money for both the tax administrator and the taxpayer, be transparent, and, most importantly, increase revenue generation (Okafor, 2012b). In 2011, the CBN announced its Cashless Policy for Nigeria, and in April 2012, it formally inaugurated a test program in Lagos State. Cash transactions accounted for approximately 99 percent of client activity in banks prior to the implementation of the Cashless Policy. In-branch bank cash withdrawals were worth less than ₦100,000 in almost 86 percent of cases. Only about ten percent of transactions exceeded ₦100,000. According to the CBN, only 10% of inbranch transactions were over ₦150,000 (Ndajiwo, 2020). 
The CBN's Cashless Policy aimed to reduce, rather than eliminate, the amount of paper currency in circulation. The policy's main goal was to encourage the use of other electronic payment platforms while discouraging the use of cash. Failure to comply with the new regulation would result in heavy penalties (Okah-Avae & Mukoro, 2020). Banks were given permission to deduct 3% for every ₦1,000 over ₦500,000 conducted by individual customers, and 5% for every ₦1,000 over ₦3 million handled by corporate clients. If the bank violates this provision for the first time, the bank will be fined five times the amount waived, and if the bank violates this provision again, the bank will be fined ten times the charges waived. It is important to keep in mind that the limit was established to apply to the account regardless of how the money was withdrawn or deposited. The cumulative limit is made up of withdrawals or deposits made over the counter, ATM withdrawals, and 3rd party checks cashed over the counter. The limit also applies to cash brought through Cash-in-Transit (CIT) firms, as CIT companies just provide transportation, according to the CBN (2011). Third-party cheques in excess of ₦150,000 are not eligible for encashment over the counter under the policy. Rather, the clearing house will get the value of such checks. As a result, any cheque sent to a third party with a value greater than ₦150,000 can only be deposited into an account; cheques cannot be cashed. If a bank enables third-party cheque encashment, it will face a penalty of 10% of the cheque's face value or ₦100,000, whichever is larger.
This set-in motion initiatives to boost the use of electronic platforms for payment in Nigeria. Banks in Nigeria responded by introducing a variety of electronic payment platforms in large numbers, aided by the larger capital base generated by the consolidation. However, financial records in Nigeria suggest that there is a mixed response to and use of these platforms (Ogunbela et al., 2021). According to a report published by KPMG (2019), Nigeria had a POS adoption rate of 27% in 2017, up by12% in 2012. The survey also discovered that 91% of Nigerians have used ATMs, up from 86 percent in 2017 and 82 percent in 2012. This demonstrates that, while many customers have adopted the ATM, they are still hesitant to utilize the POS. Similar patterns were also observed in the NIBSS (2019) report. According to NIBSS (2019), while POS is the most popular non-cash payment channel, with 93.6 percent of retailers preferring it over other non-cash payment alternatives, just 35.8% of customers use it. Only 3.1 percent of consumers say Card/POS is their preferred payment method, indicating that POS is underutilized. The issue of connectivity is one of the major issues that have been highlighted as impeding POS utilization. The report recommended that technical features that are connectivity-based be improved, that a focus be placed on deploying POS terminals to informal/open-air or unstructured markets where adoption and use are extremely low, and that the timeframe for resolving POS complaints be shortened. According to (Alao & Sorinola, 2015), Nigeria is a heavily cash-oriented economy partly due to lack of basic infrastructure to support a cashless economy, with the majority of retail and commercial payments made in cash. 
In Nigeria's predominantly informal economy, money is a powerful motivator. As a result, Nigeria is moving slowly toward alternate payment methods. The failure to sustain a significant increase in the use of electronic payment cards for financial transactions in Nigeria is due not only to the risk of insecurity, but also to Nigerians' cultural penchant for carrying and displaying cash (Joe et al., 2013). This has resulted in the country becoming a cash-based economy, in contrast to the United Kingdom and the United States, where only 4% and 9% of the money in their respective economies is held outside of banks, respectively (Adebanjo, 2021).
       Digital Permanent Establishment Rules (Finance Act 2020)
The Company Income Tax Act (CITA) in Nigeria, prior to the Finance Act of 2020, limited the taxation of income of corporate bodies that are not completely established in Nigeria (i.e. non-resident companies NRCs) to situations where such NRCs have a permanent base in Nigeria. That is, before its income is taxed in Nigeria, NRC must have a permanent base in the country, or conclude contracts through a dependent agent in Nigeria, or engage in turn-key projects in Nigeria, or carry on trade or business with persons who have controlling interests in the NRC, and the conditions made or imposed between the NRC and such persons in their commercial or financial dealings with the NRC (Ogunbela et al., 2021). The Finance Act, 2020 now serves as the primary enactment in the Nigerian tax regime, as it has brought together all other tax-related legislations along the path of acceptable taxation of digital transactions in Nigeria. This was achieved due to the necessary changes and substitutions of outmoded tax 
laws. The Finance Act, which takes effect on January 13, 2020 amends the Companies Income Tax Act, Cap. C21, the Value Added Tax Act, Cap. VI, and the Stamp Duties Act, Cap. S8 Laws of the Federation of Nigeria, 2004, as well as other tax laws (Adebayo et al., 2021). Section 4 of the Finance Act explains how to establish a "Digital Permanent Establishment," stating that the non-resident company is assumed to be operating in Nigeria's digital economy if it engages in any of the acts listed in the section. Second, the activity that manifests the non-resident Company's operation in the Nigerian digital economy must be of the type that can be linked to profit. Third, the list of activities includes all technical, professional, and management services provided in Nigeria via any of the listed activities. Fourth, the activity's conduct must have a considerable economic footprint in Nigeria (Adebanjo, 2021).
               Companies Income Tax (CIT) and E-commerce
Income or profit derived from, accumulated in, received in, or brought into Nigeria is subject to taxation. These terms are used in the CITA's charging clause to describe the tax that companies in Nigeria must pay. Many common wealth countries' tax legislation includes the phrase "accruing in," which has historically been interpreted to indicate "becoming due and payable" (Adebanjo, 2021). Unless they are exempt, each income due and payable in Nigeria is subject to taxation. Companies that want to stay current with global trends have gone online. Some companies have launched new products to their clients that were not planned at the time of their formation. Internet banking is an example of e-commerce, and these businesses are taxed on their profits cumulatively, whether they were earned through an e-commerce transaction or not (Akintoye et al., 2019). The extent to which e-commerce taxation will be relevant to enterprises already paying company tax is for the purpose of determining the profits they generated from e-commerce particularly. Companies formed purely for the purpose of conducting e-commerce face a greater hurdle, as the majority of them lack a physical address that the taxation authority can use to locate them for the purpose of remitting company income tax. Only through partnership between the taxing authorities and NITDA can this latter category be brought into the tax net.
Section 13 (1) states that earnings generated by a Nigerian company are presumed to accrue in Nigeria regardless of where they were earned or whether they were transported into or received in Nigeria (Odumosu, 2021). Prior to the passage of the Finance Act, a non-Nigerian company's profit was only subject to taxation in Nigeria if it had a fixed base in Nigeria. Given the virtual character of ecommerce, the requirement of a fixed basis automatically precludes earnings produced through it. To address this, Section 4 of the Finance Act added a new paragraph (c) to Section 13 of the CITA, which brings a non-Nigerian company's profit into the Nigerian tax 
net if it transmits, emits, or receives signals, sounds, messages, images, or data of any kind to Nigeria via cable, radio, electromagnetic systems, or any other wireless apparatus in respect of any activity including electroplating (Okesola, 2020). 
In Nigeria, e-commerce between Nigerians, Nigerian firms, and non-Nigerian companies is taxable. Profits from such businesses, as mentioned above, are liable to taxation as long as they have a significant economic presence. Although the Act does not define significant economic presence, the Minister of Finance is empowered under the Act to establish guidelines for what constitutes significant economic presence, which will almost certainly involve a large number of transactions that provide some economic benefit or profit (Ogunbela et al., 2021).
Challenges: “The uncertainty of how the FIRS will enforce the order, as well as how to determine the amount of profit that is taxable is a major challenge. According to the Organization for Economic Cooperation and Development (OCED) consultation document on tax challenges of the digitalization of the economy, only a portion of profit should be taxed in jurisdictions where the NRC has significant economic presence. There are also rising worries about the interaction between the Nigerian double taxation treaties (DTT) and the Minister of Finance's Order, because the DTT transcend the Order and should not apply to nations have DTT with Nigeria, according to international standards” (Yahaya, 2021).
                    Personal Income Tax and E-commerce
Personal Income Tax is governed by the Personal Income Tax Act, which taxes the income of all taxable persons, including individuals, communities, and income arising or due to a trustee or estate, as determined by and subject to the Act's provisions (Yahaya, 2021). The Act's charging provision is found in Section 3 and reads as follows: 3(1) Subject to the provisions of this Act, tax shall be payable for each year of assessment on the aggregate amounts each of which is the income of every taxable person for the year, from a source inside or outside Nigeria, including, without limiting the generality of the foregoing, gain or profit from any trade, business, profession or vocation, for whatever period of time such trade, business, profession or vocation is carried on (Umenweke, & Onyenukporo, 2020).” PITA's charging provision made no mention of profits or gains derived from e-commerce, and the wording of the provision was clear. Since the Act was enacted before e-commerce, it can be argued that any gain or profit derived from a trade or business that is not covered by the Act should not be taxed. Despite the fact that the Finance Act made changes to PITA, none of them pertain to ecommerce revenue generated by individuals (Yahaya, 2021). Regardless, gains or profits made by an individual in trade or business, whether through traditional trade methods or through e-commerce, are still subject to personal income tax (Agbo & Nwadialor, 2015).
             Value Added Tax (VAT) on Electronic Commerce
The Finance Act is well known for raising the VAT rate in Nigeria to 7.5 percent, but it also broadened the definition of VATable commodities to include intangible things, which include digital activities. Prior to the enactment of the Finance Act, the Nigerian government faced the question of whether it could tax cross-border supplies delivered to a customer in Nigeria by a supplier with no physical presence in Nigeria (Yahaya, 2021). This was due to a conflict between provisions of the VATA, which did not allow for the taxing of cross-border supplies by a supplier with no physical presence in Nigeria. The VATA was amended in the Finance Act to reflect the destination concept, which eliminated the problem. As a result, if an NRC sells digital goods to Nigerians, the commodities are now subject to VAT (Umenweke & Onyenukporo, 2020).”
VAT is a consumption tax that is levied on all goods and services consumed by anyone, whether government agencies, businesses, or individuals, with the exception of those exempted under the VAT Act. Section 2 of the VAT Act did not mention the mode in which the provision of goods and services should be carried out prior to the introduction of the Finance Act, and so there was no duty for e-commerce enterprises to charge and pay VAT, at least not by the structure of the VAT Act. As a result, Nigerian businesses that received products and services from non-resident businesses always claimed that no VAT should be charged on those transactions (Etim et al., 2020). These problems were argued in FIRS v Gazprom, in which Gazprom got ongoing consultancy and advisory services from non-resident firms regarding its economic interests in various African countries, for which they paid the non-resident corporations. Gazprom failed to remit VAT on the transactions to FIRS, and when FIRS asserted VAT liabilities, Gazprom claimed it was not liable to pay VAT on the transaction because the non-resident companies were not conducting business in Nigeria, and thus they could not be held liable for VAT on their transactions with non-resident companies. The Tax Appeal Tribunal agreed with them and granted them a favorable decision (Odubunmi, 2017). The FIRS appealed the Tribunal's decision to the Federal High Court, which upheld the Tribunal's decision, ruling that the parties did not contest that the services were provided to a Nigerian company and that, because Section 12 of the VAT Act imposes VAT on the final consumer, the company, Gazprom, should bear the VAT liability. Similarly, in Vodacom v FIRS, a Netherlands-based company provided bandwidth capacities to Vodacom, and Vodacom claimed that it was not responsible to pay VAT on the service since it was received through its transponders, which sent bandwidth from orbit without any physical presence (Odumosu, 2021).The Court disagreed with them, holding that "provided in Nigeria" under Sections 2 and 10 of the VAT Act does not have to indicate physical presence and can include situations where a supply is made in Nigeria without physical presence. It is worth noting that the courts were taking the initiative in these cases because the VAT Act didn't specify the type of supply that should be subject to VAT. Section 2 of the VAT Act was amended by section 33 of the Finance Act, which filled in the gap (Adebanjo, 2021). Nigeria, like several other countries, has made
provisions in the Finance Act for the taxation of e-commerce within their borders, based on the place of supply principle and has successfully overcome the challenge of taxation where ecommerce is conducted between Nigerian residents and non-residents. As a result, when a service is provided and enjoyed by a consumer in Nigeria, it is subject to VAT (Ogunbela et al., 2021). However, there is a case to be made for situations where services begin in Nigeria and end outside of Nigeria, or if a service is wholly performed outside of Nigeria. In any event, once business activities cross into another country, they are subject to that jurisdiction's taxes. If Nigerian VAT is applied to services provided outside of the country, it could result in double taxation and the expansion of the Nigerian VAT Act. The author believes that the Nigerian VAT should place a greater emphasis on capturing services provided in Nigeria, whether such services are provided physically in Nigeria or virtually within Nigerian space or cyberspace (Okah-Avae & Mukoro, 2020).
Challenges of Value Added Tax (VAT) on Electronic Commerce
The VATA's considerable improvement has not been without its difficulties. A key concern is the potential of double taxation, as well as the necessity that all NRCs doing business in Nigeria register for VAT, which is both inefficient and unnecessary (Yahaya, 2021).
       DIGITAL TAXATION AND REVENUE GENERATION
According to Okafor (2012a), the manual taxation system which operates in a physical setting is inefficient and yields poor revenue. This is due to tax payer non-compliance, as well as abuse of authority and corruption among tax officials. To address these issues, Okafor (2012a) advises using electronic taxation. The problem of low revenue collection from states with a high incidence of tax evasion and avoidance will persist until efforts are taken to replace the manual system of tax administration with an electronic system. The following recommendations were made based on the findings made throughout the study:State governments should make every effort to launch their computerized tax administration so that they may begin to reap the benefits; state governments should make computer literacy a requirement for working in all government enterprises, particularly tax and revenue offices, as soon as possible. The government should guarantee that vital information is available and accessible to rural residents by encouraging the adaption of information into formulas and languages that are understandable to them. Supporting technological innovation in rural connectivity, such as WIFI, wide-band connections, and solar-powered systems. It is also vital for the government to allow the construction of searchable websites revealing state spending in order to boost revenue production through e-taxation. Finally, computerized record keeping of births, employments, new businesses, residency, and deaths will provide the essential data foundation for better revenue through electronic taxation (Okafor, 2012a). 
The rise of e-commerce as a result of the development of the internet has resulted in a slew of legal, budgetary, and socioeconomic difficulties. Odubunmi (2017) stated that new types of contracts, goods, and services are being established as a result of the growth of information technologies as alternatives to paper-based enterprises, such as virtual goods, digital contracts, and online transactions. As businesses and customers participate in an increasingly virtual or electronic market, new types of economic relationships are emerging, aided by technology. New technology has made it feasible to pay for goods and services over the internet, removing the need for real cash in many cases. As a result, several basic aspects in the traditional way of doing business, such as the transaction medium or the parties' geographical location, have become obsolete (Odubunmi, 2017). The rise of electronic trade (e-commerce) poses a significant challenge to tax administrators' traditional direct and indirect taxing procedures. Unlike traditional commercial activities, where transaction details such as the amount involved, parties to the transaction, and the location in which the transaction was carried out can be easily established, e-commerce takes place primarily in the virtual and borderless world of the Internet, using a network of computers to carry on untraceable trade from obscenity to obscenity
 2.2 Theoretical Framework
2.2.1 Tax Compliance Theory Allingham and Sandmo (1972) introduced the Tax Compliance Theory to explain the behavioral dynamics behind tax adherence. The model suggests that compliance is influenced by the probability of detection and the severity of penalties. In the digital space, cross-border enforcement is difficult, making voluntary compliance essential but challenging for SMEs without legal and financial resources.
2.2.2 Disruptive Innovation Theory Christensen (1997) proposed that innovations disrupting existing markets often face backlash from traditional institutions. E-commerce disrupted physical retail, prompting new forms of regulation such as digital taxation. However, the lag in policy development often causes conflict between innovation and compliance requirements, placing digital firms in a regulatory gray area.
2.3 Evolution of Global Digital Tax Policy Over the past decade, the global tax environment has shifted rapidly due to the explosion of digital trade. OECD’s Base Erosion and Profit Shifting (BEPS) project initiated global conversations about fair taxation in the digital age. Countries like France (3% DST), India (2% Equalization Levy), and the UK (2% DST) implemented unilateral digital taxes pending a multilateral agreement (OECD, 2021). These policies were developed in response to growing dissatisfaction over tech giants profiting from foreign markets without paying corresponding taxes.
2.4 Empirical Review
2.4.1 Global Perspective Studies show that while digital taxation increases state revenue, it also imposes operational and financial strain on businesses. For example, after the UK introduced DST in 2020, Amazon reportedly adjusted fees charged to sellers, passing the
tax burden to small businesses and consumers (Deloitte, 2021). In the U.S., tech firms have criticized these taxes as discriminatory, leading to trade tensions.
2.4.2 African Context In Africa, digital taxation is relatively new but growing. Nigeria’s Finance Act 2020 imposes VAT on non-resident digital service providers, while Kenya introduced a 1.5% DST. Adegoke (2021) found that many SMEs lack the infrastructure to handle these new tax obligations. The ATAF (2022) warned that fragmented tax systems risk double taxation and could discourage foreign investment in African tech sectors.
2.4.3 Comparative Impact: Developed vs. Developing Countries In developed nations, large corporations often have the infrastructure to comply with digital tax laws. In contrast, businesses in developing countries face steep challenges including poor tax education, lack of skilled personnel, and weak IT systems. SMEs are disproportionately affected as they operate on thinner margins and have limited bargaining power (KPMG, 2022).
2.5 Impact on E-Commerce Sales Digital taxes often lead to price increases, especially when companies pass the cost onto consumers. Research in India showed a dip in online sales following the introduction of DST, particularly for low-cost goods (Tiwari & Kumar, 2020). Desvine Global, as an SME, may struggle to maintain competitive pricing in such environments, leading to reduced market share.
2.6 Digital Taxation and Consumer Behavior Consumer behavior is sensitive to digital pricing. When taxes lead to price increases, consumers may delay purchases, seek cheaper alternatives, or abandon carts. The uncertainty created by frequent tax law changes also erodes trust in digital platforms (Chukwuma & Ojo, 2021). Firms with less brand loyalty may experience customer attrition.
2.7 Operational Compliance Challenges Digital firms must navigate multiple jurisdictions with varied tax laws. This includes tax registration, return filing, audit management, and penalties for non-compliance. PwC (2021) notes that tax compliance is a top deterrent for SMEs looking to expand internationally. Desvine Global may face high legal costs, reduced efficiency, and increased financial risk if these challenges are not addressed effectively.
2.8 Strategic Responses by E-Commerce Firms Firms adopt several strategies to cope with digital tax burdens:
- **Absorption vs. Transfer Pricing:** Some absorb the tax to protect customer relationships, while others increase prices.
- **Geo-filtering:** Avoiding or limiting exposure in high-tax jurisdictions.
- **Technology Investment:** Utilizing tax automation tools (e.g., Avalara, TaxJar).
- **Legal Structuring:** Registering subsidiaries in low-tax jurisdictions or consolidating operations.
Desvine Global should consider combining tech-driven compliance, strategic pricing, and expert consultation to optimize operations and reduce tax exposure.
2.9 Research Gap Most existing research emphasizes multinational corporations or regulatory overviews. There is limited focus on how mid-sized, digitally-native firms in emerging markets adapt to and are affected by digital taxation. This study bridges this gap by focusing on Desvine Global, exploring its operational realities and strategic responsibilities   
                                        CHAPTER THREE
                             RESEARCH METHODOLOGY
3.0 Introduction
This chapter outlines the methodology adopted for the study on the impact of digital taxation on e-commerce sales, using Desvine Global as a case study. Research methodology refers to the systematic procedures used in collecting, analyzing, and interpreting data to answer research questions or test hypotheses. It ensures that the research is conducted in a logical, structured, and scientifically sound manner. This chapter discusses the research design, population of the study, sample size and sampling technique, sources of data, research instruments, procedures for data collection, methods of data analysis, ethical considerations, and limitations of the study.
3.1 Research Design
A descriptive survey research design is employed in this study. This design is appropriate because it allows the researcher to systematically describe the situation as it exists, and to explore the relationship between digital taxation and e-commerce performance. The case study approach is also incorporated, focusing on Desvine Global to allow for in-depth examination of the company’s operations, responses to digital tax policies, and observed changes in sales patterns.
Descriptive survey design is commonly used in business and social science research as it permits the gathering of both qualitative and quantitative data to understand attitudes, opinions, behaviors, and characteristics of a population. In this study, the design enables the collection of data from employees and customers of Desvine Global regarding their perceptions and experiences of digital taxation.
3.2 Population of the Study
The population of the study consists of two main groups:
1. Employees of Desvine Global: Including management staff, financial analysts, digital marketing personnel, legal and compliance officers, IT personnel, and logistics coordinators.
2. Customers of Desvine Global: These include frequent online shoppers who have used the company’s digital platform in the last 12 months and are affected by changes in pricing, delivery timelines, and purchasing processes.
This population is chosen because it comprises individuals with firsthand knowledge of the company’s operations and how digital taxation may have impacted sales, operations, and customer satisfaction.
3.3 Sample Size and Sampling Technique
Given the scope and timeframe of the study, a total of 50 participants will be selected:20 employees from various departments including finance, operations, marketing, and compliance.30 customers who have engaged in online transactions through Desvine Global’s platform.
A purposive sampling technique is used for employee selection to ensure that only individuals with relevant responsibilities in taxation, pricing, customer relations, or strategic planning are involved. For customers, convenience sampling is applied, targeting those who are available and willing to participate.While not random, these sampling methods are practical for case study research and enable focused insights from participants with the most relevant experiences.
3.4 Sources of Data
The study relies on both primary and secondary data:
Primary Data: Collected through structured questionnaires and semi-structured interviews with selected employees and customers of Desvine Global.
Secondary Data: Includes academic journals, textbooks, previous research studies, government policy documents, digital taxation laws, company reports, and financial records. These materials help provide context and support for analyzing the effects of digital taxation.Using both sources of data allows for triangulation, improving the validity and reliability of the research findings.
3.5 Instrument for Data Collection
The main data collection instrument is a structured questionnaire designed to elicit information from both staff and customers. The questionnaire uses a combination of closed-ended (Likert scale, multiple choice) and open-ended questions to balance quantitative and qualitative data.
Additionally, semi-structured interviews will be conducted with management-level staff, particularly those involved in finance and compliance, to gain deeper insights into the company’s strategic response to taxation.
3.6 Validity and Reliability of the Instrument
To ensure validity, the questionnaire will be subjected to expert review by two university lecturers and one industry professional with expertise in taxation and e-commerce. Their feedback will help refine question wording, sequence, and clarity.
A pilot test involving 5 respondents (2 staff and 3 customers) will be conducted. This will help identify any ambiguity or confusion in the questions, and adjustments will be made based on the feedback.
Reliability will be tested using Cronbach’s Alpha, a statistical measure used to assess the internal consistency of the questionnaire. A reliability coefficient of 0.7 or above will be considered acceptable for this study.
3.7 Method of Data Collection
Data collection will take place in two phases:
1. Phase One: Distribution of questionnaires to selected employees and customers. The questionnaires will be delivered via email, WhatsApp, and printed copies where necessary. Participants will be given one week to respond.
2. Phase Two: Conducting semi-structured interviews with at least 5 senior staff members. These interviews will be conducted in person or via Zoom/phone calls, depending on availability.Data collection is expected to take approximately three weeks, including follow-ups and scheduling interviews.
3.8 Method of Data Analysis
Data analysis will be both quantitative and qualitative:
Quantitative data (from the questionnaires) will be analyzed using descriptive statistics such as frequency distribution, percentages, mean scores, and standard deviation. SPSS or Microsoft Excel will be used to manage and process this data.
Inferential statistics such as correlation analysis and regression analysis may be used to determine the relationship between digital taxation and e-commerce sales performance.
Qualitative data (from interviews and open-ended responses) will be analyzed using thematic analysis, which involves identifying recurring themes, patterns, and meanings from participants’ responses.The use of both methods ensures a richer understanding of the problem and provides more comprehensive insights.
                             CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION
4.0 Introduction
This chapter presents and interprets the data gathered to investigate the impact of digital taxation on Desvine Global’s e-commerce operations. The data was collected through structured questionnaires distributed to 50 participants (30 customers and 20 staff), out of which 47 valid responses were received. Additionally, semi-structured interviews were conducted with five senior staff members. This chapter is structured around the research questions and objectives of the study, and findings are presented in a comprehensive manner for analysis and interpretation.
4.1 Response Rate
A response rate of 94% indicates a high level of participation, enhancing the reliability of the data. High response rates are essential in ensuring that the findings are representative of the target population. In this study, the majority of those contacted were willing to provide feedback, which supports the credibility of the analysis.
	Respondent category
	Questionaire distributed
	Returned
	Response rate (%)

	Staff
	30
	19
	95

	Customers
	30
	28
	93

	Total
	50
	47
	94


SURVEY STUDY 2025
4.2 Demographic Characteristics of Respondents
4.2.1 Gender Distribution
	Gender
	Frequency
	Percentage

	Male
	27
	57.4%

	Female
	20
	42.6%
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4.2.2 Age Range
	Age group
	Frequency
	Percentage

	18-25
	10
	21.3%

	26-35
	23
	48.9%

	36-45
	9
	19.1%

	45+
	5
	10.6%
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4.2.3 Role in Company or Customer Type: Among the staff respondents, departments were represented as follows: Finance – 6, Operations – 4, Marketing – 5, and Management – 4. Customer respondents included 18 regular buyers and 10 occasional buyers. This diversity in role and usage pattern provided a holistic view of the impact of digital taxation from various operational and consumer standpoints.
4.3 Analysis Based on Research Questions
4.3.1 To what Extent Does Ddigital Taxation influence Devine's Global's E-commerce sale's?
	Response
	Frequency
	Percentage
	
	

	Strongly agree
	20
	42.6%
	
	

	Agree
	15
	31.9%
	
	

	Neutral
	5
	10.6%
	
	

	Disagree
	4
	8.5
	
	

	Strongly agree
	3
	6.4%
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Interpretation:A combined 74.5% of a participants believe that digital taxation significantly reduces sales.staff confirmed lower international convertions in market where new tax law have recently been enacted.
4.3.2 How Does Digital taxation affect consumer behavior?
	Response
	Frequency
	Percentage

	Yes
	38
	80.9%

	No
	9
	19.1%
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Interpretation:80.9% of customers indicated  that taxes negatively infuence their purchasing decisions.Interview data shows customers are more likely abandon cart when tax is added at the final checkout stage.
4.3.3 What operational challenges does Desvine Global Face?
	Challenge
	Frequency

	Complex multi-country compliance
	14

	High cost of compliance software/tools
	11

	Lack of in-house tax expertise
	9

	Risk of double taxation
	7
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Interpretation:the firm struggle with navigating inconsistent rule across different jurisdiction.These regulatory discrepancies increase financial and operational strain.
4.3.4 What strategies  can Desvine Global implement?
	Proposed strategy 
	Frequency

	Invest in automated tax system 
	18

	Reduce market exposure in high tax zone
	12

	Increase engagement with policy makers
	9

	Provide staff training in tax comoliance
	8
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Interpretation: participants agree that strategic realignment-focusing on tax- efficient region and enhancing internal capacity -is essential.
4.4 Summary of Interview Insights
Key insights from the interviews with senior staff members underscored that digital taxation has contributed to a 12% decline in online sales over the past fiscal year. The cost of implementing tax software has risen, and more staff time is now allocated to ensure compliance with tax obligations, delaying some business expansion efforts.
4.5 Cross analysis:Role vs .impsct perception
	Staff role
	Strongly agree
	Agree
	Neutral 

	Finance
	6
	0
	0

	Operations
	2
	2
	0

	Marketing
	3
	2
	0

	Management
	2
	3
	1


SURVEY STUDY 2025
Cross-Analysis: Role vs. Impact Perception
A comparative analysis based on respondent roles revealed that finance staff unanimously viewed digital taxation as a critical operational challenge. Marketing and operations teams also alostcknowledged the adverse impact, particularly in terms of  customers and longer conversion cycles. Management shared a broader strategic concern, emphasizing how taxation reduces the firm’s competitive edge in digital marketplaces.
4.6 Comparative Market Analysis
Desvine Global operates in multiple markets, and comparative analysis revealed that countries with straightforward and harmonized tax systems demonstrated higher performance in sales and customer retention. Conversely, jurisdictions with ambiguous or rapidly changing digital tax laws experienced reduced activity and customer dissatisfaction.
4.7 Observed Operational Adjustments
To manage digital taxation requirements, Desvine Global implemented enterprise-level tax automation systems, reassessed its regional pricing strategies, and developed tailored training for sales staff to handle customer inquiries related to tax. These changes aimed to enhance compliance and improve the customer experience.
4.8 Consumer Behavior Trends
Notable behavioral trends included a high incidence of cart abandonment when taxes were displayed at checkout, especially among price-sensitive consumers. Many customers also expressed a preference for platforms with transparent, tax-inclusive pricing models. These insights point to the growing need for clearer communication and education around digital taxation among users.
4.9 Staff Views on Compliance Burden
Feedback from staff emphasized the growing burden of compliance. The finance team, in particular, highlighted the time-consuming nature of ensuring up-to-date compliance with multiple tax jurisdictions, managing tax audits, and reconciling online payments with tax obligations. These challenges are exacerbated by frequent policy updates.
4.10 Lessons and Strategic Insights
The data suggest that early investment in tax technology, proactive staff training, and continuous monitoring of global tax policies are essential to mitigating the negative effects of digital taxation. Desvine Global also identified the importance of lobbying for simplified tax laws through trade associations and government partnerships.
4.11 Summary of Findings
In conclusion, the data analysis reveals that digital taxation significantly influences both the internal operations and external customer engagement of Desvine Global. It has led to a measurable drop in sales, changed consumer purchasing patterns, and introduced new administrative burdens. While the company has adopted several strategic responses, the need for further policy clarity and technological innovation remains crucial.


CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS

5.0 Introduction
This chapter provides a comprehensive summary of the study’s findings, draws conclusions based on those findings, and offers well-grounded recommendations for Desvine Global and similar firms dealing with the realities of digital taxation. Furthermore, it presents the study’s contributions to academic knowledge and outlines areas that warrant future research. The intention is to present actionable insights that not only answer the research questions but also support business sustainability in the evolving digital economy.


---

5.1 Summary of the Study
The central focus of this study was to investigate the impact of digital taxation on e-commerce sales and operations, using Desvine Global as a case study. Digital taxation, including digital services tax (DST) and value-added tax (VAT) on digital goods and services, is a rapidly evolving regulatory framework implemented by many countries to ensure fair revenue from the digital economy.
The study was premised on the understanding that while digital taxes are necessary for modern economic governance, they can adversely affect e-commerce platforms, particularly small and medium-sized enterprises (SMEs) operating across multiple jurisdictions.
A mixed-methods approach was used, involving questionnaires and semi-structured interviews with staff and customers of Desvine Global. A total of 47 valid responses were received and analyzed using descriptive and thematic methods.


---

5.2 Summary of Key Findings
The analysis of responses and interviews led to the following key findings:
Sales Decline: Over 74% of respondents agreed that digital taxation has directly reduced Desvine Global’s online sales. This was attributed to customer attrition, price sensitivity, and reduced cross-border transactions.
Consumer Behavior Impact: 81% of respondents indicated that digital taxation has changed their purchasing habits. Customers often abandon their carts when taxes are added at checkout, demonstrating price elasticity and the importance of transparent pricing.
Compliance Challenges: The firm faces substantial difficulties in adhering to varied tax regulations in multiple countries. These include legal complexity, high costs of software and consultants, and the potential for double taxation.
Strategic Gaps: The company has taken some initial steps, such as subscribing to compliance tools and adjusting prices. However, staff and customers agree that more strategic planning is needed, particularly in market selection and customer education.
5.3 Conclusion
The study concludes that digital taxation, though a logical evolution in global revenue collection, has created tangible and often severe complications for digitally driven businesses like Desvine Global. The current tax landscape introduces a new layer of complexity that SMEs are often ill-equipped to handle.
Desvine Global has already experienced measurable consequences—lower sales, strained customer trust, increased operational costs, and postponed market expansion efforts. However, the study affirms that with the right mix of technology, strategy, and internal preparedness, the firm can navigate and possibly benefit from these changes by outperforming less adaptive competitors.
5.4 Recommendations
5.4.1 Invest in Digital Tax Compliance Tools
The first and most pressing need is for Desvine Global to adopt automated tax compliance solutions. Platforms like Avalara, TaxJar, and Sovos provide reliable systems that can calculate taxes in real-time across jurisdictions, generate reports, and manage remittance deadlines. This reduces human error, enhances reporting accuracy, and frees internal staff for more strategic tasks.
5.4.2 Display Tax-Inclusive Prices Transparently
To improve customer trust and reduce cart abandonment, the company must implement systems that show final tax-inclusive prices before checkout. This simple interface update can significantly increase conversion rates by eliminating hidden fees.
5.4.3 Conduct Pre-Market Entry Tax Assessments
Before entering new international markets, Desvine Global should include tax burden analysis as a key decision criterion. Markets with high or unclear tax structures should be avoided or approached cautiously, with robust compliance plans in place.
5.4.4 Join Industry Advocacy Groups
By becoming a member of national and international digital commerce associations, Desvine Global can gain a voice in policy development and stay informed of pending regulatory changes. This also provides a network of support and shared resources among similar firms.
5.4.5 Regular Staff Training and Internal Audits
Desvine Global should institutionalize periodic training for finance, operations, and marketing teams on digital tax regulations and reporting protocols. In addition, internal audits should be conducted quarterly to identify compliance gaps and avoid penalties.
5.4.6 Customer Education Campaigns
Misunderstandings about digital tax policies often lead to customer dissatisfaction. The company should provide FAQs, blog posts, and in-app explanations to educate buyers on why taxes are charged and how the firm complies with international rules. Informed customers are less likely to perceive tax-inclusive prices as exploitative.
5.4.7 Product and Pricing Segmentation
Tailoring products, services, and promotional strategies by region can help the company cope with local tax structures. This might mean pricing high-demand items higher in taxed regions while offering tax-free or discounted alternatives elsewhere.
5.7 Suggestions for Further Studies
1. Comparative Case Studies: Future researchers can explore multiple companies across regions to validate or refine this study’s findings.
2. Longitudinal Research: Observing the long-term impact of digital tax laws on SME performance over multiple fiscal years can provide deeper insights.
3. Policy Analysis Studies: Scholars can investigate the effectiveness, fairness, and consequences of DST laws in various jurisdictions.
4. Consumer Psychology and Taxation: There is a need for more detailed studies into how digital buyers perceive tax inclusion, transparency, and fairness.
5. Technological Adoption in Tax Compliance: A study focused purely on evaluating the impact of compliance automation tools on firm performance would be beneficial.
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