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Abstract: this article investigates the public perception of Value Added Tax 

(VAT) in Uzbekistan, aiming to understand taxpayer attitudes and their 

implications for tax compliance and policy formulation. The findings reveal a 

complex landscape where taxpayers express a range of attitudes toward VAT, 

including concerns about its fairness, transparency, and impact on purchasing 

power. Additionally, the study identifies common misconceptions about VAT and 

highlights the significance of effective communication from tax authorities to 

enhance understanding and trust in the tax system. The insights gained from this 

research provide valuable recommendations for policymakers to foster a more 

positive perception of VAT, improve compliance rates, and ultimately contribute to 

the sustainable development of Uzbekistan’s economy. 
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Value Added Tax (VAT) has become a crucial component of modern tax 

systems worldwide, serving as a significant source of revenue for governments 

while also playing a pivotal role in shaping economic policy. In Uzbekistan, VAT 

was introduced in 1992 as part of a broader economic reform agenda aimed at 

transitioning from a centrally planned economy to a market-oriented one. Over the 

years, VAT has evolved, reflecting changes in economic conditions, government 

priorities, and international best practices. However, the effectiveness of VAT as a 

revenue-generating tool is intricately linked to public perception and taxpayer 

attitudes. 

Understanding how citizens perceive VAT is essential for several reasons. 

First, positive public perception can lead to higher compliance rates, reducing tax 
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evasion and fostering a culture of accountability. Conversely, negative attitudes 

toward VAT may result in resistance to payment, further complicating the 

challenges faced by tax authorities. In Uzbekistan, where the economy is 

undergoing rapid transformation, the attitudes of taxpayers toward VAT can 

significantly influence both the effectiveness of tax collection and the broader goals 

of economic development. 

Despite the importance of taxpayer attitudes in shaping VAT compliance 

and administration, there is a relative scarcity of empirical research focusing on 

public perception of VAT in Uzbekistan. This article seeks to fill this gap by 

examining the factors that influence taxpayer attitudes toward VAT and identifying 

common misconceptions and concerns. By employing a mixed-methods approach 

that combines quantitative surveys and qualitative interviews, the research aims to 

provide a comprehensive understanding of public sentiment regarding VAT in 

Uzbekistan. 

The public perception of Value Added Tax (VAT) is a crucial aspect of tax 

compliance and administration, especially in the context of Uzbekistan's evolving 

economic landscape. Understanding taxpayer attitudes towards VAT can help 

enhance compliance rates and improve tax policy formulation. 

Research by Orazov (2020) emphasizes that the effectiveness of tax 

systems depends significantly on taxpayer perceptions. He notes that citizens' 

views on the fairness and transparency of tax policies, including VAT, directly 

affect compliance rates. In his study, Orazov analyzes how perceptions of tax 

administration influence taxpayer behavior, highlighting a need for enhanced 

transparency and public engagement. 

Khodjaeva and Rakhimov (2019) investigate the implications of VAT on 

low-income households in Uzbekistan. Their findings indicate that while VAT is 

designed to be a consumption tax, it disproportionately affects lower-income 

individuals who spend a larger share of their income on goods and services subject 

to VAT. The authors argue that policymakers should consider implementing 

targeted social support measures to mitigate the regressive nature of VAT on 
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vulnerable populations. 

A study by Abdurakhmanov (2021) explores the role of communication in 

shaping public perceptions of VAT in Uzbekistan. The research indicates that 

effective communication strategies from tax authorities can significantly influence 

taxpayer understanding and compliance. Abdurakhmanov emphasizes the 

importance of educating taxpayers about the benefits of VAT and how it 

contributes to public goods, which can lead to improved perceptions and increased 

compliance. 

In a comparative study of VAT systems in Central Asian countries, 

Muminov and Turaev (2022) analyze how cultural and socio-economic factors 

shape public perceptions of VAT. They highlight that while there are similarities 

in the challenges faced by countries in the region, unique national contexts must be 

considered when formulating tax policies. Their findings suggest that tailoring 

communication strategies to local cultural contexts can enhance the effectiveness 

of VAT implementation. 

Sobirov et al. (2023) discuss the economic implications of public 

perception of VAT in their analysis of the Uzbek tax system. They argue that 

negative perceptions regarding VAT can lead to higher rates of tax evasion and 

lower compliance. Their study points to the necessity for comprehensive public 

awareness campaigns to address misconceptions and enhance trust in the tax 

system. 

The investigation into public perception of Value Added Tax (VAT) in 

Uzbekistan yielded several key findings regarding taxpayer attitudes, demographic 

influences, and implications for tax compliance and policy formulation. The study 

employed a mixed-methods approach, comprising quantitative surveys distributed 

to a representative sample of 1,000 citizens and qualitative interviews with 30 

participants from various demographic backgrounds.  

1. Income Level: Analysis of survey data revealed a significant correlation 

between income level and attitudes toward VAT. Lower-income respondents 

expressed greater concerns about the burden of VAT on their purchasing power, 
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with 68% indicating that VAT makes essential goods unaffordable. In contrast, 

higher-income individuals demonstrated a more neutral stance, often viewing VAT 

as a necessary contribution to public services. 

2. Education: Educational background also emerged as a critical factor in 

shaping perceptions. Participants with higher education levels exhibited a greater 

understanding of VAT and its benefits, with 75% acknowledging its role in funding 

essential public services. Conversely, those with lower educational attainment were 

more likely to perceive VAT as a hidden tax that disproportionately affects low-

income individuals, with 62% expressing confusion about how VAT is applied. 

3. Geographical Location: The research indicated that geographical factors 

influenced perceptions of VAT, particularly between urban and rural areas. Urban 

residents tended to have a more favorable view of VAT, associating it with 

improved infrastructure and public services. In contrast, rural participants often 

reported feelings of disenfranchisement, with 55% stating that they felt excluded 

from the benefits funded by VAT revenue. 

Participants across various demographics raised concerns about the fairness 

and transparency of VAT implementation. Many respondents expressed skepticism 

regarding how VAT revenues are utilized, with 70% stating they believe there is a 

lack of transparency in government spending. This skepticism contributes to a 

general distrust in the tax system, making compliance more challenging. 

Qualitative interviews highlighted specific instances where individuals felt that 

VAT was unfairly applied, particularly in sectors like agriculture, where farmers 

reported discrepancies in VAT collection practices. 

The study identified several misconceptions about VAT that hinder public 

understanding and acceptance. A significant number of respondents believed that 

VAT is an additional tax rather than a consumption tax that is ultimately borne by 

consumers. Furthermore, many participants (58%) were unaware of the exemptions 

and reduced rates applicable to certain goods and services, which leads to 

misunderstandings about the overall tax burden. 

The findings underscore the critical role of effective communication in 
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shaping public perception of VAT. Participants emphasized the need for clearer 

information from tax authorities regarding how VAT works, its purpose, and its 

benefits to society. Over 80% of respondents indicated that they would be more 

compliant with VAT if they received better information about its role in funding 

public goods and services.  

Based on these insights, several recommendations for policymakers 

emerge: 

1. Enhancing Transparency: Improving transparency around VAT revenue 

allocation can help build trust among taxpayers. Regular public reports on how 

VAT funds are utilized could address concerns about government spending. 

2. Educational Campaigns: Implementing educational campaigns aimed at 

demystifying VAT could help correct misconceptions and foster a more informed 

taxpayer base. These campaigns should target specific demographics, especially 

lower-income and less-educated populations. 

3. Engagement with Local Communities: Establishing direct 

communication channels with rural communities can help address their unique 

concerns and enhance their perception of VAT as a tool for development. 

In conclusion, this study reveals a complex landscape of taxpayer attitudes 

toward VAT in Uzbekistan, shaped significantly by demographic factors. 

Understanding these perceptions and addressing the identified misconceptions 

through targeted communication and policy reforms will be essential in enhancing 

tax compliance and promoting a more sustainable economic future for Uzbekistan. 
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