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Abstract

This study examines the mediating role of taxpayer’s satisfaction in the relationship between
service quality of account representative and voluntary tax compliance. The research employed a
quantitative approach with a survey method. The data were collected by distributing
questionnaires to 327 taxpayers who had previously consulted with an account representative.
Structural equation modelling (SEM) using AMOS Graphics was employed to analyse the data.
The research results showed that the service quality of account representatives and taxpayer
satisfaction had positive and significant effects on voluntary compliance. This study also found
that taxpayer satisfaction does not mediate the relationship between the service quality of account
representatives and voluntary. This was because tax payments are compulsory and based on law,
so whether the taxpayers are satisfied with the service of the account representative does not affect
their compliance in paying the taxes.
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Meningkatkan Kepatuhan Pajak Sukarela: Peran Kualitas
Layanan Account Representative

Abstrak

Penelitian ini menganalisis kepuasan wajib pajak dalam memediasi hubungan antara kualitas
layanan Account Representative dengan kepatuhan sukarela. Pendekatan penelitian yang
digunakan bersifat kuantitatif dengan metode survei. Data dikumpulkan dengan mendistribusikan
kuesioner kepada 327 wajib pajak yang pernah berkonsultasi dengan Account Representative.
Model penelitian menggunakan Structural equation modelling (SEM) dengan menggunakan grafik
AMOS untuk menganalisis data. Hasil penelitian menunjukkan bahwa kualitas layanan Account
Representative dan kepuasan wajib pajak berpengaruh positif signifikan terhadap kepatuhan
sukarela. Studi juga menemukan bahwa kepuasan wajib pajak tidak memediasi hubungan antara
kualitas layanan Account Representative dengan kepatuhan sukarela. Hal ini dikarenakan
pembayaran pajak bersifat wajib, sehingga puas atau tidaknya atas layanan Account
Representative tidak menentukan kepatuhan sukarela mereka.
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INTRODUCTION

Many countries in the world are confronted with challenges in fiscal management,
particularly in relation to tax revenue. Meanwhile, tax payments represent a burden that
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must be borne by taxpayers, potentially leading to non-tax compliance. Nontax
compliance refers to the propensity of taxpayers to engage in an unfavorable tax behavior,
including tax avoidance and/or tax evasion (T. H. Nguyen, 2022).

Optimization of tax revenue can be achieved through taxpayer compliance. Various
literature sources have discussed multiple dimensions of taxpayer compliance. Taxpayer
compliance is defined as the willingness and ability of taxpayers to adhere to tax laws and
regulations. This may be interpreted as the readiness to accurately report income each
year and to pay taxes in a timely manner. Taxpayer compliance is seen as the extent to
which taxpayers are satisfied with the tax regulations (Hassan et al., 2021).

Indonesia is a developing country that faces unique tax-related challenges,
particularly in terms of taxpayer compliance. The compliance of a taxpayer can be seen
through two sides, i.e. the compliance of paying the tax and delivering the Tax Return
(SPT). The compliance of tax payment can be measured by using tax ratio. The tax ratio
is a comparison between revenue taxes with Gross Domestic Product (GDP) in a period
of time certain. In 2022, the tax ratio in Indonesia is 10.39%. This value is smaller than
other ASEAN countries such as Thailand (17.8%), Vietnam (16.21%), Singapore
(12.96%), and Cambodia (12.04%).

The low tax ratio in Indonesia is caused by the low level of tax compliance. The
compliance of the Tax Return can be seen through the percentage of the taxpayers who
had filed the Tax Return compared to the total numbers of the taxpayers. The compliance
of the Tax Return filing in Indonesia is considered low. According to the implementation
of National Tax Survey (SPN), the total number of taxpayers who had registered
themselves were 22.89 million. From this number, 20.814 milion of them were personal
taxpayers and 2.07 million of them were institutional taxpayers. Meanwhile, the total of
the annual Tax Return per 2024 was as big as 16.040.339. From this data, it can be seen
that the formal compliance ratio in 2024 was 85.75%. This value is lower than the formal
compliance ratio in 2023 and 2023 with values of 86.97% and 86.8%.

Several factors influence voluntary compliance, including the quality of tax services
and the satisfaction of the taxpayers themselves. Voluntary compliance tends to improve
when tax services are delivered optimally, thereby the taxpayer satisfaction increases,
which ultimately encourages taxpayers to comply with tax regulations. One of the divisions
within the tax office is Account Representative (AR). AR is an employee who is appointed
in each section of supervision and consultation at the tax office which has implemented
modern organization. The main job of an AR is to explore the tax potentials which haven’t
been caught and to control the tax potentials which have been discovered (Mebratu, 2024).
Pratama KPP Karangpilang, Surabaya, is one of the tax service offices implementing
modern organization and providing an AR. With the existence of AR, it is expected that
there will be more tax potentials netted in the KPP. Further, by providing a free service of
AR, it is also expected to increase the compliance of the taxpayers (Faizal et al., 2017).

With the availability of AR quality service, it is expected to increase the voluntary
compliance of the taxpayers. Various previous studies have produced research on the effect
of tax services on the voluntary compliance of individual taxpayers. The quality of tax
services provided by the tax authority can be classified into information service, interaction

service, and transaction service (e Hassan et al., 2021; Susuawu et al., 2020; Muche, 2014).
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Transaction service is the main and core service provided by the tax authority. From various
published articles, most have researched tax services in general, such as information
services, interactive services, and transaction services (Lukman et al., 2022; Puspitasari &
Meiranto, 2014; Rashid et al., 2021). Studies focusing specifically on the function of the
Account Representative at tax service offices are still limited, even though the Account
Representative has a special role in tax services as described above. Research on the quality
of services in the Account Representative function remains very limited, especially in
Indonesia. Therefore, the author seeks to fill this gap by narrowing down tax services to the
Account Representative services available at tax service offices.

The research mechanism was done by analyzing the voluntary compliance of
individual taxpayers who had received consultation services from an AR. However, it
should be noted that not all individual taxpayers in Indonesia consulted with an AR, so this
study will focus only on those who have ever consulted with an AR. Additionally, the
author will include taxpayer satisfaction as an intervening variable, where before deciding
to comply, taxpayers first experience satisfaction with the AR’s services.

According to Lovelock (2016), someone’s satisfaction level after utilizing a service
was determined by the quality service given to them. The better the service received by the
clients, the higher the satisfaction level of the compliance among the taxpayers (Faizal et
al., 2017). The satisfaction among the taxpayers is expected to increase their compliance.
Taxpayers who have received services from Account Representatives (AR) are likely to
experience a sense of satisfaction first before deciding to comply with tax regulations. This
has been proven by several research which stated that the satisfaction of a service
significantly influenced the taxpayers compliance (Shiferaw & Tesfaye, 2020). The research
result implicitly showed the meaning of the importance of service strategy given to the
compliance of taxpayers. Thus, with the existence of the quality AR, the satisfaction among
the taxpayers will be increased, and further, it will also increase the compliance of the
taxpayers.

In general, taxpayers who willingly comply have a favorable tax attitude Further, this
will lead to their high degree of trust in tax services. Similarly, when the taxpayers are
treated fairly, respectfully, and openly, tax administrators are satisfied. This condition will
foster a relationship of mutual trust referring to this contentment as derived from a logical
cognitive analysis of common objectives, the extent to which taxpayers rely on their
Account Representative, internal or external variables of the tax administrator, or both (Al-
Ttaffi et al., 2020). Implicit satisfaction is another type of enjoyment that can occur naturally
and unconsciously without any significant consideration of the causes (Babatunde, 2023).

According to taxpayers, this type of instinctive response arises from personal
knowledge and recollection of tax administrators. In order to boost voluntary tax
compliance, this has led to another question: what tactics should tax administrators employ
to promote implicit and reason-based trust? The way the taxpayers engage with their
Account Representatives is directly tied to their tax compliance behavior (Chindengwike &
Kira, 2022). This encounter, whether favorable or unfavorable, has the potential to either
boost or decrease taxpayers' voluntary compliance by fostering or undermining their
contentment (Sritharan et al., 2020). Wichmann et al. (2024) recommended that Account
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Representatives should be prioritized in terms of honing their communication skills when
giving services in order to increase taxpayer satisfaction and encourage voluntary
compliance.

There are three primary components in this study. The study's history is covered in
the first section. After reviewing previous research, the second section develops hypotheses
for this investigation. The research methodology is provided in the next section, which is
followed by a presentation of the findings and a discussion of the findings. The conclusion
and implications part, covering the implications of the findings, limits, and future study
direction, is the fifth and last section.

Various studies have been conducted to test whether there is a relationship between
service quality and voluntary tax compliance. Research conducted by Saragih & Putra
(2021) demonstrated that the level of tax services quality positively affects taxpayer
compliance. Taxpayers' level of compliance increases with the quality of delivered services
tax officers. In addition, Chindengwike & Kira (2022) also showed that individual
taxpayers' voluntary compliance is significantly affected by the caliber of tax services. These
results suggested that individual taxpayers' voluntary compliance is affected by the caliber
of account representative services. Consistent with the findings of other studies, voluntary
compliance increases with the quality of services rendered. Taking into account the
arguments and references that are currently available, the study's initial hypothesis is:

H1: The quality of account representative services has a positive effect on the voluntary
compliance on individual taxpayers.

The quality service is the main factor affecting the satisfaction of the clients. Research
by Andreas & Savitri (2015) proved that the quality of tax service played a significant role
in determining the satisfaction of the taxpayers. The research result of Al-Ttaffi et al. (2020)
presented similar result where several dimensions such as tangibility, empathy, reliability,
responsiveness, and assurance confirmed their significant effect towards the satisfaction of
the taxpayers. This finding was in line with a study by Muche (2014) that revealed the
positive effect of the quality service towards the clients’ satisfaction. The hypothesis
proposed in the research was to examine the connection of AR quality service and the
taxpayers’ satisfaction by relying on a view that the clients’ satisfaction will be achievable if
their willingness meet their expectations towards the products or service. If the service given
to the clients are suitable or more than their expectations, the satisfaction will be achieved.

H2: The quality of account representative service has a positive effect on individual
taxpayers’ satisfaction

Several research had been done to study the relationship between the taxpayers’
satisfaction and voluntary compliance. One of them is a study by Shiferaw & Tesfaye
(2020) and Chandra et al. (2023) about the effect of Satisfaction of the Taxation Service
on the Compliance of Taxpayers. The research result showed that the satisfaction of the
taxpayers measured based on their physical evidence, skillfulness, responsiveness,
trustworthiness, and empathy has a positive effect on the compliance of the taxpayers.
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According to the research, the argument proposed to underline the hypothesis set for the
study is:

H3: The taxpayers satisfaction has a positive effect on individual taxpayers voluntary
compliance.

Chandra et al. (2023) stated that the quality service given by the account
representative can increase the satisfaction of the taxpayers. Thus, it is expected that
this can motivate the taxpayers to be more compliant in paying the tax voluntarily. The
satisfaction towards the given service will make people think that paying the tax is not a
forced-obligation. Instead, they will think that it is a responsibility that must be done with
personal motivation and consciousness. A study conducted by Andreas & Savitri (2015)
showed that the satisfaction of taxpayers played a role as the connecting variable between
several dimensions i.e. empathy, reliability, responsiveness, assurance, dan loyalty of the
taxpayer. The quality service will increase the satisfaction of the taxpayers which will, in
turn, encourage them to boost up their compliance. Hence, an argument proposed for the
hypothesis is that the quality service of an account representative can result in the
satisfaction of the taxpayers which further impact to the compliance of the taxpayers.

H4: The satisfaction of the taxpayers mediates the relationship between the quality service
of the account representative to voluntary compliance.

Taxpayer’s
Satisfactory
0 H3
Accoun'f Taxpayer’s Voluntary
Reprc?sentatlYe’s > Compliance
Quality Services H1

Figure 1. Research Model

METHOD

This research applied a quantitative approach, where the variables being observed can
be identified and the relationship between variables is measurable. The quantitative
approach relies on numerical data. On the other hand, this study is also testing the
hypotheses. A research design that is used to test a hypothesis tests the connection between
variables, both correlational and cause-effect relationships. In addition to that, this research
employed a survey where information was gathered from the respondents by collecting data
both directly and indirectly.
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Operational Variable

Variables used in this research covered three points: (1) quality service of the Account
Representative (AR) as an independent variable (X), (2) the satisfaction of the taxpayers
as a mediated variable (Z), and (3) the voluntary compliance of the taxpayers as a
dependent variable. Account representative quality service is defined as a service which is
executed based on five dimensions of quality service by Kotler (2014): tangibility,
reliability, responsiveness, assurance, and empathy. The indicator of taxpayer’s
satisfaction defined in this study is in line with a statement from Vukmir (2006) which has
been used by Balinado et al. (2021) and Ali et al. (2021). It covers (a) the satisfaction with
the service, (b) the fulfilled expectations after using the service, (c¢) willingness to
recommend to others, and (d) the loyalty to consistently buy the products. Thus, the
indicator of the taxpayers’ voluntary compliance referred in this research is relevant to
Slippery Slope Framework by Kirchler et al. (2008) which includes (a) awareness of timely
tax reporting, (b) willingness to pay taxes without coercion, (c) understanding that paying
taxes is a moral obligation, (d) compliance even without being supervised or audited, and
(e) support for the tax system because it is considered fair. In this research, Likert scale is
used with score ranging from 1 to 4.

1 = Strongly Disagree

2 = Disagree

3 = Agree

4 = Strongly Agree

Sample

The population applied in this research is all of personal taxpayers registered in Pratama
KPP Karangpilang, Surabaya, who have done a consultation session with account
representative in 2023 with 327 samples of the individual taxpayers. The questionnaire
was distributed to all of them.

Table 1. Respondent Demographic

Variables Classification Amount Percentage (%)
18-30 years old 45 14.72%
Age 31-40 years old 137 41.89%
41-50 years old 124 37.92%
Above 50 years old 21 7.33%
Respondents’ High school 22 6.73%
Education College level 120 36.7%
University level 185 56.57%
Gender Male 124 37.79%
Female 203 62.21%
Visit Frequency to  1-3 times 224 73.25%
Account 4-7 times 68 20.79%
Representative More than 7 times 35 10.07%
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Data Analysis

Preliminary data analysis, including validity and reliability testing, data filtering,
descriptive statistics, and classical assumption testing, was conducted using SPSS 25.0.
application However, the Covariance-Based Structural Equation Modeling (CB-SEM)
was tested using AMOS application. CB-SEM allows researchers to simultaneously
analyze complex relationships, making it widely used in social, psychological,
management, and other research fields (Afthanorhan et al., 2020). CB-SEM is also suitable
for studies involving large and normally distributed datasets. In this study, the data from
327 respondents were normally distributed. Therefore, the CB-SEM model is appropriate
for testing the mediation relationship in this study, namely taxpayer satisfaction. The
following is the statistical description of the analyzed sample.

FINDING AND DISCUSSION

Descriptive Statistic Test
The detail of descriptive statistic test was presented in the Appendix 1. in the end of this paper.

Validity and Reliability Test

The critical value (rtable) was obtained by referring to the correlation table using 95%
confidence level or 5% significance level, with a degree of freedom for n=327 which is as
big as 0.113. According to the validity test, all of the question items reached a bigger score
than 0.113. Thus, it can be concluded that all items are valid and worth to proceed to the
reliability test. Based on the reliability test, the reliability coefficient value of quality
service (X) was 0.918, taxpayers’ satisfaction (Z) 0.620, and taxpayers’ compliance (Y)
0.656. It can be concluded that the value of Cronbach’s Alpha for each variable is more
than 0.6, which implied that the construct or variable used has been consistent and stable
all the time.

Classic Assumption Test

a. Normality Test
In this study, the normality test was done by using Kolmogorov-Smirnov test from the
residual value of a regression model under a condition. If the significance value is more
than 0.05, the data are normally distributed. If the significance value is less than 0.05,
the data are not normally distributed (Gozali, 2014: 31). The test result of this research
showed that all data have been normally distributed. The result of normality test
showed a significant value as big as 0.891 and it is normally distributed.

b. Heteroscedasticity Test
The result of the heteroscedasticity test is delivered in Table 3.

Table 2. The Result of the Heteroscedasticity Test

Model t Value Sig. Value
(Constant) .692 490
X .998 319
Z .385 .701
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From table 2, it can be revealed that the heteroscedasticity test result on
variables showed a significant value on the variable of quality service (X) which
was as big as 0.319 and the taxpayers’ satisfaction (Z) as big as 0.791. Since the
significance value is bigger than 0.05, it can be concluded that there is no
heteroscedasticity problem.

¢. Multicollinearity Test
Below are the results of the multicollinearity test:

Table 3. The Result of the Multicollinearity Test

B Tolerance VIF
1 (Constant) 5.537
X .092 754 1.326
Z .328 754 1.326

From table above, it can be seen that the tolerance number from both independent
variables are 0.754 (X), 0.754 (Z), and VIF scores reached 1.326 (X) and 1.326 (Z). If
the tolerance is more than 0.1 and the VIF is less than 10, it can be concluded that
there is no multicollinearity problem.

The Result of the Determination Coefficient Test

Table 4. Determination Coefficient
R R Square Adjusted R Square

0.361 0.224 0.221

According to the table 4, it can be figured out that the value of Adjusted R Square is
0.221. It makes the contribution given by the independent variable—in this case, quality
service of the AR—reached 22.1% while the remaining 77.9% was interpreted by other
factors which were beyond the scope of this study.

Hypothesis Testing
Hypothesis testing was conducted to see whether the hypothesis proposed in this research
was accepted or rejected. The hypothesis test in this study is the partial (t-test) of:

H1: Quality of account representative services has a positive effect on voluntary
compliance.

The results of the hypothesis test between Quality of account representative services and
voluntary compliance are as follows:

HO: Quality of account representative services does not have positive effect on voluntary
compliance.

H1: Quality of account representative services has a positive effect on voluntary compliance.
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Table 5. Results Hypothesis Testing of Quality of AR services and voluntary compliance

Std coefficient t count t table Sig Decision
Beta
0.299 4.892 1.9697 .000 Accepted

According to Table 5 above, it can be seen that t count was bigger than the t table that was
1.9697 and the significance of t=0.000 < 0.05. Therefore, it was determined that HO was
rejected and H1 was accepted. The result indicated that the quality of account representative
services has a positive effect on the voluntary compliance on individual taxpayers.

H2: Quality of account representative service has a positive effect Individual taxpayers’
satisfaction.

The results of the hypothesis test between the quality of account representative services and
Individual taxpayers’ satisfaction are as follows:

HO: The quality of account representative service does not have positive effect on individual
taxpayers’ satisfaction

H2: The quality of account representative service has a positive effect on individual
taxpayers’ satisfaction

Table 6. Results Hypothesis Testing of Quality of AR Services and Taxpayers’ Satisfaction
Std coefficient Beta t count t table Sig Decision

0,474 8.383 1.9697 .000 Accepted

According to table 6(Appendix 1) above, it can be seen that counted t-count was bigger
than the t table that was 1.9697 and the significance of t=0.000 < 0.05. Thus, it was
determined that HO was rejected and H2 was accepted. The result indicated that the quality
of account representative service has a positive effect on the individual taxpayers’
satisfaction.

H3: The taxpayers’ satisfaction has a positive effect on voluntary compliance

The results of the hypothesis test between the taxpayers’ satisfaction and voluntary
compliance are as follows:

HO: The taxpayers’ satisfaction does not have positive effect on individual taxpayers
voluntary compliance

H3: The taxpayers’ satisfaction has a positive effect on individual taxpayers voluntary
compliance.

Table 7. Results Hypothesis Testing of the Taxpayers Satisfaction and Individual Taxpayers’
Voluntary Compliance
Std coefficient Beta  t count t table Sig Decision

0,389 6.573 1.9697 .000 Accepted
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According to Table 7 above, it can be seen that counted t-count was bigger than the t table
that was 1.9697, and the significance of t=0.000 < 0.05. Thus, it was determined that HO
was rejected and H3 was accepted. The result indicated that taxpayers’ satisfaction has a
positive effect on individual taxpayers’ voluntary compliance. Beta value of each variable
showed positive numbers which means that each variable has positive relationship. It can
also be interpreted that if the independent variable is increasing, the dependent variable will
be so. The following is the result of direct and indirect impacts on each variable.

Table 8. Direct and Indirect Effect

Effect Direct Indirect Through Z Total
H1: LAY towards KPT 0.299 - 0.217
H2: LAY towards KPS 0.474 - 0.496
H3: KPS towards LAY 0.389 - 0303
H4: LAY towards KPT through KPS - 0.184 0.184
Total impacts of LAY towards KPT 0.483

Table 8 revealed that the total of direct effect was as big as 0.299 while the indirect
effect through mediated variable as big as 0.184. The amount of direct effect is bigger that
the indirect effect. This is proof that without the mediated variable, the quality service of
the AR affects the compliance of the taxpayers. Thus, it can be stated that the satisfaction
of the taxpayers is not the mediated variable or the intervention between the quality
service of AR towards the compliance of the taxpayers. The total impacts of the quality
service of AR towards the compliance of the taxpayers was calculated by accumulating
the direct and indirect effect which was known to be 0.483.

It was discovered in the first findings that the quality service of AR had positive
and significant effect on the compliance of the taxpayers. In other words, the higher
the quality service of an account representative, the higher the compliance of the
taxpayers. According to the distribution of the respondents’ answers and observation
conducted in the field, it could be seen that the quality service given by AR so far was
considered good and satisfactory. This was proven through the average score of the
indicator of AR quality service on Table 9 (Appendix 1) which is as big as 3.15. The
highest mean score on the quality service is lied on the dimension of physical proof
(tangibility) that was 3.22. The indicator with the highest mean score in the office of tax
service where the AR service is worth to use was as big as 3.33 (item 1). Meanwhile, on
Table 11 (Appendix 1) shows that the highest indicator of taxpayers’ compliance lies on
the filing of Tax Payment Slip which was relevant to the real condition of the taxpayers,
that was 3.18 (item 25). This indicated that the taxpayers had the willingness to be honest
in having their taxation rights and obligations. According to the attribution theory, each
individual engages in the attribution process, which is explaining the cause of behaviour
based on the internal factors (internal attribution) or external factors (external attribution).
In this case, voluntary compliance can be affected by both internal and external factors. The
example of internal factors is such as satisfaction with the Account Representative services
and external factor is such as the quality services of account representative.
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Unawareness or lack of information of someone will drive them to look for the
needed information. The information-seeking process usually leads to an interaction with
the other parties. In a taxation context, if the taxpayers are given information concerning
the solution of their taxation problems and are obliged to follow those procedures, they
will figure out that there is a solution that must be followed and obeyed. Thus, the
information they received will motivate them to fulfill their taxation rights and increase
their good deeds to be compliant. One of methods in encouraging the taxpayer compliance
is by escalating the quality service of taxation administration or AR. The better the quality
service of the AR provided by the government, the bigger the compliance of the taxpayers.
It was proven in this study that there are positive and significant impacts of it (Chandra et
al., 2023). The taxpayer compliance strongly determines the success of the achieved target
of tax income and Tax Return. According to a research result by Sritharan et al. (2020),
Lukman et al. (2022) and Albab & Suwardi (2021), the quality service of AR is proven
impactful, positive and significant towards the level of taxpayers’ compliance. It can be
concluded that the improvement on the quality service of AR will give positive effects in
increasing the taxpayers’ compliance towards the realization of the taxation rights and
obligation.

The second finding revealed that AR service quality has positive and significant
effect on taxpayers’ satisfaction. In other words, the higher the AR service quality, the
higher the taxpayers’ satisfaction. According to the distribution of the respondents’
answers and the result of field observation, it was found that the service quality of AR in
creating taxpayers satisfaction is already good. This can be seen through the mean value
of “high service quality” variable which was as big as 3.15 and mean value of taxpayers’
satisfaction which was known to be 3.10.

Based on the questionnaire result of the taxpayers’ satisfaction, the highest mean
score lies on the indicator of willingness to repurchase, which is in this case is the desire
to consult with the account representative, which reached 3.15. This implies that the
personal taxpayer registered in Pratama KPP Karangpilang, Surabaya, had been satisfied
with the service of the AR. They believed that by consulting with the AR, they will get the
solutions towards the problems they faced. Besides, having the service of AR is for free
without spending a penny. This will encourage the taxpayers to revisit the AR. The AR
service can increase satisfaction because individual will do an information-seeking
process.

Satisfaction theory which is included in expectation disconfirmation model explains
that the consumers’ satisfaction and dissatisfaction are the effects of comparison between
consumer’s expectation before purchasing and what they really get after purchasing the
products. Personal taxpayers’ satisfaction level was determined by comparing the
taxpayers’ expectation before and after receiving the AR service. The better the service
quality of AR, the higher the taxpayers’ satisfaction. The formation of AR in KPP which
was conducted by modern organization aims at serving the taxpayers who are facing
difficulties in fulfilling their taxation rights and obligations. As a public institution, KPP
works as an organization that is responsible in giving a premium service to community.

The service quality can increase the taxpayer satisfaction who had received the
public service. It was found that the AR service quality positively and significantly impacts

489



Jurnal Economia, Volume 21, Number 3, October 2025

the taxpayer satisfaction which is relevant to the findings of several previous research (e
Hassan et al., 2021; Sritharan et al., 2020; Paramita et al., 2021). Therefore, the aim is to
benefit the AR provided in KPP to serve all the taxpayers and affect the satisfaction level
of personal taxpayers registered in Pratama KPP Karangpilang, Surabaya.

The results of the study indicate that taxpayers’ satisfaction has positive and
significant effects on taxpayers’ compliance. Someone's behavior arises due to an internal
drive. The satisfaction felt by the taxpayers for the services needed will encourage them to
comply with tax regulations. Thus, taxpayers’ satisfaction has positive effects on their
compliance. The results of this study support the previous research by Susuawu et al.
(2020), Andreas & Savitri (2015), Chindengwike & Kira (2022) that showed an effect
between taxpayers’ satisfaction and compliance among the individual taxpayers registered
at the Pratama KPP Karangpilang, Surabaya.

The results of the study indicate that taxpayer satisfaction is not a mediation
between the effect of AR service quality on taxpayer compliance. This is because the direct
effect between AR service quality on taxpayer compliance is greater than its indirect effect,
namely AR service quality on compliance through taxpayers’ satisfaction. An explanation
related to the magnitude of the direct effect compared to the indirect ones will be described
based on theories that support the study, namely tax elements, external attribution theory,
satisfaction theory, drive theory, questionnaire results from the average value of each
variable indicator, and those which are supported by phenomena in the field obtained
from the results of the observations and criticism in the form of suggestions given by the
respondents.

Based on the attribution theory, each individual carries out an attribution process,
namely the process of perceiving dispositional traits (a person's character) in situations in
a certain environment. Lack of information from an individual will encourage the
individual to seek the information needed. The tendency to seek information insist a
person to interact with other individuals. Satisfaction is not a mediator between the quality
of AR services and taxpayer compliance because tax is a rule that has legal force and is
compelling for every citizen to comply with it. Tax is a mandatory payment based on the
law that cannot be avoided for those who are obliged and those who do not want to pay
taxes, coercion can be carried out. One of the elements of tax is that taxes are collected
based on the power of the law and the procedures for implementing the rules.

In addition to having legal force, taxes also impose sanctions on anyone who violates
the rules. Therefore, whether satisfied or not with AR services, taxpayers will still comply
with tax regulations. In addition, the attribution made from the service delivery process
was still low. Individual taxpayers registered at the Pratama KPP Karangpilang, Surabaya,
in receiving AR services were still at a glance, therefore further services are needed to
improve their understanding of taxation. This is evidenced by the characteristics of the
respondents whom around 77% of them visited AR for 1-3 times. This condition was also
seen from the small number of taxpayers who had visited AR. Of the 39,191 individual
taxpayers registered at the Pratama KPP Karangpilang, Surabaya, there were 2,715 or
around 7% have consulted with the AR. This indicates that the frequency of taxpayers
visiting AR will effect the level of taxpayers’ compliance. This result is also supported by
the lowest mean value on the satisfaction indicator of 3.02 in which they will recommend
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AR services to other taxpayers. This means that individual taxpayers registered at the
Pratama KPP Karangpilang, Surabaya, did not feel the need to recommend AR services
to other taxpayers because other professions are available such as tax consultants who are
willing to serve and provide guidance and solutions to them.

Based on field observations and criticisms conveyed by the respondents, the services
provided by AR at Pratama KPP Karangpilang, Surabaya, were considered good, but they
complained about news of corruption in tax collection results, misappropriation of state
development funds and not feeling the equal distribution of welfare from paying taxes.
These complaints resulted in the reluctancy among the taxpayers to comply with tax
regulations. Meanwhile, taxpayers’ compliance is a condition where taxpayers fulfill all
taxation obligations and have their taxation rights (Rashid et al., 2021; Clark et al., 2020;
Atawodi & Ojeka, 2012).

The compliance of individual taxpayers at Pratama KPP Karangpilang, Surabaya, in
submitting SPT was categorized good. This can be seen from the high average indicator
of taxpayers’ compliance of 3.11, namely filing the Tax Return according at the due date.
Based on the evidences obtained above, although there is a partial effect, the contribution
of the effect of the independent variable is still small, which can be seen from the adjusted
R- square value. Thus, taxpayers’ satisfaction does not mediate between the quality of AR
services and taxpayer compliance because taxes are regulations that have legal force and
sanctions that bind all levels of society. In addition, low attribution process due to the
small number of taxpayers visiting AR causes taxpayers to receive less solutions to the
problems they are facing.

CONCLUSION

There is a positive effect between the quality of account representative (AR) services and
voluntary compliance. The better the quality of AR services, the higher the level of
voluntary compliance. AR services received by the taxpayers have a direct effect on their
compliance. In addition, the quality of AR services also contributes positively to taxpayers’
satisfaction whereby the better the service provided, the more taxpayers feel satisfied.
Taxpayers’ satisfaction, then, has a positive effect on their voluntary compliance. This study
shows that taxpayers’ satisfaction is not a significant mediator, because tax is an obligation
regulated by law with binding sanctions. With the coercive nature of tax, taxpayers must
still comply with tax regulations, whether or not they are satisfied with AR services, in
which ensured voluntary compliance is maintained.

Information gathered from this study can assist the government, particularly the tax
authorities, when formulating tax policies. Based on the findings of this study, taxpayer
visits to Account Representatives (AR) reflect their trust in and expectations of the tax
authority's services. Therefore, this trust and expectation must be managed by the tax
authority to increase taxpayers' intention to comply with tax regulations. This study also
recommends that the government increase the number of Account Representatives at
Primary Tax Service Offices in various regions, considering the crucial role of ARs in
enhancing taxpayer satisfaction and compliance.

This study has several limitations. The use of quantitative methods causes the research

analysis to be limited to the results of statistical tests. For future researchers, it is suggested
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to choose a qualitative research method with interview techniques, so that the information
obtained will be deeper. Future research should consider conducting in-depth interviews as
a complement to surveys, as they would be useful in providing a deeper understanding and
explanation of the relationship between the variables.
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Appendix
Table 9. Respondents’ Responses on Quality of Account Representative
Dimensions Item Mean
The building used for AR services is suitable for use. 3.33
o ate The equipment used in the service is adequate. 3.17

Tangibility The AR staff always looks neat and professional. 3.27
A contact number for the AR staff is available. 3.15
The services provided are in accordance with the regulations. 3.20
The AR always provides explanations when the taxpayer does  3.11

. g not understand something.

Reliability The AR always offers solutions to the taxpayer's problems. 3.19
The AR provides guidance and counseling according to the  3.09
scheduled time.

Complaints submitted by the taxpayer are promptly responded  3.08

R . by the AR.

esponsiveness

The AR is always ready to respond to the taxpayer's requests  3.12
and inquiries.

The AR has adequate understanding of tax regulations 3.18
The AR has good ability in answering taxpayers’ questions and ~ 3.13
providing solutions.

Assurance During the service process. the AR always behaves politely  3.21
toward the taxpayer.
The information provided by the AR officer is reliable and free ~ 3.11

from doubt

The AR gives sincere and wholehearted attention to the  3.15

taxpayer

The AR is easy to contact. 2.96
Empathy The AR always communicates in a polite and respectful  3.22

manner.

The AR understands the taxpayer’s complaints. 3.12

Mean Overall 3.15
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Table 10. Respondents’ responses on Taxpayers’ satisfaction

Item Mean
I am satisfied with the service provided by the AR. 3.14
Based on the service I received; I am willing to recommend it to other taxpayers. 3.02
The quality of service provided by the AR has met my expectations. 3.09

If T experienced difficulties in fulfilling my tax rights and obligations,I will consult 3.15
the AR for assistance.

Mean Overall 3.10

Table 11. Respondents’ responses on Voluntary Compliance

Item Mean

In the past five years, I have submitted my tax returns within the specified 3.11
deadline.
I complete my tax return in compliance with the guidelines issued by the 3.09
Directorate General of Taxes.
The filing of Tax Payment Slip (SSP) was relevant to my real condition. 3.18
I support the tax system because it is considered fair. 3.09
I am willing to pay taxes without coercion. 3.03
I understand that paying taxes is a moral obligation. 3.10
In the past five years, I have never been convicted for violating tax regulations. 2.85
I comply even without being supervised or audited. 2.01

Mean Overall 2.76
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