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ABSTRACT

This paper explains how the process of rebranding the logo of the Directorate General of 
Taxes (DGT) of the Republic of Indonesia carried out by DGT public relations in shaping 
the image by displaying the cultural values of the Ministry of Finance. This is motivated 
by the lack of a comprehensive explanation of the process of rebranding the logo in 
previous studies. At DGT, logo rebranding is carried out because of the low level of the 
public’s trust in the DGT. Therefore, one of the strategies of the DGT public relations is the 
formation of an institutional image. This study uses a research method with a qualitative 
approach with data collection conducted by interviewing selected informants using 
purposive sampling techniques and source triangulation as a technique in testing the 
validity of the data. The results are analyzed using the Assessment, Communication and 
Analysis, Design, and Action planning model. The rebranding process was 1) describing 
the problem, 2) using all channels communication and objectives in delivering a new 
logo, 3) using professional consultants in planning that consist of research, strategy 
development, and implementation, 4) as well as carrying out plans, setting rules, and 
supervising all activities in the DGT’s rebranding process.
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INTRODUCTION
Organizations nowadays increasingly 

use rebranding to increase brand relevance 
and increase operational efficiency (Melewar 
et al., 2012; Sonenshein, 2010; Vallaster & 
Lindgreen, 2011). According to Muzellec & 
Lambkin (2006), rebranding is creating a new 
name, term, symbol, design, or combination 
of all of them for one brand that cannot be 
denied to create a (new) differentiation in 
the mind of the stakeholders. Name and 
logo are eventually two of some elements in 
Corporate Visual Identity (CVI) (Melewar 
& Saunders, 1998; Van den Bosch et al., 
2005). The existence of any change in CVI’s 
elements has an impact on identity and 
image (Bolhuis et al., 2015). An image is a 
number of beliefs, ideas, and impressions 
held by someone against the identity of an 
object (Kotler & Keller, 2009; Sutojo, 2004). 
From these explanations, it can be concluded 
that the rebranding carried out including 
rebranding the logo is an important thing 
to do in forming a better image. In the field 
of rebranding, which is an emerging area of 
research, the literature consists largely of 
descriptive case studies that are scattered 
across diverse contexts. These studies take 
divergent theoretical perspectives that 
often inform only aspects of rebranding, 

leaving researchers and managers without 
a comprehensive understanding of the 
corporate rebranding process (Miller et al., 
2014).

Speaking of rebranding, one of the 
organizations that have done this is the 
DGT. DGT is the Indonesian tax authority 
whose role is very important for the country. 
Organization for Economic Co-operation 
and Development (OECD) clarifies that 
the average of a great income in a country 
was obtained from tax (OECD, 2019). In the 
context of Indonesia, there are more than 
70% of the National Budget for Indonesia 
(APBN) regulated and executed by the 
Directorate General of Taxes (DGT) as a tax 
authority. The target of income decided by 
Indonesia’s government in 2019 has reached 
1,577 trillion, and it has increased over the 
years (Indonesia Ministry of Finance, 2019a). 
However, as released by detik.com, Yustinus 
Prastowo; a Director Center For Indonesia’s 
Taxation Analysis states that Indonesia’s 
tax compliance is still under concern. This 
evidence proved by the tax coverage ration in 
the amount of 72%, and with the low ratio at 
0,1% of increase or between 11%-125 in 2004-
2014 (Detik Finance, 2018). This statement 
is supported by figure 1; that is data from 
OECD which indicates that Indonesia has a 

Tulisan ini menjelaskan bagaimana proses rebranding logo Direktorat Jenderal Pajak (DJP) 
RI yang dilakukan oleh Humas DJP dalam membentuk citra dengan menampilkan nilai-
nilai budaya organisasi Kemenkeu. Hal ini dilatarbelakangi oleh kurangnya penjelasan 
yang komprehensif terhadap proses rebranding logo pada studi-studi sebelumnya. Pada 
DJP, rebranding logo dilakukan karena rendahnya tingkat kepercayaan masyarakat 
terhadap DJP. Oleh karena itu, salah satu strategi Public Relations (PR) adalah dengan 
pembentukan citra institusi. Penelitian ini menggunakan metode penelitian dengan 
pendekatan kualitatif dengan pengumpulan data dilakukan dengan cara wawancara 
kepada informan terpilih menggunakan teknik purposive sampling dan triangulasi 
sumber sebagai teknik dalam uji keabsahan datanya. Hasilnya dianalisis menggunakan 
model perencanaan Assessment, Communication and Analysis, Design, dan Action. 
Proses rebranding yang dilakukan yaitu 1) menggambarkan masalah, 2) menggunakan 
semua saluran komunikasi dan tujuan dalam memberikan logo baru, 3) menggunakan 
konsultan profesional dalam perencanaan yang terdiri dari penelitian, pengembangan 
strategi, dan implementasi, 4) serta melaksanakan perencanaan, menetapkan aturan, 
dan melakukan pengawasan terhadap seluruh kegiatan pada proses rebranding Ditjen 
Pajak RI.

Keywords: Corporate Image, Organizational Culture,  Public Relations, Rebranding, 
Tax.
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low grade of tax ratio than other Asia Pacific countries (OECD, 2019).  

Figure 1: Tax Ratio in the Asia Pacific (Source: OECD)

According to the theory of the slippery 
slope model, the level of public trust in 
tax authority has monitored in affecting 
a level of tax compliance (Kirchler at 
al., 2008). The data of OECD in Figure 2 
implies that a country with a low level of 
income has an average of low trust (OECD, 
2019). Torgler (2007) emphasizes that the 
public’s trust as a person who pays for a 
tax to the government is a kind of primary 
relationship. This statement is relevant to 
research by Ratmono & Cahyonowati (2016), 
that trust in tax authority indeed determines 
tax compliance for an individual than tax 
inspection and penalty. For Kim (2010), the 
tendency on the deficiency of the public’s 
trust in government is a global phenomenon, 
because constructing the public’s trust is a 
complicated treatment.

Several studies have proven that image 

(impression) has a positive effect on the 
public’s trust (Kaur & Soch, 2018; Lin & Lu, 
2010; Richard & Zhang, 2012; Wu, 2014). 
According to Ruslan (1999), one of the activities 
carried out by Public Relations (HUMAS) 
is building up an identity and image. As an 
excellent Public Relations, it is supposed to 
create a positive identity and image on the 
public’s viewpoint. In the context of Public 
Relations, ‘public’ is divided into two genres, 
namely: internal and external public (Fajri, 
2017). On the other hand, the internal and 
external image in an organization formed 
by the organization’s culture (Obasan, 2012). 
For Kilman et al. (Lund, 2003), a culture 
defined as a philosophy, ideology, value, 
belief, expectation, attitude, and norm that 
engage the organization. Thus, the image of 
an organization is closely related to culture 
in the organization.

Figure 2. The 
Level of Trust 
on State’s Tax 
Authority with 
a Low Level 
of Income 
(Source: 
Prichard et al., 
(2019)
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Besides, a strategy of improving 
obedience is related to a strategy on improving 
obedience through penalty and sanction that 
finally can affect obedience (Eek et al., 2002), 
and sometimes decreases obedience (Mulder 
et al., 2006). In terms of tax, several studies 
use trust as an indicator in improving tax 
compliance. The results of the studies have 
indicated that trust on government influences 
positively towards the level of tax compliance 
(Hunt et al., 2019), meanwhile, a trust on law 
and taxation has more effects on producing a 
level of obedience than giving sanction and 
penalty (Ratmono & Cahyonowati, 2016).

From several previous studies, none of the 
studies discusses the communication aspect. 
Mostly, the previous studies merely focus on 
planning and strategy out of the context of 
communication. Therefore, this study aims 
to give a clear comprehension of how the 
logo ‘rebranding’ process of DGT carried out 
by DGT Public Relations in forming an image 
of the institute by displaying and presenting 
values of Indonesia Ministry of Finance as an 
organizational culture of DGT.

LITERATURE REVIEW

The DGT Public Relations
Public Relations (PR) is a management 

function that assists in forming and 
maintaining communication patterns, 
mutual understanding, income, and 
cooperation between a company and its 
public (community) (Cutlip et al., 2009). 
There are several points in Public Relations, 
namely: (1) issue and problem management; 
(2) assisting management to consistently 
obtain any information and being responsive 
on public opinion against his company 
organization; (3) assisting to define and 
convincing value of responsibility of the 
management to publics’ necessity; (4) being 
considerate on any change and readiness to 
adopt with changes; and (5) using research 
techniques and ethical communication 
(Harlow, 1976; Theaker, 2001). Public 
Relations (PR) is a program that conducted 
and scheduled structurally to stimulate and 
progress the function of management as a 
media between organization and public –

internally and externally. The PR aims to 
formulate and establish organization image 
to positively be reconsidered by the public’s 
view (Azizah & Imran, 2019).  

According to The Ministry of Finance, 
in Article 552 Number 234/PMK.01/2015 
on Organization and Rule of Orders at 
Ministry of Finance, the sub-directorate of 
Tax Public Relations is an echelon III unit 
that handles Public Relations in DGT. This 
unit positioned under of Directorate for 
Information, Service, and Public Relations 
(P2Humas) Directorate General of Taxes 
(Indonesia Ministry of Finance, 2015). 
On Article 561, the sub-directorate of 
Public Relations for Taxation has a duty in 
implementing investigation, policy-making, 
monitoring, controlling, and evaluation 
of technical policies implementation of 
Public Relations. Furthermore, in Article 
562, the sub-directorate of Public Relations 
for Taxation conducts the following 
functions: 1) The preparation for analysis 
and operational-technical policies making of 
Public Relations; 2) Monitoring, controlling, 
and evaluating the technical and operational 
implementation of Public Relations; 3) 
Preparing program, implementing internal 
and external Public Relations, as well as 
monitoring and information management; 
and 4) Sites management.

Based on its organizational structure 
and Article 563, the Sub-directorate of 
Public Relations for Taxation consists of four 
segments/divisions (Indonesia Ministry of 
Finance, 2015). These four segments/divisions 
are Division for Internal Relation, Division 
for External Relations, Division for Sites 
Management, and Division for Information 
Management. Each division has its task. The 
Division for Internal Relation is to conduct 
internal Public Relations programs to the 
employees of DGT. The Division for External 
Relation conducts a program that relates to 
external relations, such as media and other 
parties. The Division for Site Management 
handles a site of the DGT and its official social 
media. At last, the Division for Information 
Management conducts monitoring on news 
and information that concerns taxes on some 
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media.

Planning and The Strategy of Public 
Relations

In shaping an organization’s image, 
Public Relations needs to establish and 
regulate the planning and strategy of 
communication. According to Kennedy 
& Soemanagara (Bungin, 2015), there are 
three targets of changes in carrying out 
communication strategy, namely awareness 
change, attention, and loyalty. Sustainable 
communication strategies are a systematic 
and tactical way of identifying channels 
in terms of developing opinions and ideas 
and to attract the public’s interest (Tatham, 
2008). Therefore, informing an attitude, 
public treatment, and the public’s trust, 
a strategy of communication is necessary 
to establish (Seyitoglu & Yuzbasioglu, 
2015). There are four significant points in 
implementing a communication strategy, 
namely: 1) Assessment; giving an illustration 
of the problem, 2) Communication 
and Analysis; mapping out the existing 
communication infrastructure, arranging 
communication objectives and indicator 
of evaluation, 3) Design; determining and 
stating a communication strategy, 4) Action; 
implementation and execution (Cangara, 
2013).

Logo Rebranding in Forming Identity 
and Image

In projecting an organization visually, 
name (title) and logo are two popular 
elements (Poon, 1997). The visual identity 
illustration can increase the ‘engagement’ of 
consumers (Cian et al., 2014). The changing 
of identity can be successful as long as it can 
take and stimulate a positive attitude and 
behavior (Yalley, 2018). Corporate rebranding 
consists of fully rebranding and rebranding 
for the business unit (Muzellec & Lambkin, 
2006). 

Rebranding is necessary because of 
changing market dynamics (Collange, 2015; 
Tevi & Otubanjo, 2013). There are two factors 
that a company and organization implement 
rebranding, namely internal and external 
factors (Goi & Goi, 2011). The significant 

change in the structure of the business 
organization is a part of the internal factors 
(Lomax et al., 2002).

According to (Jefkins, 2004), an image 
in Public Relations classified into five major 
parts, namely: 1) Mirror image; is an image 
where an institute or company has believed 
that the institute or company is in a pleasant 
atmosphere, and not to consider other 
people’s impression; 2) Current image; is an 
image that condensed in publics and other 
parties about a company or institute; 3) Wish 
image; is an intended image by a company 
or institute; 4) Corporate image; is an image 
that emerges in an institute or company and 
covers the history and tracks of an institute or 
company –not only in its imagery of product, 
service, and capability of being socially 
responsible, but also a commitment in 
conducting any research, working principles, 
institute’s successfulness, having well-
established cooperation with stakeholders; 
and 5) Multiple images; is an image that 
previously emerges from some individuals, 
company branches, and representatives of 
some companies or institutes, but not the 
same as other institutes’ images wholly.

The Relationship between Organization 
Image and Public’s Trust

Trust in government frequently 
said as political trust (Anderson, 2010). 
Hetherington (1999) argues that the public’s 
trust used to overview and evaluate how 
the government can operate by relying on 
the normative expectation of the public. In 
this case, Miller & Listhaug (1998), argue 
that the normative expectation hold by the 
public against the government’s working 
ability defined as the public’s trust that is 
necessary to evaluate. Therefore, the public’s 
trust is an essential factor in promoting well-
established governance (Clark & Lee, 2001). 

Research by Kaur & Soch (2018) found 
that image on a company emerges a strong 
determinant in terms of attitude loyalty, 
which is mediated by trust. Another research 
shows that the image of a company has a 
significant influence on trust (Lin & Lu, 
2010). Richard & Zhang (2012) conduct the 
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same research by observing the impact of 
the company’s image association against 
customer’s loyalty in the travel industry. 
Their research has shown that the image of a 
company affects the satisfaction of customers 
significantly, and it can be implemented 
through trust and service giving.

The Culture of Organization in the DGT
The theory of cultural organization 

emphasizes the way a person can build 
a reality on a particular organization 
(Littlejohn & Foss, 2011). The birth of cultural 
organizations in the broader context of 
culture has caused the cultural organization 
to become a complexity to define (Willcoxson 
& Millet, 2000). Nevertheless, as quoted by 
Willcoxson & Millet in previous relevant 
studies, it is defined as a result of all values 
on perception and attitude, as well as the 
identity of a group of people (Benedict, 
1934; Kluckhohn & Strodtbeck, 1961; Trice 
& Beyer, 1993). The norms, principles, trust, 
and guidelines for behaving have become 
specific characteristics of the organization 
in defining cultural organization (Tambunan 
& Anwar, 2019). Michael Pacanowsky 
and Nick O’Donnell-Trujillo (Morissan, 
2009), the experts in the theory of cultural 
organization, suggest culture is not 
embedded and possessed by an organization, 
but culture is the organization itself. The 
idea of the theory of cultural organization 
by Pacanowsky & Trujillo, next to be guided 
and developed by West & Turner (2007) by 
suggesting three fundamental assumptions 
in the theory of cultural organization as 
follows: 1) The member of an organization 
creates and preserves a sense of solidarity 
and loyalty in the organization, and it 
can affect values in the organization. This 
assumption gives a strengthening idea on the 
existing values within the organization as a 
standard and principle of the organization; 
2) The use and interpretation of a symbol 
have an essential role in the organization’s 
culture. This assumption emphasizes on 
a symbol that involves verbal and non-
verbal communication. A symbol can also 
communicate the organization’s values; 
and 3) The existence of different cultures 

and conception in an organization. This 
assumption emphasizes the difference of 
culture and diversity of interpretations/
conceptions on each organization. This 
condition is associated with the construction 
of value and symbol on the organization.

Every organization or company has a 
culture of the organization. The value of an 
organization is a culture of the organization. 
In the context of Directorate General of 
Taxes, the embedded values as a culture of 
the organization are values of The Ministry 
of Finance. Those values are integrity, 
professionalism, synergy, service, and 
perfection. By these values, the employees 
of DGT, are expected to comprehend that 
working is a way to reach a vision; that is to be 
the best institute for the state’s income in the 
interest of sovereignty and state’s autonomy 
(Indonesia Ministry of Finance, 2019b).

The Theory of Impression Management
Erving Goffman introduces the concept 

of impression management since 1959 
(Wang, 2016). In his book entitles “The 
Presentation of Self in Everyday Life”, 
Goffman has indicated that the individual 
has his objective in reaching for the suitability 
between his image and the basic image for 
the expected objectives (Goffman, 1959). The 
theory of impression management takes a 
perspective on organization communication, 
and the relevant research conducted in 
mass communication, although the theory 
of impression management merely focuses 
on the interpersonal relationship (Arkin 
& Shepperd, 1989; Dominick, 1999). The 
perspective of impression management is 
likely suitable to increase and improvise the 
understanding of the public’s relationship 
because the theory and the public’s 
relationship mostly involve the strategic 
control of information to communicate 
a particular impression for the audience 
(Benoit, 1995).

Based on underlying assumptions 
on the theory of organizational culture 
by West & Turner (2007), one of these 
assumptions is about the symbol that 
exploited in communicating the values 
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of the organization. According to Obasan 
(2012), organizational values that become a 
culture in organizations shape the image of 
the organization.

Ministry of Finance. Those values are integrity, professionalism, synergy, service, 
and perfection. By these values, the employees of DGT, are expected to comprehend 
that working is a way to reach a vision; that is to be the best institute for the state‘s 
income in the interest of sovereignty and state‘s autonomy (Indonesia Ministry of 
Finance, 2019b). 
 
The Theory of Impression Management  

Erving Goffman introduces the concept of impression management since 1959 
(Wang, 2016). In his book entitles ―The Presentation of Self in Everyday Life‖, 
Goffman has indicated that the individual has his objective in reaching for the 
suitability between his image and the basic image for the expected objectives 
(Goffman, 1959). The theory of impression management takes a perspective on 
organization communication, and the relevant research conducted in mass 
communication, although the theory of impression management merely focuses on 
the interpersonal relationship (Arkin & Shepperd, 1989; Dominick, 1999). The 
perspective of impression management is likely suitable to increase and improvise 
the understanding of the public‘s relationship because the theory and the public‘s 
relationship mostly involve the strategic control of information to communicate a 
particular impression for the audience (Benoit, 1995). 
 Based on underlying assumptions on the theory of organizational culture by 
West & Turner (2007), one of these assumptions is about the symbol that exploited in 
communicating the values of the organization. According to Obasan (2012), 
organizational values that become a culture in organizations shape the image of the 
organization. 
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METHODS
In this study, the technique of data 

collection was carried out by an interview. 
This interview was a primary tool to question 
a person on a particular theme and enables 
us to collect and his memory, idea, and 
experience (Porta, 2014). In determining 
an informant, this study used a purposive 
sampling technique; that was a technique to 
determine an informant based on particular 
consideration to obtain representative data 
(Sugiyono, 2012). In this study, the selected 
informant criteria were DGT public relations 
employees who were directly responsible 
and directly involved in each process of the 
DGT logo rebranding from beginning to end. 
Therefore, the sample who interviewed was 
chief of Internal Public Relations at Indonesia 
General Directorate of Taxes as the organizer 
coordinator of internal strategy making at 
DGT Public Relations. The questions within 
the interview arranged for the informant 
to give any information on the progressing 
processes during the logo rebranding by 
DGT.

The collection of data was done a year 
after the Decree of The Ministry of Finance 
(KMK) Number 865/KMK.03//2018 released 
on December 21, 2018. The technique of data 
collection using the sample of data probability 
and non-probability. Thus, in this study, there 
was only the data of informant from a team 
of communication strategies at DGT Public 
Relations that selected, and there were none 
of the specific limitations in determining the 
amount of sample (Creswell & Poth, 2016). 
As a triangulation to support and strengthen 
interview data, secondary data sources 

are also used by researchers. Interviews 
with other DGT internal communication 
strategy preparation team members were 
also conducted to strengthen the results of 
previous interviews. In strengthening the 
validity, other data also need to be added 
such as specific rules from the DGT and 
the Ministry of Finance related to the logo 
rebranding of the DGT.

The analysis of data was using the 
qualitative technique. According to Miles 
at al., (1994), there are some major points 
to carry out data analysis, namely: 1) data 
collection; 2) data condensation; 3) data 
display and; 4) findings and conclusion. 

RESULTS AND DISCUSSION
Based on the result of the interview and 

triangulation of data, this study has found a 
finding that is analyzed by the ACADA model 
of communication planning. This model 
of communication planning consists of  
Assessment, Communication and Analysis, 
Design, and Action (Cangara, 2013).

1. Assessment/Background of the 
Problem

1.1 Lack of trust against tax authorities 
The publics’ perception of DGT is still 

negative. It is proven by the corruption 
mindset that has embedded for a long, and it 
creates a lack of trust against tax authorities.

“Indeed, the public still considered 
Directorate General of Taxes as 
identically to corruption, because we 
know that the reports on corruption by 
employees of the institute sufficiently 
highlighted at the time. So, it emerged 
publics’ hesitance to trust Directorate 
General of Taxes” (Multhazam, the Chief 
of Internal Public Relations Division at 
DGT, December 5th, 2019)

1.2 Modern Communication that Has not 
been Supported by Logo

Communication and service that are 
carried out by DGT have created a specific 
‘brand’ that displayed in the modern, 
popular, and colorful form. However, it still 
has not been implemented and sensed not 
optimal in supporting an ideal pattern of 
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communication.

1.3 Have not possessed personal identity
Since the establishment of DGT, this 

institute has not possessed personal identity 
as an image of its organization’s culture, 
in contrast, the identity DGT refers to the 
identity of the Ministry of Finance of the 
Republic of Indonesia.

1.4 Pre-unknown Values of the Ministry 
of Finance the Republic of Indonesia 

Presently, the public has not recognized 
the values of the Ministry of Finance as an 
organization’s culture at the Directorate 
General of Taxes.

2. Communication and Analysis/Mapping 
out the existing communication 
infrastructure, the objective of 
communication, and the implementation 
of communication and evaluation 
indicators.

2.1 The Official Units of DGT
DGT has several official units that 

spread over Indonesia, and consists of 
34 regional offices of DGT, 352 tax offices 
(KPP), and 204 Tax Service, Dissemination, 
and Consultation Offices (KP2KP). Every 
substance of communication that made and 
provided by DGT Public Relations, is next to 
be followed up to all units at regional offices 
of DGT. Each regional office of DGT delivers 
and reports to all Tax Offices (KPP) and all Tax 
Service, Dissemination, and Consultation 
Offices (KP2KP) as well as other offices under 
the control and management of the regional 
office of DGT.

2.2 Public Relations Program at DGT
DGT and all its units possess 11 Public 

Relations programs in the interest of 
communication and publication. The 
programs are 1) sympathetic campaign; 2) 
press conference; 3) the allocation of an 
information media kit (like leaflet, booklet, 
flyer, souvenir); 4) Helpdesk; 5) print media 
publication; 6) electronic media publication; 
7) outside media publication; 8) online 
media publication; 9) Email blast; 10) direct 
socialization program, and 11) Internal 

House Training (IHT). The eleven programs 
used in delivering material information and 
publication as well as the new logo of DGT.

2.3 Objective of Communication
The use and implementation of Public 

Relations programs in all units of DGT, has 
presented a new task logo that purposes of 
communicating the organization’s image as a 
strong new-established identity of Indonesia 
Directorate General of Taxes.

3. Design/The Decision of Strategy in 
Communication 

3.1 The Use of Profesional Consultant
In the strategy of image formulation, 

the DGT expects that the prospective image 
can give an accurate and correct impression. 
As necessary, the DGT invites a professional 
consultant who has an intensification of 
experience and knowledge on how the 
identity of the organization can be formed as 
proper to the objective of the organization. As 
to this, the Chief  of Internal Public Relations 
Division at DGT, Multhazam said:

“So, the process of logo rebranding is a 
serious program. We want to change 
the negative mindset of the public. We 
want the public to trust in government, 
especially tax authority. We want the 
prospective image of the tax authority is 
relevant to what becomes our objective; 
that is the DGT which has a friendly 
image, responsible, dynamics, and 
serious” 

3.2 Phases in the Approach Planning by 
Professional Consultant 
There are three phases in the approach 

planning that has been agreed and carried 
out by a professional consultant. These 
phases are:: 1) phase of research, 2) phase of 
logo branding development and 3) phase of 
branding implementation.

1.2.1 Phase of Research 
 In this phase, the consultant will 

analyze and evaluate the result of 
the previous surveys carried out by 
Public Relations of Tax intended 
to overview and take relevant data, 
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such as information that relates to 
the identity of Directorate General 
of Taxes and its development. The 
consultant will also analyze the 
relevant information, such as the 
strategy of ‘management change’, 
vision and mission, and values to 
improvise so that the undertaken 
strategies can be formulated well.

3.2.2 Phase of Branding Strategy 
Development 

 The data resulted from research 
in the first phase formulated 
in the strategy of branding of 
DGT by developing Positioning 
Differentiation Brand (PDB). It 
proposed by DGT through a meeting 
(FGD) and workshop that consists 
of three main parts. First, finding 
exploration, such as determining 
market target, personification, 
brand values, and positioning). 
Second, brand strategy formulation 
(determining directions for logo, 
name (title), and ‘tagline’ of DGT). 
Third, brand strategy finalization 
(finalizing against all strategies 
that have been decided and agreed 
as a reference for development and 
translation to various collateral 
branding).

3.2.3 Phase of Branding Implementation
 This phase divided into two 

main parts, namely: the visual 
improvisation of corporate identity 
in various collaterals as well as the 
improvisation of service standard 
etiquette for the employees at DGT. 
In this phase, the application of the 
new logo merely used on Public 
Relations programs. Meanwhile, 
for the official programs like 
correspondence, and ‘nametag’ 
regularly refers to the previous 
regulation and decree of the 
Ministry of Finance. 

The application of the new logo can also 
be seen in Table 1. The elements within the 
new logo of tax have their meanings, either in 

their forms, kind of letters, and color. 
Table 1. Meaning of the New Logo of DGT  

(Source: Indonesia Ministry of Finance, 2018)
Figure Clarification

1. The rectangular form symbolizes
1.1 A trustworthy institution.
1.2 Legal/formal regulation.

2. The more rounded form symbolizes: 
2.1 Friendly.
2.2 Partnership.

3. The genre of the letter is ‘sans serif’; it is supposed 
that it will sense modern, not rigid, and not 
consistently thin. These characteristics have a 
means of seriousness and having authority.

4. In the imaginary viewpoint, the two synergic 
elements can also be viewed as partner and 
friendship as if they have met, clasping one 
another, and greeting.
4.1 Form

4.1.1 The outside form is more and 
symbolize friendliness and flexibility 
more.

4.1.2 The deep square form symbolizes a 
distinct regulation.

4.1.3 Two identical forms represented by 
different colours symbolize justice that 
becomes the main principle of DGT. 

4.1.4 The whole forms represent that the 
DGT is a friendly institute/organization

4.2 Colour
4.2.1 Two elements of colour represent a 

synergy between ‘Subject to Tax and Tax 
autonomy; the blue one is for Indonesia 
Directorate General of Taxes, and the 
Yellow one is for ‘Subject to Tax’. It 
indicates the importance of synergy 
between two parties to undertake a task 
on the state’s income.

4.2.2 The two elements of a bright and 
dark light represent a task and function 
of DGT as a service institute and legal 
maintenance institute.
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Figure Clarification
4.2.3 The meanings of each kind of colour 

are as follow:
a. Gold; means prosperity;
b. Yellow; means  a friendly 

partnership;
c. Blue; means professionalism;
d. Dark-Blue; means persistence.

5. The brand colour of DGT takes two main colours, 
namely blue and yellow. The blue represents trust, 
professionalism, responsibility, and obligation. 
The yellow represents friendliness and values of 
good behaviour. The combination colour used 
is navy-blue and gold. The navy-blue represents 
persistence, and gold represents prosperity.

Table 1 addressed the application of 
values of the Ministry of Finance is seen 
as an organizational culture in DGT and 
used as a basis in the selection of elements 
within the new logo. As to integrate all 
elements within the values of the Ministry 
of Finance of the Republic of Indonesia 
as an organizational culture that involves 
integrity, professionalism, synergy, service, 
and perfection, a new logo has been declared 
by DGT through Decree Number 865/
KMK.03/2018 on December 21, 2018. This 
achievement is expected that the formulation 
of the image as a new identity reflection 
of DGT can correctly implicate to the high 
intensity of tax compliance.

4. Action/Implementation

4.1 The Decision of Regulation/Specific 
Policy

It is to declare the results through specific 
policy signed and approved by the General 
Director of Taxation and the Ministry of 
Finance of the Republic of Indonesia. This 
term of the condition seems to be engaged to 
all vertical units at taxation offices in Indonesia 
and can be undertaken simultaneously by the 
units of DGT. Besides, it becomes a guideline 
in the usage and application of the new logo 
in DGT to avoid deviation in its application 
and implementation.

“all processes will not make a sense 
as not applied by the official unit of 
taxation and its employee in various 

activities. Therefore, we decide to use 
the new logo that approved and signed 
by the General Director of Taxation. 
This way carried out so that the use and 
application (implementation) of the new 
taxation logo is relevant to our hopes and 
objective” (Arif, Staff of Internal Public 
Relations Division at DGT, December 
5th, 2019).

4.2 Undertaking a Monitoring
Some of the informants argue that the 

programs undertaken by the professional 
consultant and internal official of DGT 
should always be monitored to take it into 
efficient and effective progress. 

The following table is the summary of 
the planning analysis of DGT by using the 
ACADA communication planning model 
(See Table 2).

Table 2. Model of Planning Rebranding  
logo of the DGT

Assessment
1.  Lack of trust against the tax authority
2.  Modern Communication that has not been 

accommodated by the logo
3.  Have not possessed a private identity
4.  Have not recognized values of the Ministry 

of Finance of The Republic of Indonesia 
Communication and Analysis

1.  Units in the DGT 
2.  Public Relations’ Program of the DGT
3.  Objective of Communication 

Design
1.  The Presence of a Professional Consultant
2.  The Phase of Planning Approach

2.1 Phase of Research 
2.2 Phase of Branding Strategy Development 
2.3 Phase of Branding Implementation 

Action
1.  The Decision of Specific Rule
2.  Monitoring 

Discussion
The result of this study indicates that a 

process of logo rebranding in an institution 
is a sophisticated program that takes a long 
time for completion. Public Relations should 
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formulate the expected target as well as 
possible (Nguru & Ibrahim, 2018). Therefore, 
it is necessary to conduct a profound study 
like a survey on the public’s perception and 
satisfaction. From the result, the corruption 
mindset that causes a lack of trust against tax 
authority is one of the crucial problems to 
be responded to and undertaken by the DGT 
Public Relations. The low level of public trust 
affects the image of an institution, and it is 
the first stage to undertake logo rebranding 
that has become part of Corporate Visual 
identity. In terms of better institution’s image 
formulation, any change on elements within 
Corporate Visual identity should take into 
concern (Bolhuis et al., 2015).

The Brand created through the 
communication of the taxation employees 
is a positive thing. The reason is that the 
corporate image is an image that emerges and 
involves the elements within the organization 
(Jefkins, 2004) and that the tax authority has 
a negative corporate image. In supporting 
the brand of friendly communication, it 
is necessary to link it with a logo to create 
continuity.  

The Corporate image formed as the 
identity that still refers to the Ministry of 
Finance is still embedded and adhered 
since the establishment of DGT. DGT, as an 
institution with a crucial role in a state, should 
be able to gain trust in the public. According 
to Clark & Lee (2001), in promoting good 
governance, the publics’ trust is necessary. 
Therefore, the DGT needs to have a private 
identity in forming a better image as an 
institution with its important role in the 
state’s income. 

In the interest of the established mutual 
relationship between the public and the needs 
of an organization, Public Relations should 
be able to form values, comprehension, 
attitude, and behavior (Sumarto, 2016). The 
values professed by the DGT are the values 
of the Ministry of Finance that involve 
integrity, professionalism, synergy, service, 
and perfection. However, these values have 
not recognized by the public. In the theory of 
organizational culture, West & Turner (2007) 
affirm that values and symbols are the matters 

that need to intensify because symbols can 
communicate values on the organization. 
It means that values in organizations have 
become crucial to communicate the public in 
forming a better image of the organization. 
The values of the DGT as an organizational 
culture as explained in the organizational 
culture theory above must be communicated 
to the public. One of these communications 
is through the logo as an organizational 
symbol used in shaping the image of the 
organization.

In the process of logo rebranding logo 
refers to the decision of objective and the 
selection of communication channel. The 
DGT has some communication channels, 
like social media as it becomes a program of 
Public Relations that can be exploited in the 
publication of a logo. Besides, the unit and 
employee as the agent of communication that 
spread over Indonesia, should participate in 
communicating the new logo of DGT.

The presence of the professional 
consultant is an important strategy of DGT 
Public Relations in forming a better image of 
the institute. The selection of the professional 
consultant is undertaken through a long 
process to produce the best and professional 
consultant in accommodating the need for 
DGT. In the strategy of image forming, the 
DGT expects that the prospective image 
will deliver a proper and correct impression 
based on experience, knowledge, and 
comprehension against a factual reality 
(Anggoro, 2000).

The steps undertaken by a professional 
consultant was started by profound research 
up to the implementation of branding itself. 
Therefore, DGT Public Relations should 
conduct a guardianship and monitoring 
against all programs within the process of 
logo rebranding; this way undertook to reach 
the target and objective of the organization. 
Besides, it is to anticipate and minimizing 
possible problems within the process of 
forming a positive image. It means that Public 
Relations will face a variety of problems and 
barriers (Khopipah & Turistiati, 2019). 

The step for implementation and 
monitoring against the internal aspect 
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is complex. Moreover, the DGT is a big 
organization whose units spread along with 
Indonesia. Therefore, to undertake a project, 
the DGT Public Relations will conduct 
internal socialization concerns particular 
rule on the application and implementation 
of branding that is used appropriately by the 
tax office’s units as not to decrease or even 
add other elements within the new logo. 

CONCLUSION
The logo rebranding undertaken by the 

DGT purposes to be able to form an image 
that is previously identical with corruption 
mindset, awkward, and not friendly to be 
a better image that characterizes friendly, 
responsible, professional, dynamics, and 
severe. The process of logo rebranding 
carried out by the DGT, has addressed an 
idea that in doing logo rebranding on the 
organization to form better corporate image, 
there needs to be summarized through 
ACADA strategy and planning model that 
involves some steps, namely: 1) Assessment;  
2) Communication and Analysis; 3) Design; 
and 4) Action. This study has an academic 
and practical implication. From an academic 
viewpoint, especially for future research, 
this study expected to overview and observe 
the response and perception of the public 
against logo rebranding by the DGT to 
view the influence of the logo rebranding. 
In its practical significance, this study 
expected to give a reflection and knowledge 
on organization or institute, particularly 
governmental institutes in undertaking logo 
rebranding.
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