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Abstract__To increase state revenues, it needs public awareness 
to perform its obligations to pay taxes. Currently, tax revenue in 
Indonesia is low. It takes a special effort to raise awareness of 
taxpayers, one of them by doing socialization. Socialization 
strategy conducted by the tax office is done by using mass media 
and face to face. This research uses analytical descriptive 
method. The purpose of this research is to create a systematic, 
factual and accurate description, the facts, nature, and 
relationship among various phenomena investigated. Research 
instrument used in the form of questionnaire. This research 
yields findings about Account Representative Service which have 
been considered good in doing service to taxpayer. In addition, 
the socialization strategy conducted by the tax office has been 
running well. So, with this positive result is expected to increase 
the awareness of the taxpayer.  
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I.  INTRODUCTION  
Tax sector, contributing about 70% of APBN revenues. 

Unfortunately, Indonesia's tax ratio is very low compared to 
other ASEAN countries. This condition becomes a big public 
relations for the government, which raises public awareness in 
fulfilling the rights and obligations of taxation. This condition 
must be assessed whether the lack of socialization from the 
fiscal party (the government) as a policy maker, or whether the 
socialization that is rolled out is not effective or appropriate 
[1]. The government is obliged to socialize to the taxpayer the 
contents of the tax law along with all complementary rules, so 
that taxpayers can exercise their taxation rights and 
obligations.  

 Fiscus as the party responsible for this problem must know 
the cause of the low public awareness in meeting tax 
obligations. Is it because of the lack of socialization from the 
tax authorities, or whether the socialization that is rolled out is 

less effective or improper, so citizen not understands the 
application process of the tax obligation itself [2].  

In accordance with the Self Assessment System tax 
collection system, whereby the government (Fiscus) 
authorizes taxpayers to calculate, deposit and self-report the 
amount of tax payable, this shows the attitude of the tax 
authorities who actually hand over the whole process of 
taxation directly to the Mandatory Tax or give full trust to the 
Taxpayer.  

This system gives consequences of responsibility to both 
parties, both taxpayers, and government (Fiscus). The 
government as the creator of the Tax Law has an obligation to 
socialize and provide understanding to the taxpayer the 
contents of the tax law along with all complementary rules, so 
that taxpayers can exercise their taxation rights and 
obligations. Taxpayers have an obligation to study, understand 
and implement all tax rules Apply in order to properly 
implement the taxation mechanism [2].  

For the purpose of government in optimizing the tax 
revenue can be achieved, for it needs an effective socialization 
between the government (fiscus) and taxpayers by setting the 
right strategy. 

Therefore, the purpose of this research is to analyze and to 
know the effectiveness of socialization of Tax Invitation Law 
and Regulation which has been implemented by the Tax 
Office (KANWIL and KPP), to analyze and know the 
effectiveness of communication strategy which has been done 
by AR in giving understanding to the taxpayer, and To analyze 
and know the effectiveness of the socialization of the tax law 
on the understanding of Taxpayers in implementing taxation 
rights and obligations [3].   

The formatter will need to create these components, 
incorporating the applicable criteria that follow. 
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II. RESEARCH METHOD 
The method that writer use in this research is analytical 

descriptive method, that is a method in researching status of a 
group of human being, an object, a condition, a system, and 
one class of events at present. The purpose of descriptive 
research is to make description, picture, systematic, factual 
and accurate facts, traits, and relationships among the various 
phenomena under investigation. The author tries to analyze the 
data obtained from the results of research and compare it with 
existing theories, to then be analyzed its application in practice 
[4].  

Table 1. Operationalization of Variables 

 

 

To obtain the appropriate data, then this research using 
research instrument that is in the form of questionnaire. 
Questionnaires are then distributed to tax office employees.  

In accordance with the research topic that has been 
determined "Effectiveness of Socialization Strategy of 
Taxation Regulation against Understanding Taxpayer in 
implementing taxation rights and obligations," then there are 
two variables that will be analyzed relationship, namely:  
independent variable independent variable and dependent 
variable. 

The indicator serves as a clue as to whether the variable is 
working or not. If the indicator is well executed, then it is 
concluded that the variable is effective, but if the indicator is 
not executed properly, then the purpose of the variable is not 
reached. The variables and indicators and measurement scale 
used are summarized in TABLE I. 

This study employs two methods in collecting data, which 
are interview and questionnaire. In addition, the researcher 
also gather data secunder from document study to support 
primer data. 

The data analysis in this research will be done by using 
multiple regression analysis, correlation and coefficient of 
determination. However, since regression analysis requires 
that data have a scale of interval measurements, the ordinal 
results of the answer scores are converted to interval data 
through the method of successive interval [4] [5]. 

III. RESULT AND DISCUSSION 
This research shows positive result related to Account 

Representative Activity. From the answers of respondents who 
reached 72% agreed with Account Representative Activities, it 
was found that Account Representative has done a very good 
communication strategy to the taxpayer.  

One of the activities that is appreciated in the 
communication process is when Account Representative 
provides a fairly effective service as well as 500-200 tax rings. 
In addition, Account Representative also opens a tax and tax 
learning service that all aim to provide the best solution for all 
taxpayer issues [6] [7].  

With such services, it is construed as one embodiment of 
one of the communication process between the tax officer and 
the taxpayer. So with the program, taxpayers can know about 
its obligations.  

Based on the correlation analysis, this study shows that 
there is a correlation between the effectiveness of the strategy 
of socializing tax regulations with the understanding of the 
taxpayer. This correlation is more effective when the tax 
officer uses the mass media. While the correlation value 
between the effectiveness of the strategy of socializing tax 
regulations with the understanding of taxpayers through face-
to-face media, including the most powerful. This means that 
activities that are face-to-face in socializing tax laws are 
considered more effective [8].  

That is, communication strategy by using mass media do 
not beat communication directly in the form of face to face. 
Therefore, the tax officer does not leave a program that is met 
directly with the taxpayer. As well as above that learning tax, 
or tax consulting is still effective [9] [10].  

Based on the results of effectiveness variables found that 
the strategy of socialization of tax regulations through the 
media face to face exactly shows the value of increase of 1 
unit. While other variables are considered constant, then the 
dependent variable is the understanding of taxpayers will 
experience an increase. 

Due to the socialization of tax laws through which 
performed by Account Representative is considered very 
good, then it is very influential on the understanding of 
taxpayers. Especially when the process of socialization of tax 
regulations was assisted with mass media and media face to 
face. When it involves these two media, the process of 
socialization of tax regulations is better accepted by the 
taxpayer [11] [12].  

The study also found the existence of Account 
Representative Services and included mass media and face-to-
face media consistently. Even the activity becomes a 
simultaneous program. Thus, the tax officer hopes that the 
program can raise the awareness of the taxpayer, whose end is 
the tax revenue by the state [13] [14]. 

IV. CONCLUSION 
Communication strategy performed Representative 

Account has been very good, it is seen from the respondent's 
answer to indicator Account Representative has done 

Variables Sub-
Variables Indicators 

Indicator
scale Instrument

Independent 
Variable:  
Effectiveness of 
Socialization 
Strategy (X)  

X1 : Mass 
Media  
X2 : Media 
Face to Front  

Media Face to 
Front  
1. Print Media  
2.Electronic 
Media  
3.Media On Line  
Communication 
Account  
1. Representative  
2. In House 
Training  

Ordinal  
 

Questioner  
 

Variabel 
Dependent 
Variable:  
Understanding 
of Taxpayers 
(Y)  

Taxpayer 
Knowledge  
 

1. Knowledge  
2. Awareness  
3. Ability  

Ordinal  
 

Questioner  
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communication strategy by stating 72% strongly agree and the 
remaining 28% agree.  

 The mass media has a positive and significant influence in 
socializing tax laws on the understanding of taxpayers.  

Media face to face also apparently still have a positive and 
significant influence in socializing tax laws on the 
understanding of taxpayers.  

The effectiveness of socialization strategy of taxation 
regulation simultaneously affects the understanding of 
taxpayers in implementing taxation rights and taxes. 
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