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ABSTRACT   

Social media platforms have been an important source for 

the dissemination of information, especially during the 

COVID-19 social restrictions (work from home) 

mandate. As a result, most companies now rely more on 

social media influencers to deliver their brand values. 

However, many of these influencers do not report and 

pay their income tax from their social media paid 

activities. This study is the first to understand the reasons 

behind their tendency behavior to comply and or 

incompliance income tax in Indonesia during the 

COVID-19 pandemic. A qualitative method with in-depth 

interviews, observation, and documentation was used as 

the method of study. A total of thirteen Indonesian 

millennials influencers with a minimum number of 

10,000 followers and taxable income from social media 

were involved in the study to share their views about 

their tax compliances behavior. Our findings revealed 

that there are indices that affect tax incompliant behavior 

among millennial social media influencers such as the 

sufficiency of knowledge about tax, unclear tax 

imposition and categorization mechanism, the level of 

trust, nationalism, and administrative needs for works. 

These finding also implies that there is an urge to educate 

influencers about tax compliance by using more suitable 

content and media to maximize the potential tax revenue 

from this booming profession.  
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Introduction  

The tax has an essential role as the largest source of state revenue and a tool for the 

government to drive national economic development. Therefore, the effectiveness of tax 

payments by the taxpayers, usually specified as tax compliance, is an important contributor to 

government income. De Neve et al. (2021) define tax compliance as the involvement of both 

the truthful reporting of taxable income and the timely payment of tax dues. However, there 

are still many taxpayers who do not understand their tax obligation and some of them 

intentionally violate tax rules (Tarjo & Kusumawati, 2006). In the meantime, the COVID-19 

pandemic has affected almost all sectors in life, including the tax sector. Unfortunately, 

taxpayer compliance has always been a problem that until now has not been resolved, 

especially in the emergence of a new profession called social media influencer (Suciu, 2020; 

Uly, 2020). Compliance and incompliance are defined as behavior influenced by several 

aspects such as material, emotional, and normative (Etienne, 2011). 

The government around the world has tried to minimize the gap between the expected 

amount of tax received and the real tax income by understanding the drivers of tax 

compliance and the most effective way to minimize the cost of doing so (De Neve et al., 

2021). This has been a challenging effort, especially during the COVID-19 pandemic. Based 

on the government revenue and expenses budget, income from the tax sector has experienced 

a significant decline of -9.2% in 2020 compared to previous years which always increased. 

This may be due to the hardships faced by industries during the pandemic for the last two 

years so that their ability to pay tax has also decreased. On the other hand, the technology 

sector has experienced a positive impact especially for the use of social media which has 

doubled compared to the previous year (Kemp, 2021). 

Social media platforms have been an important source for the dissemination of 

information, especially during the COVID-19 social restrictions (work from home) mandate. 

As a result, most companies now rely more on social media influencers to deliver their brand 

values. According to Taylor (2020), 13–18-year-olds are 70% to 54% more likely than a year 

ago to follow a celebrity online (bloggers, vloggers, Instagram, Youtube, and other social 

media). Furthermore, 58 percent of Gen Z and 48 percent of Millenials say they've purchased 

something based on a celebrity's recommendation. Therefore, due to the potential 

contribution to enhancing the national economy, the risen of the social media influencer 

profession is taken seriously as the new potential taxpayer. 
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Although, the topic of tax compliance determinants is not relatively new for the taxation 

study (Batrancea et al., 2019; Hofmann et al., 2017; Hunt & Iyer, 2018), there are a few 

studies that explored the emerging jobs like social media influencers in the taxation study 

comprehensively. Anggadha & Rosdiana (2020) and Roria & Sari (2021), which analyzed the 

imposition of tax and optimizing tax solutions for endorsement activities by social media 

influencers in Indonesia, found that the treatment of income tax on endorsement activities of 

social media influencers can be carried out with several collection techniques following the 

conditions in which each endorsement activity is grouped as a tax object and payable VAT 

(Value-Added Tax) so that the local government can increases their national incomes to fill 

social welfare (Falya & Dirkareshza, 2021). In addition, a detailed study was held by Radvan 

(2021) who argues that rather than create narration about how to increase the compliance of 

the influencers, the tax authorities should learn the finest way to impose a tax on influencers 

by focusing on the content of the relationship generating influencers' income so that the 

government may finally able to calculate the best amount of tax should be paid. Groulx & 

McGregor (2018) and Sekeroglu & Bilgin (2019) also do the same thing in seeing a design to 

integrate social media data into the tax analytics process to detect tax evasion by influencers 

and promote tax enforcement activities, and to provide tax regulations in such a way to fit the 

government needs with the ability of influencers to pay tax. 

Thus, this current study tries to mix what previous researchers have done on the topic of 

influencers and tax by exploring other factors which may originate from the internal 

perspectives of influencers to comply in paying tax, as well as to see the perspectives of the 

government of Indonesia in terms of the efforts have done so far in imposing a tax to 

influencers. This may balance the point of view of the compliance itself since the focus is not 

only on the side of the taxpayers or the influencers but also from the tax authority who has 

the responsibility to socialize the tax regulation as well as to ensure the best way to impose it 

to the taxpayers. This study is also held during the COVID-19 pandemic when the number of 

influencers has risen significantly, so that the results may indicate whether the government 

revenue from income tax from the influencers has also increased. A case study method was 

applied to gather data from Indonesian social media influencers, dominantly Instagram, 

regarding their compliant decisions. Online interviews were also conducted with a tax officer 

to validate the information had been collected from the informants. The paper continues with 

a literature review, method, results, and discussion as well as conclusion and suggestions for 

future research.  
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Literature Review  

Tax Regulations in Indonesia 

Tax is the largest contributor to state revenue to improve welfare and national 

development, as stated in article 1 UU KUP (Andreas & Savitri, 2015). Therefore, taxpayer 

compliance in paying tax is very important. Tax revenue is very influential for a country's 

development which is why tax compliance must have strived. Efforts to increase tax 

compliance can be carried out by extensification and intensification of tax by the addition of 

tax subjects and objects through various socializations (Nugroho et al., 2016). The obligation 

to pay tax by the citizens is a tangible manifestation of obedience to the law.  

There are many types of tax, one of which is income tax. Income tax is a tax imposed on 

a tax subject who receives or earns income during a tax year or income in part of a taxable 

year if the tax obligations objectively begin or end in the tax year. The subject of income tax 

according to Law No 36 of 2008 is divided into two, namely, first, the subject of domestic 

income tax. It is the income of a domestic individual who is an Indonesian citizen or 

foreigner who works and earns income and is domiciled (permanently) in Indonesia for more 

than 183 days within 12 months, or who in one tax year is in Indonesia and has the intention 

to stay in Indonesia; except for a taxpayer who receives income below the non-taxable 

income of IDR 54,000,000 annually is not required to pay income tax. Second, foreign 

income tax subject, who is a foreign individual income tax subject that is not domiciled and 

stays less than 183 days in Indonesia within 12 months. Regarding, the recent trends of social 

media technologies, The Minister of Finance of the Republic of Indonesia, Sri Mulyani, 

clearly stated that social media influencers (from various social media platforms) are 

obligated to pay tax routinely. As it is regulated on law number 210/PMK.010/2018 which 

refers to the tax treatment of transactions made through social media platforms that are also 

applied to social media influencers (Nurhaliza, 2020). An influencer is categorized as an art 

worker and obligated to report and pay income tax as regulated in law 36 of 2008. 

Tax Compliance 

Compliance and incompliance are complex forms of behavior that are caused by various 

factors which are the combination of material, emotional, and normative goals (Etienne, 

2011). Some experts argue that compliance behavior is grouped into “planned” behavior and 

“automatic” behavior. Automatic behavior is defined as the product of habits and routines, 

while planned compliance and disobedience are carried out intentionally for various purposes 
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and reasons (Etienne, 2011). Tax compliance in Indonesia has been a classic issue that has 

not been fully addressed (Mutia, 2014), which is defined as the ability and willingness of 

taxpayers to comply with tax laws determined by ethical, legal environment, and other 

situational factors at a certain time in a certain place.  

Tax compliance can also be described as a voluntary action in reporting and paying tax, 

and the taxpayer does not have to wait for follow-up from the tax authorities (Singh & 

Bhupalan, 2001). Tax knowledge is necessary for determining taxpayer compliance behavior 

and can be divided into two aspects, namely general and formal knowledge (Palil, 2010). Tax 

compliance is also defined as fulfilling all tax obligations and rights of taxpayers following 

tax laws and regulations and can be divided into two, namely formal tax compliance, which 

directs taxpayers to comply with tax laws and regulations, and material tax compliance, 

which is a condition where the taxpayer substantially complies with all material tax 

provisions.  

Moreover, Taing & Chang (2021) use the Theory of Planned Behavior (TPB) to 

understand the behavior of Phnom Penh's citizens in complying with their tax obligation and 

find that tax morale, tax fairness, and tax complexity have influenced the intention to pay tax. 

Le & Moore (2021) also use TPB to analyze the electronic tax compliance of small and 

medium enterprises (SMEs) in Vietnam and find that the most influencing factor to increase 

tax compliance is taxpayer awareness. The Vietnamese government should pay attention to 

promoting and supporting SMEs to raise their tax obligation awareness. Owusu et al., (2021) 

also confirm a similar research result that taxpayers would not comply if the tax rate is 

assumed to be too high and the tax authority cannot be trusted. The study also finds that the 

perceived tax complexity, antecedent-based intervention strategies, attitude, subjective 

norms, and moral obligation are believed to increase tax compliance intention. Besides, the 

use of advanced computer technology in the tax payment system is also argued to improve 

tax compliance among African business owners (Mascagni et al., 2021). On the contrary, new 

technologies for implementing tax regulations and clear tax regulations are the lowest factor 

influencing Iranian football players' tax compliance (Memari et al., 2021).  

In the meantime, in the context of small and medium enterprises in Indonesia, Novikasari 

et al. (2021) show that the reduction of the final income tax tariff from 1% to 0.5% and the 

existence of legal certainty regarding the taxation time frame have a positive impact on tax 

compliance. Indonesia applies a self-assessment system in tax reporting. The self-assessment 

system is where taxpayers calculate, deposit, and report taxes owned voluntarily. The tax 

officials only supervise through a series of monitoring and law enforcement actions. The 
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application of the self-assessment system to tax reporting carries a risk where taxpayer 

judgment relies on the temptation to rely on tougher law enforcement regimes (James & 

Alley, 2002). According to the website of government tax officials, one of the keys to tax 

compliance is the ease of paying taxes. The facilities that have been implemented in 

Indonesia include improving the electronic payment system, combining several types of taxes 

or even removing the irrelevant tax, and simplifying the taxpayer reporting process. Such 

increased convenience is expected to raise public awareness in paying taxes. 

Social Media Influencers and Tax Obligation 

Social media has become one of the most important communication tools, which is an 

application built on an internet base that allows the creation and exchange of user-generated 

content (Kaplan & Haenlein, 2010). Social media is also defined as a technology that allows 

users to communicate, create and share content through a virtual community or social 

networks such as Instagram, Youtube, and Tiktok. The use of these social media applications 

has increased drastically since the COVID-19 pandemic because people may enjoy 

entertainment as well as receive current news or information during the quarantine, 

lockdown, and limitation of outside activities (Hussain, 2020; Wiederhold, 2020). Social 

media has changed the way of consumers interact with the brand. The trend of using social 

media to promote products is a significant shift in the marketing sector. Many businesses 

used social media (influencers) to disseminate their promotional efforts (Ardiansyah & 

Sarwoko, 2020; Enyioko & Okwandu, 2019). Social media influencers on Instagram, 

Youtube, and Tiktok, also known as digital opinion leaders because they can mediate and 

influence communities in the digital environment, where messages can be disseminated 

quickly and easily with potential viral effects (Uzunoğlu & Misci Kip, 2014). 

The connection between social media influencers and tax is based on the income that 

influencers receive through marketing services they provide on social media.  Every social 

media platform offers various types of features for its users. Instagram has a variety of 

features, one of which is a promotion feature. This feature applies a conversion system for 

regular posts on Instagram into a paid one where the Instagram algorithm will provide higher 

outreach and engagement which works best for boosting the influencer's account or branding 

awareness and visibility. This feature is independently selected by account owners who wish 

to promote their account and get more people to follow into their account. The fee rate 

charged may vary depending on the type of engagement, location, duration, and the targeted 

outreach, which will then be taxed at 10%.  
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In addition to the marketing scheme held on social media, there are other types of 

marketing activities carried out by individuals that have been identified or provided by 

Instagram. The intended individual is an influencer on social media platforms. The types of 

transaction and marketing procedures carried out by influencers are also varying and quite 

complex. When social media audiences see influencers on platforms such as Instagram, 

Facebook, Twitter and then the audience may check on the influencers' shows when 

expressing their preference toward a brand's product or service. Later, the audience may 

check the brand and get interested. This is an example of influencer marketing. Influencers 

provided a service by reviewing, liking, and commenting on particular products.  

Influencers also have the potential to provide feedback to brand partners in form of 

exposure, potential customer, and brand awareness to their followers. This procedure will 

create income for influencers from the payment toward their marketing services 

(endorsement, paid promote and so on). The income generated by influencers varies and there 

is no standard and limit to the fee charged for influencers' service. The rates charged by 

influencers may vary, starting from IDR 500,000 to millions of rupiah. The income earned by 

influencers results in the influencer’s obligation to pay tax as long as the income has 

exceeded the amount of non-taxable income. Influencers are subject to income tax on 

transactions made for services provided by influencers on social media. Instagram classifies 

user accounts into accounts for content creators and brands.  

Meanwhile, personal accounts and business accounts are distinguished based on the 

insight features on their social media accounts. However, in a business account, there is still 

no liability from the content creator's account about taxation toward their commercial 

activities although they have been regulated to pay income tax. The reason is that it is still 

difficult to identify and count influencer commercial activities in detail as some of the 

information is confidential. Unlike Instagram influencers, Youtubers generate income from 

the number of views on their videos or fee per mile after they monetize their account where 

Google can advertise a contracted advertiser on Youtuber's video. The income, called fee per 

miles, will be performed through Google AdSense. However, for Instagram, there is still no 

rigid measurement to be imposed of tax as it is hard to distinguish between paid posts and 

updated posts that contain promotional elements. Therefore, Instagram influencers need to 

have their voluntary sense of reporting their true and honest income from social media 

activities as one of the Indonesian citizen obligations. 
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Methods 

This study employed a qualitative or inductive method which starts from a specific to a 

more general discussion. The use of the inductive method in this study makes it easier to 

analyze the relationship of each aspect under the qualitative method. Qualitative research is 

used to explore and explain a phenomenon or problem completely and thoroughly with the 

orientation that the research result can have a positive impact on the world by empowering 

the experience of a group of individuals towards a phenomenon (Creswell, 2007). This 

method produces non-numeric and descriptive data (Sekaran & Bougie, 2019). In addition, 

the use of the qualitative method also aims to gain a general understanding of the phenomena 

faced by the informants, which will later be drawn from general conclusions to specific 

conclusions. The method used in this study is a case study that focuses on gathering 

information and empirically investigating the object of contemporary events or phenomena in 

in-dept and specifically in real-life contexts (Yin, 2012). The basis for the consideration of 

the researcher using the case study method is because the study aims to find out strategically 

selected cases in naturalistic settings that allow a researcher to directly and deeply study the 

issues (Piekkari et al., 2009).  

Table 1. Interview Protocol 

Questions related to the informants’ tax compliance or incompliance 

Do you know that influencers have to report and pay tax? 

Do you report your income tax? 

What do you think about Indonesia’s tax system for social media influencers? 

What are the reasons for your compliance or incompliance in reporting your income tax? 

Questions related to the effect of the COVID-19 pandemic on the informants occupation 

What are the differences between being an influencer before and after the COVID-19 

pandemic? 

Does the COVID-19 pandemic affect your compliance with reporting income tax? 

How is your social media account progressing before and after the COVID-19 pandemic? 

Have you experienced an increase in income since the COVID-19 pandemic? 

What kind of products do you often promote before and after the COVID-19 pandemic? 

Primary data was collected directly from Instagram influencers that meet certain criteria 

such as Indonesian citizens domiciled in Indonesia, active social media users, have a 
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minimum number of 10,000 followers on their personal Instagram account or other social 

media platforms and received material returns such as freebies or money minimum IDR 

500,000 to each provision of services they provide in the form of advertisement/ promotions/ 

endorsement or paid promotion. Unstructured interview technique was used to get the data 

from thirteen influencers from five different regions in Indonesia. Interviews were conducted 

through video conference and telephone. The interview protocol used during the data 

collection is as described in Table 1. 

Data analysis strategy was carried out through three streams of data processing activities 

simultaneously, namely data reduction, data display, and conclusion drawing and verification 

(Miles & Huberman, 1994). The data obtained from informants have to be credible and 

comprehensive. Thus, triangulation was employed to obtain the validity of this study. 

Triangulation has been proven and widely accepted to be an effective tool in achieving a 

level of validity or confidence and to improve the analysis and interpretation of findings in a 

study (Beverland & Lindgreen, 2010; Yin, 2012). To do so, an interview with the tax officer 

was conducted to validate and synchronize the findings and reality of the result. 

Result and Discussion 

A total of thirteen informants have taken part in this study, namely VS, NK, TT, GK, 

NT, RK, IK, AN, JA, SR, OP, YT, and NC. Their names are abbreviated for privacy. The 

informants comprised of ten females and three males with the age range of 18-25 years, from 

five different regions in Indonesia. Most of the influencers on this study have an account on 

more than one social media application other than Instagram, such as TikTok, YouTube, and 

Twitter.  The interviews were conducted with those who met the criteria as an influencer. The 

informants live in several cities in Indonesia namely, Medan, Surabaya, Jakarta, Bandung, 

and Jogjakarta. The interview process was carried out separately, one by one, virtually 

through Zoom, Google Meet, and telephone. From the results of interviews conducted with 

informants, Instagram is classified as the most social media platform usages for paid 

promotion and endorsement. Paid promotion is an activity where influencers have to promote 

a product or service from a brand which influencers have to mention the brand on their social 

media account without receiving any product in their hand. The partnered brand also has to 

pay for these services based on the rate requested by an influencer. Not so different with paid 

promotion, endorsement lies in the product being sent to an influencer to be reviewed or 

promoted based on their perspective. Even so, each influencer has their own opinion and taste 

in choosing the types of goods to promote. The promotional activities are subject to varying 
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rates. Each influencer has a different rate depending on their respective desires when 

promoting a product. Based on the interview’s results, paid promotion rates ranged from IDR 

500,000 to Millions. Other commercial activities that influencer got paid for include 

sponsored posts and blogs, digital products, selling ad and editorial space, and webinars and 

podcast. 

Reason for Incompliance 

 There are ten of thirteen informants were classified as tax incompliant. During the 

interview, informants gave various reasons behind their tax-incompliant behavior. Most of 

them agree that the insufficient and lack of understanding about taxation is the main causes of 

their incompliances.  

“I didn’t know that this profession (influencers) would be taxed.” (JA)  

“I haven’t been an influencer that long, so I also just found that I supposed to pay tax.” 

(RK) 

“To be honest, I’ve never heard about income tax imposed on my profession, I thought it 

only applies for official workers since I consider this job (influencers) as a freelance.”  

(AN) 

Based on the interview result with YT on April 10th, 2021, through telephone, He stated 

that the difference in a generation become a reason for his incompliance behavior.  

“As a millennial generation, I have not heard about taxation charge to influencer until I 

discussed this with my fellows.” (YT) 

Therefore, OP suggests that to encourage tax compliances behavior and awareness of the 

young generation, the tax education should be narrated in a “millennial way”  

"…people nowadays, especially millennials like me, get info from TikTok, and I haven't 

seen any tax education on the platform." (OP)  

Based on the informants' statement, influencers tend to have insufficient knowledge and 

a lack of understanding of the tax imposition for the influencer profession. Few informants 

mentioned their knowledge of legal aspects of the income tax system. It is because they have 

little or/and they do not consider it important.  

"I don't have any knowledge about the legality of tax and the tax itself whatsoever… I 

think it is not important to think about tax and the system.” (NK, TT, GK, NT, IK, and 

SR) 
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One of the aspects that consider as the root causes of the low level of tax compliance is 

the low awareness and knowledge about taxation. According to Nugroho et al. (2016), 

taxpayer awareness of the tax function as state financing is needed to improve tax 

compliance. This profession is considered a new type of job and still needed an extension 

process due to the wide age range. Thus, equitable distribution of tax information is needed to 

support influencers' understanding of the importance of paying income taxes in a more 

targeted manner. Acknowledging this issue, the government should start to consider utilizing 

eminent online platforms or social media to distribute news, awareness, and education related 

to tax with Millennials as the targeted audience (Risdiana et al., 2020).  

The second is a low level of trust in the taxation system. Following are statements 

conveyed by informants regarding their incompliance behavior toward the tax system.   

"…based on my income, I know that should've paid tax since my income exceeds, but I 

still don't trust the tax system. I haven't been chased and billed by a tax official, so for 

now, there's no reason to report either." (VS) 

“I still do not have the intention (to pay taxes). Also, I am afraid authorities will charge 

a large amount of tax…” (YT) 

The low level of trust in the tax system implemented to influencer's tax law causes the 

premise that it is considered avoidable. However, this action is regulated in law and subject to 

sanctions. The level of trust is a subjective aspect and is considered an influential factor to 

taxpayer compliance (Faizal et al., 2017). Trust is defined as a positive expectation or hopes 

that others will not do through words, actions, and policies to act opportunistically. Trust in 

this study is defined as how individuals perceive that Indonesia's tax system can be trusted or 

not. Based on the slippery slope model theory, social psychology variables, and deterrence 

affect the level of voluntary tax compliance (Kirchler et al., 2008). If individuals trust legal 

policies, the taxpayer’s desire to comply will increase (Batrancea et al., 2019). Williams 

(2020) also mentions that the likelihood of participating in tax-incompliant is mostly 

associated with the level of vertical (government) and horizontal (others) trust. The lower the 

trust, the higher the incompliance level. 

On the other hand, if an individual's trust toward the system is low, the taxpayer will 

maximize utility and avoid tax resulting in low levels of compliance (Faizal et al., 2017). 

Therefore, it is necessary to have a good relationship between the parties involved. Based on 

the data collection, there is a common threat that informants claimed to have low trust in the 

tax system because there is still no good relationship between tax authorities and taxpayers so 
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that it gives space for influencers to discourage their intention to report their income tax 

deliberately. Considering that nowadays the largest tax contributors are Millennials and 

Generation X, tax officials or governments must build trust by showing a good attitude to 

taxpayers to maintain good relationships and perceptions (Tjondro et al., 2019).  

The third is unclear tax imposition and categorizing mechanism. On April 1st, 2019, the 

Indonesian Minister of Finance officially issued regulation number 210/PMK.010/2018 

concerning tax treatment of trade transactions through the electronic system. Influencers are 

categorized as service providers. A service provider is an individual, entity, or permanent 

establishment that resides, is domiciled, or has business activities in the customs area that 

conducts transactions with service recipients using the platform facilities provided by the 

marketplace platform provider.  

On the other hand, social media such as Instagram is categorized as an electronic 

platform. An electronic platform is a space in the form of applications, websites, and/or other 

internet-based content services used for transactions and/or trading facilities through an 

electronic system or e-commerce (Punardi, 2019). The informants in this study are famous 

people with different specializations and characteristics. Although influencers are categorized 

as art workers, there is no clear procedure for imposing and collecting tax toward influencers' 

income from commercial activity on social media. Similar to other professions, an influencer 

has multiple types of fields, although they provide similar services. Informants in this study 

have various types of specialties and trademarks in promoting their service.  

Informants with the initials of NT, NK, TT, JA, and JA are influencers in the beauty, 

fashion, and lifestyle products. Others, with initials of VT, OP, and YT focus on comedy or 

pranked content. The rest, with initials of SR, IK, and NC specialized in providing 

educational content about stock and financial matters. This diversity becomes one of the 

reasons for informants claiming there is no absolute categorization toward influencer's field, 

and it has caused the absence of compliance behavior on paying income tax, as included in 

the following statement.  

"I discussed with a fellow friend (influencers), and it turned out that some of them in the 

same field got the same job offer but got billed with a different amount of tax. Thus, it 

makes me question how the tax system is imposed. Moreover, I don't think the 

government has specified tax regulation for social media activity such as endorsement or 

paid promotion on social media either." (NC)  
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Based on the statement above, there are differences in the imposition of tax toward tax 

subjects who pursue the same field as an influencer. This urges influencers' be incompliant 

because the tax mechanism produces different outcomes due to unclear categorizations of 

social media activity that will be charged. German experimental studies explain that tax 

avoidance is positively related to income earned (Kemme et al., 2020; Nguyen et al., 2020). 

The greater the amount of income earned by influencers, the less desire they are willing to 

report their tax because they are afraid, they will be taxed a large sum amount. Indeed, no 

specific policy about influencer activities makes it difficult to determine the amount of tax on 

their income (Pradana, 2020). According to the Directorate General of Taxes official website, 

income tax is charged to art workers in two categories, namely agent or artist management, 

which if the users endorse a subject (influencers) with using an agent or third parties' 

services, income tax article 23 will be imposed. The other one is independent art workers, 

which means subjects (influencers) make direct contact (without intermediaries) with their 

clients or users, who will be imposed income tax article 21.  

Apart from the classification above, there is still no specific tax regulation devoted to 

influencers regarding their specific field and commercial activities. The work of influencers 

as content creators requires them to continue to innovate. Therefore, a clear legal grounding 

for influencers in social media platforms is considered crucial, just like any other profession. 

Unlike Instagram influencers, YouTuber income tax is measurable by calculating their 

income based on miles per ad-sense. At the same time, influencer on Instagram does not have 

a definite unit of measurement yet. Therefore, there is a need for regulations that compile the 

categorization of the types of influencers based on their particular services on social media to 

minimize the influencers' ignorance and excuse of not paying income tax as required as 

Indonesian. 

Reason for Compliance 

 Despite all the incompliance reasons mentioned before, the study found that some 

influencers already reported and pay their income tax. Aside from their obligation as an 

Indonesia citizen, three out of thirteen informants who claimed fulfilled their obligations have 

explained their motives. First, they are having more understanding about tax so that they have 

more adequate technical knowledge about taxation in which leads to their awareness to pay 

tax. Information about tax education nowadays is easy to gather. Tax education and 

socialization is an advanced investment for future benefit to increase the awareness of 

potential taxpayers in paying taxes especially due to the possibility for a professional such as 
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the influencers (Andreas & Savitri, 2015).  All conveniences to tax information can be 

obtained by visiting the nearest tax office and directly interacting or consulting both online 

and offline. Consulting services are usually handled by tax oversight and consulting 

departments. Moreover, one of them even shares their ‘heroic’ moments to do tax obligation 

into their social media account. Publishing their tax fulfillment experience is one of the forms 

of awareness and supportive gestures to encourage their fellow influencers who may not or 

are reluctant of the importance of taxation.  

 "…my income as an influencer is uncertain and volatile. However, I have learned that 

the amount of the earnings are positively correlated with the tax that will be charged, 

which means if my income decreases, so do my taxes bill. I did my research about 

taxation when I first got an email notification regarding my tax bill." (IK) 

 The second is a high sense of nationalism. According to a statement by one of the 

informants who compliant with income tax, their compliance behavior with tax is influenced 

by their nationalism and sensitivity toward the national development, especially in an 

emerging country like Indonesia. 

“We might not receive immediate feedback when paying taxes. However, as I paid my 

first bill, somehow, I felt like my duty as a citizen was complete, although the amount 

charged wasn’t small.” (TT)  

"…paying tax is our obligation as Indonesian citizens. Since high school, I've learned 

that by paying tax, we have already contributed to developing our country." (IK) 

Tax education needs to be delivered from an early age, both in the social and educational 

institutions, intending to cultivate and build awareness of the importance of paying tax. 

Developing a sense of nationalism will positively build awareness of taxpayers to actively 

participate in development carried out by the government for the public benefit (Krisna, 

2020). As an Indonesian citizen, the obligation to pay tax is a form of compliance with the 

law. Sensitivity and a high sense of nationalism formed from habits, a love for the nation, and 

responsibility as a good citizen can increase taxpayer compliance on reporting income tax. 

 The third is administrative needs for work. Another reason affecting influencers' 

compliance is their needs related to work requirements. Owning a personal bank account is 

primary since the service provided is done virtually and usually paid electronically, especially 

for influencers who take this profession as their main job. Thus, influencers have to carry 

some documents to be able to run their job smoothly as their job involved various parties to 
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work. The process of making a personal bank becomes one of the elements of influencer 

compliance toward tax obligation. One informant admitted that he/she complies due to the 

needs of administrative matters which required a Taxpayer Identification Number (TIN). 

"I was making a business bank account and required to own a Taxpayer Identification 

Number (TIN)"; "when I was first billed, I paid a large sum money, but now I learned 

and used professionals to arrange my taxes." (NK) 

“…it was when I made my Taxpayer Identification Number (TIN) for work purposes 

which later I got a notification email from the tax authorities.” (IK) 

 The reasons given by the informant are unintentionally subjective and not caused by 

external factors, which then lead to tax. The needs of administrative documents such as 

Taxpayer Identification Number (TIN) can be an effective tool, especially for tax authorities 

to identify potential taxpayers (influencers). When an individual already has a TIN, it means 

that a tax report must be made every year, which consists of the amount of income earned 

during the year and the calculation of tax that should be paid. This method, which is utilize 

TIN as a requirement to process administrative matters, has proven effective in influencing 

taxpayers' thoughts, which later directly affect their compliance. Informants also admitted 

that they hire professionals or consultants to help them in managing their tax payments.  

The Effect of COVID-19 Pandemic  

Five out of thirteen informants declared that they are relatively new to the business and 

had just started the profession only when the COVID -19 occurs. Those informants began to 

receive exposure during the pandemic and gained a significant increase of followers on their 

accounts. The informants begin to accept job offers to review and promote products on their 

social media account as they reach a certain number of followers, which is considered as 

prominent to be called an "Influencer." Out of those five informants, others have said that 

they had been carried this profession long before the COVID-19 pandemic. However, the 

pandemic increases their account traffic and received more job offers as some brands started 

to use social media platforms to sell their products due to the effect of Large-Scale Social 

Restrictions or lockdown which made business owners depend on online selling. The 

informants mentioned that:   

“I often did endorsement and paid promotion, but I received more offers and have 

packed promotion stories during the pandemic. I also discovered a new brand that 

launched and opened because of the COVID-19.” (NK) 
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“…started this (Instagram) account on 2019, but wasn’t that intense and gained double 

followers to as much as 20.000 new followers during the pandemic.” (JA) 

"…my post went viral in 2020, which when pandemic first started and I started to gain 

more followers and receive an endorsement." (GK) 

According to the informants’ statements above, the COVID-19 pandemic has a positive 

effect on social media users as well as social media influencers. In addition, the emerging of 

new influencers is driven by offers from brands produced during the pandemic. VS and AN 

have confirmed this matter since they promote several brands of medical face masks. 

“I promote many brands of face masks during the pandemic.” (VS and AN) 

While SR, YT, and OP were very happy to promote some brands and types of hand 

sanitizers that they never knew before. 

“This is the first time for me to promote hand sanitizers.” (OP) 

“This pandemic situation is a blessed for me because many health products need 

promotion, including hand sanitizers.” (SR) 

“I hope stays longer so that I can promote sterilizers and hand sanitizers. Hahaha… 

no… just kidding…“ (YT) 

Through this time, most of the activities are carried out at home using online platforms. 

Therefore, business owners considered this period is effective to sell products by utilizing 

social media. Most of the informants experience a massive increase due to several reasons. 

Firstly, most of the advertisements are dominated by influencers instead of traditional 

advertisements. Second, the increase in e-commerce users by 154% shows that consumers 

rely on social media when searching for products. It emerges the influencers demand to 

depend on influencer reviews and impressions toward the products. Third, there is an 

explosion of demand for useful content, especially educational content, self-care, home-

workout, and other activities at home. This situation is beneficial for influencers as a social 

link between brands and potential consumers who are vital amid social restrictions. 

Tax Officer Feedbacks 

Income tax is a tax withheld on income in the form of salaries, wages, honorariums, 

allowances, and other forms of payments related to work, services, or activities carried out by 

individual domestic taxpayers. According to Law No 36 of 2008 mentioned previously, 

influencers who carried out commercial activities on social media can be identified as tax 

subjects and are required to pay income tax if their income exceeds IDR 54,000,000 annually. 
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To support the data comprehensiveness, a tax official in the Indonesian Directorate General 

of Taxes is involved in this study. The interview was conducted to have a comparison 

between influencers' responses and tax authorities with regards to the influencer's compliance 

and incompliant behavior in paying income tax. Tax authorities' statements are also used to 

support the validity of the data to present research results on this study (Patton, 1999). 

Several similarities are found between the results of interviews with tax officers and 

influencers. According to him, the number of tax subjects (influencers) who comply in 

reporting their tax obligation is still few compared to those who do not comply. He explained 

that the number of influencers that reported their tax was only a few. However, although the 

number of influencers who comply is relatively small, the contribution is quite significant. 

The nominal distribution for commercial activities obtained as influencers is relatively large. 

In addition, the number of taxpayers who do not report their taxes is considerably large 

compared to the list owned by the Directorate General of Taxes (DGT). Those taxpayers' data 

are obtained from a system called the DGT information system. This application contains a 

taxpayer dataset that is used to facilitate tax officers to find prospective taxpayers by 

integrating various communication systems, which will later be distributed to each tax office 

across Indonesia. Currently, DGT is also developing this system to be able to analyze 

potential social media subjects such as influencers, so that tax officers can observe taxpayers 

in detail. The efforts that have been done by DGT here are in line with the explanation by 

Anggadha & Rosdiana (2020).  

He added that regarding the number of obedient tax subjects that is considerably small, 

influencer's compliance behavior may be influenced by several factors as mentioned by the 

tax officer below:  

“…they have received tax education from schools, teachers, parents, managers, friends, 

and others.”  

“…some of them need Taxpayer Identification Number (TIN) for administrative purposes 

for their work, especially financial matters such as opening bank accounts, deposits, 

securities, and others.”  

“…some taxpayers end up reporting their tax because they are often approached by tax 

officers.”  

Therefore, it can be concluded that there are several reasons behind influencers' compliance 

with tax reporting. One of them is sufficient knowledge about tax education, which is an 

obligation as a citizen, and their sensitivity to the importance of paying taxes from income 
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they earn from social media activities. Besides that, external factors such as urgencies of 

administrative documents such as Taxpayer Identification Number (TIN) to support their job 

also become crucial aspects of influencer's compliance behavior. Moreover, intense pressure 

and visits by tax officials to carry evidence toward taxpayer obligations become one of the 

most common processes to reach taxpayers although the procedure is considered ineffective. 

In addition to the reason for influencers' compliance behavior, the informants also 

mentioned several statements regarding influencers' incompliance to report income tax such 

as lack of sensitivity and ignorance about the profession as influencers. As stated by the tax 

officer, awareness and a direct approach to influencers are necessary to be carried out. Tax 

officers explain that they are using an approach method to reach out to taxpayers. The method 

is called the triggering method. A triggering method is an approach in which the tax officer 

asks for direct interaction to obtain tax payer's recognition of the assets/wealth or income 

obtained, which will then be compared with the dataset. Other than taxpayer insensitivity 

toward taxes, social psychology such as trust level on both the tax system and tax authorities 

influenced taxpayer incompliant behavior. As mentioned previously, tax officer has applied 

the triggering method to attract more obedient taxpayers. Some of the taxpayers refuse to 

acknowledge their wealth from the data-informed by taxpayers (Kemme et al., 2020). The 

reason is that the distrust of tax authorities causes the taxpayer to tend to cover up income 

and become reluctant to pay tax. 

Discussions 

After conducting interviews with thirteen informants, several reasons for compliance and 

incompliant behavior of influencers in reporting and paying income tax during the COVID-

19 pandemic are found. The following are the reasons concluded based on the statements 

mentioned by ten out of thirteen non-compliant influencers regarding paying income tax. 

First is insufficient knowledge about tax (Hajawiyah et al., 2021). Five out of ten informants 

explained that the lack of knowledge and understanding about taxation causes an 

incompliance behavior in paying tax. According to Law No 17 of 2003, tax revenue is one of 

the sources of state income, which must be able to meet the needs of government 

administration.  

One of the indicators to measure tax revenue is called the tax ratio. The tax ratio relies on 

three conditions, namely economic situation, tax policies, and administrative capacity. The 

tax ratio shows the government’s ability to collect tax revenue. The higher the tax revenue of 

the country, the greater the tax ratio will be. Indonesia’s tax ratio is at 10.3% and continues to 
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decline sharply in 2020 due to the COVID-19 pandemic. The position of Indonesia’s tax ratio 

is below the standard as a developing country. Taxpayer compliance in paying taxes for state 

income is positively related to the tax ratio, which shows that taxpayer compliance is still 

relatively low. One of the reasons is due to inadequate technical knowledge which eventually 

forced taxpayers to seek the help of professionals.  

Lack of technical knowledge among influencers causes unintentional incompliant 

behavior. Insufficient knowledge and absence of awareness of taxation to influencers also 

become obstacles to the implementation of the self-assessment system in Indonesia. 

Insufficient knowledge of taxation causes the taxpayer to be reluctant to contribute to paying 

taxes (Wardani & Wati, 2018). Therefore, it is necessary to provide tax education for 

influencers on social media, especially during the pandemic, which may be conducted with 

the assistance of technology. Authorities may also use social media as a platform to educate 

the public and reach potential taxpayers to increase their knowledge about taxation. Taxation 

approaches and education need to be directed, especially for the millennial generation, whose 

presence and influence have increased significantly during the COVID-19 pandemic (Sari, 

2019). 

Second is the low trust level in the tax system. Taxpayers' trust affects tax compliance 

which is applied in a self-assessment system (voluntary). The sense of trust rests on a good 

relationship between taxpayers and tax authorities (Faizal et al., 2017). The level of 

compliance will be at its maximum level when the power and trust of the tax authorities are 

high. Thus, the low level of awareness of influencers is caused by low trust in the system and 

relationship with tax authorities. Therefore, building a good relationship among taxpayers 

and tax authorities is a great foundation to produce awareness to be compliant and lower the 

possibility of taxpayers' tendency not to comply with their obligation to pay income tax.  

Building influencers' trust in the tax system is also necessary to create an honest and 

cooperative behavior, especially for an influencer to follow income tax charged from their 

earnings received through commercial activities on social media account. 

The third is unclear tax imposition and mechanism in categorizing activities. The 

mechanism is crucial in regulating the process of implementing a policy. The lack of clarity 

on an enforcement system will result in unwanted actions (Novikasari et al., 2021). Indonesia 

still has not specifically classified the types of influencer activities on tax regulations. The 

profession as an influencer has currently categorized as an art worker instead. Other than that, 

diversification is needed since the social media industry by influencers is a massive business.  
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Likewise, the unclear mechanism imposed on the activity of influencers has resulted in 

incompliance tax behavior. Thus, specific and targeted categorization is needed to make it 

easier for taxpayers to understand their obligation to pay income tax. In the United Kingdom, 

the government has set a detailed tax regulation describing the imposition of tax charges for 

influencers which are based on the type of activity carried out on social media. Therefore, it 

is necessary to create a legal procedure that contains special regulations regarding the 

category of imposition on influencer income.  

Among the thirteen informants, only three complied in paying income tax. Their 

compliance is based on several reasons as follows. First is sufficient knowledge about tax. 

Public awareness is strongly supported by the education they get from information conveyed 

in their society, tax authorities, or obtained directly by the taxpayer through personal research 

(Palil, 2010). If every taxpayer has high awareness and compliance, then the tax revenue will 

be optimal, and its effect on state revenue will also be greater. Furthermore, according to 

Alshira’h et al. (2021), tax knowledge has a moderating role in the association between 

socioeconomic factors and tax compliance. The second is a high sense of nationalism. A high 

sense of nationalism and concern for the nations positively affect individual taxpayer 

compliance behavior (Krisna, 2020). Alshira’h et al. (2021) also believe that patriotism and 

public governance increase and improve tax compliance. The sense of nationalism is fostered 

from an early age both in the environment and educational institution in building taxpayer 

awareness in paying tax. It means that a sense of nationalism is one of the motivations for 

influencer tax compliance. The third is a need for the administrative requirement for works 

matter. The emergence of requirements related to tax for works has become one of the most 

common reasons for taxpayer unintentional compliance behavior.   

The imposition of the obligation for every Indonesian citizen to have a Taxpayer 

Identification Number (TIN) through several educational and financial institutions can affect 

influencers' intention to comply and report their income tax. In addition, as influencers 

perform a commercial business on social media, having a TIN is mandatory as their job is 

done online and electronically (Jamain, 2021). According to Article 2 of Law No. 28 of 2000, 

it is explained that an individual is required to have a TIN when subjective and objective 

requirements have been met. An influencer is identified as an individual taxpayer who must 

register for a TIN a month after their income exceeds the non-taxable income.  

To increase influencers' tax compliance, it is necessary to hold updates obtained from 

influencers themselves regarding their perspective toward tax regulation. In addition, a 

specific regulation or tax design or system, as well as fair sanction, should be made, 
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especially for influencers' commercial activity that will be taxed (Groulx & McGregor, 2018; 

T. T. D. Nguyen et al., 2020; Radvan, 2021; Sekeroglu & Bilgin, 2019). Through this 

process, it is expected that influencers may understand more and grow their sensitivity to the 

importance of paying tax from income received through social media platforms to increase 

the stability of the profession they pursue. 

Conclusion and Suggestion 

There are several reasons behind influencers' tax incompliance behaviors which are 

insufficient understanding about income tax, low trust level in the tax system, and unclear tax 

imposition and categorization mechanisms. Contrary, this study also finds out some reasons 

regarding influencer's tax compliance which are sufficient knowledge about tax, a high level 

of nationalism, and the emergence needs related to tax, such as for administrative 

requirements for work. In addition, regarding the rising number of influencers during the 

COVID-19 pandemic, the Indonesian Tax General Directorate has prepared strategies to 

identify new influencers who are eligible as taxpayer candidates. On the other hand, the 

growth of many influencers during the pandemic has also increased the public's sensitivity 

toward the use of social media and technology as income-earning platforms. The number of 

influencers is predicted to increase in the future, and it is expected that they can contribute to 

more government revenue from the tax. The government has also increased the intensity of 

their official Instagram account to spread awareness also to educate targeted profession, 

especially influencers and their audience. In terms of increasing the number of taxpayers, this 

study can be used as a tool to analyze what reasons behind their behavior. 

This study was conducted carefully by applying scientific procedures. However, there 

are still several limitations in the data collection process, such as the struggle to find 

informants from influencers. Out of a hundred emails sent to prominent influencers, only 

thirteen influencers were willing to be informants due to their privacy concerns. Besides, 

influencers who become informants for this study also do other jobs, resulting in broad 

answers to their tax compliance behavior due to their diverse source of income. Moreover, 

due to the limited time duration provided by the influencers for the interview, then there is a 

possibility not to gather data as in-depth as expected. Further studies should conduct more 

number of informants with wider category influencers and a more comprehensive approach 

by using a quantitative method. An influencer who is famous in one particular category such 

as beauty, lifestyle, trading, and so on, may earn different amounts of income.  
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