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Abstract

At this time, the issue of tax compliance is an interesting topic to study, due to the decline in
revenue vehicle tax in Bekasi City in 2021 even though the government has provided relief in the
form of tax incentives. This happens because of a lack of awareness, moral obligation to the
importance of paying taxes or it can also occur due to a lack of quality tax services and clear
socialization to the community. This study aims to examine whether taxpayer awareness, taxpayer
moral obligation, tax sanctions, tax socialization, and service quality affect taxpayer compliance
with motorized vehicles moderated by tax incentives. This study uses a quantitative method with
Google Forms to distribute questionnaires to respondents who are domiciled in Bekasi City. In
this study, researchers obtained a sample of 242 respondents from a minimum sample of 200
respondents. Researchers used statistical analysis of Structural Equation Modeling (SEM) using
the SmartPLS version 3.0 application. The results of this study indicate that tax awareness and tax
sanctions have a positive and significant effect on tax compliance, while moral obligations, tax
socialization and tax service quality do not affect tax compliance. Meanwhile, tax socialization
moderated by tax incentives affects tax compliance positively and significantly. Meanwhile, tax
awareness, moral obligation, service quality, tax sanctions do not affect tax compliance. In other
words, tax compliance does not directly increase due to tax incentives. The limitations of this study
are the lack of a large sample area and there are several other factors that can affect tax compliance,
but are not included in the variables studied.

Keywords: Tax Awareness, Moral Obligation, Tax Sanction, Socialization, Quality of
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PENDAHULUAN

Based on the Taxation Law No. 28 of
2007 concerning taxation, tax is a mandatory
payment to the state due to its coercive nature
or entity under the Act, without direct
compensation, and is used for state purposes for
the greatest prosperity of the people. There are
many taxes that are imposed on the community,
one of which is a motor vehicle tax that can be
used or added to the state treasury. However,
there are still some taxpayers who own
motorized vehicles and are still negligent of
their obligations to pay motorized taxes. This is
proven by the decline in PKB in Bekasi City,
where the current target realization is still
reaching 46.15%, while the total target
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realization is in Bekasi City. must reach Rp. 1.4
Trillion. Tax compliance is one of the important
factors for state funding and revenue as well as
regional income through taxes, which are useful
for regional development, state development,
community welfare, and public infrastructure
development. There are several factors that
affect tax compliance including tax awareness,
moral obligation, tax sanctions, socialization
about taxes, quality of tax services and tax
incentives. In this study, a new variable is
developed, namely socialization about taxation
and also tax incentives as moderating variables
that will be examined in this study. According
to (Linda Nur Yunianti, 2019) Taxpayer
compliance is the main barrier that can hinder
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state revenues and become one of the
government's most serious challenges in
encouraging tax compliance, with the
increasing number of motor vehicle taxpayers
supposed to also increase the compliance of
motor tax payments. Lack of compliance level,
moral obligation to pay motor taxes and lack of
public understanding of tax sanctions and tax
incentives, can result in harm to the state, due
to reduced state revenue from tax. On the other
hand, the lack of quality of service can affect
compliance with taxpayers, and there is a new
factor that can affect taxpayer compliance,
namely the lack of tax socialization to the
community. The Objectives of this study are :

1. To analyze whether the tax awareness has
an influence on motor vehicle payment
compliance.

2. To analyze whether the moral obligations
has an influence on motor vehicles payment
compliance

3. To analyze whether the tax sanctions has an
influence on motor vehicles payment
compliance

4. To analyze whether the tax socialization has
an influence on motor vehicles payment
compliance.

5. To analyze whether the quality of service
has an influence on motor vehicles payment
compliance

6. Toanalyze whether tax incentives moderate
the relation between taxpayer awareness
and compliance to motor vehicle payments
taxes.

7. Toanalyze whether tax incentives moderate
the relation between moral obligations and
compliance to motor vehicle payments
taxes.

8. To analyze whether tax incentives moderate
the relation between tax sanctions and
compliance to motor vehicle payments
taxes.

9. To analyze whether tax incentives moderate
the relation between tax socialization and
compliance to motor vehicle payments
taxes.
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10. To analyze whether tax incentives moderate
the relation between the quality of tax
services and compliance to motor vehicle
payments taxes.

Hypothesis Development

The Hypothesis in this study are as follows :

H1: Awareness has a positively influence on

motor vehicles payment compliance.

H2: Moral obligations has a positively
influence on motor vehicles payment
compliance

H3: Tax sanctions has a positively influence on
motor vehicles payment compliance

H4: Socialization of taxation has a positively
influence on motor vehicles payment
compliance

H5: The quality of services has a positively
influence on motor vehicles payment
compliance

H6: Tax incentives has a positively influence on
motor vehicles payment compliance

H7: Tax incentives can moderate the affect of
moral obligation to taxpayer compliance

H8: Tax incentives can moderate the effect of
tax sanctions on taxpayer compliance

H9: Tax incentives can moderate the effect of
tax socialization on taxpayer compliance

H10: Tax incentives can moderate the effect of
tax service quality on taxpayer compliance.
Research Framework
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RESEARCH METHOD

The researchers used quantitative
methods and questionnaire methods. The
rationale for using quantitative analysis is that
quantitative analysis of the results of the
phenomenon | am studying makes the findings
more accurate and in sync with what is going
on at the time. Aliaga and Gunderson (2002) in
(Apuke, 2017) define quantitative research
techniques as "the interpretation of a problem
or phenomenon by collecting and analyzing
numerical data using mathematical tools,
especially statistics". Research uses quantities
very effectively to answer questions in specific
situations. The data in this study were obtained
from primary sources based on first-party data
collected by Arikunto (2013:172) in (Ega Dewi
Sartika, 2021). The main data in this study are
the quality of tax services and tax incentives for
motor vehicle tax payment compliance, which
Is based on direct answers from respondents.
Respondents in this case are motor vehicle
taxpayers living in Bekasi City.

The statistical analysis tool SEM-PLS
(Structural Equation Modeling) was used in
order to be able to use a variant (Partial Least
Squares) to test the significance and validity of
the researchers' hypothesis. The purpose of
PLS-SEM is to investigate whether there is a
relationship or influence between constructs to
assess predictive correlations. Because the
researchers' assumptions about all factors affect
taxpayer compliance simultaneously.
According to (Peggy Jimenez, 2016), each
variable in the study is a latent variable that
cannot be directly assessed, and SEM-PLS
effectively captures the effect of the latent
variable on the dependent variable.

Outer Model
Construct Validity Test

According to (Hartono, 2011) Convergent
validity refers to the idea that construction
gauges should be closely connected. According
to (Hengky Latan, 2012) The smartPLS
application can be used to test the validity of
reflected indicators. Based on each construction
indicator's loading factor value. The loading
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factor value for confirmatory research should
be larger than 0.7, while the average variance
inflation factor (AVE) value for exploratory
research should be greater than 0.5., according
to the rule of thumb for measuring convergent
validity (Hengky Latan, 2012).

According to (Hartono, 2011)
Discriminant validity refers to the idea of
measuring different conceptions. How to use
the indicator to assess the validity of the
discriminant Check the cross loading value is
reflective. Each variable's value must be bigger
than 0.70 (Hengky Latan, 2012). Based
(Hartono, 2011) This model has sufficient
discriminant validity if the AVE root for each
construction is bigger than the correlation
between construction and other constructions in
the model.

According to (Hengky Latan, 2012) At
PLS-SEM, reliability testing is carried out in
addition to validity testing. The instrument's
reliability, precision, and consistency in
assessing construction are demonstrated by
rehabilitation testing. Cronbach's Alpha and
Composite Reliability are two methods for
measuring construction reliability utilizing
reflected indicators.. The composite value of
reliability must be more than 0.70 when
analyzing construct reliability, according to the
rule of thumb. However, using Alpha Cronbach
to measure construct reliability will result in a
lower number (under estimate), then composite
reliability should be used instead (Hengky
Latan, 2012).

Inner Model

The structural model is evaluated in the
second step of model evaluation (Inner model).
The value of R-Square and Significance are two
component elements that become criteria in the
assessment of the structural model (Inner
model). According to (Hartono, 2011) The level
of variation in the change in the independent
variable to the dependent variable is measured
using the R-Square value. Meanwhile,
according to (Hengky Latan, 2012) Models
with R-Square values are 0.75, 0.50, and 0.25,
respectively, strong, moderate, and weak. In
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addition, significance is the assessment
criterion of the second structural model (inner
model). Variance inflation factor (VIF) is often
used to analyze the collinearity of formative
indicators. A VIF value of 5 or more indicates
concern with predictor construct collinearity
(Hair, Risher, Sarstedt, & Ringle, 2019)

RESULT AND DISCUSSION
Descriptive Analysis

Descri| T | M | TS| TS |QF| TI | TC
ptive | A O | X| L |(X|@] (Y

Statist | (X | X | 3) | (X | B) )
ic 1) | 2) 4)

Min 8 |12 4 | 5| 7 |18 | 9
Max [ 30|40 |20 | 25|35 |60 | 30
Mean | 25, | 33, | 17, | 16, | 27, | 48, | 25,
67 | 95 |49 | 35|13 | 74 | 36
St. |36(50(28|51|56]8,2]|3,7

Devia| 3 | 5| 5| 01| 9|74
tion

Convergent is designed to determine
whether there is a relationship between
variables in a design model. Variance tests for
loading factors and extracted means (AVE) are
good starting points for finding convergent
validity. The optimal load factor value
according to (Hair Jr, Ringle & Sarstedt, 2010)
is to keep the extracted mean variance (AVE)
value above 0.50 and the composite reliability
above 0.70, if the load value exceeds the
unsatisfactory requirements, it should be
deleted Standard Specification. After removing
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the elements TA5, TA6, MO1, MO4, MO5,
TI1, TI2, TC5, TC6, from the chart data, the
values of all indicators are above 0.70. Based
on these results, we can conclude that all
constructs show significant convergent validity.
Average Variant Extracted

Variable AVE
Construct

Tax 0,600
Awareness

Moral 0,597
Obligation

Tax 0,743
Sanction

Tax 0,634
Socialization
Quality of 0,699
Service

Tax 0,629
Incentive

Tax 0,699
Compliance

Each variable in the table above has an
Average Variance Extracted (AVE) value
greater than 0.50, indicating that all variables
passed the convergent validity test.
Discriminant Validity

QF QFTI TA TATI TC T TS TSTI TSL TSL TI

MO MO TI
0,772

MO 772

MO T -0392 1
QF 0445
F I 2110

0,586 100D
542 0345 0187 0,796
6 -0.251 0,584 0018

As indicated in the table above, the
AVE root value is bigger than the correlation
value among latent variables. This indicates
that the idea has a high degree of discriminant

validity.

Reability Test
Variable Composite Cronbach’s
Construct Reliability Alpha
Tax 0.857 0,777
Awareness
Moral 0,881 0,830
Obligation
Tax Sanction | 0,917 0,879
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Tax 0,896 0,866
Socialization

Quality of 0,942 0,928
Service

Tax Incentive | 0,944 0,934
Tax 0,890 0,834
Compliance

The Composite Reliability value is over
0.8, while Cronbach's Alpha is above 0.7, as
seen in the table above. This shows that all
variables are declared reliable.

The coefficient of determination (R2)
indicates how significant the simultaneous
contribution of the independent variable to the
dependent variable is. R2 values of 0.75, 0.50,
and 0.25 were considered significant, moderate,
and low, respectively. The better the
construction of the independent variable
description, the higher the acceptable R-
squared value of the model (Hair, Risher,
Sarstedt, & Ringle, 2019)

Determinant Coefficient Test

R-Square R-Square
Adjusted
Tax 0,608 0,590
Compliance

The R-Square value is 0.608, or 60.8
percent, as seen in the table above. Tax
Awareness, Moral Obligation, Tax Sanction,
Tax Socialization, Quality of Service, and Tax
Incentive all have an impact on tax compliance.
Other variables not included in the research
impact the remaining 40.2 %.

Variance Inflation Factors (VIF)

TS TST TSL  ISL 11

MO MOTI  QF

QFTl  TA TAT c il
2.500

4565
Ql 2.146
3354

In this study shown in the figure above,
all VIF values are less than 5, this indicates that
the model is free from multicollinearity. As
shown in the table above, there is no VIF value
that exceeds the criteria for severe
multicollinearity, namely VIF > 5.
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The results of hypothesis testing are
represented by T-statistics and probability
values. 1.96 is the t-statistic value. If the t-
statistic is greater than 1.96, the hypothesis is
accepted,; else, it is rejected. When utilizing the
probability to reject or accept a hypothesis, the
p-value must be less than 0.05 (Wong, 2013)
Hyhpothesis testing

Original T- P-
Sample Statistics | Value
MO -> 0,033 0,513 0,608
TC
MO -> 0,029 0,417 0,677
TI>TC
QF > 0,101 1,419 0,156
TC
QF > TI | -0,083 1,106 0,269
2> TC
TA > 0,137 2,409
TC
TA > Tl | 0,049 0,654 0,513
2> TC
TI=>TC | 0,314 3,738
TS > 0,399 5,359
TC
TS > Tl |-0,099 1,194 0,233
2> TC
TSL > |-0,145 2,540
TC
TSL-> 0,213 3,069
TI > TC
CONCLUSION

This study aims to determine the effect of
tax awareness, moral obligation, tax sanctions,
tax socialization, service quality on tax
compliance moderated by tax incentives. With
the following conclusions:

1. Tax awareness has a large and favorable
impact on tax compliance. This implies
that taxpayers will have a better
understanding of their tax obligations and
will be more aware of their commitments,
resulting in higher tax compliance.

2. The moral obligation has no bearing on
tax compliance. This means that
taxpayers who believe they have a strong
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sense of moral obligation think positively
and do good things while avoiding

immoral  behaviors don't have a
significant impact on their tax
compliance.

3. Tax sanctions have a large and favorable
impact on taxpayer compliance. This
shows that the harsher the sanctions, the
more likely taxpayers are to pay their
taxes and follow the rules.

4. tax socialization has a negative and
significant effect on tax compliance. This
is due in large part to the fact that although
tax socialization can motivate people to
obey the law and pay their taxes,
taxpayers do not really understand the
essence of socialization and are still not
aware of it.

5. The quality of tax services has no bearing
on motor vehicle taxpayers' compliance.
The higher the level of taxpayer
compliance, the better the service given.
Meanwhile, the lower the quality of
services provided, the lower the degree of
compliance among taxpayers. However,
in this study, the quality of tax services
has little impact on taxpayer compliance,
owing to poor taxpayer awareness.
Improving the quality of tax services will
not have a significant impact on taxpayer
compliance.

6. Tax awareness moderated by tax
incentives has no effect on taxpayer
compliance. because the taxpayers are not
very aware and they think if there is or no
tax incentives will not be very helpful in
paying taxes. Therefore, tax incentives
will not have much effect in moderating
tax awareness on tax compliance.

7. Moral obligations moderated by tax
incentives have no effect on taxpayer
compliance. tax incentives as a
moderating variable do not affect the
relationship of moral obligation to
taxpayer compliance because
understanding tax incentives by taxpayers
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will not increase their moral obligations
which will not.

8. Tax sanctions moderated by tax
incentives have no effect on taxpayer
compliance. Because, based on tax
penalties, taxpayers believe that tax
incentives are ineffective and have no
impact on compliance.

9. Tax socialization moderated by tax
incentives has a beneficial and substantial
impact on taxpayer compliance. Because
taxpayers will realize the need to pay
taxes if they are given a solid and correct
understanding through socialization.

10. service quality moderated by tax
incentives has no significant effect on
taxpayer compliance. This means that tax
incentives have no significant effect on
the relationship between service quality
and taxpayer compliance.
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