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ABSTRACT

The objective of this research is to examine the influence of relationship marketing
which consist of trust, commitment, and communication toward taxpayer’s satisfaction
in tax amnesty program. By using the purposive sampling method, the research sample
is taxpayers who have a NPWP and registered in tax amnesty program. Only 48 re-
spondents who is qualified as the research sample. Multiple liniear regression was
used to analyze the data and to test the research hypotheses through SPSS. The result
shows there is no influence between trust toward taxpayer’s satisfaction in tax amnesty
program. Meanwhile, commitment and communication have an influence on taxpay-
er’s satisfaction in tax amnesty program.
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INTRODUCTION

The condition of the common
problems associated with tax levies in
Indonesia is still a lot of people who do
not want to fulfill their tax obligations
to the government. The government is
trying to improve national development
in the next five years through a number
of major projects such as the construc-
tion of tolls, land infrastructure and vil-
lage revitalization and agriculture.
However, the funds required by the
government to finance the development
project is still unfulfilled. Therefore,
public pressure for the government to
reduce the amount of debt, so the
source of available financing is derived
from tax and customs duties
(Setyonugroho, 2012).

The government targets to obtain
additional tax of Rp 600 trillion in the
coming year with an initial target of
around Rp 1,400 trillion. Therefore, the
government plans to grant amnesty tax
amnesty to Indonesian Citizens (WNI)
who allegedly conduct tax evasion
abroad (Safrina et al., 2016). This tax
amnesty has nothing to do with income
but relates to the increase in the value
of taxpayers' assets and debts. In princi-
ple, the tax apparatus is not allowed to
ask the origin of the property. With this
tax forgiveness program is a great op-
portunity for the government in obtain-
ing information disclosure owned by
the taxpayer. Taxpayers are required to
inform assets not yet reported in the
previous annual SPT. Through this pol-
icy i1s expected to assist in increasing
the number of taxpayers, tax subjects
and tax objects and urge the public to
improve compliance and awareness of
taxpayers in participating actively to
government-run programs (Pramishinta
and Baldric, 2011).

Tax amnesty policy can be said
not a new policy. This is because in
some countries in the world, both de-

veloped and developing countries have
run the tax amnesty program. In 1964
and 1984, the tax amnesty policy in In-
donesia was enacted. But unfortunately
the results of its implementation can be
said to be less successful. This is due to
an inadequate taxpayer response and is
not accompanied by a thorough reform
of tax administration (Safrina et al.,
2016). Of course the existence of this
tax amnesty program can lead to pros
and cons in the community where the
program can be misused by the
pengemplang of taxes that only affect
the benefits for their side only. Thought
may occur due to the low level of pub-
lic confidence to the tax apparatus. Plus
the rules of taxation that somewhat
complicated so difficult for the commu-
nity (Fatmala and Ardini, 2017).

To overcome the impact of failure
that may be repeated in this program,
the tax apparatus needs to socialize the
tax amnesty program either in the form
of counseling or technical understand-
ing, promotion through print media
(leaflets, banners and banners) in strate-
gic places, and publications through
social media (twitter, facebook,
youtube, and instagram), and features
of online applications or websites that
can be accessed by taxpayers easily.
The presence of such socialization pro-
vides knowledge to the taxpayer and
causes his tax obligations to grow high-
er (Wardani and Erma, 2018).

In addition, the strategy that can
be done by the tax apparatus in foster-
ing and maintaining the taxpayer to be
obedient to the rules and willing to par-
ticipate in the offered program is to cre-
ate a good relationship between the tax-
payer and the tax apparatus (Susila,
2004). The term relationship is known
as relational marketing (relationship
marketing), which is an approach to be
able to recognize taxpayers more close-
ly through a two-way communication
process by managing mutually benefi-
cial relationships with each other
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(Apriliani et al., 2014). Therefore it can
be concluded that by establishing or
fostering good relationships with the
taxpayers, it can determine the future
value of a business or activity tax appa-
ratus. According Ndubisi (2007) there
are several factors that give influence in
relationship marketing, namely trust,
commitment, communication, and
problem solving. Through these factors
are expected to provide satisfaction for
taxpayers so that it will bring a positive
impact on the program offered tax ap-
paratus. Basically the success of this
tax amnesty policy will also have a
positive impact in encouraging devel-
opment in Indonesia as a whole.

Therefore, this study is interested
to discuss about the influence of rela-
tionship marketing that includes trust,
commitment, and communication in
achieving taxpayer satisfaction in tax
amnesty. Later on they can become tax-
payers loyal and obedient to the appli-
cable tax rules and provide income for
the government not only in the short
term, but for the long term (Rasbin,
2016).

Following the introduction, the
second section provides a selected liter-
ature review on trust, commitment,
communication, towards taxpayer’s
satisfaction in tax amnesty program,
Research methodology are discussed in
the third section, while the fourth pre-
sents research results of findings and
discussions. The final section of the
paper draws certain conclusions and
directions for future research.

LITERATURE RIVIEW

Relationship Marketing

The meaning of relationship mar-
keting can illustrate the various con-
texts and perspectives of marketing ac-
tivities. A narrow definition, relation-
ship marketing describes a variety of
marketing strategies in binding or re-

taining customers after a sales process,
where the ultimate goal is to create re-
peat purchases (Chan, 2009). When
viewed the meaning of relationship
marketing widely, it can be interpreted
a paradigm and marketing orientation
as part of the opposition of transaction-
al marketing (Widiana, 2004).
According to Kotler and Keller
(2012), relationship marketing is a
practice in fostering long-term relation-
ships that can satisfy key stakeholders,
such as customers, suppliers and deal-
ers, in order to maintain the company's
long-term preferences and business.
Relationship marketing is a process
whereby suppliers and customers devel-
op long-term relationships based on
mutual cooperation, interdependence,
trust and commitment to the added val-
ue to be provided (Tower et al., 2006).
Attempts to familiarize customers
deeply for the company to meet cus-
tomer needs and wants in the long term
are part of relationship marketing
(Zeithaml et al., 2013). Relationship
marketing is closely related to the ser-
vice marketing sector. This can occur
because of the direct involvement and
interaction between customers and ser-
vice providers that are high in most ser-
vice business sectors (Lupiyoadi,
2013). Hence, a transaction-marketing
approach with a target of high sales in a
short span of time becomes less sup-
portive of service business practices.
Ndubisi (2007) suggests that in rela-
tionship marketing there are four key
principles of trust, commitment, com-
munication, and problem solving.

Trust

Trust is an important thing in a
commitment or a promise, where com-
mitment can only be realized if it can
give its own meaning. Trust will occur
if customers believe in the service pro-
vider and have a high degree of integri-
ty (Arifin, 2011). According to Adji
and Semuel (2014), one of the im-
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portant variables that play a role in
maintaining a long-term relationship
including a brand is trust. Given the
long-term relationship it can increase
consumer confidence in the expecta-
tions that will be received from the
company. These conditions can reduce
customer unrest on the services it re-
ceives. This can certainly potentially be
a barrier in influencing consumers to
make the selection (switching barrier).
The basis of trust directly occurs when
the customer performs information pro-
cessing activities. Information about
the attributes and benefits of products /
services received, encoded into
memory, and then reopened from
memory for use (Rahadian, 2011).

The trust factor of the parties in-
volved in a relationship is an indicator
of relationship marketing success. Trust
is a person's self-confidence found
based on the desires of others earned
through his own power. The target to
be achieved from trust in the hope of
credibility and good deeds (Riorini,
2003). To realize the success of a mar-
keting relationship comes from trust.

Commitment

One important factor is based on
the strength of the relationship of mar-
keting through a commitment. This is
because commitment is the result of a
relationship that is said to be success-
ful, giving satisfaction, and bringing
benefits (Ndubisi, 2007). The compa-
ny's commitment illustrates that the
company's continuing relationship with
its purchasers should be well main-
tained. While brand commitment is de-
scribed as an emotional or psychologi-
cal connection with a particular brand
in a product class. Overall, the most
frequent brand commitment in products
with high engagement describes as selt-
concept, value, and consumer needs.
Furthermore, the concept of self and
consumer needs is related to customer
expectations or customer expectations

(Sulistiani et al., 2015). According to
Rahadian (2011), commitment is an
attitude that is the intention to maintain
a long-term relationship because the
relationship is felt valuable and provide
benefits. Relational benefits focus on
benefits derived from the services of-
fered.

Communication

The process used by companies
and customers in sharing information to
achieve common interests is a commu-
nication. Communication is very im-
portant in widespread dissemination of
a new product. Lupiyoadi (2013) argues
that in business activities, marketing
communications provide a very im-
portant role that can be said part of the
marketing mix. Therefore, in order to
retain customers and attract new cus-
tomers, the company conducts proper
marketing communications and match-
es the character of the intended custom-
er.

Anderson and Narus in Ndubisi
(2007) suggest that in this context,
communication refers to the ability to
provide timely and reliable information.
Sulistiani et al. (2015) says communi-
cation as an interactive dialogue be-
tween the company and the customer,
which takes place during the pre-sale
stage, sales, consumption and after con-
sumption. Communication in marketing
relations means maintaining relation-
ships with customers, providing timely
and reliable information when services
and services change, and communi-
cating proactively in case of a com-
plaint in communicating.

Satisfaction

According to Kotler and Keller
(2012), customer satisfaction is the
feeling of a person in the form of happy
or disappointed based on the process of
comparing the perceived product per-
formance (performance) with the per-
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formance (result) of the expected prod-
uct. If performance is below customer
expectations, then the customer will not
be satisfied. On the contrary if perfor-
mance meets customer expectations,
then the customer will be satisfied. In
addition, customers can feel very satis-
fied if the product performance exceeds
customer expectations. The tendency of
a satisfied customer will give a good
recommendation on the product or ser-
vice to others. Any form of customer
action against the provider of the prod-
uct or service, in which an emotional
reaction to the difference between the
expectations and the reality they derive
relating to the fulfillment of a need,
purpose or desire is the meaning of sat-
isfaction (Hansemark and Albinson,
2004). Prasasti et al. (2003) states that
there are several aspects of customer
satisfaction, such as service responsive-
ness, transaction speed, service exist-
ence, professionalism, overall satisfac-
tion with services or services. In addi-
tion, there are five main factors that
must be considered in customer satis-
faction, namely product quality, service
quality, emotional, price, and cost (Adji
and Semuel, 2014).

The existence of relationship
marketing conducted by a company is
expected to create customer satisfac-
tion. The relationship between relation-
ship marketing and customer satisfac-
tion is reinforced by Mudie and Cottam
in Tjiptono (2011) which says that total
customer satisfaction will not be
achieved, even if only temporarily. But
what needs to be done is the improve-
ment and refinement of satisfaction
through various strategies. One strategy
that can be integrated to achieve and
improve customer satisfaction is with
relationship marketing.

Based on the explanation above,
the hypothesis formulations stated as
follow:

H;: There is a influence between trust
and taxpayer’s satisfaction in tax
amnesty program

H,: There is a influence between com-
mitment and taxpayer’s satisfac-
tion in tax amnesty program

H;: There is a influence between com-
munication and and taxpayer’s
satisfaction in tax amnesty pro-
gram

Relationship Marketing

AN

Trust

Commitment

Satisfaction

b/

Communication <|/

Picture 1. Research Model
Source : Data processed by researchers (2017)

RESEARCH METHODOLOGY

According to Sekaran (2006), the
sample is part of the number and char-
acteristics possessed by the population.
Determination of sample according to
Roscoe theory in Sugiyono (2012) stat-
ed that the sample size is feasible in the
research is 30 to 500. In this research,
sampling technique used is a non-
probability sample with purposive sam-
pling method, where this method takes
a sample of population based criteria
that have been determined by research-
ers (Santoso, 2010). The criteria that
must be considered in taking this sam-
ple is the respondent is a community
registered as a taxpayer is marked with
ownership of Taxpayer Identification
Number (NPWP) and has reported it-
self as a participant tax amnesty. Based
on the opinion of the experts, then the
number of samples according to the cri-
teria and then will be done analysis is
as much as 48 respondents taxpay-
ers.This study used primary data
sources, data collection methods used
through surveys or questionnaires dis-
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tributed to a number of respondents.
The questionnaire is closed in which
the respondent's desired answer is
available so that the respondents are
expected to choose one of the available
answers. Each statement submitted in
this questionnaire refers to the indica-
tors in the research variables. The scale
used in this study uses 5-point Likert
Scale (1 = Strongly Disagree and 5 =
Strongly Agree).

This data used quantitative data
analysis, quantitative data analysis is a
form of analysis in the form of numbers
that use statistical calculations, where
the data will be grouped into certain
categories using various types of tables
(Hair et al., 2006). For the processing
and analysis of quantitative data from
each test is done with SPSS 21.0 soft-
ware program.

Findings

Here is the result of validity test
in Table 4.3. Based on the results of
validity testing showed that all items
statement of each construct has a factor
loadings greater than 0.50. Thus the
test results validity of all statement
items in each construct can be declared

valid.
Table 1. Result of Validity Test

In testing realibility, the research-
ers measure the reliability of a variable
by looking at Cronbach's coefficient
alpha which is quite acceptable, which
is worth between 0.60 to 0.70 or more
(Sekaran, 2006). Based on below test
results show that the variable is de-
clared reliable because the value of
Cronbach's coefficient alpha is worth
between 0.60 to 0.70 or more (Sekaran,

2006).
Table 2. Realibility Test

Cronbach’s
Construct Items Alpha
Trust 3 0.894
Commitment 4 0.945
Communication 3 0.931
Satisfaction 4 0.899

Source : Data processed by researchers (2017)

Test results of Goodness of Fit
test was used the value Adjusted R2,
where the value obtained by 0.744.
These results indicate that 74.4% tax-
payer satisfaction variables in the tax
amnesty program can be explained by
the variation of the three independent
variables, namely trust, commitment
and communication. While the rest of
25.6% can be explained as a factor or
other variables that affect the satisfac-
tion that is not examined in this study.

Table 3. Goodness of Fit Test
Std. Error
R Adjusted of the
Model R Square R Square Estimate

Items Facto.r Conclusions
Loadings

Trust

X11 0,929 Valid

X12 0,928 Valid

X13 0,881 Valid

Commitment

X21 0,939 Valid

X22 0,928 Valid

X23 0,908 Valid

X24 0,934 Valid

Communication

X31 0,935 Valid

X32 0,943 Valid

X33 0,939 Valid

Satisfaction

X41 0,872 Valid

X42 0,901 Valid

X43 0,891 Valid

X44 0,899 Valid

Source : Data processed by researchers (2017)

1 .872° 761 7144 1.685
Source : Data processed by researchers (2017)

The result of t test is a test of sig-
nificance to see the individual signifi-
cance of the independent variables pre-
sent in the model against the dependent
variable. It aims to see the significance
of how far the significant influence of
one independent variable in explaining
the variation of bound variables. Expla-
nation of't test result for each independ-
ent variable in this research as follows:
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Based on the result of partial cal-
culation of the effect of trust on taxpay-
er satisfaction on the tax amnesty pro-
gram obtained the value of regression
coefficient (b) of (+) 0.200, where at
the level of significance of 5% obtained
t-value of 0.994 with a significance val-
ue of 0.326. Then the results of this hy-
pothesis testing is HO accepted (Hal
rejected), meaning there is no influence
of trust on taxpayer satisfaction in the
tax amnesty program. This is because
the value of significance (p-value)>
0.05.

And then the result of partial cal-
culation of the influence of commit-
ment to taxpayer satisfaction on tax
amnesty program obtained regression
coefficient value (b) of (+) 0.387,
where at 5% significance level obtained
t-value of 2.325 with a significance val-
ue of 0.025. Then the results of this hy-
pothesis testing is HO rejected (Ha2
accepted), it means there is influence of
commitment to taxpayer satisfaction in
tax amnesty program. Influence that
happened 1is significant and positive,
that is increasing of commitment,
hence increasing also taxpayer satisfac-
tion in tax amnesty program. This is
because the value of significance (p-
value) <0.05 and the value of the re-
gression coefficient is positive.

Based on the result of partial cal-
culation of the effect of communication
on taxpayer satisfaction in the tax am-
nesty program obtained regression co-
efficient value (b) of (+) 0.433, where
at 5% significance level obtained t-
value of 2.609 with a significance value
of 0.012. Then the results of this hy-
pothesis testing is HO rejected (Ha3
accepted), meaning there is a communi-
cation effect on taxpayer satisfaction in
the tax amnesty program. Influence that
happened is significant and positive,
that is increasing of communication,
hence increasing also taxpayer satisfac-
tion in tax amnesty program. This is
because the value of significance (p-

value) <0.05 and the value of the re-
gression coefficient is positive.

Discussion

Based on the results of tests that
have been done can be explained that
there is no influence between the trust
of taxpayer satisfaction in the tax am-
nesty program. Similar research using
trust variable in analyzing customer
satisfaction showed the same result that
belief did not significantly and positive-
ly affect customer satisfaction at Rs Da-
rul Istigomah Kaliwungu Kendal
(Fasochah and Harnoto, 2013). This
condition can occur because the quality
of services integrated in the tax amnes-
ty program is still not clearly visible by
the taxpayer. In addition, the reliability
of the tax amnesty program is still not
reliable by taxpayers. The possibility of
this factor that causes the trust does not
provide the effect of satisfaction for the
taxpayer.

Based on the results of tests that
have been done can be explained that
there is influence between commitment
to taxpayer satisfaction in tax amnesty
program. This influence gives a signifi-
cant and positive effect on the commit-
ment given by the tax apparatus to in-
crease the taxpayers' satisfaction with
the tax amnesty program. Similar re-
search using variable of commitment in
analyzing customer satisfaction showed
a significant and positive result where
the object of research conducted on
customer in a Bank BRI Semarang area
(Sulistiani et al., 2015). Based on the
information can be explained that the
good relationship and consistency of
excellent service provided tax apparatus
to taxpayers in the tax amnesty program
helps improve their satisfaction to fol-
low this program.

Based on the test results that have
been done can be explained that there is
influence between the communication
of taxpayer satisfaction in the tax am-
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nesty program. This influence has a
significant and positive effect on the
communication skills provided by the
tax apparatus to increase taxpayer satis-
faction following the tax amnesty pro-
gram. A similar study using communi-
cation variables in analyzing customer
satisfaction showed significant and
positive results where the object of the
study was performed on the customer
at a Pasuruan Regional Bank Jatim
(Putri et al., 2014). Based on the infor-
mation can be explained that the good
communication skills and informative
given tax apparatus to taxpayers is very
important role in improving taxpayer
satisfaction following the tax amnesty
program. This will help taxpayers bet-
ter understand tax products and ser-
vices and raise their awareness and
compliance with tax rules and increase
their satisfaction.

CONCLUSION

Based on the results oh this study
can be concluded that there is no influ-
ence between the trust on taxpayer sat-
isfaction in the tax amnesty program,
where the significance value of 0.326
(p-value> 0.05) and then there is influ-
ence between commitment to taxpayer
satisfaction in tax amnesty program
significantly and positively, where the
value of significance equal to 0,025 (p-
value <0,05) and regression coefficient
value (b) equal to (+) 0,387. For the
last there is influence between commu-
nication to taxpayer satisfaction in tax
amnesty program significantly and pos-
itively, where the value of significance
equal to 0,012 (p-value <0,05) and re-
gression coefficient value (b) equal to
(+) 0,433.

For further research should add
other variables that are not examined in
this study such as problem solving, ser-
vice quality, knowledge, and loyalty. In
addition, the researcher recommends to

use a research subject profile that is an
individual taxpayer who performs free
and corporate taxpayer's work.
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