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Abstract 

 
Tax Volunteers are college students assigned by the Directorate General of 
Taxes to assist in reporting Tax Returns (SPT) using the electronic Tax Return 
(e-SPT).  Regarding to the services provided by tax volunteers, it is necessary 
to evaluate their performance. This study aims to analyze the factors that 
influence the service quality performed by the Tax Volunteers whether they 
have met the service quality and taxpayer satisfaction. The data obtained was 
processed using Importance Performance Analysis (IPA) with the help of 
Cartesian diagrams for service quality and to determine the level of taxpayer 
satisfaction using a Tao diagram on Customer Satisfaction Index analysis. 
Based on the findings, the service quality provided by Tax Volunteers in 
Surabaya is influenced by factors consisting of courtesy and reliabilities factors, 
while tangibles and serviceability still need to be improved. Meanwhile, the 
factors of reliability, competence, courtesy, security, accessibility, 
communication, and customer understanding are considered as good service 
quality, while the tangible and serviceability factors don’t affect service quality. 
The following analysis relates to taxpayer satisfaction, it was found that in 
general taxpayer satisfaction has been fulfilled because the interests or 
expectations of taxpayers are lower than the perception of performance 
obtained. 
Keywords: taxpayer, tax volunteer, service quality, satisfaction level 
 
Introduction 

According to the General Tax Provisions Law article 3 section 1 
(Indonesia, 2007), stated that every taxpayer must fill out a tax return (SPT) 
correctly, completely and clearly, in Indonesian language using Latin letters, 
Arabic numerals, rupiah currency units, sign and submit it to the tax service 
office where the Taxpayer is registered, or another office determined by the 
Director General of Taxes (DJP). Taxpayers are required to submit an Annual 
SPT report once a year, in particular, in this study the submission of the annual 
SPT of individual taxpayers will be examined. 

 To facilitate the submission of SPT, the Directorate General of Taxes has 
issued a regulation that reporting SPT is no longer done manually but is done 
electronically with e-spt. The problem is that not every taxpayer is used to using 
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e-spt. It happened because the implementation of reporting is done once a 
year, especially for individual taxpayers who report their SPT using the e-spt. 
Even if taxpayers have done, they generally forget how to use e-SPT report. 
Thus, assistance is needed in reporting. 

 This assistance needs to be done apart from not being used to using 
electronic SPT report is because the taxpayers reported their SPT when the 
reporting deadline is approaching, which is at end of March. As a result, due to 
the large number of taxpayers reporting their SPT, the Tax Service Office (KPP) 
is full of queues of taxpayers. Therefore, the Directorate General of Taxes, 
which has collaborated with universities in Surabaya, invites students to 
participate in the implementation of SPT reporting activities, especially for the 
annual SPT of individual taxpayers. According to the DJP, students who are 
members of their official memorandum (Ministry of Finance, 2019) are called 
Tax Volunteers. Specifically, for the DJP East Java 1 area, it includes 16 
universities in Surabaya that are members of the Surabaya Tax Center Forum. 
Before doing services, students are given training both covering material for 
sending e-SPT and how to provide services to taxpayers. At the end of the 
training, DJP inaugurated students as assistants of e-SPT submission with the 
title of Tax Volunteer. 

  
Table 1. The influence of Service Quality and Taxpay Satisfaction 

Title Research Method Finding 
Measuring Customer Satisfaction 
with Service Quality Using 
American Customer Satisfaction 
Model (Angelova, 2011)  

Customer 
satisfaction model 

If the expectation is 
higher than the 
perceptions of 
performance, customer 
will feel dissatisfied with 
the services provided. 
 

Analysis of Service Quality on 
Taxpayer Satisfaction 
At the Kedaton Primary Tax 
Service Office in Bandar Lampung 
(Wulan, 2012) 

Importance 
Performance 
Analysis. (IPA) and 
Cartesian Diagram 
analysis 

The service quality 
provided by the Pratama 
Kedaton Tax Service 
Office has not been fully 
provided. 
satisfaction for the 
taxpayer 
 

Analysis of Taxpayer Satisfaction 
with Primary Tax Service Offices 
in the Regional Offices of the 
Directorate General of Taxes, 
East Java I. (Adisasmito Stefan 
Purnomo & Sadjiarto Arja ,2013) 

Examine the 
differences between 
expectations and 
perceptions of 
service quality 
dimentions 

Reliability dimension is 
the dimension that has 
the most significant 
influence on taxpayer 
satisfaction. 
 

 
This research was conducted to determine the service quality performed 

by tax volunteers in supporting the successful implementation of SPT reporting 
using e-spt. If the service quality performed by tax volunteers increases, it will 
affect taxpayer satisfaction which will increase taxpayer compliance (Putri, 
2020). From the explanation above and because it is the first time for the tax 
volunteers are being assigned to help taxpayers, it is necessary to do an 
evaluation in order to improve their services. Therefore, the problems in this 
study can be formulated as follows: Factors that influence service quality and 
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satisfaction of taxpayers who make tax report using e-SPT by tax volunteers. 
The purpose of this study was to determine the factors that influence service 
quality and taxpayer satisfaction. At the end of this study, it is expected that the 
results will be used to improve the service quality and taxpayer satisfaction 
conducted by Tax Volunteers, so it will increase taxpayer compliance in 
reporting taxes. 

According to the previous studies above, it shows that the service quality 
in a tax service office is conducted using the IPA method with the result that 
service quality has not fully provided satisfaction to taxpayers (Wulan, 2012). 
Other research on assessing the level of customer satisfaction (Angelova, 
2011) using the Customer Satisfaction Model shows that if expectations are 
higher than perceptions of performance, the recipient of the service by the 
customer will feel dissatisfied. 

 Service quality is defined as a comparison between expectations/ 
interests and perceptions obtained from a performance (Cauana, 2000). In A 
Multiple-Item Scale for measuring consumer perceptions of service quality 
(Parasuraman, 1988), stated there are five dimensions that can be used to 
measure service quality consisting of Tangible which is a real physical 
appearance that can be seen and held by service providers such as facilities 
physical warehouse or room, equipment, and appearance of service providers. 
Reliability is the ability to work accurately, reliably, and according to what has 
been promised. Responsiveness is the ability to help quickly. Assurance is the 
ability to guarantee a sense of security and decency which can generate a 
sense of trust from service users, and Empathy which is care and concern for 
customers such as the ease of being able to communicate. These five 
dimensions are broken down into nine dimensions based on the five dimensions 
of service quality, namely reliability, security, competence, courtship, tangibles, 
accessibility, customer understanding, and serviceability. The nine dimensions 
are actualized into 18 question attributes. In order to find out to what extent the 
five dimensions are actualized in the 18 question attributes, a priority scale is 
conducted on which attributes need to be increased, maintained or excessive 
by making an analysis called the importance and performance level analysis of 
Abalo (2007) in Importance Values for Importance Performance Analysis (IPA). 
Importance Performance Analysis is a simple and useful technique for 
identifying those attributes of a product or service that need an improvement or 
alternatives for possible cost savings without significantly compromising overall 
quality. IPA is actually a graphical method of showing in a two-dimensional 
coordinate system, which is calculated in relation to each other i.e., the average 
value of importance and performance of different service/product elements, 
represents the user's perception of the service quality provided by the 
organization, whereas importance refers to the user's assessment of the 
importance of the service. (Martilla & James in Ormanovic 2017). The result is 
shown in a diagram Figure 1. 

Quadrant A, if importance is high and performance is low, it becomes the 
main concern to be improved. 

Quadrant B, if the importance and performance are high, it should be 
maintained. 

Quadrant C, if the importance and performance are low, it is not a priority 
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to be improved. It usually called a low priority. 
Quadrant D, if the importance is low and performance is high, it became 

something excessive. 
 

 
 

Figure 1. Importance Performance Analysis (IPA) 
Source: Ormanovic, 2017 

 
Satisfaction can be defined as an evaluation of the difference between 

what is expected and what is received from a product produced (David & 
Wilton, 1988), while satisfaction is also interpreted as a customer's feeling that a 
product has been exceeded their expectations (Chiguvi, 2017). 

The association between service quality and satisfaction level is the result 
of an individual service implementation and entire service encounter (Bitner & 
Hubbert, 1994 in Mensah, 2018). Tao, in Customer Relationship Management 
based on Increasing Customer Satisfaction (2014) stated that the level 
Customer satisfaction can be seen by comparing customer expectations with 
customer experience in receiving services. It is shown in Figure 2 below, where 
customer satisfaction and customer expectations are the opposite. Customer 
satisfaction is obtained from customer experiences about company 
performance compared to customer expectations. The higher the customer 
experience, the higher the customer satisfaction. On the other hand, the higher 
of the customer expectations will bring lower customer satisfaction. In Figure 2 
the level of satisfaction is divided into five intervals, namely very satisfaction, 
relative satisfaction, general satisfaction, relative dissatisfaction and very 
dissatisfaction. Mellroy and Barnett, 2000 in Chiguvi & Guruwo (2017) stated, 
loyalty is a customer's commitment to do business with a given organization, in 
a way to buy its goods or services repeatedly and to recommend them to 
colleagues. Therefore, if the taxpayer is satisfied, they will become loyal and will 
give benefit to the DJP because this loyalty will be reflected in the willingness to 
be served again or to get more service from tax volunteers because the quality 
of the service that provided makes the taxpayer satisfied. 

 There is an association between service quality and satisfaction level as 

Quadrant A Quadrant B 

Quadrant  C Quadrant D 
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stated in Gong's research (2018) conducted in 5 Asian countries that good 
service quality affects satisfaction levels and will ultimately affect customer 
loyalty levels. Hadiyati (2014) also found that in a study of services in the public 
sector, she found that service quality greatly influences the level of satisfaction. 
The factor that has the greatest influence is the responsiveness of the service 
provider to the community. Whereas Sharma (2017) in her findings said that 
electronic service quality, customer service, and trust have a strong direct effect 
on satisfaction and an indirect effect on loyalty, so the level of actual satisfaction 
is also a mediation between service quality and customer loyalty. Loyal 
customers have characteristics such as making repeat purchases, 
recommended to colleagues. Therefore, if the taxpayer is satisfied with the 
service quality provided by the tax volunteers, they will be to return to use the 
service conducted by tax volunteers. 
 

 
 

Figure 2. Customer Satisfaction Index (CSI) 
Source: Tao (2014) 

 
Based on several theories about service quality and customer satisfaction 

levels, especially Gong's research (2018), this study created a research model 
which can be described as follows: 

 
 
 
 
 
 
 
 
 
 
 

 
Figure 3. Research Method 

 
 In this study the method that used to assess service quality is to compare 

expectations and performance of taxpayers in order to assess the level of 
service quality with the help of IPA (Importance Performance Analysis). While to 

Performance  

Expectation  

Service 
Quality 

Customer 
Satisfaction 
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assess the level of satisfaction of taxpayer, the Customer Satisfaction Index by 
Abalo in 2007 is being used and results are illustrated through a diagram (Tao, 
2014). 

 The data that being used in this study was from a list of individual income 
taxpayers who report SPT data using e-spt. Taxpayers who requested as 
resource persons were taxpayers who ask for assistance in filling out e-SPT at 
the Tax Service Office in the DJP East Java 1 Surabaya area. The method used 
in data collection w using a list of questions that are sent to taxpayers who have 
reported their SPT via e-spt. Taxpayers who have received assistance from Tax 
Volunteers are asked to fill in their identity according to the standard operating 
procedure at the Tax service office. Through the identity data that has been 
obtained, the taxpayer is given a list of questions through the Google form. The 
data that has been received from the taxpayer is being processed using the 
Importance Performance Analysis (IPA) in order to find out the difference 
between expectations and performance. 
 
Finding and analysis 

 The results of the Importance Performance Analysis (IPA) analysis found 
that the quality level of service provided by Tax Volunteers who are members of 
the Surabaya Tax Center Forum under the authority of the East Java 
Directorate General of Taxes 1 to taxpayers is illustrated in table 2. 

From the results of data processing, data analysis can be concluded as 
follows: 

 First, it is known that the taxpayer’s expectation for the services provided 
by Tax Volunteers who are members of the Surabaya Tax Center Forum under 
the auspices of the East Java Directorate General of Taxes 1 are very high. It is 
proved by respondent's answers for the element of interest in tax services with 
the average 4,56, while the perception of the performance conducted by the 
Tax Volunteers also gets a high score with average 4,65. In more detail on the 
reality data, there are several things that are stated by high taxpayers as more 
than expectations, such as reliability, competence, courtesy, security, 
accessibility, communication, and customer understanding. On the other hand, 
for the tangible and serviceability dimensions, the expectations exceed the 
reality, therefore for the 2 tangible and serviceability dimensions, Tax 
Volunteers must pay attention and improve the quality of their services. Through 
the Cartesian diagram, it can be shown the position for the quality element of 
the level of expectation of the taxpayer with the performance of the taxpayer. By 
using the overall average reference of the expectations of the taxpayer from the 
service quality variable (4,56) and the overall average performance of the 
taxpayer from the service quality variable (4,65) the results are shown in Figure 
4, The explanation of the figure is as follows. 

Attributes located in quadrant B stated that it has a higher level of 
expectation than the average level of importance, which is 4,56 and the attribute 
level of performance is lower than the average performance level, which is 4,65 
in overall. Attributes that are in quadrant I: 
a. A comfortable place during the e-SPT service process 
b. The existence of modern equipment in the e-SPT service process 
c. The level of speed in providing e-SPT services 



 
                                                  Jurnal Manajemen & Bisnis, Volume 22, No 1 (March 2023) 
 
 

 
www.journalmabis.org 
  86 

Ease of reporting or complaining problems 
 

Table 2. Importance Performance Analysis Tax Volunteers 
No. 

Question 
Average 

Importance Performance 
 Tangibles   
1 A comfortable place during the e-SPT service 

process 4,63 4,47 

2 The existence of a modern equipment in the e-SPT 
service process 4,73 4,60 

 Reliability   
3 The e-SPT service process is conducted on time 4,57 4,67 
4 The e-SPT service process is conducted as 

promised 4,57 4,73 

 Serviceability   
5 The level of speed in providing e-SPT services 4,67 4,47 
6 Ease in reporting or complaining problem 4,77 4,60 
 Competence   
7 The skills of Tax Volunteer in filling the data 4,43 4,70 
8 The skills of Tax Volunteer in operating computer 

system 4,50 4,60 

 Courtesy   
9 Greetings in the e-SPT service process 4,57 4,80 
10 Polite, friendly and respectful behavior in the e-SPT 

service process 4,53 4,70 

 Security   
11 Maintain the secrecy of taxpayer data 4,70 4,70 
12 Trust in the Tax Volunteer 4,40 4,57 
 Accessibility   
13 The location for e-SPT services is easy to reach 4,50 4,67 
14 14, The location for e-SPT services is easy to find 4,37 4,63 
 Communication   
15 The language of the Tax Volunteer is easy to 

understand 4,63 4,70 

16 The politeness of the Tax Volunteer in 
communicating 4,43 4,67 

 Understanding Customer   
17 The understanding of Tax Volunteer on taxpayer 

problems 4,50 4,77 

18 The readiness of Tax Volunteer in serving 4,67 4,73 
 Average 4,56 4,65 
Source: Processed data 
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Figure 4. Cartesian diagram between expectations and performance 

Source: Processed data 
 

For the Directorate General of Taxes who are represented by tax 
volunteers should pay attention to the four attributes above which are the top 
priority that must be considered. The tangible elements which include a 
comfortable place during the e-SPT service process and the existence of 
modern equipment in the e-SPT service process must be able to meet the 
expectations of taxpayers on these attributes. If the Directorate General of 
Taxes does not fulfil the taxpayer’s expectation, they will certainly delay or even 
not report the SPT. 

Attributes located in quadrant B stated that these attributes have a higher 
performance level than the average performance, which is 4,65 and the 
attribute level of expectation is higher than the average level of expectation, 
which is 4,56. Attributes that are in quadrant II: 
a. The e-SPT service process is conducted on time. 
b. The e-SPT service process is conducted as promised. 
c. Greetings in the e-SPT service process 
d. Maintain the secrecy of taxpayer data. 
e. The language of the Tax Volunteer is easy to understand. 
f. Readiness of the Tax Volunteer in serving 

Even though the performance is already higher than the average of the 
entire performance of the variable and the level of expectation is above the 
entire average level of expectation, the attributes that are in quadrant II cannot 
be ignored by the Directorate General of Taxes. In fact, the Directorate General 
of Taxes must maintain its performance so that taxpayers will continue to 
experience good service quality. 

Attributes located in quadrant C stated that these attributes have a level of 
expectations below the average, which is 4,56 and performance level attributes 
below the average performance, which is 4,65. 

Attributes that are in quadrant IV: 
a. The skills of the Tax Volunteer in filling the data 
b. Polite, friendly and respectful behavior in the e-SPT service process 
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c. e-SPT service locations are easy to reach. 
d. The politeness of the Tax Volunteer in communicating 
e. The understanding of the Tax Volunteer on taxpayer problems 

In this quadrant, even though the level of expectation of the taxpayer is 
below the average level of the expectation, while the performance level of the 
tax volunteer is above the average performance, it can be said that the 
performance of the tax volunteer is a bit excessive. DJP is better to give 
attention to quadrant B, where the level of expectation and level of performance 
are above the entire average. 

Attributes located in quadrant D stated that these attributes have a level of 
expectation below the average level of expectation, which is 4,56. Meanwhile, 
the level of performance is below the average level of performance, which is 
4,65. In this quadrant, even though the level of importance is below the average 
level of importance and the performance of Tax Volunteers is also below the 
average, it is not a major factor that should be given more attention to be 
improved. Attributes that are in quadrant III: 
a. The skills of the Tax Volunteer in operating computer systems 
b. Trust in the Tax Volunteer 
c. Places for e-SPT services are easy to find. 

 Secondly, the next analysis is to find out the level of taxpayer satisfaction 
based on the level of expectations and the performance of the tax volunteers as 
shown in Figure 4, The higher expectation of the tax volunteers’ performance on 
the expectation of the taxpayer, the more satisfied they will be and vice versa. 
The highest difference score between the performance of tax volunteers on the 
expectations of the taxpayer is 0,27 and the lowest score between the 
expectations of the taxpayer on the performance of the tax volunteer is 0,17. 
The attributes of taxpayers with a high level of satisfaction one is shown through 
attributes 7,9,14,16 and 17, consisting of: 
a. The skills of the Tax Volunteer in filling the data 
b. Greetings in the e-SPT service process 
c. Places for e-SPT services are easy to find. 
d. The politeness of e-SPT service officers in communicating 
e. The understanding of e-SPT service officers on taxpayer problems 

Next, taxpayers whose level of satisfaction is below the category 1 or 
category 2 shown through attributes 4,10,12 and 13 which consist of: 
a. The e-SPT service process is conducted as promised. 
b. Polite, friendly, and respectful behavior in the e-SPT service process 
c. Trust in the Tax Volunteer 
d. e-SPT service locations are easy to reach. 

Furthermore, taxpayers whose level of satisfaction can be classified into 
category 3, are shown attributes 3, 8, 11, 15 and 18, consists of: 
a. The e-SPT service process is conducted on time. 
b. The skills of the Tax Volunteer in operating computer systems. 
c. Maintain the secrecy of taxpayer data. 
d. The language of the Tax Volunteer is easy to understand. 
e. Readiness of the Tax Volunteer in serving. 
f. Lastly, taxpayers whose level of satisfaction is categorized 4 are shown 

attributes 1, 2 and 6 which consist of: 
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g. A comfortable place during the e-SPT service process 
h. The existence of modern equipment in the e-SPT service process 
i. Ease of reporting or complaining problems 
j. In the end, taxpayers whose level of satisfaction is low are shown attribute 

5, which contains the level of speed in providing e-SPT services. 
From the results of Figure 5, taxpayers get satisfaction in several 

dimensions such as accessibility, reliability, courtesy, competence, 
communication, and customer understanding, while the tangible and 
serviceability dimensions show that they are not satisfied. 
 

Performance  
     (0,27) 
       
 
 
 
 
 
 
 
 
 
 
 
 
Expectation 
 
 
 
 
   
    
     -0,17 

 
Figure 5. Position of Taxpayer Satisfaction Level Based on 

Expectations and Performance 
Source: Processed data 

 
Conclusion 

 From the results of data processing, it was found that the main factors 
influencing service quality were courtesy and reliability factors, while the 
tangibles and serviceability factors still did not meet service quality, so it needed 
to be improved. In more detail, the tangibles factor consists of a comfortable 
place and modern equipment, while serviceability consists of speed in providing 
services and ease of reporting taxpayer problems. For factors that are 
considered good service quality are factors of reliability, competence, courtesy, 
security, accessibility, communication, and customer understanding. Compared 
with previous studies, it shows that there are similarities in the factors that affect 
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the service quality, namely reliability, but the reliability factor is not the dominant 
factor yet the second factor. 

 For the satisfaction factor, because the perception of the performance 
provided by the taxpayer has exceeded the expectations of the taxpayer, the 
taxpayer is satisfied with what has been done by the Tax Volunteers. The 
factors that most satisfy taxpayers are competence and customer 
understanding, which includes the skills of tax volunteers and the understanding 
of tax volunteers on taxpayer problems. 

 
References 

 
Abalo, J., Varela, J., & Manzano, V. (2007). Importance values for Importance–

Performance Analysis: A formula for spreading out values derived from 
preference rankings. Journal of Business Research, 60(2), 115-121. 

Adisasmito, S., & Sadjiarto, R. A. (2013). Analysis of Taxpayer Satisfaction with 
Primary Tax Service Offices in the Regional Offices of the Directorate General 
of Taxes, East Java I. Tax & Accounting Review, 3(2), 323. 

Angelova, B., & Zekiri, J. (2011). Measuring customer satisfaction with service quality 
using American Customer Satisfaction Model (ACSI Model). International 
journal of academic research in business and social sciences, 1(3), 232-258. 

Caruana, A. ( 2000 ), The Effects of Service Quality and the Mediating Role of 
European Journal of Marketing, 36 (7/8):811-828.  

Chiguvi, D., & Guruwo, P. T. (2017). Impact of customer satisfaction on customer 
loyalty in the banking sector. International Journal of Scientific Engineering and 
Research, 5(2), 55-63. 

David, K. T., & Wilton, P. C. (1988). Models of consumer satisfaction formation: An 
extension. Journal of marketing research, 25(2), 204, 

Gong, T., & Yi, Y. (2018). The effect of service quality on customer satisfaction, loyalty, 
and happiness in five Asian countries. Psychology & Marketing, 35(6), 427-442. 

Hadiyati Ernani (2014). Impact of Service Quality on Customer Satisfaction in 
Indonesian Public Sector Organizations. International Journal of Management 
Sciences and Business Research, 2014 ISSN (2226-8235) Vol-3, Issue 12 

Mensah, I., & Mensah, R. D. (2018). Effects of service quality and customer 
satisfaction on repurchase intention in restaurants on University of Cape Coast 
campus. Journal of Tourism, Heritage & Services Marketing, 4(2), 27-36. 

Ministry of Finance. (2019). Directorate General of Tax Service Memorandum about 
Tax Volunteer Program. 

Ormanovic Semso, Talović Munir,  Ciric Alen   & Alić Haris.(2017 )Importance-
Performance Analysis: Different Approaches Acta Kinesiologica 11 (2017) 
Supp. 2: 58-66. 

Parasuraman, A., Zeithaml, V. A., & Berry, L. (1988). SERVQUAL: A multiple-item 
scale for measuring consumer perceptions of service quality. 1988, 64(1), 12-
40. 

Putri, K. P., Devi, M. C., & Amijaya, D. T. (2020). Knowlwedge Of Taxation And Fiscus 
Service On Taxpayers Compliance. Dinasti International Journal of Economics, 
Finance & Accounting, 1(1), 8-20. 

Sharma, G. (2017). Service quality, satisfaction and loyalty on online marketing: An 
empirical investigation. Global Journal of Management and Business 
Research, 17(E2), 57-66. 

Tao, F. (2014). Customer relationship management based on increasing customer 
satisfaction. International Journal of Business and Social Science, 5(5). 

Tse, David K. and Peter C. Wilton (1988). Models of Consumer Satisfaction Formation: 



 
                                                  Jurnal Manajemen & Bisnis, Volume 22, No 1 (March 2023) 
 
 

 
www.journalmabis.org 
  91 

An Extension. Journal of Marketing Research, 25 (May). 204-12. 
Indonesia. 2007. La Number 28 of 2007 about the Third Amendment to the 1983 Law 

concerning General Provisions and Tax Procedures. State Sekretariat. Jakarta. 
Wulan, S., & Joharis, M. N. (2012). Analysis of Service Quality on Taxpayer 

Satisfaction at the Kedaton Primary Tax Service Office in Bandar 
Lampung. Jurnal Manajemen dan Bisnis, 2(2). 

 










