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ABSTRACT
This study aims to investigate the use of the internet and social media for tax information seeking among Indonesian Taxpayers in Indonesia during the COVID-19 pandemic. This research was conducted with a quantitative approach by using the survey method. A total of 202 Taxpayers participated in our survey, and we found that 196 respondents (97%) accessed Google, 176 respondents (87,1%) accessed Pajak.go.id and 99 respondents (49%) accessed Youtube for seeking the tax information. Google appears to be the more appropriate and familiar search engine for the participants. Pajak.go.id was rated more appropriate because it is the official government tax website. Youtube was dominant because it is rated as more informative. Considering the pattern of Taxpayers behavior in seeking tax information, tax information providers could provide tax information on the appropriate channel to answer the taxpayer's needs for information.
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1   INTRODUCTION
Indonesia adopts the self-assessment method in taxation. In the self-assessment method, the government has given thrust for its Taxpayers to calculate and report the tax due by themself. That degree of trust implies that the government has to assume that the public could understand the tax regulation while also capable to fulfill their tax obligation independently [1]. In that situation, Taxpayers need to increase their tax knowledge to comply their tax obligation [2].  To meet these knowledge need, the Taxpayers conduct to searching the tax information. The need for individuals to acquire knowledge encourages information seeking behavior [3], [4]. 
Before the pandemic, Taxpayers can simply visit the Tax Office to ask for information directly, buat the plague have rendered this method unavailable due to the DGT’s (Directorate General of Taxes) decision to stop all face-to-face tax services that were normally accessible from Integrated Service Centre across Indonesia [5]. This closure has occurred from March 16th, 2020, and then extended until June 14th, 2020 [6], [7]. The closure has affected how the public seeks information about tax because they cannot see the tax officer directly anymore. Despite that, the public can still search for tax information indirectly via phone, email, or accessing the internet and social media [8]. 
In this era of information and technological advancement, the internet and social media have become a digital platform that massively utilized by the public to search for information [9]. From the data that were collected by We Are Social and Hootsuite in April 2020, it was found that the internet has been used by as high as 59% of the global population, while social media have been used by 49% of the global population [10]. This number has been increased to 64% and 59% respectively by early 2020. These numbers indicated that internet users were increased by 17% compared to the data from 2019, while the social media user was also showing 8,1% growth from 2019 [11]. The availability of internet access facility has been rendering the information searching activity much easier. The society also tends to use social media to seek and distribute information, because the public could utilize social media as a tool to participate productively in the identification of some problems with relatively low cost [12].
As one of the government-affiliated providers of public tax information, the DGT created a particular website as a dissemination medium for tax information on www.pajak.go.id [13]. The DGT also manages some social media accounts as an easily-accessible education media for the public. These websites and social media account were one of many of the Indonesian government’s communication and education strategies to increase taxpayer’s tax obedience [14]–[16]. Aside from the official government website, some websites provide tax-informations in their partnership with the government, such as ortax.org, pajak-online.com, pajakku.com, and many more. This implicates that there is enough information on the internet and social media for Indonesian taxpayers to increase their understanding of tax.
[bookmark: _GoBack]From those backgrounds, this study aims to fill in the lack of research to study the individual Taxpayer's patterns in their tax information seeking behavior using the internet and social media during the pandemic COVID-19 period, especially as an effect of the temporary closing of the Tax Office services in Indonesia. 
2   RESEARCH METHOD
This research was conducted with a quantitative descriptive approach by using the survey method to study the use of the internet and social media for seeking tax information among Indonesian Taxpayers during the COVID-19 pandemic. A survey method is a research methodology where a questionnaire is utilized as a data-collecting instrument [17]. The deployed questionnaire covers some single and multiple-answer questions about accessed search engine, website, and social media they accessed during seeking the tax informatin, which search engine, website, and social media that they preferred, and why they deem those media to be more appropriate for them. The data was collected from June 20th, 2020 until 13th July 2020.
Subjects on this study were limited to individual Indonesian Taxpayers that were looking for tax information via the internet and social media on the period of the COVID-19 pandemic (from mid-March 2020 until the end of June 2020), where on that period, the closing of the Tax Office and all of its face-to-face services occurred. Considering that the population size of Taxpayers that become online information seekers cannot be accurately determined, this study utilized a non-probability sampling method in form of incidental sampling [18]. As the size of samples needed, researchers use the Lemeshow sample formula [19] that operates as follows:			
 n  = Z2 p (1-p)   				      		  (1)
          		              d2

Where 	    n = minimal sample size required
Z = z score
p = prevalance outcome
d = distance (percentage points of the true proportion)

Based on the Lemeshow formula, if the resulting estimate is to fall within 10 percentage points of the true proportion with 99% confidence (z score=2,576) and used maximal estimation p=50%, the required minimum sample size is 167 respondent.
3.   RESULT AND DISCUSSION
[image: ]Of the 457 questionnaires distributed, 209 results in feedback (with a response rate of 45,73%). Out of those 209, 7 of them were not registered as an Indonesian taxpayer, so the researcher drops them and uses 202 respondents as participants of this study.
Table 1.  Respondent’s Characteristic
Source: Primarily data processing
From 202 participants, 65,8% of them were male and 34,2% were female with  average age of  42,8 years old.  Most of them (99,5%) have had a bachelor/master/doctoral education and only one of them has a background of senior high school. The majority (85,2%)of the articipants works as either government civil employee or private employee (for the detail see in Table 1). 
3.1  Internet and Social Media Use for Tax Information Seeking
Table 2 presents the survey result for what search engine, website, and social media they were using and which are the most appropriate for them when they seeking the tax information across the internet.
Table 2.  Internet and Social Media Used for Tax Information Seeking
[image: ]Source: Primarily data processing

 Results suggest that Google is the most common search engine used (97%) by participants across all age and gender segmentation, while the website pajak.go.id were absolutely popular website on tax information seeking (87,1%). Surprisingly, Youtube was rated as the most popular social media to search for tax-related information, which is interesting when we consider that the main feature of Youtube is user-generated videos.
The site Pajak.go.id turns to be the most referenced website for taxpayers. This site has been known as the official government website that provides tax-related information for the general public. Meanwhile, the non-governmental website pajak.com and ortax.org were also accessed quite a lot by our participants (45% and 41,6% respectively).
Youtube becomes the most accessed social media when our participants seek tax-related information within social media (49%), with more than half of its 49% user belong to the 46-55 age category. Besides Youtube, 39,1% reports that they search for the information they needed using Instagram, with the dominant age of 18-25 years old.
Google, Pajak.go.id, and Youtube also rated as the most appropriate channel to fulfill they need to search tax-related information on their respective category, in which Google as a search engine, Pajak.go.id as a website, and Youtube as a social media.
The results also record different trends among the age and gender groups on the matters of social media preference. Facebook and Youtube are more popular on male participants, whereas Twitter and Instagram are more popular on female participants, especially Instagram that even more popular than Youtube on female respondents (Youtube: 42%, Instagram 50,7%).
Across age group, Instagram becomes less popular along with the increase of age, whereas Facebook and Youtube seem to be stronger along with the increase of age although in the case of Facebook, this finding was restricted on respondents with the age group of 18-55 years old.
The difference of the dominant social media across gender and age group indicating that the social media preference has been influenced by age and gender, which hints at the importance of a good target segmentation and a precise social media channel as a means to provide taxpayer's needs of information.

3.2   Respondent's Reason for the Media Preferences

Table 3 presents the reason why participants feel that they are more inclined in using a particular search engine, website, or social media in their effort to search for information. Our survey results indicate that Google has become the most accessed search engine due to its familiarity and user-friendliness. Google also deemed capable to bring up much alternative information. This reason can be understood further when we notify ourselves with search engine characteristics. On internet-based information search, peoples use the search engine as a tool to browse through many information sources spread across the internet, where they become involved on many models of information searching that utilizing keywords input that guides the user to decides on which site to access on the search engine's search result page [20].
Tabel 3. The Respondent Reason for Using Preferences Media

[image: ]
Source : Primarily data processing

The website Pajak.go.id has become the most accessed reference (87,1%) and also the most appropriate (65,8%) for our participants to acquire tax information because of its role as the official government tax website, wherein it also rated as informative and recommended by their peers. Nonetheless, the fact that Pajak.go.id is the official government website explains more (58,4%) about its popularities, indicating the needs of some sort of “official” information in searching for relatively important information such as taxation literature. although research shows that the transparency level of government websites in Indonesia is less transparent [21], but in this study it was found that most respondents chose to access Pajak.go.id as a government website as a reliable source of tax information. In the other side, the government website rated as capable of providing the needed information, emphasizing the function of e-knowledge, while also credible [22]. This finding indicates that the government has made the right call when they decide to set up the official tax website. 
As many as 73 Youtube user feels that Youtube was more appropriate for their need. Information provided by Youtube was rated as more understandable and more familiar, which becomes the reason for its popularity on taxpayers/information seeker. This results reinforced by the 2013 study by Prybutok, in which it confirms Youtube as a reference for its users to communicate and educates themselves about health. The use of Youtube as a channel for education and information has been deemed effective before [23].
Further investigation upon participant's reason on their preferred media reveals some unique characteristics of why some of those tools were chosen. These patterns of preference can be reviewed deeper using the uses and gratification theory which first developed by Elihu Katz [24]. A user has all the freedom to choose where they will independently which media were more appropriate to fulfill their needs [25]–[27]. Base on this theory, the audience was always an active elector that chooses many media options to fulfill their personal needs [28]. This implicates that the media that were more capable of answering the user's needs will be selected to fulfill the user needs for information.
One of the more unique characteristics of the taxpayer behavior in search of taxation information is the use of the search engine Duckduck.go found in a small fraction of our respondents. Duck duck.go only used by 1% (two participants) of our respondents, but those two respondents similarly express that they trust Duckduck.go could provide them with privacy and anonymity when seeking tax information, indicating the needs to hide their identity while they browse about taxation.
The user tendency to seek for the most easy-to-understand while the most appropriate for their needs also found on participants that accessing ddtc.co.id, wibowopajak.com, and efile.com. Participants that accessed these sites are small in number, but they have reasons exclusive on these respective websites. One user of ddtc.co.id was the most updated content with an interface that was easy to use. One user of wibowopajak.com has chosen the website because he feels that the content provided by the website was easy to understand. The sole user of efile.com, on the other hand, prefer this website because the website also provided an online form facility to input his tax form.
Albeit small in numbers, these unique reasons can lead the participants to independently chose a particular media. The motive behind those decisions was the gratifications they receive when they accessed a certain searching media. These findings were in line with the uses and gratification theory, in which the gratification the user receives determined by the user's characteristics and their belief in the media [29]. One of the reasons that people choose a certain media for their media consumption is to get information as one of potential gratification [30].
Both the common and more dominant findings and the unique, minor findings of this study could be utilized as a reference for the taxation information provider in understanding the motivation and dynamics behind people's choice in accessing media. The data that conclude which media were more dominant can be harnessed by the taxation information provider to determine which channel would be more relevant for the respondents from a certain demographic category. For example, we can guide the taxation communication and education strategies towards the most optimal media channel based on the main target age of the strategies.
Especially for the official government tax organization, these findings are relevant because the availability of precise information that can cater to the taxpayer's needs is an important advocate for taxpayer's tax knowledge. Tax knowledge is one of the key attributes that reflect the taxpayer's tax compliance so it should be enhanced through adequate and accurate providence of taxation information [31]. The availability of adequate, accessible, and well-fitted to the taxpayer's preference will increase the public's tax knowledge what should lead to growth in tax compliance [32]. Moreover, the key performance indicator of DGT is the accomplishment of the targetted rate of tax compliance. The providing of taxation information that oriented on the fulfillment of information needs among taxpayers can become a strategic move for DGT to face the many changes of the “New Normal” period. The DGT should prepare themselves in many dimensions, both on the service as well as their function as tax system educators for the society.
4   CONCLUSION
Amidst the deprivation of direct information access due to the COVID-19 Pandemic, the internet, and social media have become a proper alternative source for tax information seeking among taxpayers. Based on the survey to the 202 respondents, we found that the most of participants accessed Google search engine, Pajak.go.id website, and Youtube channel for seeking tax information. Google, Pajak.go.id, and Youtube also rated as the most appropriate media to fulfill they need in searching tax information on their respective category. Understanding this behavior could be pivotal for tax information provided on building more precise communication and dissemination strategies on the right media channel that could answer the Taxpayer's needs. So that it could support the growth of tax knowledge and increase the tax compliance.
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More familiar 161 79,7%

Bring up many alternative information 61 30,2%

User friendly 57 28,2%

Up to date 34 16,8%

Accurate 33 16,3%

Privacy reason 2 1,0%

Website, n (%)

Official website form Goverment 118 58,4%

Informative 66 32,7%

Recommended 60 29,7%

User friendly 27 13,4%

Attractive design and layout 9 4,5%

More familiar 1 0,5%

Accessable 1 0,5%

Easy to understand 1 0,5%

Can help fill in tax reporting at once 1 0,5%

As needed 1 0,5%

Social Media, n (%)

More familiar 98 48,5%

Easy to understand 63 31,2%

Complete 50 24,8%

There are special account for tax 30 14,9%

Only have this type of social media 28 13,9%

Not using  18 8,9%

Provide a tutorial  3 1,5%

Officoal account from Goverment 2 1,0%

Provide a visual content 1 0,5%

See the update infromation from friend's account who as a fiscus 

1 0,5%

* Respondents could select more than one option

Search Engine, n (%)

Respondent's Reason for Using Preferences Media N=202
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Parameter

Participant Sex, n (%)

Male 133 65,8%

Female 69 34,2%

Age, n (%)

18 -25 years old 8 4,0%

26-35 years old 58 28,7%

36-45 years old 50 24,7%

45-55 years old 60 29,7%

56-65 years old 24 11,9%

> 65 years old 2 1,0%

Education Level, n (%)

Bachelor/Master/Doctoral 201 99,5%

Senior High 1 0,5%

Employment, n (%)

Employee 172 85,2%

Entrepreneur 13 6,4%

Retired 6 3,0%

Other, mention by respondents as free text 11 5,4%

(commissioner, professionals, social workers, student,clergyman)

Total N=202


image2.emf
Google 196 97,0% 192 95,0%

Yahoo 18 8,9% 1 0,5%

Bing 7 3,5% 1 0,5%

MSN 4 2,0% 1 0,5%

Duckduck.go 2 1,0% 2 1,0%

Not Using 5 2,5% 5 2,5%

Website, n (%)

pajak.go.id 176 87,1% 133 65,8%

online-pajak.com 91 45,0% 24 11,9%

ortax.org 84 41,6% 32 15,8%

pajakku.com 31 15,3% 2 1,0%

ddtc.co.id 6 3,0% 1 0,5%

wibowopajak.com 1 0,5% 1 0,5%

efakturespt.com 1 0,5% 0 0,0%

efile.com 1 0,5% 1 0,5%

Unknown (forget, other blog) 3 1,5% 3 1,5%

Not Using 5 2,5% 5 2,5%

Social Media, n (%)

Youtube 99 49,0% 73 36,1%

Instagram 79 39,1% 52 25,7%

Facebook 55 27,2% 23 11,4%

Twitter 47 23,3% 30 14,9%

Other (Whatsapp, Webinar) 7 3,5% 0 0,0%

Prefer Not 0 0,0% 24 11,9%

* Respondents could select more than one option

Search Engine, n (%)

Variabel



Media Used*) Preferable Media 

for Used


