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ABSTRACT
[bookmark: _Hlk205920854]This study investigates hotel and restaurant taxpayer compliance in Jepara Regency Indonesia, emphasizing the mediating role of taxpayer awareness in the relationship between tax outreach and compliance. Using the census method, data were collected from 213 respondents through questionnaires and analyzed with structural equation modeling using PLS. The findings reveal that: (1) tax outreach has a significant positive effect on taxpayer awareness; (2) tax outreach has a significant positive effect on taxpayer compliance; (3) taxpayer awareness has a significant positive effect on taxpayer compliance; and (4) taxpayer awareness mediates the relationship between tax outreach and taxpayer compliance. These results confirm that outreach efforts enhance compliance both directly and indirectly by increasing taxpayers’ awareness of their obligations. The study extends the Theory of Planned Behavior and compliance theory by integrating taxpayer awareness as a mediating construct in the context of local taxation within a developing economy. Practically, the findings guide local governments to design targeted outreach—combining direct engagement and digital channels—that links tax payments to visible public benefits, builds trust, and strengthens awareness, thereby improving compliance and sustaining revenue growth.
Keywords: taxpayer awareness, taxpayer compliance, tax outreach.
	
INTRODUCTION
Local taxes are a vital source of revenue for any country, as they directly contribute to financing regional governance and development. In Indonesia, local taxation is regulated under Law No. 1 of 2022 on the Financial Relations between the Central Government and Regional Governments (which replaced Law No. 28 of 2009 on Regional Taxes and Levies), granting local governments the authority to collect taxes as part of fiscal decentralization. Revenue from local taxes, including hotel and restaurant taxes, not only enhances regional fiscal independence but also strengthens the capacity of local governments to provide quality public services. For Jepara Regency, local taxes hold strategic importance given its growing tourism and culinary sectors, making the optimization of hotel and restaurant tax collection a key driver of local economic growth and community welfare. Previous studies have emphasized that successful local tax collection positively impacts the quality of development and regional fiscal stability (Jayalath & Wijebandara, 2023; Alm, 2019).
Article 1, paragraph 1 of Law No. 28 of 2007 defines tax as a mandatory contribution to the state owed by individuals or entities, enforced by law, without direct compensation, and allocated for national needs in the interest of public welfare. Local governments collect taxes using a self-assessment system, including hotel and restaurant taxes, as regulated in Article 21 of the Regional Tax Law, which states, “1. Each taxpayer calculates, accounts for, pays, and reports their own tax liabilities using the Regional Tax Notification Letter (STPD). 2. For entertainment events with ticket sales, the governor determines the tax amount owed.”
The self-assessment system aims to foster public awareness and compliance in tax payment. However, it also opens opportunities for taxpayers to manipulate or inaccurately report their tax obligations (Rusnan, Koynja, & Nurbani, 2020). The Directorate General of Taxes, as the authorized institution, must implement policies and take action to ensure the self-assessment system functions effectively.
Based on the audit approved by the Jepara Regency Regional House of Representatives (DPRD) on November 14, 2023, Jepara’s total regional budget (APBD) revenue amounted to IDR 2.416 trillion. The audit also reported that in 2024, hotel and restaurant tax revenue totaled IDR 24.33 billion. Thus, hotel and restaurant taxes only contributed 1.01% of Jepara Regency's total regional income, highlighting their minimal impact on local revenue. For example, Jayalath and Wijebandara (2023) emphasize that effective tax collection is critical for economic development and that voluntary compliance—where taxpayers correctly and promptly fulfill obligations without enforcement—is influenced by multiple drivers and barriers. These include trust in tax authorities, perceived fairness of the tax system, complexity of tax laws, taxpayers’ knowledge, and the perceived use of tax revenue. 
Tax outreach efforts aim to enhance public awareness and compliance. Tax socialization involves learning through interaction with others how to think, feel, and act—key components for effective social participation (Yuliantari, Sudiartana, & Dicriyani, 2021). Intensive outreach can increase prospective taxpayers' understanding of tax matters. Without effective outreach, taxpayers may struggle to meet their obligations. Insufficient knowledge due to poor outreach leads to a misunderstanding of how to fulfill tax duties (Yulianti, 2022). Inadequate outreach weakens taxpayers’ cognitive, emotional, and behavioral engagement with their obligations, making them less likely to comply. Milleani & Maryono (2020), Venti & Sandra (2021), Yulianti (2022), and Purba & Yusuf (2022) confirm that tax outreach significantly improves taxpayer compliance. However, Prianumata & Alexander (2022) and Sofyan & Sudirgo (2023) argue that outreach does not influence compliance.
Tax awareness also stems from outreach efforts (Venti & Sandra, 2021). Outreach conveys regulations and tax-related information, encouraging conscious taxpayer behavior. Those who receive outreach typically feel motivated to act according to what they learn. When tax officers conduct outreach to educate the public about the importance of taxes for national development, they tend to increase tax awareness. Budiono, Sitawati, & Harjanto (2018) found a significant positive correlation between outreach and tax awareness. Venti & Sandra (2021) also confirmed that tax outreach positively influences tax awareness.
As tax awareness increases, taxpayers are more likely to meet their obligations. Tax awareness reflects a taxpayer’s understanding that paying taxes is a form of active civic participation in national development, not a burden. The higher the public’s awareness, the higher their compliance. When awareness drives behavior, taxpayers fulfill obligations willingly, without coercion. Karlina & Ethika (2020), Sofiana, Muawanan, & Setia (2023), and Marampa & Febriani (2024) found that tax awareness significantly influences taxpayer compliance. The more aware taxpayers are, the more compliant they become. Tax compliance depends not only on outreach but also on taxpayers’ willingness to follow legal provisions.
This relationship aligns with the Theory of Planned Behavior (Ajzen, 1991), which explains that attitudes, subjective norms, and perceived behavioral control influence behavioral intentions and actual behavior. Recent applications of TPB to tax compliance—such as in the context of Goods and Services Tax (GST) in India—show that these psychological constructs can explain up to 60% of the variance in compliance behavior (Kumar & Sahay, 2024). Alm (2019) emphasizes that understanding taxpayer motivation is key to designing effective compliance strategies, while Andreoni, Erard, and Feinstein (1998) highlight the interplay of deterrence, moral obligation, and service quality in shaping compliance. Furthermore, meta-analytical evidence indicates that regulatory understanding and service quality are critical determinants of tax revenue performance (Sharma et al., 2024).
Although hotel and restaurant taxes are an important source of local revenue for Jepara Regency, their realization remains far below potential. Addressing these issues requires improving taxpayer compliance through effective policy interventions, as supported by prior findings that voluntary compliance is shaped by awareness, perceived fairness, and trust in tax authorities (Jayalath & Wijebandara, 2023; Alm, 2019). However, empirical research on the mediating role of taxpayer awareness in the relationship between tax outreach and compliance—particularly in the context of local taxation within developing economies—is still limited. This gap highlights the need to investigate how targeted outreach programs can enhance awareness and ultimately improve compliance among hotel and restaurant taxpayers in Jepara Regency.
Addressing this gap, this study investigates how tax outreach influences compliance among hotel and restaurant taxpayers in Jepara Regency of Indonesia, with taxpayer awareness as a mediating variable. The contributions are threefold: (1) Theoretical – extending TPB and compliance theory by integrating taxpayer awareness as a mediating construct; (2) Empirical – providing evidence from an underexplored local tax context; and (3) Practical – offering policy recommendations for improving tax compliance through targeted outreach and awareness-building strategies. This research employs a quantitative approach using a census method, with data collected from 213 hotel and restaurant taxpayers through a structured questionnaire and analyzed using Structural Equation Modeling–Partial Least Squares (SEM-PLS). The primary objective is to empirically examine the direct and indirect effects of tax outreach on taxpayer compliance through the mediating role of taxpayer awareness, thereby contributing to a more comprehensive understanding of compliance behavior in the context of local taxation within developing economies.

LITERATURE REVIEW
Tax Payer Compliance
One of the Directorate General of Taxes' goals is to increase taxpayer compliance in order to meet the tax revenue target set by the State Budget (APBN). According to Yuliantari, Sudiartana, and Dicriyani (2021), tax compliance reflects the responsibility of both the government and taxpayers to God, as they fulfill their tax obligations and exercise their tax rights.
Venti and Sandra (2021) define taxpayer compliance as the situation where taxpayers meet all their tax obligations and exercise their rights regarding taxes. Rika, Nia, and Irfan (2023) explain that taxpayer compliance involves fulfilling tax responsibilities in accordance with applicable tax laws. Gunawan, Utami, and Sholeh (2022) state that one can measure compliance by observing whether taxpayers pay and report taxes in line with existing regulations.
According to Minister of Finance Regulation No. 192/PMK.03/2007, taxpayer compliance refers to a taxpayer’s awareness of the need to report and remit taxes owed in accordance with the law. Kurniawan and Nugroho (2021) add that taxpayer compliance can be assessed through the taxpayer’s understanding of how to complete tax returns (SPT), identify taxable objects, follow new tax policies, recognize types of taxes, and apply other relevant provisions.
From a theoretical perspective, compliance theory posits that both deterrence mechanisms (e.g., sanctions) and intrinsic motivations (e.g., moral norms) shape taxpayer behavior (Andreoni, Erard, & Feinstein, 1998). Recent global studies, including Alm (2019), emphasize that effective compliance requires not only enforcement but also strategies that foster voluntary participation. Furthermore, macro-level evidence suggests that taxpayer compliance is influenced by the institutional quality, service standards, and perceived fairness of the tax system (Sharma et al., 2024).
Taxpayer compliance plays a crucial role, especially under Indonesia's current self-assessment system, which grants full trust to taxpayers to calculate, pay, and report their tax obligations independently.
Minister of Finance Decree No. 544/KMK.04/2000 outlines the criteria for compliant taxpayers as follows:
1. Submitting all tax returns (SPT) on time for all types of taxes over the past two years.
2. Having no outstanding tax debts for any type of tax, unless granted approval for installment payments or deferrals.
3. Having no criminal convictions for tax-related offenses within the last ten years.
4. Maintaining bookkeeping over the past two years and, if audited, having the most recent audit revision for each tax type show no more than a five percent discrepancy.
5. Submitting financial statements audited by a public accountant over the past two years, with an unqualified or qualified opinion that does not affect fiscal profit or loss.

Taxpayer Awareness
According to Purba and Yusuf (2022), taxpayer awareness refers to a condition in which a taxpayer understands how to calculate, pay, and report taxes, applies that knowledge, and fulfills their tax rights and obligations in accordance with regulations. The self-assessment system encourages taxpayers to develop tax awareness so they can voluntarily fulfill their rights and obligations under applicable laws (Gunawan, Utami, & Sholeh, 2022). The level of tax awareness reflects the excellence of a person understands the meaning, function, and role of taxes. A higher level of awareness improves understanding and execution of tax obligations, thereby increasing compliance (Purba & Yusuf, 2022).
In behavioral terms, awareness serves as an internalized norm within the Theory of Planned Behavior (TPB), contributing to the attitudinal component that shapes intentions to comply (Ajzen, 1991). Empirical evidence shows that taxpayers with higher awareness levels are more likely to comply voluntarily, particularly when they perceive that tax revenues are used elimffectively for public benefit (Yulianti, 2022; Marampa & Febriani, 2024). Studies in various jurisdictions, such as Kumar & Sahay (2024) in the context of GST compliance in India, confirm that awareness mediates the relationship between external interventions and actual compliance behavior.
Sofiana, Muawanan, and Setia (2023) identify three forms of awareness that motivate taxpayers to fulfill their obligations:
1. Awareness of tax as a contribution to national development—taxpayers who understand this are willing to pay taxes because they realize they do not suffer losses from tax collection.
2. Understanding that delaying or avoiding taxes negatively impacts the country is crucial.Taxpayers who recognize that delaying payments or reducing tax burdens depletes financial resources and hampers national development are more willing to pay taxes.
3. Understanding that taxes are both regulated by law and mandatory for all citizens is crucial. Taxpayers who acknowledge that taxes are regulated by law and are mandatory for all citizens will fulfill their obligations based on this strong legal foundation.

Tax Outreach
According to Budiono, Sitawati, and Harjanto (2018), the Directorate General of Taxes (DGT) carries out outreach programs through various methods to inform the public—especially individual and corporate taxpayers—about all tax-related regulations and activities. Tax outreach aims to help individuals or groups understand tax matters so that taxpayer compliance improves. When taxpayers receive accurate information through these programs, they gain a better understanding of the importance of paying taxes and their role in supporting state revenue (Rika, Nia, & Irfan, 2023).
Yuliantari, Sudiartana, and Dicriyani (2021) emphasize that the DGT seeks to educate the public—particularly taxpayers—about tax-related matters using accurate and targeted methods. The DGT conducts outreach in two main ways:
1. Direct Outreach
This method involves face-to-face interaction with current or potential taxpayers. Examples include early tax education, Tax Goes to School, Tax Goes to Campus, tax clinics, seminars, workshops, and published tax articles.
2. Indirect Outreach
This method involves minimal interaction with the audience. Examples include electronic media such as TV and radio talk shows, as well as print media like newspapers, magazines, books, and published tax articles.

THEORETICAL FRAMEWORK
An individual's awareness in fulfilling tax obligations also depends on the taxpayer’s willingness to comply with tax laws. The Theory of Planned Behavior explains that a person’s behavior arises from the intention to act (Sofyan & Sudirgo, 2023). Behavioral intention serves as an intermediary variable that shapes behavior, such as awareness of compliance with tax obligations. Based on the Theory of Planned Behavior, the research framework identifies tax socialization as the independent variable, taxpayer compliance as the dependent variable, and taxpayer awareness as the mediating variable.
Taxpayer awareness (Z)
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[bookmark: _Toc190148814]Figure 1
The Developed Research Model
HYPOTHESES
To solve a research problem systematically, researchers must formulate a hypothesis. A hypothesis serves as a provisional theoretical answer to the questions posed in the problem statement (Ghozali, 2018). Researchers test these hypotheses by collecting and analyzing data. The proposed hypotheses include the following:
1. [bookmark: _Toc190188109][bookmark: _Toc188118975]The Effects of Tax Outreach on the Taxpayer Awareness
The Theory of Planned Behavior (TPB) states that taxpayer behavior is strongly influenced by attitude, subjective norms, and perceived behavioral control. Socialization represents part of behavioral control that maintains taxpayer awareness to fulfill their obligations (Purba & Yusuf, 2022).
Tax socialization refers to the method used by tax authorities to deliver information about tax regulations and related matters so that individual and corporate taxpayers comply (Yulianti, 2022). Taxpayer awareness reflects a condition in which taxpayers voluntarily understand, calculate, pay, and fulfill their tax obligations (Perdana & Dwiranda, 2020). According to TPB, socialization—by delivering essential information about the functions and sanctions of taxation—helps enhance taxpayer awareness.
Budiono, Sitawati, and Harjanto (2018) found a significant positive correlation between tax socialization and taxpayer awareness. Similarly, Venti and Sandra (2021) concluded that tax socialization positively influences taxpayer awareness. Therefore, the first hypothesis can be stated as follows:
H1: Tax socialization positively influences taxpayer awareness.

2. [bookmark: _Toc188118978][bookmark: _Toc190188112]The Effects of Tax Outreach toward Taxpayer Compliance
The Theory of Planned Behavior explains that a person’s attitudes and behaviors can reflect their personality. Knowledge shapes one’s personality and often comes from learning activities such as socialization. When taxpayers receive information about the function and consequences of taxation, this knowledge shapes their attitudes and behaviors in fulfilling their tax obligations.
Tax socialization involves providing individuals or groups with tax-related information to help them understand taxation, thereby increasing compliance (Sofyan & Sudirgo, 2023). Tax compliance refers to the discipline taxpayers demonstrate in fulfilling their obligations under the applicable tax laws (Cahyadi & Jati, 2016). Based on the Theory of Planned Behavior, tax compliance behavior reflects the taxpayer’s knowledge, which is shaped by information gained from learning activities like socialization. Information about the functions and penalties of taxation influences taxpayers' attitudes and behaviors toward compliance.
Yulianti (2022), along with Venti and Sandra (2021), found a significant positive correlation between tax socialization and taxpayer compliance. Milleani and Maryono (2020), along with Purba and Yusuf (2022), found similar results, showing that tax socialization significantly improves taxpayers’ compliance in fulfilling their obligations. The higher the level of tax socialization, the higher the level of taxpayer compliance. Based on these findings, the second hypothesis is formulated as follows:
H2: Tax socialization positively influences taxpayer compliance.

3. [bookmark: _Toc190188110][bookmark: _Toc188118976]The Effects of Taxpayer Awareness on Taxpayer Compliance 
According to compliance theory, one key factor influencing tax compliance is internal norms, which are supported by the taxpayer’s level of awareness. A strong sense of awareness tends to generate consistent compliance with existing tax regulations.
Taxpayer awareness refers to the internal drive to fulfill tax obligations sincerely and voluntarily, without coercion (Gunawan, Utami, & Sholeh, 2022). Voluntary tax compliance serves as the backbone of the self-assessment system, in which taxpayers must accurately determine, pay, and report their tax obligations on time (Yuliantari, Sudiartana, & Dicriyani, 2021). Based on compliance theory, taxpayer awareness tends to foster stronger compliance with tax obligations.
Yulianti (2022) and Perdana and Dwiranda (2020) confirmed that taxpayer awareness has a significant positive influence on tax compliance. Their findings align with research by Yuliantari, Sudiartana, and Dicriyani (2021); Prianumata and Alexander (2022); Milleani and Maryono (2020); Karlina and Ethika (2020); Sofiana, Muawanan, and Setia (2023); and Marampa and Febriani (2024), all of whom concluded that taxpayer awareness positively affects compliance. As taxpayer awareness increases, tax compliance also rises. Based on this discussion, the third hypothesis is formulated as follows:
H3: Taxpayer awareness positively influences taxpayer compliance.

4. [bookmark: _Toc188118980][bookmark: _Toc190188114]Taxpayer Awareness Mediating the Effects of Tax Outreach toward Taxpayer Compliance
The Theory of Planned Behavior (TPB) explains that an individual’s behavior results from both internal and external factors (Gunawan, Utami, & Sholeh, 2022). Individuals form behavioral intentions due to these internal and external influences (Rika, Nia, & Irfan, 2023). Based on this theoretical approach, tax socialization provides information that can shape taxpayers’ awareness. This awareness, in turn, enhances taxpayers’ willingness to comply with their tax obligations.
When taxpayers understand the importance of taxes, their awareness increases, which encourages them to comply with tax regulations. This awareness manifests in consistent, voluntary efforts to fulfill their obligations. The tax office conducts socialization activities to improve taxpayers’ knowledge and insight, which fosters greater awareness. This awareness motivates taxpayers to understand the role of taxes and commit to paying and reporting them properly.
Higher levels of tax socialization led to greater taxpayer awareness, which ultimately improves tax compliance. Venti and Sandra (2021), along with Budiono, Sitawati, and Harjanto (2018), found that tax socialization increases taxpayer awareness. Similarly, Sofiana, Muawanan, and Setia (2023), as well as Marampa and Febriani (2024), concluded that taxpayer awareness positively affects tax compliance. The more frequently tax authorities conduct socialization efforts, the more awareness increases—resulting in higher taxpayer compliance.
Based on this reasoning, the fourth hypothesis is formulated as follows:
H4: Taxpayer awareness mediates the effect of tax socialization on taxpayer compliance.


RESEARCH METHODOLOGY
Population, Sample, and Data Collection Technique
Sugiyono (2024) explains a population is a generalization area consisting of objects or subjects with specific qualities and characteristics that researchers determine to study and draw conclusions from. In this study, the population includes hotel and restaurant business actors in Jepara Regency. Data from the Central Bureau of Statistics of Jepara Regency recorded 202 hotel taxpayers and 11 restaurant taxpayers in 2024, making the total population 213 hotel and restaurant business actors (taxpayers).
Sugiyono (2024) defines a sample as a subset of the population that possesses its characteristics. This study employed a saturated sampling technique, also known as a census, which involves using the entire population as the sample (Sugiyono, 2024). The researcher chose this method to generalize the findings with minimal error. Although collecting data using this method takes more time, it provides a high level of data accuracy. Based on this explanation, the sample used in this study consisted of 213 taxpayers.
Data collection serves as the most strategic step in research, as obtaining data is the main objective. In this study, the researcher used a questionnaire to collect the necessary data (Sugiyono, 2024).

Operational Variable Definitions
According to Sugiyono (2024), an operational definition explains how to measure a variable—in other words, it provides a guideline for measuring a specific variable. Below are the variables used in this study along with their operational definitions.

[bookmark: _Toc190148876][bookmark: _Toc188134062]Table 1
Operational Variable Definitions
	No
	Variables
	Definitions
	Indicators

	1
	[bookmark: _Toc190147089][bookmark: _Toc190147246][bookmark: _Toc190188123][bookmark: _Toc190147459]Tax outreach (X1)
	The tax office carries out activities to provide tax information that enhances taxpayers’ knowledge and insight, thereby fostering awareness in fulfilling tax obligations (Rika, Nia, & Irfan, 2023).

	1. Improves taxpayers’ insight
2. Increases taxpayers’ awareness
3. Targets the right audience
4. Boosts taxpayers’ motivation
5. Enhances taxpayers’ knowledge
6. Provides simple access through print media
7. Provides easy access through social and electronic media
(adopted from Yuliantari, Sudiartana, & Dicriyani, 2021)

	2
	Taxpayer compliance (Y)
	Fulfilling tax obligations and contributing to national development represent a form of patriotism (Perdana & Dwiranda, 2020).

	1. Reports taxes on time
2. Complies with tax regulations
3. Calculates taxes according to provisions
4. Follows correct tax procedures
5. Calculates taxes accurately
6. Maintains administrative order
7. Reports actual income
8. Pays taxes in the correct amount
(adopted from Prianumata & Alexander, 2022):

	3
	Taxpayer awareness (Z)
	Internal factors drive taxpayers to comply with and voluntarily implement tax regulations correctly (Milleani & Maryono, 2020).

	1. Prepares accurate documentation
2. Recognizes taxes as a shared responsibility
3. Views paying taxes as a civic duty
4. Understands taxes as a means of national development
5. Accepts taxes as a national necessity
6. Acknowledges tax as every citizen’s obligation
7. Pays taxes willingly
8. Pays taxes without coercion
(adopted from Sofiana, Muawanan, & Setia, 2023):



[bookmark: _Toc190188135]Validity and Reliability Test
Convergent Validity Test Results
Researchers use the convergent validity test to determine whether the indicators of a construct are sufficiently valid to measure it. The commonly applied rule of thumb requires factor loadings to exceed 0.7 in confirmatory research, while loadings between 0.6 and 0.7 remain acceptable in exploratory studies (Ghozali & Latan, 2020). Table 2 presents the results of the convergent validity test.
Table 2
Convergent Validity Test
	Outer Loadings
	

	 
	Taxpayer Compliance 
	Taxpayer Awareness
	Tax Outreach
	Remarks

	X1.1
	 
	 
	0,875
	Valid

	X1.2
	 
	 
	0,861
	Valid

	X1.3
	 
	 
	0,832
	Valid

	X1.4
	 
	 
	0,859
	Valid

	X1.5
	 
	 
	0,830
	Valid

	X1.6
	 
	 
	0,755
	Valid

	X1.7
	 
	 
	0,897
	Valid

	Y.1
	0,737
	 
	 
	Valid

	Y.2
	0,844
	 
	 
	Valid

	Y.3
	0,839
	 
	 
	Valid

	Y.4
	0,800
	 
	 
	Valid

	Y.5
	0,789
	 
	 
	Valid

	Y.6
	0,851
	 
	 
	Valid

	Y.7
	0,708
	 
	 
	Valid

	Y.8
	0,714
	 
	 
	Valid

	Z.1
	 
	0,816
	 
	Valid

	Z.2
	 
	0,840
	 
	Valid

	Z.5
	 
	0,720
	 
	Valid

	Z.6
	 
	0,839
	 
	Valid

	Z.7
	 
	0,853
	 
	Valid

	Z.8
	 
	0,823
	 
	Valid


[bookmark: _Toc190148886][bookmark: _Toc190147507]             Source: Primary processed data (2025)

The test results indicate that the factor loadings for each construct exceed 0.7, indicating that the data meet the criteria for convergent validity.
Discriminant Validity Test Results
Researchers assess discriminant validity by examining cross-loading values or by comparing the square root of the AVE using the Fornell-Larcker criterion. A construct is considered valid if the square root of its AVE exceeds the correlations with other constructs.

[bookmark: _Toc190148887][bookmark: _Toc190147508]Table 3
First-Stage Discriminant Validity Test Results
	Cross Loadings

	 
	Taxpayer Compliance 
	Taxpayer Awareness
	Tax Outreach
	Remarks

	X1.1
	0,341
	0,269
	0,875
	Valid

	X1.2
	0,341
	0,263
	0,861
	Valid

	X1.3
	0,328
	0,218
	0,832
	Valid

	X1.4
	0,392
	0,352
	0,859
	Valid

	X1.5
	0,309
	0,255
	0,830
	Valid

	X1.6
	0,328
	0,218
	0,755
	Valid

	X1.7
	0,317
	0,303
	0,897
	Valid

	Y.1
	0,737
	0,429
	0,363
	Valid

	Y.2
	0,844
	0,432
	0,307
	Valid

	Y.3
	0,839
	0,519
	0,310
	Valid

	Y.4
	0,800
	0,444
	0,301
	Valid

	Y.5
	0,789
	0,443
	0,250
	Valid

	Y.6
	0,851
	0,503
	0,363
	Valid

	Y.7
	0,708
	0,446
	0,275
	Valid

	Y.8
	0,714
	0,335
	0,353
	Valid

	Z.1
	0,511
	0,816
	0,277
	Valid

	Z.2
	0,466
	0,840
	0,249
	Valid

	Z.5
	0,386
	0,720
	0,273
	Valid

	Z.6
	0,506
	0,839
	0,208
	Valid

	Z.7
	0,435
	0,853
	0,262
	Valid

	Z.8
	0,465
	0,823
	0,309
	Valid


                 Source: primary processed data(2025)

The discriminant validity test results in Table 3 show that all cross-loading values exceed 0.7, indicating that the construct items meet the criteria for discriminant validity.









Table 4
Second-Stage Discriminant Validity Test
	Fornell-Larcker Criterion

	 
	Taxpayer Compliance 
	Taxpayer Awareness
	Tax Outreach

	Taxpayer Compliance 
	0,787
	 
	 

	Taxpayer Awareness
	0,568
	0,816
	 

	Tax Outreach
	0,401
	0,322
	0,845


                          Source: primary processed data (2025)

Table 4 indicates the discriminant validity test results, the Fornell-Larcker Criterion, with root of AVE higher than the other construct correlation. Thus, the result meets the discriminant validity test conditions.
[bookmark: _Toc190188137]
Reliability Test Results
This study conducted a reliability test to verify the accuracy, consistency, and precision of items/indicators in measuring each construct. The reliability test used the criterion that Cronbach's alpha must exceed 0.7. Table 5 presents the reliability test results.
[bookmark: _Toc190148888][bookmark: _Toc190147509]Table 5
Reliability Test Results
	 
	Cronbach's Alpha

	Taxpayer Compliance 
	0,911

	Taxpayer Awareness
	0,899

	Tax Outreach
	0,933


                              Source: primary processed data (2025)

The Cronbach's alpha value for the taxpayer compliance variable (Y) is 0.911 > 0.7; for the taxpayer awareness variable (Z), it was 0.899 > 0.7; and for the tax outreach variable (X1), it was 0.933 > 0.7. These results confirm that the indicators forming each variable are reliable and meet the reliability test criteria.

[bookmark: _Toc190188138]Structural Model Analysis (Inner Model)
[bookmark: _Toc190148889][bookmark: _Toc190147510]Researchers used the inner model (structural model) analysis to describe the correlations or estimation strength among latent variables or constructs based on theoretical foundations. This analysis also served to predict causal correlations between latent variables. The structural model analysis results are as follows:






Table 6 
Path Coefficients 
	Path Coefficients

	 
	Taxpayer Compliance 
	Taxpayer Awareness
	Tax Outreach

	Taxpayer Compliance 
	 
	 
	 

	Taxpayer Awareness
	0,490
	 
	 

	Tax Outreach
	0,243
	0,322
	 


                          Source: primary processed data (2025)

Table 6, the analysis of the research model structure, reveals the following:
1. The regression coefficient for the influence of tax outreach on taxpayer awareness is 0.322 and positive, indicating that tax outreach positively affects taxpayer awareness. A higher level of tax outreach increases taxpayers' awareness.
2. The regression coefficient for the influence of tax outreach on taxpayer compliance is 0.243 and positive, indicating that tax outreach positively affects taxpayer compliance. A higher level of tax outreach increases taxpayer compliance.
3. The regression coefficient for the influence of taxpayer awareness on taxpayer compliance is 0.490 and positive, indicating that taxpayer awareness positively affects taxpayer compliance. A higher level of taxpayer awareness increases taxpayer compliance.

[bookmark: _Toc190148890][bookmark: _Toc190147511]Table 7
R Square
	R Square

	 
	R Square
	R Square Adjusted

	Taxpayer Compliance 
	0,376
	0,370

	Taxpayer Awareness
	0,104
	0,100


                                Source: primary processed data (2025)

Based on Table 7, the adjusted R-squared values indicate the following:
1. The Adjusted R Square value for Taxpayer Awareness is 0.100, meaning Tax Outreach explains 10.0% of the variance in Taxpayer Awareness, while the remaining 90.0% is influenced by other variables outside the study.
2. The Adjusted R Square value for Taxpayer Compliance is 0.370, meaning Tax Outreach and Taxpayer Awareness together explain 37.0% of the variance in Taxpayer Compliance, while the remaining 63.0% is influenced by other variables outside the study.

[image: ]
[bookmark: _Toc190147514][bookmark: _Toc190148831]FIgure 2
Path Analysis
Based on Figure 2, the regression equation shows the effect of tax outreach (X1) on taxpayer compliance (Y), with taxpayer awareness (Z) as a mediating variable, as follows:
Equation 1
Z = b1X1 + e1
Z = 0,322X1 + e1
or
Taxpayer awareness =  0,322 tax outreach + e1
Equation 2
Y = b2X1 + b3Z + e2
Y = 0,243X1 +  0,490 + e2
or
Taxpayer awareness =  0,243 tax outreach + 0,490(0,322 tax outreach) + e2
where:
     e	 = Standar error

Hypothetic Test
The hypothesis test verifies the proposed hypotheses empirically. Researchers examined the hypotheses based on the path coefficients and p-values, both direct and indirect effects between independent and dependent variables.

[bookmark: _Toc190147512][bookmark: _Toc190148891]Table 8
Hypothetic Test 
	
	Path coefficients
	T Statistics
	P Values

	Tax outreach  Taxpayer awareness
	0,322
	5,473
	0,000

	Tax outreach  Taxpayer awareness
	0,243
	4,240
	0,000

	Taxpayer awareness  Taxpayer compliance
	0,490
	10,406
	0,000

	Tax outreach  Taxpayer awareness  Taxpayer compliance
	0,158
	5,070
	0,000


    Source: primary processed data (2025) 


Here are the hypothetic tests:
1. The Effect of Tax Outreach on Taxpayer Awareness
The first hypothesis proposed that tax outreach has a positive effect on taxpayer awareness. Table 8 presents empirical evidence supporting this claim. The path coefficient for the effect of tax outreach on taxpayer awareness is 0.322 (positive), with a P-value of 0.000, which is below the 0.05 threshold. This result confirms a significant positive effect, and thus, Hypothesis 1 (H1) is accepted. This finding indicates that an increase in tax outreach raises taxpayer awareness.
Targeted and accessible tax outreach enhances taxpayers’ understanding and encourages hotel and restaurant taxpayers in Jepara Regency to prepare accurate documents and pay taxes voluntarily, recognizing taxation as a national necessity. These findings reinforce the relevance of the Theory of Planned Behavior (TPB), which explains that taxpayer behavior is strongly influenced by attitudes, subjective norms, and perceived behavioral control.
Tax Outreach aims to broaden taxpayers’ knowledge. When implemented effectively and delivered through accessible channels, it raises taxpayer awareness. As a result, taxpayers are more likely to prepare accurate documentation, pay taxes willingly, and understand their obligation as part of national responsibility.
2. The Effect of Tax Outreach on Taxpayer Compliance
The second hypothesis proposed that tax outreach positively affects taxpayer compliance. Table 8 provides empirical evidence supporting this hypothesis. The path coefficient for the effect of tax outreach on taxpayer compliance is 0.243 (positive), with a P-value of 0.000, indicating a significant positive correlation. Therefore, Hypothesis 2 (H2) is accepted. The result suggests that increased tax outreach leads to higher taxpayer compliance.
This correlation implies that effective, targeted, and accessible tax outreach significantly improves hotel taxpayers’ compliance in Jepara Regency. It encourages them to calculate taxes correctly, follow regulations, and submit reports on time.
The findings align with the Theory of Planned Behavior, which posits that behavior reflects one’s personality, shaped by acquired knowledge. Information obtained through well-targeted outreach efforts can influence taxpayer compliance. When taxpayers access tax information specially through media—they are more likely to comply, calculate taxes accurately, follow regulations, and report on time. The more intensive the tax outreach, the higher the level of compliance.
3. The Effect of Taxpayer Awareness on Taxpayer Compliance
The third hypothesis proposed that taxpayer awareness positively affects taxpayer compliance. Table 8 presents empirical evidence supporting this claim. The path coefficient for the effect of taxpayer awareness on taxpayer compliance is 0.490 (positive), with a P-value of 0.000, which is below the 0.05 threshold. This result confirms a significant positive effect, and thus, Hypothesis 3 (H3) is accepted. These findings indicate that higher taxpayer awareness leads to greater taxpayer compliance.
Taxpayers in Jepara Regency have demonstrated a high level of awareness by preparing accurate documents, acknowledging taxes as a national necessity, and paying taxes without reluctance. This awareness contributes positively to their compliance, which includes calculating taxes accurately, adhering to regulations, and submitting tax reports on time.
These findings support the use of compliance theory, which states that taxpayer compliance is influenced by internal norms—particularly the level of awareness. When taxpayers consciously prepare accurate documents and understand the importance of taxation, they are more likely to comply by calculating taxes correctly, following legal provisions, and reporting taxes punctually. As taxpayer awareness increases, so does taxpayer compliance.
4. Taxpayer Awareness as a Mediator Between Tax Outreach and Taxpayer Compliance
The fourth hypothesis proposed that taxpayer awareness mediates the effect of tax outreach on taxpayer compliance. Table 8 supports this claim, with a path coefficient of 0.158 (positive) and a p-value of 0.000, indicating a significant mediating effect. Therefore, Hypothesis 4 (H4) is accepted. The findings suggest that tax outreach improves taxpayer compliance through the mediating role of taxpayer awareness.
This correlation shows that targeted and accessible tax outreach can effectively increase taxpayer awareness. When taxpayers understand the importance of accurate documentation and voluntary tax payments, this awareness positively influences their compliance. Hotel taxpayers in Jepara Regency have demonstrated compliance by calculating taxes correctly, adhering to tax rules, and filing reports on time.
This mediating effect aligns with the Theory of Planned Behavior (TPB), which explains that individual behavior is shaped by internal factors. In this context, taxpayer compliance arises from internal motivation—taxpayer awareness—which acts as a mediator between tax outreach and compliance. If taxpayer awareness remains low, compliance will likely remain low. Conversely, higher awareness will lead to higher compliance.

IMPLICATIONS

The findings of this study carry significant implications for both theory and practice. Theoretically, the results extend the Theory of Planned Behavior and compliance theory by showing that taxpayer awareness is a key mediating construct in local tax compliance, particularly within developing economies. This suggests that models of compliance behavior must account for awareness-building mechanisms alongside traditional deterrence and enforcement factors.
Practically, the study highlights the necessity of designing tax outreach strategies that are context-sensitive. In Jepara Regency’s hospitality sector, outreach programs should not only disseminate regulatory information but also connect tax contributions to visible public benefits, thereby strengthening perceived fairness and trust. Local governments could adopt hybrid outreach models—combining face-to-face engagement with digital channels—to reach a broader audience and sustain awareness over time. Moreover, recognizing the variation in compliance dynamics across different economic structures is essential: resource-based regions may prioritize stability and diversification through compliance, whereas innovation-driven economies might focus on advanced monitoring technologies and incentive-based approaches. These differentiated strategies ensure that outreach and awareness efforts are optimized for local realities.


CONCLUSIONS
This study confirms that tax outreach significantly improves taxpayer awareness and compliance among hotel and restaurant businesses in Jepara Regency, with awareness serving as a key mediator. These findings, consistent with the Theory of Planned Behavior and compliance theory, indicate that strengthening awareness can enhance voluntary compliance in local taxation.
Beyond the statistical results, the implications extend to different economic contexts. In resource-based economies, stronger local tax compliance can stabilize revenues and reduce dependence on volatile commodities, while innovation-driven economies may benefit from technology-enabled outreach to address complex taxpayer profiles.
Policy recommendations include: (1) institutionalizing sector-specific outreach that combines direct and digital engagement, (2) linking outreach to transparent reporting on tax revenue use to build trust, and (3) tailoring strategies to the economic structure—emphasizing enforcement in persistently non-compliant sectors and incentives where willingness to comply already exists. Ultimately, fostering taxpayer awareness within a broader socio-economic framework can enhance compliance, fiscal resilience, and sustainable regional development.
Despite its contributions, the study is constrained by several limitations. First, the research focuses exclusively on hotel and restaurant taxpayers in Jepara Regency, Indonesia. Although this sector is important for regional revenue, the findings may not be generalizable to other industries or regions with different economic structures, levels of tax enforcement, or socio-cultural characteristics. Future studies should extend the analysis to multiple regions and sectors to assess the external validity of the findings.
	Second, the data were collected using a cross-sectional survey, which captures taxpayer perceptions and behavior at a single point in time. This design limits the ability to establish causal relationships and to capture temporal changes in compliance behavior. Longitudinal studies or panel data analyses would enable researchers to examine how outreach, awareness, and compliance evolve, especially in response to policy changes or technological interventions in tax administration.
	Third, while the study incorporates key behavioral variables—tax outreach, taxpayer awareness, and compliance—it omits other potentially relevant determinants such as trust in government, perceived fairness of the tax system, service quality of tax authorities, and digitalization of tax processes. Future research could integrate these dimensions into the theoretical framework to provide a more comprehensive understanding of compliance behavior in local taxation.
	Finally, the study relies on self-reported data, which may be affected by social desirability bias or recall inaccuracies. Employing mixed methods—combining survey data with administrative tax records or qualitative interviews—could strengthen the robustness of future research findings.
	By addressing these limitations, subsequent studies can enhance the explanatory power and policy relevance of research on taxpayer compliance, contributing to the design of more effective tax administration strategies in both local and national contexts.
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