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Abstract. The sustainability of e-tax system depends on various factors, including the taxpayers’ decision to 

keep using the system. If users are unwilling to use e-tax anymore, the system may be shut down eventually. 

This research aims to examine the mediating role of trust in e-tax on the impact of perceived usefulness, trust 

in government, and mass media influence on e-tax continuance intention. Convenience sampling was 

employed to collect data via an online survey from February until March 2022. A total of 162 respondents 

from several institutions were further analyzed by utilizing SMART PLS 3.3.7. The results reveal that trust in 

e-tax improves the effect of perceived usefulness, trust in government, and mass media influence on taxpayers’

continuance intention to use e-tax. Our findings suggest that when taxpayers perceive the e-tax is reliable and

trustworthy, they are more willing to continue to use it in the future.

Keywords: E-Tax Continuance Intention, Trust in E-Tax, Perceived Usefulness, Trust in Government, 

Mass Media Influence 

1 Introduction 

Technological advances have been proven to provide many benefits to e-government systems in Indonesia, 

including in taxation. Since 2004, Indonesia has developed electronic filing systems [1]. Unfortunately, only a 

few taxpayers utilized it due to the lack of socialization from the government. The 2008 data showed that only 

680,644 taxpayers used e-SPT and 15,474 taxpayers used e-Filing [2]. This urges the government to improve 

these electronic systems in 2014. As a result, the use of e-tax has increased gradually, as shown in Table 1.  

Table 1. The Number of Taxpayers that Apply E-Tax to Report SPT (in thousand) [3], [4] 

2014 2015 2016 2017 2018 2019 2020 

Taxpayers report 

Annual SPT using 

E-Tax ….(a) 

1,487 3,062 8,022 9,180 10,191 11,847 12,503 

Taxpayers report 

Annual SPT ….(b) 
10,855 10,973 12,25 12,048 12,551 13,394 14,755 

(a/b) 13.7% 27.9% 65.4% 76.2% 81.1% 88.4% 84.7% 

Although the number of taxpayers who report SPT using e-tax has increased, its proportion compared to 

total taxpayers who report SPT using the manual system tends to be stagnant from 2019 until 2020. This may 

indicate that many taxpayers still want to report their taxes manually. As shown by many studies about e-systems, 

for example, mobile payment, e-learning, and e-government, the existence of the systems depends on the users’ 

intention to keep using them [5]–[8]. When the users perceive that the e-system has a potential for cybercrime or 

they have had a bad experience in using the system, they are likely to decide not to use it anymore [9], [10]. This 

situation could be applied to the e-tax system since e-tax reporting is voluntary. If the users decide not to use the 

e-tax system anymore, the sustainability of the e-tax system will be vulnerable. This raises the issue of what factors

may encourage taxpayers to keep using e-tax regardless of the socialization done by the government.

Prior research have identified several determinants of intention to use e-tax, for example, perceived 

usefulness [7], [10], [11], trust in government [12]–[14], mass media influence [15]–[17], and trust in e-tax [12], 

[15]. However, those prior studies have at least two limitations. First, prior studies mainly focused on initial 

adoption [9]–[11], while e-tax post-adoption has been discussed infrequently. They also tend to focus on other 

types of e-government systems [7], [15], [18] and mobile payment [6], [19], [20]. 

Second, prior studies about e-tax do not focus on the mediating effect of trust in the e-system on the 

relationship between perceived usefulness, trust in government, mass media influence, and e-system continuance 

intention. They only examined the direct effect of the above factors. Studies about e-government, apart from e-

tax, and purchase intention have suggested that perceived usefulness, trust in government, and social influence, 
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including mass media, affect the degree of trust in the system [12], [21]–[27]. The trust itself also has been known 

to affect people’s intentions to use a system [6], [12], [15], [28]. This implies that trust in e-tax may have a 

mediating role that affects the taxpayers’ intention to keep using the e-tax system. 

Thus, this study aims to analyze the mediating effect of trust in e-tax on the impact of perceived usefulness, 

mass media influence, and trust in government towards e-tax continuity intention. By examining the mediating 

effect of trust in e-tax, our study is expected to provide more insight into the importance of trust to the 

sustainability of e-tax. Instead of only focusing on the initial adoption of e-tax, the government needs to improve 

the quality of e-tax as a requirement to maintain the e-tax users’ trust in the system, so they will keep using e-tax 

regularly. The subsequent sections explain the literature review, hypotheses development, methods, results and 

discussion, and conclusion. 

2 Literature Review 

2.1 Perceived Usefulness and E-Tax Continuance Intention 

According to the Technology Acceptance Model (TAM), perceived usefulness is the personal belief extent 

to which a system implementation would result in better performance [29]. TAM theory suggests a person’s 

decision to use a system is influenced by the system’s usefulness [29]. An online system that can accelerate 

people’s performance and provide convenience over the conventional system will attract people’s intentions to 

adopt a system [7], [18], [20], such as e-tax [10], [11], e-government [7], [18], and m-banking [20], [30]. 

Performance, productivity, effectiveness, and efficiency are four enhancement aspects of perceived 

usefulness [7]. The e-tax system is expected to increase taxpayers’ performance through its accurate calculations 

and data completeness validations [31]. Taxpayers’ effectiveness and efficiency are likely to be increased when 

they use the system since it provides flexibility in terms of place and time [10]. With the electronic system, 

taxpayers could save their time in complying with their duties; thus, their productivity is likely to be increased. 

Perceived usefulness also has a significant effect on continuation context as it is related to users’ prior 

experience and expectations [32]. Users tend to evaluate the system’s performance after having used it. If users 

find that the system is beneficial to them, they will continue to use it. For example, Tsui [7], Arpaci [33], and 

Daneji et al. [34] find that people tend to keep using e-government systems when they believe using the system 

will enhance their performance. In terms of e-tax, a study in Malaysia [35] shows that taxpayers are most likely 

to be motivated to continue using e-Filing when they perceive the system is useful. Therefore, this study suggests 

the following hypothesis: 

H1: Perceived usefulness positively affects individual taxpayers’ continuance intention in using e-tax. 

2.2 Trust in Government and E-Tax Continuance Intention 

Based on the five major antecedents of trust, trust in government is classified as an institution-based trust 

[36]. Institution-based trust is formed by social interaction between individuals and institutions. Carter et al. [13] 

pointed out that if citizens perceive the government possesses the managerial and technical resources to maintain 

the system, they will be more willing to trust the system as well as receive and provide the information to the 

system. Individuals and institutions’ interactions will develop the level of trust in society towards the institution’s 

performance, capability, and policy.  

Trust in government plays a substantial role in stimulating taxpayers to use e-tax sustainably since the e-

tax system is under the government’s authority. Prior research in e-government [12], [14] and e-voting [37] reveal 

that people’s intention to use e-systems is encouraged by the degree of trust they put in the government. Instead 

of forcing citizens to use the e-tax, the trust could be used as a preferred alternative to promote the use of the 

system among taxpayers [38]. If the government forces the use of e-tax without establishing trust with taxpayers, 

it may lead to uncertainty and reliability concerns. Mostly, the reliability concern is due to personal information 

being prone to be hacked, manipulated, or stolen [9]. Hence, it is important for the government to build the 

citizens’ faith in the government’s capability to provide a useful and safe system, so the citizens will be more open 

to following the government’s recommendations. Thus, this study proposes the following hypothesis: 

H2: Trust in government positively affects individual taxpayers’ continuance intention in using e-tax. 

2.3 Mass Media Influence and E-Tax Continuance Intention 

Zahid and Din [15] argue that society has considered the mass media as the ultimate source of information. 

Prominently discussed issues in the mass media are often seen as essential by society. Mass media can influence 

not only individuals but also public opinion because of its ability to disseminate information rapidly to large 

audiences [39]. 

Dependency Model Theory states that the more people depend on the mass media, the more crucial the 

role of the media in people’s lives, and therefore, the more substantial the influence the media has [40]. The close 

dependency between people and the mass media will construct positive reinforcement that shapes individuals’ 

preferences in deciding which values, behaviors, skills, and attitudes are appropriate for them [41]. The degree of 



 

 

 

 

dependency on the media may depend on various factors, including media capacity, individual needs, and so forth 

[40]. 

Mass media’s power to influence people also plays a role in driving the intention to use a system. Mass 

media encouragement has a positive influence on promoting people’s intention to use m-banking [15]. People are 

more convinced to use the electronic system when the mass media uplifts them to do so [16], [17]. This 

phenomenon might occur since mass media has multiple types of persuasive aspects, such as an appeal to emotion, 

logic or reason, and credibility or ethics [15]. Based on the above arguments, the following hypothesis is 

formulated: 

H3: Mass media influence positively affects individual taxpayers’ continuance intention in using e-tax. 

2.4 The Mediating Effect of Trust in E-Tax 

Trust is a significant factor in the e-system, including e-tax. Various confidential personal information is 

disclosed, such as identity, income, and total assets. Cybercrime threats such as hacking and information theft 

may cause taxpayers to be reluctant to use e-tax services [9], [10]. Ensuring the system’s performance and security 

is a must for the government and DGT as the service provider to retain the taxpayers’ use of e-tax. 

Unfortunately, instead of analyzing the impact of trust, prior studies tend to examine the impact of 

perceived risk and security on e-tax usage [10], [42]. They also tend to examine trust as a sole indicator or a 

separate determinant of e-tax. For example, Santhanamery and Ramayah [35] break down trust in the system into 

several variables, including security and correctness. They then evaluate the impact of each variable on the e-tax 

continuance intention. The studies about the mediating effect of trust in e-tax usage still need further analysis.  

Numerous research have empirically demonstrated the importance of trust in the system in influencing the 

intention to use the system [6], [12], [15], [28]. For example, in mobile payment research, Shao et al. [6] state that 

mobile payment providers keep competing with each other to build customers’ trust. The research finding shows 

that mobile payment users are more willing to stay loyal to one provider if they can trust the system provided. 

Similarly, in Indonesia, the e-tax system will be more appealing when the system can show its trustworthiness 

[28].  

Trust itself is also affected by perceived usefulness, trust in government, and mass media influence. First, 

when people perceive the system is beneficial and enhances their performance, their trust in the system will be 

intensified [21]. Accordingly, their level of trust eventually becomes a consideration in continuing the use of the 

system. Research in e-commerce shows that people will likely trust the system when it can offer advantages that 

can improve their shopping experience, for example, online reviews and product-detailed information [22], [23]. 

Similarly, Amin et al. [43] find that the more mobile websites are perceived as useful and make users’ work and 

lives easier, the higher the level of trust develops in the website. 

Second, trust in government plays a significant part in cultivating trust in the system, for example, in e-

government systems [12], [24], [25]. It happens because of the presence of transference-based trust. The concept 

of transference-based trust is that trust can be transferred from the entity that individuals are familiar with to a 

new, unfamiliar entity based on a strong correlation between those entities [44]. When individuals have no 

sufficient information and experience in using e-tax, they will rely on the information given by the government 

and conventional system experience to predict how the online system will work. Thus, when people initially trust 

the government’s performance, it will be easier for them to trust the e-tax system as part of the government 

program.  

Third, the trustworthiness of a system depends on how the mass media transmit social experience [45]. 

From a psychological perspective, mass media is a means of social learning as it portrays real-life situations. The 

Social Learning Theory suggests that people acquire new knowledge from their social surroundings [46]. When 

their surroundings cannot provide the knowledge needed, the information delivered by mass media is expected to 

have considerable potential to influence opinions and decision-making. Mass media that actively encourages 

people to use a system and promotes the system’s trustworthiness will influence the way people see the system 

and help people develop trust in the system. Research findings from Mendoza-Tello et al. [47], Kamalrudin et al. 

[45], and Yannopoulou et al. [27] suggest that the intensity of mass media exposure influences the degree of trust. 

Thus, this study puts forward the following hypotheses: 

H4: Trust in e-tax mediates the effect of perceived usefulness on taxpayers’ continuance intention in using e-tax. 

H5: Trust in e-tax mediates the effect of trust in government on taxpayers’ continuance intention in using e-tax. 

H6: Trust in e-tax mediates the effect of mass media influence on taxpayers’ continuance intention in using e-tax. 

The theoretical framework of this study is portrayed in Figure 1 below: 



 

 

 

 

 

Fig. 1. Theoretical Framework. 

3 Method 

The criteria of participants in this study are employees who own a Tax Identification Number and have 

used the e-tax system, for example, to report their taxes and so forth. The samples were collected from seven 

private companies in Jakarta, West Java, and Bali. The employees must meet the above criteria. However, there 

is no publicly available information about the total number of employees that meet the criteria in those companies. 

Therefore, this research applies the convenience sampling method to collect data. As a nonprobability sampling 

method, the convenience sampling method can accommodate the data collection process quickly and cost-

effectively based on the most easily accessible research subject that can be reached since it is impractical to get a 

sample from a widely scattered population [48]. A total of 173 responses were collected. However, 11 responses 

were incomplete, and thus, only 162 responses could be analyzed further. 

The data was collected through an online questionnaire from February until March 2022. The benefit of 

the online questionnaire is that it can be utilized to reach the respondents in different areas quickly and at less cost 

[48]. This is especially beneficial during the COVID-19 pandemic situation. The questionnaire consists of two 

sections. The first section asks about the respondents’ demographics. The second section measures five variables, 

as shown in figure 1. All variables employ a 5-Likert scale from 1 (Strongly Disagree) to 5 (Strongly Agree). 

Table 2 below explains the measurement instrument of variables. 

Table 2. Measurement Instrument of the Variables 

Variable Operational Definition Indicators Scale 

Perceived 

Usefulness 

(PU) 

The extent to which individuals 

believe that the use of electronic 

systems will enhance their 

performance. 

Four measurement items 

adapted from Tsui [5] 

and Bhattacherjee [30]. 

5-Likert scale 

Trust in 

Government 

(TG) 

Trust developed by citizens in the 

government’s performance, service, 

and capability. 

Three measurement 

items adapted from Abu-

Shanab [8]. 

5-Likert scale 

Mass media 

influence 

(MM) 

The ability of mass media to shape an 

individual’s perspective, behavior, 

action, and decision-making. 

Four measurement items 

adapted from Zahid and 

Din [11]. 

5-Likert scale 

Trust in 

E-Tax (TE) 

Trust developed in the reliability and 

trustworthiness of e-tax system. 

Five measurement items 

adapted from Tsui [5] 

and Zahid and Din [11]. 

5-Likert scale 

E-Tax 

Continuance 

Intention 

(EC) 

Individuals’ determination to 

continue using e-tax as an impact of 

their post-adoption impression and 

consideration towards e-tax system. 

Four measurement items 

adapted from Tsui [5] 

and   Bhattacherjee [30]. 

5-Likert scale 

 



 

 

 

 

4 Result and Discussion 

4.1 Respondents’ Profiles 

The total number of respondents in this study is 173. However, only 162 (93.6%) responses could be used 

as the remaining were incomplete and failed to meet the required criteria. The proportion of male and female 

respondents is relatively balanced. The respondents work in the private sector, with experience of mostly five 

years or less. Most of them have used e-tax for less than five years (76.5%). They also tend to use e-tax only once 

per year (74.7%). Table 3 shows more detailed information about respondents’ demographics. 

Table 3. Respondent Demographic 

  N %     N % 

Total Participants 162 100%  Occupation Type   

Gender    Private employee 162 100% 

Male 80 49.4%     

Female 82 50.6%     

Age    Education Level   

< 22 years old 1 0.6%  Senior High School 25 15.4% 

22 - 30 years old 107 66.1%  Associate Degree 10 6.2% 

31 - 40 years old 38 23.5%  Bachelor’s Degree 100 61.7% 

41 - 50 years old 14 8.6%  Master’s Degree 21 13.0% 

> 50 years old 2 1.2%  Doctoral Degree 6 3.7% 

Annual Income    Work Experience   

Rp 0 - 60 million 57 35.2%  0-5 Years 122 75.3% 

> Rp 60 - 250 million 95 58.6%  6-10 Years 36 22.2% 

> RP 250 - 500 million 10 6.2%  11-15 Years 3 1.9% 

    >15 Years 1 0.6% 

E-Tax Usage Period    E-Tax Frequency Usage  

1-4 Years 124 76.6%  < 1x a year 15 9.3% 

5-8 Years 36 22.2%  1x a year 121 74.7% 

9-12 Years 1 0.6%  2-3x a year 6 3.7% 

>12 Years 1 0.6%   >3x a year 20 12.3% 

 

4.2 Validity and Reliability Test of the Measurement Model 

This study applies SMART PLS 3.3.7, which is a non-parametric statistical tool to analyze complex models 

and a relatively small sample size without any distributional data assumptions [48]. To examine the convergent 

validity, we used factor loading and average variance extracted (AVE). The result shows that all indicators have 

factor loadings above 0.7. This implies that there is a strong correlation between each indicator and its respective 

variable. Furthermore, every variable has an AVE value greater than 0.5, which means each latent variable can 

explain more than half of the variance of the respective indicators [48].  

The next step is to examine the discriminant validity of each variable. Discriminant validity is a test 

conducted to measure the indicator’s uniqueness compared with other indicators [49], [50]. Discriminant validity, 

through a cross-loading test, shows an excellent result when the indicator shares more common variances with its 

respective variable than other variables [48]. The cross-loading test, as shown in Table 4, reveals that all indicators 

have the highest coefficient correlation with their association variables, which indicates they appropriately explain 

their association variables compared to other variables. 

 

 

 



 

 

 

 

Table 4. Cross Loading 

Item 
Perceived 

Usefulness 

Trust in 

Government 

Mass 

Media 

Influence 

Trust in E-

Tax 

E-Tax Continuance 

Intention 

PU1 0.926     

PU2 0.894     

PU3 0.912     

PU4 0.888     

TG1  0.918    

TG2  0.912    

TG3  0.915    

MM1   0.899   

MM2   0.944   

MM3   0.896   

MM4   0.951   

TE1    0.878  

TE2    0.901  

TE3    0.911  

TE4    0.838  

TE5    0.835  

EC1     0.868 

EC2     0.942 

EC3     0.946 

EC4     0.883 

The reliability test is conducted by examining composite reliability and Cronbach’s Alpha. Both tests apply 

a threshold of 0.70 for the construct to be considered reliable. As shown in Table 5, all variables are reliable since 

their values are above 0.7. 

Table 5. Reliability Indicator 

Variable Composite Reliability Cronbach’s Alpha 

Perceived Usefulness 0.948 0.927 

Trust in Government 0.939 0.902 

Mass Media Influence 0.958 0.942 

Trust in E-Tax 0.941 0.922 

E-Tax Continuance Intention 0.951 0.931 

4.3 Hypotheses Testing 

Figures 2 and 3 depict seven direct paths and three indirect paths formed. The direct path occurs between 

perceived usefulness and trust in e-tax (PU → TE), perceived usefulness and e-tax continuance intention (PU → 

EC), trust in government and trust in e-tax (TG → TE), trust in government and e-tax continuance intention (TG 

→ EC), mass media influence and trust in e-tax (MM → TE), mass media influence and e-tax continuance 

intention (MM → EC), and trust in e-tax and e-tax continuance intention (TE → EC). Meanwhile, the indirect 

paths are perceived usefulness, trust in e-tax, and e-tax continuance intention (PU → TE → EC); trust in 

government, trust in e-tax, and e-tax continuance intention (TG → TE → EC); and mass media influence, trust in 

e-tax, and e-tax continuance intention (MM → TE→ EC).  

The adjusted R-square displayed in Figure 2 shows that perceived usefulness, trust in government, and 

mass media influence, along with trust in e-tax, can explain 56.9% of the variation in e-tax continuance intention 

value. Meanwhile, perceived usefulness, trust in government, and mass media influence contribute to explaining 

trust in e-tax for 70.1%. 



 

 

 

 

 

Fig. 2. Coefficient Correlation and R Square Results. 

 

Fig. 3. Significant Path (T-Statistics). 

As shown in Table 6, the hypotheses proposed in this study are partially accepted. The hypothesis testing 

shows that perceived usefulness has a significant direct and positive effect on taxpayers’ intention to keep using 

e-tax (PU → EC; β = 0.377; p = 0.000). The result also indicates that trust in e-tax mediates the effect of perceived 

usefulness on e-tax continuance intention (PU → TE; β = 0.440; p = 0.000 and TE → EC; β = 0.334; p = 0.005). 

Therefore, the first and fourth hypotheses are accepted.  



 

 

 

 

Trust in government does not directly affect e-tax continuance intention (TG → EC; β = 0.068; p = 0.387). 

Trust in government could only affect e-tax continuance intention through trust in e-tax (TG → TE; β = 0.495; p 

= 0.000 and TE → EC; β = 0.334; p = 0.005). This suggests that the second hypothesis is rejected, while the fifth 

hypothesis is accepted.  

Similarly, mass media influence on e-tax continuance intention is insignificant (MM → EC; β = 0.139; p 

= 0.062). Mass media only indirectly affects the e-tax continuance intention through trust in e-tax (MM → TE; β 

= 0.137; p = 0.015 and TE → EC; β = 0.334; p = 0.005). In other words, trust in e-tax mediates the effect of mass 

media influence on e-tax continuance intention. This implies that the third hypothesis is rejected, while the sixth 

hypothesis is accepted. 

Table 6. Structural Equation Modeling Result 

Path Standardized β Non -Standardized β t-Statistics p-Values 

Perceived Usefulness → E-

Tax Continuance Intention 
0.377 0.376 4.199 0.000* 

Perceived Usefulness → Trust 

in E-Tax 
0.440 0.443 8.376 0.000* 

Trust in Government → E-

Tax Continuance Intention 
0.068 0.069 0.866 0.387 

Trust in Government → Trust 

in E-Tax 
0.495 0.493 7.795 0.000* 

Mass Media Influence → E-

Tax Continuance Intention 
0.139 0.137 1.872 0.062 

Mass Media Influence → 
Trust in E-Tax 

0.137 0.138 2.434 0.015* 

Trust in E-Tax → E-Tax 

Continuance Intention 
0.334 0.336 2.818 0.005* 

Table 7 provides further evidence about the mediating effect of trust in e-tax. For example, the total effect 

of perceived usefulness to e-tax continuance intention is 0.525, which consists of direct effect (PU → EC; β = 

0.378) and indirect effect (PU → TE → EC; β = 0.147). Similarly, the total effect of trust in government on e-tax 

continuance intention is 0.233, which consists of direct effect (TG → EC; β = 0.067) and indirect effect (TG → 

TE → EC; β = 0.166). 

Table 7. Path Analysis Result 

Path 
Total 

Effect 

Direct 

Effect 

Indirect 

Effect 

Perceived Usefulness → Trust in E-Tax 0.440 0.440  

Perceived Usefulness → E-Tax Continuance Intention 0.525 0.378 0.147 

Trust in Government → Trust in E-Tax 0.495 0.495  

Trust in Government → E-Tax Continuance Intention 0.233 0.067 0.166 

Mass Media Influence → Trust in E-Tax 0.137 0.137  

Mass Media Influence → E-Tax Continuance Intention 0.184 0.138 0.046 

Trust in E-Tax → E-Tax Continuance Intention 0.334 0.334  

4.4 Discussion 

The path analysis results show that trust in e-tax plays a significant part in enhancing the effect of perceived 

usefulness, trust in government, and mass media influence on taxpayers’ continuance intention of e-tax. Trust in 

e-tax becomes the determinant of continuance intention because when taxpayers perceive that the e-tax system is 

reliable, trustworthy, and will not harm them in its operation, it is likely for them to retain the use of the e-tax 

system. Also, with increased trust in the system, taxpayers will be more comfortable disclosing their personal 

information and conducting online activities; as a result, the desire to reuse the system will be increased.  

In terms of the relationship between perceived usefulness and e-tax continuance intention, our findings 

demonstrate that perceived usefulness has both direct and indirect influence on e-tax continuance intention. When 

people perceive that using the system will enhance their performance, productivity, and effectiveness, they are 



 

 

 

 

more likely to continue using e-tax rather than reverting to the manual system. On the other hand, taxpayers choose 

to retain the use of e-tax because the system offers usefulness and benefits over the manual system, and they put 

trust in the system. Trust in e-tax seems to increase the influence of perceived usefulness on e-tax continuance 

intention. This might not be a surprising result, given that most Indonesians tend to show their loyalty when they 

trust the system [51], [52]. 

Another finding indicates that trust in government does not directly affect the e-tax continuance intention. 

A higher level of taxpayers’ trust in government does not necessarily mean that taxpayers will automatically keep 

using e-tax. Trust in government could only affect e-tax continuance intention indirectly through trust in e-tax. 

One of the possible reasons is that when taxpayers have faith in the government as the e-tax service provider, their 

trust in the system grows as they believe the government has put forth its best effort to provide a useful system 

for assisting the citizens, and eventually, they will be more motivated to keep using the system. In Indonesia’s 

context, the taxpayers seem to perceive that the government, specifically the Directorate General of Taxation, has 

provided quality services. With quality services, taxpayers are likely to have more satisfaction with DGT [4] and 

trust in e-tax technology. Thus, taxpayers will keep using the e-tax system.  

Similarly, mass media influence itself does not make people continue to utilize e-tax. Even though the 

mass media actively encourage people to use e-tax, it could not convey to taxpayers to keep using e-tax directly. 

Instead, the mass media significantly affect the trust of taxpayers in the e-system. Trust in the system is also 

affected by how the mass media transmit social experiences [45]. When taxpayers are consistently exposed to e-

tax system promotion, their doubts and concerns regarding the performance of the system will be reduced as the 

media demonstrate the system’s benefits and security. Accordingly, taxpayers will trust the system. The trust 

developed will encourage taxpayers’ desire to continue using e-tax. 

5 Conclusion 

This study is intended to examine the magnitude of trust in e-tax in mediating the effect of perceived 

usefulness, trust in government, and mass media influence on individual taxpayers’ continuance intention of e-

tax. The results show that trust in e-tax plays a crucial role in mediating perceived usefulness, trust in government, 

and mass media influence to increase taxpayers’ intention to keep using e-tax. The presence of trust in the e-tax 

system enhances the positive effect of perceived usefulness on e-tax continuance intention. When the system has 

outstanding performance, taxpayers are likely to favor the e-tax system over the time-consuming manual system. 

Without taxpayers’ trust in the system, their intention to continue using the system will be easily swayed by their 

worries and doubts about the system’s risk.  

Trust in e-tax demonstrates its capability as a mediator in elevating the effect of trust in government and 

mass media influence, which initially shows an insignificant direct effect on e-tax continuance intention. The 

result indicates that the public’s trust in the government or intensive recommendation by mass media to use e-tax 

alone is insufficient to escalate taxpayers’ intention to keep using e-tax. It may happen since post-adoption 

intention relies more on direct experience with the system than external influence. Thus, trust in e-tax is needed 

to boost trust in government and the mass media’s effect on the continuance intention.  

This study extends the e-tax continuance literature, which is still limited in Indonesia. This study underlines 

the importance of trust in e-tax in improving taxpayers’ continuance intention of e-tax. This study’s findings can 

also be used as evaluation material by DGT and the tax office to improve e-tax continuity. The government needs 

to take steps to maintain and improve taxpayers’ trust in the e-tax system, for example, by improving the quality 

of the e-tax system. Once trust is improved, it will be easier for the government to promote the use of e-tax via 

mass media. 

This study has several limitations. First, the samples in this study may be homogeneous as they are taken 

from several private companies. Applying more samples to a wider scope, such as in MSME communities, 

entrepreneurs, or public employees, may result in more heterogeneous respondents’ fields of work. Second, this 

study only covered four variables that affect e-tax continuance intention. Future research can improve this research 

by examining other variables, particularly computer risk propensity, personal information loss, and so forth. 
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