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Abstract: The existence of influencers which is increasing along with the social media users is a new phenomenon because it is consid-
ered convincing by the income earned. The higher the popularity of an influencer, the higher the endorsement rate charged. Income
earned in a year from endorsement activities is indicated to exceed Non-Taxable Income (PTKP) so it can be considered as a tax object.
This study aims to determine, analyze and explore the potential of income tax revenue for endorsement activities on social media. This
type of research is qualitative using a critical study approach. This study analyzes primary data from interviews with 8 influencers that
live in Bali. The results of this study indicate the potential of income tax revenue through the endorsement activities by influencers is
Rp. 17,834,400.00. It’s show that endorsement activities carried out by influencers are one of the potential state tax revenues. The
suitability of tax payments for endorsement activities with the provisions of the applicable tax law is not going well, it is hoped that the
Government can clarify the regulations regarding the imposition of taxes on endorsement activities in social media to avoid the loss of
acceptable tax potential.
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Introduction

Enhancement of the number of internet and social media users in Indonesia means that anyone caneasily
affect many people, even they can become trendsetters. Lately weoften hear the terms influencer and endorsement.
Research results published onthe website (We Are Social Indonesia, 2021) show that the number of internetand
social media users in Indonesia has increased significantly within threeyears. In 2021, there were 61.8% social
media users active in Indonesia withfour most actively used platforms being Whatsapp at 88%, Instagram at
84.8%,Facebook at 81.3 % and Tiktok at 63.1% (Digital Indonesia Report, 2022). Endorseis a promotional strategy
carried out by establishing cooperation betweenbusiness owners and figures who are considered to have a major
influence onother social media users. The existence of influencers which is increasingalong with social media is a
new phenomenon because it is considered interms of the income earned.

The income obtainedfrom the endorsement activity is a loophole that can be subject of income taxto increase
the tax revenue. Reported through the lemon.com site, the rate cardof influencers on Instagram with above 100,000
followers is in the range of Rp.4,000,000.00 — Rp. 6,000,000.00 to post Photo Feeds, Instagram Stories,Instagram
Videos and Instagram Swipe Up. This indicates the income that will be received by influencers within one year may
exceed the Non-Taxable Income (PTKP)it means can be categorized as a tax object. The tax that can be imposed
is notonly income tax, but there are indications VAT payable on the delivery ofpromoted goods or services that must
be paid (Nazulfa et al., 2021). However,the taxes regulation is not clear enough to describe the imposition andcal-
culation of income tax on influencers for their endorsement activities, itlead assume that their endorsement activities
on social media platforms are notsubject to tax, it is impact to loss of potential tax revenue (Mutmainah etal., 2020).

Based on the phenomenon, it is necessary to conduct further research on potential analysis of income tax
renevues and suitability of tax payments on endorsement activities and compared it to the provisions of the
applicable tax regulation.

Method

The type of research carried out is qualitative research with a critical study approach. Qualitative research is a
research method used to examine objects that have natural properties with results that emphasize meaning rather
than generalization (Sugiyono, 2017). This research used a critical study approach to determine the suitability of tax
payments on endorsement activities by influencers with applicable tax provisions. This research is located at
socialblade.com site and social media Instagram. The time of the study was carried out for six months starting from
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February to July 2022. In this study using primary and secondary data sources as well as using the subject and
object of research. Techniques in collecting data in this study used interview, observation, and documentation. The
sources in this research are 8 influencer that live in Bali, consisting of 2 collage students, 3 full-time content
creators/freelancers and 3 entrepreneurs who actively carry out endorsement activities on Instagram and Tiktok.
For the validation, this research used triangulation tests consisting triangulation of sources, time, and methods. Data
analysis conducted to answer the research objectives is descriptive analysis as well as descriptive and comparative
analysis. Descriptive analysis techniques are used to explain potential analysis of income tax renevues, while
descriptive and comparative analysis techniques are used to explain suitability of tax payments on endorsement
activities and the applicable of tax regulation.

Result and Discussion

o Potential Analysis of Income Tax Renevues carried out by influencers who work as collage
students.

Instagram account @Dg is one of the collage students at Bali State Polytechnic majoring in Accounting
Department who is starting to actively carry out endorsement activities through social media Instagram since
2018. Goods or products that are often promoted are clothes, bags, shoes, make-up and also food. Bids re-
ceived for endorsements reach 10-15 times in one month with various offers such as only promoting through
Instagram stories, or by posting the promotion in feeds and even posting on both features. The specified rate
also varies, namely for promotions through Instagram stories, the tariff is set at Rp. 150,000.00 for promotions
through Instagram feeds of Rp. 200,000. to the store for IDR 500,000.00. Instagram account @Ze is also one
of the influencers who is currently active as a student at Udayana University. Products that are often promoted
are clothing, accessories, bags and sandals. The rate applied is Rp. 500,000.00 for one posting of reels on
Instagram, Rp. 800,000.00 for one posting of Instagram feeds with a maximum of 3 items and Rp.
1,200,000.00. The frequency of cooperation offers that are obtained ranges from 5-10 times in one month.
Based on that rate it is known there is potential for tax revenue accordance with UU No. 7 Tahun 2021 about
Income Tax. The determined rate is 5% of the total income earned minus the Non-Taxable Income (PTKP) so
the potential of income tax revenue is Rp1,440,000.00.

Table 1. Calculation of Annual Income Obtained from Endorsement Activities

Username Activity Rate Erekuensi Income 1 Month  Income 1 Year
(Rp) (Rp) (Rp)

Reels Instagram  200.000 3 600.000 7.200.000

@Dh Feeds Instagram  150.000 7 1.050.000 12.600.000
Visit Store 500.000 2 1.000.000 12.000.000

Total 31.800.000

Reels Instagram 500.000 1 500.000 6.000.000

@ze Feeds Instagram  800.000 6 4.800.000 57.600.000
Visit Store 1.200.000 1 1.200.000 14.400.000

Total 78.000.000

« Potential Analysis of Income Tax Renevues carried out by influencers who work as full time
content creator/freelancer.

Instagram account @KC is one of the influencers who actively promote on Instagram and Tiktok, goods
or products that are often promoted include clothes, bags, sandals and make up. Bids received in a month
range from 10-15 times with the specified rate for a single post on Instagram feeds of IDR 500.000,00 for 1
item, reels of IDR 370.000,00 for 3 items, posting on tiktok of IDR 500,000 ,00 for 3 items, and a visit to the
store is Rp. 750,000.00. @Shk is also an influencer who works as a freelancer, besides being active in endorse-
ment activities on social media, the informant also works as a model for Balinese makeup. Until this research
was conducted the number of followers on social media Instagram reached 22.2 thousand followers. This
influencer began to carry out endorsement activities in early 2019 with products or items that are often pro-
moted such as Balinese traditional clothing, Balinese accessories, make up, and food. The rate determined for
one promotion on Instagram and TikTok social media ranges from Rp. 500,000 to Rp. 800,000.00 for one post
with offers for cooperation that are obtained more than 15 times a month. Based on the rate card that the
researcher obtained through the admin from the informant, the rate determined for one post on Instagram
reels is Rp. 500,000.00, for one post on Instagram and Tiktok feeds, Rp. 650,000.00 and for store visits, Rp.
800,000. ,00. The last one is @Ecl that also an influencer who promotes goods or products such as traditional
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Balinese clothes and Balinese accessories. This influencer began to carry out endorsement activities at the
beginning of the COVID-19 pandemic where the content that was broadcast had its own characteristics, namely
the clothes used were traditional Balinese clothes. In addition to actively carrying out endorsement activities,
another source of income comes from the dance studio he owns. The rate determined for a single post on an
Instagram story is Rp. 350,000.00 for 2 items, Rp. 500,000.00 for reels to 3 items, Rp. 450.000,00 to post on
Tiktok for 3 items, and a visit to the store of Rp. 900. .000,00. Based on that rate it is known there is potential
for tax revenue accordance with UU No. 7 Tahun 2021 about Income Tax. The determined rate is 5% of the
total income earned minus the Non-Taxable In-come (PTKP) so the potential of income tax revenue is
Rp3.585.000,00.
Table 2. Calculation of Annual Income Obtained from Endorsement Activities

Username Aktiv_itas Tarif Frekuensi Pe{] ?Bhuell:rl\an Penghasilan 1
Posting (Rp) (Rp) Tahun (Rp)

Reels Instagram 370.000 6 2.220.000 26.640.000

@Kc Feeds Ir_ls'tagram & Tiktok 500.000 4 2.000.000 24.000.000

Store Visit 750.000 2 1.500.000 18.000.000

Total Penghasilan 68.640.000

Reels Instagram 500.000 3 1.500.000 18.000.000

@Shk Feeds Ir_ls'tagram & Tiktok 650.000 5 3.250.000 39.000.000

Store Visit 800.000 7 5.600.000 67.200.000

Total Penghasilan 124.200.000

Reels Instagram 500.000 6 3.000.000 36.000.000

@Ec Feeds Ir_ls'tagram & Tiktok 450.000 2 900.000 10.800.000

Store Visit 900.000 7 6.300.000 75.600.000

Total Penghasilan 122.400.000

Potential Analysis of Income Tax Renevues carried out by influencers who work as entrepreneur.

Instagram account @GK is one of the influencers who actively promote on Instagram, goods or products
that are often promoted include clothes, bags, sandals, skincare and drinks, especially coffee. The total follow-
ers on Instagram until this research was conducted were 52.9 thousand followers. In addition to earning income
from doing endorsement activities, these influencers get income from several businesses owned such as cafes
and clothing sales. The rate determined for a single post on an Instagram story is Rp. 350,000.00 for 1 item,
reels of Rp. 750,000.00 for 3 items, feeds of Rp. 500,000.00 for 3 items and shop visits of Rp. 1,000,000. 00.
@Eny is also an influencer who works as an entrepreneur, besides being active in endorsement activities on
social media, this influencer also has a business in the food sector. Until this research was conducted, the
number of followers on social media Instagram reached 202 thousand followers. This influencer began to carry
out endorsement activities at the end of 2017 with products or goods that are often promoted such as clothing,
accessories, skincare, make up, and food. The rate determined for a single promotion on Instagram social
media is IDR 500,000 for Instagram feeds, IDR 800,000.00 for reels for 3 items, and store visits of IDR
1,200,000.00. The last one is @Igw that also an influencer who promotes goods or products such as food
clothing, clothing, bags, sandals and accessories. This influencer began to carry out endorsement activities in
middle of 2017. Until this research was conducted the number of followers on Instagram social media reached
140 thousand followers. In addition to actively carrying out endorsement activities, other sources of income he
has come from his business in the food and prevoled clothing sector. The rate determined for a single post on
an Instagram story is Rp. 40.000,00 for 3 items, Rp. 650.000,00 for reels for 2 items, and a visit to the store is
Rp. 850.000,00. Based on that rate it is known there is potential for tax revenue accordance with UU No. 7
Tahun 2021 about Income Tax. The determined rate is 5% of the total income earned minus the Non-Taxable
In-come (PTKP) so the potential of income tax revenue is Rp6.495.000,00.

Table 3. Calculation of Annual Income Obtained from Endorsement Activities
Tarif Penghasilan  Penghasilan

Username  Aktivitas Posting (Rp) Frekuensi 1Bulan (Rp) 1 Tahun (Rp)
Reels Instagram 750.000 5 3.750.000 45.000.000

@GK Feeds Instagram 500.000 2 1.000.000 12.000.000
Store Visit 1.000.000 4 4.000.000 48.000.000
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Total Penghasilan ~ 105.000.000

Reels Instagram 500.000 3 1.500.000 18.000.000

@Eny Feeds Ir_lsj[agram 800.000 7 5.600.000 67.200.000
Store Visit 1.200.000 2 2.400.000 28.800.000

Total Penghasilan 85.200.000

Reels Instagram 400.000 2 800.000 9.600.000

@lgw Feeds Ir)s_tagram 650.000 7 4.550.000 54.600.000
Store Visit 850.000 5 4.250.000 51.000.000

Total Penghasilan ~ 115.200.000

o Suitability of tax payments on endorsement activities with the provisions of the applicable tax
regulation.
Income earned from carrying out endorsement activities on social media can be taxed in accordance with
UU No. 38 Tahun 2008 about Income Tax. The taxation mechanism that can be applied by these influencers
can be done in 2 ways. First by using a withholding tax system, second by using a self-assessment system.
Withholding tax is a tax collection system that is usually carried out by a third part or employer, if the influ-
encer works under the auspices of management or cooperates with a brand that has permission to collect taxes
by its own and has a permit as a Taxable Enterprise. Self assement system is a tax collection system that
usually carried out by their self. The suitability of tax payments for endorsement activities when compared to
the provisions of the applicable tax regulation has not been going well. Influencer who get offers cooperation
with big brands in the application of taxes have been carried out because the income or wages received have
been deducted from taxes, but the collaborations that carried out with online shops are not Taxable Enterprise,
this has not been implemented because the influencer do not know that the income earned from carrying out
endorsement activities is a tax object and must be reported.

Conclusion

From the results of this study, it can be concluded that the potential tax revenue that can be obtained through
this endorsement activity is Rp. 17,834,400.00. This total can increase along with the enhancement of influencers
in Bali and the total of influencer’s audience. This theory is related to rhetorical theory where the ability of an
influencer to promote the product or goods offered depends on how the influencer conveys the product or goods to
his audience. The number of followers on social media also affects the rate card offered by influencers, the more
followers on social media, the higher the rate that will be charged. The change in endorsement rates set by several
influencers who became informants in this study is one proof that the more followers you have on social media, the
higher the rates for endorsements offered. If the set rate is higher, the income obtained from the endorsement
activity will also increase, so that the potential for tax revenue will be even greater. This finding is in line with
research conducted by Anggadha & Rosdiana (2020) where the income obtained from doing endorsement activities
on social media has a large potential for tax revenue. The tax regulations used as a reference in calculating the
amount of income tax that must be paid refer to Law Number 36 of 2008 article 4 concerning Income Tax which is
relevant to the results of research conducted by Oktapyani & Purwani (2018).
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