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ABSTRACT

In the aftermath of the COVID-19 pandemic, global impacts extended beyond the physical and mental health of communities, encompassing the economic stability of nations. Many companies responded actively by contributing to government efforts in addressing post-pandemic economic challenges, particularly through Corporate Social Responsibility (CSR) initiatives. This research aims to identify opportunities and challenges in digitalizing CSR to mitigate the economic impacts of the COVID-19 pandemic. The study focuses on the CSR program, Indosat Digital Camp (IDCamp), implemented by Indosat Ooredoo. The objective is to evaluate the opportunities and challenges faced by Indosat Ooredoo in digitizing CSR to address the economic impacts of the COVID-19 pandemic. Utilizing a qualitative methodology and a single case study design, the research involves interviews with 5 representatives from Indosat Ooredoo and 10 IDCamp participants from Yogyakarta, Bandung, Jakarta, Kabupaten Ogan Komering Ulu, and Kota Tangerang. Research findings reveal that digitalizing CSR presents sustainable opportunities as it can reduce unemployment, provide industry-relevant competencies, align with Indonesia's digital era, remain relevant to post-COVID-19 digital activities, align with government programs, support the demand for digital talents, and attract community participation due to its practical nature. However, IDCamp implementation poses potential challenges, including responsive organization, internet network issues, government program support, program updates, established execution systems, coordination with mass media, and ensuring digitalization facilitates community participation in CSR programs.
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INTRODUCTION
Since the announcement of the COVID-19 pandemic to the global community, it has had prolonged impacts on both health and the economy. The uncertainty involves when an effective vaccine will emerge, how often the pandemic may recur, and the health and economic policies needed to manage the pandemic (Anderson et al., 2020; Depoux et al., 2020; He & Harris, 2020; Saleh & Mujahiddin, 2020). After the vaccine becomes available, uncertainty involves how to gradually reopen an economy hit by a significant economic shock, which policies or combination of policies can effectively support economic recovery, and how the world will adapt to the post-COVID-19 era (McKibbin & Fernando, 2020). The COVID-19 pandemic not only disrupts the physical and mental health of the population but also affects the economic stability of nations, posing incalculable risks to global health and the world economy (Bretscher et al., 2020; Naidoo & Fisher, 2020).
In Indonesia, the COVID-19 pandemic has caused shocks to the labor market, particularly among workers aged 15-19, who experienced a decrease in the percentage of the total workforce to 14.58% in 2020 (Baldwin & Evenett, 2020). On the other hand, Indonesia faces the challenge of a demographic bonus in 2023, including low labor productivity. Without appropriate intervention, the Indonesian workforce will continue to be considered less competitive, and Indonesia will miss opportunities to leverage its demographic bonus. Therefore, support and training are crucial to ensuring workforce skills alignment. The findings of the Digital Skills Gap Index (DSGI) indicate that more than 70% of jobs are potentially automatable. Furthermore, the COVID-19 pandemic has accelerated the culture of remote work, but the unevenness of digital infrastructure remains a challenge (Muhyiddin, 2023).
Various parties, including industry players worldwide, actively participate in addressing the impact of the COVID-19 pandemic through their respective corporate social responsibility (CSR) programs. For example, in the United States, many companies implement CSR initiatives in health, economics, and current social needs (Aguinis et al., 2020). In the United Kingdom, most companies concentrate on addressing the COVID-19 pandemic by providing donations for its handling (He & Harris, 2020). In Arab countries, companies assure the safety and well-being of employees by providing equipment in accordance with COVID-19 protocols while working (Al-nawafah, Tawalbeh, & AL-Amaera, 2020). Many of the world's leading companies provide relief for employees without reducing their rights, offer relief to consumers, organize virtual business activities, donate COVID-19 handling equipment and consumer goods, and utilize the manufacturing capabilities to produce medical equipment for donation (Marom & Lussier, 2020).
Meanwhile, some companies in Indonesia, including state-owned enterprises (BUMN), private companies in various sectors such as online transportation, household product manufacturers, property developers (Anggoro, 2020; Triana et al., 2020), logistics delivery companies (Silvina Mayasari, 2020), and foreign companies contribute to health management amid the COVID-19 pandemic through assistance such as food, medicines, vitamins, medical equipment and supplies like masks, sanitizers, gloves, ventilators, personal protective equipment (PPE), and others (Lusiana, 2020). Additionally, some companies also assist in addressing the economic impact of the COVID-19 pandemic through various empowerment programs and digital business training for the community and SMEs conducted by state-owned enterprises (Arifin et al., 2020; Maarif, 2020; Pertamina, 2020) as well as private companies (Iskandar, 2020; Tribunnews.com, 2021).
While the COVID-19 pandemic serves as a moment for companies to drive Indonesia's digital economy through the implementation of digital-based Corporate Social Responsibility (CSR), termed as CSR digitalization. CSR digitalization refers to companies leveraging digital technology in the activities or production of CSR programs (Parente, 2020). A McKinsey report indicates that the shift of the trade industry to the digital realm will boost economic growth by up to US $150 billion by 2025 (Das et al., 2016). On the other hand, a challenge for Indonesia is its journey toward a digital economy. Moreover, the potential job absorption in the information and communication sector is relatively low at only 0.72%, ranking fourth lowest among the 17 main job fields (Central Statistics Agency, 2020).
One of the largest telecommunications companies in Indonesia, Indosat Ooredoo, contributes to reducing post-COVID-19 unemployment through CSR digitalization. Indosat Ooredoo organizes the Indosat Digital Camp (IDCamp) program aimed at assisting the government in minimizing unemployment by providing digital competencies to the younger generation in Indonesia. Through these competencies, IDCamp program recipients can fulfill the workforce needs in the relatively scarce digital field in Indonesia.
The trend of digitalization across various sectors does not align with the availability of the existing workforce. Based on BPS data, professions in the digital technology field rank fourth lowest among 17 existing professions. Ironically, the digital sector is one of the most sought-after competencies by industry players (Central Statistics Agency, 2020). This BPS finding indicates the current low digital competency of Indonesia's human resources. Therefore, CSR digitalization can accelerate the recovery of the economic impact caused by the COVID-19 pandemic.
Building upon the background presented, this article seeks to identify various opportunities and challenges in CSR digitalization undertaken by Indosat Ooredoo through the Indosat Digital Camp (IDCamp) program to aid in addressing the economic impact of the Covid-19 pandemic. The research findings aim to provide recommendations on how companies can perceive and address the opportunities and challenges for Indosat Ooredoo in implementing CSR digitalization to mitigate the economic impact of the Covid-19 pandemic. Consequently, industry players can convert some of their CSR programs from conventional to digital, enabling the implementation of CSR to continue even if program recipients are dispersed across different regions.

LITERATURE REVIEW 
The Role of Public Relations in CSR Programs
In any company or organization, the presence of two-way communication is essential to achieve goals. This two-way communication is facilitated by public relations (PR). Traditionally, Ledingham and Bruning (1998) view PR as a management function that plays a role in managing and exchanging information between the organization and the public with the aim of creating mutually beneficial relationships (Sutherland, Freberg, Driver, & Khattab, 2020). Therefore, public relations should be understood as a management tool designed to build support both internally and externally for the company, fostering and maintaining a positive corporate image through various forms of publicity.
Conceptually, CSR is a part of PR. Previously, PR activities aimed at forming and maintaining relationships with communities were referred to as community relations and community development. PR activities through CSR are specifically targeted at communities in need of assistance in developing their performance and empowerment through various CSR pillars, such as education, economy, environment, human resources, security, health, culture, religion, and others (H.I, 2018).
In reality, the PR concept in CSR activities needs to be further detailed based on the communication processes and models to be applied in the implementation of CSR programs. This consideration is important, given that the communication model applied by the initiators of CSR programs will impact the level of community participation in those programs. The Public Relations communication process through CSR activities ideally employs a balanced two-way communication model. This model can resolve and prevent conflicts by improving public understanding to build mutual support and benefits for both parties.
Corporate Social Responsibility Post COVID-19 Pandemic
The COVID-19 pandemic has transformed the global business landscape, restricting mobility, and significantly impacting employment in Indonesia. Research by LIPI and LD-UI indicates that 15.6% of workers in Indonesia have experienced layoffs, especially among the younger age group (Meilianna & Purba, 2020). Globally, major companies have implemented post-pandemic CSR by organizing virtual business activities, enhancing employee capacities virtually, and empowering communities virtually (Marom & Lussier, 2020). Conceptually, corporate social responsibility (CSR) is defined by Kotler and Lee (2005) as a company's commitment to improving society through business practices and resource contributions. CSR benefits involve cost and risk reduction, competitive advantage, reputation development, and shared outcomes (Kurucz et al., 2009).
The trend of implementing digital-based CSR is highly relevant because post-COVID-19, societal habits have shifted towards greater digitization (Elmassah & Mohieldin, 2020). The use of digital technology aids human activities and can reduce digital divides (Fraile et al., 2018). Post-pandemic, public expectations for companies include using digital media for CSR communication and engaging in open online dialogues (Hierro, 2017). Companies implementing digital CSR can reach a broader audience, particularly the younger demographic that tends to pay attention to corporate social media (Janani & Gayathri, 2019; Wella & Chairy, 2020). Therefore, digital-based CSR becomes a crucial strategy in addressing post-pandemic impacts and meeting public expectations.
If implemented earnestly, CSR activities can yield various benefits for companies. There are at least four advantages for companies engaged in CSR activities: (1) cost and risk reduction; (2) competitive advantage; (3) reputation and legitimacy development; and (4) shared benefits through value creation and synergistic collaboration (Kurucz, Colbert, & Wheeler, 2009). Regardless of the motive, the implementation of digital-based CSR is an urgent matter today. This urgency stems from the significant consequences of the COVID-19 pandemic on social, economic, and cultural aspects worldwide, especially in the increasingly digital habits of society.


METHODOLOGY
This research adopts a case study approach (Yin, 2018) to explore and identify various opportunities and challenges in the digitalization of CSR undertaken by major companies in Indonesia in an effort to alleviate unemployment post-COVID-19. The case study approach is deemed suitable for revealing how the process evolves and unfolds over time (Yin, 2018). The research data were obtained from the organizer, Indosat Ooredoo, and various stakeholders or partners involved in the IDCamp program from 2020 to 2023.
PT Indosat Ooredoo was purposively selected to achieve the research objectives (Yin, 2009). This selection was based on the criteria of an "exemplar case study" (Miles, Huberman, & Saldana, 2014), where Indosat Ooredoo was considered to represent a "unique" and "revealing" case (Yin, 2018) in discussing these concepts amid the post-COVID-19 unemployment issues in Indonesia.
The research utilizes three main sources of data: documents, archival records, and semi-structured interviews. Interview participants were selected from the management level of Indosat Ooredoo, including the VP, Head of Strategic Communication Management; Director & Chief Strategy and Innovation Officer; Head of Public Relations; and CSR Officer. Additionally, key informants included the Co-Founder of Dicoding Indonesia, the Deputy for Destinations and Infrastructure at the Ministry of Tourism and Creative Economy, and IDCamp participants. A total of 20 informants were interviewed individually or in groups, with interview sessions lasting between 20 minutes to 2 hours.
Secondary data were obtained from company documents and archival records to track the development of the IDCamp program and CSR initiatives by Indosat Ooredoo during the relevant period. Data analysis was conducted by combining chronological techniques and pattern matching (Yin, 2018) to analyze the opportunities and challenges of CSR digitalization implemented by Indosat Ooredoo as one of the major companies in Indonesia in helping to reduce unemployment post-COVID-19. Research conclusions were drawn through comparing empirical findings with supporting theoretical frameworks (Yin, 2018).

RESULTS AND DISCUSSION
The COVID-19 pandemic has shaken the world, catching everyone off guard without formulated plans on how to quickly address this crisis (Pinner et al., 2020). Beyond health issues, the pandemic's other impacts have also hit the global economy. Governments, companies, and individuals are all striving to make adjustments (Fernandes, 2020; Pinner et al., 2020; Sarkis et al., 2020; Sohrabi et al., 2020). This situation has exposed the weaknesses of excessive centralization in global production and supply chains, affecting global economic fragility. Moreover, inter-industry relationships appear to be weak (Bachman, 2020; Fernandes, 2020; Sarkis et al., 2020), resulting in high unemployment and increased food vulnerability for millions due to lockdowns and restrictions (Guerrieri et al., 2020).
These facts inspired this research, focusing on how industry players contribute to addressing the economic impacts of the COVID-19 pandemic through digitalized CSR practices. The involvement of industry players is crucial, considering the early stages of the COVID-19 pandemic saw a rise in unemployment by 2.6 million people in Indonesia, bringing the total to 9.7 million nationwide (Fajri, 2021). This condition nearly pushed Indonesia into a recession in 2021, with economic growth falling by -5.32 percent in the second quarter of 2020 and continuing at -3.49 percent in the third quarter (Rachbini, 2021).
On the flip side, companies or business sectors adaptive to digital technology have experienced significant growth. Research indicates an increased use of digital and online platforms post-COVID-19 (Puriwat & Tripopsakul, 2020). Although the use of digital platforms has become more widespread, the presence of the COVID-19 pandemic has accelerated this trend. This situation will undoubtedly impact future workforce needs.
CSR digitalization opportunities
The research findings indicate that the opportunities for digitalizing CSR in the Indosat Digital Camp (IDCamp) program by Indosat Ooredoo to address the economic impacts of the COVID-19 pandemic include: 1) the potential to reduce unemployment, 2) offering competencies needed by the industry, 3) alignment with Indonesia's current digital era, 4) relevance to post-COVID-19 digital activities, 5) alignment with government programs, 6) addressing the shortage of digital talent in Indonesia, and 7) the program's attractiveness due to its practical and easy-to-follow nature.
The various findings have been corroborated by previous research, affirming that digital-based CSR programs can indeed contribute to addressing the economic challenges brought about by the COVID-19 pandemic. Firstly, they have the potential to reduce unemployment. Studies across different countries have found that the pandemic has led to increased unemployment rates and heightened food insecurity due to lockdowns and restrictions (Guerrieri et al., 2020).
Socioeconomic issues have also impacted Indonesia, with a surge in unemployment by 2.6 million people due to the COVID-19 pandemic. The national unemployment total reached 9.7 million (Fajri, 2021), pushing Indonesia towards the brink of recession in 2021, as economic growth declined by -5.32% in the second quarter of 2020 and continued at -3.49% in the third quarter (Rachbini, 2021).
This situation has sparked expectations for all sectors, particularly companies, to engage in assisting the government and society in mitigating the impact of the COVID-19 pandemic through various CSR programs. Through such involvement and contributions, a return to normalcy in the world can be expedited.
Indosat Ooredoo, as a leading telecommunications company in Indonesia, sees the COVID-19 pandemic as an opportunity to aid the government and society in national economic recovery. Through the IDCamp program, the company strives to provide digital competencies to the young generation of Indonesia, enabling them to use these skills for employment or to start independent businesses, thus minimizing unemployment issues.
Secondly, the IDCamp program offers competencies required by the industry to its participants. This presents an opportunity for IDCamp to attract widespread interest from the public. Digital-based CSR programs will sustainably operate if they provide alternatives or solutions to the problems faced by society. In the context of the IDCamp program, Indosat Ooredoo endeavors to impart digital competencies to the younger generation, enabling them to seek employment or start independent businesses.
Based on previous research, it is known that during the COVID-19 pandemic, digital-based competencies became the top 10 most needed skills (Dewi et al., 2020; Septiana, 2021). Therefore, future marketing strategies, including CSR initiatives, should consider the use of digital technology due to the lasting impact of habits formed during the COVID-19 pandemic (He & Harris, 2020). Society now expects various entities, especially corporations, to actualize CSR programs aimed at enhancing their digital competencies. This is emphasized by beneficiary interviewees who highlight the importance of digital competencies for employment opportunities.
Thirdly, the IDCamp program can operate sustainably because Indonesia is currently entering the digital era. The COVID-19 pandemic has triggered a wave of transformation to online businesses in Indonesia, potentially enhancing its competitiveness both nationally and internationally (Pandemic Covid-19, 2020). This condition presents an opportunity for Indonesia, along with other developing countries worldwide, to boost its competitiveness. It is not unlikely that the IDCamp program, aimed at nurturing digital talents, can support economic growth, as reported by McKinsey, stating that the shift of the trading industry to the digital realm will increase economic growth to $150 billion by 2025 (Das et al., 2016).
Fourthly, post-COVID-19, community activities are predominantly digital. The IDCamp program also has the potential to sustainably operate and attract attention from the wider community. This is because people worldwide have rapidly adopted digital platforms, especially during the ongoing COVID-19 pandemic. This aligns with research findings explaining that the pandemic has forced us into social distancing, using digital platforms to facilitate our activities (Puriwat & Tripopsakul, 2020). This situation has accelerated the adoption of digital platforms for various purposes, and in the future, people will be more accustomed to maximizing digital media due to habits formed during the COVID-19 pandemic (He & Harris, 2020). On the other hand, this issue provides a lesson for Indonesian society to quickly adapt to digital technology development to enhance their productivity in the future.
Before the COVID-19 pandemic, the use of digital technology was a pragmatic step to make human activities more efficient and effective (Gladden, 2019). However, during the COVID-19 pandemic, the utilization of digital platforms and online tools gradually increased and became part of our lifestyle (Puriwat & Tripopsakul, 2020). Ironically, Indonesia is currently experiencing a shortage of human resources, leading industries to seek talent from other countries such as India, China, Singapore, and Malaysia, as stated by informants in this study.
This research has provided initial insights into how the pandemic has affected the pattern of CSR implementation, shifting from offline to online. The term used to describe this shift is "digitalization of CSR." Literature studies have revealed how companies worldwide, especially in Indonesia, have assisted communities through the digitalization of CSR. During this pandemic, the author is particularly interested in exploring how companies empower communities and SMEs through the transformation of digital-based CSR programs, along with the opportunities and challenges that accompany them. Through this research, it is hoped to provide perspectives and alternatives for industry players regarding the importance of digitalizing CSR during the pandemic and in the future.
Fifthly, the IDCamp program aligns with government initiatives. When CSR programs align with government initiatives, it can positively impact the government's perception of the company. CSR should be designed not only to address issues considered important by the organizing company but also to solve problems intended to assist the community and the government.
The implementation of digital-based CSR will be more effective if the program can be collaborated with various stakeholders, such as the government, to support the digital economic growth of a country. Therefore, synergy, collaboration, and readiness from all layers of stakeholders (Fadilah, 2019, p. 18) are required, including Government/Bank Indonesia/Regulators supporting the development of a conducive ecosystem through program instruments, policies, and central & regional regulations. Next, Industry/Business Actors must be capable of driving the economic engine. Besides their business activities, they should also have programs that can assist in the digital economic development of the community. Subsequently, the Community must actively participate in utilizing digital platforms (e.g., e-commerce). Lastly, Universities, Practitioners/Professionals must be able to nurture digital talent.
Therefore, the implementation of CSR programs by several companies should be synergized with various government programs to target the right recipients, aligning with community needs. Especially now, governments in various developing countries, including Indonesia, are pushing for economic growth, particularly in the digital sector. Through collaboration and synergy between institutions, exponential economic growth can be accelerated, as predicted by McKinsey in its report. The COVID-19 pandemic has paved the way for the acceleration of digital economy. With digitalization, the public, especially job seekers and small business owners with limited capital, can still compete amid the current pandemic and the digital era in the future.
In conclusion, the COVID-19 pandemic provides an opportunity for companies to boost Indonesia's digital economy through the digitalization of CSR. Digital CSR is a way for companies to leverage digital technology in the implementation or production of CSR programs (Parente, 2020). Currently, the pandemic has triggered a transformation of conventional businesses into online businesses (Pandemic Covid-19, 2020). This is undoubtedly an opportunity for Indonesia, along with developing countries worldwide, to enhance its competitiveness. This aligns with McKinsey's report stating that the shift of the trading industry to the digital realm will increase economic growth to $150 billion by 2025 (Das et al., 2016).
Sixth, Indonesia is currently facing a shortage of digital talents. This fact presents an opportunity for Indosat Ooredoo to execute the IDCamp program effectively and be well-received by the public. The scarcity of digital talents will likely attract many people, especially the younger generation, to participate in the IDCamp program. Thus, the IDCamp program has become a solution to the problem of the shortage of digital talents since it aims to nurture digital talents ready to advance the digital economy in Indonesia.
As we know, moving towards the digital economy sector requires many competent talents or human resources in the field of digital and information technology. However, the actual absorption of the workforce in the information and communication sector is relatively low, at only 0.72%, ranking fourth lowest among 17 major job fields (Central Statistics Agency, 2020). Additionally, data also indicates that during the COVID-19 pandemic, digital-based competencies became the top 10 most in-demand jobs (Dewi et al., 2020; Septiana, 2021). Therefore, the existence of the IDCamp program is once again highly relevant in addressing the challenges and needs of society and the industry today. Furthermore, the program strongly supports the government's vision of accelerating digital economic growth in Indonesia.
Seventh, the IDCamp program is highly sought after due to its practicality and ease of participation for the attendees. One of the advantages of CSR digitalization is that it facilitates community involvement in such programs. Analyzing previous research findings indicates that companies implementing CSR digitalization have the potential to gain several benefits: CSR programs can reach a wider audience (Janani & Gayathri, 2019), provide companies with new opportunities for open dialogues with the public (Illia et al., 2017), the use of digital technology as a CSR communication medium can make it easier for the public to understand the company's message (Chopra, 2012), and ultimately, Borger's research (2006) concluded that digital technology has a significantly positive impact on a company's progress (Borger & Kruglianskas, 2006).
Previous studies have explained that Google has launched a CSR program using technology, receiving positive appreciation from investors, users, stakeholders, etc. (Hierro, 2017). Lee's research (2013) on 500 companies communicating their CSR programs on social media and online concluded that only 222 well-performing companies dared to communicate their CSR programs and received public appreciation (Lee, Oh, & Kim, 2013). Ahmed's study (2016) further asserted that well-performing companies receiving CSR awards were dominant in communicating their achievements to the public through social media and other online platforms (Ahmed, 2016). Additionally, young consumers tend to pay attention to a company's social media and other digital media to assess various aspects of a company's performance (Wella & Chairy, 2020).
Referring to previous research results, it is evident that CSR digitalization has provided remarkable ease and benefits for both implementing companies and their beneficiaries. One characteristic of CSR digitalization is that it facilitates the engagement of all stakeholders without constraints of space and time. Furthermore, through CSR digitalization, it is possible to reach beneficiaries on a much broader scale, and everyone can access the program flexibly. This was experienced and conveyed positively by the implementers, participants, and beneficiaries of the IDCamp program during interviews with the researchers.
This study has provided an overview that if companies are attentive to the opportunities for CSR digitalization during the COVID-19 pandemic, there are numerous benefits for both the companies and the beneficiaries. The steps in CSR digitalization are crucial as they provide convenience and are highly relevant to the situation and conditions during the COVID-19 pandemic, as well as future CSR implementation trends. Therefore, the analysis and findings in this research are expected to motivate companies to innovate in presenting digital-based CSR programs amidst the challenging circumstances of the COVID-19 pandemic.
Companies should not merely limit their presence by paying taxes and complying with the law; they should contribute to the broader community through their CSR programs (Kourula & Delalieux, 2016). The World Business Council for Sustainable Development (WBCSD) defines CSR as a commitment by business entities to behave ethically and contribute to the economic development and quality of life of their workforce and families, as well as the local community and society at large (Tehemar, 2014). A more ethical understanding of CSR is that it represents a company's actions in achieving social good, rather than just complying with laws and regulations and considering various stakeholder pressures (Torea et al., 2020).
Analyzing generally, there are at least six reasons why companies adopt CSR practices: innovation, cost reduction, brand differentiation, long-term thinking, and customer and employee engagement. Other benefits include increased sales and revenue, market share expansion, a better working environment, improved relations with local authorities, and enhanced crisis management processes (Tehemar, 2014, p. 9). Research shows that CSR behavior empirically has a positive impact on individual performance, organizational attitudes, and organizational attractiveness (Farooq et al., 2017), enhances a company's reputation in the eyes of the public and the country (Rupp et al., 2013), and results in better employee engagement and relationships (Glavas & Piderit, 2009).
Through digital-based CSR, companies can collaborate with various parties. CSR digitalization facilitates the involvement of practitioners or government officials in participating. Mobility barriers caused by the pandemic can be overcome. On the other hand, CSR beneficiaries are also facilitated in participating in digital-based CSR programs. Distance, time, and mobility disruptions do not have an impact.
CSR digitalization challenges
Meanwhile, the challenges faced by Indosat Ooredoo in implementing CSR digitalization through the IDCamp program are undoubtedly formidable. The research findings identified at least seven challenges in realizing this program: 1) organizers must be able to provide responsive and interactive mentoring, 2) organizers often face internet network issues, 3) the IDCamp program must adapt to and support government initiatives, 4) the IDCamp program must stay updated with the times, 5) the implementation of the IDCamp program must create a well-established and automated execution system, 6) the IDCamp program organizers must coordinate with external parties, namely mass media for publicity purposes, and 7) digitalization should make it easier for the community to participate in CSR programs rather than complicating their involvement.
The challenge of CSR digitalization through the IDCamp program to assist in addressing the economic impacts of the COVID-19 pandemic is, first, that organizers must be capable of providing responsive and interactive mentoring. This aligns with Sugiarto et al.'s research (Sugiarto, Mochamad; Sulaiman, Adhi Iman; Sari, 2019, p. 658) which states that the mentoring process is an effort to enhance the knowledge, attitudes, and skills of farmers in their economic endeavors to achieve goals more effectively. The mentoring process is also a means of improving the social capabilities of group members to interact with others and the community.
In the context of the IDCamp program, mentoring has indeed been carried out by the program organizers, namely Indosat Ooredoo and Dicoding Indonesia. However, there have been instances where classes were mentored by facilitators who were less responsive. It is expected that Indosat Ooredoo and Dicoding Indonesia can monitor the mentoring process conducted by facilitators in each class. Thus, the needs of IDCamp participants for mentoring processes are adequately met. As previously explained, mentoring allows for the enhancement of knowledge, attitudes, and skills of participants in their economic endeavors to achieve goals more effectively.
Secondly, organizers are often confronted with internet network issues. Connectivity problems are still frequently encountered in various locations in Indonesia. Considering Indonesia's archipelagic nature, there are undoubtedly areas that face challenges in accessing the internet due to uneven infrastructure distribution. This situation poses a challenge to the smooth implementation of CSR digitalization. At least, this is what was expressed by the organizers of the IDCamp program, namely Indosat Ooredoo, during interviews with the researcher.
Implementing CSR programs during the COVID-19 pandemic presents its own challenges, especially with the application of social distancing measures that hinder mobility. Nevertheless, some companies quickly adapted to this situation (Masters et al., 2020). Another challenge in implementing CSR in Indonesia is the geographical conditions of being an archipelago, making it difficult to reach offline. Therefore, the optimization of virtual media such as Zoom meetings, WhatsApp, social media, and the company's website as communication channels for CSR programs is crucial (Online Training Website, 2020). Additionally, many regions still struggle to access the internet due to limitations in telecommunication infrastructure development in remote areas.
This aligns with previous research stating that remote areas find it challenging to receive digital-based CSR programs, and additional costs are required to educate residents in these areas about technology. Furthermore, certain issues faced by rural communities cannot be addressed by digital-based CSR (Janani & Gayathri, 2019). To overcome internet network problems, Indosat Ooredoo allows beneficiaries to use other providers while participating in the IDCamp program. Additionally, to eliminate educational costs, Indosat Ooredoo limits beneficiaries to those aged 18 to 29 with a minimum high school (SMA) or equivalent education.
Thirdly, the IDCamp program must be able to adapt to and support government initiatives. This aligns with the perspective of a spokesperson from the Ministry of Tourism and Creative Economy (Kemenparekraf). If CSR digitalization can be collaboratively implemented with various stakeholders, it can contribute to the development of a conducive ecosystem supporting digital economic growth. Hence, synergy, collaboration, and readiness from all layers of stakeholders are essential (Fadilah, 2019, p. 18). This includes Government/Bank Indonesia/Regulators, who should support the development of a conducive ecosystem through program instruments, policies, and central and regional regulations. Furthermore, Industry/Business Players should serve as economic drivers. In addition to their business activities, they should also have programs that contribute to the development of the digital economy. The next layer, Community/Society, should actively participate in utilizing digital platforms (e.g., e-commerce). Lastly, Universities, Practitioners/Professionals need to foster digital talent.
Up to this point, Indosat Ooredoo, as the organizer, has collaborated with various parties such as the digital training institution Dicoding Indonesia and the government, specifically the Ministry of Tourism and Creative Economy (Kemenparekraf). However, research findings indicate that the collaboration with Kemenparekraf is mostly ceremonial, involving motivational speeches and insights into the future prospects of digital competencies. In the future, collaborations with government institutions are recommended to be formalized through agreements such as memoranda of understanding (MoUs). This would make government participation more strategic.
Fourthly, the IDCamp program must be updated with the progress of the times. Research findings indicate that a challenge of CSR digitalization in the form of the IDCamp program is that the provided content or competencies must align with current needs and trends. This is consistent with various studies explaining that the COVID-19 pandemic has accelerated the adoption of digital platforms and catalyzed digital transformation effectively. Businesses need to be aware and utilize digital platforms to gain a competitive advantage and address CSR-related stakeholder satisfaction issues (Puriwat & Tripopsakul, 2020, pp. 429–430). Therefore, future marketing strategies, including CSR, need to consider and maintain the use of digital technology because of the habits formed during the COVID-19 pandemic (He & Harris, 2020, pp. 176–182).
Referring to these findings, Indosat Ooredoo's CSR digitalization has been tailored to the current situation by providing digital competencies to the young generation in Indonesia, preparing them to compete in the digital economy era. We also understand that during the COVID-19 pandemic, various sectors will increasingly rely on digital technology, especially in areas of business and employment that can relatively withstand the challenges. Therefore, the public eagerly anticipates corporate policies aimed at enhancing digital competencies through CSR.
When utilized to its maximum potential, digital competencies and digital technology can drive business players to achieve greater growth. By definition, digital competencies encompass information and data literacy, communication and collaboration, digital content creation, device protection, data and privacy protection, as well as technical problem-solving in using digital technology (Vuorikari, Punie, Carretero, & Van Den Brande, 2016, pp. 8–9). This is consistent with Esmaeeli (2011), stating that business digitalization can accelerate and facilitate operations as all services become digital, widening and speeding up the potential distribution of goods or services, making connectivity or interaction with stakeholders easier, and facilitating internal operations related to company operations. Digital businesses also create new value, involving new business models based on digital goods or services, digital distribution, digital workplaces, and digital markets (Prastya Nugraha & Wahyuhastuti, 2017, p. 6). In this context, it is crucial to realize the importance of digital competencies for all elements of society, especially business players and job seekers.
Fifthly, the implementation of the IDCamp program must be able to create a systematic and automated execution system. Research findings indicate that the IDCamp program has garnered tremendous interest from the public, evident from the participation of tens of thousands of individuals in each cohort. This necessitates Dicoding Indonesia and Indosat Ooredoo to contemplate and design an automated system for checking student projects (assignments) to reduce the reliance on manual checking.
The statements from the informant are highly relevant, emphasizing that automation makes the learning process more manageable. Automation is only justifiable if the results are faster and superior in terms of quantity and/or quality compared to human labor (Sinaga, Nadeak, & Siagian, 2021, p. 7). When applied to the learning system, this integrates learning activities with computer assistance in storing and processing data automatically and systematically. With this automation, the IDCamp program's implementation can proceed effectively and efficiently.
Sixthly, the organization of the IDCamp program must be able to coordinate with external parties, namely mass media, for publication purposes. One consequence of the COVID-19 pandemic is the reduced interaction among individuals. The CSR Team from Indosat Ooredoo has keenly felt this, as they engage in virtual communication with various supporters of the IDCamp program.
Virtual communication sometimes poses more significant challenges than face-to-face communication. This occasionally leads to obstacles in the publicity process with media personnel. Publicity content may not always meet the company's expectations. However, these conditions are incidental, and to overcome them, the CSR Team strives to enhance communication, even if conducted virtually or by phone. The CSR Team believes that engaging in two-way and humanistic communication is one way to build closeness with media personnel, enabling prompt correction of any discrepancies in publicity content.
Seventhly, digitalization should facilitate, not complicate, public participation in CSR programs. This challenge is justified, considering that, according to the East Ventures Digital Competitiveness Index (EV-DCI) 2020, Indonesia's digital competitiveness index is 27.9 on a scale of 0-100. This indicates that Indonesia's digital competitiveness is relatively low. Human resources and entrepreneurship are the two sectors with the lowest scores. This implies that Indonesia still faces challenges in having skilled human resources for the digital economy. Moreover, entrepreneurship in the digital economy still needs continuous development.
Indosat Ooredoo understands this situation well. Therefore, in the IDCamp program, beneficiaries are determined to be individuals aged 18 to 29 with a minimum education level of high school (SMA). However, Indosat Ooredoo does not limit its efforts to IDCamp alone; they have developed various other digital-based CSR programs to reach diverse segments of society. Additionally, Indosat Ooredoo has established partnerships with the government, specifically Kemenparekraf, making the CSR programs more representative of both societal and governmental needs.
Therefore, the implementation of CSR programs by companies should ideally be synergized with various government initiatives, ensuring accuracy in targeting and alignment with societal needs. Particularly at this moment, governments in various developing countries, including Indonesia, are promoting economic growth, especially in the digital sector. Through collaboration and synergy among institutions, economic growth can accelerate exponentially, as predicted by McKinsey in their report that the COVID-19 pandemic has paved the way for the acceleration of the digital economy.

CONCLUSION
The COVID-19 pandemic has accelerated the adoption of digital platforms and overall digital transformation. The IDCamp program exhibits sustainable potential as it can alleviate unemployment, provide industry-relevant competencies, align with the current digital era, respond to the post-pandemic digital activities of society, align with government initiatives, address the scarcity of digital talents, and attract participants with a practical approach. However, the implementation of this program faces challenges such as responsive mentoring, internet network issues, adaptation to government programs, updates in line with the times, established execution systems, coordination with external parties, and ensuring that CSR digitalization facilitates society. To enhance effectiveness, Indosat Ooredoo needs to focus on community needs, collaborate with stakeholders, and ensure its digital-based CSR program remains relevant to evolving economic and social dynamics. The limitations of this research include the potential for enrichment with quantitative approaches and improvement in respondent coverage for stronger generalization. Furthermore, a long-term impact analysis of the IDCamp program on digital economic enhancement requires further emphasis. Recommendations for future research encompass the necessity for in-depth evaluation of the long-term impacts of digital-based CSR programs. Additionally, conducting more profound research into specific aspects of program sustainability and its impact on the digital economy is advised. The expansion of research coverage across various industrial sectors and types of companies is also proposed to obtain a more comprehensive overview.
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