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	The Role of Public Relations in the Implementation of the Corporate Social Responsibility Program at PT. XL Axiata (Supervised by Muhammad Farid and Moeh. Iqbal Sultan). The aims of this study are: (1) to find out the reasons for PT. XL Axiata chooses education as its flagship CSR program; (2) to find out the actions to innovate and overcome obstacles by the PR and CSR team. This research was conducted at the head office of PT. XL Axiata, Jakarta. The informants of this study were people who were determined by purposive sampling, namely selected based on certain considerations that they were considered competent to answer the researcher's questions. Primary data was obtained through observation and in-depth interviews with informants. While secondary data is obtained through literature study in the form of books, journals, and so on related to the problem under study. The results of the study show that XL Future Leaders as a leading CSR program pays more attention to the development of outstanding young people from Sabang to Merauke with the tagline "XL Presentation Advancing Indonesia" which aims to create regeneration of future leaders. This study also found various kinds of innovations initiated by the XL Axiata CSR team in the implementation process, along with the way the CSR team overcomes the obstacles that arise. However, as the XL Future Leaders program grows, any problems that arise can be used as lessons for continuous improvement.
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1. INTRODUCTION

Public Relations is the front line in an organization. The task of Public Relations is not only to create the image of an organization or company to make it look 'healthy', but also to contribute to creating conditions for a conducive company, healthy working climate, strong social relations and high performance of its human resources. Public Relations develops dynamically and its existence is really needed in a company organization. For example in the social field, Public Relations is needed to communicate all the interests of the institution to the target audience. In the economic field, it requires Public Relations to foster good relationships with stakeholders, namely every group inside and outside the company that has a role in determining the success of the company (Kasali, 2003: 53). Communication in Public Relations will run well if there is a common view between the communicator and the communicant. Communication to be achieved in the work of Public Relations is classified into two major groups, namely internal communication (personnel or members of the institution) and external communication (society).


Good internal communication in the company environment will also have a good impact on the company itself. The company will be spared from problems that arise from within the company and from the surrounding environment that causes the company's productivity to be disrupted.


The relationship that is built between the company and its community and how the management's attention is to manage the various resources they have so that they can be optimized in achieving the objectives, then consider the changes that occur in the company's environment.


Meanwhile, external communication is very much needed by the institution in terms of forming the company's image to the public, namely providing information from a third person's point of view regarding the role of the company in supporting the life of the community. The success in fostering external communication is also at the same time the success of the Public Relations officials in an effort to gain support, understanding, trust, participation and cooperation with other parties (Ruslan, 2002: 91).


To realize effective internal and external communication, public relations officers of a company need a strategy to save as many perspectives as possible and approval from stakeholders to achieve the vision that has been set. With the right strategy on target, the company can effectively realize its goals.

Public Relations strategy is formed through two interrelated components. First; The target components are generally stakeholders and the public who have the same interests. The general target is structurally and formally narrowed through segmentation efforts based on "to what extent does the target bear a common opinion), the potential for polemics and their impact on the future of organizations, institutions, company names and products that are of concern to special targets or target publics. ." Second; The means component of the Public Relations strategy serves to direct the three possibilities towards a favorable position or dimension.


Public relations has strategies in achieving common goals which consist of five kinds: first, operational strategy, namely its implementation through a sociological approach, through socio-cultural mechanisms and values ​​prevailing in society. The PR party must listen, and not just hear about the aspirations that arise in society, both ethics, morals and values community which is a reference in the operational strategy of public relations; second, an educative persuasive approach, creating reciprocal communication by disseminating information and education to the public, both educating and providing information in order to create mutual understanding, respect, understanding, tolerance and others. Third, the social responsibility approach of public relations, fosters an attitude that the goals and objectives to be achieved are not to obtain unilateral benefits from the target public (the community), but to obtain mutual benefits that are skilled in combining profits with social responsibility motivation; fourth, the cooperative approach, which seeks to foster good and harmonious relations between the organization and various groups both internally (internal relations) and externally (external relations) to enhance cooperation and; fifth, Coordinative and integrative approach. Public relations represents institutions and institutions and participates in supporting national development.4 Public Relations in PT. XL Axiata also has functions such as tools: corporate communications (company communication) and Corporate Social Responsibility (corporate social responsibility).

Based on the description above, it is clear that the Corporate Social Responsibility (CSR) program in PT. XL Axiata is one of the functions of the existence of public relations.

According to Lebe (2004: 70) there are several underlying reasons why companies are required to carry out CSR programs for a community.


First, for profit-oriented organizations, good relations with the surrounding community will directly affect the organization's ability to grow and survive. Second, morally it has become ethical that there is communication between the organization and the community that has become its neighbors. Third, if the organization does not maintain good relations with the community, the community will not have any concern for the existence of the company for a long period of time. Meanwhile, Keith Butterick (2012: 97) reveals in a simpler way, the business benefits of adopting CSR programs, including:
· Reputation Increases

· Share Holder Value Increases

· Employee are motivated and happy


The components of corporate social responsibility usually include the following (Black, 1994:105): First, business, namely helping local entrepreneurs and supporting companies; second, education, supporting new initiatives for young people; third, arts and culture, assisting art activities 5 widely and; fourth is the Environment, which is to support all local efforts to maintain the quality of life. Meanwhile, the flagship CSR program developed by PT. XL Axiata is in the field of education, namely "XL Future Leaders". Taking the theme “A soft skills development program for university students”, XL Future Leaders comes with 4 types of soft skills training, including: Global Thinking Class, Scholars Camp, E-learn, and Digital Leaders.


Based on the description above, the authors are interested in researching the strategy of public relations officials at PT. XL Axiata, in implementing the XL Future Leaders Corporate Social Responsibility program. Because, PT. XL Axiata is one of the large corporations whose products reach most locations in Indonesia. PT. XL Axiata is one of the the largest telecommunications company with 52.1 million subscribers by the end of 2015, providers of public needs in voice and data communications have paid more attention to CSR programs. XL with a high commitment to continuously conduct business ethically by contributing to the government by providing a corporate CSR program called Indonesia Berprestasi.


Departing from CSR initiated by PT. XL Axiata, the author wants to know, and get deeper answers, about how the innovations carried out by public relations in the process of implementing CSR programs, along with various other questions as summarized in the formulation of the problem.
2. RESEARCH METHODE

The research model used in this study is a qualitative research model. Qualitative research is used to find out more clearly the process of implementing the CSR program of PT. XL Axiata driven by public relations.


The research uses a qualitative approach, starting with data and leading to conclusions. Qualitative research methodology is a research procedure that produces data and is descriptive in the form of written or spoken words from people and observed behavior. The purpose of descriptive research is to make a systematic, actual and accurate description of the existing phenomena, or the relationship between the phenomena studied without any special treatment. So it is hoped that the use of this method can provide a factual picture of the role of public relations in PT. XL Axiata in implementing CSR programs and by knowing the factors that influence it. The basis of the research used is the case study method. In its implementation, case studies are directed to examine conditions, activities, developments and important factors related to and supporting these developmental conditions. The basis of research using the case study method aims to collect and analyze a certain process related to the research focus, so that it can find a certain scope.


The target or object of the research is limited so that the data taken can be extracted as much as possible and so that it is not possible for this research to widen the object of research. Therefore, the credibility of the researcher determines the quality of this research.
3. RESULT AND ANALYSIS


The education sector is a strategic and very decisive social investment for the future of a nation, especially in giving birth to the next generation of a superior nation. But of course it is not an easy matter to prepare a cheap and quality education system so that it can be accessed by all social strata of our society.



With the allocation of a budget of up to 20% of the total APBN, it is still not able to guarantee an increase in the quality and equity of education in all regions of Indonesia.

The fact is that until now the quality of education in various regions is still very far behind compared to the quality of education in urban areas. The limited number and quality of teaching staff, limited learning facilities and limited access to information from the outside world are the main contributors to the various lags.



And to overcome this, of course we don't just sit back and leave it entirely to the government. The active participation and participation of all elements of this nation is very much needed without exception from the business world. The number of telecommunications companies can be one of the potentials that can be used as an alternative to help improve the quality of education both in urban and regional areas. With CSR funds that companies must allocate to the surrounding community, it can be an extraordinary strength, provided that each company has a strong commitment to empowering the community and is also supported by the quality of the social workers who manage it.



As with the CSR program for the education sector, so far it has only been implemented in the form of providing scholarships for outstanding students who come from underprivileged families, assistance for repairing school learning facilities and providing incentives for teachers. Even though the 'conventional' scholarship program is only limited to providing tuition assistance, it is already quite helpful. However, if you look at the problems of education nationally, such a scholarship program, generally cannot be said to be an innovative solution.

XL Axiata in the case of the thesis written by the author, offers a form of CSR that takes the field of education with several different breakthroughs from educational scholarships in general. XL Axiata's CSR program 78 contains interventions in the form of online workshops and face-to-face workshops, and focuses on one key word, namely leadership.



The community development approach or community empowerment is more widely applied because it approaches the concept of empowerment and sustainable development. The principles of Good Corporate Governance (GCG), such as fairness, transparency, accountability, and responsibility become the basis for measuring the success of CSR programs.

The company has now realized that its responsibility is no longer just an activity to create profits for business continuity, but also social and environmental responsibilities. In other words, the company has a vision of community development, namely total community empowerment, working with stakeholders, so that they become empowered and independent, and grow into agents of change in the social field that are also beneficial to the environment.
4. CONCLUSION

Based on the results of research conducted by the author on the implementation of the Corporate Social Responsibility (CSR) program initiated by PT. XL Axiata, there are several things that need to be concluded, including the following:


PT. XL Axiata took the education sector as their flagship CSR program due to several major considerations, such as: the issue of nationalism that was developing at that time which required XL Axiata to pay more attention to the younger generation, the desire of all XL Axiata staff regarding the regeneration of leaders born from Indonesian soil. for the top management level, which goes hand in hand with the business core and XL Axiata's target market, which targets young people. For this reason, the tagline “XL Offers Advancing Indonesia” is a big vision for XL to participate in developing a generation of young achievers from Sabang to Merauke, by

a large program called XL Future Leaders.


In the process of execution, the innovations carried out by public relations officials and all levels of the CSR team were quite successful. There are many indicators that have become a benchmark for the success of the XL Future Leaders program which has entered its 5th year, including the reputation 87 index conducted by third parties who have nothing to do with the company, statistical data that shows a drastic increase in the number of XL Future Leaders registrants from the first year it was launched until its latest year, and PT. XL Axiata has won various awards and certificates both domestically and internationally. The XL Future Leaders program has received 4 awards as the best CSR. The implementation of a program, whether small or large, will inevitably encounter obstacles or obstacles. In the implementation of the CSR program of PT. XL Axiata, the constraints that must be underlined are the company's internal constraints, and external constraints that come from outside the company. Internal obstacles include operational obstacles such as space and so on, and also the lack of commitment from the XL Future Leaders CSR program execution team, as well as the budget. 
External obstacles include the difficulty of coordinating regarding schedules, locations, and contracts that bind students who receive XL Future Leaders scholarships. As time goes by and the XL Future Leaders program grows, any problems that arise from each batch (batch) can be used as lessons for continuous improvement in the next batch.
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