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ABSTRAK

Latar belakang penelitian ini didasarkan pada fenomena bahwa Bank Milik Daerah Berstatus Devisa sejak tahun 2019 kekurangan rasio penyaluran kredit produktif dibandingkan dengan kredit konsumtif dan kurangnya rasio penyaluran kredit UMKM terhadap total kredit yang disalurkan, dimana keduanya tidak memenuhi PBI dan POJK. Tujuan dari penelitian ini adalah untuk mengetahui pengaruh karakteristik nasabah, reputasi perusahaan, customer relationship management (CRM) terhadap customer value creation dan implikasinya terhadap kepercayaan nasabah (survey terhadap nasabah PT Bank Sulselbar di Provinsi Sulawesi Selatan dan Sulawesi Barat). Metode penelitian yang digunakan adalah deskriptif dan verifikatif. Populasi dalam penelitian ini adalah nasabah debitur bank baik di Provinsi Sulawesi Selatan maupun Sulawesi Barat, sedangkan sampelnya adalah debitur yang didominasi oleh debitur UMKM. Teknik pengambilan sampel yang digunakan dalam penelitian ini adalah Proportionate Stratified Random Sampling dengan jumlah responden sebanyak 300 debitur. Hasil penelitian yang diperoleh adalah terdapat pengaruh secara simultan Karakteristik Pelanggan, Reputasi Bank, CRM terhadap Penciptaan Nilai Pelanggan sebesar 76,98% dan pengaruh parsial Penciptaan Nilai Pelanggan terhadap Kepercayaan sebesar 79,71%.

Kata Kunci: 	Karakteristik Pelanggan, Reputasi Bank, CRM, Penciptaan Nilai Pelanggan, Kepercayaan Pelanggan

RINGKESAN

Ieu panalungtikan didasaran ku fénoména BPD anu statusna Devisa ti taun 2019 kurang rasio pinjaman produktif dibandingkeun pinjaman konsumtif anu ngan ukur 60% tina total pinjaman sareng henteu aya rasio sapertos kitu. Penyaluran pinjaman UMKM tina total kiridit anu disalurkeun ngan ukur 20%, duanana henteu minuhan PBI jeung POJK. Tujuan tina ieu panalungtikan nya éta pikeun mikanyaho pangaruh karakteristik nasabah, reputasi perusahaan, customer relationship management (CRM) kana penciptaan nilai nasabah jeung implikasi kana kapercayaan nasabah (survey nasabah PT Bank Sulselbar di Sulawesi Selatan jeung Propinsi Sulawesi Barat). Métode panalungtikan anu digunakeun nyaéta déskriptif jeung verifikasi. Populasi dina ieu panalungtikan nya éta debitur bank di propinsi Sulawesi Selatan jeung Sulawesi Barat, sedengkeun sampelna nyaéta debitur anu didominasi ku debitur UMKM. Téhnik sampling anu digunakeun dina ieu panalungtikan nya éta Proportionate Stratified Random Sampling kalawan jumlahna aya 300 debitur salaku réspondén. Hasil panalungtikan anu dimeunangkeun nyaéta aya pangaruh simultan tina Karakteristik Pelanggan, Reputasi Bank, CRM kana Penciptaan Nilai Pelanggan sebesar 76,98% sarta pangaruh parsial Penciptaan Nilai Pelanggan kana Amanah sebesar 79,71%.

Kata Kunci: Karakteristik Pelanggan, Reputasi Bank, CRM, Penciptaan Nilai Pelanggan, Kapercayaan Pelanggan

ABSTRACT

[bookmark: _GoBack]The research background is based on the phenomenon that the Regional Government Owned Banks bearing Foreign-Exchange Status since 2019 are lack of a ratio of productive lending compared to consumptive loans and the lack of a ratio of MSME lending to total credit disbursed, where both of them do not meet the PBI and POJK. The purpose of this study was to determine the effect of customer characteristics, corporate reputation, customer relationship management (CRM) on customer value creation and the implications for customer trust (a survey of PT Bank Sulselbar customers in South Sulawesi and West Sulawesi provinces). The research method used is descriptive and verification. The population in this study were bank debtor customers in both South Sulawesi and West Sulawesi provinces, while the sample was debtors dominated by MSME debtors. The sampling technique used in this study was Proportionate Stratified Random Sampling with a total of 300 debtors as respondents. The research results obtained are that there is a simultaneous influence of Customer Characteristics, Bank Reputation, CRM on Customer Value Creation of 76.98% and a partial effect of Customer Value Creation on Trust of 79,71%.
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INTRODUCTION
Credit distribution to Micro, Small and Medium Enterprises (MSMEs) includes productive loans that must be fulfilled by commercial banks and has a strategic role in the structure of the national economy including in the context of supporting inflation control, therefore to strengthen the role of MSMEs in the structure of the national economy it is necessary to develop MSMEs through increasing access to credit or financing from banks to MSMEs.
Based on the report from the Central Statistics Agency (BPS) to the South Sulawesi Provincial Government (Pemprov), South Sulawesi's economic growth in 2017 was 7.23 percent. This achievement is considered extraordinary because it was achieved in the midst of a slowdown in the world and regional economies, as well as uncertain national economic conditions. The improvement of the South Sulawesi economy is recognized as playing a strategic role in the Eastern Indonesia Region (KTI). With a share of GRDP reaching 35.7 percent of the total GRDP in KTI, therefore, the economic development of South Sulawesi should be properly guarded. Likewise, the economic growth rate in 2018, which was 7.07% and decreased to minus during the pandemic, but grew significantly again. It can be seen that in Quarter III 2022 it reached 5.08%, which proved to be able to go through difficult times. weakness in HR capability is the dimension of personal service, this is understandable given the limited ability of bank officers and available banking digitalization technology.
Based on the phenomenon as described above, namely the potential for the large area of South Sulawesi with the rate of economic growth in South Sulawesi always being above national economic growth and the extraordinary support from shareholders for bank development, the availability of productive credit products (Working Capital and Investment Loans), but PT Bank Sulselbar has not been able to realize the optimization of its intermediary function, it has been proven that it has not been able to achieve a composition of 60%: 40% between productive credit and consumer credit, as well as achieving credit distribution or financing to MSMEs of a minimum of 20% of Total Credit. Thus, PT Bank Sulselbar has not been able to comply with POJK No. 17/POJK.03/2018 August 15 2018 concerning Amendments to OJK Regulation No. 6/POJK.03/2016 Concerning Business Activities and Office Networks Based on Bank Core Capital and Bank Indonesia Regulation Number 14/22/PBI/2012 Concerning Credit Provision or Financing by Commercial Banks and Technical Assistance in the Framework of MSME Development. This is allegedly due to a lack of trust from prospective borrowers in the productive credit products offered by PT Bank Sulselbar.
Based on the background and phenomenon mentioned above as well as the results of the Pre-Survey related to Customer Characteristics, Company Reputation, Customer Relationship Management , Customer Value Creation and Customer Trust that are not optimal, the Researcher is interested in conducting research on the Effect of Customer Characteristics, Bank Reputation and CRM ( Customer Relationship Management ) on Customer Value Creation and Its Implications on Customer Trust (Survey of PT Bank Sulselbar Customers in the Provinces of South Sulawesi and West Sulawesi).
This research is a model that illustrates that increasing customer value creation is based on adapting customer characteristics, developing company reputation, and developing CRM in an effort to increase customer trust in Bank Sulselbar in the South Sulawesi and West Sulawesi Regions.

LITERATURE REVIEW
Definition of Management
The management process is defined in terms of four specific functions of managers, namely planning, organizing, leading and controlling. according to Griffin (2022:4), “management is a set of activities (including planning and decision making, organizing, leading and controlling) directed at an organization's resources (human, financial, physical, and information) with the aim of achieving organizational goals in an efficient and effective manner," according to GR Terry (2018: 2) which was translated by R. Supomo and Eti Nurhayati namely "Management is a distinctive process consisting of planning, organizing, directing and controlling actions carried out to determine as well as achieving predetermined targets through the utilization of human resources and other sources”. Based on the definition above, it can be concluded that management is a process of achieving organizational goals through people and other resources using the main management functions, namely Planning, Organizing, Actuating and Controlling.

Definition of Marketing
According to Kotler and Keller (2018: 27) " Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large" .
This is different according to the opinion expressed by Harman Malau (2017: 1) which states that: "Marketing is an activity of value exchange transactions owned by each party, for example the exchange of products owned by the company for money owned by customers that can meet consumer needs ”.

Definition of Marketing Management
According to Danang Sunyoto (2017: 191) argues that marketing management is a business function that identifies consumer needs and desires that must be satisfied by other human activities that produce means of satisfying needs, in the form of goods or services.
In contrast to the opinion of Kinnear and Kenneth in Ari Setiyaningrum (2017: 11) who argued that marketing management is the analysis, planning, implementation, and control of decisions about marketing in the areas of product offering, distribution, promotion, and pricing ( pricing ). According to Kotler Kotler and Armstrong (2018:34), " Marketing management is the art of science of choosing target markets and building profitable relationships with them ."

Definition of Marketing Mix
According to Rambat Lupiyoadi (2016: 92) argues that "Marketing mix ( marketing mix ) is a device/tool for those consisting of various elements of a marketing program that need to be considered so that the implementation of the marketing strategy and determining the position determined can be successful," Meanwhile according to Kotler and Keller (2018: 36) states that marketing tools consist of four broad groups of product ( product ), price ( price ), place ( place ) and promotion ( promotion ), which are referred to as 4P's and add 3P for the company services, namely people ( people ), ( process ) and physical evidence ( physical evidence ).

Customer Behavior
In a market where the level of competition is getting more intense, customer demands are getting higher and people really want special treatment, understanding of customers is so high. For this reason, knowledge about customer behavior is needed in order to satisfy customers and win the competition. Customer Behavior According to Kotler and Keller (2016: 179), customer behavior is the study of how individuals, groups, and organizations select, buy, use, and how goods, services, ideas or experiences satisfy their needs and wants.

Customer Characteristics
Kotler and Keller (2016) suggest that marketers identify different segments of buyers based on geographic, demographic, psychographic and behavioral differences. From there, marketers determine which segments have the greatest opportunities. For these segments, companies develop offerings that position the minds of targeted buyers by delivering key benefits.

Company Reputation
Company credibility is an important aspect of company reputation. The credibility of the company shows the extent to which consumers believe that the company can design and provide products and services that meet customer needs and wants. Company credibility includes expertise and trust in a company that the product or service is produced properly and reliably. (Jin and Yeo, 2011). According to Huang et al. (2014), company reputation is the total customer offering to the organization, in the form of a number of beliefs, ideas, and public images of a particular organization. Reliability refers to the implementation of something correctly in accordance with what has been promised. Hall and Lee (2014) define corporate reputation as a stakeholder's assessment (eg customers, suppliers, communities, etc.) of a company's long-term social and economic potential.

Customer Relationship Management (CRM)
Customer Relationship Management (CRM) is a strategy needed by companies to optimize profits by improving business strategies. Utilization of technology in CRM makes companies understand the wants and needs of consumers will strengthen the relationship between them. Successful implementation of CRM strategy will increase competitive advantage (Mehrdad and Mohammadi, 20ll). Oualid, (2016) states that good CRM implementation can increase competitive advantage. CRM is the development of a strategy that focuses on consumers, in its implementation it requires a redesign in every part, even individual responsibilities and roles. CRM is the process of finding and retaining customers and maximizing customer satisfaction and profits.

Customer Value Creation
Customer value is a term used by Knox and Maklan (1998) to express what customers are prepared to exchange for a brand. Kotler & Keller (2016) developed the concept of Holistic Marketing which is based on the development, design, and implementation of broad and interdependent marketing programs, processes, and activities. Holistic Marketing requires an integrated perspective in understanding various issues related to marketing.

Customer trust
Trust is an important factor for an organization in achieving success. At the same time, trust is also a supporting factor in achieving good relations between the company and its customers. Trust is measured by the dimensions of organization, employee and goods and services (Chamchuntra and Fongsuwan, 2014).


RESEARCH METHODS
This study uses descriptive and verification methods that aim to analyze the significant relationship between the variables studied. In this study the relationship between the variables to be examined is Customer Characteristics, Bank Reputation, Customer Relationship Management (CRM) on Customer Value Creation and the implications for Customer Trust.
Descriptive analysis is used to determine the extent to which the responses of the respondents to the variables studied. This analysis was conducted to determine the extent to which the debtor's response to the variables studied. So that from this descriptive analysis provides an overview related to Debtor Characteristics, Bank Reputation, Management of Debtor Relations, Debtor Value Creation and Debtor Trust. From the results of collecting questionnaire data and then calculating the average respondent through calculating the interval of the average. The average interval can be calculated using the following formula:

                                              ∑ (Frequency x Weight )
Average value =
                                              ∑ Sample (n)

After knowing the results of calculations from the average value or score, then classification is carried out according to the following formulation:
Minimum score = 1 ; maximum score = 5 ; scale width = 5-1 = 0.8
                                                                                               5

Table 3.1 Average Score Criteria

	intervals
	Criteria

	1.00 – 1.80
	Very Poor/Very Low

	1.81 – 2.60
	Not Good/ Low

	2.61 – 3.40
	Enough/ Moderate

	3.41 – 4.20
	Good/ High

	4.21 – 5.00
	Very Good/ Very High


    Source: Umar (2011: 98)
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Figure 1. Overall SEM Analysis Structure

Remarks :
Customer Characteristics
X 1 	= Geographic Characteristics
X 2 	= Demographic Characteristics
X 3 	= Psychographic Characteristics
X 4 	= Characteristics of Customer Behavior
Bank Reputation
X 5 	= Bank credibility
X 6 	= Bank image
X 7 	= Company Identity
Customer Relationship Management
X 8 	= Sustainable Marketing
X 9 	= Personal Service
X 10 	= Partnership
Customer Value Creation
Y 1 	= Provision of valuable benefits to customers
Y 2 	= Business Domains
Y 3 	= Business Network
Customer Trust
Z 1 	= Quality Assurance
Z 2 	= Promise Fulfillment


RESULTS AND DISCUSSION
1. [bookmark: _Hlk137110645]Customer Characteristics of PT Bank Sulselbar Customers in South Sulawesi and West Sulawesi Provinces as a whole are perceived by customers to be in the fairly good to good category. Customer characteristics, which consist of: Geographic Characteristics Dimensions, Demographic Characteristics, Psychographic Characteristics, and Customer Behavioral Characteristics, according to the customer, have been carried out "quite well". The dimension that has the highest average value is the Debtor Behavioral Characteristics dimension, and the dimension that has the lowest average is the Psychographic Characteristics dimension. However, all indicators produce a mean in the "fairly good" category and therefore need special attention from the bank's management for improvement. On the Debtor Behavior Characteristics Dimension, the Debtor's Response to the Product and the Debtor's Knowledge of the Product are the advantages of the Debtor's Characteristics at Bank Sulselbar which must be maintained and improved. This indicator is also the factor that contributes the greatest value or is the main factor forming the Characteristics of Debtors at Bank Sulselbar, however, the quality of these two factors must continue to be improved considering that both are still in the mean quite good category, while in terms of Psychographic Characteristics, bank management must strengthen the 5C elements, namely "Character" of prospective debtors who comply with the principles of granting credit, taking into account the "debtor personality" factor and two other dimensions, namely Demographic Characteristics and Geographic Characteristics where the Demographic Characteristics related to the legal age limit of the debtor legally to be able to sign a credit agreement, have been carried out and obeyed by bank management. In Geographic Characteristics, there are customer expectations related to the affordability of office locations from the debtor's location to the bank's office location or more to the infrastructure that must be provided by the bank to meet customer expectations. Where all of this is in accordance with the results of interviews with Expert Judgment that they agree with the results of the study that the conditions of Debtor Characteristics of PT Bank Sulselbar Customers are still not optimal and not evenly distributed among existing branch offices. So that it becomes homework for Bank Sulselbar to realize the needs and expectations of customers through improving indicators on the dimensions of Debtor Characteristics.
2. The company's reputation for customers of PT Bank Sulselbar in the provinces of South Sulawesi and West Sulawesi as a whole is perceived by customers to be in the category of quite good to good. The Company's reputation consists of the dimensions of Bank Credibility, Bank Image and Bank Identity which have been carried out "quite well". The dimension that has the highest average value is the Bank Image dimension, and the dimension that has the lowest average value is the Bank Credibility dimension. However, all indicators produce a mean in the "fairly good" category and therefore need special attention from the bank's management for improvement. On the Bank Image Dimension, the Bank's Performance According to the Community and Good Employee Attitude in serving Debtors are the hallmarks of Bank Sulselbar's reputation which must be maintained and improved in quality. This indicator is the factor contributing the greatest value or the main factor forming the Bank's reputation at Bank Sulselbar. Meanwhile, on the dimensions of Bank Credibility and Bank Identity, the Bank's ability to create prospects in the future, in providing good and reliable service as well as the ability to build business scale growth and design products that meet the wishes of the debtor, the willingness of the debtor to recommend the bank to other debtors is weakness for Bank Sulselbar. This is in accordance with the opinion of the three Expert Judgments , that they concur with the results of the research and the condition of the bank's reputation for customers. PT Bank Sulselbar is quite reputable but must be seriously improved, especially related to the credibility factor which is an important factor that must be considered by banks considering that bank capital is trust, to can be trusted must be "credible".
3. Customer Relationship Management (CRM) for PT Bank Sulselbar customers in South Sulawesi Province and West Sulawesi Province as a whole, it is perceived that customers are in the good enough to good category. Customer Relationship Management (CRM) consisting of the dimensions of Sustainable Marketing, Personal Services and Partnerships has been implemented "quite well". The dimension that has the highest average value is the Partnership dimension, and the dimension that has the lowest average value is the Sustainable Marketing dimension. However, all indicators produce a mean in the "fairly good" category and therefore need special attention from the bank's management for improvement. In the Partnership Dimension, the Transaction Security factor and Ease of contacting Officers in Emergency Conditions are the hallmarks of Bank Sulselbar's Customer Relationship Management (CRM) which must be maintained and continuously improved in quality. This indicator is also the factor contributing the greatest value or the main factor forming the CRM Bank at Bank Sulselbar. Whereas on the dimensions of Sustainable Marketing and personal service, the Special Service factor, Membership Card Programs and Prizes at Certain Events and the uniqueness of services at bank offices are weaknesses for Bank Sulselbar, where all must receive serious attention to be improved. This is in accordance with the opinion of the three Expert Judgments that they agree with the results of the research and the condition of the bank's CRM for the customers of PT Bank Sulselbar which is quite valuable and must receive serious treatment to improve its quality.
4. Creation of Customer Value to Customers of PT Bank Sulselbar In South Sulawesi Province and West Sulawesi Province as a whole, it is perceived that customers are in the category of quite good to good. Customer Value Creation consists of the dimensions of providing valuable benefits to debtors, business domains and business networks that have been implemented "good enough". The dimension that has the highest average value is the dimension of Providing Valued Benefits to Debtors, and the dimension that has the lowest average value is the Business Network dimension. However, all indicators produce a mean in the "fairly good" category and therefore need special attention from the bank's management for improvement. In the dimension of providing valuable benefits to debtors, the factor of increasing features in services and creating a variety of banking service products is an advantage of Bank Sulselbar's Customer Value Creation which must be maintained and improved in quality, this indicator is also the largest contributing factor or the main factor forming Customer Value Creation Bank at Bank Sulselbar. Meanwhile, in the dimensions of business networking and business domains, the factor of creating business networks with associations/business actors, with research institutions, as well as with fellow regional banks and the creation of product characteristics compared to competitors are weaknesses for Bank Sulselbar, all of which must receive serious attention to be improved. This is in accordance with the opinion of the three Expert Judgments that they agree with the results of the research and the condition of PT Bank Sulselbar's Customer Value Creation is quite valuable and it is mandatory for its quality to be improved.
5. Customer Confidence in PT Bank Sulselbar Customers In the Province of South Sulawesi and West Sulawesi Province as a whole, it is perceived that customers are included in the fairly good to good category. Customer Trust which consists of the dimensions of quality assurance and fulfillment of promises has been carried out "quite well". The dimension that has the highest average value is the promise fulfillment dimension, and the dimension that has the lowest average value is the quality assurance dimension. However, all indicators produce a mean in the category of "good enough" and therefore need special attention from the bank's management for improvement. In the promise fulfillment dimension, the debtor's trust factor in the characteristics of the services offered is an advantage of Bank Sulselbar's customer trust which must be maintained and improved in quality. This indicator is also the factor contributing the greatest value or the main factor forming the trust of bank customers in Bank Sulselbar. Meanwhile, in the quality assurance dimension, the factor of the bank being able to guarantee the availability of funds, the assurance of information provided by bank officers, confidence in the ease of obtaining bank services, the bank being able to guarantee the security of customer funds and the security of customer data is a weakness for Bank Sulselbar. This is in accordance with the opinion of the three Expert Judgments that they agree with the results of the research and the condition of Customer Trust in PT Bank Sulselbar's Customers is sufficiently trusted and must receive serious treatment to improve its quality, bearing in mind that bank capital is trust.
6. The significant influence of the variables of Customer Characteristics, Bank Reputation and Customer Relationship Management simultaneously on Customer Value Creation at PT Bank Sulselbar in South Sulawesi and West Sulawesi Provinces is equal to 76.98% while the remaining 23.02 percent is the influence of other variables outside the research. Where the three independent variables, namely Debtor Characteristics, Bank Reputation and Customer Relationship Management , are the dominant variables that form Customer Value Creation at PT Bank Sulselbar. The results of this study were also approved by the Expert Judgment , where the expert judgment supported and agreed with the results of the study, which stated that the higher the quality of Debtor Characteristics, Bank Reputation, and Customer Relationship Management had an effect in the form of a very significant increase in Customer Value Creation at PT Bank Sulselbar.
This can be seen from the results of processing Lisrel program data for structural model 1, In accordance with the proposed hypothesis obtained the following results:
[image: ]

Based on the equation above, it can be explained that the Customer Value Creation variable is positively influenced by the Debtor Characteristics with a path coefficient of 0.4887, positively influenced by Bank Reputation with a path  coefficient of 0.2902, and positively influenced by Customer Relationship Management with a path coefficient of 0.3710.  
In full the structural model for substructure 1 can be described as follows:
[image: ]
Figure 2: Debtor Characteristic Path Coefficient, Bank Reputation and  Customer Relationship Management on Customer Value Creation
In addition to the Line Coefficient, it can also be seen  from  the results of data processing related to the close relationship between variables Customer Characteristics, Bank Reputation and Customer Relationship Management (CRM) in Figure 2 above and Table 1 below:

Table 1. Correlation coefficients between independent variables substructure 1
[image: ]
                                 Source : LISREL Program Data Processing Results
Thedirect and indirect effects  of the Characteristics of the Debtor, Bank Reputation and  Customer Relationship Management on Customer Value Creation in Table 2 are as follows:

Table 2: Direct and Indirect Influence of Customer Characteristics, Bank Reputation, Customer Realtionship Management on Customer Value Creation
[image: ]
                   Source : Data Processing Results (2023)

Based on Table 2 can also be explained the direct and indirect influence of each free bell variance on Customer Value Creation as explained below:

7. The influence of debtor characteristic variables on customer value creation at PT Bank Sulselbar in South Sulawesi and West Sulawesi provinces is 35.14 percent while the remaining 64.86 percent is the influence of other variables outside the study. The results of hypothesis testing conclude that customer characteristics have a significant effect on customer value creation. This is understandable, because superior value creation will open opportunities for high profits and attractiveness in the market. The acceptance of a product in the market is very dependent on how much the product's value is according to the market (customers). A product that is considered to be of little value will be very difficult for the market to accept. The market as a collection of buyers will always make an assessment, each individual in the market will use their own criteria to evaluate a product or service. The three Expert Judgments support and agree with the results of the study, which state that the customer characteristics variable has a significant influence on the creation of customer value for PT Bank Sulselbar customers.
8. The effect of bank reputation variables on customer value creation at PT Bank Sulselbar in South Sulawesi and West Sulawesi provinces is 16.82 percent while the remaining 83.18 percent is the influence of other variables outside the research. The results of the hypothesis testing conclude that Bank Reputation has a significant effect on Customer Value Creation. This is understandable because even though PT Bank Sulselbar is a fairly large bank, PT Bank Sulselbar has a deficiency of several supporting factors for the Bank's Reputation variable that must be addressed. The three Expert Judgments support and agree with the results of the study, which state that the bank's reputation variable has a significant influence on the creation of customer value for customers of PT Bank Sulselbar.
9. The effect of the Customer Relationship Management Variable on Customer Value Creation at PT Bank Sulselbar in the Provinces of South Sulawesi and West Sulawesi is 25.02 percent while the remaining 74.98 percent is the influence of other variables outside the research. The results of the hypothesis testing conclude that Customer Relationship Management ( CRM ) ) significant effect on Customer Value Creation. This is understandable because the condition of Bank Sulselbar's CRM is already running although it still needs to be perfected by using a touch of information system applications that support improved customer service and trust. The three Expert Judgments support and agree with the research results, which state that the Customer Relationship Management (CRM) variable has a significant influence on the creation of customer value for PT Bank Sulselbar customers.
10. The Effect of Customer Value Creation on Customer Trust at PT Bank Sulselbar in South Sulawesi and West Sulawesi Provinces is 89.29 percent. The results of hypothesis testing concluded that Customer Value Creation has a significant effect on Customer Trust. This is understandable, because the condition of Bank Sulselbar is a bank that has been operating for a long time, so that Bank Sulselbar already has a pretty good commitment in carrying out all banking transactions. Apart from that, the good background of Bank Sulselbar also increases the Trust of Bank Sulselbar Customers. The three Expert Judgments support and agree with the results of the study, which state that the customer value creation variable has a significant influence on customer trust in PT Bank Sulselbar customers.
This can be seen from the results  of processing Lisrel program data for structural model 2, In accordance with the proposed hypothesis obtained the following results:
[image: ]
Based on the equation above, it can be explained that the Customer Trust variable is positively influenced by Customer Value Creation with a path coefficient of 0.8928. 
In full the structural model for substructure 2 can be described as follows:
[image: ]

                                  Figure 3 : Coefficient Customer Value Creation Path 
Against Customer Trust

CONCLUSIONS AND RECOMMENDATIONS
Based on the results of the above research, it can be concluded that PT Bank Sulselbar in the Provinces of South Sulawesi and West Sulawesi have fairly good to good customer characteristics. Customers generally give positive perceptions of customer characteristics, including the dimensions of debtor behavior and psychographics. In addition, the company's reputation PT Bank Sulselbar is also perceived by customers as good enough to be good. The company's reputation is affected by the bank's image and bank credibility. Although the company's reputation is generally good, there are aspects that need attention for improvement, such as the bank's ability to create prospects in the future and build business scale growth.
Customer Relationship Management (CRM) is also perceived by customers as being good enough to be good. CRM is influenced by the partnership and sustainable marketing dimensions. There are advantages in terms of transaction security and ease of contacting officers in emergency situations, but special attention is needed in strengthening the sustainable marketing dimension. Overall, PT Bank Sulselbar was able to create quite good to good customer value. Customer value creation is influenced by providing valuable benefits to debtors. Banks need to maintain and increase excellence in debtor response factors to products, debtor knowledge about products, bank performance according to the community, good employee attitudes in serving debtors, and providing valuable benefits to debtors. In order to increase customer value creation, PT Bank Sulselbar can pay attention to the results of this research and identify areas that need to be improved. In addition, it is also important to make efforts to strengthen the 5C elements of prospective debtors who comply with the principles of lending.
Improving Customer Characteristics, Bank Reputation and Customer Relationship Management will increase  Customer  Value Creation which has an impact on increasing Customer Trust.
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Kreasi Nilai Pelanggan, yang dinyatakan dalam hipotesis sebagai berikut:
Bahwa Karakteristik Debitur, Reputasi Bank dan Customer Relationship
Management Berpengaruh Terhadap Kreasi Nilai Pelanggan baik secara
parsial maupun secara simultan. Berdasarkan hasil pengolahan data program
Lisrel untuk model struktural 1, Sesuai dengan hipotesis yang diajukan

didapatkan hasil sebagai berikut:

Y = 0.4887+X1 + 0.2902%X2 + 0.3710*X3, Errorvar.= 0.2302 , R* — 0.7698
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Terhadap Kepercayaan Pelanggan baik secara parsial maupun secara
simultan. Berdasarkan hasil pengolahan data program Lisrel untuk model
struktural 2, Sesuai dengan hipotesis yang diajukan didapatkan hasil sebagai
berikut:

R = 0.7971

2 = 0.8928+Y, Errorvar.— 0.2029 ,

(0.05123) 0.04110)

17.4271 2.1106

Berdasarkan persamaan diatas dapat dijelaskan bahwa variabel
Kepercayaan Pelanggan dipengaruhi secara positif oleh Kreasi Nilai Pelanggan
dengan koefisien jalur sebesar 0,8928.

Untuk koefisien jalur Y terhadap Z sebesar 0,8928 artinya jika Kreasi
Nilai Pelanggan mengalami peningkatan maka Kepercayaan Pelanggan akan
meningkat sebesar 0,8928 satuan atau Kreasi Nilai Pelanggan memberikan
kontribusi terhadap peningkatan Kepercayaan Pelanggan sebesar 0,8928
satuan.

Dengan demikian hipotesis konseptual yang diajukan telah teruji dan
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