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This study aims to determine and analyze. The effect of Relationship Marketing and Logistic Service Quality on Jne Express Consumer Satisfaction (Case Study of Tanjung Rejo Village, Medan Sunggal).The research method used in this research is quantitative with an associative approach. The population in this study were people in Tanjung Rejo village, totaling 18940 people, determining the sample in this study using the Solvin formula by getting the results of 99 respondents. Data analysis techniques using multiple linear regression. With the research results. (1) Relationship marketing variables have a significant effect on customer satisfaction, this can be seen from the significant value (0.000) compared to t
table (1,984). (X2) logistic service quality has a significant effect on customer satisfaction. This can be seen from the value (0.000) < 0.05 and t-count (6.667) > compared to t-table (1.984), (3) shows that the effect of independent variables (relationship marketing (x1), and logistic service quality (x2) simultaneously is significant on customer satisfaction, the significance is (0.000) < 0.05.
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1. INTRODUCTION

In the era of globalization, Dewi & Tarigan (2022) emphasize that delivery services have become a vital necessity, especially with the increasing trend of online shopping. Data shows a projected growth of e-commerce users in Indonesia that will reach 189.6 million users by 2024, about two-thirds of Indonesia's total population. This increase reflects a significant transformation in Indonesian 
consumer behavior. In this context, Hati & Harefa (2019) confirmed that JNE Express has positioned itself as a dominant player in Indonesia's logistics industry, particularly in the Medan Sunggal area, Tanjung Rejo Village. This dominance can be seen from the digital search share that reaches 47.8% or around 1.2 million searches per month, far exceeding competitors such as SiCepat (21.5%) and J&T (14.4%). However, this strong market position does not necessarily guarantee customer satisfaction.
 Indrasari (2019) and Sari et al. (2018) emphasized the importance of customer satisfaction as a company priority. They observed that satisfied consumers tend to reuse the same services when similar needs arise. Pitoi et al. (2021) strengthens this argument by defining customer satisfaction as the result of a comparison between the performance of the service received and the customer's initial expectations. Facing increasingly fierce competition, Khairina & Julianda (2021) highlight the urgency of expedition companies to maximize their performance. Susanti et al. (2024) added a strategic dimension by asserting that customer satisfaction is a vital component in business strategy and customer retention
, which ultimately determines the sustainability of the company. In the context of marketing strategy, Syah et al. (2023) and Hadi et al. (2023) underline the crucial role of relationship marketing in building long-term relationships with customers. They emphasize that an effective approach and communication with customers is a determinant of the company's success. Relationship marketing is not just about transactions, but rather about building sustainable bonds with customers.
 Ridwan et al. (2023) bring an important perspective on Logistic Service Quality (LSQ) as a concept that measures the ability of logistics companies to meet or exceed customer expectations. Hakim & Faizah (2023) extend this understanding by asserting that logistics has evolved from a mere operational activity to a strategic component in customer satisfaction and loyalty
pre-survey conducted in Tanjung Rejo Village, Medan Sunggal revealed some significant problems with JNE Express services. From a sample of 10 respondents, 60% expressed dissatisfaction with complaint handling, 70% were dissatisfied with delivery speed, and 60% were dissatisfied with the accuracy of tracking information. This data is reinforced by reviews on the My JNE app that show repeated complaints about courier communication, delivery delays, and payment system issues. Previous research findings by Al Idrus et al. (2024) show that relationship marketing has a positive and significant effect on customer satisfaction. This is in line with the research of Tedjakusuma et al. (2020) which proves the positive effect of Logistics Service Quality on customer satisfaction and loyalty. Based on the phenomena and gaps identified, the research 
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2. THEORETICAL REVIEW
2.1 Definition of Consumer Satisfaction
According to Kotler & Keller (2019) Satisfaction is the level of a person's feelings after comparing the performance or results he feels compared to his expectations. According to Alfianto & Ilahi (2022) customer satisfaction or dissatisfaction is the customer's response to evaluating the perceived disconfirmation between previous expectations and the actual performance of the product felt after its use. According to Umbase et al (2022) defines it as an emotional response to the evaluation of the consumption experience of a product or service. Meanwhile, according to Fajarini (2020) states that customer satisfaction is an after-purchase evaluation where the alternatives chosen are at least equal to or exceed customer expectations, while dissatisfaction arises if the results (outcomes) do not meet expectations (Tjiptono., 2019).
2.2 Relationship marketing

Relationship marketing is a marketing strategy that focuses on developing deeper and more meaningful relationships with customers. This strategy aims to build long-term relationships with customers, so that they become loyal and profitable customers for the company. According to Kotler & Keller, (2019) “relationship marketing is a movement from a mindset based solely on competition and conflict, towards a mindset based on mutually beneficial interdependence and cooperation. “Relationship marketing recognizes the importance of all parties, viz: suppliers, employees, distributors, agents, and retailers to work together to provide the best value to target customers. Hadining, (2020) states “relationship marketing is a marketing concept that emphasizes maintaining the relationship between the customer and the company.
2.3 Logistic service quality
Logistic service quality is a target that will be felt by customers. Service quality is not only determined by the company, but must also meet customer expectations and demands (Hati & Harefa, 2019) In the logistics service industry, measurement is based on a combination of physical distribution of goods and customer service. Therefore, to determine the level of assessment of physical distribution services can use Logistic service Quaity (LSQ) (Astuti, 2022) Based on the above definition, it can be concluded that service quality with Logistic service quality has a difference. Service quality includes all service quality and customer experience with a company, while Logistic service quality focuses more on specific aspects related to the logistics process and distribution of goods.
3.RESEARCH METHODS
keting and Logistic Service Quality Toward Jne Express Consumer Satisfaction (Case Study The research method used in this research is quantitative with an associative approach. is quantitative with an associative approach. The population in this study is thecommunity in Tanjung Rejo village which amounted to 18940 people, the determination of the sample in this study using the Solvin formula to get the results of 99 respondents. Data analysis technique using multiple linear regression. With the results of the research in this study using multiple linear regression analysis with SPSS.
4. RESULTS DAN DISCUSSION
4.1 RESULTS
The results of multiple linear regression tests in this study, including:
Table 1. Multiple Linier Regression Test

Based on table 1 above, the following equation is obtained:
Y = 3.630+ 0.605 X1 +0. 742 X2 + e
From the regression equation above, it can be concluded as follows: 

1. It is known that the constant value is 3,630, this value means that if Relationship marketing (x1), and logistic service quality (x2) have no effect on the dependent variable (Customer Satisfaction), the value of the dependent variable Customer Satisfaction is 3,630.

2. It is known that the regression coefficient value of Relationship marketing is 0. 605 This value means that when Relationship marketing increases by 1 unit, then Customer Satisfaction increases by 0. 605.

3. It is known that the regression coefficient value of logistic service quality is 0. 742 This value means that when logistic service quality increases by 1 unit, customer satisfaction increases by 0. 742.
1. Uji Signifikansi Parsial (Uji-t)
The t-test is conducted to partially test whether Relationship marketing (x1), and logistic service quality (x2) partially or respectively affect Customer Satisfaction To test this hypothesis, it is done by comparing tcount with ttable with the following conditions:

H0 is accepted, if tcount ≤ ttable or sig t ≥ α (0.05) 

H1 is accepted, if tcount> ttable or sig t < α (0.05) 

It is known, to find the t table as follows:

Probability = 5% or (0.05)

df = n-k-1

df = 99-2-1

df = 96

ttable = probability X df

ttabel = 0.05 X 96

So, we get ttabel = 1.984
delineated as follows:
1.
Relationship marketing variables have a significant effect on customer satisfaction. This can be seen from the significant value of 0.000 <0.05 and t-count 5.464> compared to t-table 1.984

2.
The logistic service quality variable has a significant effect on customer satisfaction. This can be seen from the significant value of 0.000 <0.05 and t-count 6,667> compared to t-table 1,984.
2. Simultaneous Significance Test (F Test)
This test is carried out to see together or simultaneously the effect of the independent variables of relationship marketing and logistic service quality on the dependent variable of customer satisfaction.

It is known, to find the F table as follows 

Probability = 5% or (0.05)

df 1 = k

df 2 = n-k-1

F table = probability X (df 1) X (df 2)

F table = 0.05 X 2 X 96

So, we get F table = 3.091
shows that the F-count value is 180.623 with a significance level of 0.000. Meanwhile, the F-table at the 95% confidence level (α = 0.05) is 3.091 Therefore, in both calculations, namely F-count> F-table and the significance level (0.000) <0.05, it shows that the effect of independent variables (relationship marketing (x1), and logistic service quality (x2) simultaneously is significant on customer satisfaction
3. Testing the Coefficient of Determination (R2)
It can be seen that the Adjusted R Square value of 0.786 means that 78.6% of customer satisfaction can be explained by relationship marketing (x1), and logistic service quality (x2) While the remaining 21.4% can be explained by other factors not examined in this study.
4.2 DISCUSSION
4.2.1 The effect of relationship marketing on customer satisfaction 

Based on the t test, the relationship marketing variable has a significant effect on customer satisfaction. This can be seen from the significant value (0.000) <0.05 and t-count (5.464)> compared to t-table (1.984). means Ho is rejected and H1 is accepted. 

Based on the results of the distribution of answers to the relationship marketing variable JNE Express Medan, it is found that the average mean value of all 8 statements is 3.00. This mean value is obtained from the calculation of the average of all statements submitted to respondents regarding relationship marketing JNE Express Medan. With an average mean value of 3.00, it can be concluded that overall the respondents gave an assessment in the “less agree” category on the quality of relationship marketing implemented by JNE Express Medan. This indicates that there is still a gap between customer expectations and relationship building efforts made by the company.

This is an important input for JNE Express Medan to conduct a thorough evaluation and improvement of their relationship marketing strategy. Some aspects that need special attention include commitment to service promises, delivery security, clarity of information, ease of communication, service quality, commitment to customer needs, speed of problem handling, and complaint resolution. By making improvements to these aspects of relationship marketing.

4.2.2 The Effect of Logistic service quality on Customer Satisfaction 

Based on the t test, the logistic service quality developer variable has a significant effect on customer satisfaction. This can be seen from the significant value (0.000) <0.05 and the t-count (6.667)> compared to the t-table (1.984), which means Ho is rejected and H1 is accepted. 

Based on the results of the distribution of answers, the mean value of 3.09 which is below 3.25 (category of less agree) in all 8 statements indicates that there are serious problems in the quality of Logistic Service JNE Express Medan. Especially in the aspects of timeliness of delivery and handling complaints that received low ratings, indicating consumer dissatisfaction with the services provided. This problem is exacerbated by the lack of effective communication between the company and customers, as well as the slow response to problems that arise during the delivery process. This situation reflects the gap between customer expectations and the actual quality of service provided.

To overcome these problems, some solutions that can be applied include: implementing a more accurate real-time tracking system, improving customer service staff training, improving standard operating procedures for handling complaints, and building a more responsive communication system with customers. These steps are expected to improve service quality and customer satisfaction of JNE Express Medan.This is an important input

4.3.3 The effect of relationship marketing and logistics service on customer satisfaction

Based on the test, it is revealed that the F-count value is 180.623 with a significance level of 0.000. Meanwhile, the F-table at the 95% confidence level (α = 0.05) is 3.091 Therefore, in both calculations, namely F-count> F-table and the level of significance (0.000) <0.05, it shows that the effect of independent variables (relationship marketing (x1), and Logistic service (x2) simultaneously is significant on Consumer Satisfaction this is in line with research conducted by Hati & Harefa, (2019), Al Idrus et al, (2024) and Nayumi & Sitinjak, (2020) which state that relationship marketing and logistics service are positive and significant to customer satisfaction. 

Based on the results of the pre-survey conducted by researchers regarding the effect of relationship marketing and Logistic service on Customer Satisfaction In the Relationship marketing aspect, the highest mean value of 3.43 was obtained in the statement “JNE Express Medan is committed to meeting customer needs”. This shows that the company has succeeded in building a positive perception of its commitment to customers. However, the lowest mean value of 2.96 in the statement “JNE Express Medan always keeps its promises to customers” indicates a gap between commitment and service realization.Meanwhile, in the Logistic Service aspect, the highest mean value of 3.33 was obtained in the statement ”

5.3. CONCLUSION
The results of this study aim to determine and analyze the extent of the influence of relationship marketing and logistics service quality on customer satisfaction. Relationship Marketing and Logistic Service Quality on Jne Express Consumer Satisfaction (Case Study of Tanjung Rejo Village, Medan Sunggal). (Case Study of Tanjung Rejo Medan Sunggal Village). In this study it was concluded as follows the following: (1) Based on the Relationship Marketing t test, has a positive and significant effect on customer satisfaction. customer satisfaction. (2) Based on the t test Logistic service quality has a positive and significant effect on customer satisfaction (3). Based on the F test relationship marketing and logistic service quality together have a positive and significant effect on customer satisfaction (4). quality together have a positive and significant effect on customer satisfaction.
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