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MOTTO DAN PERSEMBAHAN 

 

“Character cannot be developed in ease and quiet. Only trought experience of 

trial and suffering can the soul be strengthened.” 

(Helen Keller) 

 

“Karena sesungguhnya bersama kesulitan ada kemudahan. Sesungguhnya 

bersama kesulitan ada kemudahan.” 

(QS. Al-Insyirah : 5-6) 
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