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MOTTO 

"Dan bersabarlah, sesungguhnya janji Allah itu benar" 

(Q.S Ar-Rum: 60) 

"Iya sayang mama senantiasa doakan ade biar cepet selesai kuliahnya, amin" 

(Ibu Darlina) 

“It’s fine it until you make it, until you do, until it true” 
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