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MOTTO AND DEDICATION
G g sl 15, ) gl 15
So indeed, with difficulty, there is ease. Verily with hardship, there is the ease
(QS. AL-INSYIRAH: 5-6)
MOTIVASI
“All a being called a human can do with their dreams and beliefs is that they just have
to believe in them.”

- Donny Dhirgantoro, 5 cm
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With all humility, the writer realizes that this thesis is still far from perfect.
Therefore, the writer expects constructive and constructive criticism and suggestions for
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Yogyakarta, 28 September 2022
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