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A. Interview research 

Nama Responden : Meniato Telaumbanua, S.S., M.Sc 

Jabatan/Profesi : Sekretaris Dinas 

Instansi  :  Dinas Pariwisata dan Kebudayaan Nias Utara 

Tanggal Wawancara  : 24 Februari 2025 

 

P : Apakah Bapak terlibat dalam penyusunan brosur promosi pariwisata di 

Nias   Utara? Jika ya, sejauh mana keterlibatan Bapak? 

W :   Iya, saya cukup terlibat, apalagi karena tugas saya juga berkaitan dengan 

koordinasi antarbidang, termasuk promosi. Biasanya saya ikut sejak tahap 

awal diskusi konsep, seperti tema yang ingin diangkat, segmentasi pasar 

yang dituju, sampai ke peninjauan akhir isi brosur. Saya bukan penulisnya 

langsung, tapi saya terlibat dalam memberikan arahan bagaimana konten 

itu sebaiknya dikemas, baik dari sisi bahasa maupun nuansa yang ingin 

disampaikan. 

P :  Apakah brosur pariwisata Nias Utara menggunakan kalimat persuasif? 

W : Ya, brosur pariwisata Nias Utara menggunakan kalimat persuasif dalam 

mempromosikan wisata dan budaya di Nias Utara. 

P : Menurut Bapak, seberapa penting penggunaan kalimat persuasif dalam 

brosur promosi pariwisata? 

W : Kalau boleh saya bilang, itu elemen yang tidak bisa ditawar. Brosur bukan 

hanya media informasi, tapi juga alat untuk membujuk. Kita ingin 

membuat orang merasa penasaran, tergugah, dan ingin mengalami 

langsung apa yang mereka lihat di brosur. Di sinilah peran kalimat-kalimat 

persuasif menjadi sangat penting. 

P : Berdasarkan pengalaman Bapak, jenis kalimat persuasif apa yang paling 

sering digunakan dalam brosur pariwisata? 

W : Paling sering kami gunakan adalah kalimat ajakan yang to the point atau 

singkat tapi ngena di hati para pembaca. Contohnya kalimat “Let’s Travel 

North Nias” Kalimat seperti ini memadukan ajakan dan sentuhan 

emosional, agar pembaca merasa penasaran dan terhubung secara batin. 



P : Dapatkah Bapak memberikan contoh kalimat persuasif yang digunakan 

dalam brosur? 

W : Salah satu contoh kalimat persuasif yang pernah kami gunakan yaitu 

Hamparan pasir putih yang memanjakan mata. Kalimat seperti ini kami 

buat untuk memberi kesan bahwa alam di sini punya jiwa yang ingin 

menyambut dan bercerita. 

P : Bagaimana strategi pemilihan kata dalam pembuatan brosur agar lebih 

menarik bagi wisatawan? 

W : Strateginya itu sebetulnya sederhana, tapi harus teliti. Kami berusaha 

memilih kata-kata yang bukan hanya indah, tapi juga punya kekuatan 

membangkitkan imajinasi.  

P : Apakah Bapak mengetahui bahwa dalam kalimat persuasif terdapat 

elemen-elemen linguistik seperti: Imperatives, Modifiers, Pronouns, 

Repetition, Assonance, Hyperbole, Metaphor, Personification, 

Synecdoche? 

W : Iya, saya pernah mendengar istilah-istilah tersebut, terutama metafora dan 

personifikasi. Kami memang tidak menyebutnya secara teknis dalam 

proses pembuatan brosur, tapi secara praktik, elemen-elemen itu 

sebenarnya sering kami gunakan. Misalnya, ketika kami menulis bahwa 

laut menyambut wisatawan dengan senyuman, itu sebenarnya bentuk 

personifikasi. Tujuannya memang untuk membangun suasana emosional, 

bukan hanya memberikan informasi. Jadi meskipun kami tidak menyebut 

istilah linguistik secara terperinci, pendekatannya sudah ke arah sana 

P : Jika elemen linguistik seperti metafora atau personifikasi terbukti efektif, 

apakah dinas mempertimbangkan memperdalam pemahaman terhadap 

teknik ini? 

W : Pasti, dan kami terbuka untuk itu. Malah saya rasa ini adalah peluang 

untuk meningkatkan kualitas promosi kita. Selama ini kami banyak 

mengandalkan insting dan pengalaman lapangan, tapi kalau ada 

pendekatan linguistik yang bisa mendukung hasilnya jadi lebih tajam dan 

efektif, tentu sangat kami pertimbangkan. Ini bisa jadi bahan evaluasi dan 

pengembangan SDM ke depan. 



P :  Apakah ada elemen linguistik tertentu yang sering digunakan seperti 

Imperatives, Modifiers, Pronouns, Repetition, Assonance, Hyperbole, 

Metaphor, Personification, Synecdoche dalam pembuatan brosur di nias 

utara? 

W : Iya tentunya. Tapi kalau saya boleh bicara dari sisi narasi, kami cukup 

sering menggunakan gaya yang secara halus mengarah ke personifikasi. 

Misalnya, pantai yang memanjakan mata, desiran angina dan lainnya. 

Kami ingin menggambarkan bahwa alam dan budaya di Nias Utara ini 

punya jiwa yang bisa menyentuh hati pembaca. 

P : Sejauh mana pentingnya pemahaman terhadap elemen linguistik dalam 

membuat kalimat persuasif untuk promosi pariwisata? 

W : Menurut saya sangat penting, karena elemen linguistik itu seperti jembatan 

antara informasi dan emosi. Kalau kita hanya menyampaikan fakta, brosur 

akan terasa datar. Tapi kalau kita tahu cara membungkus fakta itu dengan 

bahasa yang hidup dan menggugah, pesan akan lebih mudah diterima dan 

diingat. Saya kira pemahaman semacam ini sangat membantu tim promosi 

untuk menciptakan narasi yang lebih kuat. 

P : Apakah tim di dinas mempertimbangkan unsur-unsur kebahasaan seperti 

gaya bahasa atau struktur kalimat dalam menyusun brosur? 

W : Tentu, meskipun tidak selalu menggunakan istilah akademik, kami 

memang mempertimbangkan gaya bahasa. Dalam diskusi tim, kami sering 

bicara soal bagaimana kata-kata ini terasa atau tidak, terlalu teknis atau 

kurang menyentuh. Struktur kalimat dan pilihan kata sangat diperhatikan, 

karena itu sangat memengaruhi kesan yang dibawa pembaca. Kami 

memang belum punya pelatihan khusus soal ini, tapi pembahasan secara 

langsung tentang gaya bahasa selalu ada di dalam proses penyusunan 

konten. 

P : Dalam proses penyusunan kalimat, apakah Dinas Pariwisata Nias Utara 

pernah mengalami kesulitan tertentu? 

W : Tentu. Tantangannya adalah menyampaikan nilai budaya atau suasana 

emosional dalam kalimat singkat namun menggugah. Tidak mudah 

merangkai kata agar terasa hidup, apalagi dengan keterbatasan ruang. 



P : Kesulitan apa yang paling sering muncul saat menyusun kalimat persuasif? 

W : Menjaga keseimbangan antara informatif dan persuasif. Kalau terlalu 

informatif, jadi kaku. Kalau terlalu puitis, pembaca bisa bingung. Jadi 

kami harus cermat memilih gaya bahasa. 

P : Apakah dinas memiliki tenaga ahli khusus untuk penyusunan kalimat 

brosur? 

W :  Belum ada penulis profesional khusus. Biasanya dikerjakan tim, 

melibatkan staf dan kepala bidang. Karena itu prosesnya cukup panjang 

dan melalui banyak revisi. 

P :  Apakah pernah ada kendala dalam menerjemahkan kekayaan budaya lokal 

ke dalam kalimat yang mudah dipahami wisatawan luar daerah atau 

mancanegara? 

W :  Iya. Banyak ungkapan lokal yang kaya makna tapi sulit diterjemahkan 

tanpa kehilangan ruhnya. Kami kadang pakai metafora yang bisa 

dimengerti secara universal. 

P :  Apakah ada kesulitan dalam menjaga konsistensi gaya bahasa di seluruh 

isi brosur? 

W : Ada. Karena brosur dikerjakan oleh beberapa orang, kadang gayanya tidak 

seragam. Harus ada penyelarasan agar nuansanya konsisten. Terutama 

karna kami kesulitan dalam menyelaraskan semua elemen dari kalimat 

persuasive untuk membentuk sebuah kalimat yang dapat memberi kesan 

mendalam untuk pembaca. 

P :  Dalam proses revisi, apakah sulit mempertahankan pesan inti saat 

memperbaiki struktur kalimat? 

W :  Iya. Perubahan struktur bisa mengubah makna. Kami harus sangat teliti 

dan melibatkan banyak masukan agar makna awal tetap terjaga. 

P : Apakah pernah ada kerja sama dengan ahli bahasa atau penulis kreatif 

untuk membantu penyusunan brosur? 

W :  Secara resmi belum, tapi kami pernah mendapat masukan dari akademisi 

lokal dan pemerhati budaya yang cukup memahami narasi. Ke depan, kami 

melihat bahwa kerja sama dengan penulis profesional atau ahli komunikasi 

bisa sangat membantu agar konten yang kami hasilkan lebih terarah dan 



punya dampak yang lebih kuat. Ini masuk dalam rencana jangka panjang 

penguatan promosi berbasis kualitas narasi. 

P : Jika saat ini belum familiar dengan istilah teknis elemen linguistik, apakah 

Bapak bersedia mengeksplorasi kemungkinan itu untuk pengembangan 

promosi ke depan? 

W : Tentu. Dunia promosi sekarang makin kompetitif, dan salah satu kuncinya 

adalah kekuatan bahasa. Jadi saya sangat terbuka jika ada pelatihan atau 

kerja sama yang bisa memperkaya pemahaman kami soal bahasa persuasif 

secara teknis. Kami ingin brosur kami bukan hanya bagus secara visual, 

tapi juga kuat secara naratif dan emosional. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Nama Responden : Novri Cahyani Zebua, S.Par 

Jabatan/Profesi :  Analis Pariwisata 

Instansi :  Dinas Pariwisata dan Kebudayaan Nias Utara 

Tanggal Wawancara :  17 Maret 2025 

 

P : Apakah Ibu terlibat dalam proses pembuatan brosur promosi pariwisata di 

Nias Utara? 

W : Iya, saya cukup terlibat dalam proses tersebut. Sebagai analis pariwisata, 

salah satu tanggung jawab saya adalah menyusun materi yang bisa 

menggambarkan potensi wisata daerah secara menarik dan tepat sasaran. 

Dalam penyusunan brosur, saya biasanya ikut memberikan masukan 

mengenai konten, baik dari sisi data pendukung maupun dari sudut pandang 

naratifnya. Saya tidak menulis langsung semua isi brosur, tetapi saya 

bekerja sama dengan tim kreatif untuk memastikan bahwa informasi yang 

disampaikan benar, menggugah, dan sesuai dengan karakter destinasi yang 

ingin kami tonjolkan. 

P : Apakah dalam brosur tersebut digunakan kalimat-kalimat persuasif? 

W :  Tentu saja. Kalimat persuasif menjadi salah satu elemen penting dalam 

brosur pariwisata kami. Tujuan utama dari brosur bukan hanya memberikan 

informasi faktual, tapi juga membangkitkan minat dan emosi pembaca agar 

mereka tertarik untuk berkunjung. Kalimat yang bersifat membujuk atau 

mengajak secara halus sangat kami perlukan untuk mencapai tujuan 

tersebut. 

P : Menurut Ibu, bagaimana peran kalimat persuasif dalam promosi pariwisata? 

W :  Perannya sangat besar. Kalimat persuasif bisa menjadi pembeda antara 

konten yang hanya informatif dengan yang inspiratif. Dalam promosi 

pariwisata, kita ingin menciptakan imajinasi dan rasa penasaran. Misalnya, 

saat seseorang membaca brosur dan melihat kalimat seperti Let’s Travel 

North Nias, itu bisa menimbulkan rasa ingin tahu dan dorongan emosional 

yang kuat. Jadi, penggunaan kalimat persuasif sangat menentukan apakah 

pesan kita bisa menyentuh hati pembaca atau tidak. 



P :  Apa bentuk kalimat persuasif yang menurut Ibu paling tepat digunakan 

dalam brosur pariwisata? 

W :  Saya dan tim cenderung memilih kalimat yang memiliki kekuatan 

emosional dan bersifat visual. Misalnya, kalimat-kalimat yang 

menggambarkan suasana atau pengalaman, bukan hanya menyebut tempat. 

Contohnya seperti pantai yang menyatu dengan alam. Kalimat seperti itu 

memberi gambaran suasana dan menciptakan hubungan batin antara 

pembaca dan destinasi. 

P :  Bisakah Ibu memberikan salah satu contoh kalimat persuasif yang pernah 

digunakan dalam brosur? 

W :  Salah satu contoh yang pernah kami gunakan dan mendapat respons cukup 

baik adalah: Rasakan ketenangan yang tak tergantikan di balik tebing-tebing 

sunyi Nias Utara. Kalimat ini kami pilih karena mengandung unsur 

emosional, menyentuh, dan memberikan citra yang khas terhadap keunikan 

Nias Utara sebagai destinasi wisata. 

P :  Bagaimana cara Ibu menentukan pilihan kata dalam brosur agar lebih 

menarik bagi wisatawan? 

W :  Saya biasanya memulai dengan membayangkan siapa pembaca kita. Apakah 

mereka wisatawan lokal, domestik dari luar Sumatera, atau bahkan 

mancanegara. Setelah itu, kami memilih kata-kata yang sederhana namun 

kuat maknanya. Kata-kata seperti memanjakan, menggoda, atau 

mengundang sering saya gunakan karena memberi efek kedekatan 

emosional. Selain itu, saya juga menghindari istilah yang terlalu teknis agar 

brosur tetap mudah dipahami oleh semua kalangan. 

P :  Apakah Ibu mengenal istilah seperti Imperatives, Hyperbole, 

Personification, dan elemen linguistik lainnya dalam kalimat persuasif? 

W :  Secara formal mungkin tidak semua istilah saya kuasai, tapi dalam praktik 

kami cukup sering menggunakannya. Misalnya, saya menyukai penggunaan 

personifikasi, karena bisa membuat alam seolah hidup dan menyapa 

pembaca. Seperti saat kami menulis Lautan di Nias Utara menyambutmu 

dengan bisikan lembut angin senja. Itu secara tidak langsung adalah 



personifikasi. Jadi walaupun saya tidak selalu menyebut istilah teknisnya, 

saya memahami efeknya dalam membentuk narasi yang lebih menarik. 

P :  Apakah Ibu mendukung ide untuk memperdalam pemahaman tim terhadap 

teknik linguistik dalam promosi? 

W :  Sangat mendukung. Saya rasa sudah waktunya kita meningkatkan kualitas 

narasi melalui pendekatan yang lebih ilmiah dan teknis. Selama ini banyak 

yang kami buat berdasarkan pengalaman lapangan, tapi kalau kita bisa 

menggabungkannya dengan teori bahasa yang tepat, hasilnya pasti akan 

lebih maksimal. Ini bisa menjadi bagian dari pelatihan internal atau 

kolaborasi dengan akademisi. 

P : Elemen linguistik apa yang paling sering Ibu gunakan dalam brosur? 

W :  Yang paling sering kami gunakan adalah personifikasi. Karena hal ini paling 

mudah menyampaikan emosi tanpa harus menggunakan banyak kata. 

Kadang saya juga menggunakan repetisi atau pengulangan untuk 

menegaskan suatu pesan. Misalnya, datang, lihat, rasakan. Itu bentuk ajakan 

yang mengarahkan pembaca untuk tidak hanya membaca, tetapi 

membayangkan dan akhirnya tertarik. 

P :  Apa tantangan yang paling sering Ibu hadapi dalam membuat kalimat 

persuasif? 

W : Tantangan utamanya adalah membuat kalimat yang singkat, jelas, namun 

tetap memiliki daya tarik emosional. Kalimat brosur tidak bisa terlalu 

panjang, tapi juga tidak boleh kaku. Kita harus bisa menciptakan kesan 

dalam hanya dengan satu atau dua baris. Itu memerlukan kepekaan bahasa 

dan latihan yang tidak sebentar. 

P :  Apakah dinas sudah memiliki tenaga profesional khusus untuk membuat 

konten brosur? 

W :  Untuk saat ini, belum. Semua masih dilakukan oleh tim internal. Saya dan 

beberapa rekan biasanya bekerja sama, saling memberi masukan. Karena 

itu, proses pembuatan konten cukup panjang dan sering kali memerlukan 

revisi berulang untuk mendapatkan hasil terbaik. 

P :  Apakah pernah ada kendala dalam menerjemahkan kekayaan budaya lokal 

ke dalam bahasa yang dipahami oleh wisatawan luar? 



W :  Iya, cukup sering. Beberapa istilah atau ungkapan lokal itu sangat kaya 

makna, tapi kalau diterjemahkan secara langsung, terasa hambar atau 

bahkan bisa salah tafsir. Di sini kami harus cermat memilih padanan kata 

yang tidak hanya pas secara arti, tapi juga mampu menyampaikan nuansa 

yang dimaksud. 

P : Apakah sulit menjaga konsistensi gaya bahasa di seluruh isi brosur? 

W : Itu juga menjadi tantangan, terutama karena brosur biasanya dikerjakan oleh 

lebih dari satu orang. Gaya bahasa tiap orang tentu berbeda. Karena itu, 

kami selalu melakukan penyelarasan akhir agar tone dan gaya narasi tetap 

seragam dari awal sampai akhir. 

P : Apakah revisi kalimat bisa memengaruhi pesan inti? 

W :  Sangat bisa. Bahkan perubahan satu kata saja bisa membuat makna 

bergeser. Oleh karena itu, setiap kali kami melakukan revisi, kami selalu 

diskusi dulu untuk memastikan pesan inti tetap terjaga. Kami juga sering 

meminta pendapat dari beberapa orang sebelum naskah final disetujui. 

P :  Apakah Ibu terbuka untuk kolaborasi dengan penulis kreatif atau ahli 

bahasa untuk meningkatkan kualitas brosur? 

W :  Sangat terbuka. Saya bahkan berharap ke depan ada pelatihan khusus atau 

kerja sama dengan kampus, misalnya. Dengan bantuan penulis profesional 

atau ahli komunikasi, saya yakin kualitas promosi kita akan meningkat 

secara signifikan. Karena dalam dunia pariwisata modern, kekuatan narasi 

adalah aset yang tidak bisa diabaikan. 

 

 

 

 

 

 

 

 



 

 

B. Interview Result of Respondent 1&2 

Category 
Interview 

Questions 
Respondent 1 Respondent 2 Result 

Involveme

nt and Role 

in 

Brochure 

Developme

nt 

 

What are 

you 

involved in 

the 

preparation 

of 

promotiona

l brochures 

for tourism 

in North 

Nias? If so, 

to what 

extent are 

you 

involved? 

 

Yes, I am quite 

involved, especially 

since my job also 

involves 

interdepartmental 

coordination, 

including 

promotion. I 

usually participate 

from the early 

stages of concept 

discussions, such as 

the theme to be 

raised, the target 

market 

segmentation, to 

the final review of 

the brochure 

content. I am not 

the actual writer, 

but I am involved 

in providing 

guidance on how 

the content should 

be packaged, both 

in terms of 

language and the 

nuances to be 

As a tourism 

analyst, one of my 

responsibilities is to 

compile material 

that can describe 

the tourism 

potential of a 

region in an 

interesting and 

targeted manner. 

When compiling 

brochures, I usually 

provide input on 

the content, both in 

terms of supporting 

data and from a 

narrative 

perspective. I do 

not write the entire 

brochure myself, 

but I collaborate 

with the creative 

team to ensure that 

the information 

presented is 

accurate, engaging, 

and aligned with 

the character of the 

Respondent

s stated that 

they were 

quite 

involved in 

the process 

of 

preparing 

tourism 

promotiona

l brochures, 

especially 

in terms of 

coordinatio

n, 

providing 

content 

direction, 

and final 

review. 

Although 

they did not 

write the 

content of 

the 

brochures 

themselves, 

they played 



conveyed. destination we aim 

to highlight. 

an 

important 

role in 

ensuring 

that the 

information 

presented 

was 

accurate, 

interesting, 

and in line 

with the 

character of 

the 

destination, 

by 

providing 

input on the 

concept, 

language, 

narrative, 

and 

supporting 

data. 

Use of 

Persuasive 

Sentences 

 

Does the 

North Nias 

Island 

tourism 

brochure 

use 

persuasive 

language? 

 

Yes, the North Nias 

tourism brochure 

uses persuasive 

language to 

promote tourism 

and culture in 

North Nias. 

 

Of course, 

persuasive 

sentences are one 

of the key elements 

in our tourism 

brochures. The 

main purpose of the 

brochure is not only 

to provide factual 

information, but 

also to arouse the 

The North 

Nias 

tourism 

brochure 

uses 

persuasive 

language as 

an 

important 

element to 

not only 



interest and 

emotions of readers 

so that they are 

interested in 

visiting. Yes, the 

North Nias tourism 

brochure uses 

persuasive 

sentences to 

promote tourism 

and culture in 

North Nias. 

conveys 

information

, but also to 

arouse the 

interest and 

emotions of 

readers so 

that they 

are 

interested 

in visiting. 

 

In your 

opinion, 

how 

important is 

the use of 

persuasive 

sentences 

in tourism 

promotion 

brochures? 

 

If I may say so, that 

is a non-negotiable 

element. Brochures 

are not only a 

medium of 

information, but 

also a tool for 

persuasion. We 

want to make 

people curious, 

excited, and eager 

to experience 

firsthand what they 

see in the brochure. 

This is where 

persuasive 

sentences play a 

very important role. 

In your opinion, 

how important is 

the use of 

persuasive 

sentences in 

Its role is very 

significant; 

persuasive 

sentences can 

differentiate 

between content 

that is merely 

informative and 

content that is 

inspiring. In 

tourism promotion, 

we want to spark 

the imagination and 

curiosity. For 

example, when 

someone reads a 

brochure and sees a 

sentence like “Let's 

Travel North Nias,” 

it can arouse 

curiosity. 

The use of 

persuasive 

sentences 

in tourism 

brochures 

is very 

important 

and cannot 

be ignored. 

Persuasive 

sentences 

serve to 

persuade, 

arouse 

curiosity, 

spark the 

imagination

, and stir 

the 

emotions of 

readers, 

encouragin

g them to 



tourism promotion 

brochures? 

experience 

the tourism 

offerings 

firsthand. 

Based on 

your 

experience, 

what type 

of 

persuasive 

sentences 

are most 

often used 

in tourism 

brochures? 

 

We most often use 

invitations that are 

to the point or short 

but resonate with 

readers. An 

example is the 

phrase “Let's 

Travel North Nias.” 

Phrases like this 

combine an 

invitation with an 

emotional touch, so 

that readers feel 

curious and 

connected on an 

emotional level. 

 

My team and I tend 

to choose sentences 

that have emotional 

power and are 

visual in nature. 

For example, 

sentences that 

describe an 

atmosphere or 

experience, rather 

than just 

mentioning a place. 

An example would 

be a beach that 

blends in with 

nature. Sentences 

like this paint a 

picture of the 

atmosphere and 

create an emotional 

connection between 

the reader and the 

destination. 

The most 

frequently 

used 

sentences 

in North 

Nias 

tourism 

brochures 

are short 

but 

emotionally 

appealing 

invitations. 

They 

choose 

sentences 

that not 

only invite 

readers but 

also build 

an 

emotional 

connection 

with them 

through the 

visualizatio

n of 

atmosphere 

and 

experiences

, rather than 



simply 

mentioning 

place 

names. 

These 

sentences 

are 

designed to 

arouse 

readers' 

curiosity 

and 

imagination 

about the 

destination. 

Can you 

give an 

example of 

a 

persuasive 

sentence 

used in a 

brochure? 

 

One example of a 

persuasive sentence 

we have used is 

“White sand that 

pleases the eye.” 

We created this 

sentence to give the 

impression that 

nature here has a 

soul that wants to 

welcome and tell 

stories. Can you 

give an example of 

a persuasive 

sentence used in a 

brochure? 

One example we 

have used that 

received a fairly 

good response is: 

“Feel the 

irreplaceable 

tranquility behind 

the quiet cliffs of 

North Nias.” We 

chose this sentence 

because it contains 

emotional and 

touching elements 

and provides a 

distinctive image of 

the uniqueness of 

North Nias as a 

tourist destination. 

The 

persuasive 

sentences 

used in 

North Nias 

are 

emotional 

and 

describe the 

beauty of 

nature in 

depth, such 

as “White 

sand that 

pleases the 

eye” and 

“Feel the 

irreplaceabl

e 

tranquility 



behind the 

quiet cliffs 

of North 

Nias.” 

Word and 

Language 

Selection 

Strategy 

 

What is the 

strategy for 

choosing 

words in 

brochure 

creation to 

make it 

more 

appealing 

to tourists? 

 

The strategy is 

actually simple, but 

it requires careful 

consideration. We 

try to choose words 

that are not only 

beautiful, but also 

have the power to 

spark the 

imagination. What 

is the strategy for 

choosing words in 

brochure creation 

to make them more 

appealing to 

tourists? 

 

I usually start by 

imagining who our 

readers are. Are 

they local tourists, 

domestic tourists 

from outside 

Sumatra, or even 

foreign tourists? 

After that, we 

choose words that 

are simple but 

powerful in 

meaning. I often 

use words such as 

pamper, tempt, or 

invite because they 

create an emotional 

connection. In 

addition, I also 

avoid overly 

technical terms so 

that the brochure 

remains easy to 

understand for all 

audiences. 

The 

strategy for 

writing 

persuasive 

sentences 

in tourism 

brochures 

is simple 

but careful. 

They 

consider 

the reader 

profile first, 

then choose 

words that 

are 

beautiful, 

powerful in 

meaning, 

and capable 

of sparking 

the 

imagination 

and 

emotional 

connection, 

such as 

“pampering

” or 



“inviting.” 

Technical 

terms are 

avoided so 

that the 

language in 

the 

brochure 

remains 

easy to 

understand 

for all 

audiences. 

Understand

ing 

Linguistic 

Elements 

 

Did you 

know that 

persuasive 

sentences 

contain 

linguistic 

elements 

such as 

imperatives

, modifiers, 

pronouns, 

repetition, 

assonance, 

hyperbole, 

metaphor, 

personificat

ion, and 

synecdoche

? 

 

 

Yes, I have heard 

those terms, 

especially metaphor 

and personification. 

We don't use them 

technically in the 

brochure creation 

process, but in 

practice, we often 

use those elements. 

For example, when 

we write that the 

sea welcomes 

tourists with a 

smile that is 

actually a form of 

personification. 

The goal is indeed 

to create an 

emotional 

atmosphere, not 

just provide 

Formally, I may not 

be familiar with all 

the terms, but in 

practice we use 

them quite often. 

For example, I like 

the use of 

personification 

because it can make 

nature seem alive 

and speak to the 

reader. Like when 

we wrote, “The sea 

in North Nias 

welcomes you with 

the soft whisper of 

the evening 

breeze.” That is 

indirectly 

personification. So 

even though I don't 

always use the 

Respondent

s 

acknowled

ged that 

although 

they did not 

technically 

use terms 

such as 

metaphor 

and 

personificat

ion when 

creating 

brochures, 

these 

elements 

were often 

used in 

practice. 

Even 

though they 



information. So 

even though we 

don’t use linguistic 

terms in detail, the 

approach is already 

heading in that 

direction. 

technical terms, I 

understand their 

effect in creating a 

more engaging 

narrative. 

did not 

formally 

master 

linguistic 

terms, 

respondents 

understood 

and utilized 

these 

stylistic 

effects to 

create more 

interesting 

narratives. 

If linguistic 

elements 

such as 

metaphors 

or 

personificat

ion prove 

effective, 

will the 

agency 

consider 

deepening 

its 

understandi

ng of these 

techniques? 

 

Definitely, and we 

are open to it. In 

fact, I think this is 

an opportunity to 

improve the quality 

of our promotions. 

So far, we have 

relied heavily on 

instinct and field 

experience, but if 

there is a linguistic 

approach that can 

support sharper and 

more effective 

results, we will 

certainly consider 

it. This could be 

material for future 

evaluation and 

human resource 

development. 

I strongly agree. I 

think it's time we 

improved the 

quality of our 

narratives through a 

more scientific and 

technical approach. 

So far, we have 

relied heavily on 

field experience, 

but if we can 

combine that with 

the right linguistic 

theory, the results 

will surely be more 

optimal. This could 

be part of internal 

training or 

collaboration with 

academics. 

 

Respondent

s were very 

open and 

supportive 

of the use 

of a 

linguistic 

approach in 

the 

preparation 

of tourism 

brochures. 

They saw it 

as an 

opportunity 

to improve 

the quality 

of 

promotion, 

which had 

previously 



been based 

more on 

instinct and 

field 

experience. 

A scientific 

and 

technical 

approach 

was 

considered 

to 

strengthen 

the 

effectivene

ss of the 

narrative, 

as well as 

providing 

material for 

evaluation 

and human 

resource 

developme

nt through 

training or 

collaboratio

n with 

academics. 



Are there 

any specific 

linguistic 

elements 

that are 

frequently 

used, such 

as 

imperatives

, modifiers, 

pronouns, 

repetition, 

assonance, 

hyperbole, 

metaphor, 

personificat

ion, and 

synecdoche

, in the 

creation of 

brochures 

in North 

Nias? 

 

 

 

 

Of course. But if I 

may speak from a 

narrative 

perspective, we 

often use a style 

that subtly leans 

toward 

personification. For 

example, beaches 

that are pleasing to 

the eye, the rustling 

of the wind, and so 

on. We want to 

convey that the 

land and culture of 

North Nias have a 

soul that can touch 

the hearts of 

readers. 

 

We most often use 

personification, as 

it is the easiest way 

to convey emotion 

without using many 

words. Sometimes I 

also use repetition 

to emphasize a 

message. For 

example, come, 

see, and feel. This 

is a form of 

invitation that 

directs readers to 

not only read, but 

also imagine and 

ultimately become 

interested. 

 

In tourism 

brochures, 

they often 

use stylistic 

devices 

such as 

personificat

ion to 

describe the 

nature and 

culture of 

North Nias 

as if it had 

a soul that 

touches the 

emotions of 

readers. 

Personificat

ion is 

chosen 

because it 

effectively 

conveys 

feelings in 

a concise 

yet 

powerful 

way. In 

addition, 

they also 

use 

repetition, 

such as 

“come, see, 

feel,” to 



reinforce 

the 

message 

and build 

an 

invitation 

that 

stimulates 

the 

imagination 

and interest 

of readers. 

How 

important is 

it to 

understand 

linguistic 

elements 

when 

crafting 

persuasive 

sentences 

for tourism 

promotion? 

 

I think it's very 

important, because 

linguistic elements 

are like a bridge 

between 

information and 

emotion. If we only 

convey facts, the 

brochure will feel 

flat. But if we know 

how to wrap those 

facts in lively and 

evocative language, 

the message will be 

easier to accept and 

remember. I think 

this kind of 

understanding is 

very helpful for the 

promotion team in 

creating a stronger 

narrative. 

Based on our 

experience, 

understanding 

linguistic elements 

is very important in 

creating persuasive 

sentences for 

tourism promotion, 

because persuasive 

sentences not only 

convey 

information, but 

also persuade 

readers to be 

interested in 

visiting a place. 

 

Understand

ing 

linguistic 

elements is 

very 

important 

in creating 

persuasive 

sentences 

for tourism 

promotion. 

Linguistic 

elements 

serve as a 

bridge 

between 

information 

and 

emotion, 

enabling 

facts to be 

conveyed 

in lively 



and 

evocative 

language. 

As a result, 

the 

message in 

the 

brochure 

becomes 

easier to 

accept, 

remember, 

and 

effective in 

persuading 

readers to 

visit the 

tourist 

destination. 

Language 

Considerati

ons in 

Team 

 

Does the 

team at the 

agency 

consider 

linguistic 

elements 

such as 

style or 

sentence 

structure 

when 

compiling 

brochures? 

 

Of course, even 

though we don't 

always use 

academic terms, we 

do consider style. 

In team 

discussions, we 

often talk about 

how these words 

feel, whether they 

are too technical or 

not engaging 

enough. Sentence 

structure and word 

choice are very 

important, because 

Yes, teams in 

government 

agencies usually 

consider linguistic 

elements such as 

style and sentence 

structure when 

compiling 

brochures. This is 

important so that 

the information 

conveyed can 

attract readers' 

attention, be easy to 

understand, and 

effectively convey 

Their team 

actively 

considers 

linguistic 

elements 

such as 

style and 

sentence 

structure 

when 

designing 

brochures. 

This is 

done to 

ensure that 

the 



they greatly affect 

the impression 

readers get. 

 

the promotional 

message. The 

language style used 

is typically tailored 

to the brochure's 

purpose and target 

audience, such as 

using persuasive 

and engaging 

language to attract 

tourists. Sentence 

structure is also 

designed to be 

concise, clear, and 

flow smoothly, 

ensuring that the 

message being 

conveyed does not 

confuse the reader. 

information 

conveyed is 

interesting, 

easy to 

understand, 

and 

effective in 

delivering 

the 

promotiona

l message. 

The style is 

tailored to 

the purpose 

and target 

audience of 

the 

brochure, 

while the 

sentence 

structure is 

designed to 

be concise, 

clear, and 

flow well 

to create a 

strong 

impression 

on the 

reader. 

Challenges 

and 

Difficulties 

in 

Compilatio

In the 

process of 

compiling 

sentences, 

has the 

Of course, the 

challenge is to 

convey cultural 

values or emotional 

atmosphere in short 

Yes, in the process 

of sentence 

construction, we at 

the North Nias 

Tourism Office 

The main 

challenge 

in creating 

brochures 

is crafting 



n North Nias 

Tourism 

Office ever 

encountere

d any 

particular 

difficulties? 

but evocative 

sentences. It is not 

easy to string words 

together to make 

them feel alive, 

especially with 

limited space.  

have encountered 

several difficulties, 

particularly in 

translating the 

uniqueness of 

culture and natural 

beauty into concise 

yet engaging and 

persuasive 

sentences. We also 

faced challenges in 

using English, as 

not all staff 

members have a 

strong language 

background. 

Additionally, there 

were difficulties in 

crafting sentences 

that align with the 

target audience of 

international 

tourists, ensuring 

the information is 

not only clear but 

also captivating.

  

concise yet 

compelling 

sentences 

that 

effectively 

convey 

cultural 

values and 

emotions. 

Difficulties 

also arise in 

using 

English, 

particularly 

in crafting 

sentences 

that are 

both 

appealing 

and suitable 

for 

internationa

l tourists, 

given the 

limited 

language 

background

s among 

staff 

members. 

What are 

the most 

common 

difficulties 

encountere

Maintaining a 

balance between 

informative and 

persuasive. If it is 

too informative, it 

The most common 

difficulty when 

composing 

persuasive 

sentences is the 

The main 

challenge 

in crafting 

persuasive 

sentences is 



d when 

composing 

persuasive 

sentences? 

becomes rigid. If it 

is too political, 

readers may 

become confused. 

Therefore, we must 

carefully choose 

the style of 

language. 

difficulty in 

adapting the 

language to the 

cultural and 

linguistic 

background of 

potential tourists, 

especially when 

composing the 

English version. 

maintaining 

a balance 

between 

informative 

and 

persuasive 

elements, 

as well as 

adapting 

the 

language to 

the cultural 

background 

of potential 

tourists, 

especially 

in the 

English 

version. 

This 

requires 

careful 

considerati

on in 

choosing 

the 

language 

style to 

avoid being 

too rigid or 

confusing. 

Have you 

ever 

encountere

d 

Yes, because there 

are many local 

expressions that are 

rich in meaning but 

Quite often, 

because some local 

terms or 

expressions are 

Respondent

s revealed 

that they 

often 



difficulties 

in 

translating 

local 

cultural 

wealth into 

sentences 

that are 

easily 

understood 

by tourists 

from other 

regions or 

foreign 

countries? 

 

difficult to translate 

without losing their 

spirit. We 

sometimes use 

metaphors that can 

be understood 

generally. Have 

you ever 

encountered 

obstacles in 

translating the 

richness of local 

culture into 

sentences that are 

easily understood 

by tourists from 

outside the region 

or foreign 

countries? 

very rich in 

meaning, but when 

translated directly, 

they feel bland or 

can even be 

misinterpreted. 

Here, we must 

carefully choose 

words that not only 

fit the meaning, but 

also convey the 

intended nuance. 

 

encounter 

difficulties 

in 

translating 

local 

expressions 

that are rich 

in meaning, 

because 

direct 

translations 

often lose 

nuance or 

risk being 

misinterpre

ted. For this 

reason, 

they use 

metaphors 

or more 

common 

equivalents 

that are still 

able to 

convey the 

intended 

meaning 

and feeling. 

Is it 

difficult to 

maintain 

consistency 

in the style 

of language 

throughout 

Of course there is, 

because the 

brochure was 

created by several 

people, so 

sometimes the style 

is not consistent. 

Yes, maintaining 

consistency in 

language style 

throughout the 

brochure is one of 

the challenges we 

face. This is 

Respondent

s stated that 

maintaining 

consistency 

in language 

style within 

the 



the 

brochure? 

 

There needs to be 

coordination to 

ensure consistency 

in tone. This is 

especially true 

because we had 

difficulty 

coordinating all the 

elements of 

persuasive 

sentences to form a 

sentence that would 

leave a deep 

impression on 

readers.  

particularly the 

case because the 

content creation 

process often 

involves multiple 

people with 

different writing 

backgrounds. As a 

result, the language 

style between 

sections can 

become 

inconsistent.   

brochure is 

a challenge, 

especially 

since the 

content is 

compiled 

by multiple 

individuals 

with 

diverse 

writing 

background

s. This 

often leads 

to stylistic 

differences 

and 

difficulties 

in unifying 

persuasive 

sentence 

elements to 

create a 

cohesive 

and 

consistent 

impact. 

During the 

revision 

process, is 

it difficult 

to maintain 

the core 

message 

while 

Yes, it is quite 

difficult because 

changes in structure 

can alter meaning. 

We have to be very 

careful and involve 

a lot of input to 

ensure that the 

In the revision 

process, 

maintaining the 

core message is 

often a challenge, 

especially when we 

try to improve the 

sentence structure 

Revising 

sentences is 

challenging 

because 

changes in 

structure 

can alter 

meaning. 



improving 

the 

sentence 

structure? 

 

original meaning is 

preserved. 

to make it more 

concise or 

interesting. 

Sometimes, in an 

effort to create 

sentences that are 

easier to read or 

more in line with 

the promotional 

style, parts of the 

main message can 

inadvertently 

become less clear 

or even change in 

meaning. 

Therefore, 

the revision 

process is 

conducted 

with great 

care and 

involves 

extensive 

input to 

ensure that 

the core 

message 

remains 

intact even 

as 

sentences 

are 

restructured 

to be more 

concise and 

engaging. 

Resources 

and 

Expertise 

 

Does the 

agency 

have 

experts 

specializing 

in brochure 

writing? 

 

There are no 

dedicated 

professional 

writers. It is usually 

done by a team, 

involving staff and 

department heads. 

Therefore, the 

process is quite 

long and involves 

many revisions. 

Does the agency 

have experts 

dedicated to writing 

Not at the moment. 

Everything is still 

done by the internal 

team. My 

colleagues and I 

usually work 

together, giving 

each other 

feedback. As a 

result, the content 

creation process is 

quite long and often 

requires multiple 

revisions to achieve 

Respondent

s explained 

that, to 

date, there 

are no 

professiona

l writers 

specifically 

assigned to 

handle 

brochures. 

Content 

creation is 

still carried 



brochure copy? 

 

the best results. 

There are no 

dedicated 

professional 

writers. The work 

is usually done by a 

team, involving 

staff and 

department heads. 

As a result, the 

process is quite 

long and involves 

many revisions. 

Does the agency 

have experts 

dedicated to writing 

brochure copy 

out by an 

internal 

team 

consisting 

of staff and 

department 

heads, 

resulting in 

a lengthy 

process 

involving 

numerous 

revisions to 

achieve 

optimal 

results. 

 

Cooperatio

n and 

Developme

nt 

 

Have you 

ever 

collaborate

d with 

linguists or 

creative 

writers to 

help 

compile 

brochures?  

Not officially, but 

we have received 

input from local 

academics and 

cultural observers 

who have a good 

understanding of 

the narrative. In the 

future, we believe 

that collaborating 

with professional 

writers or 

communication 

experts could be 

very helpful in 

ensuring that the 

content we produce 

is more focused and 

So far, we have not 

specifically 

collaborated with 

language experts or 

creative writers in 

the preparation of 

tourism promotion 

brochures. 

Typically, brochure 

content is prepared 

internally by our 

team, who has a 

basic understanding 

of tourist 

destinations and 

promotion. 

However, we strive 

to use language that 

There has 

been no 

official 

collaboratio

n with 

language 

experts or 

professiona

l writers in 

the 

preparation 

of 

brochures. 

The content 

is still 

prepared 

internally, 

although 



has a stronger 

impact. This is part 

of our long-term 

plan to strengthen 

promotion based on 

the quality of the 

narrative.  

is engaging and 

easily understood 

by the general 

public, effectively 

attracting the 

interest of tourists.

  

we have 

received 

input from 

academics 

and cultural 

observers. 

In the 

future, they 

see great 

potential in 

collaboratin

g with 

communica

tion experts 

to 

strengthen 

the quality 

of the 

narrative as 

part of the 

long-term 

plan for 

tourism 

promotion. 

 If you are 

not yet 

familiar 

with the 

technical 

term 

linguistic 

elements, 

would you 

be willing 

to explore 

Of course, because 

the world of 

promotion is now 

increasingly 

competitive, and 

one of the keys is 

the power of 

language. So I am 

very open to any 

training or 

cooperation that 

We are very open 

to exploring new 

things that can 

support the 

effectiveness of 

tourism promotion, 

including linguistic 

elements. Although 

we are not yet very 

familiar with 

technical terms in 

Respondent

s are very 

open to 

training or 

collaboratio

n with 

linguistic 

experts to 

enhance the 

effectivene

ss of 



 

 

 

 

that 

possibility 

for future 

promotiona

l 

developme

nt?  

 

can enrich our 

understanding of 

persuasive 

language from a 

technical 

standpoint. We 

want our brochures 

to not only be 

visually appealing, 

but also strong in 

terms of narrative 

and emotion. 

 

linguistics, we 

recognize that word 

choice, language 

style, and sentence 

structure play a 

crucial role in 

capturing the 

attention of 

potential tourists. If 

there is an 

opportunity to 

collaborate with 

linguistic experts or 

receive training in 

this field, we would 

seriously consider 

it to enhance the 

quality of our 

promotional 

materials moving 

forward. 

tourism 

promotion. 

They 

recognize 

the 

importance 

of the 

power of 

language in 

creating 

brochures 

that are not 

only 

visually 

appealing 

but also 

strong in 

narrative 

and 

emotional 

impact, 

even 

though they 

are not yet 

fully 

familiar 

with 

technical 

linguistic 

terms. 
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Researcher used this brochure to analyse the content of the sentences within it. This brochure 

was published by the North Nias Tourism and Culture Office in 2024. 
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1 2 

Pathos The Charm of North Nias × × × × × × ×  × 

Call to 

Action 
Let’s Travel North Nias  × × × × × × × × 

2 2 

Logos 

To reach tourist destinations in 

the North Nias Regency area, 

visitors can take several routes, 

including air access by plane via 

Binaka Airport (Gunungsitoli 

City), followed by land 

transportation using motor 

vehicles. 

× × × × × × × × × 

Logos 

Other access is also available by 

sea, with docking at Lahewa 

Port, which can only be reached 

by small boats. 

× × × × × × × × × 

3 3 

Logos 

Turedawola Beach is located in 

Afulu Village, Afulu 

Subdistrict.  

× × × × × × × × × 

Logos 
This beach has high waves and 

can be used as a surfing spot. 
         

Logos 
There are inns or homestays 

around the beach. 
× × × × × × × × × 



4 2 

Logos 

Teluk siabang Mangrove is 

located in Sisarahili Village, 

Sawo Subdistrict. 

× × × × × × × × × 

Logos 

This tourist destination, which 

features a mangrove area of 

approximately 10 ha, is the first 

mangrove tourism site in the 

Nias Archipelago, particularly 

in North Nias. 

× × × × × × × × × 

5 3 

Logos 

Sawakete Beach is located in 

Afulu Village, Afulu 

Subdistrict.  

× × ×  × × × × × 

Pathos 

It is a natural coastal tourist 

destination featuring fresh 

natural water, blue sea water, 

and beautiful coral rocks. 

         

Pathos 
Its clear seawater makes tourists 

feel comfortable for swimming. 
× × × × × × × × × 

6 3 

Logos 

White Sand Beach is located in 

Lauru Fadoro Village, Afulu 

Subdistrict. 

× × × × × × × × × 

Pathos 
The stretch of white sand along 

the beach is a feast for the eyes. 
× × × × ×  × × × 

Pathos 
This beach is perfect for 

recreation with family. 
× × × × × × × × × 

7 4 

Logos 

Nisui'aro Cave is located in 

Fulolo Village, Alasa 

Subdistrict.  

× × × × × × × × × 

Logos 
It is one of the largest caves in 

North Nias. 
         

Logos 

This cave resembles a tunnel 

with two entrances about 70 

meters apart. 

× × × × × × × × × 

Logos 

The main chamber is 3 meters 

high and filled with large 

stalactites. 

× × × × × × × × × 

8 3 Logos 

Lafau Indah Beach is located in 

Siheneasi Village, Lahewa 

Subdistrict. 

× × × × × × × × × 



Logos 

The long coastline allows 

tourists to take walks or capture 

selfies and wefies. 

× × × × × × × × × 

Pathos  

From a distance, tourists can 

also enjoy the view of small 

islands lined up side by side. 

× × ×  × × × × × 

9 3 

Logos 

Tureloto Beach is located in 

Boefadorotuho Village, Lahewa 

Subdistrict. 

× × × × × × × × × 

Logos 

The presence of coral reef 

formations surrounding the 

entire coastline makes the sea 

water at Tureloto Beach very 

calm. 

× × × × × × × × × 

Logos 

Uniquely, Tureloto Beach has a 

high salt content, giving visitors 

the sensation of floating, 

similar to the Dead Sea. 

× × × × × × ×  × 

10 2 

Logos 

Traditional House is located in 

Humene Siheneasi Village, 

Tugala Oyo Subdistrict. 

× × × × × × × × × 

Pathos 

The traditional houses are neatly 

lined up, still standing strong, 

and the local wisdom remains 

well preserved. 

× × × × × × × × × 

11 4 

Logos 

Luahandroi Waterfall is located 

in Fulolo Village, Alasa 

Subdistrict.  

× × × × × × × × × 

Logos 
It is the largest waterfall in 

North Nias. 
         

Pathos 
Its cool water makes tourists 

feel comfortable to swim. 
× × × × × × × × × 

Logos  

The waterfall consists of two 

levels with heights of 4 meters 

and 6 meters. 

× × × × × × × × × 

13 3 

Logos 

Red Sand Beach is located in 

Ombolata Afulu Village, Afulu 

Subdistrict. 

× × × × × × × × × 

Logos 
This beach is famous for its 

reddish-colored sand. 
× × × × × 

× 
× × × 



Pathos 
Sunset is the perfect time to 

capture photo moments. 
× × × × × 

× 
× × × 

14 3 

Logos 

Megoto Lake is located in 

Onanamolo Tumula Village, 

Alasa Subdistrict. 

× × × × × × × × × 

Logos 

This 250,000 m² lake is an ideal 

place for tourists seeking a truly 

natural atmosphere. 

× × × × × × × × × 

Pathos 

The gentle breeze, the shade 

of the trees, and the calm flow 

of water offer a soothing 

experience for the heart and 

mind. 

× × × × × × ×  × 

15 3 

Logos 

Asi Walo Beach is located in 

Teluk Bengkuang Village, Sawo 

Subdistrict. 

× × × × × × × × × 

Pathos 

It is famous for its clear blue 

sea, making it very comfortable 

for swimming, snorkeling, and 

diving. 

× × × × × × × × × 

Logos 

Its seabed is rich with colorful 

coral reefs, starfish, seaweed, 

and even lobsters. 

× × × × × × × × × 

 

 

 

 

 

 

 

 

 

 



Table of results of the analysis of the types and linguistic elements of 

persuasive sentences 
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Appendix 2 Dokumentasi Foto Penelitian 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Documentation 1. With tourism agency staff representing the head of the tourism agency as proof 

of permission to conduct research at the North Nias Tourism and Culture Agency on February 18, 

2025. 

. 

 



Documentation 2. After interviewing the first respondent, Mr. Meniato Telaumbanua, S.S., M.Sc, 

as the secretary of the tourism office, and accompanied by Mrs. Meilita Zebua, S.E, as the head of 

marketing, on February 24, 2025. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Documentation 3. Conducted an interview with the second respondent, Mrs. Novri Cahyani 

Zebua, S.Par, a tourism analyst, on March 17, 2025. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Appendix 3 Pengajuan Judul Penelitian 



 



Appendix 4 Abstrak Pengajuan Judul 









 



Appendix 5 SK Dosen Pembimbing 



Appendix 6 Riwayat Bimbingan Rancangan Proposal Penelitian 





Appendix 7 Lembar Persetujuan untuk diseminarkan 



Appendix 8 Berita Acara Seminar Rancangan Proposal Penelitian 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 



Appendix 9 Lembar Perbaikan Rancangan Proposal Penelitian 



 



Appendix 10 Lembar Persetujuan untuk diteliti 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Appendix 11 Surat Permohonan Izin Penelitian



Appendix 13  Surat Keterangan Telah Menyelesaikan Penelitian (dari lokus)



 Appendix 12 Surat Izin Penelitian (dari lokus penelitian) 



Appendix 14  Riwayat Bimbingan Skripsi



 



Appendix 15 Lembar persetujuam Ujian Skripsi



Appendix 16 Lembar Turnitin



Appendix 17 Surat Keterangan Lulus Matakuliah 



Appendix 18 Surat Permohonan Ujian Skripsi



Appendix 19 Lembar Kesediaan Menghadiri Ujian Skripsi





 



Appendix 20 Surat Penetapan Dosen Penguji



Appendix 21 Undangan Pelaksanaan Ujian Skripsi



Appendix 22 Berita Acara Ujian Skripsi



Appendix 23 Lembar Perbaikan Ujian Skripsi





 

 



Appendix 24 Biodata Penulis 

 

BIOGRAPHY 

 

Delan Septiani Hulu was born in Alasa on September 

13, 2003. She is the eldest of five siblings, the son of  

Mr. Hardin Hulu and Mrs. Senimawardi Harefa. His 

educational journey began at SDN 076689 Fulolo 

Alasa, graduating in 2015. Then, she continued her 

education at  SMP Negeri 1 Alasa, graduating in 2018. 

Then, she continued her education at  SMA Negeri 1 

Alasa, graduating in 2021. After graduating from high 

school, he continued her education at Nias University, enrolling in the English 

Language Education Program at the Faculty of Education and Educational 

Sciences. When she first entered the university, the institution was still named 

IKIP Gunungsitoli, but it has since been renamed Universityof Nias. 
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