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Abstract  

This research examines persuasive technique used in L’Oreal Paris Revitalift Online Advertisement 

and the modes of persuasion that applied on the advertisement. The research is based on a 

discriptive qualitative method, the researcher analyzed through describing and explaining data 

based on persuasive technique by Keraf. The advertisement is in the form of video taken from the 

official website of the product and youtube. The result of the study found that there were two 

techniques containing on the advertisement, such as Rationalization and Suggestion. 

Rationalization techniques use in this advertisement to shows some arguments to persuade to 

consumers, to make the consumers believe with the advertiser and the presenter, to make the 

advertisement is successful in the consumer’s circumstance. Then, the Suggestion technique which 

the use of this technique as the key in persuading the consumers, and make the consumers to grab 

the product fast. The researcher also found the modes of persuasion by Aristotale applied on the 

advertisement such as, personal character of the speaker this is will succeed if the consumers know 

the speakers. Then, the evidence applied in the advertisement to showing this advertisement is 

surely true and make successful in persuading consumers. 

Key words: Persuasive, Advertisement, L’Oreal Paris Revitalift 

 

INTRODUCTION  

Persuasion is taken from Latin “persuasion” means “to persuade” (Lubis et al., 2019), 

(Fitrianto et al., 2020), (LIA FEBRIA LINA, 2019), (Kuswoyo & Siregar, 2019), (nofianti, 

2020). It is defined as a process of communication between speaker and listeners 

(Kusniyati, 2016), (Tiono & Sylvia, 2004), (Lorandel et al., 2016), (Hidayati et al., 2020), 

(Febriantini et al., 2021). Persuasion in communication needs stimuli from speaker to get 

response from the listeners (Suprayogi & Novanti, 2021), (Suprayogi et al., 2021), 

(Kurniawan et al., 2019), (Apriyanti & Ayu, 2020), (Qodriani, 2021). In addition 

persuasion as an art of verbal with the intention to assure someone to do something 

appropriate with the speaker’s purpose for this moment or the present time (Keith et al., 

1974), (Kiswardhani & Ayu, 2021), (Kuswoyo et al., 2020), (Istiani & Puspita, 2020), 

(Oktavia & Suprayogi, 2021). Persuasion as verbal communication that attempts to bring 

voluntary change in judgment so that readers or listeners will accept a belief they did not 

hold before (Novawan et al., 2020), (Pradana & Suprayogi, 2021), (Hamzah et al., n.d.), 

(Sartika & Pranoto, 2021), (Pustika, 2021). Therefore, we can conclude that persuasion is a 

communication process to persuade others using stimuli to get the response from listeners. 

Furthermore, persuasion needs language for communication because the purpose in 

persuasion is to persuade others to interpret and follow the message. Moreover, persuasion 

is called as a part of Discourse Analysis, and Discourse Analysis concerned with the 

language used for communication and how addressee worked in linguistic message in 

order to interpret them (Gilian & George, 1983). 
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One of the areas that use persuasive technique is advertising. Advertising is a form of 

communication intended to persuade audiences or viewers to take some action. It usually 

includes the name of a product or service, how that product or service could benefit the 

consumers and to persuade potential consumers to purchase or to consume the particular 

brand. In addition, advertisement needs a certain language to attract the consumer’s 

attention. The language that is used to send an advertisement should be suitable with the 

consumers. 

Nowadays, Internet becomes the first choice to entertain people because internet has 

become lifestyle for people to get more information easier and also more interesting than 

other mass media. The huge usage of internet and its interest make the media become 

communication in the society more strategies than other mass media for advertisers to 

advertise their product. Internet can be a media of communication in transferring the 

advertiser’s message to the consumer’s, so the message of advertisement must be in correct 

articulation and the most important thing is to use clear and short utterance. Therefore, it is 

a must for the advertiser to choose the right words. The choice of word should be correct 

and have persuasive power to influence the consumer’s mind. It means that the language 

use in advertisement should be clear, brief and avoid ambiguity. 

The topic is choosen because it intends to investigate about the types of persuasive 

technique and modes persuasions are used in advertisement. Furthermore, starting from the 

reason that persuasive technique is very important in daily life, especially in advertisement 

area. This research focused on persuasive techniques and how modes persuasion that can 

be applied in L’Oreal Cosmetic Advertisement especially New L’Oreal Paris Revitalift 

Crystal Micro-Essence advertisement. 

LITERATURE REVIEW  

Critical discourse is methodology that enables a vigorous assessment what is mean 

language is used to describe and explain (Eklesia & Rido, 2020), (Ivana & Suprayogi, 

2020), (Evayani & Rido, 2019), (Woro Kasih et al., 2019). So, in critical discourse analysis, 

discourse analysis is not viewed only as a language study (Nadya et al., 2021), (Sari, 2015), 

(Suprayogi, 2021), (Kuswoyo, 2016), (Sari & Wahyudin, 2019). Language is analyzed not 

only from the perspective of language aspects, but also need to have the trust context 

(Keanu, 2018), (Apriyanti & Ayu, 2020), (Nurmala Sari & Aminatun, 2021), (Diharjo et 

al., 2020), (Keith et al., 1974). 

Advertisement is seen as media discourse as they involve language and social processes 

(Nuraziza et al., 2021), (Nugraha et al., 2021), (Lina & Permatasari, 2020), (Juliarti et al., 

2021), (Schrape, 2018), (Megawaty & Setiawan, 2017). The sense that discourse is an 

important form old social practice which both reproduces and changes knowledge, 

identities, and social relations including power relations, and the same modern technology 

is also shaped by other social practices and structures (Tarik Rashid, B. Q. Huang, 2006), 

(Ambarwari et al., 2020), (Pratiwi & Ayu, 2020), (Erya & Pustika, 2021), (Huang & Fitri, 

2019).  Hence furlough’s framework is used to show the link between the nature of social 

practice and properties of language “texts” (Heaverly & EWK, 2020), (Syambas et al., 

2018), (Putra et al., 2019), (Kurniawan et al., 2019), (Kuswoyo et al., 2020). Beauty 

product advertisement in English Language will be the analyzed the products (Sedyastuti et 

al., 2021), (Adiyanto & Febrianto, 2020), (Aldino & Ulfa, 2021), (Damayanti et al., 2019). 

 

METHOD  
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A descriptive qualitative method used in this study. The data were focused on the speech 

and uttrances through L’Oreal Cosmetic advertisement. The researcher collected her data 

in the form of word. Thomas states, “qualitative research is multi –method in focus, 

involving an interpret phenomena in terms of meanings people bring to them. From the 

statement above, that qualitative research has many approached that focused in the subject 

naturalistically. In the same way, qualitative research was the study to describe the 

phenomena that happens in terms of the people. The data of this research is the spoken text 

from the online advertisement of L’Oreal Paris Revitalift Essence. This advertisement is in 

the form of video that taken from the official website of the brand and official youtube 

channel of the brand. 

 

RESULTS AND DISCUSSION  

 

In this part, the researcher presents the data along with the analysis of the data and 

description of the findings. The data are acquired from transcription of the video. In order 

to make an easier discussion, the researcher number the model in the appendix based on 

the sentence that are analyzed. 

The advertisement of New L’Oreal Paris Revitalift Crystal Micro-essence: 

(1) When you go beyond the surface, that’s when so much more can happen. 

(2) New L’Oreal Paris Crystal. 

(3) A lightweight micro-essence with brightening salicylic acid. 

(4) Its water like texture goes 10 layers deep to reveal crystal clear skin. 

(5) Day after day, my skin looks brighter and clear, like crystal. 

(6) New L’Oreal Paris Crystal Micro-Essence, now it’s crystal clear. 

(7) You’re worth it. 

 

Based on the advertisement above, L’Oreal is huge and well-known brand cosmetics. It is a 

product beauty cosmetic from Paris. This advertisement shows a product from L’Oreal is 

Essence. New L’Oreal Paris Revitalift is the world’s number one skincare brand for anti-

aging and they are excellent at persuasive commercial on television and online. L’Oreal is 

famous for their celebrity brand ambassadors who share the tagline “You’re Worth It”. It 

makes consumers love it and L’Oreal beauty product are insanely popular around the 

world. 

 

In this Revitalift advertisement from 2020, they have Aditi Rao Hydari as the presenter on 

the advertisement. The advertiser purpose in using Aditi Rao Hydari is to persuade 

consumers easily. This is the way to catch the consumer’s attention and their interest with 

the product. She is known as multi-talent actress, she known as the famous singer, actor, 

and dancer. Besides, her multi-talent on entertainment industry the other reasons using 

Aditi is because her ability speaking in English. As we know Aditi Rao Hydari is not 

American or Britain, she comes from Hindi. She made her on-screen debut with 

Malayalam film in 2006. Since that time, she became Indian film actress and singer who 

have good ability to speak foreign language, especially English. 

 

In L’Oreal Revitalift advertisement Aditi able to uses persuasive language. She catches the 

consumers’ attention and makes the consumers think really need the product. She also 
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gives some evidences to strengthen her statement and reveals why she uses persuasive 

language advertisement in using the way to persuade consumers. 

 

To make the consumers accept that they need the product, there is statement “When you go 

beyond the surface, that’s when so much more can happen.”(1) And continue with the 

statement mentioning the product “New L’Oreal Paris Revitalift Crystal Micro-Essence.” 

(2) By showing these sentences to the consumer, the consumers will be persuaded with this 

language. They will think that by using this product they will not try the other products 

which do not have any proof to make your skin brighter and clear like crystal, by using this 

product you get more effort rather using the other product. The sentence (3) “A lightweight 

micro-essence with brightening salicylic acid.” is assumed by the advertiser that the 

consumer will need this ingredient which can help to remove dead skin cells, accelerates 

skin renewal and improve skin texture. Thus, the advertiser mentions this ingredient which 

purpose that all women who is need their skin care routine for helping them in brightening 

and renew their skin, they need this ingredient in their skin care routine. The sentence (7) 

“You’re worth it” is also a proof that all women in the world is so worth it with their own 

beauty. 

 

The type of persuasive can be seen in this advertisement. The rationalization technique 

which is used by advertiser can be seen from statement (4) “Its water-like texture goes to 

10 layers deep to reveal crystal clear skin.” By this sentence, consumers will know that 

there is a new product from L’Oreal which can go deeper on your skin until 10 layers of 

your skin different with other product essence, this statement sign of the maximal 

absorption of the product through the skin and make the skin brighter and clearer. The 

advertiser should pay attention with this technique because if the advertiser does not know 

about the consumer’s condition, thus this advertisement will get success in the consumer’s 

circumstances. 

The sentence (5) “Day after day, my skin looks brighter and clear.” (6) “New L’Oreal Paris 

Crystal Micro-Essence, now it’s crystal clear.” is assumed the advertiser can suggest the 

consumer, because from this sentence consumers will think again and again, because they 

idol is using the product and have a crystal clear skin, so they will buy it and use it. 

CONCLUSION  

The researcher concludes that the finding of this research is the technique of persuasion in 

advertisement. The researcher found several types of technique persuasion that used in this 

research, there were Rationalization and Suggestion. The other techniques to persuade the 

consumers are also depend on the intended meaning of using modes persuasion, they are 

the personal character of the presenter and the advertiser should give evidences. 

 

The persuasive languages used to justify the product’s quality are clear, simple, 

informative, and conclusive. It makes the consumers interested in the product. In addition, 

the justification is used to control the consumer’ emotion; it is hopefully that they can be 

persuaded rationally after receiving the argument. 

REFERENCES 

 

Adiyanto, A., & Febrianto, R. (2020). Authentication Of Transaction Process In E-

marketplace Based On Blockchain technology. Aptisi Transactions On 



  Komunikata 

  Volume 2 (4), 2022 

5 Komunikata 

jurnal.teknokrat.ac.id/index.php/Ahttp://jur

nal.teknokrat.ac.id/index.php/AEJ 

http://jurnal.teknokrat.ac.id/index.php/AE

Technopreneurship (ATT), 2(1), 68–74. https://doi.org/10.34306/att.v2i1.71 

Aldino, A. A., & Ulfa, M. (2021). Optimization of Lampung Batik Production Using the 

Simplex Method. BAREKENG: Jurnal Ilmu Matematika Dan Terapan, 15(2), 297–

304. https://doi.org/10.30598/barekengvol15iss2pp297-304 

Ambarwari, A., Adria, Q. J., Herdiyeni, Y., & Hermadi, I. (2020). Plant species 

identification based on leaf venation features using SVM. Telkomnika, 18(2), 726–

732. 

Apriyanti, D., & Ayu, M. (2020). Think-Pair-Share: Engaging Students in Speaking 

Activities in Classroom. Journal of English Language Teaching and Learning, 1(1), 

13–19. https://doi.org/10.33365/jeltl.v1i1.246 

Damayanti, Warsito, Meilinda, Manurung, P., & Sembiring, S. (2019). E-crm Information 

System for Tapis Lampung SMEs. Journal of Physics: Conference Series, 1338(1). 

https://doi.org/10.1088/1742-6596/1338/1/012051 

Diharjo, W., Sani, D. A., & Arif, M. F. (2020). Game Edukasi Bahasa Indonesia 

Menggunakan Metode Fisher Yates Shuffle Pada Genre Puzzle Game. Journal of 

Information Technology, 5(2), 23–35. 

Eklesia, G., & Rido, A. (2020). Representation of People with HIV/AIDS in The Jakarta 

Post and Jakarta Globe: A Critical Discourse Analysis. TEKNOSASTIK, 18(2), 120–

133. 

Erya, W. I., & Pustika, R. (2021). THE USE OF DESCRIBING PICTURE STRATEGY 

TO IMPROVE SECONDARY STUDENTS’SPEAKING SKILL. Journal of English 

Language Teaching and Learning, 2(1), 51–56. 

Evayani, W., & Rido, A. (2019). Representation of Social Actors in Sexual Violence Issue 

in The New York Times and The Jakarta Post Newspapers: A Critical Discourse 

Analysis. Teknosastik, 17(2), 43–55. 

Febriantini, W. A., Fitriati, R., & Oktaviani, L. (2021). AN ANALYSIS OF VERBAL 

AND NON-VERBAL COMMUNICATION IN AUTISTIC CHILDREN. Journal of 

Research on Language Education, 2(1), 53–56. 

Fitrianto, E. M., . N., & . I. (2020). Brand Ambassador Performance and the Effect to 

Consumer Decision Using VisCAP Model on Online Marketplace in Indonesia. 

Sriwijaya International Journal of Dynamic Economics and Business, 4(1), 21. 

https://doi.org/10.29259/sijdeb.v4i1.21-30 

Hamzah, I., Yufrizal, H., Simbolon, R., & Hasan, H. (n.d.). Implementation of debate 

technique in teaching speaking at the second grade of sma yp unila bandar lampung. 

Heaverly, A., & EWK, E. N. (2020). Jane Austen’s View on the Industrial Revolution in 

Pride and Prejudice. Linguistics and Literature Journal, 1(1), 1–6. 

https://doi.org/10.33365/llj.v1i1.216 

Hidayati, Abidin, Z., & Ansari, B. I. (2020). Improving students’ mathematical 

communication skills and learning interest through problem based learning model. 

Journal of Physics: Conference Series, 1460(1). https://doi.org/10.1088/1742-

6596/1460/1/012047 

Huang, X., & Fitri, A. (2019). Influence scope of local loss for pipe flow in plane sudden 

expansions Influence scope of local loss for pipe flow in plane sudden expansions. 

https://doi.org/10.1088/1755-1315/365/1/012056 

Istiani, R., & Puspita, D. (2020). Interactional Metadiscourse used in Bloomberg 

International Debate. Linguistics and Literature Journal, 1(1), 13–20. 

Ivana, P. S. I., & Suprayogi, S. (2020). THE REPRESENTATION OF IRAN AND 

UNITED STATES IN DONALD TRUMP’S SPEECH: A CRITICAL DISCOURSE 

ANALYSIS. Linguistics and Literature Journal, 1(2), 40–45. 



  Komunikata 

  Volume 2 (4), 2022 

6 Komunikata 

jurnal.teknokrat.ac.id/index.php/Ahttp://jur

nal.teknokrat.ac.id/index.php/AEJ 

http://jurnal.teknokrat.ac.id/index.php/AE

Juliarti, H., Nugraha, C. D., Sensuse, D. I., & Suryono, R. R. (2021). Internal Social Media 

Acceptance in Government Organizations. 2021 International Conference on 

Computer Science, Information Technology, and Electrical Engineering (ICOMITEE), 

133–140. 

Keanu, A. (2018). Narrative Structure of the Minds of Billy Milligan Novel and Split Film. 

2nd English Language and Literature International Conference (ELLiC), 2, 440–444. 

Keith, L. T., Tornatzky, L. G., & Pettigrew, L. E. (1974). An analysis of verbal and 

nonverbal classroom teaching behaviors. Journal of Experimental Education, 42(4), 

30–38. https://doi.org/10.1080/00220973.1974.11011490 

Kiswardhani, A. M., & Ayu, M. (2021). MEMORIZATION STRATEGY DURING 

LEARNING PROCESS : STUDENTS ’ REVIEW. 2(2), 68–73. 

Kurniawan, D. E., Iqbal, M., Friadi, J., Borman, R. I., & Rinaldi, R. (2019). Smart 

monitoring temperature and humidity of the room server using raspberry pi and 

whatsapp notifications. Journal of Physics: Conference Series, 1351(1), 12006. 

Kusniyati, H. (2016). Culture is a way of life that developed and shared by a group of 

people , and inherited from one technology as a competitive sector that can added 

value to the business processes that run . The development of information and 

communication technology make. APLIKASI EDUKASI BUDAYA TOBA SAMOSIR 

BERBASIS ANDROID Harni, 9(1), 9–18. 

Kuswoyo, H. (2016). Thematic structure in Barack Obama’s press conference: A systemic 

functional grammar study. Advances in Language and Literary Studies, 7(2), 257–267. 

Kuswoyo, H., & Siregar, R. A. (2019). Interpersonal metadiscourse markers as persuasive 

strategies in oral business presentation. Lingua Cultura, 13(4), 297–304. 

Kuswoyo, H., Sujatna, E. T. S., Indrayani, L. M., & Rido, A. (2020). Theme Choice and 

Thematic Progression of Discussion Section in Engineering English Lectures. Asian 

EFL Journal, 27(4.6), 171–203. 

LIA FEBRIA LINA, B. P. (2019). KREDIBILITAS SELEBRITI MIKRO PADLIA FEBRIA 

LINA, B. P. (2019). KREDIBILITAS SELEBRITI MIKRO PADA NIAT BELI 

PRODUK DI MEDIA SOSIAL. 1(2), 41–50.A NIAT BELI PRODUK DI MEDIA 

SOSIAL. 1(2), 41–50. 

Lina, L. F., & Permatasari, B. (2020). Social Media Capabilities dalam Adopsi MediLina, 

L. F., & Permatasari, B. (2020). Social Media Capabilities dalam Adopsi Media 

Sosial Guna Meningkatkan Kinerja UMKM. Jembatan. Jembatan : Jurnal Ilmiah 

Manajemen, 17(2), 227–238. https://doi.org/10.29259/jmbt.v17i2.12455 

Lorandel, J., Prévotet, J., & Hélard, M. (2016). Fast Power and Performance Evaluation of 

FPGA-Based Wireless Communication Systems. 4, 2005–2018. 

https://doi.org/10.1109/ACCESS.2016.2559781 

Lubis, M., Khairiansyah, A., Jafar Adrian, Q., & Almaarif, A. (2019). Exploring the User 

Engagement Factors in Computer Mediated Communication. Journal of Physics: 

Conference Series, 1235(1). https://doi.org/10.1088/1742-6596/1235/1/012040 

Megawaty, D. A., & Setiawan, E. (2017). Analisis Perbandingan Social Commerce. 11(1), 

1–4. 

Nadya, Z., Pustika, R., & Indonesia, U. T. (2021). THE IMPORTANCE OF FAMILY 

MOTIVATION FOR STUDENT TO STUDY ONLINE DURING THE COVID-19. 2(2), 

86–89. 

nofianti,  novita. (2020). Peran Trustworthiness , Attractiveness , Expertise Pada Minat 

Beli. Jurnal Universitas Muhammadiyah Jakarta, 1177. 

Novawan, A., Aisyiyah, S., Miqawati, A. H., Wijayanti, F., & Indrastana, N. S. (2020). 

Exploring the Teachers’ Perspective on Morality in an English as a Foreign Language 



  Komunikata 

  Volume 2 (4), 2022 

7 Komunikata 

jurnal.teknokrat.ac.id/index.php/Ahttp://jur

nal.teknokrat.ac.id/index.php/AEJ 

http://jurnal.teknokrat.ac.id/index.php/AE

Pedagogy. Journal of ELT Research: The Academic Journal of Studies in English 

Language Teaching and Learning, 5(1), 80–93. https://doi.org/10.22236/JER 

Nugraha, C. D., Juliarti, H., Sensuse, D. I., & Suryono, R. R. (2021). Enterprise Social 

Media to Support Collaboration and Knowledge Sharing in Organization. 2021 5th 

International Conference on Informatics and Computational Sciences (ICICoS), 165–

170. 

Nuraziza, N., Oktaviani, L., & Sari, F. M. (2021). EFL Learners’ Perceptions on ZOOM 

Application in the Online Classes. Jambura Journal of English Teaching and 

Literature, 2(1), 41–51. https://doi.org/10.37905/jetl.v2i1.7318 

Nurmala Sari, S., & Aminatun, D. (2021). Students’ Perception on the Use of English 

Movies to Improve Vocabulary Mastery. Journal of English Language Teaching and 

Learning, 2(1), 16–22. http://jim.teknokrat.ac.id/index.php/english-language-

teaching/index 

Oktavia, W. R., & Suprayogi, S. (2021). GRAMMATICAL COHESION IN BORIS 

JOHNSON’S SPEECH ENTITLED CORONAVIRUS SPREAD IN UK. Linguistics 

and Literature Journal, 2(1), 8–16. 

Pradana, F. A., & Suprayogi, S. (2021). CRITICAL DISCOURSE ANALYSIS ON 

CHINESE AND AMERICAN NEWS WEBSITES. 2(2), 84–92. 

Pratiwi, Z. F., & Ayu, M. (2020). THE USE OF DESCRIBING PICTURE STRATEGY 

TO IMPROVE SECONDARY STUDENTS’SPEAKING SKILL. Journal of English 

Language Teaching and Learning, 1(2), 38–43. 

Pustika, R. (2021). Academic Whatsapp group: Exploring students’ experiences in writing 

class. Indonesian EFL Journal, 7(1), 89–96. 

Putra, A. D., Ardiansyah, T., Latipah, D., & Hidayat, S. (2019). Data Extraction Using The 

Web Crawler As A Media For Information On The Popularity Of Lampung Province 

Tourism For The Development Of Rides And Abstract : 6(2). 

Qodriani, L. U. (2021). English interference in bahasa Indonesia: A phonology-to-

orthography case in Instagram caption. English Language and Literature 

International Conference (ELLiC) Proceedings, 3, 349–355. 

Sari, F. M. (2015). An Analysis of Classroom Interaction in the English Language 

Teaching Process (A Case Study at the Tenth Grade Students of Accelerated Class 1 

and Accelerated Class 3 of SMA Negeri 3 Surakarta). UNS (Sebelas Maret 

University). 

Sari, F. M., & Wahyudin, A. Y. (2019). Undergraduate students’ perceptions toward 

blended learning through instagram in english for business class. International 

Journal of Language Education, 3(1), 64–73. https://doi.org/10.26858/ijole.v1i1.7064 

Sartika, L. A., & Pranoto, B. E. (2021). Analysis of Humor in the Big Bang Theory By 

Using Relevance Theory : a Pragmatic Study. 2(1), 1–7. 

Schrape, J.-F. (2018). Social Media, Mass Media and the “Public Sphere”. Differentiation, 

Complementarity and Co-Existence. SSRN Electronic Journal. 

https://doi.org/10.2139/ssrn.2858891 

Sedyastuti, K., Suwarni, E., Rahadi, D. R., & Handayani, M. A. (2021). Human Resources 

Competency at Micro, Small and Medium Enterprises in Palembang Songket Industry. 

Proceedings of the 2nd Annual Conference on Social Science and Humanities 

(ANCOSH 2020), 542(Ancosh 2020), 248–251. 

https://doi.org/10.2991/assehr.k.210413.057 

Suprayogi, S. (2021). PRELIMINARY STUDY ON MAPPING CURRENT 

DOCUMENTATION AND REVITALIZATION MEASURES FOR LAMPUNGIC 

LANGUAGE. The 1st International Conference on Language Linguistic Literature 



  Komunikata 

  Volume 2 (4), 2022 

8 Komunikata 

jurnal.teknokrat.ac.id/index.php/Ahttp://jur

nal.teknokrat.ac.id/index.php/AEJ 

http://jurnal.teknokrat.ac.id/index.php/AE

and Education (ICLLLE). 

Suprayogi, S., & Novanti, E. A. (2021). EFL Learner’s Literary Competence Mapping 

through Reader-Response Writing Assessed using CCEA GCSE Mark Scheme. Celt: 

A Journal of Culture, English Language Teaching & Literature, 21(1), 1. 

Suprayogi, S., Samanik, S.-, Novanti, E. A., & Ardesis, Y.-. (2021). EFL Learner’s 

Literary Competence Mapping through Reader-Response Writing Assessed using 

CCEA GCSE Mark Scheme. Celt: A Journal of Culture, English Language Teaching 

& Literature, 21(1), 2. http://journal.unika.ac.id/index.php/celt/article/view/2871 

Syambas, N. R., Tatimma, H., Mustafa, A., & Pratama, F. (2018). Performance 

comparison of named data and IP-based network—Case study on the Indonesia higher 

education network. Journal of Communications, 13(10), 612–617. 

https://doi.org/10.12720/jcm.13.10.612-617 

Tarik Rashid, B. Q. Huang, M.-T. K. and B. G. (2006). Auto-regressive Recurrent Neural 

Network Approach for Electricity Load Forecasting. International Journal of 

Computational Intelligence, 3(1), 1304–2386. 

https://doi.org/https://www.researchgate.net/publication/287828870_Auto-

regressive_recurrent_neural_network_approach_for_electricity_load_forecasting 

Tiono, N. I., & Sylvia, A. (2004). The types of communication strategies used by speaking 

class students with different communication apprehension levels in English 

Department of Petra Christian University, Surabaya. K@ Ta, 6(1), 30–46. 

Woro Kasih, E., Adi, I., & Saktiningrum, N. (2019). Border as Post Space in Reyna 

Grande’s The Distance Between Us. January 2019. https://doi.org/10.4108/eai.27-4-

2019.2285322 

 

 


