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MOTTO
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“Oh Allah, build for me near You a house in Paradise. ”

— Qur’an [66:11]
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“It may be that you dislike a thing which is good for you and that you like

a thing which is bad for you. And Allah Knows, while you know not.”

— Qur’an [2:216]

“That it will never come again is what makes life so sweet.”

— Emily Dickinson

“Expecting Jannah while neglecting Salah, is like waiting for a train to

arrive at the airport.” — Unknown
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