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High above all is Allah, the King, the Truth! Be not in haste with the Qur'an
before its revelation to thee is completed, but say, 'O my Lord! advance me

in knowledge."

(QS. Ta-Ha 20: Ayat 114)

Whoever learns something because of Allah, seeking knowledge that is with
Allah, then he will win. And whoever learns something for other than Allah,
he will not reach his goal, nor will the knowledge he acquires bring him

closer to Allah.

(Hasan al-Basri)

The purpose of education is to teach someone to think intensively and

critically. Intelligence and character are the true purpose of education.

(Martin Luther King Jr)
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