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       MOTTO 
 

ّذكَُت امَكُِّبرَ نِاَبِ   ءِلآَاءَ ىَِّأِبَف
 

“ So which of the favors of your Lord would you deny ” 

(QS. Arrahman 55 : Ayat 13) 

 

لًیِبسَ ىٰدَھَْأ وَھُ نْمَِب مَُلعَْأ مْكُُّبرََف ھۦِِتَلكِاشَ ىَٰلعَ لُمَعَْی ٌّلكُ لُْق  

“ Everyone acts in their own way, but your Lord knows best whose way is rightly 

guided ” 

(QS. Al-isra’ 17 : Ayat 84) 

 

And it’s fine to fake it ‘til you make it, ‘til you do, ‘til it’s true 

Taylor swift <3  

 

“Carry out a random act of kindness, with no expectation of reward, safe in the 

knowledge that one day someone might do the same for you” 

(Diana, Princess of Wales) 

 
 
“ The capacity to learn is a gift, the ability to learn is a skill, the willingness to learn is a 

choice ” 

 

( Brian Herbert) 
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