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“The Future will be better for you than the past”
- Qs. Adh-Dhuha: 4

“Life moves pretty fast. If you don’t stop and look around once in a while, you could
miss it.”

- Ferris Bueller

“Maybe not today, maybe not tomorrow, and maybe not the next month, but only one
thing is true: I will be champion one day. I promise, I promise.”

- Brandon Moreno

“If you focus on problems, you will have more problems. If you focus on solutions,
then you will see opportunities.”

- Science of Psychology

“A negative mind will never give you a positive life.”

- Science of Psychology

“If I put my mind to it, [ achieve it.”

-Yuda

“What if the step you're afraid of becomes a success?”

-Yuda
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