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MOTTO 

  ةرخلْلو ريخ كل نم ىلولْا

“TheاFutureاwillاbeاbetterاforاyouاthanاtheاpast”ا- Qs. Adh-Dhuha: 4  

“Lifeاmovesاprettyاfast.اIfاyouاdon’tاstopاandاlookاaroundاonceاinاaاwhile,اyouا

couldاmissاit.”ا- Ferris Bueller  

“Maybeاnotاtoday,اmaybeاnotاtomorrow,اandاmaybeاnotاtheاnextاmonth,اbutاonlyا

one thing is true: I will be champion one day. I promise, I promise.”ا- Brandon 

Moreno  

“Ifاyouاfocusاonاproblems,اyouاwillاhaveاmoreاproblems.اIfاyouاfocusاonا

solutions,  thenاyouاwillاseeاopportunities.”ا- Science of Psychology  

“Aاnegativeاmindاwillاneverاgiveاyouاaاpositiveاlife.”ا- Science of Psychology 
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