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O you who believe! If it is said to you, "Give spaciousness in the assemblies,"” then
make room for it. Allah will surely provide spaciousness for you. And when it is said,
"Stand up," then stand up, Allah will raise (degrees) those who believe among you
and those who are given knowledge by several degrees. And Allah is All-Aware of

what you do.
(QS. AL MUJADALAH 11)

Where there is a will, there is a way. If there is a chance in a million that you can do
something, anything, to keep what you want from ending, do it. Pry the door open or,

if need be, wedge your foot in that door and keep it open.

(Pauline Kael)
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