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MOTTO
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“And be patient, for the promise of Allah is true, and let not those who disbelieve disturb you.
(Qs. Ar-Rumm:60)

"My heart is reassured by the knowledge that what passes by me will never be my destiny and
that what is destined for me will not pass by me."

(Umar bin Khattab)

"It is not hardship that scares us, but often it is fear that makes it hard, so do not give up easily."

(Joko Widodo)

"There is always a price in a process. Enjoy that tired moment. Spread that patience. Everything
you invested to make yourself the one you dreamed of may sometimes need improvement.
However, those waves that you can tell later."

(Boy Chandra)
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