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MOTTO 

سْبهُ   ۗاِن   اٰللّه  ك لْ  عهلهى اٰللِّ  فههُوه  حه نْ  ي تهوه مه يْثُ  له  يهحْتهسِبُۗ  وه يهرْزُقْهُ  مِنْ  حه جًا ۙ ٢ و  خْره نْ  ي ت قِ   اٰللّه  يهجْعهلْ  ل ه   مه مه  وه

عهله  اٰللُّ  لِكُلِ   شهيْء   قهدْرًا   بهالِغُ  اهمْرِه ۗ  قهدْ  جه

 

"Whoever fears Allah, surely, He will open a way out for him and bestow upon 

him sustenance from a direction he did not expect. Whoever puts his trust in Allah 

surely Allah will fulfill his (needs). Indeed, Allah is the one who completes His 

affairs. Indeed, Allah has made provision for everything." (QS At Thalaq: 2-3). 

 

له   تنُهفِ رُو   اهلل هُم   يهسِ رْ  وه  له  تعُهسِ ر,  بهشِ رُوْوه

 

“Oh Allah, make my affairs easy and not difficult. 

 

“That's the power of remembering Allah. It's the best way to purify your heart, 

And know you will be loved by The Merciful one cause that's the power of 

remembering Allah.” 

(Maher Zain) 
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