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We know it is dip in eternal space

Our inadequacies now stare in our face

We hope for direction and the grace

Praying for ability to hasten our pace

O Allah! Change my fear in my grave into love!  O Allah!  Have mercy on me in the name of the great Qur’an; and make it for me a guidance and light and mercy; O  Allah!  Make me remember what of it I have forgotten; make me know of it that which I have become ignorant of ; and make me recite it in the hours of the night and the day; and make me it an argument for me  O thou sustainer of (all) the worlds!

Amen!



To my parents

Citadels of patience and grace

Owing their prayers, the world I could face

Face up to the tyranny, ignorance and oppression

Those whispering prayers as my best Possession ‘O’

Lord of Heavens, the Kindness is the best abode,
We ever knew the motivation for

All that we do.



I feel privileged that Mam Amara Akram has perpetually bolstered our confidence and has bestowed me with an opportunity to prove my mettle in the field of Business. I also extend our sincere thanks to all the staff of Continental Biscuits that have unremittingly succored me in accomplishment of this great task.
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