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“Old friends pass away, new friends appear. It is just like the days. An old day

passes, a new day arrives. The important thing is to make it meaningful :

a meaningful friend - or a meaningful day”

Dalai Lama

“Character is like a tree and reputation like a shadow. The shadow is what we think

of it; the tree is the real thing”

Abraham Lincoln

“Stay hungry, stay foolish”

Steve Jobs
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