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On the quiet African ,» the sun ds. At this very moment:

A lion is thinking: when the sun rises tomorrow, | must run fast enough to catch the fastest antelope. An antelope is also
thinking then: when the sun rises tomorrow, | must run fast enough to escape from the fastest lion.

Similarly, in the fiercely competitive “African savanna” of real estate, from developers to sales agents, to advertising agents,
we have no other choice but to run. Running is the only way out, whether to companies or to individuals. But if you want to be a
pacemaker in the field, you must have others running with you.

Choose to run, others will run with you and then you try to be the leader.

Through this book and my practice, [ expect to run with others.
——WAYAN
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