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New Chairperson for GWII
Gauteng Women in Insurance (GWII) is pleased to 
announce that former committee member Charlene 
Webster will be assuming the position of Chairperson 
with immediate effect.

On behalf of Charlene Webster and the GWII committee 
we would like to thank Annelot Schrijver (2013 – 2014 
GWII Chairperson) for all her efforts in leading GWII in 
the past. The foundation of GWII was formed in this pe-
riod and Annelot’s effort and contributions as chairper-
son will always be appreciated.

KPMG and the International Women’s Forum (IWF) hosted a groundbreaking 
panel discussion towards the advancement of gender diversity on corporate 
boards in February. While research shows that South Africa ranks amongst the 
best in the world in terms of women on boards, this is off a low global base and 

still not even 30%. 

South Africa can influence 
gender diversity on corporate 
boards worldwide

EVENT KINDLY SPONSORED BY

GA
UT

EN
GW

OM
EN

IN
IN

SU
RA

NC
E

GA
UT

EN
GW

OM
EN

IN
IN

SU
RA

NC
E

 

 

 
 

 

 
 

“Feminism isn’t about 
making women strong. 

Women are already 
strong. It’s about 

changing the way the 
world perceives that 

strength.” 
- G.D. Anderson
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Grathel Motau (Director, KPMG 
and Chair of KPMG’s Network 
of Women) set the context for 
the discussion around the hard 
economic facts, the need for 
Government, the Private Sector 
and Civil Society to work increas-
ingly closely together, and the 
imperative to change the narrative 
regarding the role of women at 
this level of business. 

Building better leadership
“The International Women’s 
Forum is dedicated to advancing 
opportunities for women in lead-
ership and the board room is one 
of the last glass ceilings to break. 
We believe that women contrib-
ute an important and necessary 
perspective and talent which fuels 
the success of businesses in South 
Africa and around the world. 
Together, we are building better 
leadership for the world,” says Dr 
Vuyokazi Mahlati (President, IWF 
South Africa). 

Motau challenged the audi-
ence by asking “are we willing 
and prepared to discuss this? To 
bridge the gap? To be champions 
for girls, without undermining 
the boys?” Leading into the panel 
discussion, Motau clarified that 
“practically, this means empower-
ing individuals, mentoring these 
young leaders and strengthen-
ing networks, while all the time 
remembering that each individual 
represents a collective, where 
successes and failures either en-
courage or discourage others.”

The expert discussion, moder-
ated by Hilary Joffe, was led by a 
diverse panel comprising Wendy 
Luhabe (Social Entrepreneur and 
Corporate Director), Mthunzi 
Mdwaba (CEO, TZORO IBC), Sofia 
Moreira de Sousa (Deputy Head, 
Delegation of the European Union 
to South Africa), Pumla Radebe 
(Managing Partner for Bungane 
Development Consultants and 

Non-Executive Chairperson of Cal-
gro M3 Holdings), Johann Redeling-
huys (Partner, Heidrick & Struggles) 
and Tshidi Mokgabudi (Director, 
KPMG). The audience featured 
several prominent women business 
leaders, including Mrs Zanele Mbeki 
– the founding patron of the South 
African chapter of the IWF. 

Different approach
There are a number of compelling 
reasons why boards should have at 
least one woman, borne out by re-
search into the key economic indica-
tors of profitability and share price 
performance. In short, the evidence 
of informed research is shifting the 
debate. In fact, McKinsey through 
a new study is now referring to a 
‘diversity dividend’. 

This is there for the taking for the 
more progressive companies – 
driven in part by the Chairman of 
the Board and CEO, and in part by 
the shareholders. 

Women have a different approach 
to men. They see things differently. 
They’re less likely to follow the ‘group 
think’ and more likely to ask the 
‘tough questions’. They’re also often 
seen as harder to manage. As long 
as a culture of surrounding one’s self 
with like-minded people, preserving 
the ‘club’ and avoiding those issues 
that may seem avoidable is sustained, 
there will not be the desired positive 
shift. 

“It’s all about attitude,’ said Tshidi 
Mokgabudi, “winning the hearts and 
minds of people.” It is widely accepted 
that individuals will bring about the 
change. “Consistently maintaining 
the quality of the value proposition of 
appointing more women to corporate 
boards is paramount,” concluded 
Mokgabudi.

Moving the discussion beyond the 
‘why’ to the ‘how’, a number of sug-
gestions were tabled, many of which 
can be implemented or at least initi-
ated immediately. 

Perhaps somewhat controversially, 
these include the need to stand down 
from board positions after some time 
to create room for new leaders, to 
avoid ‘recycling the usual suspects, 
to create such equality between men 
and women that there is no possibility 
for biased differential (For example, 
mothers and fathers receiving the 
same parental benefits), and to ac-
tively approach Board Chairmen and 
shareholders to challenge the status 
quo and achieve a clear call-to-action. 

South Africa can influence gender diver-
sity on corporate boards worldwide In an article by Ben Schiller, a 

New York-based staff writer for 
Coexist and contributor to the 
FT and Yale e360, he touches 

upon women fairing equal to men.
In most countries, men have 
higher well-being than women, 
but not in all. And that is at least 
some progress.

When you compare the overall de-
velopment and well-being of men 
versus women, men are clearly 
better off in most societies across 
the globe. But there are exceptions 
in countries where women are now 
doing better than men and those 
countries are worth noting.

What the stats say
Overall, the United Nations’ lat-
est Human Development Report 
shows women are 8% less well-off 
than men, considering concerns 
like education achievement, life 
expectancy, and income. In South 
Asia, for example, there’s a 17% 
gap between the sexes, reflecting 
persistent inequality and discrimi-
nation.

However, of 148 countries in-
cluded, this trend does not hold 
true in the following 16 countries, 
in which females all have higher 
human development values than 
men: Argentina, Barbados, Bela-
rus, Estonia, Finland, Kazakhstan, 
Latvia, Lithuania, Mongolia, Po-
land, the Russian Federation, Slo-
vakia, Slovenia, Sweden, Ukraine, 
and Uruguay.

The reasons are varied, a spokes-
person for the UN says, “for some 
of these countries, this may be 
attributed to higher female edu-
cational achievement; for others, 
to a significantly longer female life 
expectancy over five years longer 
than that of males.”

Generally when countries do well, 
women do well. Among nations 
the UN calls the “high human 
development group,” there’s only 
a 3% gender gap, while in “low 
human development” countries 
(which includes most of Africa) 
there’s a 17% gap. Afghanistan 
scores worst:

It has a 60% achievement gap 
between men and women. High 
income countries in Northern 
Europe typically score highest for 
gender equality. Norway, Sweden 
and Iceland consistently come 
out on top of gender rankings, for 
instance.

Is this a grim picture?
The report also ranks countries 
for gender inequality, with Europe 
and Central Asia showing the least 
problems, and Sub-Saharan Africa 
showing the most. The U.S. actu-
ally scores badly for an advanced 
country; 47th overall - reflecting 
the measures the UN chooses 
to assess equality. For example, 
women in the United States oc-
cupy only 18% of parliamentary 
seats (aka Congress), compared to 
38% in the Netherlands and 45% 
in Sweden. 

The United States also has a 
relatively low labour force par-
ticipation rate for women; 57% 
compared to almost 80% in Hol-
land. Inequality is worst overall in 
countries like Yemen and Sudan.

Human development
The report finds that 1.5 billion 
people are living in “multidimen-
sional poverty” across the world, 
with a further 800 million at risk 
of falling back if relatively minor 
setbacks occur in their lives. 

For overall human development, 
Norway comes top, with Australia, 
Switzerland, the Netherlands, and 
the United States making up the 
top five.     l.............................
Check out the full study here. It’s 
full of good stuff.

Sixteen countries where 
women are faring equal to 

or better than men

“In these few hours, I feel that the 
essential dialogue about advancing 
women on corporate boards moved 
forward substantially,” said Motau. 
“We quickly moved way beyond be-
moaning the facts to create a space 
where all of this becomes possible, 
positively and very much sooner 
than many may believe,” continued 
Motau.    l

About KPMG International:
KPMG is a global network of 
professional firms providing Au-
dit, Tax and Advisory services. 
We operate in 155 countries 
and have more than 162 000 
people working in member 
firms around the world. The 
independent member firms of 
the KPMG network are affili-
ated with KPMG International 
Cooperative (“KPMG Interna-
tional”), a Swiss entity. Each 
KPMG firm is a legally distinct 
and separate entity and de-
scribes itself as such.

About IWF:
The International Women’s Fo-
rum advances leadership across 
careers, cultures and conti-
nents by connecting the world’s 
most preeminent women of 
significant and diverse achieve-
ment. The IWF brings together 
an unprecedented global mem-
bership to exchange ideas, to 
learn and inspire, and to pro-
mote better leadership for a 
changing world.
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with a different career mindset.”
Female millennials in Brazil (76%), 
India (76%) and Portugal (68%) are 
the most confident, while their 
peers in Japan (11%), Kazakhstan 
(18%) and Germany (19%) are the 
least confident.

When it comes to diversity, 86% of 
female millennials seek out employ-
ers with a strong record on diversity, 
equality and inclusion – and while 
they say employers talk about diver-
sity, 71% do not feel opportunities 
are really equal for all (South Africa: 
72%).

SOUTH AFRICAN EXPERIENCE
South African female millennials 
are also least likely to want to work 
in the defence (21%), government 
and public services (32%), oil & gas 
(14%), and insurance (15%) sectors 
because of their image and reputa-
tion.

As the experience of a 34-year-old 
millennial woman with 12 years’ 
work experience will be very 
different to that of a 22-year-old 
millennial woman just starting out 
in her career, the report looks at the 
insights and desires of the female 
millennial by career stage: career 
starters (female millennials with 0 

– 3 years’ work experience), career 
developers (4 – 8 years’ work expe-
rience) and career establishers (9 or 
more years’ work experience).

Madikane adds further: “When it 
comes to earning power and pat-
terns, female millennials really are 
trail blazers, with 66% of female 
millennials in a dual career couple 
earning as much or more than their 
partner or spouse. The more expe-
rienced the female millennial, the 
more likely she is to be the primary 
earner in her relationship. Our study 
found that 31% of female millenni-
als with 9 or more years’ experience 
are the primary earner in their 
relationship, compared to 18% of 
millennial career starters and 24% 
of career developers.”

MYTHS
“Our research also dispels some 
significant myths, for example 
that women leave work to have 
families,” she adds. “The female mil-
lennial was least likely to have left a 
former employer because she was 
starting a family, and most likely due 
to a lack of career opportunities. 
Employers must commit to inclusive 
cultures and talent strategies that 
lean in to the confidence and ambi-
tion of the female millennial from 

day one of their career.”

HIGHLIGHTS
More highlights of the PwC report 
include:
• The female millennial expects 

real time high quality, future-fo-
cused feedback and despite be-
ing extremely tech-savvy, prefers 
critical feedback discussions to 
take place face-to-face regard-
ing their future career plans and 
progression in the workplace 
(South Africa: 88%).

• Female demand for international 
experience has never been high-
er with 71% (South Africa: 71%) 
of female millennials wanting to 
work outside their home country 
during their career. Despite this, 
only 16% of female millennials 
have completed an international 
assignment.

• When asked why they might 
leave their current employer, 
19% of female millennials (South 
Africa:17%) said they were 
starting a family and wanted to 
spend more time at home, com-
pared to 18% of male millenni-
als (South Africa: 13% of male 
millennials) – making this the 
sixth most likely reason women 
or men would leave their former 
employers.  l

Female millennials are the most confident and 
ambitious of any female generation

The female millennial 
is much more likely to 
believe she can reach 
the very top levels with 

her current employer, particu-
larly those starting their careers, 
according to a report issued by 
PwC entitled ‘The female millen-
nial: A new era of talent’. 

To mark International Women’s 
Day  (IWD), PwC surveyed 8, 
756 millennials (women born 
between 1980 – 1995) from 75 

countries, of which 226 women 
were from South Africa, to find out 

how they feel about the world of 
work and their career. 

CAREER OPPORTUNITIES
The female millennial ranks opportuni-

ties for career progression as the most 
attractive employer trait (53%); making 

her more career confident and ambi-
tious than previous generations.

Nana Madikane, PwC Diversity & Inclusion 
Leader for South Africa, says: “Our research 
shows that when it comes to the female 

millennial, we really are talking about a new 
era of talent. Female millennials are more 
highly educated and are entering the work-

force in larger numbers than any of their previ-
ous generations. But this is not the only thing 

that has changed. They also enter the workforce 

Most people assume a 
lady has to dress like 
she just walked out of 
the Victorian era, but 

in reality, a lady is nothing like that. 
A lady is someone who makes eve-
ryone around her feel loved and 
respected no matter where she 
is. She blends in when she has to, 
and stands out gracefully when the 
need arises. A lady is the epitome 
of womanhood. She is grand and 
gorgeous, elegant and graceful. 
She grabs attention without secret 
glances, and demands respect 
without words. She is the kind of 
woman other women want to be 
and other men want to be with.

Let us look at another example 
of an iconic woman who carried 
herself gracefully.

AUDREY HEPBURN
“The beauty of a woman is not in a 
facial mode but the true beauty in 
a woman is reflected in her soul. It 
is the caring that she lovingly gives 
the passion that she shows. The 
beauty of a woman grows with the 
passing years.”-Audrey Hepburn

Audrey Hepburn; born Audrey 
Kathleen Ruston; 4 May 1929 – 20 
January 1993 was a British actress 
and humanitarian. Recognised as 
a film and fashion icon, Hepburn 
was active during Hollywood’s 
Golden Age. She was ranked by 
the American Film Institute as 
the third greatest female screen 
legend in the history of American 

cinema and has been placed in the 
International Best Dressed List Hall 
of Fame. 

Born in Ixelles, a district of Brus-
sels, Hepburn spent her child-
hood between Belgium, England 
and the Netherlands, including 
German-occupied Arnhem during 
the Second World War. In Amster-
dam, she studied ballet with Sonia 
Gaskell before moving to London in 
1948 to continue her ballet training 
with Marie Rambert and perform 
as a chorus girl in West End musical 
theatre productions. She spoke 
several languages including English, 

French, Dutch, Italian, Spanish, and 
German.

After appearing in several British 
films and starring in the 1951 
Broadway play Gigi, Hepburn 
played the lead role in Roman 
Holiday (1953), for which she was 
the first actress to win an Acad-
emy Award, a Golden Globe and a 
BAFTA Award for a single perfor-
mance. The same year, she won a 
Tony Award for Best Lead Actress 
in a Play for Ondine. She went on 
to star in a number of successful 
films, such as Sabrina (1954), The 
Nun’s Story (1959), Breakfast at 

Tiffany’s (1961), Charade (1963), 
My Fair Lady (1964) and Wait Until 
Dark (1967), for which she received 
Academy Award, Golden Globe and 
BAFTA nominations. 

WHOLESOME BEAUTY
In contrast to the “sex goddesses” 
of the silver screen, Audrey 
Hepburn had a more wholesome 
beauty and an aura of innocence 
and class about her which gained 
her many devoted fans. Audrey 
Hepburn has been the epitome 
of class ever since she graced 
the screen with big hits such as 
Sabrina, Breakfast at Tiffany’s, and 

My Fair Lady, in which she eventu-
ally became known as Hollywood’s 
Sweetheart. She had made a total 
of 31 high quality movies. Her 
elegance and style will always be 
remembered in film history as 
evidenced by her being named in 
Empire magazine’s “The Top 100 
Movie Stars of All Time.” 

She appeared in fewer films as her 
life went on, devoting much of her 
later life to UNICEF. Later, Hepburn 
died of appendicular cancer at her 
home in Switzerland at the age of 
63. 

A TRUE LEADER AND LADY OF 
THE 20TH CENTURY
Audrey endured World War II and 
even though there was destruction 
around her, she continued to pur-
sue her passion, which was danc-
ing. She was able to pull herself up 
after the war with hard work. Even 
when Audrey was told she would 
never be able to dance again, she 
worked hard to use her other skills 
to make a living. She wasn’t fed 
with a silver spoon. Because of her 
hard work, she became famous 
and successful. When she became 
famous, she used her position to 
set an example for women and 
young girls. 

The way she dressed and carried 
herself told everyone that she 
respected herself. She was just a 
naturally loving and beautiful per-
son on the inside and the outside. 
She was truly selfless.

ICONIC WOMAN FOCUS continued...
‘The way you carry yourself’
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Audrey spent her time loving oth-
ers and being selfless. She was a 
true leader in the way she cared 
for others and treated them with 
love and respect. She once said, “I 
was born with an enormous need 
for affection and a terrible need to 
give it.” What if we all lived with 
the terrible need to give affection? 
Affection doesn’t necessarily mean 
hugging or kissing or anything like 
that. Affection can be just encour-
aging and loving someone with 
your words. What would life look 
like if we gave out affection the 
way Audrey did? 

Looking at Audrey and how she 
carried herself is inspiring. 

A FASHION ICON
At a young age, Audrey under-
stood her style and refused to 
have anyone change it. She was 
never swayed by the latest fashion 
trends. Her sense of timelessness 
was garnered by her belief that 
quality was everything. She stuck 
with what she knew. She accentu-
ated her finer points and hid her 
lesser ones. With her tiny 22-inch 
waist, she was able to don on such 
sleek dresses and wasp waist skirts, 
which enhanced her finer features. 

Audrey was known for her sleek 
sense of style, donning on simple 
colors and patterns. Her favorite 
color may have been pink, but she 
was usually seen wearing com-
binations of blacks and whites. 
She would also be found wearing 

cooler hues and keeping her acces-
sories to a minimum. 

Audrey was known for her simplic-
ity. She had such a different type 
of sex appeal to her. She was the 
epitome of classy and she still 
holds that word to a stature today. 
Her closet was filled with what 
women still wear today: fitted 

pants, the famous little black dress, 
and an overwhelming amount of 
both hats and jewelry.
It was not only Audrey’s sense of 
style that attracted people to her, 
but it was the way she carried 
herself. It was her view on the 

world that made people gravitate 
towards her. She was an icon that 
carried herself with the utmost 
understanding that life was meant 
to be beautiful even on the darkest 
days. She was grateful each and 
every day for the life that she lived.

One thing that makes Audrey such 
an icon is that she was not prideful 
and did not flaunt her beauty. On 
the contrary, she didn’t like the way 
she looked. Her son, Sean Ferrer 
said, “I always like to say that she 
was the perfect package of im-
perfections. She viewed herself as 
too thin, feet too big for her size...
but I think that’s the definition of 
beauty, is not knowing that you are 
so special.” 

PERSONALITY
Audrey was not the cookie cutter 
perfect Hollywood actress, but she 
worked with the features she did 
have. Her personality is the main 
feature that made her absolutely 
stunning. One biography aired a 
few years ago said “she was love 
and humor and grace.”

Audrey absolutely loved fashion. 
She was great at accessorising and 
the way she dressed was part of 
her personality. Hepburn valued 
the way she dressed and how 
other people perceived her. 

She once said, “I never think of 
myself as an icon. What is in other 
people’s minds is not in my mind. I 
just do my thing.” 

Audrey was so humble and 
modest. She didn’t set out one 
day to be an icon. She was just 
herself. She had confidence and 
grace, which made her especially 
beautiful. The way she dressed was 
modest, lovely, and lady-like. She 
showed that a girl can dress pretty 
without showing off her body in an 
inappropriate way.

Her poised, graceful way of carry-
ing herself learned from years of 
ballet training, her carefree and 
classic style, and her charming, 
talented performances on the big 
screen are all many of the reasons 
why moviegoers have fallen for her 
helplessly over the decades.

YOUR AUDREY HEPBURN 
STYLE
Have a few Audrey Hepburn 
classics in your wardrobe. The 
following will add Audrey Hepburn 
sophistication to all of your outfits: 
• A little black dress - made 

famous by Audrey in Breakfast 
at Tiffany’s. Try to find one that 
is sleeveless (not strapless) and 
with a hemline that hits just 
below the knee.

• A white blouse - these became 
big in the 1950s after Audrey 
wore one in her film Roman 
Holiday. Buy one that is very 
plain, and remember to tie it at 
the waist!

• A black or white turtle neck.
• Capri pants. Though these 

come in many shapes and sizes, 

Audrey often wore slim-fitting 
capris that hit at her ankles.

• Black, skinny (cigarette) leg 
trousers - Audrey wore these 
for a casual look, teaming them 
with a black turtle necks and 
black flats.

• Boat-necks. Unlike low cut 
shirts, boat necks show off the 
most elegant part of the chest—
the collar bones.

• Full, 50’s inspired skirts.
• A pair of flats - Audrey started 

this trend as well, seeing as she 
was already quite tall (at 5’7”). 
If you’re only going to have one 
pair, make sure they’re black. 
They’re the perfect touch to any 
Audrey look.

• A small neck scarf.
• A long scarf - buy one in neutral 

colours, and wear it often, in 
any way you want

• Stick to Audrey’s color palate. 
Generally, Audrey Hepburn 
wore neutral colors, such as 
black, beige, and white. Pink 
was also acceptable on rare 
occasions. Audrey generally 
focused on one colour in her 
outfits to emphasize her long, 
skinny figure.

• Stick to simple designs. Stay 
away from overly-designed cuts 
or loud patterns. Instead, pay 
attention to fit. If a garment fits, 
then there is no need to draw 
attention to it with extra ruffles 
or loud patterns.

• Emphasize the delicate parts 
of your body. This includes 
the waist, ankles, and wrists. 

Be it high-waisted pants or a 
thin waist belt, be sure that 
the emphasis of your outfit is 
on your waist, not your hips or 
midriff. You should also avoid 
miniskirts and low cut necklines. 
To emphasize ankles and wrists, 
choose ankle-length pants and 
three-quarter length sleeves.

• Accessorize appropriately. 
Audrey is most known for her 
large, dark sunglasses and big 
pearls (such as those worn in 
Breakfast at Tiffany’s). However, 
don’t take the size of these 
items to mean that you must 
wear a lot of clunky jewelry. 
Audrey rarely wore more than 
one piece of jewelry at a time. 
She never wore watches. Buy 
a pair of simple pearl stud ear-
rings, which is all Audrey usually 
wore in her day-to-day

MAKEUP
1) Either apply tinted moistur-

izer or apply foundation; this 
choice depends on your skin 
type and the look that you are 
going for. Match this shade 
as closely to your skin tone as 
possible.

2) Cover your eyelids in a beige 
eyeshadow. Your eyes are 
going to be the focus of your 
face.

3) Line your top and bottom 
lids with a soft dark brown or 
charcoal liner. Apply an under-
stated cat eye.

4) Dip a cotton bud into some 

dark-grey eyeshadow. Careful-
ly apply it over the top of your 
eyeliner, blending it slightly 
with your beige eyeshadow.

5) Apply two coats of black mas-
cara. Do so to both your top 
and bottom lashes.

6) Use a big powder brush to ap-
ply a peach-coloured blusher. 
Apply moving up from the 
apples of your cheeks.

7) Use creamy red lipstick. Find 
a red that suits your face but 
that stands out slightly. 

8) She also frequently wore 
pink lipsticks. Allegedly, Holly 
Golightly (Audrey Hepburn’s 
lead in Breakfast at Tiffany’s) 
wore Revlon’s “Pink in the Af-
ternoon” creme lipstick, a very 
pretty and opaque pink with a 
60s vibe to it.

TIPS
1. When thinking of accessories, 

try necklaces and earrings 
of pearl or diamond, a classy 
diamond ring and a leather 
handbag with wooden han-
dles. If you can’t afford the 
real things, buy very tasteful 
fakes, that aren’t flashy. Also, 
when it’s sunny, throw on 
some oversized sunglasses.

2. Try wearing nice, classy trench 
coats, tied around the waist, 
and casual day-dresses. If 
you’re wearing a shirt, always 
tuck it in. You want to really 
draw attention to your waist. 
However, never wear anything 
too tight or low-cut - remem-
ber: classy. 

3. Perfect your posture.
4. Help with UNICEF
5. Keep your nails polished in 

a subtle color, like pale pink 
or clear. Trim or file them so 
they’re not too long.

6. When thinking about your 
hairstyle, there are two op-
tions. If you have short hair, 
get a pixie cut. If you have 
long hair, tie it up in a bun, a 
French twist or a half-up/half-
down style do.

7. Only wear heels for going out 
- buy them in black or brown, 
high quality, and with round or 
pointed toes.

8. But don’t try to be her. The 
whole point is to like yourself 
for who you are, and to focus 
on your pro’s than your con’s. 
Also, to try to be the best you 

can be (classy!) like Audrey 
always did.

9. Keep your eyebrows in a 
good condition. If you look 
at Audrey, her eyebrows are 
always neat and suit her face.

10. Audrey was well spoken, 
humble, graceful and cultured. 
Don’t be an obnoxious, swear-
ing, uncultured or attention-
seeking. The best thing about 
Audrey was her ability to carry 
herself beautifully and any-
thing you do that is ugly will 
ruin your embodiment of her. 
Not to mention lose you the 
respect of others around you. 

11. Always remember, when get-
ting dressed, to look classy

Warnings: Don’t be tempted to 
lose your class or dignity.

Sources:
http://en.wikipedia.org/wiki/Audrey_Hep-
burn
http://www.imdb.com/name/nm0000030/
bio?ref_=nm_ov_bio_sm
http://www.imdb.com/name/nm0000030/
bio
http://audreyhepburn20thcentury.blogspot.
com/
http://www.xovain.com/makeup/audrey-
hepburn-50s-makeup
https://concretesteps.wordpress.
com/2013/10/20/audrey-hepburn-the-
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