BREAST CANCER

PROTECT

Background:

In 2010, a proi(essor Finishing treatment go’rnered
a group of college students to start a breast
cancer prevention organization, Protect Our
Breasts, at the Universiiy of Massachusetts
Amherst. With a mission to share the
conversation about chemicals in everyday
producfs found on the grocery shelves that
contribute to breast cancer, Jrodoy we empower
women (and men) to make safer choices to
protect their bodies during the most vulnerable

periods of their lives.

Over time, our orgonizo’rion's influence has
grown to 50+ community leaders across the U.S.
(Conocig, the UK., Taiwan and |ndi0)
concurrenﬂy inﬂuencing several different social

media p|o’ncorms.
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ABOUT
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BREASTS

WWW.PROTECTOURBREASTS.ORG

We are a growing community of chopi’ers, campus

representatives, community representatives, and
community members, passionate and hardworking
influencers who are spreading the information that

could save lives.

The team continues to be recognized in the Natural &
Organic Industry as top influencers for a safer
rnori(efp|gce, inc|uding on the cover of Natural Foods

Merchandiser and highlighted at Expo East & West

trade shows.

From the beginning, Protect Our Breasts has
encouraged, inspired, and supported young women and
men to choose safer alternatives, free of endocrine
disrupfing chemicals, ciuring their window of

suscepi’ibihiy to avoid breast cancer and other diseases

in the future.
FACEBOOK o BRAND
~
64ENGAGEMENT

FOLLOWERS



T L, T

ii.-\n:..l:;l.:

| PETE..
q GEHHYS i

Phil latay
\ ‘I _ Haamt
M 4

N
.

ALLONE!

» GoodLighe MOTHER

KOMBUCH,
1hA Ch
WJUE Mag Um.

'S &, -

¢ 2 Cambridge®,
v 3 'Nilurﬂ?f;‘

Sthans itz

OUR AUDIENCE As POB influencers,

we share the science

behind toxins in our
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Opportunity

Brand Partnerships

We partner with brands that offer a
USDA Organic (NSF/ANSI-305 for
cosmetics) safer alternative Jrc1rgefed to
Gen Zs and Millennials. The por’mership
allows us fo improve the sofe’ry of
everydoy choices for young men and
women by higHighﬂng brands' produc’rs.
We value brands that are committed to
removing toxic chemicals from their
proo|uc+s and their pockoging. Brands
that get involved are highhgh’red on
social media and our various p|o+forms.
We feature all of our brand partners on

our main website, pro+ec+our|oreos+s.org.

Safer Packaging Databases

Food Contact Chemicals Database
EDF Database
FCCmigex Database

Nature's Path
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Brand Partner

How to Become a Brand Partner

The POB Brand Partner program is a completely FREE
poerership. We on|y require that you sign our Safer
Pockoging Commitment Form. We do not require our
brand partners to make any immediate chcmges to their
packaging and ask only that you share 3 databases
(|inl<eo| in the QR codes) with your pockoging supp|iers
so they can identify the possible chemicals of concern in
your pockoging. Your brand will receive an official
welcome letter via email. In this email, we will provide
you with the POB Brand PorJrnership Guidelines and the
POB Brand Partner logo (above)which can be displayed
on your website and other written promotional
materials. We will also ask for a quo|i+y |ogo from your
brand fo disp|0\/ on our website and social medio, and

for any future promotional materials.

(FCCDB)

Brand Partnership
Benefits

The benefits of becoming a
POB Brand Partner include:
access fo our community of
GenZs and mi||ermic1|s,
spotlights on our various
social media p|oh(orms
(715K reach across dll
p|ohcorms), somp|ing
campaigns at our 35
co||ege and high school
chopi’ers, as well as with
our 20 community

representatives across the

country.

During the month of November in 2021, Protect Our Breasts
promoted Nature's Path Love Crunch Granola. The focus in
November was Protect Our Boys. We have learned that
sperm counts have fallen b\/ more than 59% o|uring the
years 1973 to 201], and it is more important than ever to
engage co”ege oged men in the conversation about
chemicals and choosing safer alternatives. Although COVID

restrictions limited some, for choerer members who were
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