WHAT ARE THE DIFFERENCES BETWEEN BEING AT
THE HELM OF A MAJOR CORPORATION, WHERE IT'S
ALL ABOUT THE BOTTOM LINE, AND SPEARHEAD-
ING A CHARITABLE ORGANIZATION?

It's incredible to wake up in the morning and know
that you're working on something that can ultimately
save lives. Plus, the level of passion and dedication of
the people involved is tremendous. It's the most team-
spirited work I've ever been involved with. But, at the
end of the day, there are a lot of similarities. You still
have to reach your strategic and financial targets.
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DECLINE IN THE BREAST CANCER
RATE IN 2003, THE MOST RECENT
YEAR RECORDED
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CHANGE IN THE ANNUAL DEATH
RATE BETWEEN 1975 AND 1990
OF WOMEN WITH BREAST CANCER

CHANGE IN THE ANNUAL DEATH
RATE BETWEEN 1990 AND 2002 OF
WOMEN WITH BREAST CANCER

AT A NOT-FOR-PROFIT, WHO ARE YOUR STOCKHOLD-
ERS — IN OTHER WORDS, THE PEOPLE YOU ULTI-
MATELY REPORT TO?

We're accountable to cancer patients, survivors, advo-
cates, researchers, health-care workers, and leaders
in government policy. I call them our stakeholders.

THE FOUNDATION IS CELEBRATING ITS 25TH ANNI
VERSARY THIS YEAR. WHAT DO YOU CONSIDER ITS
MOST SIGNIFICANT ACHIEVEMENT TO DATE?

There are two, really. The first is that we've helped
change the culture surrounding breast cancer. People
didn't talk about breast cancer 25 years ago; they
didn't share their stories. Women carried the "shame”
of breast cancer to their graves. The second is the
clinical piece of the pie. By the end of our 25th year,
we will have invested close to $1 billion toward breast

cancer research. °
susan G.

WHAT'S NEXT FOR KOMEN? Kgmceuf}e

This month, we're announcing that we'rg‘changing our
name. We will now be called Susan &. Komen for the
Cure. We're also updating ourfogo)

WHAT WAS THE IMPETUS BEHIND THE CHAMGES?
We saw our anniversary as not only a chance to cel-
ebrate our accomplishments but a time to look ahead.

And as we move forward, we want to put more em-
phasis on branding. Because if we do a good job at
branding, then awareness is enhanced. And the new
name gets to what we're really about: Tt's definitive.
It's a call to action. It takes you back to Nancy Brink-
er's promise when she started the foundation that she
wouldn't rest until there was a cure.

YOU WERE DIAGNOSED WITH BREAST CANCER
FIVE YEARS AGO. DO YOU THINK THAT HAS HELPED
YOU TN YOUR NEW POSITION?

Do I think someone who hasn't had or experienced
breast cancer could do this job? Yes. Because ultimate-
ly it's about leadership, about driving the membership.
But having had breast cancer does give me a unigue
perspective, a credibility and relatability with our au-
dience. I can listen as both a CEO and a survivor.

WHAT ADVICE WOULD YOU GIVE TO ANYONE DEAL-
ING WITH BREAST CANCER?

Get educated. Most importantly, be an advocate for
yourself. My experience with breast cancer wasn't
difficult. I never shed a tear. I knew my chances for
survival were incredibly high. And thinking back on it,
I realize the reason for that was Komen. The work
they do made the experience much less difficult.

For more on Susan G, Komen for the Cure, visit www koimen,org.
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A PORTION OF THE PROCEEDS

You've seen them everywhere, those pink preducts (often displaying Komen's familiar pink
ribbon) that donate portions of their sales to support breast cancer awareness and re-
search. Here, according to Komen, are their top five pink products, in no particular order.

OCEAN PEARL FILLED CANDLE. from Pier One, $14

COOK FOR THE CURE EDITION TILT-HEAD STAND MIXER, from KitchenAid, $320

NEW COOK BOOK: LIMITED EQITION "PINK PLAID, from Better Homes and Gardens, $30

2006 FORD WARRIORS IN PINK SCARF, from Ford Motor Company, $35

PINK AND WHITE M&n's, from M&M's Chocolate Candlies, starting at $3 (available from approximately August 15
through October, which is National Breast Cancer Awareness Month)
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