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Our Mission
The Campaign for a Commercial-Free Childhood supports 
parents’ efforts to raise healthy families by limiting commercial 
access to children and ending the exploitive practice of 
child-targeted marketing. In working for the rights of children to 
grow up—and the freedom for parents to raise them—without 
being undermined by corporate interests, CCFC promotes a
more democratic and sustainable world.

The Independent Charities Seal of Excellence is awarded to the members of 
Independent Charities of America and Local Independent Charities of America 
that have, upon rigorous independent review, been able to certify, document, and 
demonstrate on an annual basis that they meet the highest standards of public 
accountability, program effectiveness, and cost effectiveness.

These standards include those required by the US Government for inclusion in the 
Combined Federal Campaign, probably the most exclusive fund drive in the world.

Of the 1,000,000 charities operating in the United States today, it is estimated that fewer than 50,000, or 
5 percent, meet or exceed these standards, and, of those, fewer than 2,000 have been awarded this Seal.



Dear Friend,

What a great year it’s been! Despite overwhelming odds, I’m happy to report that the Campaign for a 
Commercial-Free Childhood is flourishing. I’m proud that our small staff and staunch supporters have 
had so much success standing up for families by limiting harmful marketing to children.

Since our founding in 2000, CCFC has worked through every legal means possible to stop the 
commercialization of childhood. We’ve expanded to over 43,000 members and built a reputation 
for integrity, creative advocacy, and effectiveness. In these pages, you’ll read about how we convince 
corporations to curb egregious marketing by shining a spotlight on their worst practices. You’ll learn 
about our Federal Trade Commission complaints to hold companies accountable for deceptive 
marketing and how we help parents mobilize to stop advertising in schools. You’ll also read about the 
great leap forward we’ve taken to help parents encourage creative play and discourage screen time for 
their young children.

Throughout this incredible year, you’ve been with us—participating in our e-campaigns, alerting us 
to deplorable marketing, and spreading the word by blogging, tweeting, posting on Facebook, and 
talking about our work to friends and family. And we’re so grateful for your support, especially in these 
tough economic times. Because of you CCFC continues to stand up successfully to corporations whose 
sophisticated, insidious, and ubiquitous “kid-marketing” deprives children of the kind of childhood we 
all know they deserve.

All the best,

Susan Linn, EdD
Director, Campaign for a Commercial-Free Childhood



Bill Bigelow, Curriculum Editor of Rethinking Schools, was appalled when he discovered that 
Scholastic was distributing coal industry PR in 4th grade classrooms. These “teaching materials” 
extolled the virtues of coal without even one mention of its negative impact on human health and 
the environment. So he called CCFC, wondering if we could launch a campaign to end Scholastic’s 
partnership with the coal industry. And because commercial-free education is central to CCFC’s 
mission, that’s exactly what we did.

First we enlisted environmental groups like Friends of the Earth and Greenpeace as partners. Then 
we asked our members to voice their concerns directly to Scholastic and spread the word to their own 
networks. As our campaign took off virally, the media took notice: including great coverage from the 
New York Times, CNN Money, Public Radio International’s Living on Earth, and Mother Jones. Next, the 
Times weighed in with a supportive editorial. Faced with public pressure and harsh criticism, Scholastic 
pulled its coal materials—just three days after we launched the campaign!

And that’s not all. Scholastic announced it would review its InSchool Marketing division, which created 
materials “to promote client objectives” and “make a difference by influencing attitudes and behaviors” 
on behalf of corporations like Disney, Shell, and Nestle. So, even as we celebrated our victory, we 
worked to convince Scholastic to stop promoting corporate interests in classrooms entirely. CCFC 
members flooded the company with calls and held a virtual rally at Scholastic’s Facebook page. And 
nearly sixty thousand parents, teachers, and concerned citizens wrote to Scholastic. 

Our hard work paid off: Scholastic agreed to eliminate most of its corporate-sponsored teaching 
materials. We’re so pleased that children around the country will be subjected to significantly less 
corporate marketing in their classrooms.

Scholastic Scraps Coal-Funded 
Education…and More!

V I C T O R Y



CCFC believes that government policies 
are needed to protect children from harmful 
marketing. So when several states introduced 
legislation to overturn long-standing laws 
that prohibit advertising on school buses, we 
launched our School Bus Ad Action Center. 
It provides state-by-state updates on the 
status of each bill and actions that parents and 
educators can take to stop the transformation 
of school buses into traveling billboards.

The Action Center has become a go-to resource for reporters. As a result, stories in dozens of media 
outlets include CCFC’s point of view that school buses – and all school property – should be 
commercial-free. And we can point out publicly what many communities don’t know: that selling ads is a 
terrible source of funding, typically raising as little as $1 per student per year for school districts.

Thanks to our terrific press coverage, and to CCFC members around the country who deluged their 
representatives with calls and emails, proposals to put ads on school buses were defeated in the 2011 
legislative session in Florida, Idaho, Kentucky, Ohio, Oklahoma, Rhode Island, Washington, and New York!

“Our children are attacked by marketers on 
a daily basis. Their protection should be our 

number one priority. Thank you, CCFC,
for leading the fight.” 

- Supporter Angela MacEwen

Keeping Salesmen Off of 
School Buses



Changing How Children 
Spend Their Time

Reducing young children’s screen time and encouraging hands-on and active play has been a long 
time priority for CCFC. In addition to its negative impact on play, excessive screen time is linked with 
problems like sleep disturbance, poor school performance, and childhood obesity. And screens are the 
primary vehicle for marketers to bypass parents and target children. That’s why CCFC has launched 
several initiatives to help parents reduce the amount of time their children spend with screens:

Promoting Screen-Free Babyhood
We support the American Academy of 
Pediatrics’ efforts to discourage screen time for 
children under two. That’s why we are excited 
about our research grant from the
David Rockefeller Fund to identify effective 
means of helping parents avoid screen time 
for babies and toddlers. Working with noted 
psychologist Tim Kasser, a member of
CCFC’s Steering Committee, we interviewed 
moms of very young children to determine what 
would motivate them to keep children screen-
free during their first two years of life. We also 
interviewed health and childcare professionals 
to explore ways they could encourage parents 
to keep babies and toddlers away from screens. 
Results of our study and our recommendations 
will be available in December, 2011.

Preventing the False and Deceptive 
Marketing of Baby Videos
Our Federal Trade Commission complaints 
against companies such as Baby Einstein and 
BabyFirstTV for falsely marketing screen media 
as educational for babies led to significant 
changes in how these videos are advertised – 
and historic refunds for those who purchased 
Baby Einstein videos. This year, we filed an FTC 
complaint against Your Baby Can Read, a $200 
video series purporting to be educational for 
infants as young as three months old.  After our 
complaint was featured on NBC’s Today Show 
and in the Associated Press we were flooded with 
thanks from parents misled by Your Baby Can 
Read’s marketing, including those for whom the 
hefty price tag was a significant sacrifice.



Changing How Children 
Spend Their Time

CCFC is the new official home of Screen-Free Week (formerly TV-Turnoff), the 
annual celebration where children and their families turn off televisions, video 
games, and computers and turn on the world around them. This year, Screen-

Free Week was celebrated in hundreds of schools, churches, municipalities, businesses, and libraries around 
the world. Here are just a few of those events:

• Read Boston asked 5,000 students in 14 partner 
schools to take the screen-free pledge! Children who 
returned their tracking logs after break received a 
prize pack with items that promote fun (and learning) 
without screens.

• The Early Years Institute in Long Island, NY worked 
with local merchants and community organizations to 
provide wonderful screen-free activities for children and 
families for free or at discounted prices.

• The Church of St. Michael the Archangel 
incorporated Screen-Free Week into its observation of 
Holy Week.

• In Guam, Island Girl Power hosted music in the park 
(pictured here), held an egg hunt, played volleyball and 
had arts and crafts in their clubhouse.

Save the date for next year’s Screen-Free Week:
April 30-May 6, 2012

2011 Screen-Free Week a Smash!



Changing How Children 
Spend Their Time

Standing Up for Screen-Free Preschools

When we learned that the nation’s premier early childhood association, the National Association for the Edu-
cation of Young Children (NAEYC), was updating its position statement on Technology and Young Children 
for the first time in 14 years, we sprang into action. A recent study shows that 36% of center-based childcare 
programs include TV, for an average of 1.2 hours a day, and 70% of home-based childcare programs include 
TV for an average of 3.4 hours per day.  That’s in addition to the 32 hours a week that preschoolers spend, on 

average, with screens outside of class-
rooms. So we organized a letter signed 
by 70 leading early childhood educa-
tors, pediatricians, and child develop-
ment experts urging NAEYC to join the 
American Academy of Pediatrics and 
the White House Task Force on Child-
hood Obesity in taking a strong stand 
for limiting screen time in the lives of 
young children.

We were more than disappointed 
when NAEYC issued a draft of its 
recommendations. As written, the draft 

undermines growing public health efforts to reduce screen time and prescribes that all early childhood set-
tings incorporate screen technologies, regardless of the age of the children they serve or they type of program 
they are. So we wrote another public letter and urged our members to weigh in. NAEYC was inundated with 
emails passionately describing the numerous advantages of a screen-free preschool experience.

NAEYC hasn’t issued its final position statement, but we’ve been told by its creators that the new statement 
will address many of our concerns. While we don’t know the extent of the changes, we do know that we’ve 
made a difference and that children’s lives will be better for our effort.

Childen playing at Peace Through Play Nursery School in Chestnut Ridge, NY.



We will not compromise our 
commitment to children by accepting 
corporate funding. We rely on you, and 
donors like you, to support our work.

Educating the public by attracting media 
attention to the commercialization of 
childhood has always been one of CCFC’s 
strengths, and last year was no exception. 
From Fox News to the Huffington Post, CCFC 
staff and Steering Committee members gave 
hundreds of interviews and our voices were 
heard in a wide array of media outlets. CCFC 
director Dr. Susan Linn was interviewed 
extensively by the Today Show about our Your 
Baby Can Read FTC complaint.  Associate 
Director Josh Golin was featured in stories 
on National Public Radio and the New York 
Times about school bus advertising. The 
Associated Press covered our complaints 
against Your Baby Can Read and Zevo-3, a 
cartoon created by Skechers based on the 
sneaker giant’s advertising spokescharacters. 
These AP stories were syndicated to hundreds 
of newspapers around the world. And the 
editorial boards of the LA Times, Boston 
Globe, and New York Times all wrote favorably 
about our work. To learn more about CCFC’s 
media coverage, please visit the “newsroom” 
on CCFC’s website.

During my 20-year teaching 
career I noticed changes in my 
elementary students, from the way 
they processed information, to 
their core values and dreams. I saw 
a generation driven by materialism, 
increasingly addicted to 
technology, alienated from adults, 
unable or unwilling to focus. More 
and more kids were overweight and undernourished. Yet with 
the media pushing junk food, alcohol, gambling and tobacco on 
screens of all sizes, health lessons fell on deaf ears.

I hit the wall when marketers penetrated children’s literature, 
planting messages in the novels my students were reading. That 
year (2006) CCFC launched an email campaign protesting 
stealth advertising embedded in the youth novel, Cathy’s 
Book. Newspapers across the U.S. picked up the story. Public 
reaction was strong. As a result, the paperback was published 
with no embedded advertising. That’s when I sent my first 
contribution to CCFC. Sure, I could have used the money for a 
million other things…but how can America prosper while we 
allow entrepreneurs “open season” to target our offspring for 
unhealthful behaviors, values and lifestyles?

Today I contribute monthly on my credit card, and I have been 
duly rewarded by CCFC’s remarkable accomplishments, from 
putting the brakes on BusRadio to confronting Disney and 
Scholastic. Though I can’t always fight alongside Susan and her 
dedicated staff, every dollar I donate helps level the playing field 
for children who otherwise have no bargaining power in a profit-
driven economy. The integrity, intelligence and pure “moxy” 
CCFC delivers are what I call the right kind of “bang” for my 
charitable buck! It’s an investment I must make in America’s future.

CCFC in 
the News

Why I Support 
CCFC
by Nancy Marsden

Donor Spotlight



Leadership Circle
$25,000+
Matt Damon
M/H Metrock Charitable Foundation
The David Rockefeller Fund

$10,000 - $24,999
Adam Hochschild
Jessica & Luke Hughes

$2,500 - $9,999
Chandra Jessee
Children’s Charities, Independent 	
	 Charities of America
Doreen Downs Miller Foundation
Elaine Golin
Henry Labalme
LLH/LHM Foundation
Milner Family Foundation

$1,000 - $2,499
Anne Harvey Kilburn
Anonymous (3)
Forrest C. & Frances H. Lattner 		
	 Foundation
Kim Simmons & Craig Bramley
Lucy Stroock
Michele Simon
Myron Belfer
Nancy Marsden
Ranae DeSantis
Scott Benson
Susan D. Hopkins
Swaab Charitable Fund
The Ellis Fund
Tripling Elephants
Women’s Division, United Methodist 	
	 Church

Friends
$500 - $999
Allen Kanner
Alliance for Childhood
Anonymous (2)
Benjamin Wagner
Crystal Hayling
Diane Levin
Inger Stole
Jennifer Minsos Kukla
John L. Weinberg Charitable Trust
Julia Chen

$500 - $999 (continued)
Kevin L. Hepner
Nathan Dungan & Susan Hawks
Van Dyke Family
William Beardslee
Yolie Moreno

$250 - $499
Alvin Poussaint
Andrew Singer
Anne Robertson
Anonymous (5)
Dan Stone
Danielle Todd
Dipesh Navsaria
Erin McNeill
Gaye Gronlund
Jean Rystrom
Joan Ifland
Joe Kelly & Nancy Gruver
John Jefferies
Julie Meyers
Kenwood Foundation
Margaret E Holbach
Pamela Burnley & Russell Malchow
Phil & Donna Lesch
Scott & Muffie Waterman
Tim Kasser
Will Craig

$100 - $249
A Voice For Long Beach Children
Abigail & Eric Zimmerman
ACT Against Violence Program - Lemberg	
	 Children’s Center
Alison Horowitz
Amy & Marc Vachon
Andre Crane
Andrew Foldes
Andy Adler & Ann Braude
Ann & Kevin Weidemann
Anna Sandler
Anna Styskin-Jensen
Anne Sebanc
Annette Najjar
Anonymous (40)
Barbara B. Sweeny
Beth Richman Schwartz
Bob McCannon
Brendan Kehoe, Mr. & Mrs.
Bundy Family Foundation
C. Scull
Carol B. Hillman

$100 - $249 (continued)
Carol B. Levin
Caroline P. Horner
Cheryl Hurwitz
Christine Kensicki
Christopher Nelson
Connie Valk
David Sands, MD
Diane Trister Dodge
Donna Wheeler
Douglas Fairchild, Dr. & Mrs.
Ellen Adler & Moshe Adler
Gerry Koocher, Dr.
Giuseppe & Nita Taibi
Gloria De Gaetano
Heather Barton Ziegler
Howard and Susan Weiss
Isaac Mason
Jane R. Bowen
Janette Emlen
Jeanne Cosby
Jeff Freilich
Jennifer Sullivan
Joel & Aparna Brown
Joel Parry
John Blake
John Butemeyer
John Surr
Kathleen Hollingshead
Kathryn Aschliman
Kathy Modigliani
Kathy Whitney
Kimber & Dennis Del Valle
Kimberly & Robert Watson-Hemphill
Laura & Jeffrey Rose
Lauren Kopans
Linda Christensen
Lorraine Santhay
Lucius Family
Lydia Lee
M. J. Etheart
Marcella Kanfer Rolnick
Margaret Vandervoort
Marion Nestle
Marjorie V. Fields, Dr.
Mary Murphy & Joseph Conroy
Melody Fadness
Mitch Altman
Mitchell & Cathleen Theys
Moira Chas
Molly Rauch
Nancy Carlsson-Paige

We are grateful to our supporters, whose generosity allows CCFC to continue its important 
work reclaiming childhood from corporate marketers. Below is a list of our fiscal year 2011 
( July 1, 2010 - June 30, 2011) donors.

Our Supporters



$100 - $249 (continued)
Orsolya Lazar
R. Lindsey Parsons
Raquel Lauritzen
Rebecca Weiker & Sean 	
	 Hecht
Rinda Wardle
Robert M. Miller
Rosie & Sajed Kamal
Ross Turner
Sally Lesser
Samantha Morse
Sarah Ford
Sean & Julie Foley
Sheldon Annis
Sophie Godley & Kristen 	
	 Fehlhaber
Stacey & Michael Gargiulo
Stephen & Lindsay 		
	 Evermore
Steve & Alice Golin
Susan Goldberger & Robert 	
	 Keough
Teddi Richman
Thomas Huneke
TieDyeClay Walters
Tracey Conaty
Tracy Coyle
Veronica Combs
Wendy Shepherd

Up to $100
Alexander Dupuy
Alexandra Gruskos
Alice Gore
Alina Cervantes
Allison Diehl
Ameena Batada
Amy K.S. Sterndale
Amy Reeder
Amy Zarndt
Andra F. Stanton
Andrew Huckins
Anita Cook
Ann Johnson
Anna Chorlton
Anne C. Hoag
Anne G. Ball
Anne Olcott
Annie Leary
Annika Duesberg
Anonymous (103)
Ari Craine
Arnold F. Fege
Arthur Lyle
Aurolyn Luykx
Barbara Cicerchi
Barbara Regenspan
Barbara W.Young
Ben Hillman
Berta Harris
Bill Bigelow

Up to $100 (continued)
Billy Z. Duke
Blake & Laura Roddy
Boo Gon Kim
Brandy King
Brittany Dickerson
Caitlin Keelan
Calhoun/Edwards Family
Callie Starbuck
Carla Gilbert
Carol Garboden Murray
Carol Langford
Carol Sartz
Caroline Lightowler
Casey Hinds
Cheri Lynne
Christina Cotter
Christine Guzy
Christine Wittman
Christopher Jobson
Chuck & Delorey 		
	 Kleymeyer
Connie Burak
Craig Persiko in honor of 	
	 Sue Bojdak’s bat mitzvah
Dagmar Truckses
Daniel Shively
Danielle Joseph
David & Nancy Hiatt
David Grosser
Dawn L. Cole-Easterday
Deborah Meier
Debra Kirk
Debra Scavuzzo
Denise Di Biase
Denise HIngle
Diana Dubrawsky
Diane Schmutzler
Doug & Sara Wolff
Eleni Schirmer
Elizabeth Elgin
Elizabeth Memel
Erin Clendenin
Erin O’Connor
Evan Hazard
Frances Wilmeth
Gay Garrison
Gayle Nixon
Gwendolen Hines
Hans Riemer
Helen Rynaski
Holden Bonwit
Holiday Shapiro & Robyn 	
	 Linde
Howard & Rheta 		
	 Rubenstein
Ian Christy
Idie Benjamin
Inayet Sahin
Irene Lipshin
J. Schaer
Jeff Zuckerman

Jen LaRoe
Jen McTavish
Jennifer Boettiger
Jessica Brauser
Jessica Wolff
Jill Bates
Joan Abruzzo
Joan McGlincy
Jonathan S. Spencer
Joyce Daniels
Joyce Wiley
Julianna Lichatz
Julie & Dean Ridlon
Julie Luecke
Julie Olsen Edwards
Julie Zuraw
Juliet Isele
K. Prince
Kate M. Sherman
Kathleen McMichael
Kimberly & Joshua Kol
Kimberly Ramsey
Kristine Paulsen
Kristine Wyndham
Lara Wright, MD
Laura Baran
Laura Patrick
Laura Raymond & Karl 	
	 Arruda
Lauren Ayers
Lauren Malz Hearne
Lauretta B. Freeman
Laurie Kilbourn
Leah Eister-Hargrave
Lezlie Lawson
Linda M. Evans
Linda Zoe Podbros & James 	
	 M. Waters, Drs.
Linda Warschoff
Lisa Sunbury
Liza Sanchez
Luther Wilson
Lynda Paull
Madeleine Longhurst
Marcia Morgan
Maria Carrascosa
Marian Friedrichs
Marie Nubia-Felciiano
Marilyn Boyd
Mark Frederick
Mark Gilbert
Mark S. Strauss, Ph.D.
Marshall Ann
Martha J. Campbell
Martha Robertson
Mary Jo Stanley
Mary K. King
Mary S. Green
Maureen McGurk
Melissa Nunes-Harwitt
Melissa Rosales

Michael Burton
Michael Cukor
Michael May
Michelle Chung
Nancy Hartman
Naomi H. Black
Neal Cohen
Nesli Karakaya
Niles Patrick Donegan
Noelle Albanese-Levin
Omar F. Ahmed
p3 Coaching
Pam Sexton & Curt 		
	 Gabrielson
Peggy McDermott
Peregrine Munson
Phoebe Milliken
Phyllis Rubin
Rachell Arteaga
Randall Smith
Rebecca Arnold
Rebecca Masterson
Rhoda Trietsch
Richard Skurdall
Ricki Klos
Rob & Leigh Dewis
Robert & Carla Horwitz
Robert & Veronika Stein
Roberta Sibley
Robin Iwai
Rubin Family Fund
Ruby Metre
Sally Wright
Sana Fadel
Sandra Nortier
Sara Ware
Sarah Bansen
Sharon & Gene Wintner
Sharon A. Lux
Sharon Davisson
Sheila G. Cohen
Sheldon Pollock
Sherri Carlson
Stephanie Benway
Steve Irwin
Steven Manson
Sue M. Martin
Susan Cummings
Susan Manning
Susan Rosser & Tim Hintz
Susanne Carlson
Suzanne Gellens
Tony Rey
Vicki Larson
Virginia H. Miller
Wallace, Mr. & Mrs.
Walter G. Kloepfer
Wiles Baldwin Family
Yosef Brody

Friends



CCFC Staff
Susan Linn, EdD, Director

Josh Golin, Associate Director
Shara Drew, Program Coordinator

CCFC Steering Committee
Enola Aird, JD

Kathy Bowman, EdS
Nancy Carlsson-Paige, EdD

Kevin Lee Hepner, CPA
Allen Kanner, PhD
Tim Kasser, PhD

Joe Kelly
Velma LaPoint, PhD

Diane Levin, PhD
Karen Lewis

Alex Molnar, PhD
Alvin F. Poussaint, MD

Michele Simon, JD, MPH
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