
Delivering 600,000+ impressions each week to specific counties and zip codes 
across the three state NW marketplace.

Highly visible front page positioning 
in the Oregonian/Portland 
(Wednesday, Friday & Sunday).

Delivering 1,000,000+ impressions 
each day thru 10 major media partner 
website takeovers in Portland, 
Spokane, Boise, Central Oregon, 
Southern Oregon, Eugene and Yakima.

METRO

Bias crime hotline report 
Hate targeting LGBTQ+, Jewish and immigrant 
Oregonians has grown fast, according to a report.   A2

NATION

Who’s a patriot? 
In a polarized United States, how to define a patriot 
increasingly depends on who’s being asked.   A10

Kristine de Leon   The Oregonian/OregonLive

Three years ago, Ashlee Hinderlong would stroll the 
aisles at a Fred Meyer with a shopping cart, tossing in 
items from her shopping list as well as different things 
she’d like to try.

But today, the 30-year-old Portland technical writer 
shops differently. She traded in the shopping cart for an 
online basket, and she’s not as carefree with impulse 
buys. Instead, she scours the internet for deals and dis-
counts and starts planning out her shopping list two 
weeks in advance.

“Everything is so much more expensive nowadays, so 
I’m always looking for coupons, discounts and what’s on 
sale,” Hinderlong said.

Inflation has cooled from last year’s highs. Prices for 
some pantry staples have dropped, gas is cheaper and 
some companies are offering more discounts.

That could be in part because shoppers are watching

OREGON CONSUMERS

Inflation cools, but 
companies, customers 
still struggling

Fireworks burst on the National Mall above the Lincoln Memorial, Washington Monument and the 

U.S. Capitol building Tuesday during Independence Day celebrations in Washington, D.C.    

Stephanie Scarbrough, Associated Press

INDEPENDENCE DAY

America celebrates July 4

Matthew Brown, Terry Chea, Caleb Diehl and Camille Fassett   Associated Press

D OW N I E V I L L E ,  C A L I F.  —  Using chainsaws, heavy 
machinery and controlled burns, the Biden administra-
tion is trying to turn the tide on worsening wildfires in 
the U.S. West through a multi-billion dollar cleanup of 
forests choked with dead trees and undergrowth.

Yet one year into what’s envisioned as a decadelong 
effort, federal land managers are scrambling to catch up 
after falling behind on several of their priority forests even 
as they exceeded goals elsewhere. And they’ve skipped 

over some highly at-risk communities to work in less threat-
ened areas, according to data obtained by The Associated 
Press, public records and congressional testimony.

With climate change making the situation increasingly 
dire, mixed early results from the administration’s initia-
tive underscore the challenge of reversing decades of lax 
forest management and aggressive fire suppression that 
allowed many woodlands to become tinderboxes. The

WILDFIRE SEASON

Billions spent on wildfire plan. Will it work?

FOOD

Biscuit dough building block 
A simple cream biscuit dough, which is a breeze to make, 
is the foundation for a slew of celebratory treats.   C1

$3 WEDNESDAY, JULY 5, 2023 ALWAYS ON OREGONLIVE.COM
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Save 25% on all Sprinklers and Slides. 
Bi-Mart is your summer fun headquarters.

Shop our new Savings Guide at bimart.com

Splash Into Savings

O10676380-01

NEWSPAPER

DIGITAL IMPRESSIONS

WEBSITE TAKEOVERS

BI-MART ADVERTISING RECAPBI-MART ADVERTISING RECAP

WEEK OF:
6/28 - 7/04
WEEK OF:
6/28 - 7/04



Organic and Paid social media posts to current and 
new potential Bi-Mart Members thru Facebook, 
Instagram and Twitter - with a total reach of over 
85,000 people.

30-second commercials run weekly throughout 
the NW in programming that includes: Network 
Prime, Network Specials, Sports and Local 
News.  These spots reach a potential audience 
of 5.6 million viewers.

We utilize Instagram and Facebook platforms to 
layer in a social presence for our advertising. 
Again, we target specific counties and zip codes 
within Oregon, Washington, and Idaho. We feature 
focused content for an average of seven days, with 
campaigns changing weekly.

Bi-Mart members want to stay up-to-date with sales and 
events we’re participating in within our community. Bi-Mart 
newsletters are emailed to over 160,000 members every 
Sunday, Tuesday, Wednesday, and Friday. 

ORGANIC SOCIAL MEDIA

CLICK HERE TO WATCH TV SPOTS

PAID SOCIAL MEDIA

EMAIL BLAST

TELEVISION

https://www.dropbox.com/s/eg4wuszydftsuh2/BIMT%20FLX062023%20C%20WA_ONLINE.mp4?dl=0

