
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.

Hillary Borrud   The Oregonian/OregonLive

A political nonprofit long led by Oregon’s powerful 
public employee unions filed two ballot measure pro-
posals last week that contain an end-run strategy aimed 
at killing a proposal campaign finance reformers have 
been working to qualify for the ballot for more than a 
year to cap contributions and shed light on dark money.

The two measures that Our Oregon filed to get on the 
ballot in 2024 would similarly cap the size of political 
donations, but they would allow unions, business associ-
ations and other membership organizations to continue 
sending hundreds of thousands or even millions of dol-
lars to candidates.

Kate Titus, executive director of good government 
group Common Cause Oregon, said Our Oregon’s initia-
tives are “clearly an effort to try to derail (the proposal 
for stricter limits) and offer a different alternative.”

“I’m pleased that there’s a proactive movement toward 
campaign finance reform and more players are looking 
for ways to do this,” said Titus, who gave input on the 
development of the reform advocates’ proposal but whose 
organization has yet to endorse any measure for 2024. 
“Unfortunately, some of the changes that they’ve made … 
do appear on the surface to be highly problematic.”

CAMPAIGN CONTRIBUTIONS

Labor group 
launches end run 
around effort to curb 
political donations

BUSINESS

Downtown 
office workers
The co-chair of Gov. 
Tina Kotek’s downtown 
Portland task force won’t 
set any strict mandates 
for his own employees, 
signaling that a pitch by 
the city to bring workers 
back to the office could be 
a tough sell.   B11

HOME

‘Olympics of 
dahlia-dom’
With more than 20,000 
varieties and more 
colors than your run-
of-the-mill rainbow, 
it’s no wonder dahlias 
have such a number 
of loyal followers. This 
weekend in Portland, 
they’ll descend upon 
the American Dahlia 
Society’s national show.   
C1

Lincoln High School students Mia Gramstad, left, Amelia James and Vy Nguyen listen 
during a meeting in advance of the school year. Their school is one of only a handful in 
Portland that has air conditioning for the hottest days.   Beth Nakamura, staff

BACK TO SCHOOL

Teachers, students 
wilt with no AC

Julia Silverman   The Oregonian/OregonLive

Kate Zimmer feels lucky to teach at Laurelhurst K-8, 
in a leafy, inner eastside Portland neighborhood where 
if she needs, say, a new pencil sharpener, supportive par-
ents will have one in her room the next day.

It doesn’t feel fortunate, however, on the hotter-than-
hot days that increasingly intrude into the Portland 
area’s school year, in August, September, May and June.

On those days, temperatures in Zimmer’s second-floor, 
fifth-grade classroom in the century-old building can 
reach a sweltering 90 degrees or more. The cost to over-
haul the ventilation and air conditioning systems in an 
old, brick building like Laurelhurst’s runs between $8 mil-
lion and $12 million, said Dan Jung, the district’s chief 
operating officer — a heck of a lot more than even the 
most generous parent volunteer will ever donate.

In the last decade, air conditioning has gone from an 
“Is it really worth the investment?” question locally to a 
must-have for new school construction — and an increas-
ingly problematic sore spot for buildings without it.

With the start of a new school year just weeks away, 
and some of the summer’s hottest weather hitting last 
week, many school administrators, teachers and fami-
lies are bracing for the inevitabilities of overheated class-
rooms in an era when climate change has made weather 
in the previously temperate Pacific Northwest far more 
extreme.

Air conditioning has become a must-have for new 
schools — and a sore spot for buildings without it.

METRO

Hardesty  
leak lawsuit
Former Portland 
Commissioner Jo Ann 
Hardesty accepted $5,000 
and a written apology 
from Mayor Ted Wheeler 
to settle claims stemming 
from a lawsuit over the 
leak of an erroneous hit-
and-run report.   A2

SPORTS

Pickleball and 
much more
When Portland’s new 
pickleball complex 
opens Friday, it won’t 
just be aficionados of 
the popular sport who 
will want to check it out. 
There is also bocce ball, 
pingpong, corn hole, 
arcade games and a 
work-in-progress disc golf 
mini-golf course, plus 
two restaurants.   B1

“It’s hard to 
stay focused 
and on task 
when you’re 
hot and tired.” 
Emily Steinheuer, who 
taught sixth-grade social 
studies at Conestoga 
Middle School in 
Beaverton last year
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BI-MART ADVERTISING RECAPBI-MART ADVERTISING RECAP

WEEK OF:
08/23 - 08/29
WEEK OF:
08/23 - 08/29



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/scl/fi/w0kxj68qx4zuzskl1815u/BIMT-FLX082923-A-CW_ONLINE.mp4?rlkey=p2zeni98owwmv3chdz0fkt7uq&dl=0

