
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.

BUSINESS

State short of 
climate goals
Oregon has fallen further 
behind in its effort to 
reach the greenhouse-gas 
emissions target it was 
supposed to achieve by 
2020, according to two 
new reports.   B10

Mike Rogoway   The Oregonian/OregonLive

After a dozen years operating data centers in east-
ern Oregon, Amazon says it has a deal to buy renewable 
energy to help power them.

The Seattle company announced Tuesday it has begun 
working with the local power utility, the Umatilla Elec-
tric Cooperative, to choose the electricity supply for its 
huge data center operations near the communities of 
Boardman and Hermiston. It said that enables the com-
pany to choose some renewable power for its installations.

Amazon’s announcement follows reporting by the 
Oregonian/OregonLive on how the company’s grow-
ing footprint in eastern Oregon has contributed to an 
enormous surge in regional carbon emissions, and an 
unsuccessful push by climate activists and state law-
makers to require large data centers to transition to 
clean power.

Amazon says it has been pursuing renewable energy 
for its Oregon data centers for some time but has only 
now been able to secure contracts to provide it.

The company says its wholesale power contracts pre-
vent it from saying how much renewable energy it’s buy-
ing. So the impact of its new deal with Umatilla Electric 
won’t be clear until next year, when the utility discloses 
updated information about its 2023 energy mix to Ore-
gon regulators. (The utility did not respond to questions 
about its new arrangement with Amazon.)

OREGON TECHNOLOGY

Amazon strikes 
renewable power 
deal for data centers

SPORTS

Get it right  
for Lillard
Columnist Bill Oram says 
this summer is the last 
chance for the Blazers to 
build a contender around 
the superstar, if not, it 
could be time to have a 
tough conversation about 
his future.   B1

FOOD

Go green with 
spring cuisine
It’s the perfect time for 
brighter and lighter 
menus celebrating 
seasonal veggies and 
fresh flavors.   C1

Oregon Shakespeare Festival promotional signs for the 2023 Season are seen around 
the downtown Ashland OSF campus on Monday.   Janet Eastman, staff

THEATER

OSF needs $2.5M 
to save its season

Lizzy Acker, Janet Eastman and Jeff Manning    
The Oregonian/OregonLive

The Oregon Shakespeare Festival announced a cam-
paign Tuesday to raise $2.5 million to “save” the season 
set to begin later this month and said it was suspending 
its planning for 2024 as it seeks to stabilize its finances.

The festival’s board of directors also said it had relieved 
artistic director Nataki Garrett of the interim executive 
director role she took on in January, leaving her to focus 
on production for the remainder of the season. The board 
will take on administrative duties directly.

Tuesday’s announcement comes just a week before 
previews of the first two shows of the season, “Rent” and 
“Romeo and Juliet,” are scheduled to start.

In its announcement, the festival asked its annual 
donors to move up their donations, underscoring a sense 
of urgency. It said it needed to raise $1.5 million by June 
for the 2023 season to continue.

And it said it was canceling this year’s production of 
“It’s Christmas, Carol!” which it has run for two years 
during the holiday season.

The Oregon Shakespeare Festival’s financial problems 
could have big public relations and economic ramifica-
tions in southern Oregon, where it has been a major tour-
ist draw. Of the 350,000 visitors who arrive in Ashland 
each year, more than a third had theater tickets, accord-
ing to the city’s tourism bureau.

The Oregon Shakespeare Festival says it must raise 
$1.5 million by June for its 2023 shows to continue

METRO

Homeless 
crisis help
Portland’s fire bureau 
chief orders that Portland 
Street Response’s mental 
health professionals must 
assist homeless campers 
in crisis during sweeps.    
A5

NATION

Rulings on 
abortion pills
A pair of judges in Texas 
and Washington have 
issued contradictory 
decisions on the drug 
mifepristone. So what 
happens next?   A11

COMING UP

OREGON 
SHAKESPEARE 
FESTIVAL

What: The 2023 season is 
scheduled to run April 18 to 
Oct. 15 in Ashland.

The plays: Previews begin 
April 18 for “Romeo and 
Juliet” and April 19 for 
“Rent.” Other planned 
shows include “The Three 
Musketeers” (May 31),  
“Twelfth Night” (June 1) 
and “Where We Belong” 
(Aug. 24)

Learn more: For tickets and 
more information, visit the 
website: osfashland.org
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Bi-Mart is your gardening headquarters! Shop our current 
Savings Guide and save big on garden and patio supplies.

Check out our newest Savings Guide at bimart.com today.

Spring Savings

O10599268-01

NEWSPAPER

DIGITAL IMPRESSIONS

WEBSITE TAKEOVERS

BI-MART ADVERTISING RECAPBI-MART ADVERTISING RECAP

WEEK OF:
4/12 - 4/18
WEEK OF:
4/12 - 4/18



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 advertis-
ing. 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/48m85e4hceu49nx/BIMT%20FLY041223%20A%20CW_ONLINE.mp4?dl=0

