
Advertising Options
Plug In to Oregon Business – Integrated Media Package
A public relations, social media and branding program to engage Oregon’s business and public policy executives

BONUS: PARTICIPANTS GET UNLIMITED PRESS RELEASE EXPOSURE ON OREGONBUSINESS.COM

The Magazine
We are Oregon’s only 
statewide magazine for 
business and public-policy 
executives. Your full-page 
ad appears in both the print 
and digital online version.

PR
IN

T

OregonBusiness.com
The only state-wide online 
resource for Oregon C-level 
executives and public policy 
makers. 101,000 web event 
impressions per month and 
growing. Your brand is shown site-
wide in a variety of different forms.

ON
LI

N
E

E-News/Social Media
With 2K weekly e-news 
subscribers, 5.5K Facebook 
followers, and 26.4K Twitter 
followers, we reach executives 
many times daily. The result is 
over 280,000 e-news and social 
outreach impressions per month.

SO
CI

AL

$2,995 for full page advertorial + full page display ad  
LIMITED TO ONE PACKAGE PER ISSUE

Explain, educate and expand on the work your company is doing in your industry.  
Capture the attention of customers, leaders, policymakers and other businesses  
with your company’s story. 

Special Collaborative Sections
Topic specific content in your words

Brand Story
• Interview by our writing staff with resulting article

• Professional photo shoot 

• Article published in print and across all digital platforms including

   OregonBusiness.com, weekly e-newsletter and our social media channels

$5,900 for two-page article – $2,000 for each additional page

SEE NEXT PAGE 
FOR MORE INFO

Rates:

Week Month 4 Months

HIGH IMPACT DIGITAL
HIGH IMPACT DIGITAL

EXCLUSIVE DIGITAL
EXCLUSIVE DIGITAL

PLUG-IN TO ALL MONTHLY DIGITAL
OUR “MOST POPULAR” ISSUES
OUR “MOST POPULAR” ISSUES

YOUR STORY EVERYWHERE PRINT & WEB

Super Billboard
In-Story
Ticker
Sticky
Plug In Program
Print Edition Full Page
Print Edition Half Page
Two Page Brand Story

$2,200
$1,800
$2,200
$2,200
$1,800 $4,500

$4,500
$2,500
$5,900

503.445.8824
craigp@oregonbusiness.com
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44
years of 
editorial 

excellence

850K
channel-wide 

impressions per 
quarter

41%
of readers save 

issues for 
reference

have read at 
least three of the 
last four issues

31
minutes spent 

with each issue

54
average 

reader age

$165,000
average household 

income

$1.3m
average net worth

72
average years 
in operation

82%
of readers have a 
college degree

 

37%
hold a master’s or 
doctoral degree

Audience Demographics

39%
of readers 
are female

61%
of readers 
are male

Honored repeatedly with 
national and regional awards

	●17 ASBPE gold and silver awards for reporting, 
design and photography, 2009‑2024

	●First-place for general excellence by the 
Society of Professional Journalists, 2012

	●Gold ASBPE award in 2011 for best research 
project (The 100 Best Companies)

	●16 top SPJ awards in 2011 and 2012 for 
excellence in reporting and design

	●24 SPJ awards, including 9 first‑place honors 
for reporting and design, 2009‑2024

Oregon Business
Oregon Business is a nationally recognized, award-winning 

magazine, website and e-newsletter reaching business, 

political, non-profit and civic leaders statewide. It also 

conducts the widely regarded 100 Best Companies to Work 

For in Oregon workplace research project and popular 100 

Best green and nonprofit workplace projects. Through its 

magazine, research, website, e-newsletters and events, 

Oregon Business delivers business intelligence to readers 

and decision makers to advertisers.

Data based on Oregon Business reader survey conducted in 2015 by CFM Strategic Communications

Each month, Oregon Business delivers these total digital outreach 
impressions to Oregon’s business decision makers:

Over 
70%

86%
are Owners, Partners, 
Principals, Presidents, 
Vice Presidents or 
Managers of their 
companies.

94%
influence, share or have 
primary responsibility 
for decision making

More than

STATS

WEB EVENT IMPRESSIONS: 101,000       E-NEWSLETTERS: 8,376       X (TWITTER): 228,800     
FACEBOOK: 23,621       INSTAGRAM: 12,749       LINKEDIN: 6,864     

503.445.8824
craigp@oregonbusiness.com
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Get involved with OBM
There are many ways to participate in the Oregon Business community.   
Here are some suggestions. Please contact us for more information. 

Custom Events  
Boost your event attendance and create new, 
fresh customer leads by partnering with us 
on your own custom event.

“100 Best” Survey 
Participation 
Participating in one of our popular “100 
Best” surveys will give you valuable insight 
into the opinions and priorities of your 
employees. And you’ll find out where 
you stand with regards to Oregon’s best 
organizations to work for. Winners get year-round mileage from 
their “100 Best” status which helps recruiting and retention.

2026 2026 2026

High Impact Advertising  
Demand attention, increase “share-of-mind” and 
create leads with high impact advertising. Great for 
new product, service and locations launches, or any 
time you have big news to share. Options include 
Belly Bands, Business Reply Cards, Inserts/Outserts, 
Cover Wraps, and Super Billboard Web Banners.

2025

What It Means  
to Be Green Now

THE END OF FOREVER
Oregon’s new anti-PFAS billHOT SPOT

Kah-Nee-Ta’s next chapter

Q3 2025 | OregonBusiness.com

plus

RONDA RUTLEDGE 
Executive Director, Ecotrust

Rutledge, a 25-year nonpro�t veteran whose 

prior experience includes leadership roles 

with the Sustainable Food Center in Austin 

and the American Indian Child Resource 

Center, stepped into her role as executive 

director of Ecotrust in 2023. Ecotrust was 

founded in 1991 to create “durable change” 

and spark ideas across the globe, but also 

maintains a focus on the West Coast region, 

including Alaska. Its programming includes 

tribal land and water stewardship, commu-

nity resource programs and food-systems 

work — like hosting a farm-to-school and 

farm-to early-care-and-education institute 

earlier this year. 
“Really, what we’re trying to do is to help 

build power for frontline communities that 

are primarily folks of color, that are the �rst 

and worst a�ected by climate change,” Rut-

ledge says. “�e idea is that when you look 

at that intersection of equity, environment 

and economy, it’s going to take movement 

at that intersection for real sustainability 

to happen. We consider sustainability as 

lasting, right? So we want to make sure that 

these communities that are the hardest hit 

by what’s happening environmentally are 

able to resource what needs to be resourced.” 

So being able to thread the needle between 

economy, environment and equity is “piv-

otal,” Rutledge says. 
“We’ve seen the successful development 

of a sawmill with the San Carlos Apache and 

a community clinic that was developed that 

really focuses on farm workers in California, 

and then a wastewater-treatment plant on 

the Confederated Tribes of the Umatilla 

Indians reservation — areas where, again, 

we may need to bring our resources to bear,” 

Rutlege adds. “But the thing that really sets us 

apart in our programming is that what we’re 

doing is what the community needs. And 

some of those needs are shifting right now, 

given the current climate. So there may be 

things that our community partners needed 

last year that are di�erent this year, and we’ll 

need to pivot our own programming in order 

to address those needs, because we really 

take our cues from the inherent leadership 

that already exist in the communities that 

we walk alongside.”
Ecotrust has not been immune to changes 

at the federal level. �e organization is, for 

example, part of a collaborative called the 

Partnership for Climate Smart Communities, 

which receives federal funding. 

“What’s happened at the federal level is 

that not only are they changing the name 

of that particular e�ort, but they’re wanting 

the resources to be handled di�erently, so 

there’s a higher threshold for how much 

money is actually going directly to producers 

and farmers through that grant. What we’re 

doing is kind of talking with our program 

partners, as we make our own adjustments 

to that budget per the requirement of the 

federal government,” Rutledge says. That 

shift is still being discussed actively, but 

overall, Rutledge says, the changes Ecotrust 

is making are “not devastating.” 

“We’re going to weather this. We’ve had 

many of these programs across multiple 

administrations, and so I’m not super con-

cerned about that at this point,” Rutledge 

says.

DYLAN KRUSE 
President, Sustainable Northwest

When Dylan Kruse graduated from Lewis 

and Clark College in 2009, he had a hard 

time �nding work in his intended �eld, but 

when he found out a local environmental 

nonpro�t was looking for interns, his interest 

was piqued.
“I had a degree in international affairs 

but ended up doing something that was 

extremely local and domestic, working 

in the Paci�c Northwest on rural natural- 

resource management,” Kruse says. “But I 

had, I think, a pretty strong interest in a lot 

of the cross-cutting issues related to natural 

resources — con�ict, policy, economics.”

Last fall Kruse became the president 

of Sustainable Northwest, a conservation 

nonprofit that “works on fixing some of 

our toughest natural-resource problems 

without sacrificing the bottom line.” The 

organization places a strong emphasis on 

forest management, green building, regen-

erative beef ranching and renewable-energy 

development as well as water management. 

Kruse says he sees a shift in the way we talk 

about sustainability — but also some core 

ideas that haven’t changed, at least for his 

organization.
“We are seeing that shift and that change, 

but in a lot of ways, it’s what we’ve always 

done at Sustainable Northwest and is con-

sistent with our mission, and it’s validated 

a lot of that approach,” Kruse says. “It’s this 

idea of, for something to be considered sus-

tainable and to achieve these outcomes, it’s 

got to work for businesses. It’s got to work for 

producers. It’s got to work for consumers.”

For example, while consumers often have 

strong environmental values, they still care 

about price point, especially with spiraling 

inflation. And an increasingly polarized 

political environment means there’s more 

emphasis on practical questions. 

“It’s just placing more of that emphasis 

and that pressure on, can it work? Can it 

work for the bottom line? Can it work for 

businesses? And can you have both? And 

we would argue that you can, and that’s what 

we’ve always been about — that collabora-

tion, that partnership with landowners, with 

farmers, with ranchers, with businesses, to 

say that you can do these things. We believe 

that you can have a higher bar. We believe 

there can be strong scienti�c integrity behind 

it, but most important, can we prove it out, 

and can we make it pencil?

“�e work we do is nonpartisan,” Kruse 

adds. “It’s not even bipartisan. It’s nonpar-

tisan. People want healthy food, they want 

clean water, they want a�ordable energy, 

they care about where products come from. 

�ey care about the communities. And so 

regardless of those changes we’ve seen eco-

nomically and politically, these are things 

that people want and services that they’re 

going to expect. It’s our job to say, can we 

deliver it with that extra degree of integrity 

behind it? But I just think that that emphasis 

on the business relationships and the part-

nerships have to become more pronounced 

and essential than ever.”
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100 Best Event Sponsorships  
Increase your “grass roots” event 
exposure with a sponsorship of one of 
our popular “100 Best” awards where 
Oregon’s best companies and non-
profits celebrate. Options vary so please 
contact us for more information.

Editorial Submission 
Our editors want to hear from you. 
Please let us know when you have 
news to share and maybe they’ll 
use it in the magazine. Send press  
releases and news tips to  
tips@oregonbusiness.com

PLUS

2024

A MATTER OF TASTE
How Sarah Masoni gives Oregon 
entrepreneurs their secret sauce

WELL SUPPORTED 
The Sports Bra’s big victory

March/April 2024 | OregonBusiness.com

503.445.8824
craigp@oregonbusiness.com
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