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Our newsroom works 
months in advance to 
uncover and present 
the most important 
stories in Portland 
and we present them 
every week on the front 
cover with eye-catching 
graphics and data that 
jump to a far forward 
two-page spread. Every week this piece grabs our 
executive reader’s attention and holds them.  This is a 
great place to get in front of them!

The Data Bank is our page three 
gateway into the paper. Every 
week features an in-depth, 
graphic-oriented look at a 
key Oregon industry, with an 
emphasis on its importance to 
the state or regional economy. 
Location is everything and this feature’s got it!  

Our reporters spend each day 
collecting information so they 
can relay it to Business Journal 
subscribers. They’re subject 
matter experts. Our readers are 
able to do a deep dive on the 
industry segments they care 
most about. Be there with them! 
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Nike readies last touches 
of a giant real estate play
By MATThew Kish
mkish@bizjournals.com, @matthewkish

N ike Inc. is quietly on the verge 
of assembling one of the larg-
est corporate campuses in 

America.
The company is in the middle of a 

land swap for a coveted piece of land 
at the heart of its sprawling Wash-
ington County campus, the Business 
Journal has learned. Public records 
also show Nike acquired an option to 
buy a nearby cluster of office build-
ings in February.

If Nike acquires each property, it 
will have 351 acres of contiguous land. 

Nike already is adding more than 
1 million square feet of office space 
to its existing 1.9 million square feet, 
giving it a corporate campus nearly 
three times bigger than Facebook Inc.

The audacious assemblage has 
sweeping implications for the state, 
and especially for the Portland area. 
It puts to rest decades of angina-in-
ducing worry about the shoe giant’s 
commitment to Oregon. No corpo-
rate entity would make such a sprawl-
ing investment — the recent transac-
tions and construction will top $275 
million —  just to abandon it. As a 
result, the state stands to benefit from 
increased income taxes, property tax-
es, employment at suppliers and ven-
dors and airport traffic. Just as signifi-
cantly, Nike’s bold land grab ensures 
the company’s deepening influence 
on local economic development and 
politics will continue.

Campus security
Despite Nike’s historical presence, its 
commitment to Oregon was often in 
doubt. For decades, the globally tran-
scendent sporting goods company 
and co-founder Phil Knight have had 
a testy relationship with state and 
local lawmakers.
R In the late 1990s, land-use disputes 
and other factors drove Nike execu-
tives to discuss headquarters options 
with officials in Arizona, Idaho, Wash-
ington, Nevada, Colorado, New Mexi-
co and British Columbia, according to 
press reports. 
R Nike also battled the city of Beaver-
ton in 2005 after officials announced 
plans to annex the campus, which is 
in unincorporated Washington Coun-
ty. The state Legislature eventual-
ly prevented the city from annexing 
Nike and other nearby companies for 
30 years.
R The gash ripped open in 2010 when 
Knight wrote an editorial blasting two 
corporate tax increases, famously 
calling them “Oregon’s Assisted Sui-
cide Law II.”

 R Acres: 266
 R Square footage: 2.5 million 
(including proposed buildings)

 R Existing: 1.9 million
 R Acquired this year: 581,000
 R Proposed: 561,000
 R Tax value of land: $77.8 million
 R Tax value of buildings: $289 
million

 R Total value: $366.8 million
source: Nike: washington County

R NikE’S HEAdquATErS

cover story

R The long-simmering tension boiled 
over last December when Nike threat-
ened to expand elsewhere if Oregon 
lawmakers didn’t pass a bill to lock in 
its taxes at present rates for 40 years. 
Lawmakers ultimately passed the bill 
on Dec. 14, 2012, but not until several 
states, including Washington and Tex-

as, once again made a play for Nike, 
according to public records unearthed 
by The Columbian.

Economic development officials in 
other states say there’s no longer any 
chatter about Nike moving. 

“We’d love to steal them from 
Oregon, but that speculation is in 
the past,” said Mike Kosdrosky, CEO 
of the Northwest Denver Economic 
Development Partnership.

Kosdrosky’s predecessor, Don 
Dunshee, made a big play for Nike 
in 1997.

Dunshee showed the company a 
roughly 300-acre parcel of land on 
the outskirts of Denver.

“As I recall, it was for a headquar-
ters,” said Dunshee, who recently 
retired after 50 years in economic 
development. “But since that mid-
late ’90s activity, I haven’t heard their 
name pop up on the radar screen.”

Just lease buy it
The real estate deals reflect Nike’s 
continued financial success.

The Fortune 500 company had 
$25.3 billion in fiscal 2013 sales, a 

155 percent increase since it opened 
the last new building on its campus, 
the Tiger Woods Conference Center 
in 2001.

In that time, employment more 
than doubled to 48,000. 

The financial success also trans-
lated to a gilded balance sheet. Nike 
has little debt and nearly $6 billion 
in cash.

The downside to the rapid growth: 
It forced  thousands of Nike employ-
ees into off-campus leased space, a 
detriment to maintaining the culture 
that’s integral to Nike’s success.

The Oregonian reported in 2011 
that Nike leased 160,000 square feet 
at two separate corporate parks in 
Beaverton and was on the hunt for 
another 100,000 square feet. It leased 
more than 191,000 square feet of 
space on the nearby Tektronix Inc. 
campus in 2010. 

Now Nike appears to be putting its 
cash to work on new buildings and 
real estate.

In addition to the two real estate 
deals in the works, Nike purchased 
nearly 600,000 square feet of office 

 R CEO: Mark Parker
 R Employees: 48,000
 R revenue: $25.3 billion
 R Fortune 500 rank: 126

R NikE iNC.
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Manufacturers have long felt their contributions to Oregon’s economy are overlooked. Here’s 
some ammo for their argument: The value of products produced in Oregon — the state’s gross 
domestic product — has risen nearly 210 percent since 1997. Numbers listed in millions. Hear from 
manufacturers themselves in the Manufacturing Roundtable Focus section starting on page. 20.

Oregon’s got the goods

I hope the re-imagined Portland 
Business Journal that you hold in 
your hand reflects the incredible 
energy and enthusiasm that we 
have for local business coverage 
and our excitement at how we’ve 
evolved as an organization. 

While many in media continue to bemoan 
the emergence of digital news coverage and the 
disruption to the status quo it has brought, we have 
embraced it. Over the past several years, these new 
tools have allowed us to grow every aspect of our 
organization – digital, events and print – to levels 

we’d never thought possible. 
The Portland Business Journal currently averages 

more than 1 million page views and almost 200,000 
unique visitors to our website every month.  We 
produce five digital newsletters with between 
7,000 and 14,000 executive subscribers to each. We 
produce more than 40 business programs and events 
every year which draw more than 12,000 regional 
executives. And, we’ve grown readership of our print 
publication nine of the last 11 years. 

The Business Journal has become truly a 24/7 
news organization that is able to serve our customer’s 
information and data needs faster, deeper and in a 

more comprehensive manner than ever before. What 
this means for our subscribers is an increasingly fast 
and broad array of tools at your disposal to help you 
grow your business.  The digital news revolution has 
allowed us to transform the Business Journal into an 
even more critical tool for success in business and lets 
us make local business coverage more exciting, more 
immediate, and a whole lot of fun. I hope you find 
that our new design reflects that. 

But what’s most important is what you, our 
readers, think. I would welcome your comments, 
questions or suggestions at 503-219-3401 or cwessel@
bizjournals.com. I’d appreciate hearing from you. 

FROM THE PUBLISHER

a NEW, VIbRaNT PoRTlaNd buSINESS jouRNal

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

17,807 18,340 16,941
19,695

15,860
18,505 18,585

27,278 27,361

34,834 35,125

39,864 39,623

46,877
49,594

55,158
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REAL ESTATE DAILY
I wcuLveRweLL@bizjOuRNALs.cOm 503-219-3415 @PDxbizweNDy

Reporter Wendy Culverwell covers commercial  
real estate, nonprofits, retail & hospitality

Pacific Northwest College of Art
C.E. John Development Co.
Gerding Edlen Development Co.
Project^
Danner Boots
Quin
Steven Alan
Norman, Hilary
Cody, Tom
DiChiara, Tom
Manley, Tom

The Pacific Northwest 
College of Art 
submitted plans to 
renovate the historic 
U.S. Post Office, 511 
N.W. Broadway, in late 

July.  The move sets PNCA’s dream of 
refashioning itself at the head of the 
North Park Blocks in action.

PNCA secured the building, which 
it will call the Arlene and Harold 
Schnitzer Center for Art and Design, 
from the U.S. government through 
a program that transfers surplus 
properties to schools for educational 
uses. The Business Journal checked 
in with Tom Manley, president of the 
art school, for an update on its capital 
campaign and its pending $30 million 
move. 

Has the design changed much in 
the past year? It changes every day 
but the design, from Brad Cloepfil 

of Allied Works 
Architecture, is 
now 100 percent 
complete and 
we’re really excited 
about it. 

How is the 
planning coming 

along? We are in contract to sell the 
main campus building, 1241 N.W. 
Johnson St. That will help with 
financing the post office project. 
We will use the equity to bridge the 
construction cost, which will save us 
significant interest expenses.

How is the $15 million capital 
campaign coming along? We are at 
$10.5 million. The rest of the financing 
is a moving target. We are trying 
to secure federal Historic and New 
Market tax credits. Our development 
partner, Gerding Edlen Development, is 

working on the tax credits and creating 
the legal entity to receive them. The 
balance will come from the city and 
long-term financing through tax-
exempt bonds. 

What is the project time line? The 
U.S. Immigration and Customs 
Enforcement is the last U.S. agency 
at the 511 building. We expect it to 
move to its new building at the South 
Waterfront this fall. We’ll break ground 
in November and expect to move to the 
new campus abut 14 months later.

How have the North Park Blocks 
changed since PNCA announced its 
intent to move there? There’s been 
a lot of activity. Art House, a seven-
story, 130-student residence at the 
former Powell’s Technical Books 
site overlooking the park blocks at 
Northwest Couch Street, will open in 
about three weeks. 

Q&

A

News maker

C.E. John and 
its growing 
focus on 
apartments
In the three years since Vancou-
ver’s C.E. John Co. decided to refash-
ion itself as an apartment-oriented 
mixed used real estate company, the 
family-owned firm has become one 
of Portland’s more intriguing in-fill 
apartment developers. 

In the past year, C.E. John has 
begun four apartment projects total-
ing nearly 270 units in Northwest 
Portland while attending to its core 
business by updating prominent 
shopping centers such as Beaverton’s 
Cedar Hills Crossing.

Just last week, C.E. John secured 
approval from a surprisingly quarrel-
some Portland design commission for 
Slabtown Marketplace. The New Sea-
sons Market-anchored 110-unit apart-
ment project will be constructed at 
Northwest Raleigh Street and North-
west 21st Avenue.

In a move that surprised C.E. 
John and other developers, the city’s 
appointed commissioners consid-
ered sending the project back to the 
drawing boards after initially indicat-
ing they were happy with the design. 
Commissioners objected to landscap-
ing and surface parking plans but 
eventually voted 3-2 to approve. 

The much-anticipated Slabtown 
Marketplace kicks off the transfor-
mation of the 22-plus acre Con-way 
property into a new neighborhood 
with office, retail and residential 
development. 

Thomas DiChiara, vice president 
for development and a long-time 
Portland apartment builder, said C.E. 

cAThy cheNey

The historic U.S. Post Office building on N.W. Broadway will become PNCA’s new home.

Closer look

PNCA offers new post office plan

AKA: Federal Building and 511 N.W. Broadway 

1916: After a tumultuous public debate over the project’s 
design, construction begins on Portland’s 130,000 square 
foot u.s. Post Office at 511 N.w. broadway. The $1-plus 
million project is meant to replace the outdated Pioneer Post 
Office. Architect Lewis P. hobart designs the building in the 
classical Revival style. The boxy exterior hides a strikingly 
ornate main hallway and energy-efficient touches such as  
skylights to illuminate the mail processing area.

1962: The original bronze  doors are replaced with 
aluminum ones. The skylights are covered at some point for 
unknown reasons.

1966: The Postal service moved to its hoyt street location.  
Architecture firm skidmore, Owings and merrill is brought 
in to design alterations that preserve the main hallway and 
other details while transforming the building for general 
government offices. 

1979: building added to National Register of historic Places 
for its architectural and engineering significance. 

Jan. 2009: Pacific Northwest college of Art secures the 
building through a u.s. government program that transfers 
surplus buildings to local organizations if they use them for 
educational purposes. 

ThE U.S. PoST officE

CENTERPIECE

The Business Journal’s 
lists are pure, exclusive 
economic intelligence. The 
List has always been one 
our most highly read pieces 
in the paper and now we’re 
expanding them every issue to 
pull out critical data, trends, news stories and profiles 
from the list that will make it that much harder to 
put down.
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Name / Prior rank (* not ranked in 2012) / Web Address

Direct 
Premiums 

Written Market Share

Direct 
Premiums 

Earned, 
Prior Year

Direct Losses 
Incurred, 
Prior Year

Loss Ratio, 
Prior Year Headquarters

1
state Farm Mutual auto 
insurance Co. 1
statefarm.com

One State Farm Plaza, 
Bloomington, Ill. 61710

309-766-2311
$413 million 8.04% $410 million $261 million 63.72% Illinois

2
saiF Corp. 2
saif.com

400 High St. S.E., 
Salem, Ore. 97312

503-373-8000
$399 million 7.77% $388 million $261 million 66.10% Oregon

3
Farmers insurance Co. of oregon 3
farmers.com

3003 77th Ave., 
Mercer Island, Wash. 98040

206-232-8400
$332 million 6.47% $334 million $184 million 55.15% Oregon

4
state Farm Fire and Casualty Co. 4
statefarm.com

One State Farm Plaza, 
Bloomington, Ill. 61710

309-766-2311
$270 million 5.25% $270 million $118 million 43.68% Illinois

5
safeco insurance Co. of oregon 5
safeco.com

Safeco Plaza, 
Seattle, Wash. 98185

206-545-5000
$237 million 4.62% $225 million $105 million 46.71% Oregon

6
Progressive universal 
insurance Co. 6
progressive.com

6300 Wilson Mills Road, 
Mayfield Village, Ohio 44143

440-461-5000
$122 million 2.38% $119 million $83.9 million 70.22% Wisconsin

7
Progressive Classic insurance Co. 7
progressive.com

6300 Wilson Mills Road, 
Cleveland, Ohio 44143

440-461-5000
$110 million 2.15% $109 million $81.5 million 74.39% Wisconsin

8
american Family Mutual 
insurance Co. 8
amfam.com

6000 American Parkway, 
Madison, Wis. 53783

608-249-2111
$104 million 2.03% $104 million $57.9 million 55.45% Wisconsin

9
Country Mutual insurance Co. 10
countryfinancial.com

P.O. Box 2100, 
Bloomington, Ill. 61702

309-821-3000
$80.9 million 1.57% $79.7 million $47 million 59.13% Illinois

10
allstate insurance Co. 11
allstate.com

3075 Sanders Road, Suite H1A, 
Northbrook, Ill. 60062

847-402-5000
$72.2 million 1.40% $74.4 million $32.4 million 43.59% Illinois

11
liberty northwest 
insurance Corp. 9
libertynorthwest-ins.com

P.O. Box 4555, 
Portland, Ore. 97208

503-239-5800
$67.4 million 1.31% $68.7 million $38.6 million 56.18% Oregon

12
allstate Fire & Casualty 
insurance Co. 13
allstate.com

2775 Sanders Road, 
Northbrook, Ill. 60062

847-402-5000
$66.7 million 1.30% $64.6 million $41.9 million 64.79% Illinois

13
Farmers insurance exchange 12
farmers.com

P.O. Box 2478, 
Los Angeles, Calif. 90051

323-932-3200
$65 million 1.26% $63.6 million $20.9 million 32.88% California

14
Federal insurance Co. 15
chubb.com

15 Mountain View Road, 
Warren, N.J. 07061

908-903-2000
$59 million 1.15% $56.9 million $18.9 million 33.32% Indiana

15
Continental Casualty Co. 19
cna.com

CNA Plaza 21S, 
Chicago, Ill. 60685

312-822-5000
$57 million 1.10% $56.5 million $28.1 million 49.73% Illinois

16
Mutual of enumclaw 
insurance Co. 14
mutualofenumclaw.com

1460 West St., 
Enumclaw, Wash. 98022

360-825-2591
$54.5 million 1.06% $56 million $31.9 million 57.06% Washington

17
usaa Casualty insurance Co. 21
usaa.com

9800 Fredericksburg Road, 
San Antonio, Texas 78288

210-498-2211
$54 million 1.05% $52.9 million $30.3 million 57.29% Texas

18
allstate Property & 
Casualty ins. Co. 16
allstate.com

3075 Sanders Road, Suite H1A
Northbrook, Ill. 60062

847-402-5000
$53.5 million 1.04% $53 million $28 million 54.13% Illinois

19
usaa 21
usaa.com

9800 Fredericksburg Road, 
San Antonio, Texas 78288

210-498-2211
$52 million 1.01% $50 million $29 million 57.38% Texas

20
oregon Mutual  insurance Co. 18
ormutual.com

P.O. Box 808, 
McMinnville, Ore. 97128

503-472-2141
$51.7 million 1.01% $52million $27.6 million 52.88% Oregon

21
liberty Mutual Fire insurance Co. 20
libertymutual.coop

11524 Kluckhohn St., 
Stitzer, Wis. 53825

608-943-8333
$48.8 million 0.95% $50 million $25.5 million 50.49% Wisconsin

22
Geico General insurance 17
geico.com

One Geico Plaza, 
Washington, D.C. 20076

310-986-3000
$48.5 million 0.94% $49.6 million $31 million 62.65% Maryland

23
Country Preferred insurance Co. 23
countryfinancial.com

1701 N. Towanda Ave., 
Bloomington, Ill. 61702

309-821-3000
$46 million 0.89% $45 million $29 million 65.11% Illinois

24
Factory Mutual insurance Co. \
affiliatedfm.com

270 Central Ave., 
Johnston, R.I. 02919

401-275-3000
$43 million 0.84% $37 million $2.69 million 7.26% Rhode Island

25
Travelers Property Casualty 
Co. of america \
travelers.com

One Tower Square, 
Hartford, Conn. 06183

860-227-0111
$38.7 million 0.75% $30 million $5.45 million 17.74% Connecticut

10.28%
State Farm’s total U.S. 
market share last year, 
making it the top property 
and casualty insurer in the 
country, according to the 
National Association of 
Insurance Commissioners.

5.54%
Zurich Insurance’s total 
share of the U.S. property 
and casualty insurance 
market last year, making it a 
distant second. 

lowest ore. loss ratio
Factory Mutual 
Insurance Co. 7.26%

Travelers Property 
Casualty Co. 17.74%

Farmers Insurance 
Exchange 32.88%

Federal Insurance 
Co. 33.32%

Allstate Insurance 
Co. 43.59%

aBouT THe lisT
Information was obtained 
from the Oregon Insurance 
Division. Information on 
The List was supplied 
by individual companies 
through questionnaires and 
could not be independently 
verified by the Portland 
Business Journal. 

neeD a CoPY 
oF THe lisT?
Information for obtaining 
reprints, web permissions 
and commemorative 
plaques, call 800-927-2363. 
More information can be 
found online by clicking the 
“Buy” tab near the top of 
the site.

WanT To Be 
on THe lisT?
If you wish to be surveyed 
when The List is next 
updated, or if you wish to 
be considered for other 
Lists, email your contact 
information to Tam Jenkins  
at tjenkins@bizjournals.com 
and make sure to include 
which List(s) you wish to be 
surveyed inclusion.

R closer look

NOTES: NA - not applicable, not available or not approved

property & Casualty Insurers
ranked by direct premiums written in oregon

Compiled by Tam Jenkins  
503-219-3412, @PDXBIZresearch 

tjenkins@bizjournals.comTHE LIST

DATABANK

REPORTER PAGES

The best way to learn is by doing, 
and the best people to learn 
from are those who have done 
it themselves. Our Strategies 
pages give our executive readers 
a behind the scenes look at the 
marketing, HR, finance, and growth strategies 
that drive some of our most successful 
businesses. This is a great place to be in front 
of readers as they think about building their 
business.  

J eff Shafer is near the forefront of a 
new revolution in apparel retail.

Shafer’s new jeans brand, Bluer 
Denim, launches its website this week by 
capitalizing on the latest seismic shift in 
the retail apparel world: direct-to-con-
sumer brands.

“What I saw was an opportunity to 
create a brand for a (denim) market-
place that hasn’t had a new product 
introduction in at least 20 years,” Sha-
fer said. “The youth market, specifically 
college students, has no problem order-
ing online, using their credit card, shar-
ing on Facebook, repinning, tweeting.”

In launching Bluer, Shafer — who 
also runs Rigefield, Wash.-based high-
end retail brand Agave Denim — is at the 
forefront of an emerging concept. Brands 
such as khakis retailer Bonobo and eye-
glasses brand Warby Parker are bypass-
ing traditional retail outlets by market-
ing on social media and selling purely 
online. 

By cutting out a network of middle-
men, Shafer hopes to shave enough costs 
off his operation to manufacture the 
product in the U.S., and do so at selling 
prices — retail prices begin at $95 — that 

are palatable to the college-aged con-
sumers he covets. 

“If you could create a product that’s 
sold direct to consumer and avoid trade 
shows, selling commissions, retail mar-
keting, sample costs, look books and 
passed the savings off to the consum-
ers, there’s so much value in that prod-
uct that you can make things domesti-
cally in the United States transparently,” 
Shafer said.

As noble as that sounds — Shafer, 
whose Agave brand is also Made in the 
U.S.A. — recognizes that the concept 
brings up a litany of challenges for the 
consumer.

Free to try
For starters getting the fit and style of 
jeans right is challenging, at best. Doing 
it online — often with one-dimensional 
pictures — isn’t for the risk averse.

So, the question Shafer asked himself 
was, “How do you get people to trust the 
brand?”

To address this, he’s applying the con-
cept of home try-ons. 

“Pick any pair of jeans you’re interest-
ed in, and they get shipped to you at no 

charge,” he said.
He’s also attaching a dose of corporate 

responsibility to his brand: Bluer will pay 
$5 for every pair purchased to buy back 
customers’ used jeans, which it will then 
sanitize and give to someone in need. 

Something new
Shafer is no stranger to new concepts.

He first launched a new apparel brand 
in 1992 with Los Angeles-based BC Ethic, 
a young men’s vintage-inspired street-
wear brand that peaked in 2000 with $25 
million in wholesale revenue.

When youth-oriented chains such 
as Abercrombie & Fitch came on the 
scene with their own brands, and major 
department stores consolidated, Sha-
fer shifted to high-end retail with Aga-
ve Denim, the premium jeans brand he 

moved to Ridgefield in 2008. 
Now Agave, after around a decade in 

business, is stagnant at $10 million in 
sales.

The market for premium denim is 
growing, albeit slowly. Sales of jeans 
priced above $50 over the past 12 months 
have climbed less than 1 percent to $3.3 
billion, according to data from market 
research firm The NPD Group Inc. 

Marshal Cohen, an analyst with NPD, 
said the direct-to-consumer model fits 
nicely with the tastes of modern teens.

“Every crop of teenagers and young 
adults love to go through the process of 
discovery,” Cohen said. “They want to 
discover a brand or trend or lifestyle.”

To introduce Bluer, Shafer launched a 
campaign on the crowdfunding website 
Kickstarter. Though he landed $45,000 
in sales from the effort, the money wasn’t 
important. It was the exposure to an 
audience of early adopters that mattered.

“Turns out 5,000 people watched the 
video on Kickstarter,” he said. “We prob-
ably didn’t need that money. But then I 
found out I had $45,000 in the account, 
and it made me very happy.”
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StrategieS
A comprehensive resource for growing businesses
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With his latest apparel venture, Bluer Denim, Jeff Shafer hopes to take premium made-in-the-U.S. denim directly to college-aged consumers.  

Taking the blues out of buying denim
BLUER DENIM CHANGES jEANS SHoPPING 
By GoING STRAIGHT To CoNSUMERS Company: Bluer Denim

Headquarters: Ridgefield, Wash.
Ceo: Jeff Shafer
Product: Direct-to-consumer fashion 
denim brand aimed at college-aged 
men and women.
revenue: Projected $1 million in first 
year. 
Website: bluerdenim.com

R the baSicS

STRATEGIES

Business is all about people. 
The PBJ Interview is our weekly 
last page exit from the paper 
profiling some of the most 
successful, charismatic and 
interesting individuals in 
regional business. Our readers 
love it. Share the love! 
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A icha Evans plays a key role 
in leading Intel Corp. during 
a time of unprecedented 

transition.
Intel’s microprocessors have helped 

it dominate the shrinking PC market, 
but the chip-maker must now gain a 
foothold in the growing mobile sector, 
namely tablets and smartphones. 

It’s a new focus for the company, 
but early results have been promising: 
Intel engineers recently designed a 
chip that drastically reduces power 
usage, which is extremely important 
as it seeks a bigger role in the mobile 
market.

What can you tell me about the work 
you’re doing in mobile? Mobile is a 
really critical tool, something we’re 
committed to. We’ve made a lot of 
big moves over past two to three 
years. We’ve put a lot of ingredients 
in our wireless group to shore up 
our cellular portfolio and quite a few 
acquisitions around GPS (mobile 
navigation) technology. How we like to 
put it is that everything that computes 
connects. A lot of that comes through 
wireless, and it needs to be robust 
and seamless. My mom in Africa, she 
just wants to push a button and wants 
it to work. We have an opportunity 
in emerging markets. The fact that 
people have access to data worldwide 
will change the way we act and 
behave.

A mobile guru that disconnects

cAThy chENEy

aIcHa evans
Title: vice president 
of intel corp.’s Mobile 
and communications 
group and general 
manager of the Wireless 
Platforms Research and 
Development.

education: Bachelor’s 
degree in computer 
engineering from The 
george Washington 
university (1996).

Career path: Evans 
joined intel in 2006 as 
a software integration 
and test manager after 
working in engineering 
management 
positions at Rockwell 
Semiconductors, 
conexant and Skyworks.

Everyone talks about mobile being 
Intel’s biggest challenge. How true is 
that? It’s definitely a big challenge. I 
don’t know if it’s the biggest. We are 
a growth company. We have a track 
record of success. This, to me, is yet 
another shift in transition we’re going 
through. It’s just about executing. We 
understand why there are skeptics 
out there. It’s a tough space, and we 
recognize the challenge, but we’ll make 
it. We’re very realistic about where 
we are and need to get to. We look at 
phones, tablets, wearables, and we 
think it’s right up our alley.

What’s your dream wireless product? 
Push a button and it happens. Wireless 
is still too complicated. I’m ashamed 
to admit this, but I was at my sister’s 
apartment in Montreal a few years 
ago, and I was going to look for some 
stuff on (a secured wireless) computer. 
I could not log on. My sister was still 
doing it through an IP address, and 
my computer was not configured to 
do that. I had to call her and ask her to 
get on. It’s still too hard. If you use a 
lot of Bluetooth, in your car and with 
a headset, sometimes you have to be 
an engineer with a degree to figure it 
out. I think we can make it a lot easier 
and more seamless, from both a user 
experience and billing standpoint.

Can you remember the first time you 
encountered mobile technology? 
First of all, my father was in the 
communications space, and my 
first experience with mobile — you 
will laugh — was in France as a very 
young child. We had a little machine 
you could move around the house, a 
luggable machine, and it wasn’t exactly 
portable. It was the beginning of 
Internet communication in France. We 
were (also) one of the first cell phone 
users. I was fascinated by this big brick 
in the car. I would make phone calls 
and (my father) would always ask why 
he would get such a big bill.

What was the last time you went 
completely offline? This weekend. 
No, I’m not always connected. I’m 
connected a lot, Monday through 
Friday definitely. But, I’m married, I 
have a 7-year-old daughter, a 5-year old 
son, and two cats. As a working mother 
in a high pressure, high visibility job, I 
try to take a week every quarter off that 
I spend with my kids. 

What do you like to do when 
you’re not dreaming up wireless 
technologies? I love cooking. It’s a 
fantastic thing that leads to creativity. 
You don’t have to follow a recipe, and 
it keeps me connected with Africa. I 
can make African or French food. I love 
to do the dishes. It’s very relaxing, the 
warm water is running through you, 
everything’s clean, you get one-on-one 
time with your spouse. It’s a feeling of 
accomplishment.

If you could be anywhere in the world 
right now, where would it be? Australia 
or New Zealand or South Africa, for 
different reasons. I travel a lot, but have 
never been to those three countries. 
They seem very different. I know South 
Africa has a lot of challenges, but it will 
have to be the growth engine of Africa. 
It’s quite fascinating, and Nelson 
Mandela is extraordinary. Australia 
and New Zealand are far away and very 
beautiful. They seem like there’s a mix 
of many different lifestyles, from the 
middle of nowhere to very modern. 

If you could have lunch with anybody 
who would it be? Mandela comes 
to mind. The daughters of President 
Obama come to mind. I would love 
to talk with his daughters, especially 
as they are growing up. Larry Ellison, 
Oracle CEO, is driven to an extreme. 
He’s a fascinating person. I would love 
to talk to (former IBM Chairman and 
CEO) Lou Gerstner. Some of what he 
went through we’re going through.

— Rob Smith, @PDXBIZRobSmith

the pbj interview

Aicha Evans joined Intel Corp. in 
2006. Today, based in Hillsboro, 
she’s vice president of the chip-
maker’s critically important Mobile 
and Communications Group. 

THE  PBJ  INTERVIEW
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Our newsroom works 
months in advance to 
uncover and present 
the most important 
stories in Portland 
and we present them 
every week on the front 
cover with eye-catching 
graphics and data that 
jump to a far forward 
two-page spread. Every week this piece grabs our 
executive reader’s attention and holds them.  This is a 
great place to get in front of them!

The Data Bank is our page three 
gateway into the paper. Every 
week features an in-depth, 
graphic-oriented look at a 
key Oregon industry, with an 
emphasis on its importance to 
the state or regional economy. 
Location is everything and this feature’s got it!  

Our reporters spend each day 
collecting information so they 
can relay it to Business Journal 
subscribers. They’re subject 
matter experts. Our readers are 
able to do a deep dive on the 
industry segments they care 
most about. Be there with them! 

Main News Deadlines
Space: nine days prior to publication
Art: Friday, seven days prior to publication

Questions?  503.274.8733
artwork can be sent via: filetransfer.amcity.com

Special Section Deadlines
Space: Friday, three weeks prior or as published
Art: Friday, fourteen days prior to publication or as published

List Focus Section Deadlines
Space: Friday, two weeks prior to publication
Art: Friday, seven days prior to publication
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Striking back:
Intel’s aicha evans has heard the 
criticism. Here’s why she’s bullish 
on the company’s mobile strategy. 
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A sudden $275M property investMent cements Nike’s 
Oregon roots and puts to rest years of discontent
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Nike readies last touches 
of a giant real estate play
By MATThew Kish
mkish@bizjournals.com, @matthewkish

N ike Inc. is quietly on the verge 
of assembling one of the larg-
est corporate campuses in 

America.
The company is in the middle of a 

land swap for a coveted piece of land 
at the heart of its sprawling Wash-
ington County campus, the Business 
Journal has learned. Public records 
also show Nike acquired an option to 
buy a nearby cluster of office build-
ings in February.

If Nike acquires each property, it 
will have 351 acres of contiguous land. 

Nike already is adding more than 
1 million square feet of office space 
to its existing 1.9 million square feet, 
giving it a corporate campus nearly 
three times bigger than Facebook Inc.

The audacious assemblage has 
sweeping implications for the state, 
and especially for the Portland area. 
It puts to rest decades of angina-in-
ducing worry about the shoe giant’s 
commitment to Oregon. No corpo-
rate entity would make such a sprawl-
ing investment — the recent transac-
tions and construction will top $275 
million —  just to abandon it. As a 
result, the state stands to benefit from 
increased income taxes, property tax-
es, employment at suppliers and ven-
dors and airport traffic. Just as signifi-
cantly, Nike’s bold land grab ensures 
the company’s deepening influence 
on local economic development and 
politics will continue.

Campus security
Despite Nike’s historical presence, its 
commitment to Oregon was often in 
doubt. For decades, the globally tran-
scendent sporting goods company 
and co-founder Phil Knight have had 
a testy relationship with state and 
local lawmakers.
R In the late 1990s, land-use disputes 
and other factors drove Nike execu-
tives to discuss headquarters options 
with officials in Arizona, Idaho, Wash-
ington, Nevada, Colorado, New Mexi-
co and British Columbia, according to 
press reports. 
R Nike also battled the city of Beaver-
ton in 2005 after officials announced 
plans to annex the campus, which is 
in unincorporated Washington Coun-
ty. The state Legislature eventual-
ly prevented the city from annexing 
Nike and other nearby companies for 
30 years.
R The gash ripped open in 2010 when 
Knight wrote an editorial blasting two 
corporate tax increases, famously 
calling them “Oregon’s Assisted Sui-
cide Law II.”

 R Acres: 266
 R Square footage: 2.5 million 
(including proposed buildings)

 R Existing: 1.9 million
 R Acquired this year: 581,000
 R Proposed: 561,000
 R Tax value of land: $77.8 million
 R Tax value of buildings: $289 
million

 R Total value: $366.8 million
source: Nike: washington County

R NikE’S HEAdquATErS

cover story

R The long-simmering tension boiled 
over last December when Nike threat-
ened to expand elsewhere if Oregon 
lawmakers didn’t pass a bill to lock in 
its taxes at present rates for 40 years. 
Lawmakers ultimately passed the bill 
on Dec. 14, 2012, but not until several 
states, including Washington and Tex-

as, once again made a play for Nike, 
according to public records unearthed 
by The Columbian.

Economic development officials in 
other states say there’s no longer any 
chatter about Nike moving. 

“We’d love to steal them from 
Oregon, but that speculation is in 
the past,” said Mike Kosdrosky, CEO 
of the Northwest Denver Economic 
Development Partnership.

Kosdrosky’s predecessor, Don 
Dunshee, made a big play for Nike 
in 1997.

Dunshee showed the company a 
roughly 300-acre parcel of land on 
the outskirts of Denver.

“As I recall, it was for a headquar-
ters,” said Dunshee, who recently 
retired after 50 years in economic 
development. “But since that mid-
late ’90s activity, I haven’t heard their 
name pop up on the radar screen.”

Just lease buy it
The real estate deals reflect Nike’s 
continued financial success.

The Fortune 500 company had 
$25.3 billion in fiscal 2013 sales, a 

155 percent increase since it opened 
the last new building on its campus, 
the Tiger Woods Conference Center 
in 2001.

In that time, employment more 
than doubled to 48,000. 

The financial success also trans-
lated to a gilded balance sheet. Nike 
has little debt and nearly $6 billion 
in cash.

The downside to the rapid growth: 
It forced  thousands of Nike employ-
ees into off-campus leased space, a 
detriment to maintaining the culture 
that’s integral to Nike’s success.

The Oregonian reported in 2011 
that Nike leased 160,000 square feet 
at two separate corporate parks in 
Beaverton and was on the hunt for 
another 100,000 square feet. It leased 
more than 191,000 square feet of 
space on the nearby Tektronix Inc. 
campus in 2010. 

Now Nike appears to be putting its 
cash to work on new buildings and 
real estate.

In addition to the two real estate 
deals in the works, Nike purchased 
nearly 600,000 square feet of office 

 R CEO: Mark Parker
 R Employees: 48,000
 R revenue: $25.3 billion
 R Fortune 500 rank: 126

R NikE iNC.
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Manufacturers have long felt their contributions to Oregon’s economy are overlooked. Here’s 
some ammo for their argument: The value of products produced in Oregon — the state’s gross 
domestic product — has risen nearly 210 percent since 1997. Numbers listed in millions. Hear from 
manufacturers themselves in the Manufacturing Roundtable Focus section starting on page. 20.

Oregon’s got the goods

I hope the re-imagined Portland 
Business Journal that you hold in 
your hand reflects the incredible 
energy and enthusiasm that we 
have for local business coverage 
and our excitement at how we’ve 
evolved as an organization. 

While many in media continue to bemoan 
the emergence of digital news coverage and the 
disruption to the status quo it has brought, we have 
embraced it. Over the past several years, these new 
tools have allowed us to grow every aspect of our 
organization – digital, events and print – to levels 

we’d never thought possible. 
The Portland Business Journal currently averages 

more than 1 million page views and almost 200,000 
unique visitors to our website every month.  We 
produce five digital newsletters with between 
7,000 and 14,000 executive subscribers to each. We 
produce more than 40 business programs and events 
every year which draw more than 12,000 regional 
executives. And, we’ve grown readership of our print 
publication nine of the last 11 years. 

The Business Journal has become truly a 24/7 
news organization that is able to serve our customer’s 
information and data needs faster, deeper and in a 

more comprehensive manner than ever before. What 
this means for our subscribers is an increasingly fast 
and broad array of tools at your disposal to help you 
grow your business.  The digital news revolution has 
allowed us to transform the Business Journal into an 
even more critical tool for success in business and lets 
us make local business coverage more exciting, more 
immediate, and a whole lot of fun. I hope you find 
that our new design reflects that. 

But what’s most important is what you, our 
readers, think. I would welcome your comments, 
questions or suggestions at 503-219-3401 or cwessel@
bizjournals.com. I’d appreciate hearing from you. 

FROM THE PUBLISHER

a NEW, VIbRaNT PoRTlaNd buSINESS jouRNal

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

17,807 18,340 16,941
19,695

15,860
18,505 18,585

27,278 27,361

34,834 35,125

39,864 39,623

46,877
49,594

55,158
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REAL ESTATE DAILY
I wcuLveRweLL@bizjOuRNALs.cOm 503-219-3415 @PDxbizweNDy

Reporter Wendy Culverwell covers commercial  
real estate, nonprofits, retail & hospitality

Pacific Northwest College of Art
C.E. John Development Co.
Gerding Edlen Development Co.
Project^
Danner Boots
Quin
Steven Alan
Norman, Hilary
Cody, Tom
DiChiara, Tom
Manley, Tom

The Pacific Northwest 
College of Art 
submitted plans to 
renovate the historic 
U.S. Post Office, 511 
N.W. Broadway, in late 

July.  The move sets PNCA’s dream of 
refashioning itself at the head of the 
North Park Blocks in action.

PNCA secured the building, which 
it will call the Arlene and Harold 
Schnitzer Center for Art and Design, 
from the U.S. government through 
a program that transfers surplus 
properties to schools for educational 
uses. The Business Journal checked 
in with Tom Manley, president of the 
art school, for an update on its capital 
campaign and its pending $30 million 
move. 

Has the design changed much in 
the past year? It changes every day 
but the design, from Brad Cloepfil 

of Allied Works 
Architecture, is 
now 100 percent 
complete and 
we’re really excited 
about it. 

How is the 
planning coming 

along? We are in contract to sell the 
main campus building, 1241 N.W. 
Johnson St. That will help with 
financing the post office project. 
We will use the equity to bridge the 
construction cost, which will save us 
significant interest expenses.

How is the $15 million capital 
campaign coming along? We are at 
$10.5 million. The rest of the financing 
is a moving target. We are trying 
to secure federal Historic and New 
Market tax credits. Our development 
partner, Gerding Edlen Development, is 

working on the tax credits and creating 
the legal entity to receive them. The 
balance will come from the city and 
long-term financing through tax-
exempt bonds. 

What is the project time line? The 
U.S. Immigration and Customs 
Enforcement is the last U.S. agency 
at the 511 building. We expect it to 
move to its new building at the South 
Waterfront this fall. We’ll break ground 
in November and expect to move to the 
new campus abut 14 months later.

How have the North Park Blocks 
changed since PNCA announced its 
intent to move there? There’s been 
a lot of activity. Art House, a seven-
story, 130-student residence at the 
former Powell’s Technical Books 
site overlooking the park blocks at 
Northwest Couch Street, will open in 
about three weeks. 

Q&

A

News maker

C.E. John and 
its growing 
focus on 
apartments
In the three years since Vancou-
ver’s C.E. John Co. decided to refash-
ion itself as an apartment-oriented 
mixed used real estate company, the 
family-owned firm has become one 
of Portland’s more intriguing in-fill 
apartment developers. 

In the past year, C.E. John has 
begun four apartment projects total-
ing nearly 270 units in Northwest 
Portland while attending to its core 
business by updating prominent 
shopping centers such as Beaverton’s 
Cedar Hills Crossing.

Just last week, C.E. John secured 
approval from a surprisingly quarrel-
some Portland design commission for 
Slabtown Marketplace. The New Sea-
sons Market-anchored 110-unit apart-
ment project will be constructed at 
Northwest Raleigh Street and North-
west 21st Avenue.

In a move that surprised C.E. 
John and other developers, the city’s 
appointed commissioners consid-
ered sending the project back to the 
drawing boards after initially indicat-
ing they were happy with the design. 
Commissioners objected to landscap-
ing and surface parking plans but 
eventually voted 3-2 to approve. 

The much-anticipated Slabtown 
Marketplace kicks off the transfor-
mation of the 22-plus acre Con-way 
property into a new neighborhood 
with office, retail and residential 
development. 

Thomas DiChiara, vice president 
for development and a long-time 
Portland apartment builder, said C.E. 

cAThy cheNey

The historic U.S. Post Office building on N.W. Broadway will become PNCA’s new home.

Closer look

PNCA offers new post office plan

AKA: Federal Building and 511 N.W. Broadway 

1916: After a tumultuous public debate over the project’s 
design, construction begins on Portland’s 130,000 square 
foot u.s. Post Office at 511 N.w. broadway. The $1-plus 
million project is meant to replace the outdated Pioneer Post 
Office. Architect Lewis P. hobart designs the building in the 
classical Revival style. The boxy exterior hides a strikingly 
ornate main hallway and energy-efficient touches such as  
skylights to illuminate the mail processing area.

1962: The original bronze  doors are replaced with 
aluminum ones. The skylights are covered at some point for 
unknown reasons.

1966: The Postal service moved to its hoyt street location.  
Architecture firm skidmore, Owings and merrill is brought 
in to design alterations that preserve the main hallway and 
other details while transforming the building for general 
government offices. 

1979: building added to National Register of historic Places 
for its architectural and engineering significance. 

Jan. 2009: Pacific Northwest college of Art secures the 
building through a u.s. government program that transfers 
surplus buildings to local organizations if they use them for 
educational purposes. 

ThE U.S. PoST officE

CENTERPIECE

The Business Journal’s 
lists are pure, exclusive 
economic intelligence. The 
List has always been one 
our most highly read pieces 
in the paper and now we’re 
expanding them every issue to 
pull out critical data, trends, news stories and profiles 
from the list that will make it that much harder to 
put down.
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Name / Prior rank (* not ranked in 2012) / Web Address

Direct 
Premiums 

Written Market Share

Direct 
Premiums 

Earned, 
Prior Year

Direct Losses 
Incurred, 
Prior Year

Loss Ratio, 
Prior Year Headquarters

1
state Farm Mutual auto 
insurance Co. 1
statefarm.com

One State Farm Plaza, 
Bloomington, Ill. 61710

309-766-2311
$413 million 8.04% $410 million $261 million 63.72% Illinois

2
saiF Corp. 2
saif.com

400 High St. S.E., 
Salem, Ore. 97312

503-373-8000
$399 million 7.77% $388 million $261 million 66.10% Oregon

3
Farmers insurance Co. of oregon 3
farmers.com

3003 77th Ave., 
Mercer Island, Wash. 98040

206-232-8400
$332 million 6.47% $334 million $184 million 55.15% Oregon

4
state Farm Fire and Casualty Co. 4
statefarm.com

One State Farm Plaza, 
Bloomington, Ill. 61710

309-766-2311
$270 million 5.25% $270 million $118 million 43.68% Illinois

5
safeco insurance Co. of oregon 5
safeco.com

Safeco Plaza, 
Seattle, Wash. 98185

206-545-5000
$237 million 4.62% $225 million $105 million 46.71% Oregon

6
Progressive universal 
insurance Co. 6
progressive.com

6300 Wilson Mills Road, 
Mayfield Village, Ohio 44143

440-461-5000
$122 million 2.38% $119 million $83.9 million 70.22% Wisconsin

7
Progressive Classic insurance Co. 7
progressive.com

6300 Wilson Mills Road, 
Cleveland, Ohio 44143

440-461-5000
$110 million 2.15% $109 million $81.5 million 74.39% Wisconsin

8
american Family Mutual 
insurance Co. 8
amfam.com

6000 American Parkway, 
Madison, Wis. 53783

608-249-2111
$104 million 2.03% $104 million $57.9 million 55.45% Wisconsin

9
Country Mutual insurance Co. 10
countryfinancial.com

P.O. Box 2100, 
Bloomington, Ill. 61702

309-821-3000
$80.9 million 1.57% $79.7 million $47 million 59.13% Illinois

10
allstate insurance Co. 11
allstate.com

3075 Sanders Road, Suite H1A, 
Northbrook, Ill. 60062

847-402-5000
$72.2 million 1.40% $74.4 million $32.4 million 43.59% Illinois

11
liberty northwest 
insurance Corp. 9
libertynorthwest-ins.com

P.O. Box 4555, 
Portland, Ore. 97208

503-239-5800
$67.4 million 1.31% $68.7 million $38.6 million 56.18% Oregon

12
allstate Fire & Casualty 
insurance Co. 13
allstate.com

2775 Sanders Road, 
Northbrook, Ill. 60062

847-402-5000
$66.7 million 1.30% $64.6 million $41.9 million 64.79% Illinois

13
Farmers insurance exchange 12
farmers.com

P.O. Box 2478, 
Los Angeles, Calif. 90051

323-932-3200
$65 million 1.26% $63.6 million $20.9 million 32.88% California

14
Federal insurance Co. 15
chubb.com

15 Mountain View Road, 
Warren, N.J. 07061

908-903-2000
$59 million 1.15% $56.9 million $18.9 million 33.32% Indiana

15
Continental Casualty Co. 19
cna.com

CNA Plaza 21S, 
Chicago, Ill. 60685

312-822-5000
$57 million 1.10% $56.5 million $28.1 million 49.73% Illinois

16
Mutual of enumclaw 
insurance Co. 14
mutualofenumclaw.com

1460 West St., 
Enumclaw, Wash. 98022

360-825-2591
$54.5 million 1.06% $56 million $31.9 million 57.06% Washington

17
usaa Casualty insurance Co. 21
usaa.com

9800 Fredericksburg Road, 
San Antonio, Texas 78288

210-498-2211
$54 million 1.05% $52.9 million $30.3 million 57.29% Texas

18
allstate Property & 
Casualty ins. Co. 16
allstate.com

3075 Sanders Road, Suite H1A
Northbrook, Ill. 60062

847-402-5000
$53.5 million 1.04% $53 million $28 million 54.13% Illinois

19
usaa 21
usaa.com

9800 Fredericksburg Road, 
San Antonio, Texas 78288

210-498-2211
$52 million 1.01% $50 million $29 million 57.38% Texas

20
oregon Mutual  insurance Co. 18
ormutual.com

P.O. Box 808, 
McMinnville, Ore. 97128

503-472-2141
$51.7 million 1.01% $52million $27.6 million 52.88% Oregon

21
liberty Mutual Fire insurance Co. 20
libertymutual.coop

11524 Kluckhohn St., 
Stitzer, Wis. 53825

608-943-8333
$48.8 million 0.95% $50 million $25.5 million 50.49% Wisconsin

22
Geico General insurance 17
geico.com

One Geico Plaza, 
Washington, D.C. 20076

310-986-3000
$48.5 million 0.94% $49.6 million $31 million 62.65% Maryland

23
Country Preferred insurance Co. 23
countryfinancial.com

1701 N. Towanda Ave., 
Bloomington, Ill. 61702

309-821-3000
$46 million 0.89% $45 million $29 million 65.11% Illinois

24
Factory Mutual insurance Co. \
affiliatedfm.com

270 Central Ave., 
Johnston, R.I. 02919

401-275-3000
$43 million 0.84% $37 million $2.69 million 7.26% Rhode Island

25
Travelers Property Casualty 
Co. of america \
travelers.com

One Tower Square, 
Hartford, Conn. 06183

860-227-0111
$38.7 million 0.75% $30 million $5.45 million 17.74% Connecticut

10.28%
State Farm’s total U.S. 
market share last year, 
making it the top property 
and casualty insurer in the 
country, according to the 
National Association of 
Insurance Commissioners.

5.54%
Zurich Insurance’s total 
share of the U.S. property 
and casualty insurance 
market last year, making it a 
distant second. 

lowest ore. loss ratio
Factory Mutual 
Insurance Co. 7.26%

Travelers Property 
Casualty Co. 17.74%

Farmers Insurance 
Exchange 32.88%

Federal Insurance 
Co. 33.32%

Allstate Insurance 
Co. 43.59%

aBouT THe lisT
Information was obtained 
from the Oregon Insurance 
Division. Information on 
The List was supplied 
by individual companies 
through questionnaires and 
could not be independently 
verified by the Portland 
Business Journal. 

neeD a CoPY 
oF THe lisT?
Information for obtaining 
reprints, web permissions 
and commemorative 
plaques, call 800-927-2363. 
More information can be 
found online by clicking the 
“Buy” tab near the top of 
the site.

WanT To Be 
on THe lisT?
If you wish to be surveyed 
when The List is next 
updated, or if you wish to 
be considered for other 
Lists, email your contact 
information to Tam Jenkins  
at tjenkins@bizjournals.com 
and make sure to include 
which List(s) you wish to be 
surveyed inclusion.

R closer look

NOTES: NA - not applicable, not available or not approved

property & Casualty Insurers
ranked by direct premiums written in oregon

Compiled by Tam Jenkins  
503-219-3412, @PDXBIZresearch 

tjenkins@bizjournals.comTHE LIST
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The best way to learn is by doing, 
and the best people to learn 
from are those who have done 
it themselves. Our Strategies 
pages give our executive readers 
a behind the scenes look at the 
marketing, HR, finance, and growth strategies 
that drive some of our most successful 
businesses. This is a great place to be in front 
of readers as they think about building their 
business.  

J eff Shafer is near the forefront of a 
new revolution in apparel retail.

Shafer’s new jeans brand, Bluer 
Denim, launches its website this week by 
capitalizing on the latest seismic shift in 
the retail apparel world: direct-to-con-
sumer brands.

“What I saw was an opportunity to 
create a brand for a (denim) market-
place that hasn’t had a new product 
introduction in at least 20 years,” Sha-
fer said. “The youth market, specifically 
college students, has no problem order-
ing online, using their credit card, shar-
ing on Facebook, repinning, tweeting.”

In launching Bluer, Shafer — who 
also runs Rigefield, Wash.-based high-
end retail brand Agave Denim — is at the 
forefront of an emerging concept. Brands 
such as khakis retailer Bonobo and eye-
glasses brand Warby Parker are bypass-
ing traditional retail outlets by market-
ing on social media and selling purely 
online. 

By cutting out a network of middle-
men, Shafer hopes to shave enough costs 
off his operation to manufacture the 
product in the U.S., and do so at selling 
prices — retail prices begin at $95 — that 

are palatable to the college-aged con-
sumers he covets. 

“If you could create a product that’s 
sold direct to consumer and avoid trade 
shows, selling commissions, retail mar-
keting, sample costs, look books and 
passed the savings off to the consum-
ers, there’s so much value in that prod-
uct that you can make things domesti-
cally in the United States transparently,” 
Shafer said.

As noble as that sounds — Shafer, 
whose Agave brand is also Made in the 
U.S.A. — recognizes that the concept 
brings up a litany of challenges for the 
consumer.

Free to try
For starters getting the fit and style of 
jeans right is challenging, at best. Doing 
it online — often with one-dimensional 
pictures — isn’t for the risk averse.

So, the question Shafer asked himself 
was, “How do you get people to trust the 
brand?”

To address this, he’s applying the con-
cept of home try-ons. 

“Pick any pair of jeans you’re interest-
ed in, and they get shipped to you at no 

charge,” he said.
He’s also attaching a dose of corporate 

responsibility to his brand: Bluer will pay 
$5 for every pair purchased to buy back 
customers’ used jeans, which it will then 
sanitize and give to someone in need. 

Something new
Shafer is no stranger to new concepts.

He first launched a new apparel brand 
in 1992 with Los Angeles-based BC Ethic, 
a young men’s vintage-inspired street-
wear brand that peaked in 2000 with $25 
million in wholesale revenue.

When youth-oriented chains such 
as Abercrombie & Fitch came on the 
scene with their own brands, and major 
department stores consolidated, Sha-
fer shifted to high-end retail with Aga-
ve Denim, the premium jeans brand he 

moved to Ridgefield in 2008. 
Now Agave, after around a decade in 

business, is stagnant at $10 million in 
sales.

The market for premium denim is 
growing, albeit slowly. Sales of jeans 
priced above $50 over the past 12 months 
have climbed less than 1 percent to $3.3 
billion, according to data from market 
research firm The NPD Group Inc. 

Marshal Cohen, an analyst with NPD, 
said the direct-to-consumer model fits 
nicely with the tastes of modern teens.

“Every crop of teenagers and young 
adults love to go through the process of 
discovery,” Cohen said. “They want to 
discover a brand or trend or lifestyle.”

To introduce Bluer, Shafer launched a 
campaign on the crowdfunding website 
Kickstarter. Though he landed $45,000 
in sales from the effort, the money wasn’t 
important. It was the exposure to an 
audience of early adopters that mattered.

“Turns out 5,000 people watched the 
video on Kickstarter,” he said. “We prob-
ably didn’t need that money. But then I 
found out I had $45,000 in the account, 
and it made me very happy.”
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With his latest apparel venture, Bluer Denim, Jeff Shafer hopes to take premium made-in-the-U.S. denim directly to college-aged consumers.  

Taking the blues out of buying denim
BLUER DENIM CHANGES jEANS SHoPPING 
By GoING STRAIGHT To CoNSUMERS Company: Bluer Denim

Headquarters: Ridgefield, Wash.
Ceo: Jeff Shafer
Product: Direct-to-consumer fashion 
denim brand aimed at college-aged 
men and women.
revenue: Projected $1 million in first 
year. 
Website: bluerdenim.com

R the baSicS
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Business is all about people. 
The PBJ Interview is our weekly 
last page exit from the paper 
profiling some of the most 
successful, charismatic and 
interesting individuals in 
regional business. Our readers 
love it. Share the love! 
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A icha Evans plays a key role 
in leading Intel Corp. during 
a time of unprecedented 

transition.
Intel’s microprocessors have helped 

it dominate the shrinking PC market, 
but the chip-maker must now gain a 
foothold in the growing mobile sector, 
namely tablets and smartphones. 

It’s a new focus for the company, 
but early results have been promising: 
Intel engineers recently designed a 
chip that drastically reduces power 
usage, which is extremely important 
as it seeks a bigger role in the mobile 
market.

What can you tell me about the work 
you’re doing in mobile? Mobile is a 
really critical tool, something we’re 
committed to. We’ve made a lot of 
big moves over past two to three 
years. We’ve put a lot of ingredients 
in our wireless group to shore up 
our cellular portfolio and quite a few 
acquisitions around GPS (mobile 
navigation) technology. How we like to 
put it is that everything that computes 
connects. A lot of that comes through 
wireless, and it needs to be robust 
and seamless. My mom in Africa, she 
just wants to push a button and wants 
it to work. We have an opportunity 
in emerging markets. The fact that 
people have access to data worldwide 
will change the way we act and 
behave.

A mobile guru that disconnects

cAThy chENEy

aIcHa evans
Title: vice president 
of intel corp.’s Mobile 
and communications 
group and general 
manager of the Wireless 
Platforms Research and 
Development.

education: Bachelor’s 
degree in computer 
engineering from The 
george Washington 
university (1996).

Career path: Evans 
joined intel in 2006 as 
a software integration 
and test manager after 
working in engineering 
management 
positions at Rockwell 
Semiconductors, 
conexant and Skyworks.

Everyone talks about mobile being 
Intel’s biggest challenge. How true is 
that? It’s definitely a big challenge. I 
don’t know if it’s the biggest. We are 
a growth company. We have a track 
record of success. This, to me, is yet 
another shift in transition we’re going 
through. It’s just about executing. We 
understand why there are skeptics 
out there. It’s a tough space, and we 
recognize the challenge, but we’ll make 
it. We’re very realistic about where 
we are and need to get to. We look at 
phones, tablets, wearables, and we 
think it’s right up our alley.

What’s your dream wireless product? 
Push a button and it happens. Wireless 
is still too complicated. I’m ashamed 
to admit this, but I was at my sister’s 
apartment in Montreal a few years 
ago, and I was going to look for some 
stuff on (a secured wireless) computer. 
I could not log on. My sister was still 
doing it through an IP address, and 
my computer was not configured to 
do that. I had to call her and ask her to 
get on. It’s still too hard. If you use a 
lot of Bluetooth, in your car and with 
a headset, sometimes you have to be 
an engineer with a degree to figure it 
out. I think we can make it a lot easier 
and more seamless, from both a user 
experience and billing standpoint.

Can you remember the first time you 
encountered mobile technology? 
First of all, my father was in the 
communications space, and my 
first experience with mobile — you 
will laugh — was in France as a very 
young child. We had a little machine 
you could move around the house, a 
luggable machine, and it wasn’t exactly 
portable. It was the beginning of 
Internet communication in France. We 
were (also) one of the first cell phone 
users. I was fascinated by this big brick 
in the car. I would make phone calls 
and (my father) would always ask why 
he would get such a big bill.

What was the last time you went 
completely offline? This weekend. 
No, I’m not always connected. I’m 
connected a lot, Monday through 
Friday definitely. But, I’m married, I 
have a 7-year-old daughter, a 5-year old 
son, and two cats. As a working mother 
in a high pressure, high visibility job, I 
try to take a week every quarter off that 
I spend with my kids. 

What do you like to do when 
you’re not dreaming up wireless 
technologies? I love cooking. It’s a 
fantastic thing that leads to creativity. 
You don’t have to follow a recipe, and 
it keeps me connected with Africa. I 
can make African or French food. I love 
to do the dishes. It’s very relaxing, the 
warm water is running through you, 
everything’s clean, you get one-on-one 
time with your spouse. It’s a feeling of 
accomplishment.

If you could be anywhere in the world 
right now, where would it be? Australia 
or New Zealand or South Africa, for 
different reasons. I travel a lot, but have 
never been to those three countries. 
They seem very different. I know South 
Africa has a lot of challenges, but it will 
have to be the growth engine of Africa. 
It’s quite fascinating, and Nelson 
Mandela is extraordinary. Australia 
and New Zealand are far away and very 
beautiful. They seem like there’s a mix 
of many different lifestyles, from the 
middle of nowhere to very modern. 

If you could have lunch with anybody 
who would it be? Mandela comes 
to mind. The daughters of President 
Obama come to mind. I would love 
to talk with his daughters, especially 
as they are growing up. Larry Ellison, 
Oracle CEO, is driven to an extreme. 
He’s a fascinating person. I would love 
to talk to (former IBM Chairman and 
CEO) Lou Gerstner. Some of what he 
went through we’re going through.

— Rob Smith, @PDXBIZRobSmith

the pbj interview

Aicha Evans joined Intel Corp. in 
2006. Today, based in Hillsboro, 
she’s vice president of the chip-
maker’s critically important Mobile 
and Communications Group. 
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Our newsroom works 
months in advance to 
uncover and present 
the most important 
stories in Portland 
and we present them 
every week on the front 
cover with eye-catching 
graphics and data that 
jump to a far forward 
two-page spread. Every week this piece grabs our 
executive reader’s attention and holds them.  This is a 
great place to get in front of them!

The Data Bank is our page three 
gateway into the paper. Every 
week features an in-depth, 
graphic-oriented look at a 
key Oregon industry, with an 
emphasis on its importance to 
the state or regional economy. 
Location is everything and this feature’s got it!  

Our reporters spend each day 
collecting information so they 
can relay it to Business Journal 
subscribers. They’re subject 
matter experts. Our readers are 
able to do a deep dive on the 
industry segments they care 
most about. Be there with them! 
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Nike readies last touches 
of a giant real estate play
By MATThew Kish
mkish@bizjournals.com, @matthewkish

N ike Inc. is quietly on the verge 
of assembling one of the larg-
est corporate campuses in 

America.
The company is in the middle of a 

land swap for a coveted piece of land 
at the heart of its sprawling Wash-
ington County campus, the Business 
Journal has learned. Public records 
also show Nike acquired an option to 
buy a nearby cluster of office build-
ings in February.

If Nike acquires each property, it 
will have 351 acres of contiguous land. 

Nike already is adding more than 
1 million square feet of office space 
to its existing 1.9 million square feet, 
giving it a corporate campus nearly 
three times bigger than Facebook Inc.

The audacious assemblage has 
sweeping implications for the state, 
and especially for the Portland area. 
It puts to rest decades of angina-in-
ducing worry about the shoe giant’s 
commitment to Oregon. No corpo-
rate entity would make such a sprawl-
ing investment — the recent transac-
tions and construction will top $275 
million —  just to abandon it. As a 
result, the state stands to benefit from 
increased income taxes, property tax-
es, employment at suppliers and ven-
dors and airport traffic. Just as signifi-
cantly, Nike’s bold land grab ensures 
the company’s deepening influence 
on local economic development and 
politics will continue.

Campus security
Despite Nike’s historical presence, its 
commitment to Oregon was often in 
doubt. For decades, the globally tran-
scendent sporting goods company 
and co-founder Phil Knight have had 
a testy relationship with state and 
local lawmakers.
R In the late 1990s, land-use disputes 
and other factors drove Nike execu-
tives to discuss headquarters options 
with officials in Arizona, Idaho, Wash-
ington, Nevada, Colorado, New Mexi-
co and British Columbia, according to 
press reports. 
R Nike also battled the city of Beaver-
ton in 2005 after officials announced 
plans to annex the campus, which is 
in unincorporated Washington Coun-
ty. The state Legislature eventual-
ly prevented the city from annexing 
Nike and other nearby companies for 
30 years.
R The gash ripped open in 2010 when 
Knight wrote an editorial blasting two 
corporate tax increases, famously 
calling them “Oregon’s Assisted Sui-
cide Law II.”

 R Acres: 266
 R Square footage: 2.5 million 
(including proposed buildings)

 R Existing: 1.9 million
 R Acquired this year: 581,000
 R Proposed: 561,000
 R Tax value of land: $77.8 million
 R Tax value of buildings: $289 
million

 R Total value: $366.8 million
source: Nike: washington County

R NikE’S HEAdquATErS

cover story

R The long-simmering tension boiled 
over last December when Nike threat-
ened to expand elsewhere if Oregon 
lawmakers didn’t pass a bill to lock in 
its taxes at present rates for 40 years. 
Lawmakers ultimately passed the bill 
on Dec. 14, 2012, but not until several 
states, including Washington and Tex-

as, once again made a play for Nike, 
according to public records unearthed 
by The Columbian.

Economic development officials in 
other states say there’s no longer any 
chatter about Nike moving. 

“We’d love to steal them from 
Oregon, but that speculation is in 
the past,” said Mike Kosdrosky, CEO 
of the Northwest Denver Economic 
Development Partnership.

Kosdrosky’s predecessor, Don 
Dunshee, made a big play for Nike 
in 1997.

Dunshee showed the company a 
roughly 300-acre parcel of land on 
the outskirts of Denver.

“As I recall, it was for a headquar-
ters,” said Dunshee, who recently 
retired after 50 years in economic 
development. “But since that mid-
late ’90s activity, I haven’t heard their 
name pop up on the radar screen.”

Just lease buy it
The real estate deals reflect Nike’s 
continued financial success.

The Fortune 500 company had 
$25.3 billion in fiscal 2013 sales, a 

155 percent increase since it opened 
the last new building on its campus, 
the Tiger Woods Conference Center 
in 2001.

In that time, employment more 
than doubled to 48,000. 

The financial success also trans-
lated to a gilded balance sheet. Nike 
has little debt and nearly $6 billion 
in cash.

The downside to the rapid growth: 
It forced  thousands of Nike employ-
ees into off-campus leased space, a 
detriment to maintaining the culture 
that’s integral to Nike’s success.

The Oregonian reported in 2011 
that Nike leased 160,000 square feet 
at two separate corporate parks in 
Beaverton and was on the hunt for 
another 100,000 square feet. It leased 
more than 191,000 square feet of 
space on the nearby Tektronix Inc. 
campus in 2010. 

Now Nike appears to be putting its 
cash to work on new buildings and 
real estate.

In addition to the two real estate 
deals in the works, Nike purchased 
nearly 600,000 square feet of office 

 R CEO: Mark Parker
 R Employees: 48,000
 R revenue: $25.3 billion
 R Fortune 500 rank: 126

R NikE iNC.
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Manufacturers have long felt their contributions to Oregon’s economy are overlooked. Here’s 
some ammo for their argument: The value of products produced in Oregon — the state’s gross 
domestic product — has risen nearly 210 percent since 1997. Numbers listed in millions. Hear from 
manufacturers themselves in the Manufacturing Roundtable Focus section starting on page. 20.

Oregon’s got the goods

I hope the re-imagined Portland 
Business Journal that you hold in 
your hand reflects the incredible 
energy and enthusiasm that we 
have for local business coverage 
and our excitement at how we’ve 
evolved as an organization. 

While many in media continue to bemoan 
the emergence of digital news coverage and the 
disruption to the status quo it has brought, we have 
embraced it. Over the past several years, these new 
tools have allowed us to grow every aspect of our 
organization – digital, events and print – to levels 

we’d never thought possible. 
The Portland Business Journal currently averages 

more than 1 million page views and almost 200,000 
unique visitors to our website every month.  We 
produce five digital newsletters with between 
7,000 and 14,000 executive subscribers to each. We 
produce more than 40 business programs and events 
every year which draw more than 12,000 regional 
executives. And, we’ve grown readership of our print 
publication nine of the last 11 years. 

The Business Journal has become truly a 24/7 
news organization that is able to serve our customer’s 
information and data needs faster, deeper and in a 

more comprehensive manner than ever before. What 
this means for our subscribers is an increasingly fast 
and broad array of tools at your disposal to help you 
grow your business.  The digital news revolution has 
allowed us to transform the Business Journal into an 
even more critical tool for success in business and lets 
us make local business coverage more exciting, more 
immediate, and a whole lot of fun. I hope you find 
that our new design reflects that. 

But what’s most important is what you, our 
readers, think. I would welcome your comments, 
questions or suggestions at 503-219-3401 or cwessel@
bizjournals.com. I’d appreciate hearing from you. 

FROM THE PUBLISHER

a NEW, VIbRaNT PoRTlaNd buSINESS jouRNal

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

17,807 18,340 16,941
19,695

15,860
18,505 18,585

27,278 27,361

34,834 35,125

39,864 39,623

46,877
49,594

55,158
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REAL ESTATE DAILY
I wcuLveRweLL@bizjOuRNALs.cOm 503-219-3415 @PDxbizweNDy

Reporter Wendy Culverwell covers commercial  
real estate, nonprofits, retail & hospitality

Pacific Northwest College of Art
C.E. John Development Co.
Gerding Edlen Development Co.
Project^
Danner Boots
Quin
Steven Alan
Norman, Hilary
Cody, Tom
DiChiara, Tom
Manley, Tom

The Pacific Northwest 
College of Art 
submitted plans to 
renovate the historic 
U.S. Post Office, 511 
N.W. Broadway, in late 

July.  The move sets PNCA’s dream of 
refashioning itself at the head of the 
North Park Blocks in action.

PNCA secured the building, which 
it will call the Arlene and Harold 
Schnitzer Center for Art and Design, 
from the U.S. government through 
a program that transfers surplus 
properties to schools for educational 
uses. The Business Journal checked 
in with Tom Manley, president of the 
art school, for an update on its capital 
campaign and its pending $30 million 
move. 

Has the design changed much in 
the past year? It changes every day 
but the design, from Brad Cloepfil 

of Allied Works 
Architecture, is 
now 100 percent 
complete and 
we’re really excited 
about it. 

How is the 
planning coming 

along? We are in contract to sell the 
main campus building, 1241 N.W. 
Johnson St. That will help with 
financing the post office project. 
We will use the equity to bridge the 
construction cost, which will save us 
significant interest expenses.

How is the $15 million capital 
campaign coming along? We are at 
$10.5 million. The rest of the financing 
is a moving target. We are trying 
to secure federal Historic and New 
Market tax credits. Our development 
partner, Gerding Edlen Development, is 

working on the tax credits and creating 
the legal entity to receive them. The 
balance will come from the city and 
long-term financing through tax-
exempt bonds. 

What is the project time line? The 
U.S. Immigration and Customs 
Enforcement is the last U.S. agency 
at the 511 building. We expect it to 
move to its new building at the South 
Waterfront this fall. We’ll break ground 
in November and expect to move to the 
new campus abut 14 months later.

How have the North Park Blocks 
changed since PNCA announced its 
intent to move there? There’s been 
a lot of activity. Art House, a seven-
story, 130-student residence at the 
former Powell’s Technical Books 
site overlooking the park blocks at 
Northwest Couch Street, will open in 
about three weeks. 

Q&

A

News maker

C.E. John and 
its growing 
focus on 
apartments
In the three years since Vancou-
ver’s C.E. John Co. decided to refash-
ion itself as an apartment-oriented 
mixed used real estate company, the 
family-owned firm has become one 
of Portland’s more intriguing in-fill 
apartment developers. 

In the past year, C.E. John has 
begun four apartment projects total-
ing nearly 270 units in Northwest 
Portland while attending to its core 
business by updating prominent 
shopping centers such as Beaverton’s 
Cedar Hills Crossing.

Just last week, C.E. John secured 
approval from a surprisingly quarrel-
some Portland design commission for 
Slabtown Marketplace. The New Sea-
sons Market-anchored 110-unit apart-
ment project will be constructed at 
Northwest Raleigh Street and North-
west 21st Avenue.

In a move that surprised C.E. 
John and other developers, the city’s 
appointed commissioners consid-
ered sending the project back to the 
drawing boards after initially indicat-
ing they were happy with the design. 
Commissioners objected to landscap-
ing and surface parking plans but 
eventually voted 3-2 to approve. 

The much-anticipated Slabtown 
Marketplace kicks off the transfor-
mation of the 22-plus acre Con-way 
property into a new neighborhood 
with office, retail and residential 
development. 

Thomas DiChiara, vice president 
for development and a long-time 
Portland apartment builder, said C.E. 

cAThy cheNey

The historic U.S. Post Office building on N.W. Broadway will become PNCA’s new home.

Closer look

PNCA offers new post office plan

AKA: Federal Building and 511 N.W. Broadway 

1916: After a tumultuous public debate over the project’s 
design, construction begins on Portland’s 130,000 square 
foot u.s. Post Office at 511 N.w. broadway. The $1-plus 
million project is meant to replace the outdated Pioneer Post 
Office. Architect Lewis P. hobart designs the building in the 
classical Revival style. The boxy exterior hides a strikingly 
ornate main hallway and energy-efficient touches such as  
skylights to illuminate the mail processing area.

1962: The original bronze  doors are replaced with 
aluminum ones. The skylights are covered at some point for 
unknown reasons.

1966: The Postal service moved to its hoyt street location.  
Architecture firm skidmore, Owings and merrill is brought 
in to design alterations that preserve the main hallway and 
other details while transforming the building for general 
government offices. 

1979: building added to National Register of historic Places 
for its architectural and engineering significance. 

Jan. 2009: Pacific Northwest college of Art secures the 
building through a u.s. government program that transfers 
surplus buildings to local organizations if they use them for 
educational purposes. 

ThE U.S. PoST officE

CENTERPIECE

The Business Journal’s 
lists are pure, exclusive 
economic intelligence. The 
List has always been one 
our most highly read pieces 
in the paper and now we’re 
expanding them every issue to 
pull out critical data, trends, news stories and profiles 
from the list that will make it that much harder to 
put down.
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Name / Prior rank (* not ranked in 2012) / Web Address

Direct 
Premiums 

Written Market Share

Direct 
Premiums 

Earned, 
Prior Year

Direct Losses 
Incurred, 
Prior Year

Loss Ratio, 
Prior Year Headquarters

1
state Farm Mutual auto 
insurance Co. 1
statefarm.com

One State Farm Plaza, 
Bloomington, Ill. 61710

309-766-2311
$413 million 8.04% $410 million $261 million 63.72% Illinois

2
saiF Corp. 2
saif.com

400 High St. S.E., 
Salem, Ore. 97312

503-373-8000
$399 million 7.77% $388 million $261 million 66.10% Oregon

3
Farmers insurance Co. of oregon 3
farmers.com

3003 77th Ave., 
Mercer Island, Wash. 98040

206-232-8400
$332 million 6.47% $334 million $184 million 55.15% Oregon

4
state Farm Fire and Casualty Co. 4
statefarm.com

One State Farm Plaza, 
Bloomington, Ill. 61710

309-766-2311
$270 million 5.25% $270 million $118 million 43.68% Illinois

5
safeco insurance Co. of oregon 5
safeco.com

Safeco Plaza, 
Seattle, Wash. 98185

206-545-5000
$237 million 4.62% $225 million $105 million 46.71% Oregon

6
Progressive universal 
insurance Co. 6
progressive.com

6300 Wilson Mills Road, 
Mayfield Village, Ohio 44143

440-461-5000
$122 million 2.38% $119 million $83.9 million 70.22% Wisconsin

7
Progressive Classic insurance Co. 7
progressive.com

6300 Wilson Mills Road, 
Cleveland, Ohio 44143

440-461-5000
$110 million 2.15% $109 million $81.5 million 74.39% Wisconsin

8
american Family Mutual 
insurance Co. 8
amfam.com

6000 American Parkway, 
Madison, Wis. 53783

608-249-2111
$104 million 2.03% $104 million $57.9 million 55.45% Wisconsin

9
Country Mutual insurance Co. 10
countryfinancial.com

P.O. Box 2100, 
Bloomington, Ill. 61702

309-821-3000
$80.9 million 1.57% $79.7 million $47 million 59.13% Illinois

10
allstate insurance Co. 11
allstate.com

3075 Sanders Road, Suite H1A, 
Northbrook, Ill. 60062

847-402-5000
$72.2 million 1.40% $74.4 million $32.4 million 43.59% Illinois

11
liberty northwest 
insurance Corp. 9
libertynorthwest-ins.com

P.O. Box 4555, 
Portland, Ore. 97208

503-239-5800
$67.4 million 1.31% $68.7 million $38.6 million 56.18% Oregon

12
allstate Fire & Casualty 
insurance Co. 13
allstate.com

2775 Sanders Road, 
Northbrook, Ill. 60062

847-402-5000
$66.7 million 1.30% $64.6 million $41.9 million 64.79% Illinois

13
Farmers insurance exchange 12
farmers.com

P.O. Box 2478, 
Los Angeles, Calif. 90051

323-932-3200
$65 million 1.26% $63.6 million $20.9 million 32.88% California

14
Federal insurance Co. 15
chubb.com

15 Mountain View Road, 
Warren, N.J. 07061

908-903-2000
$59 million 1.15% $56.9 million $18.9 million 33.32% Indiana

15
Continental Casualty Co. 19
cna.com

CNA Plaza 21S, 
Chicago, Ill. 60685

312-822-5000
$57 million 1.10% $56.5 million $28.1 million 49.73% Illinois

16
Mutual of enumclaw 
insurance Co. 14
mutualofenumclaw.com

1460 West St., 
Enumclaw, Wash. 98022

360-825-2591
$54.5 million 1.06% $56 million $31.9 million 57.06% Washington

17
usaa Casualty insurance Co. 21
usaa.com

9800 Fredericksburg Road, 
San Antonio, Texas 78288

210-498-2211
$54 million 1.05% $52.9 million $30.3 million 57.29% Texas

18
allstate Property & 
Casualty ins. Co. 16
allstate.com

3075 Sanders Road, Suite H1A
Northbrook, Ill. 60062

847-402-5000
$53.5 million 1.04% $53 million $28 million 54.13% Illinois

19
usaa 21
usaa.com

9800 Fredericksburg Road, 
San Antonio, Texas 78288

210-498-2211
$52 million 1.01% $50 million $29 million 57.38% Texas

20
oregon Mutual  insurance Co. 18
ormutual.com

P.O. Box 808, 
McMinnville, Ore. 97128

503-472-2141
$51.7 million 1.01% $52million $27.6 million 52.88% Oregon

21
liberty Mutual Fire insurance Co. 20
libertymutual.coop

11524 Kluckhohn St., 
Stitzer, Wis. 53825

608-943-8333
$48.8 million 0.95% $50 million $25.5 million 50.49% Wisconsin

22
Geico General insurance 17
geico.com

One Geico Plaza, 
Washington, D.C. 20076

310-986-3000
$48.5 million 0.94% $49.6 million $31 million 62.65% Maryland

23
Country Preferred insurance Co. 23
countryfinancial.com

1701 N. Towanda Ave., 
Bloomington, Ill. 61702

309-821-3000
$46 million 0.89% $45 million $29 million 65.11% Illinois

24
Factory Mutual insurance Co. \
affiliatedfm.com

270 Central Ave., 
Johnston, R.I. 02919

401-275-3000
$43 million 0.84% $37 million $2.69 million 7.26% Rhode Island

25
Travelers Property Casualty 
Co. of america \
travelers.com

One Tower Square, 
Hartford, Conn. 06183

860-227-0111
$38.7 million 0.75% $30 million $5.45 million 17.74% Connecticut

10.28%
State Farm’s total U.S. 
market share last year, 
making it the top property 
and casualty insurer in the 
country, according to the 
National Association of 
Insurance Commissioners.

5.54%
Zurich Insurance’s total 
share of the U.S. property 
and casualty insurance 
market last year, making it a 
distant second. 

lowest ore. loss ratio
Factory Mutual 
Insurance Co. 7.26%

Travelers Property 
Casualty Co. 17.74%

Farmers Insurance 
Exchange 32.88%

Federal Insurance 
Co. 33.32%

Allstate Insurance 
Co. 43.59%

aBouT THe lisT
Information was obtained 
from the Oregon Insurance 
Division. Information on 
The List was supplied 
by individual companies 
through questionnaires and 
could not be independently 
verified by the Portland 
Business Journal. 

neeD a CoPY 
oF THe lisT?
Information for obtaining 
reprints, web permissions 
and commemorative 
plaques, call 800-927-2363. 
More information can be 
found online by clicking the 
“Buy” tab near the top of 
the site.

WanT To Be 
on THe lisT?
If you wish to be surveyed 
when The List is next 
updated, or if you wish to 
be considered for other 
Lists, email your contact 
information to Tam Jenkins  
at tjenkins@bizjournals.com 
and make sure to include 
which List(s) you wish to be 
surveyed inclusion.

R closer look

NOTES: NA - not applicable, not available or not approved

property & Casualty Insurers
ranked by direct premiums written in oregon

Compiled by Tam Jenkins  
503-219-3412, @PDXBIZresearch 

tjenkins@bizjournals.comTHE LIST
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The best way to learn is by doing, 
and the best people to learn 
from are those who have done 
it themselves. Our Strategies 
pages give our executive readers 
a behind the scenes look at the 
marketing, HR, finance, and growth strategies 
that drive some of our most successful 
businesses. This is a great place to be in front 
of readers as they think about building their 
business.  

J eff Shafer is near the forefront of a 
new revolution in apparel retail.

Shafer’s new jeans brand, Bluer 
Denim, launches its website this week by 
capitalizing on the latest seismic shift in 
the retail apparel world: direct-to-con-
sumer brands.

“What I saw was an opportunity to 
create a brand for a (denim) market-
place that hasn’t had a new product 
introduction in at least 20 years,” Sha-
fer said. “The youth market, specifically 
college students, has no problem order-
ing online, using their credit card, shar-
ing on Facebook, repinning, tweeting.”

In launching Bluer, Shafer — who 
also runs Rigefield, Wash.-based high-
end retail brand Agave Denim — is at the 
forefront of an emerging concept. Brands 
such as khakis retailer Bonobo and eye-
glasses brand Warby Parker are bypass-
ing traditional retail outlets by market-
ing on social media and selling purely 
online. 

By cutting out a network of middle-
men, Shafer hopes to shave enough costs 
off his operation to manufacture the 
product in the U.S., and do so at selling 
prices — retail prices begin at $95 — that 

are palatable to the college-aged con-
sumers he covets. 

“If you could create a product that’s 
sold direct to consumer and avoid trade 
shows, selling commissions, retail mar-
keting, sample costs, look books and 
passed the savings off to the consum-
ers, there’s so much value in that prod-
uct that you can make things domesti-
cally in the United States transparently,” 
Shafer said.

As noble as that sounds — Shafer, 
whose Agave brand is also Made in the 
U.S.A. — recognizes that the concept 
brings up a litany of challenges for the 
consumer.

Free to try
For starters getting the fit and style of 
jeans right is challenging, at best. Doing 
it online — often with one-dimensional 
pictures — isn’t for the risk averse.

So, the question Shafer asked himself 
was, “How do you get people to trust the 
brand?”

To address this, he’s applying the con-
cept of home try-ons. 

“Pick any pair of jeans you’re interest-
ed in, and they get shipped to you at no 

charge,” he said.
He’s also attaching a dose of corporate 

responsibility to his brand: Bluer will pay 
$5 for every pair purchased to buy back 
customers’ used jeans, which it will then 
sanitize and give to someone in need. 

Something new
Shafer is no stranger to new concepts.

He first launched a new apparel brand 
in 1992 with Los Angeles-based BC Ethic, 
a young men’s vintage-inspired street-
wear brand that peaked in 2000 with $25 
million in wholesale revenue.

When youth-oriented chains such 
as Abercrombie & Fitch came on the 
scene with their own brands, and major 
department stores consolidated, Sha-
fer shifted to high-end retail with Aga-
ve Denim, the premium jeans brand he 

moved to Ridgefield in 2008. 
Now Agave, after around a decade in 

business, is stagnant at $10 million in 
sales.

The market for premium denim is 
growing, albeit slowly. Sales of jeans 
priced above $50 over the past 12 months 
have climbed less than 1 percent to $3.3 
billion, according to data from market 
research firm The NPD Group Inc. 

Marshal Cohen, an analyst with NPD, 
said the direct-to-consumer model fits 
nicely with the tastes of modern teens.

“Every crop of teenagers and young 
adults love to go through the process of 
discovery,” Cohen said. “They want to 
discover a brand or trend or lifestyle.”

To introduce Bluer, Shafer launched a 
campaign on the crowdfunding website 
Kickstarter. Though he landed $45,000 
in sales from the effort, the money wasn’t 
important. It was the exposure to an 
audience of early adopters that mattered.

“Turns out 5,000 people watched the 
video on Kickstarter,” he said. “We prob-
ably didn’t need that money. But then I 
found out I had $45,000 in the account, 
and it made me very happy.”
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With his latest apparel venture, Bluer Denim, Jeff Shafer hopes to take premium made-in-the-U.S. denim directly to college-aged consumers.  

Taking the blues out of buying denim
BLUER DENIM CHANGES jEANS SHoPPING 
By GoING STRAIGHT To CoNSUMERS Company: Bluer Denim

Headquarters: Ridgefield, Wash.
Ceo: Jeff Shafer
Product: Direct-to-consumer fashion 
denim brand aimed at college-aged 
men and women.
revenue: Projected $1 million in first 
year. 
Website: bluerdenim.com

R the baSicS

STRATEGIES

Business is all about people. 
The PBJ Interview is our weekly 
last page exit from the paper 
profiling some of the most 
successful, charismatic and 
interesting individuals in 
regional business. Our readers 
love it. Share the love! 
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A icha Evans plays a key role 
in leading Intel Corp. during 
a time of unprecedented 

transition.
Intel’s microprocessors have helped 

it dominate the shrinking PC market, 
but the chip-maker must now gain a 
foothold in the growing mobile sector, 
namely tablets and smartphones. 

It’s a new focus for the company, 
but early results have been promising: 
Intel engineers recently designed a 
chip that drastically reduces power 
usage, which is extremely important 
as it seeks a bigger role in the mobile 
market.

What can you tell me about the work 
you’re doing in mobile? Mobile is a 
really critical tool, something we’re 
committed to. We’ve made a lot of 
big moves over past two to three 
years. We’ve put a lot of ingredients 
in our wireless group to shore up 
our cellular portfolio and quite a few 
acquisitions around GPS (mobile 
navigation) technology. How we like to 
put it is that everything that computes 
connects. A lot of that comes through 
wireless, and it needs to be robust 
and seamless. My mom in Africa, she 
just wants to push a button and wants 
it to work. We have an opportunity 
in emerging markets. The fact that 
people have access to data worldwide 
will change the way we act and 
behave.

A mobile guru that disconnects

cAThy chENEy

aIcHa evans
Title: vice president 
of intel corp.’s Mobile 
and communications 
group and general 
manager of the Wireless 
Platforms Research and 
Development.

education: Bachelor’s 
degree in computer 
engineering from The 
george Washington 
university (1996).

Career path: Evans 
joined intel in 2006 as 
a software integration 
and test manager after 
working in engineering 
management 
positions at Rockwell 
Semiconductors, 
conexant and Skyworks.

Everyone talks about mobile being 
Intel’s biggest challenge. How true is 
that? It’s definitely a big challenge. I 
don’t know if it’s the biggest. We are 
a growth company. We have a track 
record of success. This, to me, is yet 
another shift in transition we’re going 
through. It’s just about executing. We 
understand why there are skeptics 
out there. It’s a tough space, and we 
recognize the challenge, but we’ll make 
it. We’re very realistic about where 
we are and need to get to. We look at 
phones, tablets, wearables, and we 
think it’s right up our alley.

What’s your dream wireless product? 
Push a button and it happens. Wireless 
is still too complicated. I’m ashamed 
to admit this, but I was at my sister’s 
apartment in Montreal a few years 
ago, and I was going to look for some 
stuff on (a secured wireless) computer. 
I could not log on. My sister was still 
doing it through an IP address, and 
my computer was not configured to 
do that. I had to call her and ask her to 
get on. It’s still too hard. If you use a 
lot of Bluetooth, in your car and with 
a headset, sometimes you have to be 
an engineer with a degree to figure it 
out. I think we can make it a lot easier 
and more seamless, from both a user 
experience and billing standpoint.

Can you remember the first time you 
encountered mobile technology? 
First of all, my father was in the 
communications space, and my 
first experience with mobile — you 
will laugh — was in France as a very 
young child. We had a little machine 
you could move around the house, a 
luggable machine, and it wasn’t exactly 
portable. It was the beginning of 
Internet communication in France. We 
were (also) one of the first cell phone 
users. I was fascinated by this big brick 
in the car. I would make phone calls 
and (my father) would always ask why 
he would get such a big bill.

What was the last time you went 
completely offline? This weekend. 
No, I’m not always connected. I’m 
connected a lot, Monday through 
Friday definitely. But, I’m married, I 
have a 7-year-old daughter, a 5-year old 
son, and two cats. As a working mother 
in a high pressure, high visibility job, I 
try to take a week every quarter off that 
I spend with my kids. 

What do you like to do when 
you’re not dreaming up wireless 
technologies? I love cooking. It’s a 
fantastic thing that leads to creativity. 
You don’t have to follow a recipe, and 
it keeps me connected with Africa. I 
can make African or French food. I love 
to do the dishes. It’s very relaxing, the 
warm water is running through you, 
everything’s clean, you get one-on-one 
time with your spouse. It’s a feeling of 
accomplishment.

If you could be anywhere in the world 
right now, where would it be? Australia 
or New Zealand or South Africa, for 
different reasons. I travel a lot, but have 
never been to those three countries. 
They seem very different. I know South 
Africa has a lot of challenges, but it will 
have to be the growth engine of Africa. 
It’s quite fascinating, and Nelson 
Mandela is extraordinary. Australia 
and New Zealand are far away and very 
beautiful. They seem like there’s a mix 
of many different lifestyles, from the 
middle of nowhere to very modern. 

If you could have lunch with anybody 
who would it be? Mandela comes 
to mind. The daughters of President 
Obama come to mind. I would love 
to talk with his daughters, especially 
as they are growing up. Larry Ellison, 
Oracle CEO, is driven to an extreme. 
He’s a fascinating person. I would love 
to talk to (former IBM Chairman and 
CEO) Lou Gerstner. Some of what he 
went through we’re going through.

— Rob Smith, @PDXBIZRobSmith

the pbj interview

Aicha Evans joined Intel Corp. in 
2006. Today, based in Hillsboro, 
she’s vice president of the chip-
maker’s critically important Mobile 
and Communications Group. 
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Our newsroom works 
months in advance to 
uncover and present 
the most important 
stories in Portland 
and we present them 
every week on the front 
cover with eye-catching 
graphics and data that 
jump to a far forward 
two-page spread. Every week this piece grabs our 
executive reader’s attention and holds them.  This is a 
great place to get in front of them!

The Data Bank is our page three 
gateway into the paper. Every 
week features an in-depth, 
graphic-oriented look at a 
key Oregon industry, with an 
emphasis on its importance to 
the state or regional economy. 
Location is everything and this feature’s got it!  

Our reporters spend each day 
collecting information so they 
can relay it to Business Journal 
subscribers. They’re subject 
matter experts. Our readers are 
able to do a deep dive on the 
industry segments they care 
most about. Be there with them! 

Main News Deadlines
Space: nine days prior to publication
Art: Friday, seven days prior to publication

Questions?  503.274.8733
artwork can be sent via: filetransfer.amcity.com

Special Section Deadlines
Space: Friday, three weeks prior or as published
Art: Friday, fourteen days prior to publication or as published

List Focus Section Deadlines
Space: Friday, two weeks prior to publication
Art: Friday, seven days prior to publication

PORTLAND 
BusiNess JOuRNAL

August 9, 2013 
Vol. 30, No. 23, $2

851 S.W. Sixth Ave. 
Suite 500 
Portland, Ore. 97204

r

L

Breaking news online 
PortlandBusinessJournal.com

On smartphones and tablets 
PortlandBusinessJournal.com/apps

Daily email updates 
PortlandBusinessJournal.com/email

Insurance: bIg companIes domInate 16

Striking back:
Intel’s aicha evans has heard the 
criticism. Here’s why she’s bullish 
on the company’s mobile strategy. 
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A sudden $275M property investMent cements Nike’s 
Oregon roots and puts to rest years of discontent

strategies
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hQ size: nearly 3 million sQuare feet  |  now $500m in value  |  other prominent corporate campuses
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Nike readies last touches 
of a giant real estate play
By MATThew Kish
mkish@bizjournals.com, @matthewkish

N ike Inc. is quietly on the verge 
of assembling one of the larg-
est corporate campuses in 

America.
The company is in the middle of a 

land swap for a coveted piece of land 
at the heart of its sprawling Wash-
ington County campus, the Business 
Journal has learned. Public records 
also show Nike acquired an option to 
buy a nearby cluster of office build-
ings in February.

If Nike acquires each property, it 
will have 351 acres of contiguous land. 

Nike already is adding more than 
1 million square feet of office space 
to its existing 1.9 million square feet, 
giving it a corporate campus nearly 
three times bigger than Facebook Inc.

The audacious assemblage has 
sweeping implications for the state, 
and especially for the Portland area. 
It puts to rest decades of angina-in-
ducing worry about the shoe giant’s 
commitment to Oregon. No corpo-
rate entity would make such a sprawl-
ing investment — the recent transac-
tions and construction will top $275 
million —  just to abandon it. As a 
result, the state stands to benefit from 
increased income taxes, property tax-
es, employment at suppliers and ven-
dors and airport traffic. Just as signifi-
cantly, Nike’s bold land grab ensures 
the company’s deepening influence 
on local economic development and 
politics will continue.

Campus security
Despite Nike’s historical presence, its 
commitment to Oregon was often in 
doubt. For decades, the globally tran-
scendent sporting goods company 
and co-founder Phil Knight have had 
a testy relationship with state and 
local lawmakers.
R In the late 1990s, land-use disputes 
and other factors drove Nike execu-
tives to discuss headquarters options 
with officials in Arizona, Idaho, Wash-
ington, Nevada, Colorado, New Mexi-
co and British Columbia, according to 
press reports. 
R Nike also battled the city of Beaver-
ton in 2005 after officials announced 
plans to annex the campus, which is 
in unincorporated Washington Coun-
ty. The state Legislature eventual-
ly prevented the city from annexing 
Nike and other nearby companies for 
30 years.
R The gash ripped open in 2010 when 
Knight wrote an editorial blasting two 
corporate tax increases, famously 
calling them “Oregon’s Assisted Sui-
cide Law II.”

 R Acres: 266
 R Square footage: 2.5 million 
(including proposed buildings)

 R Existing: 1.9 million
 R Acquired this year: 581,000
 R Proposed: 561,000
 R Tax value of land: $77.8 million
 R Tax value of buildings: $289 
million

 R Total value: $366.8 million
source: Nike: washington County

R NikE’S HEAdquATErS

cover story

R The long-simmering tension boiled 
over last December when Nike threat-
ened to expand elsewhere if Oregon 
lawmakers didn’t pass a bill to lock in 
its taxes at present rates for 40 years. 
Lawmakers ultimately passed the bill 
on Dec. 14, 2012, but not until several 
states, including Washington and Tex-

as, once again made a play for Nike, 
according to public records unearthed 
by The Columbian.

Economic development officials in 
other states say there’s no longer any 
chatter about Nike moving. 

“We’d love to steal them from 
Oregon, but that speculation is in 
the past,” said Mike Kosdrosky, CEO 
of the Northwest Denver Economic 
Development Partnership.

Kosdrosky’s predecessor, Don 
Dunshee, made a big play for Nike 
in 1997.

Dunshee showed the company a 
roughly 300-acre parcel of land on 
the outskirts of Denver.

“As I recall, it was for a headquar-
ters,” said Dunshee, who recently 
retired after 50 years in economic 
development. “But since that mid-
late ’90s activity, I haven’t heard their 
name pop up on the radar screen.”

Just lease buy it
The real estate deals reflect Nike’s 
continued financial success.

The Fortune 500 company had 
$25.3 billion in fiscal 2013 sales, a 

155 percent increase since it opened 
the last new building on its campus, 
the Tiger Woods Conference Center 
in 2001.

In that time, employment more 
than doubled to 48,000. 

The financial success also trans-
lated to a gilded balance sheet. Nike 
has little debt and nearly $6 billion 
in cash.

The downside to the rapid growth: 
It forced  thousands of Nike employ-
ees into off-campus leased space, a 
detriment to maintaining the culture 
that’s integral to Nike’s success.

The Oregonian reported in 2011 
that Nike leased 160,000 square feet 
at two separate corporate parks in 
Beaverton and was on the hunt for 
another 100,000 square feet. It leased 
more than 191,000 square feet of 
space on the nearby Tektronix Inc. 
campus in 2010. 

Now Nike appears to be putting its 
cash to work on new buildings and 
real estate.

In addition to the two real estate 
deals in the works, Nike purchased 
nearly 600,000 square feet of office 

 R CEO: Mark Parker
 R Employees: 48,000
 R revenue: $25.3 billion
 R Fortune 500 rank: 126
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Manufacturers have long felt their contributions to Oregon’s economy are overlooked. Here’s 
some ammo for their argument: The value of products produced in Oregon — the state’s gross 
domestic product — has risen nearly 210 percent since 1997. Numbers listed in millions. Hear from 
manufacturers themselves in the Manufacturing Roundtable Focus section starting on page. 20.

Oregon’s got the goods

I hope the re-imagined Portland 
Business Journal that you hold in 
your hand reflects the incredible 
energy and enthusiasm that we 
have for local business coverage 
and our excitement at how we’ve 
evolved as an organization. 

While many in media continue to bemoan 
the emergence of digital news coverage and the 
disruption to the status quo it has brought, we have 
embraced it. Over the past several years, these new 
tools have allowed us to grow every aspect of our 
organization – digital, events and print – to levels 

we’d never thought possible. 
The Portland Business Journal currently averages 

more than 1 million page views and almost 200,000 
unique visitors to our website every month.  We 
produce five digital newsletters with between 
7,000 and 14,000 executive subscribers to each. We 
produce more than 40 business programs and events 
every year which draw more than 12,000 regional 
executives. And, we’ve grown readership of our print 
publication nine of the last 11 years. 

The Business Journal has become truly a 24/7 
news organization that is able to serve our customer’s 
information and data needs faster, deeper and in a 

more comprehensive manner than ever before. What 
this means for our subscribers is an increasingly fast 
and broad array of tools at your disposal to help you 
grow your business.  The digital news revolution has 
allowed us to transform the Business Journal into an 
even more critical tool for success in business and lets 
us make local business coverage more exciting, more 
immediate, and a whole lot of fun. I hope you find 
that our new design reflects that. 

But what’s most important is what you, our 
readers, think. I would welcome your comments, 
questions or suggestions at 503-219-3401 or cwessel@
bizjournals.com. I’d appreciate hearing from you. 

FROM THE PUBLISHER

a NEW, VIbRaNT PoRTlaNd buSINESS jouRNal

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

17,807 18,340 16,941
19,695

15,860
18,505 18,585

27,278 27,361

34,834 35,125

39,864 39,623

46,877
49,594

55,158
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Reporter Wendy Culverwell covers commercial  
real estate, nonprofits, retail & hospitality

Pacific Northwest College of Art
C.E. John Development Co.
Gerding Edlen Development Co.
Project^
Danner Boots
Quin
Steven Alan
Norman, Hilary
Cody, Tom
DiChiara, Tom
Manley, Tom

The Pacific Northwest 
College of Art 
submitted plans to 
renovate the historic 
U.S. Post Office, 511 
N.W. Broadway, in late 

July.  The move sets PNCA’s dream of 
refashioning itself at the head of the 
North Park Blocks in action.

PNCA secured the building, which 
it will call the Arlene and Harold 
Schnitzer Center for Art and Design, 
from the U.S. government through 
a program that transfers surplus 
properties to schools for educational 
uses. The Business Journal checked 
in with Tom Manley, president of the 
art school, for an update on its capital 
campaign and its pending $30 million 
move. 

Has the design changed much in 
the past year? It changes every day 
but the design, from Brad Cloepfil 

of Allied Works 
Architecture, is 
now 100 percent 
complete and 
we’re really excited 
about it. 

How is the 
planning coming 

along? We are in contract to sell the 
main campus building, 1241 N.W. 
Johnson St. That will help with 
financing the post office project. 
We will use the equity to bridge the 
construction cost, which will save us 
significant interest expenses.

How is the $15 million capital 
campaign coming along? We are at 
$10.5 million. The rest of the financing 
is a moving target. We are trying 
to secure federal Historic and New 
Market tax credits. Our development 
partner, Gerding Edlen Development, is 

working on the tax credits and creating 
the legal entity to receive them. The 
balance will come from the city and 
long-term financing through tax-
exempt bonds. 

What is the project time line? The 
U.S. Immigration and Customs 
Enforcement is the last U.S. agency 
at the 511 building. We expect it to 
move to its new building at the South 
Waterfront this fall. We’ll break ground 
in November and expect to move to the 
new campus abut 14 months later.

How have the North Park Blocks 
changed since PNCA announced its 
intent to move there? There’s been 
a lot of activity. Art House, a seven-
story, 130-student residence at the 
former Powell’s Technical Books 
site overlooking the park blocks at 
Northwest Couch Street, will open in 
about three weeks. 

Q&

A

News maker

C.E. John and 
its growing 
focus on 
apartments
In the three years since Vancou-
ver’s C.E. John Co. decided to refash-
ion itself as an apartment-oriented 
mixed used real estate company, the 
family-owned firm has become one 
of Portland’s more intriguing in-fill 
apartment developers. 

In the past year, C.E. John has 
begun four apartment projects total-
ing nearly 270 units in Northwest 
Portland while attending to its core 
business by updating prominent 
shopping centers such as Beaverton’s 
Cedar Hills Crossing.

Just last week, C.E. John secured 
approval from a surprisingly quarrel-
some Portland design commission for 
Slabtown Marketplace. The New Sea-
sons Market-anchored 110-unit apart-
ment project will be constructed at 
Northwest Raleigh Street and North-
west 21st Avenue.

In a move that surprised C.E. 
John and other developers, the city’s 
appointed commissioners consid-
ered sending the project back to the 
drawing boards after initially indicat-
ing they were happy with the design. 
Commissioners objected to landscap-
ing and surface parking plans but 
eventually voted 3-2 to approve. 

The much-anticipated Slabtown 
Marketplace kicks off the transfor-
mation of the 22-plus acre Con-way 
property into a new neighborhood 
with office, retail and residential 
development. 

Thomas DiChiara, vice president 
for development and a long-time 
Portland apartment builder, said C.E. 

cAThy cheNey

The historic U.S. Post Office building on N.W. Broadway will become PNCA’s new home.

Closer look

PNCA offers new post office plan

AKA: Federal Building and 511 N.W. Broadway 

1916: After a tumultuous public debate over the project’s 
design, construction begins on Portland’s 130,000 square 
foot u.s. Post Office at 511 N.w. broadway. The $1-plus 
million project is meant to replace the outdated Pioneer Post 
Office. Architect Lewis P. hobart designs the building in the 
classical Revival style. The boxy exterior hides a strikingly 
ornate main hallway and energy-efficient touches such as  
skylights to illuminate the mail processing area.

1962: The original bronze  doors are replaced with 
aluminum ones. The skylights are covered at some point for 
unknown reasons.

1966: The Postal service moved to its hoyt street location.  
Architecture firm skidmore, Owings and merrill is brought 
in to design alterations that preserve the main hallway and 
other details while transforming the building for general 
government offices. 

1979: building added to National Register of historic Places 
for its architectural and engineering significance. 

Jan. 2009: Pacific Northwest college of Art secures the 
building through a u.s. government program that transfers 
surplus buildings to local organizations if they use them for 
educational purposes. 

ThE U.S. PoST officE

CENTERPIECE

The Business Journal’s 
lists are pure, exclusive 
economic intelligence. The 
List has always been one 
our most highly read pieces 
in the paper and now we’re 
expanding them every issue to 
pull out critical data, trends, news stories and profiles 
from the list that will make it that much harder to 
put down.
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Name / Prior rank (* not ranked in 2012) / Web Address

Direct 
Premiums 

Written Market Share

Direct 
Premiums 

Earned, 
Prior Year

Direct Losses 
Incurred, 
Prior Year

Loss Ratio, 
Prior Year Headquarters

1
state Farm Mutual auto 
insurance Co. 1
statefarm.com

One State Farm Plaza, 
Bloomington, Ill. 61710

309-766-2311
$413 million 8.04% $410 million $261 million 63.72% Illinois

2
saiF Corp. 2
saif.com

400 High St. S.E., 
Salem, Ore. 97312

503-373-8000
$399 million 7.77% $388 million $261 million 66.10% Oregon

3
Farmers insurance Co. of oregon 3
farmers.com

3003 77th Ave., 
Mercer Island, Wash. 98040

206-232-8400
$332 million 6.47% $334 million $184 million 55.15% Oregon

4
state Farm Fire and Casualty Co. 4
statefarm.com

One State Farm Plaza, 
Bloomington, Ill. 61710

309-766-2311
$270 million 5.25% $270 million $118 million 43.68% Illinois

5
safeco insurance Co. of oregon 5
safeco.com

Safeco Plaza, 
Seattle, Wash. 98185

206-545-5000
$237 million 4.62% $225 million $105 million 46.71% Oregon

6
Progressive universal 
insurance Co. 6
progressive.com

6300 Wilson Mills Road, 
Mayfield Village, Ohio 44143

440-461-5000
$122 million 2.38% $119 million $83.9 million 70.22% Wisconsin

7
Progressive Classic insurance Co. 7
progressive.com

6300 Wilson Mills Road, 
Cleveland, Ohio 44143

440-461-5000
$110 million 2.15% $109 million $81.5 million 74.39% Wisconsin

8
american Family Mutual 
insurance Co. 8
amfam.com

6000 American Parkway, 
Madison, Wis. 53783

608-249-2111
$104 million 2.03% $104 million $57.9 million 55.45% Wisconsin

9
Country Mutual insurance Co. 10
countryfinancial.com

P.O. Box 2100, 
Bloomington, Ill. 61702

309-821-3000
$80.9 million 1.57% $79.7 million $47 million 59.13% Illinois

10
allstate insurance Co. 11
allstate.com

3075 Sanders Road, Suite H1A, 
Northbrook, Ill. 60062

847-402-5000
$72.2 million 1.40% $74.4 million $32.4 million 43.59% Illinois

11
liberty northwest 
insurance Corp. 9
libertynorthwest-ins.com

P.O. Box 4555, 
Portland, Ore. 97208

503-239-5800
$67.4 million 1.31% $68.7 million $38.6 million 56.18% Oregon

12
allstate Fire & Casualty 
insurance Co. 13
allstate.com

2775 Sanders Road, 
Northbrook, Ill. 60062

847-402-5000
$66.7 million 1.30% $64.6 million $41.9 million 64.79% Illinois

13
Farmers insurance exchange 12
farmers.com

P.O. Box 2478, 
Los Angeles, Calif. 90051

323-932-3200
$65 million 1.26% $63.6 million $20.9 million 32.88% California

14
Federal insurance Co. 15
chubb.com

15 Mountain View Road, 
Warren, N.J. 07061

908-903-2000
$59 million 1.15% $56.9 million $18.9 million 33.32% Indiana

15
Continental Casualty Co. 19
cna.com

CNA Plaza 21S, 
Chicago, Ill. 60685

312-822-5000
$57 million 1.10% $56.5 million $28.1 million 49.73% Illinois

16
Mutual of enumclaw 
insurance Co. 14
mutualofenumclaw.com

1460 West St., 
Enumclaw, Wash. 98022

360-825-2591
$54.5 million 1.06% $56 million $31.9 million 57.06% Washington

17
usaa Casualty insurance Co. 21
usaa.com

9800 Fredericksburg Road, 
San Antonio, Texas 78288

210-498-2211
$54 million 1.05% $52.9 million $30.3 million 57.29% Texas

18
allstate Property & 
Casualty ins. Co. 16
allstate.com

3075 Sanders Road, Suite H1A
Northbrook, Ill. 60062

847-402-5000
$53.5 million 1.04% $53 million $28 million 54.13% Illinois

19
usaa 21
usaa.com

9800 Fredericksburg Road, 
San Antonio, Texas 78288

210-498-2211
$52 million 1.01% $50 million $29 million 57.38% Texas

20
oregon Mutual  insurance Co. 18
ormutual.com

P.O. Box 808, 
McMinnville, Ore. 97128

503-472-2141
$51.7 million 1.01% $52million $27.6 million 52.88% Oregon

21
liberty Mutual Fire insurance Co. 20
libertymutual.coop

11524 Kluckhohn St., 
Stitzer, Wis. 53825

608-943-8333
$48.8 million 0.95% $50 million $25.5 million 50.49% Wisconsin

22
Geico General insurance 17
geico.com

One Geico Plaza, 
Washington, D.C. 20076

310-986-3000
$48.5 million 0.94% $49.6 million $31 million 62.65% Maryland

23
Country Preferred insurance Co. 23
countryfinancial.com

1701 N. Towanda Ave., 
Bloomington, Ill. 61702

309-821-3000
$46 million 0.89% $45 million $29 million 65.11% Illinois

24
Factory Mutual insurance Co. \
affiliatedfm.com

270 Central Ave., 
Johnston, R.I. 02919

401-275-3000
$43 million 0.84% $37 million $2.69 million 7.26% Rhode Island

25
Travelers Property Casualty 
Co. of america \
travelers.com

One Tower Square, 
Hartford, Conn. 06183

860-227-0111
$38.7 million 0.75% $30 million $5.45 million 17.74% Connecticut

10.28%
State Farm’s total U.S. 
market share last year, 
making it the top property 
and casualty insurer in the 
country, according to the 
National Association of 
Insurance Commissioners.

5.54%
Zurich Insurance’s total 
share of the U.S. property 
and casualty insurance 
market last year, making it a 
distant second. 

lowest ore. loss ratio
Factory Mutual 
Insurance Co. 7.26%

Travelers Property 
Casualty Co. 17.74%

Farmers Insurance 
Exchange 32.88%

Federal Insurance 
Co. 33.32%

Allstate Insurance 
Co. 43.59%

aBouT THe lisT
Information was obtained 
from the Oregon Insurance 
Division. Information on 
The List was supplied 
by individual companies 
through questionnaires and 
could not be independently 
verified by the Portland 
Business Journal. 

neeD a CoPY 
oF THe lisT?
Information for obtaining 
reprints, web permissions 
and commemorative 
plaques, call 800-927-2363. 
More information can be 
found online by clicking the 
“Buy” tab near the top of 
the site.

WanT To Be 
on THe lisT?
If you wish to be surveyed 
when The List is next 
updated, or if you wish to 
be considered for other 
Lists, email your contact 
information to Tam Jenkins  
at tjenkins@bizjournals.com 
and make sure to include 
which List(s) you wish to be 
surveyed inclusion.

R closer look

NOTES: NA - not applicable, not available or not approved

property & Casualty Insurers
ranked by direct premiums written in oregon

Compiled by Tam Jenkins  
503-219-3412, @PDXBIZresearch 

tjenkins@bizjournals.comTHE LIST
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REPORTER PAGES

The best way to learn is by doing, 
and the best people to learn 
from are those who have done 
it themselves. Our Strategies 
pages give our executive readers 
a behind the scenes look at the 
marketing, HR, finance, and growth strategies 
that drive some of our most successful 
businesses. This is a great place to be in front 
of readers as they think about building their 
business.  

J eff Shafer is near the forefront of a 
new revolution in apparel retail.

Shafer’s new jeans brand, Bluer 
Denim, launches its website this week by 
capitalizing on the latest seismic shift in 
the retail apparel world: direct-to-con-
sumer brands.

“What I saw was an opportunity to 
create a brand for a (denim) market-
place that hasn’t had a new product 
introduction in at least 20 years,” Sha-
fer said. “The youth market, specifically 
college students, has no problem order-
ing online, using their credit card, shar-
ing on Facebook, repinning, tweeting.”

In launching Bluer, Shafer — who 
also runs Rigefield, Wash.-based high-
end retail brand Agave Denim — is at the 
forefront of an emerging concept. Brands 
such as khakis retailer Bonobo and eye-
glasses brand Warby Parker are bypass-
ing traditional retail outlets by market-
ing on social media and selling purely 
online. 

By cutting out a network of middle-
men, Shafer hopes to shave enough costs 
off his operation to manufacture the 
product in the U.S., and do so at selling 
prices — retail prices begin at $95 — that 

are palatable to the college-aged con-
sumers he covets. 

“If you could create a product that’s 
sold direct to consumer and avoid trade 
shows, selling commissions, retail mar-
keting, sample costs, look books and 
passed the savings off to the consum-
ers, there’s so much value in that prod-
uct that you can make things domesti-
cally in the United States transparently,” 
Shafer said.

As noble as that sounds — Shafer, 
whose Agave brand is also Made in the 
U.S.A. — recognizes that the concept 
brings up a litany of challenges for the 
consumer.

Free to try
For starters getting the fit and style of 
jeans right is challenging, at best. Doing 
it online — often with one-dimensional 
pictures — isn’t for the risk averse.

So, the question Shafer asked himself 
was, “How do you get people to trust the 
brand?”

To address this, he’s applying the con-
cept of home try-ons. 

“Pick any pair of jeans you’re interest-
ed in, and they get shipped to you at no 

charge,” he said.
He’s also attaching a dose of corporate 

responsibility to his brand: Bluer will pay 
$5 for every pair purchased to buy back 
customers’ used jeans, which it will then 
sanitize and give to someone in need. 

Something new
Shafer is no stranger to new concepts.

He first launched a new apparel brand 
in 1992 with Los Angeles-based BC Ethic, 
a young men’s vintage-inspired street-
wear brand that peaked in 2000 with $25 
million in wholesale revenue.

When youth-oriented chains such 
as Abercrombie & Fitch came on the 
scene with their own brands, and major 
department stores consolidated, Sha-
fer shifted to high-end retail with Aga-
ve Denim, the premium jeans brand he 

moved to Ridgefield in 2008. 
Now Agave, after around a decade in 

business, is stagnant at $10 million in 
sales.

The market for premium denim is 
growing, albeit slowly. Sales of jeans 
priced above $50 over the past 12 months 
have climbed less than 1 percent to $3.3 
billion, according to data from market 
research firm The NPD Group Inc. 

Marshal Cohen, an analyst with NPD, 
said the direct-to-consumer model fits 
nicely with the tastes of modern teens.

“Every crop of teenagers and young 
adults love to go through the process of 
discovery,” Cohen said. “They want to 
discover a brand or trend or lifestyle.”

To introduce Bluer, Shafer launched a 
campaign on the crowdfunding website 
Kickstarter. Though he landed $45,000 
in sales from the effort, the money wasn’t 
important. It was the exposure to an 
audience of early adopters that mattered.

“Turns out 5,000 people watched the 
video on Kickstarter,” he said. “We prob-
ably didn’t need that money. But then I 
found out I had $45,000 in the account, 
and it made me very happy.”
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With his latest apparel venture, Bluer Denim, Jeff Shafer hopes to take premium made-in-the-U.S. denim directly to college-aged consumers.  

Taking the blues out of buying denim
BLUER DENIM CHANGES jEANS SHoPPING 
By GoING STRAIGHT To CoNSUMERS Company: Bluer Denim

Headquarters: Ridgefield, Wash.
Ceo: Jeff Shafer
Product: Direct-to-consumer fashion 
denim brand aimed at college-aged 
men and women.
revenue: Projected $1 million in first 
year. 
Website: bluerdenim.com

R the baSicS
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Business is all about people. 
The PBJ Interview is our weekly 
last page exit from the paper 
profiling some of the most 
successful, charismatic and 
interesting individuals in 
regional business. Our readers 
love it. Share the love! 
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A icha Evans plays a key role 
in leading Intel Corp. during 
a time of unprecedented 

transition.
Intel’s microprocessors have helped 

it dominate the shrinking PC market, 
but the chip-maker must now gain a 
foothold in the growing mobile sector, 
namely tablets and smartphones. 

It’s a new focus for the company, 
but early results have been promising: 
Intel engineers recently designed a 
chip that drastically reduces power 
usage, which is extremely important 
as it seeks a bigger role in the mobile 
market.

What can you tell me about the work 
you’re doing in mobile? Mobile is a 
really critical tool, something we’re 
committed to. We’ve made a lot of 
big moves over past two to three 
years. We’ve put a lot of ingredients 
in our wireless group to shore up 
our cellular portfolio and quite a few 
acquisitions around GPS (mobile 
navigation) technology. How we like to 
put it is that everything that computes 
connects. A lot of that comes through 
wireless, and it needs to be robust 
and seamless. My mom in Africa, she 
just wants to push a button and wants 
it to work. We have an opportunity 
in emerging markets. The fact that 
people have access to data worldwide 
will change the way we act and 
behave.

A mobile guru that disconnects

cAThy chENEy

aIcHa evans
Title: vice president 
of intel corp.’s Mobile 
and communications 
group and general 
manager of the Wireless 
Platforms Research and 
Development.

education: Bachelor’s 
degree in computer 
engineering from The 
george Washington 
university (1996).

Career path: Evans 
joined intel in 2006 as 
a software integration 
and test manager after 
working in engineering 
management 
positions at Rockwell 
Semiconductors, 
conexant and Skyworks.

Everyone talks about mobile being 
Intel’s biggest challenge. How true is 
that? It’s definitely a big challenge. I 
don’t know if it’s the biggest. We are 
a growth company. We have a track 
record of success. This, to me, is yet 
another shift in transition we’re going 
through. It’s just about executing. We 
understand why there are skeptics 
out there. It’s a tough space, and we 
recognize the challenge, but we’ll make 
it. We’re very realistic about where 
we are and need to get to. We look at 
phones, tablets, wearables, and we 
think it’s right up our alley.

What’s your dream wireless product? 
Push a button and it happens. Wireless 
is still too complicated. I’m ashamed 
to admit this, but I was at my sister’s 
apartment in Montreal a few years 
ago, and I was going to look for some 
stuff on (a secured wireless) computer. 
I could not log on. My sister was still 
doing it through an IP address, and 
my computer was not configured to 
do that. I had to call her and ask her to 
get on. It’s still too hard. If you use a 
lot of Bluetooth, in your car and with 
a headset, sometimes you have to be 
an engineer with a degree to figure it 
out. I think we can make it a lot easier 
and more seamless, from both a user 
experience and billing standpoint.

Can you remember the first time you 
encountered mobile technology? 
First of all, my father was in the 
communications space, and my 
first experience with mobile — you 
will laugh — was in France as a very 
young child. We had a little machine 
you could move around the house, a 
luggable machine, and it wasn’t exactly 
portable. It was the beginning of 
Internet communication in France. We 
were (also) one of the first cell phone 
users. I was fascinated by this big brick 
in the car. I would make phone calls 
and (my father) would always ask why 
he would get such a big bill.

What was the last time you went 
completely offline? This weekend. 
No, I’m not always connected. I’m 
connected a lot, Monday through 
Friday definitely. But, I’m married, I 
have a 7-year-old daughter, a 5-year old 
son, and two cats. As a working mother 
in a high pressure, high visibility job, I 
try to take a week every quarter off that 
I spend with my kids. 

What do you like to do when 
you’re not dreaming up wireless 
technologies? I love cooking. It’s a 
fantastic thing that leads to creativity. 
You don’t have to follow a recipe, and 
it keeps me connected with Africa. I 
can make African or French food. I love 
to do the dishes. It’s very relaxing, the 
warm water is running through you, 
everything’s clean, you get one-on-one 
time with your spouse. It’s a feeling of 
accomplishment.

If you could be anywhere in the world 
right now, where would it be? Australia 
or New Zealand or South Africa, for 
different reasons. I travel a lot, but have 
never been to those three countries. 
They seem very different. I know South 
Africa has a lot of challenges, but it will 
have to be the growth engine of Africa. 
It’s quite fascinating, and Nelson 
Mandela is extraordinary. Australia 
and New Zealand are far away and very 
beautiful. They seem like there’s a mix 
of many different lifestyles, from the 
middle of nowhere to very modern. 

If you could have lunch with anybody 
who would it be? Mandela comes 
to mind. The daughters of President 
Obama come to mind. I would love 
to talk with his daughters, especially 
as they are growing up. Larry Ellison, 
Oracle CEO, is driven to an extreme. 
He’s a fascinating person. I would love 
to talk to (former IBM Chairman and 
CEO) Lou Gerstner. Some of what he 
went through we’re going through.

— Rob Smith, @PDXBIZRobSmith

the pbj interview

Aicha Evans joined Intel Corp. in 
2006. Today, based in Hillsboro, 
she’s vice president of the chip-
maker’s critically important Mobile 
and Communications Group. 
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