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Highlights of “Sandy Business Climate Survey” 

 
 

1. What is the Sandy Business Climate Survey? 
 
As of August 2005, 28 businesses participated in the Sandy business climate survey. 
The survey was intended to give the Clackamas County Business and Economic 
Development Team, along with the Clackamas County Tourism Development 
Council, and the City of Sandy a better idea of how businesses really feel about the 
current economic climate here in Clackamas County.  The survey also examined what 
industries area businesses feel should be recruited to the area.  Finally, the survey 
examined current business owner’s opinions regarding growth in the recreation 
related tourism industry. 
 
2. Why was this area selected for a survey? 
 
The Clackamas County Business and Economic Development Team, along with the 
Clackamas County Tourism Development Council are interested in helping the 
County’s rural communities leverage their natural resource based and existing 
economy.  Sandy is a gateway into Mt. Hood National Forest and serves a logical 
choice to leverage tourism and attract visitors to the area, as well as recreation based 
companies. 
 
3. What improvements does the survey show that Sandy needs to make in order 

to become more of a tourist destination?  
 
The survey showed that respondents feel the area needs to increase its marketing and 
outreach efforts to attract more tourists and day visitors.  Sandy also needs to develop 
more diverse business clusters, such as specialty shops, retail, outdoor/recreation, and 
more overnight lodging accommodations.  Respondents feel existing businesses also 
need to clean up their exteriors for a better aesthetic appearance. 
 
4. Is there support from existing businesses in Sandy to pursue an economic 

development strategy that places more of an emphasis on growth in tourism 
and recreation related activities?   

 
The survey showed overwhelming support for the expansion and increased marketing 
of the area as a tourist destination.  Most respondents listed the area’s excellent 
recreational opportunities as the top advantage to living in the area.  Growth in 
ecotourism and ag-tourism related industries were often seen as a strategy to 
attracting more tourists to the area. 
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Sandy Business Climate Survey 

 
 
Personal interviews and site visits were conducted by Shawn Burgett, Clackamas County 
Business & Economic Development Team and the University of Oregon’s RARE (Resource 
Assistance for Rural Environments) Program.  As of August, 2005, 28 businesses in Sandy were 
surveyed.  The list of businesses that participated appears in Appendix C of this report. 
 
 

                                        
                                                                  DOWNTOWN SANDY 

 
 
Business Characteristics 

 
 

• Dominated by small businesses, 83% employ less than 5 employees. 
• Diverse tenures: 30% of respondents  have been in business 20 plus years; while 

another 48% have only been in business 1 to 5 years; 7% have been in business 6 
to 10 years; and another 15% have been in business 11 to 20 years.  

 

       

Tenure of Businesses

30%

15%
7%

48%

20 plus years
11 to 20 years
6 to 10 years
1 to 5 years

           
 
• Diverse range of services: eating and drinking establishments (23%); Retail trade (12%); 

tourism based (12%), and other services (38.5%). 
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Business Operations 

 
 

• How has business changed in the last five years?  53.6%, of businesses said Sandy has 
become a better place to do business in the last five years; while another 25%, said it has 
gotten worse. 

 

                       

How has Sandy changed as a place 
to conduct business in the past five 

years?

53.60%
25%

17.90%

3.60%
Better
Worse
Unchanged
Not Sure

 
 
 
• For 2004: 42.3%, of businesses rated business poorer than planned; 38.5%, rated business 

about what projected; 19.2%, rated it better than expected. 
 
• Primary customer base: 40%, of businesses receive a significant portion of its business 

from tourists; while 76.9%, listed local residents as their primary customer base. 
 

                     

How would you rate business for 
2004?
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Business comments related to change in Sandy: 

 
 
• “Commercial rent is getting way too high.” 
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• “Anti-growth/pro-growth split in town, it’s turned into a power struggle.” 



 
• “On a year to year basis, the amount of snow dictates business, the more snow the 

better.” 
 
• “Sandy is now a bigger town, with more homes and more consumers.” 

 
 
Level of Satisfaction 

 
 

• How is Sandy as a place to do business? 46.4% of businesses rated Sandy as good place 
to do business; while another 25% listed it as fair; and 21.4%, listed Sandy as a poor 
place to do business. 

 

                       

How would you rate Sandy as a place 
to do business at this time?

7.10%

46.40%
25%

21.40% Excellent
Good
Fair
Poor

 
 
• Work force: 48% of businesses rated workforce availability as a positive; while another 

52% listed workforce quality as positive. 
 
• Relocating: 14.8% of businesses said they need to find a new location in the next five 

years; of these businesses, 50% want to relocate inside of Sandy. 
 

• 74% of businesses said they would still site their business in Sandy today if they were to 
start over again. 

 
 
Major Advantages of Doing Business in Sandy 

 
 
                                        

• Recreation opportunities, 85% of respondents saw this as the area’s top positive 
advantage. 

 
• Environmental quality was listed by 78% of businesses as a positive. 
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• Quality of life was listed as positive by 81% of respondents. 
 



• Economic growth potential was seen as positive by 78% of businesses, while 71% listed 
the transportation system as positive, another 52% rated Sandy’s diverse economic base 
as positive. 

 
• Most respondents listed the advantages of doing business in Sandy as: Highway 26 

traffic, close to Mt. Hood, nice people, good schools, proximity to recreational 
opportunities, and a close drive to Gresham and Portland. 

 
 
Vicky Maiden, Co-Owner, Maiden Foundry: “Sandy is an excellent place to do 
business; local government is very responsive to business needs." 
 
Sandy Jordan, Owner, Radioshack and Inga Pachukes:  “Sandy is a great place to do 
business, it's centrally located between Mt. Hood and Portland, has a rural feel, but is 
close to urban amenities, and provides space to live, with large lots." 
 
 
 
 

Advantages of doing business in Sandy
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                                                               GATEWAY PUB & GRILL 
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Business comments related to the advantages of Sandy as a place to do business: 

 
 

• “Nice sense of place, the greenbelt separating Sandy from Gresham makes it feel 
likes its own place, not connected.” 

 
• “Rural but urban, close to recreation opportunities, and close to Portland and its 

shopping.” 
 

• “The town has continued to get larger, with more homes and more customers.” 
 

• “Highway 26 is the key; it brings my business its customers.” 
 

 
Services of Interest needed to help business grow 

 
 

• Cutting/lowering taxes (48%) was listed as the top area of interest; along with 
reduced health care costs (48%); more financial support (40%); and wage/overtime 
issues (28%). 

 
• Increased marketing and advertising of Sandy as a destination (70.4%) was seen by 

many respondents as an important factor in helping their business; while many 
respondents (88%) also felt eco-tourism related industries and their growth would be 
viable in Sandy; while everyone (100%) felt tourism benefits the community. 

 
 

 
Business comments related to services needed to help businesses to grow: 

 
 

• “We need more crosswalks and a more pedestrian friendly environment.  Right 
now it is scary to cross the street, no tourist is willing to get out of their car and 
walk around.” 

 
• “The on-street parking is a problem, people park their vehicles right in front of our 

business, ride SAM (Sandy Area Metro) to Gresham or park and go to a local bar, 
and all of our prime parking is gone for hours on end.” 

 
• “All the new businesses are opening on the outskirts of town, leaving the existing 

downtown behind.  Strip malls are everywhere.” 
 

• “Atmosphere for small businesses is not great due to competition from big chain 
stores.” 
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• “The sign laws are way too strict.” 



 
 
      What type of businesses would you like recruited to the area? 

 
 

         
Attracting a Lodge/hotel/restaurant/convention center type facility was pointed to by 38.5%              
of survey respondents, while 50% of the respondents wanted Sandy to attract more outdoor                         
recreation related businesses to the area. 

  
• Half of the respondents wanted more outdoor recreation related businesses (50%) in 

Sandy, while others want more retail goods (42.3%); hotels/motels (38.5%); restaurants 
(38.5%); specialty shops (38.5%); manufacturers (30.8%); high tech (30.8%); and bio 
tech(30.8%). 

•  
 
            Manufacturing                         Retail                   High Tech           Bio Tech 

    
 
 

 
 
Disadvantages to Doing Business in Sandy 
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• Split: downtown parking was mentioned by 41% of respondents as being a negative, and 
another 41% rated it as being positive. 

 



• The State of Oregon’s current fiscal situation received a 63% rating as negative. 
 

• Lack of medical facilities in the area was seen as negative by 40% of the respondents. 
 
• 37% of respondents rated the traffic congestion, related to the high volume of speeding 

traffic through town on Highway 26, as negative. 
 

             

Disadvantages to doing business in Sandy

41%
63%

40% 37%

0%20%
40%60%
80%
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Issues Raised 

 
 

• Downtown Business owners are eager for the City or County to add more traffic lights 
and pedestrian cross walks in order to slow down traffic and make the town more 
pedestrian friendly. 

 
• Create a two hour parking zone in downtown to discourage people riding the bus from 

parking and leaving their car in front of local businesses all day.                                                                    
 
• City has concentrated too much new growth in the west end of downtown near Fred 

Meyer and the movie theater instead of in the existing downtown core, this has in some 
people’s view created too many strip malls and sprawl like development. 

 
• Business owners feel that city beautification, and possibly creating a theme like Sisters, 

Oregon, is needed. 
 

• Fred Meyer has hurt small locally owned businesses, no more big box retail stores. 
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• Businesses located along Pioneer Boulevard (heading east on Highway 26) seemed to 
attract far more tourists on their way up to Mt. Hood. While business located along 
Proctor Boulevard (heading west on Highway 26) felt drivers were less inclined to stop, 
and exhibited tunnel vision going through town, wanting to get home.  

 
 
 
 



 
 
Visitor attractions in the Sandy Area 

 
 
                                             Sandy’s Scenic Jonsrud Viewpoint                                

                                          
       

 
 

• According to Sandy Businesses, most tourists encountered in town are going to Mt. 
Hood and are in Sandy for gas, supplies for camping, to eat, renting ski and snow gear,  
hiking or mountain biking in the area, or site seeing. 

 
• 40% of businesses surveyed received a significant portion of its business from visitors 

 
• 76.9% of businesses surveyed receive the majority of their business from local residents 

 
• 100% of businesses surveyed felt tourism benefits Sandy 
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Why are visitors in Sandy?
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What would attract more visitors to the area? 

 
 

• A more unified, inviting look to town, with more variety 
 
• More unique shops, hotels, motels, and consistent snow fall 

 
• A more pedestrian friendly, safe and inviting walking environment 

. 
• Convention facilities, for business retreats and banquets 
 
• 88% of survey respondents felt eco-tourism related activities were favorable, while 55% 

of survey respondents felt Ag-tourism opportunities would be viable in the area 
 
• Explore Meining Park as a visitor destination 
 
• Examine opportunities in “health tourism” catering to stressed out workers, provide 

massages, spa treatment, and relaxation in beautiful scenic settings. 
 

• More recreation related stores, mountain biking, hiking, etc. 
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• Outdoor outlet stores, providing name brand recreation gear for half the prices could be a 
huge draw.  Potential brands include:  The North Face, Patagonia, Columbia, Nike All 
Conditions Gear (ACG), etc. 

 



• Better signage along Highway 26 from the east, giving visitors a better idea of what 
Sandy has to offer.  Grand entrance into town from the east. 

 
 
 

         
Examples of possible signs that could be used along Highway 26 to advertise 
different activities in Sandy and connecting the area to Ag-tourism opportunities 
in the region 
 
 
• More advertisement of Jonsrud Point and the Barlow Trail to visitors, along with the 

proximity of the Sandy River. 
 
• Sandy could use a rest stop directly outside of town that provides public restrooms and 

kiosks that advertise the local activities tourists could discover while in town. 

 
 
Leverage Sandy’s New Community Assets 

 
 

• Streetscape improvements as part of the City of Sandy’s Urban renewal plan and 
placing utility wires underground 
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• New Sandy Historical Museum/Chamber of Commerce opening soon       

 
• New Mt. Hood Scenic Byway, with it accompanying signage will be added soon 

 
• Continue to promote and leverage Sandy’s Annual Mountain Festival 

 
 

        
SANDY’S ANNUAL MOUNTAIN FESTIVAL IN MEINING PARK 

 
 
Additional comments made by Sandy Business Owners: 

 
 

• “Government needs to understand what businesses need; and maintain good 
communication and have a more specific department deal with business needs.  It 
needs to be pro-business.  The question is:  Is it healthier to allow big businesses into a 
community or help a small business thrive?  Also, a large exposition center for 
“shows” and events would be a great draw for our area similar to Redmond’s 
fairgrounds.” 

 
• “I am always interested in any grant opportunities.” 

 
• “I really enjoy Sandy; it’s a nice play to be.” 
 
• “I used to be politically active; I was on all kinds of committees.  I quit going because 

nothing ever got accomplished.” 
 

• “The minimum wage is too high, and makes it so I can’t hire staff.  Tourism would 
work in Sandy if the town were fixed up and more attractive, not in its current state.  
Sign codes are too restrictive and signs too small, people can’t see them from the road.  
The town needs to become a lot more pedestrian friendly.”  

  
• “Sandy really needs a new, bigger high school, the current one is over crowded.  Sandy 

also needs a community center and a satellite campus for a community college.” 
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• “We need to keep the visitor center in Brightwood operating; a lot of customers get 
referred there.” 



 
Rural Economic Development Land Use Issues in Clackamas County 

 
 

Case:  Jim Dierking, Owner, Liberty Natural Products and the Oregon Lavender Farm, Oregon 
City, Oregon 

 
Liberty Natural Products was founded by Mr. Jim Dierking in 1982 for the distribution of 

botanical extracts through the cultivation and distillation of herbs and aromatic botanicals.  In 2004, Liberty 
Natural Products had revenues of over $3.5 million, with 90% of its sales coming from outside of Oregon.   

In 1999, Mr. Dierking acquired the Oregon Lavender Farm, which sits on 90 acres.  Mr. Dierking 
acquired the farm with the intention of growing lavender and aromatic botanicals to be distilled into 
essential oils.  He currently has to truck all his herbs to a distillation facility outside of Independence, 
Oregon, and then back to his packaging and distribution facility on SE 82nd and Stark in SE Portland, to be 
shipped off to the market.  Mr. Dierking is in the process of building an on-site distillery building on his 
farm.  He also has remodeled some of the existing barns, and other structures that were already located on 
the farm when he bought it; he envisions it as a potential packaging facility.  

 He has invested over $900,000 restoring the farm. Mr. Dierking leases his current packaging 
warehouse in SE Portland, his lease is going expire and be redeveloped by the new owner in about 20 
months.  Mr. Dierking would like to move his packaging operation from SE Portland to his farm site.  This 
would save him the cost of trucking materials from the farm, and the cost of leasing additional building 
space.  Under current land use law, this commercial use is not allowed, since his property is zoned 
Exclusive Farm Use (EFU).  Currently Mr. Dierking is applying for a conditional use permit for this use to 
be allowed under current land use law.  Mr. Dierking will continue working with the State and County to 
grow a new natural resource based economy in Clackamas County around nutraceuticals, ag-products and 
tourism. 

 
 

Case:   Jerry Marshall, Co-Owner, Oswego Hills Winery, West Linn, Oregon 
 
 Mr. Jerry Marshall owns a 36 acre winery between West Linn and Lake Oswego.  His business 
has been in operation for seven years.  They want to be able to increase the winery’s profitability by 
hosting more events on site in their beautifully restored historic barn.  Currently, Clackamas County’s 
interpretation of State land Use Law does not support Oswego Hills Winery from hosting events such as 
weddings, parties, and celebrations and other activities associated with the growing Agricultural Tourism 
Industry. Residential development is occurring all around Oswego Hills Winery, making this piece of 
property one of the few remaining working farms in the area.  In order to keep Oswego Hills Winery going 
as a viable winery operation, they must be able to leverage other opportunities for growth, which will keep 
the winery operating. 

 
 

Case:   Steve Crosby, Owner, Cascade Utilities,   Estacada, Oregon 
 
 Mr. Steve Crosby owns Cascade Utilities, located in downtown Estacada. Cascade Utilities own 
large surface parking lots in the heart of downtown Estacada, where they currently park a fleet of utility 
vehicles and keeps supplies.   
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Mr. Crosby also owns a Christmas tree farm right on Highway 224, a couple miles outside of 
Estacada, outside of the Urban Growth Boundary.  His Christmas tree farm is 75% planted, with a large 
garage structure, and a gravel parking lot next to the garage.  Across the street from his Christmas tree farm 
is a Muffler and Auto Parts Store, a cabinet manufacturer, and a parts yard.  Mr. Crosby would like to use 
the gravel piece of his property for Cascade Utilities.   This would open up an economic development 
opportunity in downtown Estacada by creating space for potential urban infill development.  He has been 
informed that moving his fleet of utility vehicles to the parking area next to his Christmas Tree Farm is not 
an allowable use of land zoned Exclusive Farm Use (EFU).  Mr. Crosby is still pursuing the relocation of 
his fleet of vehicles and would like assistance from the County. 



Appendix A:  Sandy Economic Profile  
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Appendix A:  Sandy Economic Profile  
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Appendix B:   Sandy City Council PowerPoint Presentation 
 
 

C L O S E   T O   P O R T L A N D … A   W O R L D   A W A Y SM

www.co.clackamas.or.us/dtd/buserv/

E C O N O M I C    P R O F I L EE C O N O M I C    P R O F I L E

Sandy
OPEN FOR BUSINESSOPEN FOR BUSINESS

       

Sandy Overview
C L A C K A M A S   C O U N T YC L A C K A M A S   C O U N T Y

 
 
 
 
 

Sandy Business Climate 
Survey

28 Businesses took part in the survey
Diverse range of services, eating and 
drinking establishments (23.1%), Retail 
trade (26.9%), manufacturing (7.7%), 
tourism based (15.4%), wholesale trade 
(3.8%) and other (3.8% ).

       

Business Climate Survey

Tenure of Businesses

30%

15%
7%

48%

20 plus years
11 to 20 years
6 to 10 years
1 to 5 years

 
 
 
 
 

Sandy Business Climate 
Survey

How has Sandy changed as a place 
to conduct business in the past five 

years?
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Sandy Business Climate 
Survey

How would you rate business for 
2004?

19.20%

38.50%

42.30%

0.00
%

20.0
0%

40.0
0%

60.0
0%

Better than
expected

About what
projected

Poorer than planned

Respondents

 
 
 

 18

 



 

Sandy Business Climate 
Survey

How would you rate Sandy as a place 
to do business at this time?
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Business Climate Survey

What type of business would you like 
to have recruited to the Sandy area?
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Business Climate Survey: What 
would attract more visitors to 

the area?
Maximize 

proximity to the 
Sandy River, 
connect downtown 
core to visitor 
opportunities on 
the River.

          

Business Climate Survey: What 
would attract more visitors to 

the area?
Capitalize on 

presence of Mt.Hood 
in the area as a tourist 
attraction, it is the 
second most climbed 
mountain on earth

 
 
 
 
 

Business Climate Survey: What 
would attract more visitors to 

the area?
• Place more 

billboards and 
advertisements 
along Highway 26 
to tell potential 
visitors a reason to 
stop in downtown 
Sandy, let them 
know what’s there.

          

Business Climate Survey: What 
would attract more visitors to 

the area?
• Sandy needs more 

hotel/motel/lodge 
style facility’s that 
give visitors a 
quality place to 
stay in the area and 
could also host 
events and 
business 
gatherings
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Business Climate Survey: What 
would attract more visitors to 

the area?
• Rest stop with rest room facilities off of 

Highway 26, directly in front of town, 
with a kiosk that could provide tourism 
information to travelers on local 
activities.

• More advertisement of Jonsrud Point 
and the Barlow Trail to visitors.

      

Business Climate Survey: 
Issues Raised

• More variety of shops, local residents can’t get 
what they need in town, they often have to 
shop elsewhere, and many people feel they 
need an increase in services to keep shopping 
locally

• Create a two hour parking zone in downtown 
to discourage people riding the bus from 
parking and leaving their car in front of local 
businesses all day.

 
 
 
 
 

Business Climate Survey: 
Issues Raised

• City has concentrated too much focus on new 
growth along Highway 26, west of town, (near 
the movie theatre and the Fred Meyer) instead 
of in the existing downtown core.

• Business owners have felt the city needs to 
beautify itself, become more attractive.

      

Business Climate Survey
Why are visitors in Sandy?
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Business Climate Survey

40% of businesses surveyed received a 
significant portion of its business from 
visitors

76.9% of businesses surveyed receive 
the majority of their business from local 
residents

100% of businesses surveyed felt 
tourism benefits Sandy

      

Sandy’s
ADVANTAGES
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QUALITY OF LIFE

       

Some of Oregon’s richest and most scenic farmland is 
located in areas surrounding Sandy, the Mt. Hood National 
Forest and the Cascade Mountains are also located within 
a short drive. Major recreating opportunities on the Sandy 
River include fishing and camping.

Recreation opportunities

C L A C K A M A S   C O U N T YC L A C K A M A S   C O U N T Y

   
 
 
 
 
 

Business ADVANTAGES
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Business Climate Survey:

Disadvantages to doing business in Sandy
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• Urban Renewal: Streetscape improvement 
process in Downtown Sandy
•The New Sandy Historical Museum is set to 
open soon 
•The New Mt. Hood Scenic Byway, passing 
through Sandy, signage and marketing 
brochure will be coming soon!

Leverage Sandy’s new 
community assets:

C L A C K A M A S   C O U N T YC L A C K A M A S   C O U N T Y

         

Sandy’s Recent Economic 
Success:

Vicky Maiden, co-owner, Maiden Foundry:
“Sandy is an excellent place to do business; local 
government is very responsive to business 
needs."
Sandy Jordan, Owner, Radioshack and Inga 

Pachukes: “Sandy is a great place to do 
business, it's centrally located between Mt. Hood 
and Portland, has a rural feel, but is close to 
urban amenities, and provides space to live, with 
large lots."
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Further opportunities for 
Economic Growth

Maximize tourism strengths, research 
and development of visitor opportunities

Support Industrial Parks with business 
recruitment and retention

          

Opportunities for Industrial 
Growth

Stewardship 
Program, promoting 
local workforce for 
timber thinning, fire 
prevention and forest 
restoration

 
 
 
 
 

Opportunities for Economic 
Growth

The Sandy area should 
anticipate positive, well-
planned economic growth 
and spill over due to the 
recent urban growth 
boundary expansion and 
incorporation of 
Damascus as Oregon’s 
first new city in 30 years.

          

Economic Discoveries

Explore Meining Park 
as a visitor 
destination

Leverage Ag-tourism 
opportunities in the 
area (55% of survey 
respondents felt it 
was favorable) 

 
 
 
 
 

Economic Discoveries

Build on Eco-tourism 
opportunities: 
mountain biking, 
kayaking, hiking, 
etc(88% of survey 
respondents felt eco-
tourism was 
favorable)

          

CLACKAMAS COUNTY BUSINESS & 
ECONOMIC DEVELOPMENT TEAM

Shelly Parini
503.353.4299

shellypar@co.clackamas.or.us

Cindy Hagen
503.353.4328

cindyhag@co.clackamas.or.us

Renate Mengelberg
503.353.4327

renatem@co.clackamas.or.us

Shawn Burgett
503.353.4409

shawnburg@co.clackamas.or.us

FAX 503.353.4272 • 9101 SE Sunnybrook Blvd., Clackamas, OR 97015
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APPENDIX C: Sandy Business Climate Survey 
          Businesses Interviewed as of August 1, 2005 

 
1.  Positive Touch Chiropractic PC;  Chelsea Foster, DC;      17471 Shelley Ave, Suite B           

(503) 668-1901 or (503) 668-1902 
2.  Tollgate Inn Restaurant & Bakery;  Ron Lesowski, Owner;    38100 Hwy 26  PO Box 249          

(503) 668-8456 
3.  Classic Holiday Travel; Pat Calkins, Owner;      38333 Proctor Blvd.    (503) 668-3502 
4.  Sandy Lumber; Vicki Turner, Co-Owner;      38773 Proctor Blvd.     (503) 668-3533 
5.  Wasson Brothers Winery; John Wasson, Owner;      17020 Ruben Lane    (503) 66-3124 
6.  Oregon Trail School District;  Russ Hasegawa, Manager;     36525 SE Industrial Way               

(503) 668-5541 
7.  Photory Photo & Digital;    (503) 668-5870 
8.  La Milpa Mexican Foods Inc;   Andres/Luis, Managers;    16560 SE 362nd Ave.  (503) 668-5391 
9.  Joe’s Donuts; Amy Hillmick, Manager;    39230 Pioneer Blvd.    (503) 6687215 

10.  Otto’s Ski Shop; Kjell Rode, Manager;    38716 Pioneer Blvd.   (503) 668-8122 
11.  Rey’s Barber Shop; Kris Tursi-Jones, Owner;    17480 Shelly Ave.  (503) 668-7884  
12.  Elusive Trout Pub; Jim Simonek, Owner;     39333 Proctor Blvd.      (503) 668-5822 
13.  Sandy Chiropractic Clinic;  George Hyland, Owner;     38953 Pioneer Blvd, Box 642            

(503) 668-8173 
14.  Meadowlark Ski & Snow Board Shop;    John Odegard, Manager;     38858 Pioneer Blvd.      

(503) 668-0785            
15.  Sandy Coffee Company;  John Redding, Owner;     17419 Meining     (503) 668-0908  
16.  Altitude Salon; Robert Stranden, Owner;            17419 Meining Ave. (503) 826-0005 
17.  Inga Pachukes; Sandra Jordan, Owner;            38905 Proctor Blvd.   (503) 826-0005 
18.  Reel Tackle;   Don Schneider, Owner;         39465 Proctor Blvd.    (503) 622-5372 
19.  Something Blue; Judy Sheppard, Owner;      38697 Proctor Blvd.   (503) 668-6242 
20.  Hoodland Appliances;  E.J. Smith, Manager;    39090 Pioneer Blvd     (503) 668-0663 
21.  Mountain Moka; Rosemary Giusto, Co-Owner;    17450 Meining Ave.  (503) 668-6811 
22.  Mt. Hood Motorworks;  Chester Roberts, Owner;  (503) 819-0008 
23.  Running Bare; Linda Stansburg, Owner;    39465 Proctor Blvd.    (503) 668-1236 
24.  Peddler Pusher; Tamera Scott, Owner;    38906 Proctor Blvd.   (503) 668-5220 
25.  Wall Street Pizza; Jim Backers, Owner;     39041 Proctor Blvd.   (503) 668-4048 
26.  Winter Fox; Barbara Fox, Owner;    38454 Pioneer Blvd.    (503) 668-6500 
27.  The Green Herb; Dwight Shamblin, Owner;   38963 Pioneer Blvd.  (503) 668-8893 
28. Maiden Foundry; Vicki Maiden, Co-Owner;    1660 SE 362nd   (503) 668-8097 
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http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=97271449&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=97254767&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=97242438&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=97229104&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=87676220&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=87671237&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=86688159&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=86686422&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=85418282&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=81254191&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=81252957&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=80122467&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=80120453&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=80119397&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=80117810&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=80116721&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=80018438&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=80017618&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=80016362&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77950136&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77949714&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77948856&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77746859&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77746055&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77744629&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77743042&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77742122&U=83160934215
http://www.surveymonkey.com/DisplayDetail.asp?SID=831609&RID=77742122&U=83160934215


Appendix D: Businesses Contacted, Not interviewed: 
 

 
• Ace Hardware 
• American Family Insurance 
• Mt. Hood Athletic Club 
• Overland Gallery 
• Ferrellgas 
• Clackamas County Bank 
• Lynn’s Shop 
• Gateway Pub 
• Sandy Liquor Store 
• Cloud 9 Beads  
• El Gallo Mexican Restaurant 
• Webb Steel 
• Wong King’s 
• Sandy Décor/Interiors 
• Route 26 Bar and Grill 
• Stile Chainsaws 
• Designer Yarn 
• No Place Saloon 
• Big Apple Market 
• Thai Home Restaurant 
• Boyer Girls Barbershop 
• Scooter Bum 
• Eagle Bargain Outlet 
• U.S. Metal Works 
• Jim Tursin & Sons, Inc. 
• Margaritas Two 
• Baskin Robbins 
• GNC 
• Perfect Look 
• Subway 
• Sparky’s Pizza 
• Starbucks 
• Safeway 
• Fred Meyer 
• Paola’s Pasta & Pizza Barn 
• Java Ridge 
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CREDITS 
 

 
Thank you: 
 

• Sandy Business Owners 
• Clackamas County Business & Economic Development Team  
• The City of Sandy 
• The City of Sandy Planning Department 
• Clackamas County Tourism Development Council 
• Clackamas County Soil & Water Conservation District 
• Sandy Chamber of Commerce 
• The University of Oregon’s RARE (Resource Assistance for Rural Environment) 

Program and Ameri-Corps 
 

 
Special thanks to the following individuals who should be recognized for the 
crucial role they played in making this all happen: 

 
 
• Shelly Parini, Clackamas County Economic Development Manager 
• Scott Lazenby, City Manager, City of Sandy 
• Linda Bell, Director, Clackamas County Tourism Development Council 
• Rick Gruen, District Manager, Clackamas County Soil & Water Conservation 

District 
• Helen Unger, Clackamas County Business & Economic Development 
• The 28 Businesses who participated in this survey. Thank you! 
• Megan Smith, Director, University of Oregon’s RARE Program 
• Kevin Liburdy, Associate Planner, City of Sandy 
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