Murray’s Former Chief Bicycle
Designer, Schreckengost, Dies
BY JASON NORMAN
CLEVELAND, OH—Victor Schreckengost wore many hats when it came
to industrial design. One of them happened to be former chief bicycle designer for Murray Ohio Company.
Schreckengost died January 26 of
causes related to age. He was 101.

Victor Schreckengost

“He was a gentleman’s gentleman,”
said Gene Smith, who worked nine
years for Murray as an assistant territory manager for California and Arizona.
“Just a real kind person. Never had anything bad to say about anyone.”
Schreckengost released his ﬁrst design, the 1939 Mercury Bicycle, at the
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New York World’s Fair that same year.
In the early 1940s Schreckengost quietly
began revolutionizing the manufacturing of children’s pedal cars.
Schreckengost got his start in the industry in 1937, after sharing drinks and
sketches with Ralph O’Brien, a friend
of a friend who also happened to be the
vice president of Murray—a local metal
stamping ﬁrm that was just branching
into toys and bicycles at the time.
Schreckengost told Bicycle Retailer
and Industry News in a 2005 interview
that his ﬁrst goal was to make bicycles
adaptable to mass production.
“We had to ﬁnd ways of reducing the
cost, ﬁrst by having standard parts for
each size bicycle,” Schreckengost said.
Schreckengost was paid a paltry
$1,500 for his ﬁrst bicycle design, but
he forged a relationship with Murray
that lasted for 35 years. It led to, among
other opportunities, work designing
bicycle lights for Delta Electric and a
consulting job for Sears, Roebuck and
Company, then the largest retailer in
the world.
He’s survived by his second wife,
Gene, and three stepsons.
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Boost Proﬁt by Selling Warranties
BY RAY KEENER
themselves a $2 per hour raise by sellHow can you increase proﬁts by 10 ing Red Shield.
percent with no risk? One way is by
“About 15 percent of customers want
selling extended warranties, said Mike to buy it if all we do is ask,” he said.
Olson, who owns four Trek Concept “Salespeople who present it well add it
stores in San Diego. “A
to about 25 percent of
few companies oﬀer
their bike sales.”
these. Our experience is
The real kicker for
with the Trek Red Shield
Olson is that it requires
program,” Olson said.
no inventory. “I’m never
Olson cites three benstuck with last year’s
eﬁts to selling extended
model, and it doesn’t tie
protection plans:
up my credit line. For
1. It diﬀerentiates them
2007, our Red Shield
from their competitors.
proﬁt increased our
2. If a bike comes back
margin by 1 percent. If
under warranty, Olson’s
you make a 5 percent
store gets paid for the
net proﬁt, that would be
repair. His store makes a Rob Templeton, manager
a 20 percent increase in
of the Kearny Mesa store,
proﬁt on the broken part with Red Shield brochure
your proﬁt,” he said.
and gets a fair labor reBottom line for Olimbursement.
son and his staﬀ: “Don’t decide for your
3. It’s a high-margin item that lets customer. Give them the option to buy
Olson share that proﬁt with his sales- extended warranties and you’ll both be
people. Olson said many have given happy.”
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