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C
huck Homier truly believes his company can sell anything. Over the last 25 years,

it has (from tools and tractors to furniture, fun stuff and everything else in between).

It’s not just what Homier Mobile Merchants sells, but how it does it that has built

a $200 million a year company from scratch, with a goal to grow to $1 billion in

annual sales within the next 10 years.

The success stretches from the Homier home base in Huntington to the 48

states in which it conducts sales (an average of 60 a week in 3,000 markets a year) to Asia and

the Far East – where the majority of the vast Homier inventory originates. The story offers

lessons that many can learn from.

Finding a niche
Charles Homier Sr. operated a furniture store in Andrews and began selling tools and other

items at weekly auctions in 1958. Chuck Homier was involved at an early age, going out to buy

and sell products.

“I spent a lot of time learning how to negotiate. It’s a skill that is not a lost art, but if you don’t

negotiate you’re probably not going to stay in business very long,” Homier says.

Another lesson from dad. “He always told me it’s not how much you make, it’s how much

you spend.”

Homier earned his business degree from Indiana University-Purdue University Fort Wayne

and went to work for a public accounting firm in 1978. It was a short-lived venture.

“I was sitting at my desk and had saved a guy something like $9,000 on his taxes. I got

paid three dollars and some cents,” he recalls. “I knew I was on the wrong end of the business.”

Homier joined his father full-time during a

period in which the auction challenges were

growing. Mother Nature dealt another blow as a

roof collapse during the blizzard of 1978 wiped

out the stock. Insurance didn’t cover the loss,

and the Homiers were in trouble. Hard work

helped rebuild the inventory, but Homier knew

a different approach was needed.

An auction customer offered to take some

of the Homier merchandise and attempt to sell

it at flea markets and fairs. The two would split

the profits. There was some success before the

partner became sick and warned by his doctor

to avoid outdoor events. Out of desperation more

than anything, they rented a banquet room at a

Warsaw hotel, placed an ad in the newspaper

and sold their entire inventory in one weekend.

“There are a lot of things you have to learn the hard way, and I’ve made just

about every mistake you can make,” Homier admits. “But I was smart enough to

know when something works.”

Building on the advantage
Homier teams travel the country today, setting up shop for anything from one-day

to four-day shows at fairgrounds, civic centers, armories – really anywhere people
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will come to shop. The trucks are on the road all the time. The people put

out the flyers. The sales take place, and it’s on to the next stop.

“Our business is considered somewhat fly by night,” Homier offers. “The

people who never come to our sales believe that. I had people who told me

years ago that our business would be like the Hula Hoop – it would die out

in a few years. But like the outlet malls were the big thing of the 1980s and

1990s, I think mobile sales will be the big thing of the future.”

Homier’s company has the advantage because it’s been at it the longest.

The logistical challenges that drag others down are overcome by years of

experience. Despite the strong growth, the organization strives to remain

flexible and nimble. Homier terms it being “cognizant of staying ahead of

the curve.”

International ties
Going around and through the curve began 20 years ago. Homier went

to Taiwan in 1984 and set up an import program in three days. Relationships

with trade representatives and companies grew over the years. The focus

eventually shifted to China, with Homier establishing an operation there

about 3½ years ago.

“We’ve been buying from importers for a long time. No one else was

paying attention, so that kind of gave us a niche,” Homier contends. “We

should have had (the China office) 10 years ago. We’re able to get out and

visit the factories, stop a lot of the quality issues before they get started.”

Homier not only imports, but also works to develop new products.

Components from China and elsewhere, he says, can prove beneficial to a

number of American companies. There are those who criticize the close ties overseas.

The times are changing, however, and companies must adjust or fade away, according

to Homier.

“Bringing in imports is one of the best things to make us more competitive. If

we’re not going to be competitive, there’s always going to be someone else,” he theorizes.

“The plant closings we’re having; it’s not that the companies are not competitive, but

they’re not competitive on certain components. If we bring components in and put

products together here, it gives them an advantage, especially on the bigger, bulkier

items.”

Price is right
Homier has discovered that if you sell it at the right price, people will come –

and buy. If the company discovers a like item being sold at a lower price, it drops its

charge immediately. But that doesn’t happen very often, Homier claims.

The only way to grow, he believes, is to continue to plow resources back into the

business. “While many companies say, ‘What is the most we can sell an item for?’ we

say, ‘What is the least we can sell it for.’ “

Despite the challenge of finding enough qualified people to reach

anticipated growth levels, Homier has ambitious plans for the future.

Potential product lines include clothing, cars and even homes. Dealer

networks are being expanded and storefronts in addition to the current

two (Huntington and Lafayette) are likely. Warehousing space beyond

the one million square feet in several Indiana locations is planned. A greater

Internet focus – to establish the “intimacy of relationship … that we’ve

lacked” – is in the works.

“You have to be innovative,” Homier concludes. “If you don’t grow,

you’re going to die. There’s no in between.”
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Resources: Chuck Homier at (260) 356-9477 or www.homier.com

Homier success includes product movement (for

sales in 48 states) and product development

(a new type of scaffolding in the Huntington

retail store and tractors at low prices).


