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Introduction

Costco Wholesale Corporation, founded in 1983 by James Sinegal and Jeffrey Brotman, is an American multinational retail corporation that operates a chain of membership-only warehouse clubs (Byrne, 2016). Headquartered in Issaquah, Washington, Costco is the fifth-largest retailer globally and one of the largest retail chains in the United States (Statista, 2021). Costco's business model is based on providing a wide range of high-quality merchandise at low prices to its members, offering bulk quantities and leveraging its economies of scale to maintain a competitive edge (Thau, 2013).

The product of Costco offerings span a diverse range of categories, including groceries, electronics, furniture, clothing, and more (Costco Wholesale, 2021). The company's private label brand, Kirkland Signature, accounts for a significant portion of its product lineup, offering high-quality items at competitive prices (Costco Wholesale, 2021). Costco also provides various services, such as travel planning, optical services, and insurance, among others, to its members (Costco Wholesale, 2021).

Costco's membership model is a key component of its business operations, providing a steady stream of revenue while promoting customer loyalty and repeat business (Galanti, 2015). Members pay an annual fee to access the warehouse clubs and exclusive benefits, such as lower prices, member-only events, and exclusive products (Galanti, 2015). The membership model creates a sense of exclusivity and value for customers, which contributes to Costco's success.

In addition to its warehouse clubs, Costco operates an e-commerce platform that enables members to purchase products online and have them delivered to their homes or local warehouses for pickup (Costco Wholesale, 2021). The e-commerce platform has become increasingly important to the company's business, especially during the COVID-19 pandemic, as it allowed Costco to reach customers who were unable or unwilling to shop in-store (Redman, 2020).

The COVID-19 pandemic has significantly impacted the retail sector, with companies such as Costco facing both challenges and opportunities. The pandemic prompted an unprecedented surge in demand for essential goods, leading to supply chain disruptions, stockouts, and increased pressure on employees (Taylor, 2020). Furthermore, changing consumer behavior, such as a shift towards online shopping and contactless services, has required companies to adapt their strategies to meet evolving customer needs (Redman, 2020).

Supply chain disruptions emerged as lockdown measures and factory closures affected the production and availability of goods. Costco, heavily reliant on its global supply chain, experienced stockouts and shortages of essential items, particularly at the beginning of the pandemic (Gupta et al., 2020). In response, the company made strategic adjustments to its supply chain, diversifying suppliers and strengthening relationships with manufacturers to minimize future disruptions (Ivanov & Dolgui, 2020).

Costco has responded to these challenges by implementing safety measures in its warehouses, such as mandatory face masks, social distancing protocols, and enhanced sanitation procedures (Taylor, 2020). The company has also increased its focus on e-commerce, expanding its online product offerings, and enhancing its delivery and pickup services (Redman, 2020). Despite the challenges posed by the pandemic, Costco has continued to demonstrate resilience and adaptability, reporting strong financial results and increased membership numbers (Costco Wholesale, 2021).

In addition to managing the challenges posed by the pandemic, Costco faced other ongoing challenges. Competition from other retailers, including Amazon, Walmart, and Target, required Costco to continually innovate and differentiate its offerings to maintain its competitive advantage (Chernev, 2020). Furthermore, the company needed to address issues related to employee welfare, wage policies, and working conditions to maintain its positive reputation and attract a talented workforce (Kim & Bae, 2020).

This report aims to analyze Costco's current situation and propose a strategy for innovative customer care to ensure resilience and competitive advantage amid pandemic challenges and market dynamics. An external and internal analysis will be conducted, examining Costco's resources, capabilities, strengths, weaknesses, opportunities, and threats (Hitt et al., 2020; Gupta & Malhotra, 2020). Using theoretical frameworks and concepts such as customer relationship management, service quality, and service innovation (Rust et al., 2010), the report will explore the potential of digital transformation to create a personalized customer experience (Porter & Heppelmann, 2014). It will assess the wider implications of the proposed strategy on different organizational areas to ensure alignment with Costco's business objectives and feasibility (Hitt et al., 2020). Ultimately, the report aims to offer actionable recommendations for Costco's innovative customer care and sustainable growth in the face of ongoing challenges.

External Analysis

From the external point of view, I will apply two aspects of analysis. The PESTLE analysis will separate into 6 factors to emphasize the external environment of Costco. The industry analysis will hire Porter’s five forces to explain the different direction of development.

The PESTLE analysis:

Political: Costco operates in multiple countries, making it subject to various political factors, such as regulatory compliance, taxation policies, and trade agreements (Teece, 2018). The company must be vigilant in monitoring changes in these areas and adapting its strategies to mitigate risks and capitalize on opportunities.

Economic: Economic factors such as inflation, exchange rates, and consumer spending patterns can significantly impact Costco's operations (Cadle, Paul, & Yeates, 2018). For instance, an economic downturn might result in reduced consumer spending, affecting the company's sales and profitability. Additionally, fluctuations in exchange rates can affect the costs of imported products, impacting Costco's pricing strategies and profit margins.

Sociocultural: Sociocultural factors, including consumer preferences, lifestyles, and demographic shifts, play a vital role in shaping Costco's product offerings and marketing strategies (Hofstede, 2011). The company must be attuned to evolving trends, such as the increasing demand for organic and eco-friendly products, and adjust its offerings accordingly to remain competitive and cater to customer needs.

Technological: Technological advancements provide opportunities for Costco to enhance its operations, streamline its supply chain, and improve customer experience (Bharadwaj, El Sawy, Pavlou, & Venkatraman, 2013). The company must continuously invest in technology to optimize its e-commerce platform, adopt data analytics for better decision-making, and leverage innovative solutions like robotics and automation in its warehouses.

Legal: Legal factors, such as labor laws, health and safety regulations, and environmental policies, influence Costco's operations and compliance requirements (Aithal, 2016). The 

company must be vigilant in ensuring adherence to these regulations and adapting its policies and practices to minimize legal risks and maintain its reputation.

Environmental: Environmental factors, including climate change, natural disasters, and resource scarcity, can significantly impact Costco's supply chain and overall operations (Kolk, 2016). The company should focus on adopting sustainable practices, such as reducing carbon emissions, minimizing waste, and implementing energy-efficient solutions, to mitigate environmental risks and enhance its corporate social responsibility initiatives.

The industry analysis:

Threat of New Entrants: The threat of new entrants in the warehouse club industry is relatively low due to high barriers to entry, including significant capital investments, economies of scale, and brand recognition (Porter, 2008). The warehouse club business model requires large-scale operations, extensive logistics networks, and a strong supplier base, making it difficult for new entrants to compete with established players like Costco, Sam's Club, and BJ's Wholesale Club. Furthermore, the strong brand loyalty and membership model create additional challenges for newcomers to gain market share (Ketchen & Short, 2012).

Bargaining Power of Suppliers: Costco's bargaining power with suppliers is generally high, as the company's large-scale purchasing allows it to negotiate favorable prices and terms with suppliers (Porter, 2008). The company's strong relationships with manufacturers and its private label brand, Kirkland Signature, further contribute to its bargaining power (Gnyawali, Fan, & Jain, 2014). However, in certain product categories 

with limited suppliers or high demand, such as specific electronics or luxury items, suppliers may hold more bargaining power, which could impact Costco's profitability.

Bargaining Power of Customers: The bargaining power of customers in the warehouse club industry is moderate. While customers benefit from the competitive pricing and wide range of products offered by warehouse clubs, the membership model creates a degree of loyalty and reduces price sensitivity (Yadav & Pavlou, 2014). Furthermore, switching costs for customers are relatively low, as they can easily shift their shopping preferences to alternative retailers or e-commerce platforms (Porter, 2008). Costco must continuously focus on providing excellent customer service, quality products, and attractive prices to retain its customer base.

Threat of Substitute Products or Services: The threat of substitute products or services for Costco is moderate to high. Supermarkets, e-commerce platforms, and other retail formats offer alternative shopping options for consumers (Donthu & Gustafsson, 2021). Online retail giants, such as Amazon, pose a significant threat with their vast product offerings, convenient delivery services, and competitive prices (Kumar & Chiu, 2020). To counter the threat of substitutes, Costco needs to continuously enhance its product offerings, improve its online presence, and provide unique value propositions that differentiate it from competitors.

Rivalry Among Existing Competitors: The rivalry among existing competitors in the warehouse club industry is intense. Major players like Sam's Club and BJ's Wholesale Club compete directly with Costco, offering similar products and services (Porter, 2008). The companies engage in aggressive pricing strategies, product differentiation, and promotional activities to gain a competitive edge (Ketchen & Short, 2012). Moreover, the industry's low growth rate intensifies the competition as companies strive to expand their market share. Costco must maintain a strong focus on customer satisfaction, cost efficiency, and innovation to stay ahead in this competitive landscape.

This analysis has provided valuable insights into Costco's external environment. PESTLE analysis emphasizes the importance of monitoring and adapting to these changes. Industry analysis using Porter's five forces to emphasize the challenges. Understanding these factors helps to emphasize the need for Costco to continually focus on enhancing its customer experience, product offerings, and value propositions to maintain its competitive advantage in the face of dynamic market forces.

 Internal Analysis

The internal analysis of Costco combines an assessment of the company's strengths, weaknesses, opportunities, and threats (SWOT) with a thorough examination of its activities through Value Chain Analysis. This balanced evaluation aims to understand Costco's sources of competitive advantage and identify areas requiring enhancement. Costco is renowned for its robust business model, membership system, and efficient operations, which enable it to deliver competitive pricing on high-quality products. However, despite its leading market position, Costco faces challenges related to its digital footprint, global expansion, and adaptation to evolving trends and technological innovations. In this section, we will conduct an in-depth exploration of Costco's internal environment, giving equal weight to both SWOT and Value Chain Analysis frameworks to discern the impact of these factors on the company's strategic direction and performance.

SWOT Analysis 

Costco's internal strengths stem from its strong brand reputation, efficient business model, and successful private label. The company's brand reputation, membership model, and value proposition foster customer loyalty and trust, as it emphasizes low prices, quality products, and excellent customer service (Grewal, Roggeveen, & Nordfält, 2017; Tseng, Kuo, & Chou, 2019). Furthermore, Costco's warehouse club model, marked by bulk purchasing, limited product selection, and low operating costs, allows the company to offer products at highly competitive prices (Yoo, Donthu, & Lenartowicz, 2011). This model also facilitates favorable prices and terms negotiation with suppliers due to Costco's large-scale purchasing power (Porter, 2008). Lastly, the success of the company's private label, Kirkland Signature, adds to product differentiation and customer loyalty, becoming synonymous with quality and value while generating substantial revenue (Huang, Liao, & Chang, 2014).

Costco's internal weaknesses include its limited online presence and international expansion. Despite the growing significance of e-commerce, Costco has been relatively slow to invest in its digital platform and capabilities, putting it at a disadvantage compared to competitors like Amazon, which boasts a stronger digital offering (Kumar & Chiu, 2020). Moreover, Costco's international presence is less extensive than that of some of its competitors, with most of its warehouses located in the United States. This limited geographical reach may hinder the company's growth potential in emerging markets, further impacting its competitive positioning (Zott, Amit, & Massa, 2011).

Costco's opportunities include embracing e-commerce and omnichannel retailing, adopting sustainable and ethical practices, and expanding into untapped markets. As customers increasingly seek seamless shopping experiences across multiple channels, Costco can expand and enhance its e-commerce platform, delivery services, and mobile applications to meet these evolving demands (Pantano & Gandini, 2017). Additionally, by adopting and promoting sustainable business practices, such as energy efficiency, waste reduction, and fair labor policies, Costco can bolster its reputation and appeal to environmentally conscious customers (Walker & Jones, 2012). Lastly, the company has the potential to explore market expansion in untapped international markets and urban areas, leveraging its strong brand image and value proposition for continued growth (Zott, Amit, & Massa, 2011).

Costco faces several threats, including intense competition, technological disruption, and economic fluctuations. The warehouse club industry experiences intense competition from both direct competitors like Sam's Club and BJ's Wholesale Club, as well as indirect competitors such as supermarkets and e-commerce platforms (Porter, 2008). Technological advancements, including automation, artificial intelligence, and digital technologies, also pose a threat, as they may disrupt traditional retail operations and necessitate substantial investments from Costco to maintain its competitive edge (Huang & Rust, 2018). Furthermore, economic downturns or changes in consumer spending habits can adversely impact Costco's sales and profitability, adding to the challenges the company must navigate (Yoo, Donthu, & Lenartowicz, 2011).

Value Chain Analysis

Inbound logistics and operations play a crucial role in Costco's value chain. Costco's inbound logistics are characterized by its bulk purchasing and strong relationships with suppliers, enabling the company to negotiate favorable prices and terms (Seuring & Müller, 2008). The company's focus on efficient supply chain management and the limited number of stock-keeping units (SKUs) reduces complexity, resulting in lower inventory costs and better management of stock levels (Ivanov & Dolgui, 2020). Costco's warehouse club model is designed for operational efficiency, with minimalistic store layouts, self-service, and low operating costs (Porter, 2008). The company's commitment to cost control, coupled with its private label Kirkland Signature, allows Costco to maintain a strong competitive advantage through product differentiation and value creation (Huang, Liao, & Chang, 2014).

Outbound logistics, marketing and sales, and service aspects are also vital to Costco's success. Costco's high sales volume and efficient warehouse management contribute to the effective distribution of products to customers (Pappas, 2016). However, the company's limited online presence and delivery capabilities may present challenges as customers increasingly expect convenient and flexible shopping experiences (Kumar & Chiu, 2020). Costco's marketing and sales efforts are primarily focused on its membership model, which builds customer loyalty and trust (Grewal, Roggeveen, & Nordfält, 2017). The company's strong brand reputation, low prices, and value proposition attract and retain customers, but also limit promotional activities and require continuous efforts to maintain a competitive edge (Yoo, Donthu, & Lenartowicz, 2011). In terms of service, Costco is known for its excellent customer service, driven by well-trained and empowered employees who prioritize customer satisfaction (Porter, 2008). The company's generous return policies and commitment to quality contribute to customer trust and loyalty, reinforcing its brand image and value proposition (Tseng, Kuo, & Chou, 2019).

In addition to primary activities, Costco's support activities also contribute significantly to its competitive advantage. Infrastructure-wise, Costco's management focuses on cost control, efficiency, and sustainability, ensuring the company's long-term success (Walker & Jones, 2012). Human resource management is another strength, with Costco's commitment to fair labor practices, employee development, and competitive wages contributing to high employee satisfaction and low turnover rates (Porter, 2008). In the realm of technology development, Costco has been slow to invest in digital capabilities, but there is potential for growth in e-commerce, omnichannel retailing, and the integration of emerging technologies to enhance the customer experience (Pantano & Gandini, 2017). Lastly, procurement is a critical support activity, as Costco's bulk purchasing and strategic supplier relationships enable the company to offer competitive prices and high-quality products (Seuring & Müller, 2008).

Customer Care Evaluation

Customer care evaluation is a critical aspect of understanding how well a company is meeting its customers' needs and identifying areas for improvement. A comprehensive evaluation encompasses three primary aspects: 1) reviewing the current customer care approach, 2) analyzing customer feedback and insights, and 3) identifying areas for improvement and personalization. Costco, known for its commitment to customer satisfaction and high-quality products, faces the challenge of continuously adapting its customer care approach to stay competitive in an evolving retail landscape (Tseng, Kuo, & Chou, 2019; Pantano & Gandini, 2017).

Costco's customer care approach is centered on delivering excellent service and prioritizing customer satisfaction (Tseng, Kuo, & Chou, 2019). The company's well-trained employees, generous return policies, and commitment to quality products contribute to its strong reputation and high levels of customer trust (Porter, 2008). However, the evolving retail landscape necessitates continuous improvement and adaptation to maintain a competitive edge (Pantano & Gandini, 2017).

Customer feedback provides valuable insights into areas where Costco's customer care approach can be improved. For instance, research suggests that while the company excels at in-store experiences, there is room for improvement in its digital and e-commerce offerings (Kumar & Chiu, 2020). Additionally, customers may desire more personalized communication, tailored promotions, and improved online customer support (Grewal, Roggeveen, & Nordfält, 2017). By examining feedback, Costco can better understand and address customer needs and expectations (Yoo, Donthu, & Lenartowicz, 2011).

Based on the analysis of customer feedback, three key areas of improvement and personalization for Costco's customer care approach are identified as firstly, enhanced digital and e-commerce capabilities: Investing in a more seamless and user-friendly online platform can improve the shopping experience for customers and facilitate a better connection between online and offline channels (Pantano & Gandini, 2017).The second aspect is to personalized communication and promotions: Utilizing customer data to create targeted and personalized marketing campaigns can foster greater customer loyalty and engagement (Grewal, Roggeveen, & Nordfält, 2017). As well, Costco also need to make improvement on Improved online customer support: Developing robust online customer support services, such as chatbots and virtual assistants, can help address customer inquiries and concerns more efficiently and effectively (Huang & Rust, 2018).

Strategic Options for Personalized Customer Care

Costco can explore several strategic options to enhance personalized customer care, enabling the company to stay competitive in an evolving retail landscape. Three potential options include: 1) Digital transformation and customer relationship management (CRM) enhancement, 2) Omnichannel customer experience, and 3) Leveraging data analytics and artificial intelligence (AI) for customer care innovation.

Option 1: Digital transformation and CRM enhancement aims to embracing digital transformation and investing in CRM systems can help Costco better understand its customers' needs, preferences, and purchasing behaviors (Kumar & Chiu, 2020). By enhancing CRM capabilities, the company can personalize marketing efforts, improve customer retention, and target new customer segments more effectively (Nguyen, Leclerc, & LeBlanc, 2013). It can also facilitate seamless communication with customers through multiple channels, resulting in a more customized and satisfying customer experience (Trainor, Andzulis, Rapp, & Agnihotri, 2014).

Option 2: Omnichannel customer experience can be explained as developing an integrated omnichannel customer experience ensures that Costco's customers enjoy a seamless and consistent shopping experience across all channels, including in-store, online, and mobile platforms (Pantano & Gandini, 2017). This approach would involve optimizing the company's digital presence, enhancing its online shopping platform, and integrating digital and physical channels to create a cohesive customer journey (Brynjolfsson, Hu, & Rahman, 2013). A successful omnichannel strategy can lead to increased customer satisfaction, loyalty, and spending (Neslin et al., 2006).

Option 3: Data analytics and AI technologies can enable Costco to harness the wealth of data generated by customer interactions, providing valuable insights into customer behavior, preferences, and needs (Huang & Rust, 2018). By leveraging these technologies, the company can develop more personalized and targeted marketing campaigns, optimize pricing strategies, and enhance customer support services through AI-powered chatbots and virtual assistants (Bughin & Hazan, 2017). Adopting such innovative customer care solutions can give Costco a competitive advantage in the market and improve overall customer satisfaction (Chen, Chiang, & Storey, 2012).

Each of these strategic options offers potential benefits for Costco's customer care initiatives, and the company will need to carefully consider the feasibility, costs, and potential returns associated with each approach before deciding on the best course of action. The company must consider its existing capabilities, market conditions, and customer expectations to determine the most suitable course of action.

Evaluation of Strategic Options

The evaluation of strategic options for personalized customer care requires an in-depth analysis of each option's feasibility, benefits, and drawbacks, as well as the wider implications of each option on different areas of the organization. By adopting a systematic and critical approach, it becomes possible to select the most appropriate strategy for Costco to enhance its customer care offerings while staying true to its core values and maintaining a competitive edge in the market (Porter, 2008).

For option 1, the digital transformation and CRM enhancement are essential for companies looking to stay competitive in the modern retail landscape (Bughin & Hazan, 2017). This strategy is feasible, as it involves investing in technology and revamping existing customer relationship management systems. The benefits include improved customer insights, personalized communication, and better customer retention (Nguyen et al., 2013). However, the drawbacks involve significant investment costs, potential data privacy concerns, and the need for ongoing training and support for staff. It would have implications for Costco's IT infrastructure, marketing, and customer service departments. Upgrading CRM systems would require coordination between these areas to ensure successful implementation.

For option 2, the omnichannel customer experience focuses on creating a seamless shopping experience across multiple channels (Brynjolfsson et al., 2013). This option is feasible and involves integrating online and offline channels, optimizing delivery services, and ensuring consistent communication with customers. Benefits include increased customer satisfaction and loyalty, better insights into customer behavior, and the potential to capture a larger market share. Drawbacks include the high costs of implementing an integrated system and the need for skilled personnel to manage the technology. Also, this option would impact Costco's supply chain management, delivery services, and e-commerce operations. The integration of online and offline channels would necessitate cooperation across multiple departments and potentially require additional investments in technology and personnel.

For option3, the leveraging data analytics and AI for customer care innovation requires the adoption of advanced technologies to gain insights from customer data and enhance the customer experience (Chen et al., 2012). This option is feasible but requires a significant investment in technology and skilled staff. The benefits include personalized customer service, proactive problem-solving, and improved efficiency. Drawbacks include potential privacy concerns, the risk of overreliance on technology, and the challenges associated with integrating AI into existing systems. Adoption of this option would affect several areas of Costco's organization, including marketing, customer service, and technology development. Implementing AI-driven customer care solutions may require new skills and expertise within the company, as well as potential restructuring to accommodate these changes.

Based on the evaluation, Option 2 ---- Omnichannel customer experience, is the most appropriate strategy for Costco. This approach aligns with Costco's customer-centric values and has the potential to deliver significant benefits in terms of customer satisfaction, loyalty, and market share. While it requires investment in technology and skilled personnel, it addresses current customer expectations for seamless shopping experiences and can strengthen Costco's competitive advantage in the market (Brynjolfsson et al., 2013).

Recommended Strategy and Justification

From last section, the recommended strategy for Costco to enhance personalized customer care is the implementation of an omnichannel customer experience approach, integrating both online and offline channels to create a seamless shopping experience for customers.

The rationale for selecting the omnichannel strategy lies in its alignment with customer preferences and industry trends, as well as its potential to create a competitive advantage for Costco (Pantano & Gandini, 2017). The omnichannel approach leverages the strengths of both physical and digital channels, allowing Costco to capitalize on its well-established warehouse club model while addressing the growing demand for online shopping and convenience (Kumar & Chiu, 2020). By investing in digital capabilities and seamless integration across channels, Costco can enhance its value proposition and strengthen customer loyalty (Grewal, Roggeveen, & Nordfält, 2017).

According to the selected option, the implementation plan for enhancing customer care at Costco can be divided into short-term actions, milestones, long-term actions, and resource allocation.

Initially, Costco should conduct a comprehensive audit of its current digital capabilities to identify gaps and areas for improvement. The company should also develop partnerships with technology providers to enhance the online shopping platform, mobile applications, and in-store digital experiences (Neslin et al., 2006). Another short-term action involves launching a pilot program in select locations to test the integration of online and offline channels, collecting customer feedback and insights for further refinement. Key milestones for the short-term actions include completing the digital capabilities audit within three months, establishing technology partnerships and beginning development of digital enhancements within six months, and launching the pilot program in select locations within one year.

In the long run, Costco should continuously monitor and refine the omnichannel strategy based on customer feedback, insights, and industry trends. This involves scaling the omnichannel approach across all Costco locations and ensuring consistent implementation and customer experience. Furthermore, fostering a culture of innovation within the organization is crucial to encourage the continuous exploration of new customer care solutions and technologies.

For the successful execution of the strategy, Costco must allocate sufficient financial resources for technology investments, partnership development, and pilot program implementation. Additionally, the company should dedicate a cross-functional team of experts in digital technology, customer experience, and operations to oversee the strategy execution and monitor progress.

To support the successful implementation of the omnichannel customer experience strategy, Costco needs to ensure ongoing employee training and development. This will equip the workforce with the necessary skills and knowledge to adapt to new systems and processes, ultimately enhancing customer care across all channels.

Conclusion

This analysis has examined Costco's current customer care approach, strategic options for personalized customer care, and a recommended strategy to enhance customer experience through digital transformation and an omnichannel approach. By reviewing the company's value chain, internal and external factors, and customer care evaluation, the report highlights the need for improvements in the areas of digital capabilities, online and offline channel integration, and leveraging data analytics and artificial intelligence (AI) for customer care innovation.

The recommended strategy, focused on digital transformation and the development of an omnichannel customer experience, presents a feasible and impactful path for Costco. This strategy, supported by appropriate resource allocation and both short-term and long-term actions, can help the company adapt to evolving customer expectations, maintain a strong competitive advantage, and foster resilience in the face of changing market dynamics (Neslin et al., 2006; Pantano & Gandini, 2017).

By implementing the proposed strategy, Costco has the potential to create more personalized and seamless customer experiences across its retail channels, increasing customer loyalty and driving long-term business growth. In addition, the use of advanced data analytics and AI can empower the organization to proactively address customer needs and preferences, further reinforcing its brand image and value proposition (Huang & Rust, 2018).

In conclusion, the successful execution of the recommended strategy can significantly contribute to Costco's resilience and competitive advantage in the warehouse club industry. By leveraging digital technologies and integrating online and offline channels, the company can better meet the demands of today's increasingly digital-savvy customers and continue to thrive in a competitive retail environment (Porter, 2008; Zott, Amit, & Massa, 2011).
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