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Introduction 
Costco Wholesale Corporation is a member-owned warehouse club, known for its high-quality branded and private-label merchandise at competitive prices, with a low-cost, high-volume strategy (Costco, 2026). With 928 stores in 14 countries and around 145 million cardholders, Costco is proving to be very successful in the international market, and its operations are very efficient, as evidenced by the revenue of US$293.58 billion in FY 2026 (Costco, 2026; Companies Market Cap, 2026). 
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Figure 1: Revenue history for Costco from 1996 to 2026
(Source: Companies Market Cap, 2026)
Due to their high purchasing power and highly developed economy, the strategic viability of Costco in Switzerland, a European nation with a GDP of approximately US$1 trillion, a population of around 9 million, and amongst the highest Purchasing Power Parity (PPP) countries in the world, is a subject that will require evaluation (Economy Insights, 2025). The retail market in Switzerland has a value of more than CHF 110 billion, due to the stable economy, high-end customers and excellent infrastructure, which makes it an attractive market for international retailers (About Switzerland, 2023). 
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Figure 2: Logo of the company
(Source: Costco, 2026)
Hence, the purpose of this report is to critically evaluate Switzerland's potential as a Costco based on international theories and strategic frameworks of business. The report begins with an analysis of Costco's global strategy, followed by a review of the political, economic, legal and cultural landscape of Switzerland as well as Dunning's OLI paradigm, and finally by a recommendation of the most appropriate market entry mode and a presentation of recommendations for a successful expansion.


Section 1
Part 1: Organisational Classification and Global Strategy
1.1 Company Overview 
Costco Wholesale Corporation is a membership-based warehouse club, founded in 1983 and headquartered in Issaquah, Washington (USA) (Costco, 2026). The membership warehouse model creates ongoing revenue and increases customer loyalty. Costco generated US$275.2 billion in revenue, with around 333,000 employees, during fiscal year 2025 (Allende, 2025). It operates over 145 million cardholders in 914 warehouses located in 14 countries, with worldwide membership renewals at 89.8%, which reflects the strength and sustainability of its business model (Statista, 2025).
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Figure 3: Number of Costco card holders worldwide from 2014 to 2025 (in millions)
(Source: Statista, 2025)
1.2 Bartlett and Ghoshal's Model 
Costco falls into the ‘Transnational Strategy’ of Bartlett & Ghoshal's model in that it is both high in global integration and local adaptation of some products (AQA, 2026). 
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Figure 4: Bartlett and Ghoshal's Model
(Source: AQA, 2026)
Kirkland Signature products are distributed globally, operational processes are standardised, warehouse layouts have been standardised, and procurement is centralised, all of which demonstrate the level of global integration. The uniform practices enable Costco to negotiate deals with suppliers and keep prices low throughout the global marketplace. Costco also exhibits local responsiveness through product/service adaptation to cultural preferences (Sinha, 2023). Japan has a wide selection of locally popular seafood and seasonal items in its warehouses; China has high-quality imported seafood and seasonal items that fit the high price range of consumers; France and the UK have locally produced seafood and seasonal items (Government of Canada, 2026). 
While the basic membership structure is constant across all locations, the mix of goods, food court offerings and marketing tactics are tailored to meet local purchasing habits. Costco has a different retail approach in the United States compared to stores in Asia, such as focusing on high-quality imported items and keeping a stock of locally popular brands (Miao, 2022). This global-local synergy allows Costco to boost customer satisfaction and maintain operational uniformity. 
1.3 Global Configuration and Competitive Advantage 
The competitive advantage of Costco is backed by a vast overseas network that is focused in North America, Europe, Asia and Oceania. It has a global distribution network that is global, sourcing strategy that is centralised and uses long-term supplier contracts, which helps to streamline inventory and minimise operating costs. The Kirkland Signature private label brand enhances differentiation by providing quality, competitively priced products and better margins (Costco, 2026). In addition, Costco's membership program creates predictable recurring revenues for the firm, which enables the company to keep its pricing low. The introduction of digital capabilities, such as eCommerce platforms and built-in inventory management systems, further boosts the convenience of the customers and the efficiency of the supply chain (Rainer Jr, et al., 2025). 
Part 2: Macro-Environmental Appraisal & Market Attractiveness
2.1 Political Environment 
As a result, Switzerland has a very stable political climate, which lowers the risk of investment for Costco and other multinational retailers. The country has a federal democratic system with policy stability, effective transparency of government and an independent judiciary, providing a stable climate for foreign long-term investment (US Department of State, 2026). Switzerland is a top performer in several dimensions of the Worldwide Governance Indicators, such as political stability and government effectiveness, and according to the Global Innovation Index 2025, Switzerland has a Government Effectiveness score of 95.5/100 (2nd worldwide) and a Policy Stability for Doing Business score of 87.9/100 (3rd worldwide) (WIPO, 2026).
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Figure 5: Innovation overperformers relative to their economic development
(Source: WIPO, 2026)
Institutional integrity is equally very high in Switzerland. The country's ranking of 81/100 in the CPI 2025 indicates that the country is one of the least corrupt countries globally, leading to increased investor confidence and reduced governance-related risks (Transparency International, 2026). Moreover, Switzerland has a clear-cut regulatory framework which is supported by in-depth Regulatory Impact Assessments (RIAs) for any new legislation and extensive consultation of stakeholders before taking forward major regulatory measures.
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Figure 6: Corruption Perceptions Index of Switzerland
(Source: Transparency International, 2026)
Switzerland has been a member of the World Trade Organisation (WTO) since 1995 and a founding member of the European Free Trade Association (EFTA) from an international trade point of view. It is not part of the European Union (EU), but Switzerland has more than 120 bilateral agreements with the EU, which give it significant access to European markets while allowing it to maintain regulatory independence (Swiss Finance Council, 2026). 
Foreign direct investment is generally welcomed in Switzerland, and there are hardly any limitations on foreign ownership. But there are also strict competition law, food safety law, labour law and zoning rules that must be adhered to by retailers for large warehouse developments (Saldaña‐Pierard, et al., 2025). Switzerland's business environment and regulatory quality are still strong in overall measures of the World Bank's business environment and regulatory quality, such that Costco's planned expansion in the country remains attractive, despite the World Bank no longer ranking the country in the Ease of Doing Business report.
2.2 Economic Environment 
Its high consumer purchasing power, its stable macroeconomic conditions and its robust retail sector make Switzerland an attractive economic environment for Costco. Global trade uncertainties did not dampen the Swiss economy in 2025, which achieved a real GDP increase of 1.4%, mainly due to robust domestic demand and private consumption (Trading Economics, 2026). Switzerland is one of the richest countries in the world with a nominal GDP of more than US$1 trillion and GDP per capita of more than US$100,000 (Economy Insights, 2025). Low inflation and higher real wages and purchasing power of consumers have a positive influence on ongoing consumer expenditure, an important consideration for Costco's membership-based warehouse business model.
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Figure 7: Switzerland GDP Growth Rate
(Source: Trading Economics, 2026)
A robust monetary policy framework adds to this stability. The average inflation rate was almost negligible in 2025 (0.2%), and the Swiss National Bank (SNB) lowered its policy interest rate to 0.0% to boost economic activity within the SNB's inflation target range of 0-2% (Montpellier, 2025). The Swiss franc is one of the world's most stable currencies and is viewed as a safe-haven choice, decreasing exchange-rate risks for multinational companies buying products from foreign suppliers.
In addition, the Swiss labour market has an exceptionally good performance. The unemployment rate rose slightly in 2025, but remained on average 2.8%, one of the lowest in Europe (Eurostat, 2026). The high employment level is linked to high disposable household income and consumer confidence (Ferrentino and Vota, 2025). There is no national minimum wage, but some cantons have their own minimum wage systems, such as Geneva and Basel, which have relatively high labour costs, which Costco would have to consider when deciding on the location of their warehouses.
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Figure 8: Unemployment rate, 2025
(Source: Eurostat, 2026)
In Switzerland, private consumption is the most important source of economic growth, as both real wages and household spending on food, health, housing and retail goods are increasing. The retail market in Switzerland is worth more than CHF 110 billion annually, and grocery and household products represent a significant share of consumers' expenditure (About Switzerland, 2023). Meanwhile, Switzerland continues to be very dependent on imports to satisfy the demand for many consumer goods, due to the low domestic production capacity, which enables Costco's global sourcing model (About Switzerland, 2025).
However, warehouse retail is still less developed in Switzerland than in other neighbouring European countries, which suggests a lot of first-mover potential for Costco in the country (Wynne-Jones, 2026). The advantages of its economies of scale and efficient global supply chain may be attractive to both household and small business customers looking to purchase high-quality products at competitive prices, while its pricing model is based on membership. 
2.3 Legal Environment 
International business is supported by a clean and solid legal environment in Switzerland, and consumer protection and fair competition are of a high standard. This legal environment lowers the level of regulatory uncertainty, with Costco needing to ensure compliance with a range of retail, labour and environmental legislation. The Swiss Cartel Act aims to foster a competitive market by banning anti-competitive practices, limiting the use of a dominant market position and assessing large-scale mergers with the Swiss Competition Commission (COMCO) (Baker McKenzie, 2025). 
Consumer protection is strengthened by detailed product safety, pricing and contract provisions, and by food retailers' obligations to adhere to strict food safety and traceability provisions, which are controlled by the federal and cantonal authorities (Conter, et al., 2025). These rules promote product quality from the farm to the store, which helps keep Costco's reputation for quality products. Employment laws offer robust safeguards for workers in relation to their working environment, health and employment rights (Obasi and Benson, 2025). While there is no national minimum wage in Switzerland, some cantons have implemented local minimum wage provisions, which have raised the price of labour for big retailers. In terms of taxation, the country is still competitive, with a combined average of 14-15% corporate income tax rate (varies by canton) (PwC, 2026).
In addition, Switzerland has very strict environmental laws and regulations, which also place a requirement on retailers to implement a sustainable operation of their business regarding waste management, recycling, energy efficiency and sustainable construction (About Switzerland, 2026). The updated Federal Act on Data Protection (FADP) also sets very strict requirements on organisations handling customer data, so having strong cybersecurity and data governance is critical to Costco's membership programme.
Foreign direct investment is welcomed, and there are few restrictions on foreign ownership in the retail sector. Before investing in a large warehouse development, investors must receive planning approvals, construction permits and commercial zoning authorisations (Hełdak, et al., 2025). Such local planning considerations can stretch out project schedules, but for sustainable urban development. 
2.4 Cultural Environment 
Consumer values, shopping habits and business relationships differ between the United States and Switzerland, and these differences affect how Costco is successful in its efforts to expand. Applying Hofstede's Cultural Dimensions and the GLOBE framework offers some insights into these cultural differences and how they can be adjusted in the market (Yeganeh, 2025).
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Figure 9: Country Comparison (Switzerland and US)
(Source: The Culture Factor, 2026)
Hofstede's model suggests that the Power Distance score of Swiss society is lower (34) than that of the United States (40), thus reflecting the preference for equality, participative management and decentralised decision-making within Swiss society (The Culture Factor, 2026). A higher score of Individualism (79) is also noted for the Swiss, meaning that they are more likely to value personal choice, independence and customised purchasing decisions. This reflects Costco's commitment to providing a wide selection of products and flexible shopping experiences. Moreover, while Swiss consumers rate Masculinity at 70 (Motivation towards Achievement and Success), the U.S. rate is 62; this means that Swiss consumers strongly prefer products to be of good quality and perform well, and premium products and high-quality private-label products are very appealing (König, 2025).
Additionally, Switzerland has a higher score in the UNS (Uncertainty Avoidance) dimension (58) than the USA (46), meaning that Swiss consumers value reliability, product guarantees and transparency in pricing more than U.S. consumers do (The Culture Factor, 2026). Therefore, the product quality, return policies and benefits of membership should be clearly communicated by Costco to help ease the minds of first-time members. By comparison, the Long-Term Orientation score in Switzerland (42) is lower than the U.S. score (50), indicating that Swiss consumers value innovation, but also traditional ways and long-term brand credibility (Theocharis and Tsekouropoulos, 2025). Finally, Switzerland's Indulgence score (66) matches the score for the United States (68), suggesting similar preferences for leisure, quality lifestyles and discretionary spending to support Costco's warehouse retail model.
The GLOBE framework also underscores the performance orientation, institutional collectivism, and future orientation and uncertainty reduction of Swiss business culture (Globe Project, 2020). Communication should therefore be formal, precise and relationship-building, as the Swiss customer expects professionalism, timely delivery and a high level of information when making a purchasing decision. 
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Figure 10: Culture Visualization
(Source: Globe Project, 2020)
The Swiss also have a reputation for their trust in well-known brands and their high standards of quality and are more concerned with price as a result of the high cost of living. Studies have shown that Swiss consumers appreciate good quality and reliable service and are willing to pay more for quality (Sah, et al., 2025). For Costco, these cultural attributes mean that members can be expected to be able to afford a membership if it is given good products, good prices and good service. 
2.5 Industry Attractiveness 
Porter's 5 Forces Analysis suggests that Switzerland's grocery retail sector offers a compelling market opportunity for the new player, Costco, but it is a fiercely competitive market. There is strong competition, with well-established domestic retailers such as Migros, Coop and discount stores such as Aldi Suisse, Lidl Suisse and the department store Manor's all dominating. As a total, grocery sales are dominated by Migros Food Retail, which saw CHF 24.3 billion in sales during 2025, and Coop Group, with CHF 35.5 billion in total sales, which is also increasing (Petto, 2026).
Suppliers are not very powerful. Even though the volumes of purchases by large retailers give them good negotiating power, Switzerland's high standards for food quality and its dependence on local suppliers limit the force of large retailers in some product categories. It would have the leverage of its global sourcing and private-label Kirkland Signature products. Swiss consumers enjoy high bargaining power due to their well-informed and competitive product information and their multiple retailing options (Statista, 2026). 
Moderate to high threat of substitutes because consumers can buy similar products from supermarkets, discount retailers, convenience stores, online grocery stores, and speciality food retailers (Recio-Román, et al., 2026). However, the risk of new players is low as it takes a considerable amount of capital to enter the Swiss retail market, complex regulatory processes to approve the business, a sound supply chain and a high degree of brand awareness.
2.6 OLI Paradigm 
Dunning's Ownership – Location – Internalisation (OLI) Paradigm can provide a strong framework to evaluate Costco's foreign direct investment (FDI) in Switzerland. The analysis suggests that Costco has positive ownership advantages, Switzerland has competitive location-specific advantages and operations of Costco could be internalised to create the maximum long-term value.
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Figure 11: OLI Framework
(Source: By Author)
Ownership Advantages
Costco enjoys several advantages over other stores that are hard for other retailers to duplicate. With renewal rates at 89.8% globally and a global brand recognition rate, its globally recognised brand is associated with value, quality and customer loyalty, with approximately 145 million cardholders globally (Singh, 2025). Costco also has an efficient global supply chain, a sophisticated inventory management system, a robust digital strategy, and a huge amount of cash flow resulting from US$293.58 billion in annual sales (Companies Market Cap, 2026). Furthermore, by providing high-quality products at competitive prices, the Kirkland Signature private brand creates a loyal customer base and increases profits. 
Location Advantages
One of the key advantages of Switzerland for the expansion of Costco is the country's many location-specific benefits. Its GDP is over $1 trillion, its GDP per capita over $100,000, low inflation and strong political stability and one of the highest purchasing power in the world (Economy Insights, 2025). It is centrally located in Europe, making it a great location with excellent access to neighbouring markets, while its world-class transport infrastructure, efficient logistics and skilled workforce support its retail operations. 
Internalisation Advantages
By operating under a wholly owned subsidiary, the company would have complete control of product quality, pricing, supplier relationships, and service standards (Wang and Hao, 2026). It would also help to secure the Kirkland Signature brand, enhance inventory control, ensure proprietary operating procedures and enhance member administration. Direct ownership reduces quality variations and maintains Costco's brand integrity worldwide and allows for better coordination with international suppliers as compared to licensing and/or franchising.
Part 3: Entry Mode Strategy and Strategic Synthesis 
3.1 Historical Entry Pattern 
The international expansion of Costco has been a slow and calculated process, and the company has been more willing to enter a new market by establishing a Greenfield investment, which is a wholly owned subsidiary, than by a joint venture approach or franchising. This way, the company will be able to control the entire warehouse activity, pricing policy, membership program, and customer experience (García-Nieto, et al., 2025). In May 2026, Costco had 928 stores in 14 countries, suggesting a more measured strategy to expand internationally, as opposed to a rush for stores around the world (Costco, 2026).
In 1993, Costco started to expand into the United Kingdom first. Expansion spread to Japan (1999), South Korea, Taiwan, Australia, Spain (2014), France (2017), China (2019) and Sweden (2022) (Fifield, et al., 2026). Most international warehouses have been Greenfield wholly owned subsidiaries, enabling Costco to implement its successful warehouse model and change the offerings to suit local tastes. Costco's warehouse rollout strategy is playing out slowly in France, which currently has 3 warehouses, Spain, with 5, Sweden, with 2, China has 7 and the UK has 29 (Mojo, 2026).
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Figure 12: Costco Through the years
(Source: Fifield, et al., 2026)
Unlike many retailers around the world, Costco has limited use of joint ventures or acquisitions and avoids giving up control of its membership program, its operations and its private label Kirkland Signature. Costco does not usually open a lot of stores at once, but rather slowly expands into the locations as people become aware of it and sign up to become members. The cautious approach to internationalisation has minimised operational risk and helped to ensure long-term profitability and a model for Switzerland entry (Shen and Badulescu, 2025).
3.2 Critical Evaluation of Entry Modes 
The potential strategies for Costco to enter Switzerland vary in terms of their investment commitments, levels of operational control, and strategic flexibility and competitiveness. A Greenfield Wholly Owned Subsidiary is therefore the most suitable since it offers full ownership and management of the warehouse, pricing, membership management and supply chain activities (Teece, 2025). By directly owning the warehouse and logistics systems, the company can also build a customised warehouse and logistics system that meets its global operating standards, benefiting from flexibility and efficiency (Čamaj, et al., 2025). 
Costco has been successful in implementing this strategy in the UK, Spain, France, Sweden, and China and in other markets around the world to enable sustainable expansion overseas. An alternative solution would be the management of a Joint Venture to minimise financial risk and contribute local market knowledge by partnering with a Swiss retailer (Karameros, et al., 2025). Shared decision-making could lead to conflicts around pricing, procurement, inventory management and strategic priorities, however. Having such restrictions is contrary to Costco's very rigid operating model.  
Further, there are high costs of acquisition, cultural integration challenges and risks of restructuring operations (Li and Nie, 2025). The other entry modes (Strategic Alliances, Franchising, Licensing and Exporting) are much less appropriate. Strategic alliances provide a degree of operational control, and franchising/licensing may dilute the consistency of Costco's brand and brand experience. Exporting is not appropriate since the company's competitive advantage lies in running a physical store and not just providing products.
3.3 Recommended Entry Mode 
The best strategy for Costco to enter the Swiss market is through a Greenfield Wholly Owned Subsidiary. This is well supported by Dunning's OLI Paradigm that shows that Costco has ownership advantages, Switzerland has location-specific advantages, and it benefits to have the operations in-house as it maximises the strategic value. Another key factor cited by Internalisation Theory is that direct ownership lowers transaction costs, helps to preserve the quality standards and the proprietary operational knowledge better than licensing or franchising (Giakoulas, 2025). Furthermore, Transaction Cost Economics advocates full ownership as it reduces the uncertainty of contracts and dependence on suppliers. A full-scale, 100% Greenfield warehouse would help Costco ensure brand consistency, safeguard the Kirkland Signature private label, ensure efficient inventory management, and allow it to apply its successful international expansion strategy to ensure sustainable long-term profitability.
3.4 Final Recommendations 
The path forward for Costco is into Switzerland through the Greenfield, a fully owned warehouse, located in the Zurich metropolitan region with the highest level of population density, purchasing power and transport connectivity. The company must complete its Kirkland Signature product line with Swiss local brands that are carefully selected to complement the product line and its value proposition for customers, without compromising the global product line. Establishing long-term partnerships with local suppliers, a gradual investment in omnichannel retailing and digital membership services and designing energy-efficient warehouses will enhance the company’s long-term competitiveness, operational efficiency and sustainability in the Swiss market (Moshood, 2025).


Conclusion 
According to this report, the Swiss market is attractive for Costco's international expansion since it is politically stable, economically performing well, consumer-purchasing power-driven, and has a transparent legal framework, as well as a well-developed retail segment. The analysis shows that Switzerland has favourable macro-environmental conditions which facilitate long-term business growth even in the face of strong competition from existing domestic businesses. In addition, the use of Dunning's OLI Paradigm shows that Costco has a good ownership advantage, Switzerland has significant advantages for location, and the integration of the operations would provide the highest level of strategic control and operational efficiency. The alternative entry modes have been evaluated, and a Greenfield Wholly Owned Subsidiary is the most appropriate one because it allows Costco to keep its brand consistent, safeguard its membership-based approach to business and ensure long-term profitability. Overall, Costco's successful internationalisation strategy is quite similar to the business environment in Switzerland, and market entry is strategically possible.


Section 2 
Reflective Account (Gibbs' Reflective Cycle) 
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Figure 13: Gibbs' Reflective Cycle
(Source: By Author)
1. Description
The goal of this report was to assess the potential of Costco Wholesale Corporation (CWC) for expansion into Switzerland using concepts and theories about international business which had been learned during the module. The first step in the research process was to find a multinational company that had no significant operational presence in the selected country and provided enough scope for strategic analysis. Costco was chosen because of its strategy of international expansion, which would offer a great opportunity to study the market and make a suitable recommendation.
The study consisted of an analysis of Costco's operations around the world and of the political, economic, legal and cultural context in Switzerland, with relevant academic literature, the company's annual reports, publications from the Swiss state, as well as international databases. Theories like Bartlett and Ghoshal's International Strategy Framework, Dunning's OLI Paradigm, Hofstede's Cultural Dimensions, Porter's Five Forces and Foreign Direct Investment (FDI) theories were critically applied to evaluate the appropriateness of Switzerland for future expansion of Costco. Gibbs' Reflective Cycle was used to help analyse the learning experience by using 6 stages such as description, feelings, evaluation, analysis, conclusion and action plan (Ahmadpour, et al., 2025).
2. Feelings
Initially, the students had confidence in the knowledge of the Costco business model but lacked the knowledge about the application of various theories of international business in the same integrated report. At first sight, it seemed that the analysis of a developed country like Switzerland should be easier than it is in other countries due to its political stability and favourable economic performance. But it turned out that it is not just one favourable market that makes for success when expanding internationally as it is a mix of economic, cultural, legal and strategic factors (Chiu, et al., 2025).
With the development of the theory, confidence grew as each theory offered a unique understanding of the global decision-making process of business. Recent governmental data and data from international organisations were used to enhance the quality of statistical evidence collected and thus better understand the value of quantitative data in making strategic recommendations (Khan, 2025). The project ended with an increased understanding of the challenges of assessing foreign market opportunities and choosing an optimal path for entering the foreign market.
3. Evaluation
Overall, the research process was successful as the academic theories were able to be supplemented with recent evidence from the business world so that a thorough assessment of the proposed Costco expansion into Switzerland could be made. The use of multiple sources allowed the report to critically consider both the opportunity and potential challenges rather than merely a description of information (Black and Tomlinson, 2025). The presentation of the latest statistics about GDP, inflation, political situation, retail performance and consumer purchasing power increased the credibility of the analysis.
The most significant feature of the report was the incorporation of some of the international business frameworks. The report showed the synergy of the different theories and frameworks in explaining Costco's international expansion policy, rather than presenting the theories separately. But there were some problems with the research as well. Because information about Costco's future expansion plans was not readily available, more strategic inferences were needed based on prior international expansion movements. Further, it was necessary to consider current and comparable retail market numbers from various sources, and to ensure that they are consistent and reliable (Silaghi and Popescu, 2025).
4. Analysis
The module theories had a great impact on the research process and the strategic recommendation (Holisoh, et al, 2025). Bartlett and Ghoshal's framework illustrated the transnational strategy Costco has adopted, involving standardised operations and selective product adaptation that is selective. This made it easy to comprehend how Switzerland was able to support the Costco business model without significant changes in strategy.
Dunning's OLI Paradigm was the most influential because it systematically assessed the ownership, location and internalisation advantages. The analysis was successful in demonstrating that Costco has strong ownership advantages in terms of its brand and membership, financial strength, and supply chain. It was also advantageous that they could be based in Switzerland, which provided them with many location-specific benefits such as high purchasing power, political stability, and advanced infrastructure, and that they could be operated internally, through a wholly owned subsidiary, as it would be great to secure as much control and safeguard their competitive advantages.
The macro environment was analysed by examining the external factors that influence investment decisions, such as political, economic, legal and socio-cultural conditions in Switzerland, to gain a deeper understanding of the external environment (Piras and Pedes, 2025). Likewise, the similarities between Switzerland and the United States found by Hofstede's Cultural Dimensions suggest that some nuances in the product assortment and customer engagement strategies should be made in Costco's business.
Lastly, Porter's Five Forces revealed the degree of competition within the Swiss retail sector and the potential that arises from the membership warehouse concept of Costco. Together, these theories gave the report a character of a strategic analysis based on facts and academic arguments and made it a country analysis instead of descriptive. The experience highlighted the need to use more than one complementary framework in analysing international business decisions in a more complex manner, rather than just one theory or approach.
5. Conclusion
This assignment greatly improved insight into international market expansion and strategic decision-making. It showed that the political, economic, legal and cultural attributes of the destination country should be considered as well as the organisation's capabilities if foreign investment is to be successful. The research also underscored the need to incorporate theory-based recommendations with the latest statistical data to come up with recommendations that are balanced and evidence-based. The most important thing that the assignment has accomplished is that analytical thinking has been strengthened through critical evaluation instead of descriptive discussion. The learning outcomes have contributed to enhanced confidence in the application of theories of international business in real organisational challenges.
6. Action Plan
In future business projects of international nature, more attention will be given to gathering good quality data from government documents, from international organisations and from reports of companies (McKenzie, et al., 2025). There will also be a greater emphasis on comparing alternative market entry methods as well in terms of empirical evidence rather than theoretical assumptions. In addition, improved knowledge and skills in the interpretation of International Economic Indicators, Cultural Frameworks and Foreign Investment trends will enhance future strategic decision-making (Chrystella, et al., 2025). Finally, the experience has demonstrated that an integrated approach using several theories of International Business into one analytical framework is worthwhile and will be used in future academic research and professional practice for making better decisions for International Business.
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1983 Jim Sinegal and Jeff Brotman open Costco #01.

1985 First Canada warehouse opens in Burnaby, British Columbia.
1993 Price Club and Costco merge.

1994 First Asia warehouse opens in South Korea.

1995 Kirkland Signature™ is introduced

2003 Executive Membership launches.

2005 Costco.ca begins in Canada.

2009 First Corporate Sustainability Report is published.

2012 Craig Jelinek is promoted to president and CEO.

2017 First Business Centre opens in Canada.

2019 Canada's bakery commissary begins supporting US locations.
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