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COSTCO SWOT Analysis
Founded in 1976, COSTCO is a retail warehouse company. Its’ warehouse structure arguably spurred from the first building, an airplane hangar, where the first COSTCO was established initially known as Price Club. In 1983, after changing its name from Price Club to COSTCO, the first warehouse was opened in Seattle. Since then, the company has managed to achieve a proportionate share in the retail market in the United States and other regions in the world. The company was ranked 14 on the Fortune 500 rankings for the top companies. This ranking indicates the company’s dominance and stability among its competitors. The following SWOT analysis seeks to explore the company’s structure.
Strengths
1. Popularity – Despite being established a few years after its biggest competitor, the company’s ability to expand and open branches in 785 locations around the world is arguably one of its biggest strengths. The company also faces limited competition in the retail sector, making its brand quite familiar with most people
2. Wide range of products – From the company’s website, the company has a category section with 25 main categories and the option to view more categories. Each of these 25 categories has subcategories, with 18 of them having more than 30 subcategories 
3. Flexibility – The company has successfully adopted the ability to reach its customers by allowing them to shop at their homes' convenience via the online platform and delivering them.
4. Positive employee relations – Since 2015, COSCO has maintained its position in the first two ranks as the best largest employer in America. Positive employer relations interpret to maximum productivity of the employees.
5. Quality products - COSCO identifies its main goal is providing quality brand-name merchandise at the best prices.
Weaknesses
1. Member registration – In order to experience the ultimate shopping experience, one is required to register as a member.
2. A limited selection of products – the company stocks an average of 4,000 items, which considerably small given that the average supermarket stocks 50,000 items.
3. Limited amount of sales awarded to suppliers – COSTCO places a 20% limit on the gross revenue of the total sales it can buy from a supplier
4. Bulk sale – The company’s sales are in bulk, making it impossible for buyers in need of small proportions to shop there.
5. Lack of advertisements – Lack of advertisement by the company makes it difficult to attract new customers
Opportunities
1. Invest in marketing – through marketing; the company attracts new customers
2. Offer comprehensive services to all customers – rather than focusing on the members alone; the company should also regard its new customers to attract them to the company.
3. Offer products in smaller quantities – having established its brand COSTCO should offer products in smaller quantities as they offer the turn over as the bulk.
4. Increase the range of products – this will help sustain the current members.
5. Put more emphasis on the online branch – Being the new retail sector trend, COSCO should strive to benefit from this venture.
Threats
1. Technology – technology has allowed for the emergence of online shopping with one of COSTCO main competitor being a product of technology
2. Limited suppliers – given their extensive bargaining and stringent trade conditions, COSTCO faces the risk of losing its suppliers to its competitors.
3. Member retention – their limited range of products necessitates their members to move to companies where they have a huge a variety to choose from
4. Membership growth – the company’s membership risks dropping given that the company puts no effort in attracting new customers
5. Stiff competition – despite being among the top retail brands, compared to the other companies, COSTCO is being overshadowed immensely.
