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“Warehouse clubs are favored for their competitive prices,
bulk items and quality products; however annual

membership fees deter some consumers. Warehouse clubs
can offer more tiers of membership as well as more trial

shopping days to promote the value of shopping at
warehouse clubs.”

– Ali Lipson, Senior Retail & Apparel Analyst

This report looks at the following areas:

• How will the growing Hispanic population impact warehouse clubs?
• What role does online shopping play in the warehouse club market?
• How can warehouse clubs appeal to more shoppers?

This report builds on the analysis presented in Mintel's earlier reports on this subject. This report
focuses on warehouse clubs and offers sales trends, profiles of major players in the US market, as well
as detailed exploration of consumers’ attitudes, usage and shopping behaviors in this channel.
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Figure 43: Factors that would encourage more warehouse club shopping among non-warehouse club shoppers, by household income,
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Figure 105: Membership types – Costco, by marital status, March 2014
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Figure 140: Factors that would encourage more warehouse club shopping among current warehouse club shoppers, by presence of
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