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发言人1   00:00
Ladies and gentleman, think you are standing by. My name is amy, and I will be your consent Operator today. At this time, I would like to welcome everyone to the costco wholesale corporation fourth quarter fiscal year twenty twenty six conference call. 

发言人1   00:13
Our lines have been placed on mute to prevent any background ways. After the speaker reMarks, there will be a question and answer session. If you would like to ask a question during that time, simply press start, followed by the number one on your telephone keypad. 

发言人1   00:27
If you would like to withdraw your question, press start one again. Thank you. And I would not like to turn the conference over to mr. 

发言人1   00:34
Gary Miller, ship chief financial officer, 医美地点。Good afternoon, everyone, and thank you for joining us. The cost goes fourth quarter twenty, twenty six earnings call. I'd like to start by reminding you that these discussions will include forward looking statements within the meaning of the private security litigation reform act of nineteen ninety five. These statements involve risks and uncertainties is that may cause actually events, results and or performance to different ally from those indicated by such statements. 

发言人1   01:02
The risks and uncertainties include, but are not limited to, those outline in today's call as well as other risks identified from time to time in the company's public statements and reports far with the sec. Forward looking statements stick only as of the date they are made, and the company does not undertake to update these statements except to required law. Comparable sales and comparable sales, excluding impacts from changes in gasoline Prices and foreign change, are intended to supplemental information and are not a substitute for net sales presented in accordance with gap. 

发言人1   01:35
Joining me for today's call is our CEO run background. Before we dive into our financial results, i'll handover to run for the moving comments. Thank you, gary, and good afternoon, everyone. Thank you. We're joining us today as we wrap up year two thousand and twenty six. 

发言人1   01:53
I'll share a few highlights from the year before turning to call back over to getting in the fourth quarter, we open twelve warehouses, including our relocation in taiwan, ten new us. Buildings and请关注公众号思维纪要社。更多纪要请加V西安20210130 warehouse metal。

发言人1   02:15
For the fiscal year, we open twenty eight new warehouses, including three real locations for a total of twenty five met new buildings. This brings our warehouse count to nine hundred and thirty nine worldwide. Our term plan is opened another thirty three warehouses in fiscal year two thousand and twenty seven, at which five brutal locations as we build towards our goal of opening thirty net new warehouses per year, we continue to see significant opportunities for new warehouses growth, including new U. 

发言人1   02:47
S. Markets such as buffalo, new york and lower kansas in fields in our more mature U. S markets as well as international markets in which we Operate. We're confident in the return of investment and all the buildings that were open with new markets bringing more new members and in files driving many fewer new signup PS about a much quicker maturity curve for sales and profitability. 

发言人1   03:11
For special year twenty seven, we are planning to open four buildings in europe, five in canada and one in mexico, and have a strong pipeline of new warehouses plan for asia, australia and other international markets in fiscal year twenty eight. Our business performed exceptionally well across all Operating channels this year, including our warehouses, antler businesses and digital platforms. We delivered top eline sales growth of over ten percent and expanded our market share by deepening member loyalty and capturing a larger share of wallet. 

发言人1   03:47
This success was anchored by our Angel item driven model, our buyers state ahead of member trends, quickly adJusting our resources to offer high quality, relevant products at the lowest Prices. This strong performance was spread across a wide range of departments, including meat, Bakery, major electronics and health and beauty aid. Our ancillary c businesses also performed very well across the board, with gas, pharmacy and travel leading the way, all growing at a faster taste than our overall grocery. 

发言人1   04:22
Our gas business has had a record year driven by a member seeking value and costco s top tier gasoline in the face of rising Prices. In special year twenty six, we saw the penetration of us member households that purchase gas reach an all time high. During the fiscal year, we estimate we save our members over three point two billion dollars versus the average Price at the pump and markets where we Operate. 

发言人1   04:49
We also expanded twenty six existing US. K. Stations during this year at our highest volume locations to increase output and improve the overall member experience. In pharmacy. Sales grew nearly twenty percent. 

发言人1   05:03
As we continue to expanding our digital capabilities, we increase member value and convenience through our GL, P one and fertility programs as well as digital options like arx mobile payments, head and pick up lockers. Many us buildings are now achieving our x pay ahead. Penetrations are more than one third of prescriptions, saving both members in our employees valuable time. 

发言人1   05:28
These programs LED the double digit script growth for the year and that are more than offset to headwinds from lower Prices as a result of medicaid maximum fair Price changes this quarter. We are excited to announce a new partnership of scan hel systems to develop medicare advantage benefits that will help members get more value for their health care. Our costco travel business continues to add exciting new packages and worldwide destinations. 

发言人1   05:58
Vacation packages, cruise es and car rentals all grew double digits during the year as our great values continue to resonate with our members. During fifty year, twenty six costa cent over seven hundred and fifty thousand members on cruise, an increase of sixteen percent. One of those members book to one hundred and fifty four night crews on region seven seas at a cost of over two hundred and eighteen thousand dollars. 

发言人1   06:24
This member will receive eight thousand and eight hundred dollar shop card as they conclude their crews. We continue to make progress on digital, and fiscal year twenty six, digitally enable sales, which into third party delivery exceeded thirty three billion dollars and was an increase of more than twenty percent over the last few weeks. We further expanded the ways in which our members can engage with us online with the announcement that our ubs partnership is growing from seventeen states to the entire us, as well the expansion of door dash partnership to include the us. 

发言人1   06:59
These partnerships will compliment the successful long term partnership that we died with installed in the U. S. In canada, members using these new marketplaces are significantly Younger than our overall member base. 

发言人1   07:12
Average delivery times across all three platforms are under an hour, bringing increased convenes. In addition to our great values, we've observed that these sales through these channels are mostly incremental with limited impact on our core warehouse grocery business. Our membership continues to be the most important night, and we sell and the additional benefits we introduced for executive members last year continue to resignation. 

发言人1   07:37
Well, executive member penetration reached an all time high in fiscal year twenty six. Renewal rate showed improvements again this quarter, with the increasing executive penetration likely to help improve those rates in the future growth. The new member snaps through digital channels, and Younger members also continued looking over a longer time horizon. 

发言人1   07:59
Our member base under forty has grown nearly sixty percent since covet, increasing our total penetration of members under forty to more than a quarter of our total base. While these Younger members started out spending a little less with us over time, they grow into higher spending members. Finally, i'll touch briefly on tariff refunds, and gary will share more details later in the call. 

发言人1   08:23
As shared in our earnings release, we received some initial Terry funds in the four quarter, and we reinvested some of these dollars to give value back to our members. This was prada ly through Price reductions on a number of items in the second half of the quarter, including everyday items and produce meat embarrassed and some non food items such as home furnishings and hardware. Reflecting back on the year, I won't think Oliver employees worldwide and congratulate him on another great year as a management thing. 

发言人1   08:55
We continue to be incredibly proud of our three hundred and fifty five thousand employees worldwide and the culture that they help Foster their dedication to following our code of tics. Doing this right and taking care of our members are the driving force for the consistency of our financial results. With that, i'll turn IT back over the gary to discuss the financial results for the quarter, and i'll jump back on for q and a and fields and questions. 

发言人1   09:22
thanks. wrong. In today's press release, we reported Operating results for the fourth quarter of fiscal year twenty twenty six. The sixteen weeks ended August thirty. As usual, we publish the slight deck under events and presentations on our investor website with supplemental information to support today's press release. 

发言人1   09:40
Net income for the four quarter came in at two point nine nine eight billion dollars, or six dollars and seventy five cents for the lute share. This year's results include a non require ing benefit of fifteen cents per delude chair from ebata refunds received in the quarter, less partial reinvestment to those refunds in increase member values. Excluding this non recurring benefit, net income and DB, S for a trail point three percent and twelve point four percent, respectively, from two point six one billion dollars, or five thousand eighty seven cents per tilted share. 

发言人1   10:14
Last year, on the topic of terri funds, we received one hundred and eighty four million dollars in the fourth quarter, which was made up of one hundred and seventy four million dollars in reasons and ten million dollars in interest. This amount represents a little more than one third of the total reasons expected in the first quarter of fiscal year twenty twenty seven. We have already received a similar amount of refunds as we did in q four, and we intend to continue reinvesting the majority of dollars. 

发言人1   10:43
We receive an increased member values as Terry refunds and Terry refund reinvestment are non recurrent items that will continue to impact our financial results. In fiscal year twenty twenty seven, we plan to provide a similar level of information about the net impact on future quarter. Net sales to the fourth quarter where ninety three point eight seven billion dollars, an increase of eleven point two percent from eighty four point four three billion dollars in q four twenty twenty five comparable sales rock nine point four percent and six point seven percent adjust its the gas prize inflation and effects, excluding gas sales entirely and adJusting to the impact of foreign change, comparable sales were also up six point seven percent. 

发言人1   11:28
Digitally enable comparable sales were up nineteen point five percent and nineteen point eight percent adjusted for effects a segment break out of compatible sales is disclosed in both our own's release and the supplemental flight deck in terms of q four come sales metrics affects negatively impacted sales by approximately the zero point three percent, while gas Price inflation positively impacted sales by approximately three percent. Traffic or shopping frequency increase three point three percent worldwide. Our average transaction or ticket was up five point nine percent worldwide and three point three percent excluding gas Price inflation and changes. 

发言人1   12:07
In effect, moving down the income statement of membership, the income we reported membership, the income of one point eight four and nine billion dollars, an increase of one hundred and twenty five million dollars, or seven point three percent year over year. AdJusting for effects, the increase of seven point seven percent, the september twenty twenty four U. S. 

发言人1   12:29
And canada membership we increase accounted for less than one percent of sea growth. And there's a reminder q four Marks the last quarter in which we will see a year over a year benefit from the membership to increase. Excluding the member ship, the increase in effects, membership income grew six point eight percent year over a year. 

发言人1   12:47
This was driven by higher executive membership penetration and based mineral growth. AQ for end. We have forty two point three million payday executive members of nine point four percent over we ended the quarter, with eighty four point one million total paid members of three point eight percent per year last year and one hundred and fifty point four in car holders of three point six percent year over year. 

发言人1   13:13
In terms of renewal rates, AQ four, N, A, U, S and canada renewal rate was ninety two point three percent of ten basis point is from last quarter, and the world wide rate came in at eighty nine point eight percent, also up ten basis points. IT was pleasing to see the improvement in overall renewer rate this quarter as we continue to make progress without targeted digital communications and retention strategies. As run mentioned earlier, in the longer term, we would also expect higher executive membership penetration to lead to a further improvement in annual rate as executive members generally were knew at a higher right than gold style members. 

发言人1   13:52
Twenty nine to gross margin. I reported growth margin rate was low at year over year by eleven basis points, coming into the seven point zero two percent compared to eleven point one three percent last year. Excluding gas inflation, the gross margin rate was higher by twenty basis points. 

发言人1   14:10
Core on call was low by thirty two basis points and lower by nine basis points, excluding gas inflation in terms of core margins on their own sales, and core on core margins were higher by eighteen basis points. Excluding the impact of their refunds and terrible fund reinvestment, the increase in core on core margins was broad based with fresh non foods and food and sundries all higher year over year supply chain efficiencies driving marge improvement across all categories. Fresh also beneficial from higher a labor productivity in meat, Bakery and deli. 

发言人1   14:46
A non fit benefited from strong sales rates and the shifting sales mix of higher margin departments are performed in the quality. The difference between reported core margins and core on core margins was primarily due to mix changes as we saw gas, e commerce and pharmacy sales grow at a faster or rate and core merchandise sales and similar and other businesses growth margin was higher by twenty three basis points and thirty two basis points, excluding gas inflation. This was driven by the higher sales penetration. 

发言人1   15:19
Tion in e commerce, pharmacy and gas that I referenced the moment to go life are negatively impacted the rate by eleven basis points and twelve basis points. Without gas inflation, we had one hundred and fifty two million dollar life of charge in q four this year compared to a forty three million dollars ge in q four last year. High a memory costing consumer electronics and inflation on items directly affected by the ongoing conflict in the middle ast, such as gas, motor oil and resins with the biggest drivers. 

发言人1   15:49
As a reminder, life is calculated by comparing the cost of inventory on hand at the beginning of the fiscal year to the cost of inventory on handed at the end of the year. The magnitude de of the lifeboat charge in the quarter was much larger than the inflation rate in the quarter as a result of the need to true up life. So for the full fiscal year and a fourth quarter. 

发言人1   16:10
Lastly, as the LE. Patric refunds and the partial reinvestment of those refunds is a non require ing item. We have shown the net impact separately within the other line of our gross margin matrix. 

发言人1   16:22
This net benefit was nine basis points, those with and without gas inflation. As this was a non recurring item, this impact is excluded from the core growth margin results moving onto HDNA. I reported HDNA rate was lower or Better year over year by twenty seven basis points, coming in its eight point nine four percent compared to last years nine point two one percent. 

发言人1   16:45
Excluding gas inflation, HGA was lower or Better by two basis points. The Operations compound to h DNA was lower or Better by twenty two basis points and flat. Excluding the impact of gas inflation, central was low or best to by five basis points and lower by two basis points, exploding the impact of gas inflation below the Operating income line. 

发言人1   17:08
Interest expense with forty four million dollars. There is forty five million dollars last year. Interesting income was two hundred and nine million dollars verses one hundred and sixty nine million dollars last year, driven by higher cash baLances and ten million dollars of the interest received related to terrible funds and effects. 

发言人1   17:26
And other was a forty four million dolben efa verses of forty six million dollar benefit last year. In terms of income taxes, our tax rating two four was twenty five point two percent compared to twenty five point six percent in q fall last year. Turning out to some key items of note in the quarter, capital expenditure was two point two one billion dollars in q four and six point four billion dollars for the full year. 

发言人1   17:51
For fiscal year twenty twenty seven, we are planning approximately seven point five billion dollars in capital expenditure. This increase is predominantly due to a growth in the pipeline of new warehouses as we target a room rate of thirty net new openings a year and the continuation of outside spend on our supply chain, which will set us up to efficiently support future warehouse and e commerce sales growth beyond fiscal year twenty twenty seven. We would expect to see a slowing in the rate of capital extended to growth following three years of outside growth that began in fiscal year twenty twenty five. 

发言人1   18:24
Turning nature of merging die highlights through a recentness focus on value, quality and unus. We delivered consistently strong comparable sales growth in q four. Non few come sales were admit to high single digits. 

发言人1   18:37
Top performing departments were gold and jury, home furnishings, housewares, small electric and health and beauty. Our success in health and beauty is a great example of our buyers identifying global trends and sourcing new items that resonate strongly with our members. So of the best performing items this quarter included k beauty products such as college and face mask and lotions. 

发言人1   19:00
From a number of top three inventors, fresh comparable sales were admin le digits LED by Bakery and meat. Growth in battery reflects our success in adding new and indulgent items, a great value for our members. An example of this is our enhance pastries, which grew by over a one hundred percent in the quarter in meet our commitment to great quality and value, will continued growth in both lower costs proteins such as paltry and ground be as well as premium items such as usda prime beef. 

发言人1   19:30
And what that before meeting on from the fresh department I did want to address, the speculation has been blowing of pass social media fees and confirmed that the room is a true for a limited time. The food court turo will be returning to all our us locations starting this month. Food and sunrise com sales grew low to mid single digits LED by package foods, sunrise and frozen foods. 

发言人1   19:55
We continue to see a shift in member shopping habits towards healthy a package food and protein items such as mnc sardines can tune and chicken, as well as high five options such as edema and grow sax, all experiences strong growth. Current signature items play an important role in how we did have a greater value for our members, offering savings of at least sixteen to twenty percent. Compare the national brand equivalent with equal or Better quality. 

发言人1   20:25
Q four launches included their cash japanese match, a Green tea power, K, S, one out silver bars, K, S, presso sandwich, es and KS ultrafilteration percent milk. Our goal is to be the first to lower Prices where we see opportunities to do so. And the following our examples of Price reductions that we implemented during the quarter. 

发言人1   20:45
KS, walnuts from thirty seventy nine to nine ninety nine. KS, colombian hall being coffee from twenty one ninety and ight tonight to nine onie. K, S, dry facial towel from one thousand and ninety nine to eighty nine hundred and nine and k, calls black pepper from six ninety nine to five ninety nine. 

发言人1   21:03
In unser businesses, com sales continue to be extremely strong of high twenties during the quarter as run shared earlier, gas, pharmacy and travel let away, and there are all great examples of how we grow share of wallet and deliver increased value from a costco membership. Gas called for positive mid thirties, driven by the Price for gardening crusher of the year and record gas volumes. Turning to inflation. 

发言人1   21:29
Overall inflation during key fall remained in the low single digits. As I mentioned when discussing life earlier, we did see an increasing non food inflation during the quarter presently due to memory costs in consumer electronics, gas and petroleum based items. Inflation in food and centuries and fresh was largely consistent with private quarters as inflation in meat was offset by deflation in eggs and dairy in the supply chain. 

发言人1   21:57
While our traffic teams are working through some minor ship disruptions due to recent typhoon's in asia and panama canal died due to animo product is flowing relative smoothly and emergence. Feel good about our energy position. We continue to watch freak costs closely due to higher fuel Prices. 

发言人1   22:15
So far, the impact is being manageable as incremental fuel search charges have been largely offset by lower contracted shipping rates. In digital total size and APP traffic was up thirty percent, breaking down our digital enable cells results. Pharmacy and furnishings, small electric hardware, housewares, domestics and health and beauty were all top performers. 

发言人1   22:38
Some of you may have noticed that we recently made the decision to discontinue our extended marketplace offering, costco next. As our digital capabilities mature, we believe that integrating the most popular items and brands from costco next more seamlessly into the costco up and website provides a Better member experience and will increase sales. This change is not material to our results during the quarter. 

发言人1   23:03
We continue to accelerate personalization, including enhanced product placements and email communications. Our approach he is resonating wild members, leading to triple digit growth in sales from personalized initiatives in q fall and ten percent of all costs. Gold outcome orders now include a personalized item while starting from a low base ready to other channels. 

发言人1   23:26
AI continues to grow in its influence on how our members are searching for products, traffic to our sites from AI search group triple digits for the second consecutive quarter and continues to show the highest conversion rate of all side traffic. Similar to e commerce sales, overall sales international from AI search are LED by appliances and consumer electronics. Interestingly, the costco membership is also among the top items originated from AI searches, indicating that there is a strong positive sentiment around the value of our membership coming from these sources. 

发言人1   24:02
In clothing, we are incredibly proud of our team and the great results they delivered in fiscal year to twenty twenty six. As in the past, during times of wider market uncertainty, we believe our commitment to taking care of our members and delivering highly relevant products and services at the lowest Price presents opportunities to costco to continue to grow up top line sales and market share. In this school year twenty twenty seven. 

发言人1   24:26
That includes our prepared reMarks. In terms of upcoming releases, we will announce us that ten the cells results for the five weeks ending some day, october, the fourth on wednesday, october, the seven after market close. Well, now open the line of the questions. 

发言人1   24:43
Thank you, and will now begin the question and answer session. If you fail dinner, would like to ask a question, please dress the one on your telephone. Keep out to raise your hand. Enjoy the queue. If you would like to withdraw your question, please start one a second time. 

发言人1   24:57
If you're called upon to ask your question and are listening to a speaker phone on your device, please pick up your hand set and ensure that your phone is not on youth when asking your question. To be able to take as many questions as possible, we ask that you please send me yourself to one question again. IT is starting to join the q. 

发言人1   25:14
And our first question comes from the line of Michael lester with U. B, S. Airline is open. Good evening. Thank you so much for taking my question. That sounds like giving the ter free fund, you have invested about a hundred million dollars into Price to reinforce costco s value proposition yet. We really haven't seen a meaningful change in the trajectory of the monthly sales as if we had if anything, IT has moderated a touch. 

发言人1   25:46
So how are you evaluating to return on those investments? And if Price is not moving the needle as significantly as maybe IT has in the time, should we calibrate our expectations that this year just going to be a more return to historic levels of same store sales growth for costco? Thank you very much. 

发言人1   26:13
I'm my cooked afternoon. And you know, I think there's a couple of different sort of questions in there. I guess I would I would break IT out between. 

发言人1   26:20
You know, I think as we think about the remember and how they're thinking about value, I would say we're being very similar trends to what we talked about in prior quarters. Our members continue to show resilience in their spending, and they show a willingness to spending and discretion. We are as where they're seeing exciting new items of great value. You know, as we talked about the quarter, while gas was definitely a major impact on top line sales as members, uh, resonated with the value that we offer through our area stations. If they saw Prices higher overall, the pump, when we look at our sales exploding gas, they remained very robust and we had comp adjusted sales when you take our gas and effects at the sixty seven percent ranges that have been pretty much consistently for a year now. 

发言人1   27:03
But I would say what really stood out for us during the court towards, as you had me say, maybe some of the prepared comments is the non food sales with the higher performing category overall that shows that we are seeing you know members uh, respond to the quality and the value items that we're offering and the value they present. We also saw, as run mentioned in his comments, strong growth in uh travel as well, which I think is a good indicator of where this great value members are really um embracing the proposition that are offering. So we believe that we continue to offer you know a very compelling proposition for our members, and we're seeing continuation of the trends that we've seen really throughout the year. 

发言人1   27:41
Um you know on the pricing, we investments, to your point, really, we view that is very much giving value back to our members for the Terry free funds that we received and and where our goal was to make sure that we spread those as we could to items that would have the most impact of members. So this one mentioned quite a few everyday items were impact. We did also ah invest some dollars into a number of non food areas where terrace would have had an impact on on those items, in particular when the ie batteries were originally introduced. 

发言人1   28:12
So overall, we do that very much as giving a value back to our members for the terrace that we pay. But we still feel very good about the the the terrible sales project that we seen in our performance and how our members, they are showing up in spending. Thank you very much. 

发言人1   28:32
And the next question comes to the line of simian gunman with Morgan stanly. Your line的时候跟guys thanks for taking my questions。My questions on membership. 

发言人1   28:42
So the spread between membership growth in the unit growth is now are not msi, but members should grow. How do you look at that? How should we look at at IT? I'm sure IT is a growth driver in some way. 

发言人1   28:53
But can you make the case that as long as existing members spend continues decline and the narrowing spread is just noise? Thank you. Thank you. thanks. And yeah, that the way we look at our membership growth, to your point, is we look at all the drivers of membership growth. 

发言人1   29:07
And overall, when we think about the components of that, we were pleased with the year where we saw new member sign up group during physical year twenty six and and that was at a time when we were are in cycling, a strong growth in new member science from fiscal year twenty twenty five. And IT was also without having any major excise new openings in that would typically cause a Spike in in new member sign up. So, so solid on the lying performance in membership signs, a healthy level of sign ups. 

发言人1   29:34
And as run also mentioned in some of the earlier comments, what we've also been pleased within that membership growth is seeing a Younger member and and sort of seeing that penetration go to over a quarter now, whole members being on the forty, we think is a really positive side to your point about continued growth and spend per member. And we also saw a record level of executive membership penetration, both in new signals and within the base, which to you against simply the thing were sharing earlier generally executive members spending a higher level uh and a gold star members. So another the ally indicated that we feel is a good measure of quality around our member load and member spend overall. 

发言人1   30:12
And then I think the final point on the membership, that of underlying metrics with the renewal rate absolute level being as a strong data point, but also tiktok slightly during the quarter. So overall, we feel good about the other membership metrics. But I think to your point, which is a really important one, is one of the things I think we're most excited about is when we look at the insights our membership is, how we think about the quality of our our membership base. 

发言人1   30:38
And what I mean by that is we exit fiscal year twenty twenty six with a record high executive penetrations. I mentioned record high gas engagement, record high digital engagement. And when you look at sort of the things that we think about, that is the strongest indicators or of loyalty and likely od of members continuing to spend the bigger share of wallet and and spend more top line sales with us, then we do you believe that really bodes well? 

发言人1   31:01
When you combine that with the underlying growth membership, we think the combinations are two is, is a good indicator of the opportunity to keep growing top line sales. I theory. And their next question comes from the line of truck grama with gordon haskins. 

发言人1   31:18
You the line is open. Thanks very much. Um a year ago the terror backtrack force you to remove a bunch of the idms from from the store and add other skills. 

发言人1   31:27
Um can you remind us you know how long that lasted and impacted the business? And because how are you feeling about the morning today as we moved into the holiday season? A great question. 

发言人1   31:39
You know, I really was most impact for first. Second quarter died off a little bit in the third quarter that we got back to a little bit more Normal. Y um feel very good about the holidays, feel very good about the buying line up that our folks have. 

发言人1   31:53
And as gary said, the strong non food sales we saw on this quarter was the previous or for us back in this business again. And we feel good about the quality goods we have coming and the member are responding very well. So primarily first, second quarter with the biggest impact X. 

发言人1   32:11
great. thanks. and. Our next question comes from the line of a scotch ally with tourist. 

发言人1   32:18
Your line is open. Thanks, guys, for the time. Um I do a fall up on the membership. And gary, I know you just went through a lot despite I guess the question is found a course and know where that the membership growth has slowed. 

发言人1   32:33
What do you think you will take to reverse that declining trend? And would you care speculate when we might be able to see that? And thanks for the questions that you know. I think from perspective and we look at the that you've hurt me talk through the underlying metrics, we we're seeing continue growth in new member sign up. 

发言人1   32:52
We're seeing you a Normalization now would say as the maturity of those Younger digit engaged members are flowing through the membership renewal rate, the members they so we're seeing more of a Normalization in that growth and sort of overall annual rate that we will publish each quarter. I think if you have look at the the outlook for this year, obviously, we don't give guidance as we think about particular metrics. But I think the the sort of the growth rate that we've seen in recent quarters is probably more typical of what we would expect to see based on where we are today with the a the the growth in new members that we're seeing and the sort of Normalization new renewal rate. 

发言人1   33:27
I think for us, as we look at sustained growth in the the top line sales that I mentioned in response to simians question, we look at IT more of a baLance between continued growth in the membership base as we're seeing today, and I continued growth in spend of those members. I think over time, as you think about the longer term beneath IT of executive membership penetration growing, that would certainly a tail and renewal, al, right, that could be an accelerated total membership growth. And and as run mentioning some of his opening comments as we and some of the asian markets with some APP sized growth in new in the future, that could send to be a catalyst for higher headline membership growth. 

发言人1   34:03
But I think for us, when we look at the baLance of the business, we feel good around where the membership growth rates today, particularly with those calcutta that I mentioned about the opportunity, see highest spend per member, the long side backroom. Appreciate, have a good night. And our next question comes from line of john hymn kle with google. 

发言人1   34:24
Ym, your line is open. Is so guys, what visibility do you have on vender Price increases coming over the next yep, several months, but you probably get at least a ninety day or maybe a ninety day. Look, what's the visibility on that? Um you the advances of substitute ability, right let me talk about attacking IT that way. 

发言人1   34:46
And then you're thought the role that KS will play right is maybe we get to step up in the in in those increases yeah you know IT is quite dynamic when you think about the different commodities we deal in and some have a lot more foresight than others. And so we do we'll see after ninety days on some items and other things could have some more urgency that they're more impacted by fate or present crisis or those kind of things. So somebody you know, it's anywhere from thirty days, ninety days plus. 

发言人1   35:16
And I think all the two things you have talked about have a great asset in there. And we continue to can see the curtis signature brand, Brown, and we continue to see some great current items that, that we're introducing up in the marketplace that are really very good, good tools for us to continue to fight back on lower pricing. So we we work collaborative with our vendors and dealing with these commodity increases and trying to keep Prices down the best we can. 

发言人1   35:42
Um and IT IT is a is a continual focus for all of our buyers looking at how to reduce pricing. Thank you. And their next question comes to the line of rupees per ick with open hymir. 

发言人1   35:56
Your good afternoon, and thanks for taking my question. So on the atlantic commerce for from quality an evolving backdrop just overall, this hodie fill cos cos position as as a back to our opportunities valve. Yeah, thanks for the question request. 

发言人1   36:10
You know, I think as we as we talked about a little bit earlier on the call, we are excited about the opportunity with a eye, particularly I think I would say I agented comments may me, I think for us, what we see is more members, definitely using AI as at all, to help them search for items of there, looking and thinking about shopping for different products and services. And we think because of the compelling value, as you know, we we are hold very closely and deadly the pricing author. We have our members. 

发言人1   36:38
So we're always going to make sure that we will show up in a way that for the items that we're selling, we have the best value for our members. And we know that because we have a curated assault and now buy as a person and vetting every item that we sell, that the quality of those items. And so the reviews that members are going to see around the the quality of the products that they are searching for should also be very strong. 

发言人1   36:59
So we it's a great opportunity for us, particularly today. We don't do a lot of digital. We don't do any pay digit advertising. We certains appearing did you advertising more because of, uh, sort of reputation that we have and our members talk about us on social media, but AI presenting opportunity. 

发言人1   37:15
And as of a neutral environment for us to be able to ensure that our value and our quality shows up transparently for our members. So it's early days. In our mind, the traffic is growing significantly but is still a very low base. 

发言人1   37:28
When we look at the the volume that we see, we're seeing triple digital growth in terms of the sales that we're seeing. Originate from that search activity on the on the different large language models, the AI tools that are out there for members. So I think of that being a german I and trophic and and OpenAI and you know we were seeing encouraging growth in those areas. 

发言人1   37:48
Um I think you help me say on the earlier part of the call, what's also encouraging to this is when when consumers or in our case, members are searching is also highlighting the value of a cosplay membership. And with being strong flow through of of membership activity and engagement because of the way our value is showing up there, too. So I think we believe it's an exciting opportunity. 

发言人1   38:10
We still have a lot of work to do as we've been uh, optimizing and modernizing our digital capabilities as a lot of work going on the teams right now to with those large language models to identify how we continue to clean up and uh, update data and our product pages so that our value continues to share up transparently in that environment. But we feel it's a continued opportunity for us to continue to grow sales and to highlight the value that we offer for our members. great. 

发言人1   38:40
Thank you. In the next question comes from line of four itaru with jeffes, your line is open. Great tension the afternoon um I think he was gary, in your preparation Marks talked about how that year new members are Younger and maybe more digitally sai. Um given the robust digital growth that you've seen combined with the stronger growth from newer, Younger members, does this at all cause you to think IT differently about perhaps what the optimal orientation is for the club over the next but three to five years? Yeah thanks for the question. 

发言人1   39:35
Um I think you know overall what what we're describing and what we're seeing is that um first of all, as Younger members engage with cost go, of course they're generally signing up to a digital so or or in a laptop or or ipad because that's the way they generally start that engagement in journey. I think what we've found over time is that how we communicate with those members definitely requires continued growth in our capabilities through uh, improving the member experience online and through the after as we've been doing over, over year or so, continuing to use the information that we know about our members to provide a bed and personalize experience for them. They're engaging through the membership. 

发言人1   40:14
But I think just as importantly, it's not more importantly is being to how we draw those members into the experience of the warehouse and to really help them see the value of the relation. 请关注公众号思维纪要社，更多纪要请加V西安20210130 ship。You you may have seen actually there was a recent article that talked about for Younger consumers how they are really engaging and excited about experiences and the the opportunity the costco o presents to being in a brick motor retail environment to enjoy the treasure hunt experience and engaging, whether it's the food court or the non food items that we offer. 

发言人1   40:52
So I think for us, we certainly IT as a different way for members to enter into the costco experience. But the warehouse continues to be hugely ly important to the value that we offer for members to create a differentiate experience. So uh, amazing employees at the chance to engage with members and and help build load with them as well. 

发言人1   41:10
So I don't know that we feel that IT changes the way in which we'd the warehouse to look in the coming years, but we do think having an an experience that combines the value of everything we offer in the warehouse with enhancing the experience online is important to continue to grow member routine. And we definitely see that where members engaged with through the warehouse and then engaged to the digital ack or engaging through digital channels, they're even more lawyer and shopping more frequently, not just online but also in the warehouse as well. Thank you. 

发言人1   41:43
And the next question comes from the line of cell bana with BMO capital. 因为你日本。Hi, thanks for um taking our questions. Um gary, i've wanted to go back to canada. The member um the members of how full growth uh you you made the point that you know obviously the asia markets could could be a catalyst higher contribution to that membership growth um over time. 

发言人1   42:08
But are are you willing to share symmetric on what member household new member has holds look like in international countries such as asia and how that compares to the u because IT does look like you know with this acceleration to a net new thirty units, IT does look like that waited a little bit more towards um international. So um can you develop some math around that? Yeah thanks, Kelly. 

发言人1   42:33
Certainly we we do and expect, as you mention, to continue to grow new warehouses and we believe we ve got a pat the next five to ten years of, uh, targeting that thirty new where houses the year, which is why we're continue to include the capital investment towards that goal from a membership point of view. You know, I would say and one may want to have some more color on this too. You know, I think it's important to to sort of calibrate some of these things that we get to a uh HA strong outcome where there is in the new house is that we open or when you look at the success of our model overall in slightly different ways in the different markets that we Operate. 

发言人1   43:07
So if you think about some of those warehouses and businesses that we have in, say, asia, like china, japan and korea, in many cases, we're going to see a much higher number of members warehouse, but they often in visit less frequently. So we like the model IT IT performs very well. But the chAllenge there is how do we increase the level of frequency of visit and how do we increase the engagement with with those members that we have in those markets? Because while the the dynamics worked very well overall, we think this an opportunity to improve that, that they have frequently and how much they're spending a costco in, in the U. 

发言人1   43:44
S. Market, we might see less members for a warehouse, but they're spending significantly more per member. And so we get to AA similar strong economic outcome. But this is a different engagement in the in the way that engaging overall with costco. 

发言人1   43:59
So when we talk about membership growth is kind of comes back to my answer to one of the earlier questions is for us is also about quality and ensuring that you one level we could open a new warehouse in asia that might have a significant outside growth in the membership facing for AA quarter or two IT might show higher a membership growth. But in some cases, you've got some of those members that are regis coming in for the first year to experience costco and IT might not really be a long term value. Dry the forest around membership renewal and continue shopping in the warehouses. 

发言人1   44:28
Net, net. Those asian warehouses performed very well because they have a high number of members, but they do look a little bit different. So for those, that focus is really on all we growing membership, all we go in the quality of uh, engagement with members and lotty of members. 

发言人1   44:41
And do we get to a strong, uh, sales performance by growing our membership base and growing engaged with those members. And I think based on the current outlook that we have for the growth in new warehouses, we feel good about the the shape of how that looks at the moment. But certainly, you can change over time if you were to have two or three openings in a are in a particular year, you might see higher growth in that membership base. 

发言人1   45:04
But that might also mean when you look at our total matrix, IT might be less impressive from a sales go per member because IT brings down the overall average. Thank years. And their next question comes from the line of grad noetic with ever core I si your line. 

发言人1   45:23
Hi, thanks. A lot of you could unpack the inflation commentary a little bit more. He ki said that food inflation was running similar to prior quarters, maybe around one percent and that non food was higher um but accelerating. 

发言人1   45:39
And I guess is part of that in the inflation. How do you think bringing a thero backhoes at the average ticket in the next quarter? I love the question. 

发言人1   45:50
thanks. great. Yeah just to unpack inflation for you. So so what we're seeing overall currently, if I if I had together to sort of accumulating act in all of merchandizing categories, we feel like inflation currently running in the low single digits and it's relatively stable overall from what we've seen in prior quarters. 

发言人1   46:08
The area where we did see some increase in the current quarter was in non foods. And that was really I won't say he was isolated, but the best majority of IT was was was in memory costs on consumer electronics and the items that you would expect to be related to oil. So gas Prices, which we include in our inflation number and patrolling and based items as well. 

发言人1   46:30
So those would be the areas where we would have seen the increase in non foods. IT would still be you know well to be low inflation overall if you blend IT out across all of non food. But that would have had an impact overall the inflation inflation food and sunday, I yeah generally consistent with what we've seen in the right couple of quarters. 

发言人1   46:46
There's still inflation in certain areas. I think of these would be a good example where we still see inflation. We still see some invasion inflation, I should say, in resistance, as I mention in steel and flower as some individual commodities, they're also deflation with items like eggs and and darrie and butcher and cheese in particular. 

发言人1   47:04
So all those things generally blend out to to let your塞进去的。I would say maybe just to come into on one thing to unpack inflation too. IT might seem a bit contradict for us to say inflation relatively consistent, but we had a large life charged during the quarter. 

发言人1   47:19
Maybe just to clarify the way our lifo calculation works. You know, because of the accounting around lifo, if the inflation happens at the end of the year. So in the final quarter, we have to chew up the inflation for the whole year. 

发言人1   47:31
Normally, if IT was very ally consistent throughout the year, you would spread the charge over each quarter because the inflation I mentioned, consumer electronics and in the gas and petroleum related items happen in the full quarter. We have to chew up the whole sort of calculation on the eventually that we have one hundred at the end of the year for the inflation rate. So well, we took one hundred and fifty million dollars or so charged in the four quarter. 

发言人1   47:54
If you look at the total charge for life over the year is slightly north of two hundred million dollars. 不去，if you kind of divide that by the total inventory that we have on hand in the us, that would be about one and a half percent inflation. So well, that sounds like a big number in the quarter. 

发言人1   48:08
Still really only pointing to about one and a half percent inflation is the impact of life on the total we have at the end of the fiscal year. To help a couple, thank here. And their next question comes from the line of Oliver chain with td. 

发言人1   48:24
Calvin, your line is open. Hi, this is Gabriella gar on for Oliver. Thanks for taking our question. I wanted to zoom out out a little bit and asked about the strength of the consumer. 

发言人1   48:36
Since you've noted for a couple of quarters now strength and those value oriented categories, but also premium ones like deliver your travel, i'd love to hear how you characterize the strength of the consumer today across income cover services last quarter and last year. And then any commentary you can provide around Price elasticity as you've made some of these additional um value in this? sure. 

发言人1   49:01
Thanks for the question. Um you know I think we would say that the when we think about the consumer or first IA member of cause is the very similar to prior quarter. I think members a very resilient and they continue to show willingness to spend on discretionary items where they see that there's exciting new items that are offering great value to them. 

发言人1   49:22
And I think we do see both of the things you describe. We see members being very thought ful about whether there in their dollars, they're looking for value in everyday items. But there are also, as I mentioned, willing to spend on items where they see it's a great value even if IT is in some of those non discretionary ary categories. 

发言人1   49:39
So what what I mean by that, maybe you just taken as examples for you in sort of three main category that leave focus on, which are non food, food and sundry and fresh. If you think about non foods, you know we see strength in everyday items where we offer great value on things like tires and housewares and even everyday. But we also see strong growth in some of the health and beauty items like smal appliances. 

发言人1   50:00
When you look at self care, things like fragrancy, skin and hair care, even members want to splurge on great value items where we were offering tremendous value on massachusetts and so on. As those kind of items, we seen over fifty percent growth in those items. So in non food, they will be good examples where we're seeing both of those dynamics are play of looking for that great value on every day, but also willing to buy items that are may be more directionally where they see the value similar are saying fresh every everyday items IT really shows up in grand bee from poultry. 

发言人1   50:31
But then on preliminary items in uh USDA prime value beef um but also in Bakery, we see um tremendous strength in bakker y where we're offering really great quality indulge items members to to buy. So I think IT shows up all the different categories. We see both elements love IT and the nice thing about being an item businesses, I think we're able to deliver on both of those expectations of our members, and we're seeing and growth in, in both, both ends of that spectrum. 

发言人1   51:00
thanks. Appreciate the colors. And their next question comes from the line of cake with chain with golden fax. 

发言人1   51:07
Your line is open. Hi, good afternoon. thanks. We're taking a question. Um it's been after a couple of time, assist with regards to the Younger customer, but are questioning with regards to that was IT sounds like they may be start buying a little bit less when they come to than the average member. 

发言人1   51:24
And we just wondered what that maturity curve look like and then just how much incremental lift to expect from your new third party of self in agreements? sure. Thanks, kate. And you know only the maturity. 

发言人1   51:39
It's really a case of what we tend to find is that Younger members, germany speaking and you might imagine her a smaller household and germany y the income levels are a little bit lower er than when they sort of for rows would sort of reach their peak maturity and guesses and having the most need for what we offer at costco. O so really as they go through that sort of three forty, three forty to fifty. So I ve also is when we see our members sit that peak spending pattern because their income is generally at its peak and they are also sort of largest family eyes. 

发言人1   52:09
So uh, generally taking advantage the brutal elements of what costco has to offer. I probably call that more in the in the short to terms some of other metrics. S that I mentioned around the potential for highest spend per member. 

发言人1   52:21
When we look at our executive member penetration and how that's grown, Jerry speaking, as members are investing a higher level in the fee, they are, you know, psychological, if you like, looking to get the most value from their membership. And but we tend to see highest spend on executive members. And similarly, as members engaged in more in gas, we tend to find they visit more frequently. 

发言人1   52:40
You know, we didn't actually see that in the very early days of the the the spiking gas Prices in the market because I think members were generally filling up short term to fill in you know more frequently rather than visiting at the same time in the way as what we do believe as that as as members see the value of guest that we're offering. And we ve got more new members buying gas for the first time that we think that's a great indicator of continued spend and growth with members as well. So I think it's a combination of all of those that we would expect to um you know be positive for us in terms of driving that incremental spend per member. 

发言人1   53:16
And on the third party site, you know IGM experiences that there are different um consumers or members for us that are engaging in the different platforms. So we do think they'll be incrementally by bringing more choice to our members. And and generally, we find where members engage in a that one of those three platforms, or at least installed for us so far, is generally incremental. 

发言人1   53:38
So IT IT, IT, IT tends to be an additional shopping trip verses. It's it's pulling away from any that we say us. What are your tag have an overall lower as well? Thank you. 

发言人1   53:51
And their next question comes from the line of Chris robes of J. P. Morgan. Your line is open. Thanks, guys. Good evening. So I want to try to bring bring together sort of the pricing and inflation question a little bit. 

发言人1   54:06
So we're getting to a point where I think the eg deflation should start to go to ero and no longer be in headwind. And IT also seems like we're getting past most retailers at the time frame of reinvesting territories, bates and the you know oil persistent enough where Prices probably to go up. So I guess that as you'd look ahead in the calendar year, he thinks that grocery inflation number, the low single digit, has a bit of an inflection coming. 

发言人1   54:37
Or on the other hand, do you think that in of the softer industry volumes are on grocery, obviously not for costco but across the industry? Um IT IT is weaker because of some of the pressures on the low end. You know do you think we don't have that sort of ultimate rationality that the industry is always demonstrate? Obviously, you know, near the last array and post to lower, but ultimately, you do at draw, you know when there are these persistent class pressure. 

发言人1   55:04
So just wanted get the overall view on like how you think grocery inflation proceed over the next three to six months and and whether the industry is sort of strong enough and rational enough for those Prices to actually go up? Yeah, I think pharos, as you might expect, we think it's difficult to predict what's gonna en with inflation. I think especially because of the uncertainty around the situation with the middle east and how long that might impact on what you might see in terms of volatility in Prices on oil and and oil related items. 

发言人1   55:38
And then of course, this still uncertainty and potentially where exactly we land on on the terrorists that that exist today or could exist in the future. So I think there are variables that make IT really hard for us to predict with too much precision of what may happen. I think as you so the best reference as we can share, I think he's really what we're seen in recent quarters. 

发言人1   55:56
I don't know that we call out outside of cava ting, everything I say with those two major factors could have AA meaningful impact on, on what happens in becoming six to twelve months. You know germans speaking, we're seen Prices were able to be stable and and I think you right now, we may see the world live IT differently because our focus is always on how do we find ways to lower our cost, how we finding efficiencies to offset where they might be commodity Price inflation. I don't know that we character ze, what we see today is being any different looking forward from that outside of the unknown that I just described. 

发言人1   56:27
And so from our perspective, it's been a relatively stable environment for inflation. And and wait at all is to continue to find ways to fine cost savings and efficiencies that would upset where we might see those pressures to keep Prices and value there for our members and drive up sales. Thank you. 

发言人1   56:49
And the next question comes from the line of David dallona with mizuho. Your mind is open. Hey, thanks for the question. I want to go into the third party delivery expansion in a bit more. Should we think about this as the ultimate solution for delivery for costa? Because you do have higher, higher mix of these Younger customers coming in, they tend to mix towards a propensity for faster delivery speeds, a lot of convenience. 

发言人1   57:17
So is this is or could there be some type of precise here for a new investment cycle for costa? Have to meet those needs of the consumer up ever more than you didn't the past? Thank you. 

发言人1   57:29
You know, I think we feel pretty good about where we are with the digital engagement and delivery time is be at in big and bulky. We've made some significant improvement in the past five years, bringing our times of delivery of furniture, ings and appliances from more to five weeks down to three and four days. The same type of thing, the same type of improvement has been been experiences in the same day delivery. 

发言人1   57:52
And the majority of these deliveries are done within forty five minutes of that what the customer wants. I'm gary said earlier, we find a lot this uh this interaction to be incremental to our experienced with our members are still visiting the clubs regularly um but they use these as filling shops and some they use them even more frequently than that. So we see is a great a great addition to the offering. 

发言人1   58:14
And there is a subset of people that, that really take advantage of this. And that tends to be the Younger customers that we have that resonate more with, with the immediacy of delivery and they want that then. But we do see IT really serving a purpose, be IT from prescription deliveries to grocery deliveries. 

发言人1   58:31
It's broad based and and it's it's very, again, like we said, incremental to the relationship with our members out there. And our final question comes from the line of Christopher mardon with bank of america. Your line is open. 

发言人1   58:50
Thanks, guys. So first, I was wondering if there's any specific cost buckets within s na. Where you're starting to see more pressure well to the last few quarters. 

发言人1   59:00
If there's any reason you wouldn't be able to continue leveraging us. Know if you're coping in this six percent range in the first seeable future? If I can sneaking a quick follow up just separately on top ones. 

发言人1   59:10
Just curious if just starting to see an impact the sales from some of these recent Price changes? And if not, could we see a larger headwind next year and counter twenty seven from the next round pricing cuts? Yeah, thanks. 

发言人1   59:22
Thanks for the questions. I think first of all, on on H, D, N, A, you know, I think you characterised IT pretty well. We did see a little bit of leverage during the quarter. I won't say that there is anything that we call out today that would that would cause us to think that some major if uh, had win that h that would impact terribly if we uh, coming at the rate that you mention to be able to create some leverage in the model. I think the one area that we have called out previously in all the quarters would be general liability and health care as cost of being growing at a faster rate. 

发言人1   59:57
And but two four would be a good example where we were able to um continue to you know achieve a little bit of HDNA leverage even with um continue cost increases in those areas. But certainly that tram is heated. That would be a that could influence terribles to do that. 

发言人1   01:00:13
But when we look at our employee agreements, I think those are you affected in for a three year period. And year one is always the most expensive of over three year agreement there. So we're in the year two now with that. 

发言人1   01:00:25
So from from when we look at the the sort of opportunities to continue to be more productive as we drive top line cells, think is anything particular out call out that would be something to watch out for beyond you saw in in q for results? Um from AGLP one perspective, I think you should probably the best way to look at this is the example of what's happened is one shared in in our earlier comments. You know with the initial changes on GLP ones, we said he had to impact on our business. 

发言人1   01:00:50
But with the significant value that we offer through the programs that we've invested in today and continue to invest in, we feel likely find ways to both offset those impacts and also drive more value for our members and drive increased scrip count as well as top line sales. So while I do you think that will continue to be those underlying headwinds that we have to manage, we feel good about the way in which we delivering more value for members through our help care make, creating more convenience for them. And and we believe those will allow us to continue to see momentum in that part of our business. 

发言人1   01:01:22
You know as as costa, when we see lower Prices, we see an opportunity. And we've really taken great advantage of that this year in the pharmacy with the lower G, L, T pricing, lower drug Prices that we've been out there, how we've been little capitalized on more unit growth. The same type thing was the the terrible investment that we made. 

发言人1   01:01:40
You know, we've made significant tariff investments. Unit growth has been fantastic, and that's what is all about us. How do we get that value back to the member? And the units have responded excEllent, and we continued to see that in the pharmacy and in the core business itself. So we look to the opportunities and lower Prices and take care of our members. When this concludes today's call, and we thank you for your participation, you may notice. 
