
TC Women’s 
Stakeholder interviews



Stakeholder interviews are short conversations with 
internal stakeholders that give us a chance to learn about 
the project from the business perspective. 

We ask questions to find out why we’re pursuing the work, 
what the vision is and what factors will drive its success.



Stakeholder Interviews

Who I talked to

Elle Bruno 
Sarah Gaurkee 
Sarah Gray 
Matt Melchiori 
John Tucker 
Anna Wisniewski

Still to talk: 
Caobi Kastan 
Brittany Jansen



What I heard



Business Strategy
Stakeholder interviews

This is the ideal time for Trunk Club to approach 
the Woman’s market because of the Nordstrom 
acquisition. 

We know what are competitors are doing in the 
Men’s and Women’s markets, but we can 
leverage the inventory of a great company while 
continuing to establish the brand loyalty and 
recognition started by Trunk Club. 

The first milestone is getting onboarding and 
waitlist going.

Everyone agreed, why 
timing felt right for us now 
and how Nordstrom is core 
to this experience but only 
as a facilitator.

“Without it (the acquisition) I don’t think we could 
commit to it. On the men’s side we own the 
inventory, and that’s a really expensive liability”

“Core TC value: Make your life easier”



Target Customer
Stakeholder interviews

“Women are different shoppers than men…
We approach men for convenience and 
guidance.Where as women love to consume.”

“I think I would be a great user”

Everyone agreed this is 
female equivalent of our 
male user. Most likely 
awareness of the service will 
come from their husbands.

It was almost like describing an old friend for all the 
stakeholders: this user is a professional woman in 
her 30’s and 40’s with little time but some income to 
facilitate a service like ours. 

Most likely her spouse is a TC for men’s member, 
they live in the suburbs, (maybe with) with child/ren.  
Another user is the stay-at-home mom, also with little 
time to shop because of her demanding life-style. 



User Experience
Stakeholder interviews

“In terms of preview (for men), is exciting that we 
can show them clothes and I think they want that 
control in the process, that being said it can kind of 
bite us in the a** (with women) because they’ll be 
quicker to veto things “ 

“How you could wear certain items is more 
important than the items themselves” 

“I think we need to have lookbooks or a point of view” 

Digital products are important, but 
since this service relies strongly on 
the impression a trunk makes on a 
new user, we should be considering 
other extensions of the experience 
such as packaging (cards with 
looks, how to wear, etc) to make an 
impact when members are the most 
engaged.

On-boarding is an important part of the experience and it should 
be product and image driven. Although we can use some of our 
inventory to ask question around taste and “looks” it is important 
to convey that those are not items that are always available. 

On copy, there’s an opportunity to use a more unique brand 
voice by asking lifestyle questions. This would help the user 
have a sense of the service and help stylists get information on 
an archetype before their 1:1 call. 

This is an informed and feedback driven consumer, so the 
experience needs to anticipate those needs and goals, which 
are different from TC Men’s.

“Women are quicker to say ‘NO, I would 
never wear that” 



Trunk Club Brand
Stakeholder interviews

“We have establish ourselves in the men’s 
market and have made a name for ourselves”

Everyone agreed, keeping our 
brand and extending it to this 
new audience feels like the 
best thing at this time.  
We’re leveraging Trunk Club 
first and foremost.

The Trunk Club for women user is the female 
equivalent of the Trunk Club for men user, when it 
comes to taste and lifestyle. 

We should leverage that the brand has already 
created a name that resonates with the male 
audience and project it to Women’s club member, as 
such. 

Our colors and typography could work well for this 
user. However our photography and brand voice 
should be more focused, unique and engaging.

“We haven’t had real competition before, 
how do we differentiate?”



Success (& Failure)
Stakeholder interviews

“Gathering insights from this new audience”

“High demand met by an ability to fulfill”

“Keep rates”

“Good question… not sure.”

“Adding a new user to our business model”

“Proving that we can do it”

This was the question that 
brought the most hesitation out 
of the team.  
It would be great to 
disseminate our primary goal  
for this beta and how we will 
measure it.

We know that acquisition/new leads, keep rate on 
packed items, amount spent, etc inform how our 
business is performing. 

However for this beta, we’re looking to engage a new 
audience and market awareness and organic growth 
should be our primary goals. Using metrics to 
measure new user costs and learnings from their 
behaviors and patterns (trunks for women vs. men: 
kept rate, returned and purchased items) are in order.



Other Brands heard during the conversation
Stakeholder interviews


