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Executive Summary

Primary Problem: Netflix subscribers, oftentimes, get stuck on deciding what to watch. Genre
browsing and percentage match scores are content-first tools that help the user choose what to
watch, but they are missing a key component: asking the user how they feel. By building upon
this context, existing content tools can be utilized more effectively.

Proposed Solution: The Mood Meter is a mood-first content discovery feature that addresses
passive browsing with a more structured and expressive start to any session. Users are able to
"pick their vibe" from the home screen, selecting how they feel, tune preferences, and receive a
personalized results page included with a top recommendation. This flow is able to be completed
within 90 seconds.

1.1 Description

The Mood Meter is a Netflix homepage feature that invites Netflix subscribers to describe their
mood prior to selecting the content. Users are able to choose from eight distinct mood tiles
(Chill, Hyped, Laugh, Emotional, Scared, Romantic, Mind-Bending, Action), in addition to
being able to tune sliders for watch length and content familiarity, ending with choosing the
viewing context (Solo, with others, family). After taking in the preferences, a results page will
surface with a featured recommendation with a brief explanation connecting the recommendation
to the selected mood. This is accompanied by two additionally curated rows. Entry to feature is
via the consistent presence on the homepage (through banner), requiring no additional setup time
for account information.

1.2 Problem

Within the United States alone, Netflix's library exceeds 7,500 titles, creating difficulty in
choosing what to watch, leading to decision fatigue and session abandonment. In 2024, Netflix
retired its "Play Something" shuffling feature, creating a gap in passive discovery for subscribers.
As it stands, recommendation algorithms are reactive, and surface content based on viewing
history rather than present emotional state. Netflix currently does not offer a recommendation
tool prior to the session start.

1.3 Why: Evidence & Strategic Rationale

* Decision fatigue is measurable and growing. U.S. streaming viewers now spend an
average of 12 minutes per session searching for content, up from 10.5 minutes in
mid-2023 (TV Technology, 2024). Globally, viewers spend 110 hours per year deciding
what to watch.



+ Session abandonment is a direct revenue risk. 19% of viewers abandon a viewing session
when content search is unsuccessful, rising to 29% among 18-24 year olds. 49% of
subscribers report willingness to cancel a service based on difficulty finding content
(Stream TV Insider; UserTesting, 2023).

» Netflix's own shuffle experiment confirms that random discovery is not the answer.
Netflix retired its "Play Something" / "Surprise Me" feature in January 2023 due to low
usage. The failure of passive randomization validates that users need structured,
intention-aware discovery.

* Netflix's OpenAl partnership (April 2025) confirms internal investment in mood and
interest-based discovery. The partnership enables natural language queries such as "I
want something scary, but not too scary." Mood Meter is differentiated by its visual,
structured interface — lowering the cognitive load of open-ended text prompts and
making discovery accessible to a broader audience (CNBC; MacRumors, 2025).

* Morning Consult (2023) found that half of all streaming subscribers report regularly
being unable to decide what to watch, directly sizing the addressable user base for a
feature like Mood Meter.

1.4 Goals & Success Metrics

Metric SMART Target Measurement &

Timeframe

Mood Meter Entry Rate 20% of homepage sessions enter Homepage funnel analytics:

Mood Meter within 90 days of Month 3
launch
Playback Conversion Rate  65% of Mood Meter sessions Session event log: Month 2

result in title playback

Watch Time Uplift +12% avg watch time for Mood A/B cohort comparison:
Meter users vs. control group Month 4

Return Usage Rate 40% of first-time Mood Meter Retention cohort analysis:
users return to the feature within Month 3
14 days

1.5 Target Audience

Primary: Netflix subscribers aged 18-45 in multi-person households and casual evening viewers
who open Netflix without a clear intent. These users are most vulnerable to decision fatigue and
most likely to benefit from a structured, mood-first start.



Secondary: Family subscribers on shared profiles who need contextual filtering. Mood Meter's
viewing context toggle (Family mode) surfaces age-appropriate content without manual profile
switching, reducing friction for household viewing sessions.

1.6 Solution Summary

The Mood Meter consists of three core screens, with the first presenting eight distinct mood tiles,
paired alongside optional preference sliders (for watch length and familiarity) as well as viewing
context (solo, with others, family). The Results Page presents a featured recommendation with a
two to three sentence description tied to the user's mood inputs, in addition to two secondary
rows displaying thematically similar options with direct play actions. The Home Entry Point is a
constant banner displayed above the first content row within the homepage, directly accessible
on all devices without navigation.

1.7 Product Details & Design

Component Description

Mood Picker (8 tiles) Chill, Hyped, Laugh, Emotional, Scared, Romantic, Mind-Bending,
Action. One tile selectable at a time. Each has a distinct color and

icon.
Preference Sliders Watch Length (Short / Medium / Long). Familiarity (New
Discovery / Old Favorite). Both optional.
Viewing Context Solo / With Others / Family. Family mode filters by maturity rating.
Toggle No account changes required.
Results Page Featured pick with Al reasoning (2-3 sentences referencing mood

and preferences). Two curated secondary rows with Play and Add to
List actions.

Homepage Entry Point  Persistent banner above first content row. Prompt: "What's your
mood tonight?" Visible on mobile, tablet, and desktop.

1.8 Experiment Plan

» Phase 1 — Observe (Weeks 1-8): Deploy Mood Meter to 5% of US subscribers. Track
entry rate, session completion, and playback rate with no A/B split. Establish baseline
metrics.

» Phase 2 - A/B Test (Weeks 9-20): Mood Meter cohort vs. standard homepage control.
Primary metrics: playback conversion and average watch time. Secondary: return usage
rate. Test two entry point variants — banner above hero vs. below hero.



* Phase 3 — Iterate (Weeks 21-28): Structured interviews with 20 participants across
mood segments. Identify underperforming mood tiles and reasoning quality issues.
Iterate before full rollout.

1.9 Timeline & Milestones

Phase Timeline Key Activities

Sprint 1: Core Build Weeks 1-2 Mood picker, preference sliders, results page,
homepage entry point

Sprint 2: Weeks 3-4 Session analytics, mood-to-completion tracking,

Instrumentation session memory

Phase 1: Soft Launch ~ Weeks 5-12 5% rollout to US subscribers. Baseline metric
collection.

Phase 2: A/B Test Weeks 13-24 Full A/B test. Iterate on mood tiles, reasoning

quality, entry point placement.

Full Rollout Week 25+ Pending: 65% playback conversion and +12%
watch time uplift thresholds met.

1.10 Future Expansions

* Mood History: Allow users to view their mood patterns over time, generating
personalized collections such as "Your Friday Night Mood" or "Your Chill Picks" based
on historical selections.

» Social Mood Match: For households with multiple active profiles, surface a shared mood
recommendation based on overlapping preferences across two users.

* Mood-Aware Percentage Match: Integrate session mood context into Netflix's existing
percentage match scoring to produce a dynamic "Mood Match" score alongside the
standard fit score.

Sources.
TV Technology (2024). New Data: Streaming Service Users Are Wasting More Time Looking
for Something to Watch. tvtechnology.com

Stream TV Insider (2023). Choice fatigue leads 20% of viewers to ditch their TV session.
streamtvinsider.com

UserTesting (2023). Stream Fatigue Goes Global: Streaming Media Survey. usertesting.com



Morning Consult (2023). Half of Streaming Subscribers Can't Decide What to Watch.
pro.morningconsult.com

Fast Company (2023). Netflix killed its Surprise Me button. fastcompany.com/90851139

MacRumors (2025, April 18). Netflix's New Al Search Feature Will Understand Your Viewing
Moods. macrumors.com

CNBC (2025, May 7). Netflix unveils revamped homepage and app with OpenAl-powered
search tool. cnbc.com

What's on Netflix (2024). Netflix Library by the Numbers 2024: Library Swells to Over 7,000
Titles. whats-on-netflix.com
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3. Product Backlog + ICE Scores/Explanations

Kaitlyn: Netflix Social Review Layer, consisting of an internal review and rating system for all
shows. This solves the issue of going to other social media platforms to see the general public’s
opinions. The target audience is those who are easily swayed by public opinions.
ICE:5,0.1,8=4
Impact — This feature will contribute to higher engagement for current Netflix users, as
there will be less friction and they will not turn to external apps to help them decide what
to watch. However, compared to the other features, I felt that the overall impact on
Netflix’s metrics as a whole would be less.
Confidence — I placed the confidence quite low because reviews and ratings previously
did exist in Netflix but were ultimately removed due to low usage, so there is some
concern on whether user interest will convert to use.
Ease — The feature itself is fairly easy to implement, other than concerns about spamming
or harmful reviews. Since ratings and review systems are fairly simple, the large concern
would be ensuring that reviews are safe and relate to the content through moderation.

Eton: A. Netflix Movie of the week, looks to solve the issue of not knowing what to watch,
serving users who don’t know what to watch. Advantages of this include old films garnering
spotlight, synthesis with users creating content on other platforms leading to higher engagement,
and people being able to choose a film in a timely manner.
ICE: 7,.3,8=16.8
Impact — If successful, this feature would have a large impact on the goals of Netflix to
increase user engagement and watch time. This would also lead to a larger cultural
moment around Netflix.
Confidence — I have placed this at a .3 success rate, because there is little to no data that
supports this being successful, but through word of mouth, we have seen that it would be
a useful feature.
Ease — This feature would be quite simple to implement. The only things that need to be
considered are creating a new window to showcase the film of the week, and it would
also need consistent support each week. I placed this at an 8 of ease, because building
would take ideally less than a month/

Mats: Netflix Mood Meter - Asks user how they feel and the vibe they are feeling, and suggests
a recommended movie to them.
ICE: 8,0.5,7 =28
Impact - If successfully implemented, this feature will be the first to proactively ask
users for the type of show/movie they would like to watch. Being the first of its kind,
Netflix will have new technology that is proactive in understanding the user rather than



remaining reactive. This can be key in lowering user time spent picking what they want
to watch, reducing the number of cancelled subscriptions month to month.

Confidence - Confidence has been placed at 0.5 largely due to no significant usage of
existing or new market data to justify the need. It was a matter of collecting the opinions
of peers that struggle to find content to consume, and that a proactive approach would
benefit Netflix much more than a reactive approach. The reason this is a 0.5 and not a 0.1
is due to the feasibility in structuring how this feature can be prototyped, implemented,
and launched.

Ease - This feature is not the most difficult to implement and see impact. This feature is
simply wrapping an Al recommendation tool with Netflix’s existing recommendation
features. The biggest change would be to demonstrate the existence of this feature on
Netflix’s homepage. The way to generate impact is relatively easy, as users will see and
click on this feature (prominently shown on the homepage), and follow a three step flow
to access their recommended series.

Overall, based on the final ICE scores and the creativity of the features themselves, we decided
to go with the Netflix Mood Meter feature. We felt that its high ICE score and unique proposition
would be most beneficial to Netflix’s metrics.



4. Negotiation and Decision-making reflection

How your team negotiated between competing ideas

We initially proposed each feature and provided a detailed description alongside our prototypes.
We asked each presenting team member various questions, and quickly and amicably agreed that
Mats’s Mood Meter feature was the most robust and creative.

Key challenges and disagreements

There were not many challenges or disagreements as all of our team members were content with
Mats’s feature, although we did ensure that all concerns were addressed prior to ultimately
deciding. The majority of our time was spent discussing each feature so that we were all aware of
what the feature entailed and how it worked. We did have some minor disagreement about some
of the user stories and their sizing, but it was easily fixed.

Compromises made

In terms of compromises, as mentioned earlier, we did so for some of the user stories. Some of us
felt that some of the user stories were too broad and covered too much, while others felt they
were generally properly sized. To compromise, we changed some of the larger user stories by
either adding additional details to prevent loss of information, or broke some down into smaller
stories.

Final decision-making process
We ultimately had a cooperative process where we each discussed our ideas or perspectives and
were open to adjusting if there were concerns.

Lessons learned about teamwork and prioritization

We learned that open communication was helpful in creating an encouraging environment.
Because of this, we were able to comfortably agree and disagree with one another, and come to a
final decision.



5. User Stories

Mood Picker Sprint 1

US-01 As a Netflix viewer who doesn't know what to watch, | want to select my current mood from a
visual tile interface so that | can communicate how | feel rather than search for a genre.

ACCEPTS — 8 mood tiles are displayed, each with a distinct icon, label, and color. (Chill, Hyped, Make Me
Laugh, Emotional, Scare Me, Romantic, Mind-bending, Action Packed)

— Only one tile can be selected at a time. Selection is visually confirmed before advancing by
making tile darker than others.

— Tile labels use natural language (e.g. Chill, Mind-Bending) rather than genre terms.
— No two tiles share the same color or emotional register.
— Each tile includes a short descriptor beneath the label to reinforce its meaning.

Preference Tuning Sprint 1

As a viewer with limited time, | want to set how long | want to watch so that | am not
recommended a three-hour film when | only have 45 minutes.

ACCEPTS — Watch length slider has a continuous slider ranging from Quick Watch (<30 minutes) to Deep
Dive (>3 hrs)

— Results are filtered to match the selected range.

As a viewer, | want to indicate whether | want something new or a familiar rewatch so that
recommendations honor my familiarity preference.

ACCEPTS — Familiarity slider ranges from Familiar Favorite to Surprise Me.

— Setting impacts whether results skew toward unseen titles or previously watched content.

As a viewer watching with my family, | want to set my viewing context so that the
recommendations are appropriate for everyone in the room.

ACCEPTS — Viewing context toggle offers three options: Solo, With Others, and Family.

— Family mode suppresses content above a defined maturity rating.
— Can only choose one toggle at a time, when chosen the tile is darker color

Results Page Sprint 1

As a viewer, | want to see a clearly featured top recommendation with a brief explanation of
why it was chosen for my mood so that | trust the pick and feel understood.

ACCEPTS — Featured card displays title, thumbnail, and 2 to 3 sentence reasoning.
— Reasoning references the selected mood and at least one preference input.

— A Play CTA is visible without scrolling.



As a viewer, | want to see additional curated rows beyond the top pick so that | have real
choices and don't feel locked in.

ACCEPTS — At minimum two thematic rows appear below the featured card.

— Rows are horizontally scrollable. Each card shows a title and mood or genre tag.

US-07 As a viewer, | want to play content directly from the results page so that there is no extra
navigation between finding something and watching it.
ACCEPTS — Play and Add to List actions are available on the featured card and on row items.

— Neither action requires navigating away from the results screen.

Homepage Entry Point Sprint 1

As a viewer landing on the Netflix homepage, | want a visible and inviting entry point into
Mood Meter so that | know the feature exists and can access it in one tap.

ACCEPTS — A Mood Meter banner appears within the first scroll of the homepage.

— Banner includes a short prompt and a single CTA button.

— Entry point is visible on both mobile and desktop breakpoints.

Feedback and Retention Sprint 2+

The following stories are scoped to Sprint 2 and beyond. They depend on core Mood Meter functionality being shipped and
stable.

As a returning Mood Meter user, | want the app to remember my last mood and preferences
so that | don't have to reconfigure from scratch on repeat visits.
ACCEPTS — Previous session mood is pre-selected on re-entry but remains editable.

— Sliders restore to last-used positions.

As a Netflix product team member, | want to track whether users who enter through Mood
Meter complete a viewing session so that we can measure the feature's actual impact on
watch time.

ACCEPTS — Analytics capture Mood Meter entry events, mood selected, and whether a title was played.
— Data is queryable by mood segment.

— A session is considered complete when a title is played for more than two minutes.



6. AI Reflection:

Our group used Claude (Anthropic) as a supplementary tool during this project. The primary
prompt we used was asking it to research current data on streaming discovery behavior, which
surfaced statistics we referenced in the PRD (TV Technology 2024, UserTesting 2023, Morning
Consult 2023). We also used it for general formatting and document structure assistance.

Al was most useful for quickly pulling cited data points and producing clean document templates
we could work from. It reduced time spent on formatting so we could focus on the actual product
thinking.

Its main limitation was that outputs required significant revision to reflect our actual decisions.
The feature concept, strategic framing, user stories, and prioritization were all developed by our
group independently. Al contributed scaffolding, not thinking.

Going forward, we'd use it more deliberately as a research and formatting tool while keeping
ideation and decision-making within the team. It is essential that ideation and innovation remains
human, and we use Al to help bring that thinking forward.
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