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1 Product strategy 
 

1.1 Introduction 
“FilmSlate - Streaming service for film buffs, by film buffs.” 

 

Product Vision 

“First impressions matter.” 

 

Product Mission 

“Offer a niche movie streaming service to customers focused on indie films, looking to expand its user 

base by acquiring new customers and retaining existing ones by providing the users with a high-quality 

streaming service with unique features.” 

 
Product Objective 

“Provide the users with optimized sign-up and onboarding process.” 

 

1.2 Product feature description 
 
FilmSlate is redesigning the app’s sign-up and onboarding process to optimize this process and provide 

the users with a personalized experience using the product. The three user segments Cinephiles, Indie 

addicts, and Genre face similar pain points where this process lacks personalization, limited content and 

resources, and limited opportunities to share. The new product features are to specifically address these 

user pain points by providing value to the users, which would help to engage them better and help FilmSlate 

achieve the organizational goal of retaining existing and acquiring new customers. 

 

1.3 Product Value Proposition 
 
A product Value Proposition Canvas [Appendix 6.2] (Osterwalder.A,2017) was used to identify the value 

these product features would offer and the value proposition below. 

 

“FilmSlate through its redesigned app, provides an optimized user onboarding process, 

with an easy sign-up and onboarding and having an improved content page with 

personalized recommendations to the user segments, which will improve the user 

satisfaction and add value to the user segments.”  

 
FilmSlate always considers user needs first and hence provides unique features such as personalized 

onboarding experiences and human-curated indie films for users. Market research shows that even 

established streaming services like Mubi (Mubi,2024) and Netflix (Netflix,2024a, Netflix,2024b) are not 

offering these features. This differentiates FilmSlate product from its competitor products, and by providing 

unique value to its users, it will help more users sign up for the app. 



 
 

 

 

 

1.4 Organisational Strategy Vs Product Features 
 
The organizational strategy is to acquire and retain customers and improve the conversion rate of trial users 

from 32% to 40% by the end of Q3. Having an optimized onboarding process reduces the onboarding time, 

and the unique content and personalized recommendations will provide more value to the users. This helps 

additional user onboarding and users taking up paid subscriptions helping to retain the existing customers 

and the new user’s sign-up to the app, which aligns with the organizational strategy. 

 

1.5 Product feature goals  
 

Using SMART Goal Framework [Appendix 6.3] (Doran.G.T, 1981, Miro, c.2024a), the below product 

feature goals were set. 

 

• Increasing the personalized content for paid users by 40% in the next 9 months - The 

redesigned app should be able to accommodate personalized content which can help the paid 

users access the films they desire. The new feature can improve the user experience and at least 

10% more of the trial users can switch to paid subscriptions, it will help achieve the organizational 

KPI for the product. 

 

• Reduce the sign-up and onboarding time by 20% in the next year- By having an optimized 

sign-up and onboarding process app, the time to onboard new clients are reduced. This would 

provide more time to focus on adding new customers and retaining the existing user base aligning 

with the organizational strategy. 

 

1.6 Defining product success using metrics 
 

Tracking the Input metrics below would help FilmSlate understand the users, their behaviors, and the 

features they use. 

 

• Number of hours spent by users accessing the personalized content - This metric could help 

track which personalized content the users access the most, and FilmSlate can focus on refining 

them to increase the user engagement rate by 20%. More the engagement, more the conversion. 

 

• Number of users using the FilmSlate app login per day - Tracking this will identify the new 

onboarding as well as conversion rate, and check whether the reach has improved by 10% from 

the baseline due to the accelerated onboarding process. 

 

 

The above directly aligns with the organizational North Star Metric [Appendix 6.4] (Ellis.S, 2017), the 

organizational strategy, and the product KPI. 



 
 

 

 

 

2 Market analysis 
 

2.1 Competitor Analysis 
 

FilmSlate would be competing with established players in the industry like Netflix and Mubi. These 

competitors have their strengths and weaknesses.  A SWOT analysis was conducted [SWOT Analysis 

Chart] [Appendix 6.5] (Wikipedia,2009, Minor.JandKey.K,2023, Moore.B,2021, Jennifer,2023, 

GuruFocus Research,2024) to understand these competitors in the market and the competitor analysis 

shows that there are opportunities that FilmSlate can tap into. 

 
MUBI (Mubi,2024) 

 

• Sign-up was easy using an email ID, but not secure. 

• Handpicked cinema is only available for advanced (£18.99) subscribers.  

 
Netflix (Netflix,2024a, Netflix,2024b) 

 

• Sign-up had numerous steps.  

• Latest movies and lesser Indie films. 

 
 
 

2.2 Response to Market 
 
FilmSlates’ product idea of an optimized sign-up and onboarding process is more secure than MUBI and 

faster than Netflix. While MUBI is providing hand-picked cinemas only for advanced subscribers at a higher 

fee and Netflix offers the latest movies and no indie films, FilmSlate would be able to tap in here with this 

new product feature idea. This will be a niche feature in the current market and will add a great amount of 

value to the users. At a very competitive subscription cost of £9.99 a month would be even more appealing 

to the users. 

 
Market analysis [Porters Five Forces] [Appendix 6.6] (Miro, c.2024g) of the existing streaming industry, 

based on the assumptions that there is an already established market with high competition, proves that 

there is a high demand for streaming products when the product features are unique. 

 

 

https://uk.pcmag.com/u/jordan-minor
https://uk.pcmag.com/u/kim-key


 
 

 

 

3 User analysis 
 

3.1 Pains, Gains and Motivations 
 
User analysis was conducted for the three user segments Cinephiles, Indie addicts, and Genre to clearly 
understand the user experience. They all have their unique interests and the way they view indie films. But 
all three user segments also have similar pain points while using streaming products. User Empathy Map 
[Appendix 6.8] (Gray.D, 2017) technique was used to understand the users and they share similar pains. 
 

• Sign-up and Onboarding lack personalization. 

• Limited opportunities for sharing. 

• Insufficient information. 

• Limited content and range. 
 
Users would also gain from a platform that can impart them the below. 
 

• Reflect on their film knowledge. 

• Share passion for films with others. 

• Access the film’s in-depth information. 

• More personalized content. 
 
It’s clear that, providing them with a smooth and personalized onboarding process in-depth details, and a 
wide variety of films to keep users motivated. 
 

 

3.2 User Persona Insights. 
 

FilmSlate needs a user persona that reflects a more accurate and realistic representation of the user 
segments and is relevant to the product feature that is being offered by FilmSlate.   
 
The key reasons this User Persona [Appendix 6.7] (Miro, c.2024c) will provide valuable information about 
the user segments. 
 

• Watch Indie films regularly and share details with others. 

• Works in the film industry and attends film festivals, conventions, and other events. 

• Engage with others on social media platforms. 
 
Insights from this user would be critical in defining FilmSlates product features. This user’s contacts within 
the industry could provide further insights into how indie film enthusiasts approach Indie film streaming 
services. Interviewing this user would help to have a more accurate and realistic representation of the user 
segments. 

  



 
 

 

 

3.3 Problem statement 
 

The Five W’s and an H [Appendix 6.9] (Miro, c.2024b) technique was used to identify the problem, and 

a refined problem statement is as below. 

 

“As a passionate indie film enthusiast, I think that the current onboarding process is clunky 
and lacks personalization. There is limited opportunity to share information and access 
lesser-known and variety of genre films, preventing me from understanding more about the 
Indie films and following my passion for Indie films.”  

 

 

3.4 Problem statement alignment 
 

The product feature idea of a redesigned app, having an optimized sign-up and onboarding process and 
providing more personalized content recommendations and variety in content, will help this user, or all three 
different user segments, directly address the pain points as mentioned in the problem statement.  This 
proves that the product feature idea is well aligned with the user problem statement. 
 

 

 

4 Product–market fit 
 

4.1 Ideation 
 
A product hypothesis was created with the help of an Opportunity Solution Tree [Appendix 6.10] 
(ProductPlan, c. 2022, Torres, T, 2016), and an ideation session involving the key internal stakeholders 
[Stake Holders Map and Description] [Appendix 6.11] (Miro, c.2024d) happened. The S.C.A.M.P.E.R 
Technique [Appendix 6.12] (VanPatter.GK, 2018, Miro, c.2024e) was used for this ideation process to 
come up with numerous ideas.  

 

 

4.2 Evaluation 
 
All the ideas were captured and the Three Lenses of Innovation [Appendix 6.13] (Jeffries.I,2016) were 
used to segregate the ideas into Feasible, Desirable, and Viable categories and were critically evaluated 
against the factors [Idea Evaluation] [Appendix 6.14]. 
 
The Impact/Effort Matrix [Appendix 6.15] was used to prioritize, the below were shortlisted. 
 

• Single Sign-on feature. 

• Personalized recommendations page after login. 

• Lesser-known and Genre films. 
 



 
 

 

 

An SSO feature helps with easy login, saving them time. Taking users to personalized recommendations 
would bring down their frustration of having to search for the films they prefer. Content with lesser-known 
films will improve user satisfaction, making them more engaged. 
 
Other ideas considered.  
 

• Integrated chat feature. 

• Capture the original sub-stack newsletter. 
 
But as these might require additional effort, and we need to have an initial feature ready for the user, it is 
not best to have it now, and can be added as future enhancements to the product. 

 
An Initial Low Fidelity Prototype [Appendix 6.16] (Miro, c.2024f) was created to validate this idea and to 
make sure that the ideas selected are aligned with the product feature goals and wider organizational goals. 
 

 

 

4.3 Validating and refining prototype 

 
To validate the product feature idea, concept testing was carried out for the low-fidelity prototype. From the 
product hypothesis, the riskiest assumption that could lead to product failure was considered. 
 

“We believe that Sign-up and Onboarding lacks personalization for the users. Therefore, we 
think that having an optimized sign-in and onboarding process will result in users being 
more engaged and 10% more users will start using paid subscriptions.” 

 
The below research goals were created to guide through the testing process. 
 

• Will the users be able to easily complete the sign-on with the new redesigned app? 

• Will the users switch to paid service if the onboarding process is optimized? 
 
The test scenario below was prepared with a list of user questions for the testing script. 
 

“User wants to be able to easily complete the sign-up and onboarding process.” 
 
 
Three users from different user segments were asked to use the prototype to see whether they were able 
to complete the tasks. Later they were interviewed using the testing script [Validating Prototype] [Appendix 
6.17], and the results were recorded. 
 
Analysis of the results of the concept tests indicates that the users are generally satisfied with the signup 
and onboarding process. This validates and proves the assumption. There were a few suggestions from 
the users which were captured. The feasibility of the user requests was reviewed and the Low Fidelity 
Prototype (Miro, c.2024f) was refined to consider these user needs. 

 
 



 
 

 

 

4.4 Low Fidelity Prototype 
 

 

 

 
 

 

 

 

 



 
 

 

 

 

4.5 Recommendations 
 
From the analysis, we understand that our users have pain points that needs to be addressed. We also 
know that there is and opportunity in the current market. The product idea we have is niche and is going to 
add value to the users. Although the concept testing was done with only three users, the feedback was 
positive. We should do further validations to understand user expectations from these features and how the 
market reacts. Hence, I strongly recommend this product feature idea to go ahead as proposed. As valued 
stakeholders of FilmSlate I would like to get a buy-in from all of you, for this product feature that we know, 
aligns with the wider organizational strategy. 
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