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Presentation

John Christopher Hodulik
UBS Investment Bank, Research Division

Okay, everybody. Good afternoon, and thanks for joining us. I'm John Hodulik, the telecom and media analyst here at UBS. I'm
pleased to announce our next speakers are Greg Peters and Ted Sarandos, the co-CEOs of Netflix.

[indiscernible] be here, guys. .
Thanks for taking time out of what definitely a busy schedule for you.

Theodore A. Sarandos
Co-CEO, President & Director
Yes.
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Question and Answer

John Christopher Hodulik
UBS Investment Bank, Research Division

P

So we've got 35 minutes for Q& A, and | figure we'll just dig right in. Paramount's Skydance is now offering an alternative bid to
Warner Bros. shareholders. What are your thoughts? .

Good opener. Go right for it.

Theodore A. Sarandos
Co-CEO, President & Director

Today's move was entirely expected. We have a deal done, and we are incredibly happy with the deal. We think it's great for our
shareholders, we think it's great for consumers. We think it's a great way to create and protect jobs in the entertainment industry. We're
super confident we're going to get it across the line and finish. So we're excited. .

John Christopher Hodulik
UBS Investment Bank, Research Division

Obviously, Warner Bros. is significant deal for you guys and for the mediaindustry.

Theodore A. Sarandos
Co-CEO, President & Director

Yes.

John Christopher Hodulik
UBS Investment Bank, Research Division

Help us understand the rationale for the transaction and the benefits to both members and shareholders of the combination?

Gregory K. Peters
Co-CEQ, President & Director

Y es. One, we recognize that this is unexpected. We haven't done this before. So maybe just walk you through alittle bit of how we
think this creates value and sort of also how we get to there and think about what's the executability of al the theories that we've built
into the case. And so we've broken it down essentially into 3 phases. And it's worth noting that Phase 1 is essentially between now and
close. And Phase 1, our job is to continue to grow our business.

We got a tremendous opportunity for organic growth that we still are very, very excited about, and our job is essentially to execute
against that. And we think that that's arelatively low risk. We know how to go do that. By the way, Warner Bros will be doing the
samein parallel aswell. And then you get into the close period. And we see -- essentialy, thisiswhere we saw 2 really big centers of
value that we believe are highly executable, and we can implement in this space.

Thefirst part is there's a bunch of titles that the Warner teams have that we think that there's more value to unlock in. And we think
we have exactly the platform to go do that. We've got incredible reach. We've got a project experience that maximizes the value and
content. Thisisthe businessthat we are in. Essentially, we are constantly in the business of evaluating various different licensing
opportunities for titles and then trying to figure out how do we maximize the value of that asset on our platform.

So again, that's something we do day in and day out, and we think it's relatively low risk to execute. The other component is around
HBO, the brand and the service. And HBO is an incredible brand with an incredible history. It speaks prestige TV. We want to
double down on that concept. And then we think that, that gives us an additional lever additional tool essentially to think about how
[indiscernible] plans and offerings for different consumers that give them the right kind of entertainment they want at the right price
point.

And we think that we are in the business of doing that kind of optimization. And it sounds like that might be hard to go do. But
recognize, we've just done that. We've done that with our ads plan as an example. We've had to think about how do you compose a
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set of offerings to maximize value for the business, while keeping consumers happy with different offerings. So we see that again as
completely executable and we know how to iterate and solve that problem as well.

And just to be clear, that's -- when we sort of built our valuation model and sort of set the price, those are the centers of value that
wereally put into that. And so we felt like, hey, we can go achieve on these things. There's athird phase, which is when you get into
-- we've got an amazing I P and al sorts of things that we can go deliver on this. We believe we're very confident that there's things
that we're going to unlock that avalue isthere. We actually don't know exactly what those are. So we didn't give ourselves credit for
them in the valuation model. So we think we've been appropriately conservative about building value where we think we can actually
go deliver it. We think we can deliver more. There's upside in the deal at the end of the day. But we're super excited on being able to
deliver on those pieces.

Theodore A. Sarandos
Co-CEO, President & Director

Yes. And | would just add to that, we're -- obviously, there's the direct-to-consumer streaming business, which we're deeply
committed to for both companies. It's very -- the consumers loveit. | think it's something that we're quite good at. In this transaction,
we pick up 3 businesses basically that we're not currently in. So meaning we have no redundancies currently. But like -- and one of
them is amotion picture studio with atheatrical distribution machine.

And so there's been alot of speculation on what we would do with this. | think it's really important to note that we haven't talked at al,
but we're going to do this, but what we are going to do with thisis we're deeply committed to rel easing those movies exactly the way
they've released those movies today.

All 3 of these new businesses, we want to keep operating largely as they are. The theatrical business, we have not been talked a lot
about in the past about wanting to do it because we've never been in that business. And when this deal closes, we are in that business,
and we're going to do it. So think about it if we did this deal 24 months ago, all of those movies we saw this year do so well at the box
office for Warner Bros. would have been released in the same way in theaters.

I'm Talking about Minecraft. I'm talking about Superman. I'm talking about Weapons, all those movies -- and Sinners. These Movies
will be released on Netflix through theaters the way that Warner Brothers did it before. But with the Warner Bros. operating entity,
we think it's really important in the way that they create and the way that they drive value. We didn't buy this company to destroy that
value. The second one is the television studio who produce and license content to third parties. Also, we were never in that business,
we are now. And | think it's an important thing that the -- when we get out of the hood, that's areally healthy business.

It's not as big as ours, and that's why we haven't really focused that much on doing it. The growth opportunity in our core business
has been greater. But now in this transaction, we own that business. And [ Channing ] and that group did a phenomenal job, and we
want them to continue to do that phenomenal job. And then HBO is another example of that, which is, as Greg said, thisis a prestige
television brand that people redly love.

And | would say that they have been doing gymnastics to make themselves into a general entertainment brand. And | think under this
transaction, they don't have to do that anymore. We already a very well-established general entertainment brand, and we want HBO to
double down on the things that people have loved for 50 years about HBO the fact that Prestige television and moviesin the various
pay TV windows. These are the things that we're going to keep going in this business. And | think when we look at the whole deal,
you'd see that their assets work better in our business model and our business model works better with these assets.

John Christopher Hodulik
UBS Investment Bank, Research Division

Got it. That's clear. Regulatory approval is obviously a big question we're getting. How the market is defined is a big part of that
process. How do you define the market? And what gives you the confidence the deal gets approved?

Gregory K. Peters
Co-CEOQ, President & Director

| think we'd want to start by saying it's not our position to tell the regulators how to think about this. The regulators have to do their
work and define the market in away that they think isright. Clearly, they'll do their analysis, and we'll support them with whatever
they need in that regard. But if we go back to the fundamentals of this deal. We are very confident that regulators should and will
approveit. At the end of the day, it's pro consumer, delivers more value to those folks. Pro creator, we're going to increase our content
spend and deliver more. That's great for them. That means it drives jobs, it's pro workersin that regard. It's pro growth, it's pro
innovation.
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So we think we've got a good story for all the constituents that we have. And then if you step back and we brought the slide around
just to sort of talk about how...

John Christopher Hodulik
UBS Investment Bank, Research Division

Assuming this might come up.

Gregory K. Peters
Co-CEOQ, President & Director

Y es, exactly right. We thought that this might be a topic and we just want to really bring the facts to this conversation because if you
look at Nielsen, thisis Nielsen number of view hourson TV. In the U.S., you can look at the -- your Ieft right there. We're sixth in the
current ranking right now. We're behind Y ouTube. We're buying Disney. We're behind NBCUniversal, we're behind Fox or behind
Paramount. And then if you say, okay, well, you're going to go buy HBO and HBO Max, put that viewing on the list.

Thisiswhat that would look like. We go from 8% of view hours today in the United States to 9%. So we're still behind Y ouTube at
13%. And potentially worth noting that we would be behind what would be if Paramount combined with WBD then at 14%. So we
think that there's areally strong fundamentals based case here for why regulators should approve this deal.

Why don't you pick it up from...

John Christopher Hodulik
UBS Investment Bank, Research Division

| was going to say how should we think about the President's recent comment?

Theodore A. Sarandos
Co-CEO, President & Director

Yes, | think you should think the President cares deeply about American industry, and he loves the entertainment industry. |'ve talked
to him many times since the el ection about the different challenges facing the entertainment industry. He definitely understands the
dynamics of what we were just talking about. Television is avery broad landscape of -- and view oursis probably the best way to
captureit. .

What people are watching on TV, it might be cable, which we do not own any cable channels or it might be a network, which we do
not own a broadcast network, and it might be streaming. And these things trade off pretty broadly. | would say it's very important that
what the President has been interested in, in this deal has been to what extent doesiit protect and create jobs in America.

And he understands what we do, which is that we drive aton of great work in America. Our original productions have employed
140,000 people to 2020 to 2024. Our economic contribution to the U.S. economy in that production is about about $125 billion. We
are producing in all 50 states. We've used 500 independent production companies to make content for us, about roughly 1,000 original
projects.

And beyond just the jobs, we're also producing -- we're also investing in the entertainment ecosystem. We're spending $1 billion
building a studio in New Jersey right now, built on the old Fort Monmouth military base, it's been empty for about 13 years, and it's
revitalizing the economy all over that area. We've got 11 filmsin production right now in New Jersey. We have afully running studio
we built in New Mexico.

It's been agreat job center and great jobs training center. We've got many of our shows that were shooting there. So we continue to
invest in this. And again, | think the President's interest in this are the same as ours, which isto create and protect jobs. In this merger
that -- in the offer that Paramount was talking about today, the Ellisons were talking about $6 billion of synergies, where do you think
synergies come from? Cutting jobs. So we're not cutting jobs. We're making jobs.

John Christopher Hodulik
UBS Investment Bank, Research Division

Makes sense. So up until this deal, the company and the strategy has been very simple and straightforward, do all these benefits
outweigh the increasing complexity you're going to experience by putting these 2 companies together?

Theodore A. Sarandos

Co-CEO, President & Director
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Look, I think we built this company on avery simple proposition. We actually had 1 SKU for the longest time, right...

Gregory K. Peters
Co-CEOQ, President & Director

One modd!. .

Theodore A. Sarandos
Co-CEOQ, President & Director

One model. And that helped us build areally strong foundation. And the idea of that was you built areally strong foundation and then
you can introduce new complexities to the business for future growth. And we have now been doing that pretty successfully, I think,
by doing things that people would argue are pretty complicated.

Gregory K. Peters
Co-CEOQ, President & Director

And we've never done before either.

Theodore A. Sarandos
Co-CEOQ, President & Director

And we haven't done any of them before. So the simplicity of -- remember, we started making original series, our first original series,
we didn't -- we weren't doing movies then. We weren't doing unscripted then, we weren't doing an international originals then. And
now we do all those things very successfully and producing in 50 countries today is pretty complicated.

Greg, you've talked about thisingest model that we've been doing with TFL. | think it's something new that's been fresh aswell. |
mean it's involved like standing up whole new businesses that we've never done before. We've never done live before, we've never
done[indiscernible] so all great examples of us extending that core foundation and building on top of it, being nimble. Like | said, |
do think that simplicity was an early super power, | think, of ours. And today, | think it's enabled us to do things that are really much
more complicated but also chase bigger prices.

Gregory K. Peters
Co-CEO, President & Director

And | think we still want to be choosy. We've aways been from the perspective of you do a small number of things, but you really do
them to win and that's sort of the same angle that we're taking towards this opportunity as well. .

John Christopher Hodulik
UBS Investment Bank, Research Division

It seemslike alot of theinitiatives that you've had are sort of reaching there, not conclusion, but you're far enough along on the ad
side, you're far enough long on other businesses. there's room -- there's more room in terms of a...

Theodore A. Sarandos
Co-CEO, President & Director

And | think thiswould -- all these things will benefit from all those things.

Gregory K. Peters
Co-CEO, President & Director

It might be -- there's maybe 2 [indiscernible] that is like one of our core theories has been that everything the extension we do has got
to have leverage from the core and lever back in success, right? And you say we're far from done. | actually think about it quite the
other way. | look at it as like we've reached sort of like escape velocity on some of them, but there's that middle part of the growth yet,
that's still to come.

John Christopher Hodulik
UBS Investment Bank, Research Division

Makes sense. | redizeit's early in the process, but has there been any talk about management continuity within the Warner Bros assets
just given all the talent there.
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Gregory K. Peters
Co-CEQ, President & Director

Yes. | mean -- and it goes alittle bit back to our core theory and why we like this deal so much because wereally do seeit asa
complementary situation. If you think about the core business units that exist inside Warner's that we would be acquiring, those -- we
don't have those units right now. So we don't have the redundancy issue. We're not trying to consolidate, drop down 1 studio, those
to 1. That's not the business we're in. And so actually, we love these businesses. We like the |leadership. We've got very strong people
that are in charge of that.

We -- as Ted said, we anticipate executing and running those businesses as they are. Again, there are businesses that we looked at
before, and we weren't opposed to it. It just -- we had other thingsto go do. We had along list of things that we felt like [indiscernible]
higher priorities for us. But now that we have mature well functioning units coming as part of this, we're excited to have those be run
by their leaders, operate well. And we think there's aton we're going to learn from them about operating...

Theodore A. Sarandos
Co-CEOQ, President & Director

I think back to what you kind of said earlier, but | think this ideathat we're not collapsing the studio, we are actually strengthening one
of the most iconic studios in Hollywood by giving them a healthier business model to operate in and continue to release moviesinto
the world, large like they do right now.

John Christopher Hodulik
UBS Investment Bank, Research Division

| mean just pivoting on that, the combined company will have about $30 hillion in combined content spend per year, making by far the
biggest spender in terms of entertainment content. How should we think about the content strategy for the company post deal, both in
terms of how the money is spent and then how the content is distributed?

Theodore A. Sarandos
Co-CEOQ, President & Director

Well, look, | think the beauty of this model has been that it scales. And | think when you look at it and say, what has been the strategy
is to continue to generate more joy for our members that, that pays back in retention and word of mouth and all the positive benefits to
a subscription business. But to do that, you have to have great content, alot of things to watch. And that's what we keep investing into,
so that $30 billion, it's a big number for sure, but it's like we've been growing organically to that number prior to this transaction.

WEe're going to get there faster. And after the transaction, we're going to continue to grow on that tragjectory is giving them the -- aswe
improve distribution of those other titles, and there's other assets in the Warner Bros. library, we're able to then continue to reinvest
because we're pleasing members more and more and more, and they see more and more value in the business.

Gregory K. Peters
Co-CEO, President & Director

And getting more leverage off of those assets is...

Theodore A. Sarandos
Co-CEO, President & Director

Correct. And then we do pick up some other distribution systems that we didn't do before, but those are very healthy businesses.
They're just not as big as the direct-to-consumer streaming business, but they're very healthy. We want to keep them going...

Gregory K. Peters
Co-CEO, President & Director

And they're additive.

Theodore A. Sarandos
Co-CEO, President & Director

yes, 100%.
John Christopher Hodulik
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UBS Investment Bank, Research Division
Maybe pivoting away from the deal, and we'll come back to it alittle bit. How would you describe that...

Theodore A. Sarandos
Co-CEOQ, President & Director

| think we only add to that everyone else has been kicked around in this transaction, have all been reducing their content spend.
They've all been laying people off and cutting things. We're investing into it. Like | said, we're growing organically closer to that $30
billion asit is, and we want to continue to grow.

John Christopher Hodulik
UBS Investment Bank, Research Division

So the planis not to synergize...

Theodore A. Sarandos
Co-CEOQ, President & Director

Absolutely, not. There's plenty of room. As Greg just showed how small we are relative to the rest of the universe.

John Christopher Hodulik
UBS Investment Bank, Research Division

Makes sense. So maybe looking a little bit more near term, how would you describe this slate for 4Q and as you look out to '26?

Theodore A. Sarandos
Co-CEOQ, President & Director

Well, hopefully, some folks in this room are watching Stranger Things right now. So we've had areally strong Q4. Obvioudly, [ Game
of Thrones] the, Frankenstein, nominated for the globe this morning, which we're super proud of. [ Health of Dynamite ], which is
fantastic, and we have a new season -- before the year is out, we till have 2 more drops of Stranger Things coming, a new season

of Emily in Paris, Wake up Dead Man, which is the new movie. That's all between now and just the end of the year. So we're really
excited about Q4. And both | think -- some of our core brands, alot of new titles as well that people are getting really excited about.
And Wake Up Dead Man, as you know, we've had this incredible kind of run with this franchise. And this one will be -- we tinkered
around a bit with different theatrical models with this one, too. And | think it's going to be a different way for people to get more and
more excited about it.

But it's a healthy mix of our core brands and returning brands and all new titles coming up too.

And you onhy go to '26 because we're just happy about '26 because we're going into -- we have Narniafrom Greta Gerwig that's we're
really excited about. We've got new movies from Charlies Theron, Apex. We've got the [ RIP ] with the Ben Afflec and Matt Damon.
And Matt also did another -- come out later in the year called animals. It'sincredible. And we've got returning seasons of Bridgeton
and 1 piece and [indiscernible] and a bunch of the brands that people really, realy love. So we're excited about '26 outside of this
transaction.

John Christopher Hodulik
UBS Investment Bank, Research Division

Got it. Okay. So we track the top 10 list pretty closely, and it looks like you've had some nice momentum in non-English titles this
year, even outside of Squid Games. Where do you see the most untapped potential for locally produced content that can resonate
globally? And does the deal sort of allow you to lean into that?

Theodore A. Sarandos
Co-CEOQ, President & Director

WEell, for sure. | think alot of these brands developing local language versioning for sure and spin-offs and exploring | P that hasn't yet
been explored from the library in different countries around the world is exciting. .

| think what's really exciting about the local language success to your point about -- you're talking about, I'm sure the Squid Games
success earlier this year, which spawned like a big growth of excitement around K dramas. I'd be remiss not to talk about KPop
Demon Hunters, but it's not bad. It complemented each other for sure. But what's been really exciting is the cultural impact because |
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think we talk alot about the Netflix effect in the U.S., and we all seeit here alot. But there's things like Culinary Class Warsin Korea.
Prior to that show, the notion of a celebrity chef did not exist in Korea.

So that's a big -- caused whole new craze about the restaurant industry because of the success of this show. And Physical 100, again,
because of that shows success that show was bigger in multiple countries than any of the big unscripted shows from any other network
because the people just really fell in love with the storytelling. And it's that kind of thing that we learned about sports adjacency
storytelling that has really helped us grow into al kinds of unscripted programming and Physical 100 was a very -- a brand-new area
for us and the fact that it worked in that format, and it's actually spinning off and doing multiple local formats of Physical 100.

Gregory K. Peters
Co-CEO, President & Director

All around the world.

Theodore A. Sarandos
Co-CEO, President & Director

Imagine the Physical 100 started in Korea, but there's going to be an Italian one where they do get out in [indiscernible]. But again,
it'sacultural impact that you're able to have that we don't always seeit in the U.S. outside of the U.S., but it's happening all over the
world. .

John Christopher Hodulik
UBS Investment Bank, Research Division

And also maybe live events. Is that another areathat obviously you've had alot of successin live event book?

Theodore A. Sarandos
Co-CEO, President & Director

100%. Even before the end of this year, we've got a couple of big ones with the J. Paul fight coming up on the 19th of December, and
then we've got the all day of NFL football on Christmas Day. And then we're also ramping up our -- thiswill be the first time next
year that we do local live programming for outside of the U.S.

Again, we took a couple of years, learned it, learned the technology, |earned the taste. Remember, it's limited. It's a good investment.
But because of the time zone, it'slimited in its footprint. And | think by doing more local live programming, you get the benefits
locally. We saw it alot in the [ Canela Crawford fight ] was huge in Mexico for us outside of the U.S. aswell. But once you get pretty
far out of the time zone, people are sleeping. So that's why we'll grow that.

Gregory K. Peters
Co-CEO, President & Director

WEe'll do World Baseball Classic in Japan, which | think should be super exciting and...

Theodore A. Sarandos
Co-CEOQ, President & Director

[indiscernible]

Gregory K. Peters
Co-CEOQ, President & Director

[indiscernible] work up. And so you see the synergistic effects of the other parts of our business around like advertising as well. So we
feel that, that flywheel effect.

John Christopher Hodulik
UBS Investment Bank, Research Division

Exactly that's a good pivot to advertising. It seems like the company upticks on advertising this quarter saying it will be more than
double this year. What's driving that? And what does the Warner Bros deal do for that revenue

Gregory K. Peters
Co-CEOQ, President & Director
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Y es. We're seeing great trajectory, which we're super excited about it. Y ou mentioned the more than doubling. At the end of the day,
we're giving advertisers what they need, which isincreasing reach. We're giving them more capable platform in terms of targeting
personalization and measurement we are giving them amazing brands that they could advertise alongside.

And so that's really what's fueling it right now. When it getsto the Warner deal, | would say, really, it's around those titles driving
more engagement, our ability to find more viewing for those titles. Obvioudly, it's connected to the advertising revenue that we can
drive. And then just like our existing titles, alot of those titles are -- they're incredible properties that advertisers want to be connected
to and be alongside. And so | think that drives our core thesis around advertising as well.

John Christopher Hodulik
UBS Investment Bank, Research Division

And has the ad server lived up to expectations? Isit driving demand?

Gregory K. Peters
Co-CEQ, President & Director

Y es, our own ad stack, yes, it'sincredible to be on our own ad stack because essentially, we can now go incredibly quickly and run
with high velocity. And we're delivering along essentially the dimensions that we've talked about before, which is more demand
sources. So we've added Amazon as a DSP, we've added Oujain Japan. It's better targeting personalization, better measurement.
We've got along -- good work we've been doing there. It's also new ad format, so we're actually deploying interactive ad formats,
and we'll continue that line of investment. But it just allows us to go even more quickly. We've got along list of the same kind of ads
in '26 more demand sources, measurement targeting more formats. And then '27, we start to move into areally fun space of sort of
nondeterministic targeting model-based approaches that you've seen some of the bigger advertisers out there, leverage to great effect.

And so we're super excited about that at the end of the day, too. And we just think thisis -- again, we see the velocity that we're
getting and we see we're going to be able to deliver more and more for our advertisers while making a great experience for our
members.

John Christopher Hodulik
UBS Investment Bank, Research Division

The tech stack in general isabig strength for you for Netflix. How are you incorporating Gen Al into the recommendation and making
the product better.

Gregory K. Peters
Co-CEO, President & Director

Y es. Maybe to start with this that we've been in the Al and ML business for 2 decades. So we're well versed in how this works. We
think that we'rein adifferentially well-suited position to take advantage of these newer generative approaches. Most of that's because
we've got scale consumer-facing products, so a place to attach those technologies to scaled business products. And we've got large sets
of well-ordered data, which is sort of the fuel that allows those models and engines to work very well. .

So we're going to mostly deliver in, I'd say, 3 spaces. One, the first primary space is the member space. Better personalization, the
ability to deliver high-quality personalization against new content types. So as we expand the universe of content that we're serving,
we're able to deliver high-quality personalization very quickly in those spaces. And then new types of consumer experiences. So think
about things like a conversational search experience where you're going to have a conversation with Ul and get discovery and get
recommendations as a resullt.

So super excited about that. Adsisavery rich space that we think we can deliver some of these technologies into as well, whether it's
targeting -- it's also things like modifying brand creative to fit in the title creative universe and make that a conversation and a process
that we happened in avery limited way beforeit's very cumbersome, but now we can accelerate and expedite that process.

And maybe the third area...

Theodore A. Sarandos
Co-CEO, President & Director

The creative side. | mean the technology is obviously moving very fast, and we're trying to think about al the different ways that
creative Al tools can help creatorstell better stories. And | think it's very important when you think about Al's contribution to the

Copyright © 2025 S&P Global Market Intelligence, a division of S&P Global Inc. All Rights reserved.
spglobal.com/marketintelligence 12


https://marketintelligence.spglobal.com/

creative process and the idea of what those outputs are. And | think it's very important for -- and we can see that in the way people
connect with content. It will be great if it improves some of the efficiencies of the production cycle.

But theideathat it's just got to be faster and cheaper is not good enough. It has to be better first. And then if it's faster and cheaper,
that's great. But if it isjust faster and cheaper without being better, it's going to be bad for everybody. So | think right now, what we're
seeing isthat those tools are iterating, we're iterating them alongside of filmmakers who are excited to work with the technology and
figureit out.

And it's basically -- we think about it much more akin to the advancesin VFX and al those kind of things that have happened,

the moviemaking is filled with technology. Y ou'll probably see Avatar over Christmas, that's doing things that people couldn't

have even dreamt about a couple of years ago and incorporating new technology into the creative storytelling process that we are
enormously supportive of. And | don't think it works asjust as a cost-cutting tool. | think you'll alienate audiences, and it will be bad
for everybody.

John Christopher Hodulik
UBS Investment Bank, Research Division

Al, inyour view, make short-form platforms more powerful and create more competition for Netflix in terms of engagement.

Theodore A. Sarandos
Co-CEO, President & Director

L ook, there's a case to be made that's the opposite is that more and more content that's coming out that people are less and less
attached to and more -- less passionate about it. The content creation starts with a great story. Starts with great writing, all those kind
of things that happen. That have to happen before audiences connect.

We have alot of things that you put in al those efforts and people just go to the next one. And that's failure. But | would say what's
happening now is that's built for people to go to the next one. And so | don't know that necessarily that strengthens them for the long
haul. It'sinteresting. It's fine that they probably addsto alevel of freshnessto it. But | don't know that it improvesin my earlier point
better, faster and cheaper.

Gregory K. Peters
Co-CEOQ, President & Director

Ultimately, we believe that telling stories incredibly well consistently is a very scarce commodity out there. And we believe we've got
the business model, the best business model for those creators. And so ultimately, we feel like they'll find their home at Netflix.

Theodore A. Sarandos
Co-CEOQ, President & Director

You'd have to fundamentally believe that there are -- al of us have agreat story in us. | don't think we do.

John Christopher Hodulik
UBS Investment Bank, Research Division

Sorry.

Gregory K. Peters
Co-CEOQ, President & Director

There's some evidence to support that. p

Theodore A. Sarandos
Co-CEO, President & Director

There'sareal skill there in being able to be a great writer and a great storyteller and...

John Christopher Hodulik
UBS Investment Bank, Research Division

Do you think you guys think Al enhances the value of 1P and the library mean over time, doesit help you tell the stories better...
Theodore A. Sarandos
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Co-CEOQ, President & Director

Y ou also have to be careful not to trash it with it. That'swhat | was getting at. | think it's really important that you apply it in away
that it helps consumers that help sands -- it feeds fandom versus running the risk of destroying it.

Gregory K. Peters
Co-CEOQ, President & Director

| think that's right. But if you do think that there's this commaodity layer of content sea, ocean, universe out there, then what sets you
apart, what differentiates you from that? | think 1P can do some of that work.

John Christopher Hodulik
UBS Investment Bank, Research Division

Maybe quickly on video games. Are the video game efforts scaling as you expected? Are they contributing to engagement and maybe
subscriber growth through churn or just lay that out for us...

Gregory K. Peters
Co-CEOQ, President & Director

Y es. We've been doing alot of work over the last couple of years. A lot of it has been, I'd say, in 2 categories, building, plumbing,
if you will, building the infrastructure to create development environments for people to author games and bring those games to the
service. And alot of work has actually been also understanding the strategy and sort of seeing, as we always say, you never know
what you've got until you get out there with consumers and you figureit out. .

So we've learned alot from that. Now we're at the point where we're really unlocking sort of the value of the strategic refinements
that we've made which have been super exciting. Y ou see a couple of different categories that we're really going after and we feel are
consistent with what we -- the value we can deliver to members, which is differential, which is taken immersive narrative games that
are based on I P that we have. So you can imagine fans Of Squid Games, going super deeper into that universe. It was actually fun
because we did afun game around golf, but not like I'd say an incredible master piece of the game around golf and then with Happy
Gilmore, you see al these people that are playing it. So you see that need there. Kids is another space. We think we can give avery
safe space for kids, no in-app payments, no ads and just give them a place to play there. also taking story game IP and just finding
another distribution range for that. We did it with Grand Theft Auto. We just released Red Dead Redemption, which asyou can seeis
topping the game charts on mobile. So that's another great example. That's there.

And the fourth 1 iswhen we think about is social games. Thisis like family game nights, reinvented or maybe even the extension of
what used to be the game show, right? And we released a bunch of games onthe TV that is designed for folksto sit around the TV
with our phones controller in play, | think Boggle, Pictionary, LEGO. And we're seeing really big take-up in that -- and then we've got
anew game, [indiscernible] game coming, Best Guess, which is super exciting, which getsinto alittle bit that game show space. And
how do we bring interactivity into the linear world to because we see this really world as blending. And so now we're definitely seeing
those numbers come up in terms of ...

Theodore A. Sarandos
Co-CEO, President & Director

Across games and live and all the other new skill setsthat we're building on...

Gregory K. Peters
Co-CEO, President & Director

Just thinking about all these things working together.

John Christopher Hodulik
UBS Investment Bank, Research Division

Did you have a chance to play with any of the games at home that's over the on and did play any of the party games yet

Gregory K. Peters
Co-CEOQ, President & Director

[indiscernible] , al right.
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John Christopher Hodulik
UBS Investment Bank, Research Division

You'll have fun and does the Warner Bros. assets enhance the -- or accel erate the success on the gaming side?

Gregory K. Peters
Co-CEO, President & Director

Y es. And maybe worth going back again to sort of how we thought about the deal and building our evaluation model, while they
definitely have been doing some great work in the game space, we actually didn't attribute any value that from the get-go because
they're relatively minor compared to the grand scheme of things. Now we are super excited because some of those properties that
they've built, [indiscernible] is agreat example of that. have been done quite well, and we think that we can incorporate that into what
we're offering. They've got great studios and great folks working there. So we think that there's definitely an opportunity there. But
just to be clear, we haven't built that into our deal model.

Theodore A. Sarandos
Co-CEO, President & Director

Got it. And by the way, I'll just -- P enhancements that will come from gaming would apply to all those.

Gregory K. Peters
Co-CEO, President & Director

Yes.

John Christopher Hodulik
UBS Investment Bank, Research Division

Okay. Maybe 1 last question on -- on a stand-alone basis. How should we think about sort of stand-alone Netflix sort of content
spending over the next several years. Again, on a stand-alone basis probably won't come into play but your visibility in terms of
margin expansion that you have right now?

Gregory K. Peters
Co-CEOQ, President & Director

Yes. So just the core engine of our business has been deliver more value, more entertainment value to our customers. And then we
have got a business model which we fedl is very effective for getting paid for that in terms of revenue and ultimately growing profit.
So if you go back to the view hours, 8% in the United States. We're under 10% in every country that we serve. We believe there's
ampl e opportunity to essentially continue to grow that value that we are delivering and grow the business as aresult. We're at $18
billion '26 content spend. We anticipate we have opportunity to grow that for -- in the future, $30 billion combined entities. We have
the ability to grow that aswell. And we have a model where that sort of content expense, we grow revenue higher than the content
expense that will [indiscernible] to expand margin then we believe we're going to continue to do that going forward, and we're excited
about that opportunity.

Theodore A. Sarandos
Co-CEOQ, President & Director

That's just the thing to reiterate, which is that we have been growing content spend and expanding margin as a stand-alone and we've
modeled to do that in the future as well.

Gregory K. Peters
Co-CEOQ, President & Director

Y es, under any condition.

John Christopher Hodulik
UBS Investment Bank, Research Division

Okay. That's great. Any wrap-up comments?

Theodore A. Sarandos
Co-CEOQ, President & Director
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If you wrapping up, | just would like to say something obviously to the folks in this room and the folks on the stream, many of whom
have been owners of Netflix or the long haul while we've navigated some really complicated things is that we are going into a deal
that we are really excited about. We think this deal with Warner Bros. is good for our shareholders. We think it's good for consumers.
We think it's good for creators. We think it's great for the entertainment industry as a whole because we're creating and protecting jobs
in production and we're going to continue to grow the business and which we're really excited about. And we just wanted to say to

all of you that we've appreciated you sticking with us through these things. And thisis, in many ways, not as complicated as many of
the things we've aready done. So we |ook forward to the next phase of this and getting this deal approved and moving forward. We're
very excited

Gregory K. Peters
Co-CEOQ, President & Director

And we're looking forward to delivering all the value that we seein that deal for everyone

John Christopher Hodulik
UBS Investment Bank, Research Division

Fantastic. Greg, Ted, thanks for being.

Theodore A. Sarandos
Co-CEOQ, President & Director
Thank you.
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