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Presentation

Unknown Analyst

| think we're all going to try to get settled here. | know we're making the transition around lunchtime. It's my pleasure to host Greg
Peters, Co-CEO of Netflix. Asareminder, Netflix may be making forward-looking statements, and actual results may vary.

Greg Peters was named Co-CEO of Netflix in January 2023. Previoudly, he served as Chief Operating Officer and Chief Product
Officer. And before that, Greg was International Development Officer for Netflix. Greg, thisis your second timein the conference.
Thank you for coming back.

Gregory K. Peters
Co-CEO, President & Director

My pleasure. Grest to be here.
Unknown Analyst

Greg, great to talk to you. | do want to start with your title. It's been 2.5 years, Co-CEO, you and Ted. Talk about how that relationship
has continued to evolve and how you guys think about the priorities that each of you have in running the business on a day-to-day
basis.

Gregory K. Peters
Co-CEOQ, President & Director

Sure. Well, it's probably worth noting that this position and how | got here is the result of 10-plus years of succession planning by
Reed really. And so it didn't happen overnight. And it's been -- he was building it along time coming and redlly, | think, atremendous
credit to hislong-term strategic view and also discipline as afounder to take this step and say, | want to make sure that it's happening
in away that will set the company up for success.

So in terms of priorities, we think about it as a shared set of priorities. We don't think about it as a split set of priorities. If you think
about where | think the priority of the company is where Ted would think the priority is the company.

First and foremost, priority one is we have to take what we call the core business, which is the film and series subscription business
essentially and make that continually better. And really, that comes down to 3 things. It's better content, so more diversity, more
quality of film and series that we're presenting, a better product experience, which we really think is aforce multiplier to that content
if we do a better job with the product experience. That means more -- we're delivering more value for every dollar that we're investing
to members. That's a high leverage point for us as well. And then ultimately, we need to close the loop on all that, which we call the
commerce component of this, which is essentially how do we effectively bring that back in terms of revenue to the business through
more subscription, pricing, now an ads business as well. And so those are key components.

And maybeif | can -- if | just go on that for a second on the content side, making that better. It's been a great couple of weeks, right?
We've had some record-setting moments. We had Happy Gilmore 2, which came out. That was the opening weekend record in the
U.S. for Nielsen, 2.9 billion minutes viewed there. That was exciting.

And then KPop Demon Hunters, which has just become an absol ute sensation, record-breaking as well. For us, it's the biggest film
we've ever had, 266 million global viewsin thefirst 11 weeks, but a cultural phenomenon way beyond even usin terms of KPop
merchandise or sales are up 80%. The National Museum in Korea has seen record-setting visitors. Even the noodle maker, spicy
noodle maker has seen their shares go skyrocket because of this. So that's been incredible to see aswell.
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Question and Answer

Unknown Analyst

WEell, it speaksto -- | know you guys have referenced it alot of times over the years, the halo effect around the platform in general. It's
not just about distributing content, whether you think about the lift that comes from commerce or influence, there's a second and third
derivative effect around alot of thisvery successful content.

Gregory K. Peters
Co-CEO, President & Director

Yes, we call it the Netflix Effect and when it works, it really -- it'sincredible, the power to seeit.
Unknown Analyst

When you think about that core proposition around user engagement and tying it back to incremental investmentsin content, why
don't you level set what you guys are seeing in the business about striking the right balance between investing in content and driving
engagement and making sure you've got sort of the pockets of alignment you want for the medium to long term?

Gregory K. Peters
Co-CEQ, President & Director

Yes. And to be clear, the direction of travel isvery obvious. And every time we've run analyses or run experiments around, the answer
is unequivocal, which is our members want more entertainment for us. They want an increasing variety of entertainment, more shows,
more titles. So we're committed to going to do that.

When it comes to engagement, we've seen absol ute engagement over the first half of the year grow, which was exciting because we
knew we had a particularly back-weighted slate. So we anticipate that we'll see essentially engagement in the second half grow even
more as we see afaster rate of growth.

And there's some good initial data points to that effect. In July in the United States, let's hit the Nielsen numbers, for example, we saw
about a 40-basis point increase in engagement there. That got us to a new higher watermark we haven't seen before. So that's pretty
exciting.

But it is not just the U.S., we seeit in other territories around the world. U.K. is another good example. Barb is the ratings agency
there. And we saw a 140-basis point increase on Barb as well. So same period.

Unknown Analyst

Got it. Okay. So understood on the engagement side. Y ou're about 4 months into the rollout of the user interface. So sort of building
on thisidea of engagement, changing the experience that your users have globally? What have been some of the key learnings as
you've rolled out this new user interface? What were some of the strategic priorities that drove making the decision in the first place?

Gregory K. Peters
Co-CEOQ, President & Director

Yes. And thisisthat sort of second category of what -- how do we basically make our core business offering better. And so the way |
think about thisisif we can make the user experience 10% more effective in connecting our members with titles that they're going to
love. It's essentially like we spent 10% more money on the content investment side. So it really gives us a huge leverage point there.

So we are excited to get to the point where we rolled out this new user experience to about 80% of our TV or TV connected devices.
So it's gotten good reach at this point in time, which isfun to get to. And when you're putting a new user interface against a user
interface that's been in the wild for 10-plus years and has had some constant evolution, it's very hard for that new experience to
compete effectively. And we saw alittle bit of this when we were testing it.

But actually, upon rollout, we've seen even better performance than we've seen in the testing period, which is great evidenceto
indicate that we've got the right structure to take us forward. And you talked about what were the goal's, were the KPI's, how do we
think about this? A lot of thisjust sitsin the space where we built the Ul that we had before, 10 years ago, essentially with the design
was created.
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And the businessisjust in atotally different space today than that point in time. And so we're asking that Ul to do way more than

we were back then. Part of thisisjust think about live, which is an exciting new areafor us. Netflix was on demand. Y ou showed up
whenever you wanted to and you could watch whatever you want. That was great. It's still great. We love that. But now when we have
Canelo Vs. Crawford, which we havein a couple of days, we have to communicate to our members, if you want to be part of thisjoint
collective experience, which has got tremendous value to be part of that, you got to show up at 8 p.m. and watch it all together. And
so we need the Ul that was capable of doing that. So that's just having that flexibility to accommodate new content types has been an
important initiative for us.

Maybe even more important, though, is an architecture that allows us to take advantage of new technologies and partly one of these
examples of thisis having a Ul that dynamically responds to the job that you needed to do in the moment. And when we show -- when
our members show up to Netflix, if it's Sunday afternoon, you've got the whole family around the TV, you need a certain reaction
from us, a certain kind of experience from us.

If it's Thursday night, and you come home after work or after dinner and you just want to binge the latest episode of the series you're
watching, that's a very different need state that you've got. And so partly, what we're trying to go do is make sure that we can, through
avariety of explicit signals, you're telling us what you need at this moment. And implicit signals, how you are using the Ul essentially
dynamically respond to that and provide exactly the experience that you need.

So that's an exciting avenue of travel. And | would say, to getting to this point, the real important part is having 10 years' worth of
iterative devel opment opportunity and the potential for unlocking that value.

Unknown Analyst

And maybeif | could just follow up there because it seems like that's such an interesting dynamic. Y ou have such awide array of
content, you have such awide array of users, and you're constantly sort of solving for discoverability when intent is expressed, for
lack of a better term.

So how should we think about the new Ul maybe longer term, marrying better discoverability and actually being an incremental driver
of engagement if you can marry that even better than it is today.

Gregory K. Peters
Co-CEO, President & Director

Yes. And it'sinteresting when you say intent is expressed because part of, | think, what we can do differentially, maybe uniquely is
to actually unlock intent when it's not understood by the user initially, right? And | think Squid Game is a good example that you
and | were talking about it beforehand, if you had given the log line to Squid Game to all of our members around the world and said,
thisisthe kind of show thisis, how many of them said oh, yes, | definitely want to watch that. Not as many as we actually ended up
watching that.

And that's where this -- | think the Ul can really do some work because it can find what are areas of interest on a member-by-member
basis, then present the right information, the right visual assets, the right video assetsin away that's unique and specific to that
individual user to create that connection and have them watch it. So we do more discovery when thereisn't an explicit intent than we
do when thereis.

And so we actually think of like that explicit intent as arelatively subordinate use case to solve. So back to your point, what we saw
through the 10 years of the last Ul and what | very much expect that we will seein the 10 years of this next Ul, we can measure on a
sort of content catalog normalized basis, increased engagement because of the work we do in the Ul. And again, when we do that, that
means that the now growing to $18 hillion of content investment we have, every single one of those dollars is worth more to the users.

And | think of these sort of 3 dimensions of compounding leverage essentially, right? So if we can invest more in content, that means
more value delivered to users. If we have a better product experience, that means every incremental dollar that we invest is actually
worth more in addition to the existing dollars that we're investing. And if we can do it at a broader scale, that means we're actually
building that over a broader base, and those things all compound together.

Unknown Analyst

Okay. Super interesting. The other side of this is the company has been on ajourney over the last couple of years with respect to the
pricing narrative around the product, the tiering narrative around the product and the way it's brought to market.
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Talk alittle bit about some of the key learnings as the evolution of this has moved forward over the years of trying to align value
given to the consumer with striking the right price to extract from an economic standpoint and how tiering also plays arolein sort of
incenting some levels of growth aswell.

Gregory K. Peters
Co-CEOQ, President & Director

Y es. Maybe start with a couple of key principles that we think about. One is you've got to earn it, right? And so thefirst job that we
got to do iswe have to deliver more value to our members. We can't ask them to pay more unless we've done a great job. And we don't
-- you don't have along-term sustainable business with increasing revenue and profit, if you don't do that work.

Consumer choice is another one. All -- not all consumers around the world are created equal. They have different needs from us. We
want to create a set of offerings for them that allow us to present different features and allow consumersto opt in at different price
points.

Low entry point, an accessible plan is super important to us, right? So making sure that around the world, we have -- we think it'sa
pretty incredible entertainment offering available to people at a pretty low price. That's important to making sure that we have the
broadest scale -- consumer scale that we can have, which has other compounding effects back to the KPop Demon Hunter. If you think
about a very niche, premium offering, you couldn't have the KPop effect that you have, right?

So having that low accessibility or the high accessibility lower entry priceis super important to us. And | think if you look at the
United States, $799, the amount of entertainment that you are getting for that price is astonishing in my mind, right? And then at

the end of that whole list, we have to make sure that the pricing and the plan structure we have works for the business, too, because
obviously, the goal isthat we continue to grow revenue, continue to grow profit, and that allows us to invest in that cycle and keep that
whole process going.

So | would say that's how we think about it. The price changes that we've done recently. Y ou've seen us do changes across awide
range of countries across different parts of our plan have all largely gone as we've expected. So that's a pretty good sign that the model
we've got isworking. We don't anticipate changing that model. We'll retain some flexibility on the structure approach.

So | think we'll be keeping -- think about is there more we can put in the top end to make the top end even more attractive to the super
fan. Obviousdly, that's -- we think that's a good direction of travel. But this core anchor of alow price, high accessibility is a pretty
important component of what we're doing.

Unknown Analyst

Y es. How does live play into a broader strategy around tiering and pricing? Because obviously, those are thisis me editorializing,
typically more expensive pieces of content relative, maybe not all pieces of sports content, but some are, and trying to align the value
proposition of the cost with audience generated, how do you think about striking that balance?

Gregory K. Peters
Co-CEOQ, President & Director

Well, we try to do that with all of the content we have, right. So wetry to be really disciplined at saying, what are we investing into
this versus what is it returning to our members and make sure that we're not in a position where those are widely off base.

But stepping back on how we think about live, | would say the evolution of the entertainment landscape that we'rein, | think, is
moving into sort of multimodal bimodal kind of model, where you have areal center of valuein personalized content, speaking to you
specificaly, it's very niche, maybe in some cases, and then the other end of the spectrum isajoint shared experience that many, many
of usare having. And we seek to operate at both really, right?

And so we have awide range of programming, some of which isvery, very targeted and some of which isvery broad. So if you're
going to watch Stranger Things, it's going to be a phenomenon. KPop is going to be a phenomenon. We're going to have a shared
experience.

Live events, we think can play really in that role, right? So if we are all watching the same boxing match, if we're watching The
Roast of Tom Brady, we've got live events. We got afirst live event outside the United States and Japan, which is the World Baseball
Classic, which we just announced. So I'm pretty confident that, that will be a huge moment of shared experience and conversation in
Japan. We think that, that offers areally interesting complement to the entertainment offering that we're delivering.
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And so we want to go do that. But again, we want to do it in adisciplined way, which iswhy | think you've seen us be very targeted
about the kinds of events that we've gone after and how we think about growing that.

Unknown Analyst

Understood. Y ou referenced earlier giving consumers a compelling price point around the advertising tier. Over the last 3 years,
you've been on quite ajourney with the advertising tier in terms of the learnings you've had as a company, how your strategy has
evolved and what you own and operate, how you invest?

Maybe just reflect backwards first before we talk about the going forward, what have been some of the key learnings about growing
and scaling an advertising business that you might have over the next 10 years plus?

Gregory K. Peters
Co-CEO, President & Director

Yes, | very much come from the perspective, when you start something, you don't really know what you're doing. And our jobisto
essentially be okay with that and then to start the learning process and see how quickly we can learn and develop a capability, a high-
quality capability in that space.

And so very much that got to how we thought about starting, which is essentially like what is the fastest way to get this going and
to get something out there and really start learning. And | think it was really effective what we did essentially because there's a
tremendous amount of time where we were figuring out the consumer part of the offering, right?

We were tweaking the features. | don't know if you saw this, but we started with different resolution. We started a different thing.

So we were tweaking the feature set. We were treating the pricing. And we sort of figured out, oh, thisis what we need to do. Thisis
the right mix right here to work for consumers, and that really allowed us to grow scale. -- and we were able to operate because of a
partnership in that period of time.

And then at some point, we realize, okay, now we're ready to take the next step where we really want to own our own destiny with
regard to the technology that we're using to deliver ads. And we built our own ad stack quite quickly. We've now actually launched
that in all of our ads market. So that's exciting to get to that moment. And that really is the foundation from which we can then pivot to
the future and think about what are we building and what do we need to build from here.

Unknown Analyst

Okay. And in terms of the financial implications of advertising, | think one of the most often asked investor questions is sort of at
some point in the future, getting to where there's no dilution from the ad tier relative to the subscription supported tier. How do you
think about that journey and where we are on that journey in terms of -- as a broader goal for the business?

Gregory K. Peters
Co-CEO, President & Director

From my perspective, our goal should be ultimately thinking about the total revenue optimization across the business. And there'sa
variety of pushes and pullsin there. | mean like clearly having alower consumer-facing price as part of the subscription gives you a
huge price elasticity benefit and allows you to build a bigger audience as well.

So right now, to your point, our arm -- composite arm, which is subscription plus the advertising revenue on a per member basis on
the ad side is less than our median non-ads arm. So there's a gap there. But | really see that as an opportunity. That's actually a source
of potential growth, right? Because we're in a position where we know there's a ton that we can go do to improve the ads business,
improve ads performance. We just launched on our own tech stack. We know that there's format innovations.

WEe're providing interactive formats | ater this year. There's aton of other new formats that we plan on going out with -- we know that
there's data targeting personalization benefits that we can drive. We know that those will drive incremental adds performance as well.
we're just actually getting to the point where we're actually getting to reasonable advertiser diversity. There's aton of room that we can
grow on that side.

Part of that is building out our own go-to-market capacity, and we're hiring very rapidly in that space. Part of that is adding demand
sources, external demand sources that allow more advertisers to buy with us more easily. So there's aton that we can do in that
space. And that's not even getting into like the much more sophisticated things that we can do with ML and Al in terms of targeting,
improved targeting there as well as actually using Al and a creative capacity aswell.
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So | look at thisaslike it's almost great to have alittle bit of a gap there because | feel like we can build into that for many yearsto
come.

Unknown Analyst

Understood. Y ou referenced alittle bit Al in the ads offering. But just broadly, | think there's a debate across the media and
entertainment industry about the role Al might play in content creation going forward. There's a pretty heavy debate at this conference
even though we're only about halfway through the first day about the role Al will play internally in organizations around productivity.

How do you guys think about deploying Al as a company when you think about some of the external opportunities and the internal
opportunities?

Gregory K. Peters
Co-CEO, President & Director

Maybe start with -- we've had deployed for nearly 2 decades. | don't know if anybody remembers the Netflix prize, but thiswas a
moment we went out to the academic and broader community and said, hey, can you beat our own recommendation systems with
better ML approaches?

So | would say we're -- we think we're positioned because of that lineage, our tech DNA, huge data sources, well-structured data
sources. Having a consumer product that's at scale, having business processes at scale, we think we should be in a position to be an
incredibly proactive, effective adopter of these new technologies. So we're doing that.

Wewant to do it also in aresponsible way. Now | would say, | think back to like a handful of years ago, everyone told me, you need
an NFT strategy, right? And I'm very glad that | did not go pursue an NFC strategy.

So we want to be very thoughtful about where we apply this, where does the technology relevant levered. Generative is atotally
different thing and NFT generativeis -- it'sthe real deal. It will make a bunch of differences. But we want to make sure that we're
doing it in away which is not performative or reactive, but actually seeing areal business value.

Now we went to the company and said, let's take -- do some more care and figure out where can we leverage this, we came up
with hundreds of use cases, hundreds of use cases. The vast majority of them fit in the category. | think you were getting to sort of
productivity where we're going to go to the market to solve this, right?

So finance and legal and customer support, there's so many different places we can literally go to a provider and say, you've got a
solution, let's integrate that solution into what we're doing. There's a handful of cases where we think that we can invest to create a
differentiated type of tool or process using most -- in almost all cases using essentially building blocks that exist out there.

So we don't want to be afrontier model builder. We don't think that that's the role that we play in the ecosystem. Our job isto take the
people that are spending hundreds of billions of dollars, building frontier models and leverage them, whether it's an open source or in
acommercial licensing basis. Use the data that we have to refine those models, make them more specific to the job that we have done
and then integrate them into existing tooling that we have our consumer products.

Just to give you a sense of like where do we see that -- what are those spaces that we think we can actually do that kind of investment.
The consumer product is one. We mentioned the recommender systems that we use. We actually see using these new more
architectures as away to improve the quality of recommendations we have and maybe even more importantly, to basically provide
high-quality personalization for new content types as we roll that out. We can really quickly do this with these new generative
techniques.

It also means new types of consumer experiences. So we have in beta right now, a conversational discovery experience.

Thisiswhere you can sit down and you can say like, hey , | had ahard day at work. | want something uplifting and funny. We give
you a bunch of different possible recommendations. Y ou say, these look great, but I'm also feeling nostalgic, give me something from
the '80s and then you land on the thing that you actually want to watch. So that's an exciting new thing we can go do.

Content is another area. Y ou mentioned that. We see alot of our creative partners using these tools for pre-vis, pre-visualization. So
imagining how thiswill go before you actually spend the money to do alive shoot. Shot planning and shot composition, pro forma
budgeting, scheduling. We seeiit in visual effects. There'salot of work that we can do in postproduction. And we -- our job, we think,
isnot to tell creators, thisiswhat you have to go do.
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| think our job is to enable creators with a bunch of tools that work well together. So we're investing in centrally building a bigger
palette for them. And just like we had -- seen with animation or VFX, as new technologies come online, creators will figure out how
to leverage them, and we think that, that will result in a better output to the screen. They'll put something on Netflix that will be even
more compelling to viewers.

Now we want to do this responsibly. We actually just released a set of guidelines to using generative Al technology so that we think
about the artistic community, how do we be responsible consumers of this and guide our partners to do things responsibly. While we
are enabling them to make sure that the folks that want to be aggressive about this are aggressive about it.

Maybe one more, I'll just offer on thisis the advertising space, which is super interesting as well. Now there's targeting and
personalization capabilities that we think are going to be unlocked by generative.

But one of the most fascinating areas for me is the ability to do creative generation. And if you think about the acme of the advertising
industry and what CM Os wanted for along timeis to be able to tell a authentic brand-forward story in away that was matched all
their messaging goals, but do so in the creative universe of the title that they're basically putting that spot against.

It was incredibly hard. It has been incredibly hard to go do that because you have to line so many things up. The creative process can
take along time. You don't have fast iteration cycles. And so it was very rare that you could actually pull that off.

But we think with generative techniques, we can actually decrease the bar to go do that successively. And you can imagine a universe
where the brand brings essentially alot of guidelines, rules, information, assets, messaging examples.

We bring that into the show universe and all of that. And essentially, kick out potentially 20 creative spots or treatments of it, and the
CMO says, ah, this one really works for me and then we can work on refining that process. So we anticipate that, that will happen alot
more because of these technologies.

Unknown Analyst

Interesting on the advertising front. Y es. Just building on that, there's obviously new mediaformats that are always up and coming and
continue to evolve. The creator economy is one of them, the creator economy is one that typically islatching on to alot of some of
these Al creation tools to speed time to market. How do you think about embracing new media formats and sort of factoring themin
and folding them into your broader content strategy as a platform?

Gregory K. Peters
Co-CEO, President & Director

We want to be clear about what part of the entertainment ecosystem we're serving because | think that, that's important to be
disciplined about that. | think we want to open up the aperture on that from time to time, and there's things like video podcasts, which
we sort of see as the evolution of the talk show that we want to embrace. But we want to make sure that we're doing the jobs that we
think we can win at.

But when you get to creator economy, one of the opportunities we think there is to work with awhole new set of creators. So we work
with creators that came from traditional methods like film school, that came through broadcast or maybe theater.

But now we've got creators that are emerging from Y ouTube or TikTok and places like that. And we're starting to do essentially work
with those creators when they want to tell a story, which we think meets that target of what kind of storytelling we are delivering to
consumers but they want to do it at a scale, at aquality level that isn't necessarily supported by the platforms that they've grown up on.
So Ms. Rachel, The Sidemen in U.K., Mark Rober, al good examples of this.

We have a business model that allows us to invest forward and allow those creators to basically tell their stories at a higher quality
level than they might be able to do on other platforms. And we really want to unlock that where it fits for what kind of entertainment
we're delivering.

Unknown Analyst

Okay. Building on sort of new formats for you or relatively newer formats, you talked earlier about your approach to live. Talk tousa
little bit about where you look for opportunitiesin the live content space. How wide an array of geographic approaches do you take to
this or format approaches do you taketo it? | think the knee-jerk isto fall back to the more traditional North America-based sports, but
there's amuch bigger world out there of live entertainment.

Gregory K. Peters
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Co-CEOQ, President & Director

There's definitely a bigger world. First and foremost, we think about this as like back to that creating the shared moment where we're
all watching the same thing, we have a conversation. | think that's the job that live is doing and that's what we should focus on.

Now sports has been super effective historically for doing that, so we want to embrace the kind of sports events that where we can do
and we think we can do on economic terms that work for the business. But we also want to think more broadly than that.

And so there's opportunities to do that across whether it's music, whether it's award shows, there's comedy, things like The Roast of
Tom Brady is a pretty good example. Even when we did the 2 NFL games, we added Beyoncé into the mix as an extramusical factor.

So there's alot that we're going to figure out and a lot we're going to try quite frankly, to see how broad a set of formats we can go
deliver in that space. But it's ultimately with that goal, which is how do we create this conversational moment, but also do it on an
economic model that works for the business.

Unknown Analyst

Okay. Last one on sort of newer-ish formats. Y ou made a big push into gaming over the last couple of years. Thisis anew initiative
of yoursin the last couple of years. Can you hit refresh on where the gaming strategy sits today and how you think about what gaming
does for the platform of users against maybe some of the investments that are needed against it?

Gregory K. Peters
Co-CEQ, President & Director

Y es. So maybe just start with the opportunity size. We think games is a big consumer entertainment market, $140 billion outside of
China, outside of advertising. So really just in the space that we operate.

What we've seen from our track record so far is that when we have the right game, I'll give you 2 examples, Grand Theft Auto is one,
Squid Game: Unleashed, which we launched with Squid Game, the narrative title. Those really work our members. And what we see
in terms of how it deliversthe businessiis pretty much what you'd expect, which is increased engagement and increased retention. So
that's the core things that we're seeking to drive.

Now what we're doing is basically just trying to refine our strategy to make sure that we are delivering more of those games that
actually matter. And we're really looking at 4 verticals to go do that. One is narrative games that sit within the IP universes that we're
launching back to Squid Game and Squid Game: Unleashed. We think that, that's a really good model. I'll give you just one fun
example on this. When we did Happy Gilmore 2, we launched the Happy Gilmore: Golf game from 1998, and it did remarkably well.
So this was very opportunistic, but it just shows like when you're in Happy Gilmore world, you want more. And thisis the way games
isaway to go deliver more of that. So that's one place we want to go to that.

Kidsis another space we want to do this, where we can give an ads-free in-app purchase free experience for kids games as part of the
subscription model that works quite well. We want to give families the opportunity to have essentially the evolution of family game
night or the evolution of the game show on TV, brought to you in an interactive place where you cannot just watch but play.

We think that's really relevant and delivering that on TV is an important model to do it. And you'll see us do more game distribution
where you take a known gametitle like Grand Theft Auto and release it to the world because we found the dose to be quite efficient as
well.

Unknown Analyst

Super clear. Okay. | know we only have afew minutes left. Maybe try to bring it together with one bigger topic I'll ask you about.
When you think about the evolving media landscape and you think about over the next 3 to 5 years, talk to me alittle bit about the
working assumption about how the media landscape might continue to evolve in the next 3 to 5 years. And how you guys as ateam
are sort of aligning your investments and your strategy to capitalize that at Netflix?

Gregory K. Peters
Co-CEO, President & Director

Well, | think we've gotten to the point where everyone now acknowledges that linear is on a declining path and that streaming is the
way to go. So it's fun to get there because we, of course, have predicted this for along time and sometimes you were like, why isn't
everyone else not embracing thisreality, but | think we're at this point now.
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And that's great because | think we see competitors starting to rationalize against that reality. They're thinking about profitability on
the streaming side. That means over-subsidized content investment to low consumer pricing, those things are changing. And | think
that, that creates a better competitive environment for us as well.

But if | think about where do we go from here, 1'd say the easiest thing that you can go do is sort of go into that cream skimming
mode where our traditional media competitors certainly got out there and they said, let's just grab as many subscribers aswe canin
the United States. Let's think about where there's low-hanging fruit in terms of folks around the world who want English language
content, the kind of content that they have invested in. And that's the easiest thing to go do.

And then you have to go do the redlly, really hard work, which we have been working on for more than a decade, which is figure out
how do you work with local creators be included in the creative community in 50-plus countries around the world and tell stories that
really work for those local audiences, some of which will become big globally, but you really have to start with the local audience.
How do you understand go-to-market in all those different markets around the world? How do you think about pricing? How do you
think about -- how do you even take payments in so many countries around the world? How do you think about partnerships that
expose your service to cohorts of folks that don't even know what streaming is? And we've done that in Japan in many cases as an
example or Indiain many cases as an example where we had to really work with local partnersto go do that. And I'm excited to bein
the position that we've been in this process for along time.

Many of our competitors are just starting that journey, and our job is obviously to use this moment. We've got a pretty good
foundation. We're at scale. We've got a profitable business. We want to keep investing and keep that process of growing and learning

going.
Unknown Analyst
Okay. Well, | think we're going to leave it there. Please join mein thanking Netflix for being part of the conference.

Gregory K. Peters
Co-CEO, President & Director
Thank you.
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