
 

 

 

 

 

 

 

 

 

 

 

 



 
 

Presentation 

 
Moderator: Thank you very much for coming. Plaid, Inc. will now present the financial 
results for the fourth quarter of the fiscal year ended September 30, 2025. Today’s 
discussion includes forward-looking statements. Please read this note carefully. There 
will be a Q&A session after the presentation. We also have a Q&A form available, so you 
may text us your questions at any time. 

Executive Officer, VP of Finance Takahashi will give a presentation today. 

We will now begin. Takahashi, please begin. 

Takahashi: I will let Kurahashi make an opening statement first. 

Kurahashi: I am Kurahashi, the CEO of Plaid. Thank you for participating in the 
presentation of the full-year financial results for the fiscal year ended September 30, 
2025. 

This financial results meeting is by far the most topical meeting of the year. It is not 
surprising that we have grown so much in terms of current growth so far. We hope you 
will enjoy this meeting, which will include a great deal of information about where we 
are going to go from here. I myself am very excited to be able to present, so I will get 
right down to business. 

Now, I would like to start with Takahashi. Thank you. 

Takahashi: I would like to begin by explaining our full-year and fourth quarter results for 
the fiscal year ended September 30, 2025. 
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First, let us look at the full-year results. 

 

Consolidated net sales grew 21.9% YoY to JPY13,396 million. Subscription revenues grew 
22% compared with the same period of the previous fiscal year, generally in line with our 
expectations. In terms of revenue from services and consulting, PLAID ALPHA 
performed well throughout the fiscal year, while the consulting business, which involves 
many short-term projects, fell slightly short of expectations. As a result, overall sales fell 
slightly short of the plan at the beginning of the period, but the business environment 
surrounding KARTE and the performance of KARTE and PLAID ALPHA themselves 
continue to be favorable, and we consider them to be doing extremely well. We intend 
to improve the accuracy of our future projections for the consulting business well into 
2026 and beyond this fiscal year. 

Adjusted operating income grew 218.1% to JPY1,632 million, driven by Plaid alone. We see 
the improvement in productivity as positive, as the profit margin is also improving 
significantly while sales are steadily growing. 
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This slide is from the viewpoint of productivity, and we have achieved the long-term 
financial model in the KARTE area on a fiscal year basis in the fiscal year ended 
September 30, 2025. This long-term financial model was set as a long-term operating 
margin target at the time of our IPO in December 2020. At that time, we expected to 
achieve the target by 2027 to 2028, but we have achieved it two or three terms earlier 
than that. 

 

There have been various changes between then and now, such as the depreciation of 
the yen and the start of professional services, but I think the biggest change has been AI. 
As I will explain later in the growth strategy section, I believe that we can achieve a 
higher operating margin on a consolidated basis through further sales growth and 
productivity improvement using AI as a hook, and we will achieve future in profitability 
while making appropriate growth investments. 

These are the fourth quarter results. Some of the contents may overlap with those of the 
full year, so we will focus on the main points. 
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Consolidation. 

 

First, the top line. ARR grew 20.6% to JPY12,165 million from the same period last year 
and is generally on track. Net sales of services, consulting, and other revenues were 
JPY607 million, increasing both YoY and QoQ. 

Gross profit margins remained stable in both the consolidated and KARTE areas. 
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This is SG&A expenses.  

 

Consolidated SG&A expenses increased QoQ due to successful recruitment throughout 
the Group as well as the cost of our sponsored marketing events held offline. As for 
personnel expenses, there were no bonuses or other one-time costs incurred in the 
fourth quarter, so JPY1,245 million is the launch pad for personnel expenses for the fiscal 
year ending September 30, 2026. 
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The number of consolidated employees at the end of Q4 was 531, an increase of 29 from 
the previous quarter due to a significant increase in the Group as a whole. With steady 
progress in hiring, sales per employee are increasing steadily. 

 

As for adjusted operating income, it landed at JPY242 million in Q4.  

Adjusted operating income for the entire full year grew 218.1% from the same period last 
year to JPY1,632 million, a significant improvement in profitability. 
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This is the consolidated balance sheet. 

 

Cash equivalents have increased due to a total of JPY4 billion in bank borrowings 
executed from the end of September through October 2025. In addition, as announced 
today, CloudFit, which provides cloud utilization and DX consulting services, will be 
made a consolidated subsidiary through a share transfer for cash consideration. I would 
refer you to the timely disclosure for details. As a growing company with actual annual 
sales of JPY500 million and operating income of over JPY100 million, this M&A will 
basically contribute to consolidated sales and profit growth, and we will continue to 
make effective use of our balance sheet to enhance corporate value. 
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These are the results by entity.  

 

Since some of the contents overlap with those of the consolidated report, we will only 
explain the contents related to KPI. 

Plaid’s non-consolidated sales grew steadily by 21.9% compared with the same period of 
the previous year. ARR grew 15.1% YoY. 
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Here is a breakdown of the ARR.  

 

Of the 15.1% ARR growth, 10% came from new customer acquisitions and 5.1% from 
increased business with existing customers, for a Q4 NRR of 105.1%. As I have said before, 
we need to raise the level of NRR even higher, and I believe it is definitely feasible, so we 
will focus on enhancing our business structure and improving operations to improve 
NRR and accelerate ARR growth rate. 
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Here is a breakdown of the number of customers and ARPC.  

 

The number of customers with ARR of JPY10 million or more increased by 27 companies 
YoY to 237. ARPC increased JPY196 thousand from the same period last year to JPY3.042 
million, and transactions with enterprise companies continue to expand. 
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This is a breakdown of the number of client companies with ARR less than JPY10 million. 

 

In Q2 and Q3, the number of clients with ARR less than JPY10 million declined due to the 
enterprise shift, but this has turned positive in Q4.  
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Here is the number of employees. 

 

The number of Plaid’s non-consolidated employees at the end of Q4 was 396, an 
increase of 20 from the previous quarter. Recruitment for all positions is progressing at 
full strength.  
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The Adjusted Operating Profit for Q4 also showed a substantial increase YoY.  

 

Furthermore, the Adjusted Operating Profit Margin has been stable, trending around 
the 20% level. 
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Lastly, we have the performance of our group companies. 

 

Subscription sales were driven largely by RightTouch Inc. and Agito, Inc. As for adjusted 
operating income, since each group company, especially RightTouch, is showing high 
growth and is still in the upfront investment phase, we expect adjusted operating 
income for the next fiscal year to remain at the same level for the Group as a whole. 

These are the results for the fourth quarter, and now Kurahashi will move on to the 
growth strategy part. Kurahashi, please begin. 
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Kurahashi: From here, we will proceed to talk about growth strategies. 

There are two main categories. I will review our strategy so far, and another point I would 
like to discuss is our strategy for the future. 

This is a very important time to mention this mission of Plaid in this sharing of our 
growth strategy. 

Since our founding, we have been committed to our mission of "maximize the value of 
people with the power of data".  

 

In the past, so-called IT investment and the utilization of technology have been heavily 
weighted toward the defensive side of the market. We are aggressively investing in IT, 
and the companies are making a difference and drawing on the creativity of people as 
the source of that difference. We would like to invest technology and data directly in this 
area. This is the language based on those thoughts. 

The big wave of AI is now coming to all industries. The trend we are seeing there is to 
protect or structure as I just mentioned. We are looking at this part of the market, where 
the impact of AI is quite large in the early stages. In other words, the risk of replacement 
may be high. 

On the other hand, I wonder where the opportunity lies, and how we can bring out the 
"value of people," which has been our mission since our founding. We will find out what 
the value of human intervention is, the reason for being a person, and so on. We believe 
this will become a very important art form. 
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The next slide shows basically our largest strategic policy. 

 

The Plaid Group’s strategy is centered on data. The Customer Data Centric Flywheel is 
listed in the center. In other words, data will be generated, collected, and integrated. So, 
we are going to build a customer data infrastructure. This collected and integrated data 
will provide the ability to understand customers, markets, and other such things. As a 
result, we believe that this will lead to the quality of the hypothesis for the company or 
business. As the quality of the hypotheses improves, the results will naturally improve. 
The results are so good that they are creating new scopes of introduction or attracting 
new companies to the data environment. 

In other words, we believe that a large platform will be formed around this data, and I 
would like to reiterate that the most important strategic policy for us is to turn this 
Flywheel around. 

We believe that this data will be directly related to maximizing the value of people and 
drawing out their creativity, as we have just explained in our mission statement. 
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Next slide. This describes the product as the starting point, this model. 

 

The data needed for companies now is in a very dispersed situation. As can be easily 
seen in the consumer environment, the points of contact between companies and 
consumers have become very multifaceted and dispersed. After capturing the 
environment of such dispersed data, each user is once again bundled as data. Then, 
from that data, we will also return the value of the data to customer contacts and 
corporate activities that are, in a sense, dispersed. The idea is to integrate these 
dispersed things and then improve overall performance in a distributed environment. 
Based on this philosophy, we have developed and provided various products and 
environments. 

As the range of products offered expands, it becomes increasingly difficult for 
companies to use them on their own. We have been developing the design of 
infrastructure centered on this utilization and data, including human resources support. 
We are committed to supporting data-centered corporate activities as a whole. 
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The result of this activity is the hybrid development of this product and service. As shown 
in the next slide, KARTE has grown to become one of the largest platforms for first-party 
customer data analysis in Japan. 
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In the process of reaching this scale, I would like to share with you again the two major 
challenges common to the world as we promote our business. 

 

This is partly because data is dispersed, but there is also the aspect that more and more 
things are being converted into data due to the acceleration of digitization. In other 
words, understanding customers and markets from data is becoming increasingly 
difficult. The dispersion of customer contact points and data generation points also 
means that the operational cost of creating actions that utilize data is increasing 
explosively. Whether they be customer service actions or advertisements or when you 
are trying to create actions and generate results, for example, writing code, creating 
images, and optimizing them for various contact points. So, to put it simply, data analysis 
and the creation of actions are areas where the corporate burden has conversely 
increased even as digitization continues to progress. 

 

19 



 
 

Then, as you can see on the next slide, the big wave of AI has finally arrived. 

 

Until now, I think it could be said that the speed of human literacy and the speed of 
human and organizational learning have not been able to keep up with market changes. 
I believe that in the age to come, we will be able to skip these things and move on to an 
era in which we can once again focus on what humans are good at, which is 
understanding people and thinking about value. We would like to talk about our 
business strategy based on such a major trend. 
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I would like to reiterate our strategy from here. I will discuss three main areas. 

One is the basic strategy for the future. This is part of how the basic strategy that has 
been continued up to this point will be further sublimated. One that assumes 
continuous growth, relatively speaking. And this data base that we are talking about 
today, the expansion into new business domains that take advantage of this data base. 
Third, I would like to talk about data and AI, and how the combination of data and AI can 
lead to overall innovation in corporate activities. 
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First, I would like to talk about our basic strategy, which is to strengthen existing 
businesses. 

 

To date, since the first product launch of KARTE in 2015, our approach has been "Single 
Data, Multi-Product" this means that a variety of products will be deployed for a variety 
of customer settings. On the other hand, customer data will be managed centrally as 
single data. We have been providing these structures to companies. 

Each has its own important function, and the performance of each product has 
definitely been demonstrated. Two points I just mentioned as common challenges in 
the world as we have continued our business. In other words, while there were 
difficulties in using these, as well as the products themselves, there were also difficulties 
in connecting them and handling them in a consistent manner. The reality is that the 
environment is connected, but the utilization of the system is fragmented. 

As I recently announced, we are updating our core business and main product, KARTE, 
to be AI-native, as expressed in the next slide. The fiscal year ended September 30, 2025 
is the year in which we began to promote these efforts in earnest. 
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Our original concept was to maximize the value of people and bring out their creativity. 
Here, it does not change at all. However, we will develop an approach to this, not only 
from the perspective of conventional SaaS products, but also including AI, to draw out 
the potential of the person more powerfully. 

 

KARTE AI. Three major products or initiatives are listed. 
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First, on the left side, it is marked KARTE Insight. When it comes to data analysis and 
extracting some kind of customer or market insight from the data, it will be possible to 
do so in natural language. We have changed the structure to one that does not require 
user literacy. 

And in the middle, KARTE Action. I’d like to talk about action, but various actions are 
available. We have a general term for that experience, as expressed at the customer 
contact point. The creation of these measures, as well as the extraction of insights, has 
evolved to be accomplished with natural language or a more intuitive user interface. 

And on the far right, it says Remote MCP. To put it very simply, it is like making these 
functionalities operable by accessing and linking them from the basic business 
environment of each company or corporation, without relying on the KARTE 
management screen. This will make it possible to utilize the functionality of KARTE and 
the customer data stored in KARTE, which is very important for corporate activities, more 
widely from a standard corporate environment. 

Next, I would like to mention professional services, which have expanded rapidly. 

 

At first, we actually started out limited to supporting the utilization of KARTE. We started 
as a product company and still have a strong identity as such, so in a real sense, we share 
the same objectives and values as a whole with the professional services division and 
those who promote the business. For this reason, we started with a background that 
included organizational and cultural development, while initially limiting the scope to 
the utilization of KARTE. Since then, we have gradually expanded our support. We have 
now embarked on corporate upstream consulting. We have changed to a structure that 
can provide greater support, and we would like to further expand and strengthen this 
structure. 
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Our focus has been, and will continue to be, on enterprise companies as providers of 
these products and professional services. 

 

First, we are talking about room for expansion as a business, the product section. Here is 
some material to illustrate the market potential of the product. ARR has a total of 237 
clients that currently spend more than JPY10 million on the KARTE series. At the same 
time, there are about 2,500 target companies in the market that we believe should be 
provided with these product environments. Simply looking at the number of companies, 
the remaining room for acquisition is still more than 90% of the market. 

On the other hand, as shown in the pie chart on the right, the number of companies 
using KARTE series products with an annual value of JPY100 million or more has 
increased year by year to 13 companies. The range of initiatives is very wide, from JPY10 
million and above, to really JPY100 million or JPY200 million in usage. This is different 
from the perspective of the number of companies as a market as I mentioned earlier, 
but the contracting opportunities as a market, or the opportunities for support, are 
about this much, and I think this is proof that the upper limit is still up there. If we 
multiply these two margins, the number of companies, and the size of contracts and the 
size of initiatives, we can say that a very large market will continue to expand from here 
on out. 
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The next slide explains the same for professional services. 

​  

It has only been two years since we launched our professional services business, PLAID 
ALPHA, in earnest, but we are seeing very high sales growth. 

On the other hand, however, the percentage of companies that have product contracts 
with an ARR of JPY10 million or more that include some form of PLAID ALPHA 
professional service is still less than 30%. Of course, the PLAID ALPHA Professional 
Services offerings that are used by different companies vary among them. Considering 
this, I hope you can understand that there is a great deal of supply room for professional 
services. 

As you can see, there is a huge market potential for both products and professional 
services. As you can see on the next slide, there is still a lot of room for us to expand or 
contribute to this very large market.  
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Simply comparing these consolidated sales to the market size of the largest box here, 
there is a difference of about 500 times. Furthermore, considering the trend toward AI 
and data utilization, the size of this market is expected to continue to grow. Therefore, I 
wanted to reiterate that we are addressing a very large opportunity. 

Since we are here today, we talked earlier about the overall impression of the kind of 
sales and market expansion. We have two different types of case studies today to show 
you what kind of companies are actually doing this. 
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First, this company is a financial institution that has been under contract for 
approximately 8 years.  

 

As stated, we started with one product use about 8 years ago. Looking at the size of this 
contract today, you might say that we started very small, but as Plaid eight years ago, we 
had no products and professional services to offer at the same time. The point is that the 
value proposition was still too low. From there, we have received opportunities to make 
small contributions, and as Plaid has grown, we have expanded the scope of these 
opportunities. In a way, this contract has been created as Plaid has grown. 

However, at the heart of this contract, where many things accumulate, there is data, as 
we are talking about today. In other words, I think we can say that the center pin in our 
growth is data. 

 

28 



 
 

This is the next case study. 

This company is a travel-related company that has been under contract for about three 
years.  

 

Unlike the financial institution mentioned earlier, our support with this company began 
with the formulation of a top-level strategy. And we have been selected as the core 
foundation of the strategy and have made a great start. The relationship has only been 
in place for about three years, but the total value of the contract has already surpassed 
JPY100 million. 
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What we are learning from these two and many other examples is next. 

 

The comprehensiveness of the value provided and the process of providing it, namely, 
the trust relationship with the company that the track record has created. The 
accumulation of these will double or triple the speed of growth of our efforts and 
contracts with companies. I think this is a straightforward comparison of the first and 
second cases. We can start small and work together to make it a big effort, or we can 
start with a big picture based on a sense of the big issues. We believe that this breadth is 
a very advantageous option when designing strategies. 

As you can see on the right side of this slide, the fact is that professional services 
ancillary companies are also accelerating their use of products. I believe this is sufficient 
to reiterate the probability of the strategy that we have set forth as our basic strategy up 
to this point. And I would also like to reiterate that, as I mentioned earlier, the room for 
acquisition in this market is very vast. 
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In order to further accelerate or reinforce these strategies, we will also make full use of 
M&A, as announced today. 

 

We are pleased to announce that CloudFit has agreed to join the Plaid Group. CloudFit is 
a long-standing partner that has created a solid partnership with Plaid Group since its 
inception. Partly to solidify our basic strategy, CloudFit is also an attractive company with 
a very strong AI integration domain. By combining the strengths of these companies 
and PLAID ALPHA, the Plaid Group is looking to expand into new business domains, 
including the new AI integration domain. I would appreciate it if you could also pay 
attention to this area, whether it is this term or some other case or strategic 
announcement that will appear somewhere else. 
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Next, we will also discuss new domains and business domains. 

 

As I mentioned earlier, we have been developing our business with an awareness of 
single data multi-product or multi-touch points. We believe that the scope of our 
support has expanded considerably, but there is still vast room for growth. 

Basically, since we are entering each of these areas, it is only natural that we are aiming 
for the top market share in each of these areas, but this time, we would like to introduce 
three newly started businesses. 
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The first is RightTouch, a company under the Plaid Group that operates in the customer 
support area. 

 

Although it has not been in business very long, it is expanding its presence very rapidly 
in the customer support category domain. Based on the results to date and the 
feedback we have received from our clients, we believe that the value they provide is in 
improving operational efficiency in the support area, and also in retaining operators, 
which has been a concern in the industry. It has left a very multifaceted impact. 

However, the value they have provided so far has basically been direct support of the 
support channel as it is. For example, there were a great many cases where they directly 
supported support channels for end users, such as automated support on the web, chat 
support, and AI bots for this kind of support. 

I see this presentation as a very important step forward, but this presentation is about 
knowledge management in the customer support area, and this is where we are going 
to step in. In many companies, knowledge related to support operations, including 
support manuals, is fragmented within a company or group. There is a wide variety of 
kinds, or rather types, of documents. And because of this situation, it was also very 
difficult to guarantee each is up to date. This time, RightTouch is using AI to enable 
centralized access, for example, for operators or those involved in support operations. 
This is the kind of environment that they are starting to provide. 

And since RightTouch has been directly supporting the support channel for some time, 
they are able to circulate the data and knowledge generated by the support side and 
automatically optimize the cycling of this knowledge. They are also working toward the 
goal of transitioning companies here. I think this change is something that will have a 
very broad impact on support services. The point is that knowledge is optimally and 
automatically updated all the time. In other words, the various operations on which this 
is based will change dynamically. 
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For example, support manuals, training, AI chatbots, and, perhaps accelerating in the 
future, AI operators. I imagine that this knowledge-based auto-optimization model will 
contribute broadly to this support work. As the first step toward a fundamental change 
in support operations, they will be taking on the challenge of going one or two steps 
beyond the front desk channel, and this is an initiative that we as a group are very much 
looking forward to. 

Second point. 

 

The structure is a bit similar, but the main contribution or main usage of KARTE to date 
has been to provide data utilization or applications that activate touch points between 
companies and end-users or consumers. This is why there were so many direct 
contributions to these touchpoints, such as sending out web customer service, sending 
out chats, sending emails, etc. Recently, we have received a great deal of attention for 
KARTE as a data infrastructure, and there has been a significant increase in the number 
of discussions we have had on the design of data infrastructures that control corporate 
strategy, but everyone is also using it to improve these front touch points. 

The CMS shown here is a content management system that manages product 
information and content information on websites, applications, and other such places. It 
is a management platform for the content management layer that enables the use of 
this content on websites, applications, and various other touch points. 

In other words, we are taking our group’s efforts one step further, from the 
communication front desk to content and product knowledge. It will be a more 
one-stop shop for corporate data utilization, not only customer data, but also content 
and product information data. 

Multiplying behavioral data with product information would be very interesting. For 
example, I think there are things like what you saw, what you bought. For example, it 
may not be easy to get insight from the fact that there are 10 page views, but what 
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products did those 10 page views look at, and what areas did they look at deeply? When 
you look at these things, you can get to the meaning and context of a person’s behavior. 
This will lead to the discussion of data AI, which I will discuss later. In order to realize such 
diverse corporate activities, we have decided to make a bold move into the area of 
content product information management, which is why we have made this 
presentation. 

Third point. This means entering the commerce media market. 

 

Simply put, what is commerce media? I think companies are their own services, be it a 
website or an app. We are in the business of supporting the conversion of this aspect of 
our services into advertising media. In a broader sense, retail media is becoming a major 
global trend these days, and commerce media is a concept that encompasses this trend 
as well, and that is where we will make inroads. 

For example, travel. As you can see in the image here, in a travel booking situation, there 
is the trip, or the purpose of the trip, or related elements, such as apparel, goods, 
insurance, and so on. This is the kind of advertising experience that can be tailored to the 
user’s objectives, regardless of the category of value offered. Until now, if you saw 
something about travel, you would be pushed to travel all the time, but by capturing 
travel as an objective, the range of value that a company can offer to consumers will 
expand dramatically. I would say that it is a very experiential advertising environment. 
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The commerce media and retail media markets are very promising on a global scale. 

 

 In Japan, it is expected to be on the order of JPY1 trillion by 2028. In fact, small-scale 
verification was started at various locations in response to the needs of a major company 
that uses KARTE, and now we have decided to proceed in earnest to commercialization. 
We have identified a great deal of potential need here and are in the process of finalizing 
the best way to release the product. We are currently working on the launch, which is 
scheduled for next spring. 
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This slide is why KARTE, why Plaid, is in this commerce media market. This slide shows 
this in a nutshell. There is a large amount of text, so we hope you will read it another 
time. 

 

Finally, I would like to talk about the part about accelerating growth through AI in the 
area of overall innovation through data AI. 
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The fiscal year ended September 30, 2025 was the year that Plaid launched the Data 
Mind team, an organization dedicated to data AI. Its mission is to fundamentally change 
the use of customer data. 

This blue color is the color of Plaid, which is red, and KARTE is green, but I would like to 
talk a little about the meaning behind the use of blue to represent the Data Mind 
initiative. In New Zealand, there is a lake called Blue Lake, which is the clearest lake in 
the world. We have been doing business up to this point, and we believe that it is 
difficult to create a transparent environment in which the data itself or the environment 
of this data can be seen visually or in a way that is transparent. In other words, through 
the Data Mind team, we would like to propose to the world a transparency and visibility 
like that of Blue Lake. 

Data in the world is advancing rapidly, and there is also the breakthrough of AI. However, 
these do not naturally provide clear visibility, and it is still necessary to have a strong will 
to develop the environment there. 

Therefore, we believe that a very important point in creating transparency is the context 
of the customer.  

 

To briefly explain what we mean by customer context, as we discussed some of the way 
through, we describe context as the purpose or intent of a user’s behavior. The reason 
why I am focusing on this area is that until now, data utilization has been dominated by 
analysis based on the accumulation of data such as purchases and views, or the 
accumulation of points. What is selling well and what is being viewed often. What has 
been added in earnest over the past five years or so is the perspective of who has seen 
the product and who has bought it. We are now in a trend of shifting more and more 
toward customer-centric marketing. 

However, this accumulation of who bought what and who saw what is beyond the scope 
of understanding the results. As I mentioned earlier, it was difficult to visualize the 
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reasons for this result, in other words, the purpose or intention of the action, and these 
things were difficult to visualize by human power. 

We, or the Data Mind team, have been successful in automatically extracting the 
purpose and intent of actions. In other words, the why of the action can be extracted. For 
example, as mentioned earlier in the travel analogy, the fact that you have seen 
information about Hawaii and the fact that you want to spend peaceful time with your 
family at a resort are two completely different purposes for which the information has 
value. It’s like a natural extension of the value of the user’s proposal. 

As for the commerce media mentioned earlier, it is not about advertising with a 
one-to-one response, but rather, it is about advertising as an expansive experience that 
can be tailored to your objectives. And for companies, it is still a new opportunity. So, we 
know what has been sold, but there are many users who have not been able to reach 
that goal. So, what objectives are we meeting and what objectives are we not meeting? 
It could be a new opportunity for the company, or it could be a lack of value in its own 
offering. This is the kind of thing that can be discovered through data AI. 

Once again, human decision-making is not simple. We are continuing this effort to face 
that head-on. 

This context, to put it bluntly, is what we are doing by utilizing and extracting the various 
data that are displayed here.  

 

It’s customer information, purchase and usage logs, real-time behavior, conversations, 
trends, weather, and so on. Structured, unstructured, unstructured data, regardless, a 
wide range is used. It was very difficult for people to extract context from such data and 
make it usable. However, today, we are seeing the emergence of AI that boasts 
overwhelming processing power. We believe that this will be a very important tailwind. 
However, from this aspect of AI, we believe that one of the intelligences that is lacking 
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even in this general and powerful AI is the ability to understand and remember the 
context of the customer, so we hope to create these new possibilities. 

Earlier this week, we also issued a formal press release on this initiative.  

 

We are proceeding under the title of Context Lake. The company presented this as an AI 
that automatically understands the context of the customer. 

This customer context is not only the design of the customer experience, but also the 
scope of the employee experience, namely, support for the use of data inside the 
company. We would like to deliver the value of this data AI widely, not only by 
implementing it in the product lines offered by the Plaid Group, but also by providing 
human support. 
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Next slide. 

 

Quite simply, we are in an era where it is not just about what sold or what was seen, or 
what human demands are like. Therefore, we are entering an era in which we can firmly 
understand and handle customer context, customer objectives, and customer 
intentions. 

As these trends become more prevalent, we will be able to identify, as I mentioned 
earlier, what are the things that companies are not doing to meet customer 
expectations, what are the trends in the marketplace, or what are the market trends that 
they are not meeting. The significance of their presence in the industry, the bias of their 
expectations, or the accuracy of their demand forecasts will increase dramatically. They 
can also make production real-time. Furthermore, in business models where 
salespeople are involved, the use of AI-native data will be naturally woven into the 
salespeople’s proposal activities. We think there is a very expansive possibility. 

In this fiscal year, we intend to build on this week’s announcement to boldly create 
advanced cases with many companies, and to advance our business activities so that we 
can share with you a concrete image of our impact. 

I have spoken a little longer and more thoroughly about the growth strategy part. I 
would also like to pass the baton to Takahashi. 
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Takahashi: I will now explain our earnings forecast for the fiscal year ending September 
30, 2026. 

Before presenting the figures of the earnings forecast, I would like to briefly explain our 
investment policy for the current fiscal year, which is the premise of the forecast. 

 

As mentioned in the growth strategy section, we believe that the Company has an 
opportunity for significant growth by combining the first-party customer database and 
AI that we have built up to date. In order to firmly grasp this current trend in AI and 
realize growth, we intend to aggressively recruit human resources in the fiscal year 
ending September 30, 2026. 

What kind of personnel will be hired and for what purpose? I won’t read out all the slides 
you are seeing here because there is a lot of text. We will strengthen our existing 
businesses, expand into new business areas, and implement AI into our respective 
businesses to further improve them by leaps and bounds. From the perspective of 
creating this trend, we need human resources in all areas, including business personnel, 
engineers, and administrative personnel to support them, so we will focus on 
recruitment this fiscal year to accelerate our growth from the fiscal year ending 
September 30, 2027. 
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Here is the earnings guidance based on that policy. 

 

Currently, full-year sales are projected at JPY16,081 million, a growth of 20% YoY. Adjusted 
operating income is expected to be JPY2,025 million, but this forecast is based on 
realistic recruitment projections, considering the pace of past recruitment results. 

Our hiring policy is not to set an absolute target for the number of people to be hired, 
but rather to actively recruit, but our basic stance is to hire good people who will 
contribute to the execution of our growth strategy. Therefore, if we have many 
opportunities to find good people, we may accelerate hiring beyond the assumptions of 
our earnings forecast, and vice versa. Therefore, the full-year business results may 
change to some extent depending on how much progress is made in this recruitment, 
so, from the viewpoint of making it easier to see future performance, we will change the 
forecast for the next quarter as well as the full year for this fiscal year. 

For the first quarter, we expect net sales to grow 15% YoY to JPY3,669 million and 
adjusted operating income to be JPY381 million. Subscription revenue is expected to 
continue to grow at about 20%, though, regarding service and consulting sales, the 
Company is reviewing its stance on one-off, short-term project orders, particularly in the 
consulting business. We expect the total for service and consulting to remain flat 
because we are trying not to take on too much. This means a total growth of 15% by 
merging subscriptions and service and consulting. 

The impact of the consolidation of CloudFit, which I mentioned earlier, is not included in 
this forecast, so we will update the forecast as soon as we know the amount of impact. 
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This is the last part of the forecast, and this is the mid-term image. 

 

It is important to stock up well this term. By doing so, we hope to accelerate the sales 
growth rate from the fiscal year ending September 2027, and then significantly increase 
the profit margin from the following fiscal year, the fiscal year ending September 2028. 

This is the end of the explanation of the earnings forecast. Finally, Kurahashi will give an 
overall summary. 
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Kurahashi: Yes, a summary.  

 

This announcement was packed with so many updates. I will look back at the big 
picture. The first is to continue the basic strategy and develop it more boldly. We will also 
accelerate the development of new business domains, and aim to greatly accelerate the 
overall process, including these. 

Second, advanced customer and market understanding through data AI and customer 
context. With these as a foundation, this will be a year in which we will start updating 
various corporate activities. We will make sure to create cases that are easier for 
everyone to understand and have more impact, so we hope you will look forward to 
them. 

Third point. In order to capture this vast market opportunity, we have positioned FY2026 
as a year to invest in the development of our workforce. We hope that you will support 
us as we prepare the foundation for acceleration, top line and bottom line, and 
accelerate these in turn. 

Once again, we are now in a situation where we can gradually and directly approach this 
mission, which has been our mission since the foundation of our company. There is a 
very strong sense that the real work begins here. We are very excited about the prospect 
of delivering essential and unique values to the world, while taking advantage of the 
strong tailwind of AI. I hope I was able to tell you a little bit about that today, and I hope 
that you will expect more from us in the future. 

That concludes our presentation of the full-year financial results. Thank you very much. 

Moderator: Thank you for your attention. This concludes our presentation session for the 
fourth quarter of the fiscal year ended September 30, 2025. 
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Question & Answer 

 

Moderator : We will now begin the Q&A session.  

Q1: Thank you for calling on me. Thank you for your explanation. First, I would like to 
know a little bit about the examples of major clients using your services. You also 
introduced some case studies, and how customers who spend JPY100 million or more 
per year are utilizing the system. For example, are there any products or services that 
could trigger an expansion of use? If you have any clarification in this area, please 
explain. That is all. 

Kurahashi : Yes, I would like to tell you one major point first. 

As we have often mentioned, including in the presentation today, our products, 
including KARTE, have many aspects. It could be improving communication on the 
customer side, or improving the experience, with a group of products here. Another big 
thing is the data infrastructure that connects all those touchpoints and activities behind 
the scenes. 

When the use of data by companies, including major companies, becomes more active 
or the scope of data utilization expands, it is time to start using this data infrastructure or 
design a strategic data infrastructure that includes professional services. Once the 
initiatives in this area are launched, the size of the contractual relationship and the size 
of the initiatives in this area will become much larger. I think that if we shift our focus to 
this side, not only to the front of corporate activities and experience building, but also to 
strategic design and infrastructure building, this will lead to this kind of result. 

Q1 : Thank you very much. 

Moderator: Thank you for your question. Does anyone have any other questions? 

Thank you very much. With the completion of questions, the meeting of Plaid for the 
fourth quarter of the fiscal year ended September 30, 2025 is now closed. 

Thank you all for taking time out of your busy schedules to join us. 

Kurahashi: Thank you very much. 

[END]  
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Disclaimer 
This transcript includes forward-looking statements. These forward-looking statements 
do not guarantee our future financial results, but involve risks and uncertainties that 
could cause actual results to differ materially from those discussed in the 
forward-looking statements. 
 
While the Company makes all reasonable efforts to ensure that this transcript is correct, 
accuracy cannot be guaranteed and the Company does not assume any responsibility 
for the correctness of any information contained in this transcript. The Company also 
cannot be held liable under any circumstances for any damages whatsoever resulting 
from data falsification by third parties, data download, and so forth. When this transcript 
contains incorrect information, this transcript is subject to change without notice at any 
time. 
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Disclaimer 

This transcript includes forward-looking statements. These forward-looking statements 
do not guarantee our future financial results, but involve risks and uncertainties that 
could cause actual results to differ materially from those discussed in the 
forward-looking statements. While the Company makes all reasonable efforts to ensure 
that this transcript is correct, accuracy cannot be guaranteed and the Company does 
not assume any responsibility for the correctness of any information contained in this 
transcript. The Company also cannot be held liable under any circumstances for any 
damages whatsoever resulting from data falsification by third parties, data download, 
and so forth. When this transcript contains incorrect information, this transcript is 
subject to change without notice at any time. 

 

48 


