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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: | will let Kurahashi make an opening statement first.

Kurahashi: | 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. | myself am very excited to be able to present, so | will get
right down to business.

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

Takahashi: | would like to begin by explaining our full-year and fourth quarter results for
the fiscal year ended September 30, 2025.



First, let us look at the full-year results.

Earnings Results for FY9/25
Financial Results Summary

« Consolidated net sales increased by 21.9% YoY to JPY 13,396 million

+ Subscription revenues, mainly driven by KARTE sales, achieved JPY 11,028 million (+22.0% YoY), has grown steadily

+ Service, consulting, and other revenues fell slightly short of expectations, primarily due to the consulting business, which involves many
short-term projects. Professional services accelerating the utilization of KARTE performed well throughout the fiscal year, and the business
environment surrounding KARTE remained favorable

+ Adjusted operating income'” reached JPY 1,632 million, marking a significant increase of +218.1% YoY

JPY mil. FY9/24 FY9/25
_- . Updated guidance
actual Initial guidance May 2025
Net sales Consolidated 10,992 13,575 13,575 13,396 +21.9%
Subscription revenues 5,042 - - 11,028 +22.0%
Service, consulting and 1,951 i . 2.360 +271.4%
other revenues
Adjusted operating Consolidated 513 876 1,490 1,632 +218.1%
income
Adjusted operating 4.7% 6.500 11.0% 12.2% +7.5pt

margin

@ PLAID criunine  nates Loperating inceme + Goodwill amortization + Stoc

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.



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.

Earnings Results for FY9/25 ACCTRNNGCT IR TR Foops lonstem
Long Term Model"®?
(KARTE domain) Gross profit margin 74.8% 75.9% 75.9% 74.3% 75-80%
+ Long Term Model set at the time of the IPO
(December 2020) Achieved in FY9/25
S&M 49.0% 44.2% 31.9% 26.6% 25-30%
+ Significant productivity improvements
starting from FY9/23 enabled the
achievement of the target 2 to 3 years earlier R&D 2.2% 19.7% 19.5% 16.9% 18-20%
than original plan.
+ We will aim to achieve both sustainable sales GEA s 11.6% 9:5% 8.0% 8-10%
growth and improved profitability on a
consolidated basis through appropriate
investment allocation between existing and Operating margin -6.6% 0.4% 15.0% 22.9% 20-25%
new businesses

@ PLAID =roupine

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



Consolidation.

Consolidated

Earnings Results Q4 FY 9/25
Both net sales and ARR™ have been growing steadily

+ Net sales for Q4 grew by 21.5% YoY, driven by increases in both Subscription revenue and Service, consulting, and other revenues

« ARRincreased by 20.6% YoY, mostly in line with initial plan

Consolidated net sales Consolidated ARR

JPY mil.

Service, consulting and other revenues
B Subsecription revenues
3,561
3387
3180 3,288
2,930 10,616
H H
Growth rate

JPY mil.

+20.6% (vo¥ basis)

Growth rate
+21.5% (vov basis)
I S - I N .
Q4 FY 9125 Q4FY924 QIFYS25 Q2FY925 Q3IFY925 Q4FYe2s

Q4FY924 QIFYSRS Q2FYS25 Q3IFY9S

Mates: LAnnual Recurring Reve

@ PLAID =roupine

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.

Consolidated

Earnings Results Q4 FY 9/25
Gross profit margin® remains stable

+ Consolidated gross profit margin for Q4 was 73.5%
+ Gross profit margin for KARTE Domain'® landed at 73.5% due to increased outsourcing costs in PLAID ALPHA

Gross profit margin Gross profit margin
_consolidated _KARTE domain

73.3% 73.5% * R i ey %

1 73.3%
——

Q4FY 924 QIFY925 Q2FY925 Q3FY925 Q4FYa2s Q4FY 924 QIFYSR25 Q2FYS25 QIFY 925 Q4FY 825

g intra-group transaction with RightTeuch

& PLAID orianinc  hows it



This is SG&A expenses.

Consolidated

Earnings Results Q4 FY 9/25

SG&A expenses increased QoQ due to growth investments

+ SG&A expenses in Q4 increased due to favorable progress in hiring and the implementation of company-hosted marketing events

70.0%
— SG&A ratio 65A% o 3 66.8%
62.3%

Advertising expenses 60.5% 59.5%

2,378

M Personnel expenses
W Other

JPY mil

2,049
a6t 1,95 2,000 s 1,997
’ 1,787
Qi FY @24 Q2 FY @24 Q3FY @124 Q4FY o124 Qi FY 9125 Q2FY 9125 Q3 FY 9125 Q4FY 925

@ PLAID =ram e

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.



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.

Consolidated
Earnings Results Q4 FY 9/25

Both number of employees™ and net sales per employee? increased

+ The Number of employees at the end of Q4 significantly increased group-wide to 531, up 29 from the previous quarter
+ Net sales per employee have also increased due to productivity improvements

MNet Sales per employee
Number of employees _Consolidated

JPY thou.
531

27,704
26,103 i

23,885
22,074
376
ﬂs I

Q4 FY @24 Q1 FY %25 02 FY 925 QAFY 928 Q4 FY 928

502
489

Q4 FY 921 Q4 FY 9022 Q4 FY 923 Q4 FY 9124 Q4 FY 925

@ PLAID =ramine

s transferred from PLAID to RightTauc

24 and fram Plaid to CODATUM in Q1 FY9/25 [ 2. Annualized quarterly sales multiplied by 4 and divided by the number of employees at the
e

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

Earnings Results Q4 FY 9/25

Consolidated

Adjusted operating income™ for Q4 increased YoY to JPY 242 million yen

+ Adjusted operating income for Q4 landed at JPY 242 million, although SG&A expenses increased due to hiring and the implementation of
company-hosted marketing events

+ While making aggressive growth investments, adjusted operating income increased by 62.4% YoY, significantly improving profitability

Adjusted operating income Adjusted operating margin

JPY mil.

476
14.9% 15.2%
403 v : 12.3%
5.1% b

Q4FY®24 QIFY825 Q2FYS25 Q3IFY925 Q4FY92s

Q4FYSf2d QIFYS25 Q2FY925 Q3IFY9RS Q4 FY 925

@ PLAID =roupine

Mates 1.Operating income + Goodwill amortization + Stock-ba:

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.



This is the consolidated balance sheet.

Consolidated
Earnings Results Q4 FY 9/25

Driving M&A and capital efficiency improvements through debt financing, etc.

+ We executed bank loans totaling JPY 4.0 billion™ from late September to October 2025

« We will actively pursue M&A opportunities and initiatives to improve capital efficiency

M Cash and Cash E alents M Equity .
ash and Cash Equivalent JEY miL Gl
Net Cash Eqquity-to-Asset Ratio

4,418

6,601

CE 4,461 4,420 I
Q4FY 24 QI1FYS25 Q2FY925 Q3FY825 Q4FYS25 Q4FY924 QIFYS25 Q2FY925 QIFY 925 Q4FY925
@ PLAID @rrapine Mates 1. Please refer to the timely disclesure dated October 21, 2035, tithed *Notice Regarding the Conclusion of a Laan Agresment” 13

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. | 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.



These are the results by entity.

Non-Consolidated
Earnings Results Q4 FY 9/25

Both net sales and ARR" have been growing steadily

+ Netsales in Q4 achieved +21.9% growth YoY

+ Both subscription revenue and service, consulting and other revenues are growing steadily

Service, consulting and other revenues JPY mil
W Subscription revenue

JPY mil

3216
2,889 2,945 Lk
2838
Growth rate Growth rate
+21.9% (vov basis) +15.1% (voY basis)
I . .

Q4 FY 924 Q1 FY 925 Q2 FY 825 Q3 FY 925 Q4 FY 825 Q4FY 24 Ql FY 225 QZ FY 25 Q3 FY 25 Q4FY 25

@ PLAID corrabine  nates: Lannual Recurring Revenue, 1t is ealeulated by multiplying the monthly subscription sales 2t the end of &

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.



Here is a breakdown of the ARR.

Non-Consolidated

Earnings Results Q4 FY 9/25
Attribution analysis of ARR™ growth
+ Both new customer acquisition and net expansion contributed to ARR growth

+ Quarterly NRR'™ for Q4 marked 105.1%
+ We aim to improve NRR by strengthening relationships with customers who have an ARR over 10 JPY million

JPY mil.

6.9%
3 111.4% .
[ 451 | 11.4% 110.8% 108.8%

| 888 | 0*—0\.\‘05'-”‘\")? %

9.3%

Growth rate
+15.1% (vov basis)

Q4 FY 924 MNew MNet Expansion Q4 FY 9725 Q4 FY 924 Q1 Fy 225 Q2 FY 925 Q3 FY 925 Q4 FY 9125
[MRR)

@ PLAID =roamine

Of the 151% 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 | have said before,
we need to raise the level of NRR even higher, and | 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.



Here is a breakdown of the number of customers and ARPC.

Earnings Results Q4 FY 9/25

Number of customers! and ARPC?

+ The number of customers with ARR over JPY 10 million and ARPC have been growing steadily

+ We will strengthen our approach to this customer segment and build a high-quality, solid customer base

Number of customers

ARR under 10 JPY mil.
W ARR over 10 JPY mil.

686 449
538 i

430
393

H

Q4 FY 921 Q4FY 22 Q4FY 23 Q4 FY 924

@ PLAID cruam ine :\II [ut I.H\r.ll_ | o have transactions w

# ARR over 10 JPY mil.
A Al
GE ARR under 10 JPY mil.
%8 253
2,381 2430 s
=
300 890 948
237 - a—
353 335 326
Q4 FY 925 Q4 Fy o2 Q4FYSZ2  Q4FYSZ3

MNon-Consolidated

ARPC

JPY thou.
3,042
2846 .
e
1,347
1127 —y
e
123 118
Q4 FY 924 Q4 FY 925

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.

Non-Consolidated
Earnings Results Q4 FY 9/25

(Reference) Breakdown in the number of customers with ARR™ under 10 JPY million

« The number of customers with ARR under JPY 10 million turned positive in Q4

« The uplift to ARR over 10 JPY million continues to progress steadily

New and churn companies . .
with ARR under 10 IPY mil. Uplifts to ARR over 10 JPY mil.

New
Churn
= Net 20
40
\/\/ .
20
4D
10 20 30 40 10 20 30 40 1Q 20 30 40 19 20 30 43 1Q 20 30 40 1a 20 32 43
FY 923 | FY 9/24 FY 925 FY 923 FY /24 FY 925
@ PLAID corrabine  nates: Lannual Recurring Revenue, 1tis ealeulated by multiplying the monthly subscription sales 3t the end of each guarter by 12

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.

Earnings Results Q& FY 9/25

Number of employees

+ Hiring across all positions progressed well, with the number of employees at Q4 increasing by 20 from the previous quarter to 396
+ We will continue to strengthen hiring appropriately while monitoring the pace of productivity improvement

Number of employees

Accelerator (Administration)
Product™

Net Sales per employee®

B Business

JFY thou.
198

376
364
382

Q4FY 24 Q1FY %25 Q2FY 925 Q3FY 925

32,492
31,143

27,704
26,148
24,402

Q4 FY 925

1FY a1 Q4 FY 2722 Q4 FY 823 Q4FY 924 Q4 Fy 8125
@ P L Al D © PLAID, Inc. Nates: 1. Seame emplayess translerred from PLAID to CODATUM in Q1 FY9/25

Annualized guarterly sales and divided by the number of emplayees at the end of the quarts

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.

Earnings Results Q4 FY 9/25
Adjusted operating income' for Q4 increased YoY

+ Adjusted operating income for Q4 reached JPY 371 million, achieving steady profit growth while making aggressive growth investments

+ The adjusted operating margin has been maintained at approximately 20%

Adjusted operating income

Adjusted operating margin

JPY mil.
20.8%
551 :
Q4FY924 Q1FY925 Q2FY925 Q3FY925 Q4FY9/25 Q4 FY 924 Q1FY9/25 Q2FY 925 Q3FY9/25 Q4 FY9/25
@ PLAID ©PLAD Inc.  Notes1.0perating income + Goodwill amortization + Stock-based compensation expenses + Other one-time cost 20

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.

Gi Ci i
Earnings Results Q4 FY 9/25
Group companies significantly increased subscription revenue

+ Subscription revenue significantly increased, resulting in Q4 net sales growth of +35.2% YoY
+ Since each group company is still in the upfront investment phase, the adjusted operating income is expected to remain around the
current level next fiscal year

Service, consulting and other revenues JBY mil. JBY mil.
W Subscription revenue
e 530

483

297 313
416
|

436

Growth Rate
+35.2% (vov basis)

Q4FY®24 QIFYS25 Q2FYS25 Q3FYS925 Q4AFY 25 Q4FYS24 QIFY®25 Q2ZFY925 Q3IFYsR5 Q4FYans

& PLAID criaminc  hotes Lopestinginco

o + Stock-based compensation expenses + Other ane-time cost il

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.

14



Kurahashi: From here, we will proceed to talk about growth strategies.

There are two main categories. | will review our strategy so far, and another point | 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".

Mission

Maximize
the Value of People

with the Power of Data

Leading the next society by utilizing people's ideas

and intuition to maximize their creativity with technology

& PLAID =rn i

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

On the other hand, | 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.

15



The next slide shows basically our largest strategic policy.

Review of Growth Strategy

Our Basic Strategy

+ Generating customer data — Advanced customer insights — Creating business outcomes — Increasing client companies — Enhancing

customer data — More advanced customer insights « = « This cycle forms the core strategy for building a data platform
/-\ companies’ unique data
Industries Using Our Services [
Increase in Companies — — —
Expand Data- o =] +]
User Base Enhancement

. Open Data

(=} o -}

Customer Data .
e Centric Flywheel

# Family = Resort-loving | ,

-
-]
0
.
.
.
’ # Event Participation

- n '
= D ) . Travel Frequency © Once a year h
N— Pa— Business Customer A‘
Croup Persans i want to enjoy something
v P e Outcomes Insight the

the ordinary

@ PLAID =rF.apine 5

# Children love animals |
S ———

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 |
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.

Review of Growth Strategy

Product Design Philosophy

+ We have adopted “Real-time X Individual Customer Visualization X Multi-channel” as our product design philosophy to achieve

advanced customer insights

5 q 4 Utili Il ch: I
Accumulate data from various channels Analyze and visualize customer data fiz€ across 8 channels /
Give back to users

s » Al technologies such as LLM Advertising
Business/
(.3 Organizational a Market/
& Development Customer research
. - —
: . & . -
&7 A4
L] L] ® . L J .
. . 1st Party 2 0
~
° _D_ «® ® s Customer =~ .. L 7
® P ' Data
9, . e * ® A on-site
. . g marketing @
E 4 ® [ - . Strategic planning /
™ Intruductll'on & . Customer support

m - Operation ‘

* e
Marketing
automation

Real-time, one-stop implementation >

@ PLAID oruaniine

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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Review of Growth Strategy

Support for achieving business results through professional services

Providing professional services to generate business results based on deep customer insights

Through offerings such as “PLAID ALPHA,” which provides end-to-end support from CX consulting to product implementation and

operation, and "STUDIO ZERO,” which delivers hands-on business development support, we offer one-stop support from upstream to
downstream

Business/Strategic Planning CX Strategy

Implementation Operation/Growth

Professional

Service

®) sTupio zErO > ' PLAID ALPHA

Tt * * KARTE * * KARTE * » KARTE * & KARTE
. KARTE o KARTE g FARTE KART o KA
Multi-
Product
* * KARTE E " GAD
' Message QQ.&NTWeb QQANTConnect OEmnhonTechcx v Databeat

@ PLAID crrapine Mates 1ERective August 2025, "RightSupport by KARTE” will be renarmed to “QANT Web,” and *RightConnect by KARTE” will be renamed to "QANT Cannect” 27

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.

Review of Growth Strategy

Expanding to one of the largest first-party customer data platforms

+ KARTE has analyzed vast amounts of 1st party customer data since it launched in 2015

+ KARTE's analyzed MAU™ count (September 2025) reached approximately 1 billion people, expanding to become one of Japan's
largest data platforms

# of MAU analyzed by KARTE™™

Comparison of MAU with top domestic

websites!!

Approx.
1.0bn. Approx.
- 0.9bn.
Approx.
1.0bn.
{As of Sep. 2025) Approx.
0.6bn. Approx.
0.5bn.
.
- -
Launched
018 0 mn 2me .= Maj tal Major EC _
S S

@ PLAID =roamine
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In the process of reaching this scale, | would like to share with you again the two major
challenges common to the world as we promote our business.

Current external environment
Issues Facing Companies in the Digitalization of Customer Behavior

+ As customer behavior diversifies and the duration of each interaction shortens, companies are finding it increasingly difficult to
understand their customers and grasp their own uniqueness

+ At the same time, customer experience expectations are rising, increasing the cost of designing corporate actions.

! — ol ™ s |
— Mo - - v ¥ i -
/ £, .
The diversification of customer behavior Due to the difficulty in understanding The diversification of customer
makes it increasingly difficult for customers, it is difficult to grasp touchpoints and the rising expectations
companies to understand their important industry trends and the for customer experience have increased
customers company's unigque strengths in business the cost of designing actions
management

@ PLAID =roupine

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

Current external environment

Environmental Change Driven by Al Advancements

The emergence of LLM is ushering in an era where it is possible to find meaning from vast amounts of data and understand "insights" and
"context" even without explicit instructions

By leveraging the large-scale customer behavior data accumulated in our 1st Party Customer Data platform, we can achieve advanced
customer insights

1st Party Customer Data

Companies’ Unique Data
-
=

()
(]

2 o o o o ° # FamllyxResort-ioving
Machine " -
Learning Gender - Age Preferences  Purchase Action . o,
History History 5lo T
. ) - )
2 e 3rd Party Data 0 Large r— Travel Frequency | Once a year
Open Data e Language - -
.. Want to enjoy something
&g - Model ®  F o meordmay
e
Large 0 o (v (0] . # Children love animals
Language .
Model e . *
Income Concemns e
. L]
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Until now, | 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.
| 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. | 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, | would like to talk about data and Al, and how the combination of data and Al can

lead to overall innovation in corporate activities.

Business Direction

We aim for high growth driven by the synergy between 1st Party Customer Data and Al

A

+ In addition to strengthening existing businesses, we will expand our business domains

by leveraging our proprietary 1st Party Customer Data
+ By implementing Al, which enables advanced customer understanding, Expansion of

, . . . Business Areas
across all business domains, we will enhance our competitive advantage

and realize accelerated net sales growth

- 1st Party Customer/Datalx]

Accelerating[GrowthYacross All
Phase2 BusinessesiwithAl
Professional

+ Expanding Business with Enterprise Services
Companies Through Multi-Product
= Professional Services
o - Business Expansion Centered on
Building Japan's largest i pt Dat
3 ar ustomer a
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First, | would like to talk about our basic strategy, which is to strengthen existing
businesses.

Strengthening Existing Businesses

Enhancing Product Value / KARTE Al

+ Advancing development to strengthen product integration
« Seamlessly visualize diverse touchpoints between companies and customers—such as customer acquisition, sales, and support—and
aim to ensure that customer engagement activities run smoothly through our products

+ Additionally, we are developing Al-native Ul/UX to significantly enhance usability and implement new features
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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 | 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 | recently announced, we are updating our core business and main product, KARTE,

to be Al-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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Strengthening Existing Businesses

Enhancing Product Value / KARTE Al
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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 Al, to draw out

the potential of the person more powerfully.

KARTE Al. Three major products or initiatives are listed.

Strengthening Existing Businesses

Enhancing Product Value / KARTE Al
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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, | would like to mention professional services, which have expanded rapidly.

Strengthening Existing Businesses
Enhancement/Expansion of Professional Services
+ In addition to existing services such as CX consulting and KARTE implementation/growth support, we will expand our service scope to

encompass peripheral areas including creative strategy development, Al Agent solutions, web/app development, and data infrastructure
construction support

Multi-Product *x Professional Service
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gnals - essage -

QaANTwes QANT connect

w* Databeat OE'n:{m'lecncx

.
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Experience Design/
Service Design

KARTE Implementation/
Growth Support/

Data Analysis

Operations

Web/App Production &
Development

Data Infrastructure Construction
& Operations

Advertising Planning &
Operations

Strengthening Partner
Alliances

Expanding Capabilities
through M&A and Other Means

@ PLAID c=rapine Mates 1ERective August 2025, "RightSupport by KARTE” will be renamed to "QANT Web,” and *RightConnect by KARTE” will be renamed to "QANT Cannect” 37

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.

Strengthening Existing Businesses

Transactions with Enterprise Companies and Expansion Potential_Product

+ Our target customer base is approximately 2,500" companies compared to 237 customers with ARR over JPY 10 million, indicating
significant potential for new acquisitions
+ The average ARR per company in this customer segment is approximately 40 million yen, but there are also numerous large deals

exceeding 100 million yen, meaning that sustainable price increases are possible

Number of customers ARR distribution per
compan

® ARR over JPY 100 mil.

Target ® ARR over JPY 80 mil.
Customer Base 10
Approx.
ARR over JPY &0 mil.
2,500 13
ARR over ARR over JPY 40 mil.
IPY 10 mil. £
237 {Average ARR)
customers
ARR over JPY 10 mil. ARR over JPY 10 mil.
237 customers m
@ PLAID ©rFLabine  hotes: LA group of companies that meet certain reverue standards amang all patential companies defined by our company 8

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 | mentioned earlier,
but the contracting opportunities as a market, or the opportunities for support, are
about this much, and | 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.

Strengthening Existing Businesses

Transactions with Enterprise Companies and Expansion Potential_Professional service

« PLAID ALPHA, which drives product upsells and cross-sells, has seen its sales rapidly expand since its full-scale launch in October 2023
+ We will further expand sales by increasing cross-selling rates for customers with ARR over JPY 10 million, enhancing the range of services

offered, and undertaking larger-scale projects

PLAID ALPHA Cross-selling Rate for Customers
PLAID ALPHA Sales with ARR over JPY 10 million®
mil.
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@ PLAID ©FLuD.Inc  hotes: LPLADALPHA results relative to the number of custamers who have implemented the product at the end af each quarter 39

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 JPYIO 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, | 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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Strengthening Existing Businesses

Main Customers™? and Total Addressable Market®®“

+ We are advancing transactions with leading domestic enterprise companies, steadily enhancing our presence across various industries

+ There remains significant untapped market potential, and we will pursue market share expansion by strengthening our product and
professional services offerings
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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 Al
and data utilization, the size of this market is expected to continue to grow. Therefore, |
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
approximately 8 years.

Strengthening Existing Businesses
Case Study of Expanded Transaction : Financial Company A
+ Initiated transaction with the implementation of KARTE Web to enhance onsite marketing

+ Subsequently, products for site improvement, marketing automation, and customer support were additionally implemented, according to

the client’s customer data utilization status, evolving it into an integrated data platform that achieves consistent customer communication
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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, | think we can say that the center pin in our

growth is data.
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This is the next case study.

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

years.

Strengthening Existing Businesses

Case Study of Expanded Transaction : Tourism/Travel Company B

+ Initiate business relationships through professional services for business/marketing/data strategy formulation

+ By providing support from the upstream phase, position the product not merely as a tool solving a single purpose, but as a central element

in strategy execution. Build robust business relationships by offering comprehensive growth support that leverages data accumulated

through the product, significantly expanding transaction scale
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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.

Strengthening Existing Businesses

Implications from Transaction Examples

+ When the three elements of backcasting thinking, execution capability, and broad value proposition align, transaction scale expands more
easily and at an overwhelmingly faster pace than usual

+ When also providing professional services, ARR per company further increases

+ Hiring business personnel who can generate backcasting thinking and execution capability is the most critical factor for accelerating growth
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- Transactions with a medium-to-long-term
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Approx.
o The ability to execute and materialize ideas 000 apy 60 mil.
- Customer’s driving force and/or Plaids’s support
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- Product/service lineup that meets corporate needs

and can be monetized during the execution phase

o
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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. | 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. | 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 | would also like to reiterate that, as | mentioned earlier, the room for
acquisition in this market is very vast.

30



In order to further accelerate or reinforce these strategies, we will also make full use of
M&A, as announced today.

Strengthening Existing Businesses

Acquisition of CloudFit, Inc. to Enhance Professional Services™

+ CloudFit, Inc. is also a KARTE Official Partner and possesses extensive experience in supporting the utilization of the KARTE series
+ We specialize in hands-on DX/cloud utilization support and will now be able to support large-scale DX and Al initiatives for enterprise

companies in addition to our existing services

@ PLAID CloudFit

° Transactions with Leading Companies through the ° Extensive expertise and proven track record in
KARTE Series DX/cloud utilization support
o Japan's largest 1st Party Customer Data platform o Driving Force for Building Data Utilization Infrastructure
and Optimizing Business Processes
° End-to-end value delivery through a hybrid model ° Aselect, elite organization/team with deep expertise
combining multi-product offerings and in the KARTE product suite and digital marketing
professional services domain

By integrating the strengths and resources of both companies,
we aim to expand our business with enterprise clients

@ PLAID crrapine Mates 1. Refer to the press releass "hotice Regarding Acquisition of Shares of CloudFit, Inc. to Make it a Subsidiary” dated Novernber 12, 2025 44

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 Al 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 Al integration domain. | 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.

Expansion of Business Domains

Expansion of business domains centered on 1st party customer data

+ As customer touchpoints in the digital realm continue to diversify, we are sequentially releasing applications optimized for each domain

+ Leveraging our overwhelming first-party customer data infrastructure as a competitive advantage, we will continue expanding our business
domains and aim to achieve top market share in each domain

Expanding Business Domains Corresponding to Each Corporate Activity
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@ PLAID coruamine.  nates L Effective August 2025, *RightSupport by KARTE” was renamed *QANT Web” and “RightConnect by KARTE" was renamed "QANT Connect” 46

As | 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.

Expansion of Business Domains

QANT Knowledge Desk, an Al-native knowledge platform for customer support domains

+ Launched “QANT Knowledge Desk,” an Al-powered solution that automates knowledge management for customer support operations
+ Support integrated management of customer service knowledge—including VoC, FAQs, manuals, and response scripts scattered throughout

the company—in an Al-friendly structure, serving as a starting point for operational innovation
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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 isin
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 Al bots for this kind of support.

| 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 Al 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. | 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, Al chatbots, and, perhaps accelerating in the
future, Al operators. | 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.

Expansion of Business Domains

Entering the Content Management System market with the Al-native “Craft Cross CMS"

+ Based on Newt's technology assets' acquired in December 2024, we have developed and launched a headless CMS™ to centrally manage
content used across the KARTE product suite
« By combining 1st party customer data with content data, we enable personalized content delivery across multiple channels
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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 @ 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, | 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 Al, which | 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.

Expansion of Business Domains

Entry into the Commerce Media Market™ : KARTE Offers

+ We are launching a commerce media business that enables companies to acquire new revenue streams by displaying advertisements
within their own service websites and applications
+ We deliver highly accurate advertisements by leveraging 1st Party Customer Data and performing automatic analysis using Plaid's

proprietary Al models
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Simply put, what is commerce media? | 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. | 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.

Expansion of Business Domains

About the commerce media market

+ There is already a significant market for commerce media that incorporates existing retail media, and it is expected to continue expanding

+ We are entering the market by focusing on commerce media, where we can maximize the value of our strength: a high-resolution first-party

customer data platform
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« Measurement based on
site visits, clicks,
impressions, etc

st 023-3028 frarm the CARTA HOLDINGS, Inc. press release dated January 23, 2025

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 commmerce 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.

Expansion of Business Domains

Our Competitive Advantage in Solving Corporate Challenges in the Advertising Domain

+ Achieve an overwhelmingly high ROl and aim to secure a leading market share early in the commerce media market

Corporate
Challenges

Our
Competitive
Advantages

Operational Design

- Insufficient accuracy and

fragmented customer data
make it difficult to formulate
strategies that can improve
advertising effectiveness

e

Advertising Content
Production

+ Outsourcing costs are high

and the required timeframe
is long, making it difficult to
rapidly cycle through the
POCA process

. o

User-facing delivery

« Existing services cannot
achieve true real-time
delivery, making it difficult
to deliver highly relevant™'
content.

. o

Delivery Results Analysis

- Analysis tends to focus on

“points” like purchase
outcomes, making it difficult
to dig deeper into “lines”™
such as reasons for
non-purchase

+ Results are fragmented

across distribution
channels, making
management cumbersome

—

Operational Improvement

+ Numerous challenges exist

from strategy formulation
to delivery and results
analysis, making it difficult
to effectively implement the
PDCA cyele

.

» Unigue operational design

based on high-definition,
integrated customer data
accumulated through the
real-time analytics platform

+ Low-cost, high-speed PDCA

cycles through Al-native
content creation and
centralized

« Atrue real-time delivery

platform that seamlessly
handles everything from

preducts

havioral analysis te action
execution in 0.X seconds

+ Visualize each individual's

0.X-second “line” behaviar
data to extract deep insights

» Centrally and easily grasp

delivery results

« Enables effective PDCA cycles

by providing end-to-end
solutions for every
challenge—from strategy
fermulation to delivery and
results analysis

Integrated «» KARTE ¥ KARTE Craft +« KARTE " Databeat
Products/
Services - ' PLAID ALPHA -
@ PLAID =ruabine Heates 1. The o ‘which an i it pereeived asi ing, engaging, and highly relevant to the specific consumer receiving it 51

Finally, | would like to talk about the part about accelerating growth through Al in the
area of overall innovation through data Al.

LAID Data

Realizing Data-Driven Management in the A

We digitize customer context—intent, background, values, and surrounding circumstances.

We bridge the gap between management and frontline operations, transforming customer insights into strategy:

Through data planning technelogy and dedicated professional teams for data integration and analysis,

we support sustainable growth and value creation for businesses.
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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 Al. 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 | 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 Al. 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.

Accelerating Growth with Al

Why Customer Context is Important for Companies?

« While Al has enabled anyone to enjoy a certain level of output at low cost, from a corporate perspective, it also carries the risk of increasing
homogenization of the value provided

+ Deeply understanding customer context from all data and providing the optimal experience tailored to each individual customer is key to a
company's competitiveness

Ist Party Customer Data

Companies’ Unique Data

o o 0 o e

Gender - Age Preferences Purchase Action o1 8
History History $ O b Insight
. L k]
e 3rd Party Data @ Context Lake _—
Open Data ® {Data AI)
p * ¢

o = v) 0 .

Estimated Statistics Interests/ Location ®
income Concerns 2

€ PLAID =ruoinc . a

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 | 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 | 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 Al.

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.

Accelerating Growth with Al

What is the “Customer Context” we focus on?

« Customer context refers to the “intentions, background, and behavioral context of each individual customer” that cannot be fully
captured by uniform standards

+ By combining vast amounts of data with Al, we extract the purpose and intent behind actions—aspects invisible in the accumulation of

events like purchases or browsing—as “customer context.”

Intent L Purchase intent ) \ Product be;:rg searched ) k Favorite brands )

Why do you like that )

l'\ Why are you searching for that product? ) k brand?

Past < - - - - o
) { Past browsing { f Time spent on the page )
{ . . .
Actions " history ) o Past purchases ) l\ immediately before

Current / ) / _ A / . . . )
Situation \ Level of urgency ) L Level of interest ) \ Depth of desired information )

@ PLAID crLapine 55

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 Al that boasts
overwhelming processing power. We believe that this will be a very important tailwind.
However, from this aspect of Al, we believe that one of the intelligences that is lacking
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even in this general and powerful Al 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.

Accelerating Growth with Al

Plaid's Al “Context Lake” that
automatically understands customer

context
Context Agent Context Cube
Context Lake Surscisscumato e
+ Aproprietary Al engine that automatically understands customer ' - - e =] P
£ x? g Enhancing
context from all types of structured and unstructured data W. = ¥ thein-gsors
. " : kS - &
ey P—— \ J Service
Context Cube ) . Improvemant

+ Visualize detailed analysis results combining customer

implement a g

context—such as preferences and behaviors observed in high LTV

customer segments—with key business metrics. Uncover the true
drivers of business growth to support strategy formulation and Context Lake
decision-making

Data Al Specialist

Consulting, Engineering, Data Science
Context Agent 1 €X Strategist, UI/UX Designer, Solution Architect

+ Implement Al agents with deep understanding of customer context

across all corporate activities to enhance productivity and create

added value

& PLAID crunine 1

We are proceeding under the title of Context Lake. The company presented this as an Al
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 Al widely, not only by
implementing it in the product lines offered by the Plaid Group, but also by providing
human supyport.
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Next slide.

Accelerating Growth with Al
Assumed Applications of Customer Context and Business Benefits for Companies

+ Customer context is applicable to all business activities and generates operational benefits such as increased revenue and reduced costs
+ Itenhances the value of all products and services offered by the Played Group and serves as a driver for accelerating revenue growth

Corporate

. Examples of Intended Uses Business Benefits Primary Products/Services
Activities
Strategy . less i jon t and operations based on Sales/Cost
z ALPY
Development a customer-centric commaon data platform Impact on the whole . PLAID ALPHA @ STUDIO ZERO

Product « Sustained sales generation based on high reproducibility through identifying growth i
Development drivers for existing praducts Sales growth & @ PLAID ALPHA @ STUDIO ZERC

Procurement/

* * KARTE

Miantitackiting s Optimizing procurement/manufacturing costs through high-precision demand forecasting Cost reduction ‘ N Datahub ¥ KARTE Craft
Customer . . . o
T s Significant improvement in cost-effectiveness through ad delivery optimization Cost reduction ‘, "" ':’Z‘fTE .. FAQLE
Signals - Meas =3
Customer s Increased website/app LTV through higher customer spending .
Service/Sales « Enhanced sales quality through tailored proposals and optimized engagement timing Sales growth t « KARTE ' PLAID ALPHA
« Enhancing customer satisfaction through suppert that accurately addresses custamer
coneerns Cost reduction OQANTW\,b Q) QANT connect
s Improving Productivity Through Customer Support Automation
@ PLAID =ramine 57

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 | 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 Al-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.

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

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

Earnings Guidance FY 9/26

Assumptions for Earnings Forecasts_Investment Policy for the FY9/26
+ The ongoing evolution of Al presents a significant opportunity for our company in the current external environment, and we are actively

advancing talent recruitment to drive growth

Investment Objectives Overview/Expected Effects

s“ir;?::i':m"g - Acquiring business talent to drive Solutien-Selling that continuously supperts corporate growth
businessges - Alming to expand ARR per company and accelerate the adeption of professional services
S“ir;?::i':;mg - Acquiring engineers to achieve seamless product integration and Al-native UIJUX
businesses + Alming to boost new customer acquisition and improve NRR through enhanced usability and new feature implementation
Strengthening - N . b R f I ing " 1
existing - Acquisition of customer engineers and business persannel to expand the scope of professional services, including Al Agent selutions
businesses - Alming to increase transaction size per company through synergistic effects with our products
- Acquiring engineers and business talent for the early launch of KARTE Offers
- Alming to build a new revenue base following products and professional services
- Acquiring Al Engineers for Advanced Customer Understanding
- Enhancing the effectiveness of KARTE implementation, improving the advertising impact of KARTE Offers, and delivering high-quality professional services
to create competitive advantages across all business operations
Business . . P
e ieT OiTe + Acquiring management personnel to enhance internal environments for advancing operational sophistication and accelerating the PDCA cycle of business
Development activities
@ PLAID =ruamine E

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
Al that we have built up to date. In order to firmly grasp this current trend in Al 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? | 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 Al 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.

Earnings Guidance FY 9/26
Earnings Guidance FY 9/26

+ FY9/26is positioned as a growth investment period aimed at accelerating sales growth from the following fiscal year onward

+ Net sales will be JPY 16,081 million, a +20.0% increase YoY with adjusted operating profit'" of JPY 2,025 million. However, Fiscal year guidance may
change due to the hiring progress described on the previous page. Therefore, to enhance the transparency of outlooks, guidance for the next quarter
are also disclosed

+ For Q1, net sales will be JPY 3,669 million (+15.0% YoY), with adjusted operating profit at JPY 357 million. Subscription revenue is expected to
increase by approximately 20.0% YoY. However, Service, consulting and other revenues will remain flat as we continue to review one-off consulting
projects

+ Please note that the impact on performance from the consolidation of CloudFit as a subsidiary is not included in this forecast. An update will be

provided once the detailed analysis is complete

JPY mil. FY9/25 actual FY9/26 guidance

Q1 FY Q1 FY
Net sales Consolidated 3,190 13,396 3,669 16,081
YoY +26.0% +21.9% +15.0% +20.0%
Adjusted operatingincome  Consolidated 476 1,632 357 2,025
Adjusted operating margin 14.9% 12.2% 9.7% 12.6%
& PLAID =ruao i &0

Notes 1.0perating income + Goodwill amortization + Stock-based compensation expenses + Other one-time cost

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 | 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.

Earnings Guidance FY 9/26

Mid-term Performance Outlook

W Net Sales JPY mil.
+ Through growth investments in FY9/26, we aim to Adjusted eperating income

accelerate sales growth starting from FY9/27

+ Adjusted operating profit margin for FY9/26 and

FY9/27 is expected to see a moderation in its pace of

improvement compared to past trends. However, Ao
B.633
starting from FY9/28, the company will sustainably 7,205

improve its profit margin driven by increased sales
and the completion of growth investments ‘

FY 9/22 FY9/23 Fy9/24 FY9/25 FY 9,26 FYa/27 FY 9,28

@ PLAID =rFoupine

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.

Key Takeaways

Key Takeaways

The business environment centered around KARTE is favorable
« The product X professional services strategy continues to progress well

« Significant market expansion potential exists, and we aim for sustained growth through strategic reinforcement

Ist Party Customer Data x Al-Powered “Advanced Customer Insight” as the Engine

Accelerating Growth Across All Businesses
« Qurstrength lies in the exceptional synergy between real-time behavioral data from each individual customer and Al, enabling

“advanced customer insight” that accurately captures even the context and background previously impossible to grasp

« Byimplementing Al that enables “advanced customer insight” across all businesses, we will enhance our competitive advantage

and accelerate sales growth

FY9/26 is positioned as a growth investment phase, aiming for accelerated growth
o starting from FY9/27

+ The ongoing evolution of Al presents a significant opportunity for our company in the current external environment, and we will actively

pursue talent acquisition for growth in FY3/26

+ Through growth investments, we aim to accelerate sales growth starting in FY3/27 and pursue sustained margin improvement beginning
in FY9,/28

@ PLAID crrapine 1

This announcement was packed with so many updates. | 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 Al 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 Al. | hope | was able to tell you a little bit about that today, and | 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.

Q1l: Thank you for calling on me. Thank you for your explanation. First, | 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, | 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. | 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.
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