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Presentation

Moderator: Thank you very much for joining us today. I would now like to begin the
presentation of the financial results for Q4 of the fiscal year ended September 2022 of
PLAID, Inc.

Today's presentation contains forward-looking statements. This explanation is not a
guarantee of future results and involves risks and uncertainties. Please note that actual
results may differ materially from these forward-looking statements due to changes in
the environment and other factors. And for the details, please read these instructions
carefully.

There will be a Q&A session after the presentations.

Today's presentation will be given by CEO, Kurahashi; CFO, Muto; and Director,
Takayanagi. First, CEO Kurahashi will explain. Thank you.

Kurahashi: Thank you for participating in the financial results meeting of PLAID, Inc. for
the fiscal year ended September 2022. I would like to start off the meeting.

Before that, since this is the first time for Director Takayanagi, who will also explain in the
part of business update, to participate in such a briefing session, I would like to ask him
to briefly introduce himself. Thank you.

Takayanagi: Thank you very much. My name is Takayanagi, and I am the Director of
PLAID. As I will discuss in the business update in the second half of the meeting, I am in
charge of the new business area that will create PLAID's next growth. Today, I would like
to talk about the technology behind KARTE's infrastructure and new initiatives for new
businesses that utilize KARTE's data.
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Kurahashi: Thank you very much. FY2022 ended September was a very eventful year. We
see this as a year of very strong preparation for the future. From this perspective, I hope
you will listen to today's financial results briefing and our discussion on medium- to
long-term growth.

First, Muto will explain the results for the fiscal year ended September 30, 2022.

Muto: Now I, Muto, will explain. I hope you will proceed to page 6.

First, here are the consolidated results. Consolidated net sales grew 34% YoY to JPY7.295
billion. Now, there are three companies in the Group. PLAID, RightTouch, and
EmotionTech all exceeded their revised plans company wide. Although we made a
downward revision to our plan for sales in May, the lower limit of the sales forecast for
the fiscal year was initially JPY7.419 billion. Our result was JPY125 million less than the
original plan, but I think we can say that the sales level was almost in line with the
forecast before the revision at the beginning of the year.

Second, gross profit. As we will discuss later, the impact of the introduction of the new
analysis platform was more than expected in a positive way. As a result, the gross profit
margin increased 0.8 percentage points on a consolidated basis. Although 0.8 points
may not sound like much, it is in fact a significant impact.

The third point, the last one on this page, is operating loss. This is smaller than planned.
In addition to the improvement in gross profit, this is the result of controlling SG&A
expenses in light of the market environment and financing environment.
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Both sales and ARR are back on a growth trajectory QoQ.

Unfortunately, both ARR and net sales for Q3 were lower than the previous quarter.
From here, one of the main points is that in Q4, net sales and ARR are back on an
upward trajectory again. In addition, while PLAID was not alone in this situation,
EmotionTech is still experiencing strong growth, exceeding our projections for the last
fiscal year.

This is consolidated gross profit and operating profit.
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Consolidated gross profit in Q4 gross margin of 75.5%. Q3 was at 72.2%, so there has
been quite a large improvement from this point on. Q3 and Q4 gross profit margins for
EmotionTech have not changed that much, but the improvement in PLAID's
non-consolidated gross profit margin is reflected in this figure.

As I mentioned earlier, the operating profit margin is on an improving trend. This is not
the result of forcibly trying to reduce the deficit,  but considering investment efficiency.

From here, I would like to explain about the PLAID stand-alone.

First, here is our stand-alone ARR trend. As I mentioned earlier, the ARR dropped from
Q2 to Q3. However, from Q3 to Q4, this ARR increased again, with an ARR of 6,133 million
in Q3. This increased again to 6,247 million in Q4.

Looking at ARR growth YoY, it was 7.6%, or 95.6% of NRR, which seems not very good.
This is not due to the current situation but rather the effect of the churn of Q3, which I
have already told you.

The impact of this Q3 churn will appear for about a year in YoY terms, so the numbers in
this area are not expected to improve immediately even if the current situation
improves. So I hope you will understand this point and take a look at it, but I think the
important point is that we can see this improvement QoQ. In addition, our business
operations are becoming stronger.
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Our MRR is broken down into three components. Incremental MRR buildup due to new
customer acquisitions, and existing customer gross expansion. On the other hand,
decrease due to down selling and cancellations. I would like to explain the situation in
each of these three elements.

First, MRRs from new customer acquisitions exceeded the revised plan. It is slightly
exceeding, but more importantly, the pipeline of new customers is very good. The
activity of the marketing team, especially the inbound marketing team, in acquiring
potential customer leads has been increasing significantly, and as a result, inbound
business negotiations have become a very strong pipeline.

On the other hand, we have reported an increase in cancellations in Q3. And we decided
to allocate human resources to customer success in order to focus on the value of
existing customers. As a result, if anything, sales personnel are now in short supply. We
are short of sales personnel, especially experienced salespeople, to support the pipeline
we are creating, so one of our challenges is to recruit and train sales personnel.

The second is the expansion of transactions with existing customers, which also
exceeded the plan. Upselling of KARTE for web or cross-selling of datahub is going
better than planned. As a matter of fact, the most important point of customer success
right now is not to sell new products or raise prices, but rather, as I mentioned earlier, to
make people feel the value of the product.

The focus is on helping customers utilize the products, so it was not really a situation of
forcing on up-selling and cross-selling from July to September. On the other hand, I
believe that this is an indication that these areas will grow if we proceed with the
customers’ utilization of products in a natural way.

In addition, as I will explain later, we have a full lineup of new marketing automation
products and cross-selling products such as Blocks and Signals, which I have already
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introduced. I expect that these cross-selling products will naturally grow as we show the
future.

Third, cancellations and down-sells, which slightly exceeded the revised plan.
Unfortunately, this change in Success' organization and leadership did not leave much
time to improve the actual utilization by customers.

On the other hand, looking at the current situation, all, in a sense, the utilization of
customers is becoming more visible, and the current utilization is increasing, and the
churn, or retention rate, is becoming very good compared to the period from July to
September.

So, in this regard, we will standardize this customer support and customer success
operation to deliver this value-enhancing activity to more customers. We will also
increase the number of employees in this area, and I believe that this will be the next
step in building up our MRR.

Next is the cost side. As I mentioned in the previous section, our non-consolidated gross
profit from the SaaS business has improved considerably on a consolidated basis.

As you all know, we are in an environment of unprecedented yen depreciation, but since
our server costs are denominated in dollars, the yen's depreciation is a factor that
increases our costs. Despite that, the most recent SaaS gross margin improved
significantly to 77.1%. We believe this is the effect of the introduction of the new
real-time analysis platform that we have reported several times in our financial results
announcements so far.

On a currency basis, it is Q4 of the fiscal year ended September 30, 2021, just one year
ago. It was then JPY110 and now JPY128. We have hedged our exposure to the yen, so
the effective exchange rate is lower than the market rate, but the yen has depreciated by
15%. This is actually a 4% deterioration in the cost ratio on a cost basis, which should
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result in a deterioration in gross profit. But on the contrary, it has improved by nearly 4%,
from 73.5% to 77%. On the flip side, the introduction of this new analysis platform has
improved gross margins by nearly 8%.

This is about personnel. This SGA has increased in the last fiscal year because we
increased our investments and personnel, but the upward trend there has slowed down.

As I have already mentioned, the deficit in terms of operating profit or operating profit
margin has not expanded as much as we had planned.
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This is the pace of personnel acquisition. Some have recently slowed the pace of
headcount acquisition, so I think you can see from the ARR per employee that
productivity is still improving again.

With a healthy balance sheet and over JPY2 billion in net cash on hand, we have enough
cash to run our business this fiscal year without financing.
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We would like to share with you some of the highlights of the FY2022.

First, the ARR compared to the previous quarter declined because of an increase in
cancellations in Q3. I think this was a very critical situation, but under these
circumstances, we must focus on the customer's value. We have been thinking about
how to satisfy our existing customers, and have made progress in allocating human
resources to customer success and strengthening other business operations. As a result,
I believe that our business foundation has become very strong. This is the first point.

The second point is that the cost ratio, which is mainly server costs, is declining and the
gross profit margin is rising amid the weakening yen, which is a positive result that we
could not have imagined at the beginning of the fiscal year.

Third, while making appropriate investments in human resources, by utilizing SG&A
expenses with an awareness of ROI, we were able to reduce the deficit to JPY880 million
compared to the forecast of nearly JPY1.2 billion in the earnings forecast.

Fourth, EmotionTech, which was consolidated at the end of last fiscal year, has achieved
growth far exceeding our plan throughout the fiscal year.

This concludes my explanation.

Kurahashi: Before I move on to toward medium- and long-term growth, I would like to
give a brief review of the fiscal year ended September 2022.

First, I think we made very good progress this year in laying the foundation for
long-term growth. In each quarterly earnings announcement for the fiscal year ended
September 30, 2022, I have been telling that we will boldly take steps to make the
necessary revisions in anticipation of future business growth, and we are making steady
progress. We believe that there was a short-term negative impact on earnings, such as
in Q3, but we see this and other results as important preparation for progress.
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While the Company had been growing at a high rate for several years prior to FY2022, it
was unable to keep up with changes in its operations and organization, such as
organizational liabilities that inevitably arise and accumulate along with growth, market
phases, and changes in business phases. We believe that we have made progress in
resolving these problems.

In terms of short-term performance, various indicators are steadily improving after
bottoming out in Q3, and we were very confident about our future growth in the fiscal
year under review.

At the same time, we have been more aggressively investing in future possibilities in
2021 and 2022 than before. Specifically, we are releasing products and services, and
strategically expanding into group companies, including M&A. In the sense that we have
been able to release this area through 2021 to 2022, I think this means that these are not
short-term profit contributions, but very important preparations for the future long-term
growth of PLAID.

Of course, it was tough in the sense that we have been invested simultaneously for
long-term growth while strengthening our footing, but we hope to prove that this
decision was the right one by achieving solid results in the current and next fiscal years.

Now, I would like to talk about medium- to long-term growth. First of all, I would like to
reiterate that our mission at PLAID is to maximize the value of people with the power of
data. As I have explained many times before, our mission is to keep it abstract and to
look broadly at the possibilities for our future.

Recently, I think the world has been focusing on IT investment, DX, digitalization, the use
of the Internet, and the use of data. However, I think there are two broad categories:
defensive and offensive.
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There are defenses such as reducing costs, increasing operational efficiency. On the
other hand, we understand that the world is still lacking in terms of aggressive
investment in technology. Specifically, beyond cost reduction and operational efficiency,
we will also bring out the creativity and productivity of people. We believe that the use of
technology and data from this perspective will create the future.

In particular, looking at the social situation, the significance of services and products to
consumers, and the significance of the work of employees of companies that provide
such services and products, are required. We would like to move toward a state in which
they can firmly be proud of themselves. We hope to co-create with customers for the
future,by providing such support to customers.

Next slide. We are showing you once again the whole picture of our business.

Simply put, we believe that the key to corporate activities from this point forward is how
to build a sound and usable structure for the Company's important customer data
assets. Many companies are measuring data but are not utilizing or handling it as
expected.

Data is generated through a variety of channels. It certainly will come in the future
where everything, including offline, will be converted to data. We will integrate these
data firmly on the user and customer basis so that customers can understand them
well. The integrated data will then be used to provide an experience to users across all
channels. We have been providing a next-generation data utilization environment that
is a one-stop  for these kinds of activities.
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This slide shows the before and after view of the sense of the times we will be facing in
the future.

We believe that a trend will come to return appropriate customer experiences to users
and consumers, rather than utilizing fragmented user data.We provide the necessary
analysis engines and other applications for various types of jobs and tasks.
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This is the map of the PLAID Group's overall strategy that we have been presenting since
the announcement of our financial results for Q3 in FY2021.

As the use of third party customer data, etc., will be regulated in the future, it is very
important to create an environment that enables the integrated accumulation and use
of first party customer data, which is very important for companies.

As I show you this map, PLAID initially offered products to support on-site marketing, or
marketing on websites and apps, as shown on the right side of the map. Recently, we
have been providing products that are effective in various fields, such as job types, touch
points between users and services, and so on.

In FY2022, we have KARTE RightSupport in the customer support area on the lower
right, and KARTE Signals in the advertising area above this. Recently, agito, Inc., that
provides Databeat, joined the Group in the advertising area.

And the bottom. The start of our expansion into the marketing automation area is one of
the steps we have taken in this overall strategy.

In particular, marketing automation and advertising are areas in which we have received
strong demand from companies since the early stages of our business development.
However, we have intentionally delayed the start of such business domains that have
already reached a certain level of maturity, and have prioritized enabling real-time
communication and proposals between companies, services, and users on websites and
apps. In other words, we are now fully prepared to expand our business into the
advertising and marketing automation domain.

We are actually offering these products and services, but how are our clients actually
using the KARTE product series and the services offered by PLAID? We have one model
case for you today.
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This time, we have Komehyo Holdings Co .,Ltd. as a case in point. The relationship
between KOMEHYO and KARTE started in 2019, and it’s been roughly three years this
year, 2022.

The first step was the introduction of KARTE Web, for real-time marketing on the
website and on-site personalization, as shown here on the left.

From there, we have KARTE Datahub, which is a data management product, and our
TEAM service, which is a professional service for using them effectively and technical
support. And KARTE TALK, which includes various messaging functionalities, mainly
chat, to promote communication between companies and users.

The next step, we will then move on to the full-fledged utilization of first party customer
data for the business as a whole. We also provide support for planning how to
strategically utilize the data and the product environment.

This led to the introduction of the NPS survey consulting services provided by
EmotionTech, a PLAID Group company, and KARTE for staffwhich is not our main
product yet, but which is a solution to create this product that we offer for specific
situations. Specifically, the support by offline stores, offline in-store staff and online
customers or online users' staff. We have also begun to offer these kinds of specialized
solutions.

And on the far right, KARTE Blocks in terms of faster PDCA cycle of the website itself. In
this way, a wide range of products are being used by KOMEHYO.

There are, of course, products that are not yet used. KARTE has become the foundation
for the long-term strategy of KOMEHYO, especially for its customer strategy and user
communication strategy.
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We believe that this kind of initiative, whether or not KARTE is used, would be a very
advanced use case in the world. Once a year, we hold the KARTE CX Conference, a series
of online and offline events where we share and give back to the community the various
use cases and strategies of companies that use KARTE. In this context, KOMEHYO spoke
on the themes of building customer experience and designing customer strategies,
starting from understanding the customer.

In the future, we will see a trend toward building multi-channel customer experiences
utilizing first party customer data, as in the case of KOMEHYO, and this will become a
core strategy for companies. We would like to accelerate our business development not
only in terms of products, but also in terms of planning.

We are still mostly at the product level when it comes to PLAID, so we would like to
strengthen our service development from the perspective of how to utilize these
products in the future.
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One more point, which I think is very important in this financial announcement, I would
like to report to you from this announcement in the form of an overview or business
progress by area of the PLAID Group.

In PLAID, the division is made up of the KARTE domain, new business domain, and
group companies. I hope to be able to develop the story, dividing it to some extent along
these three axes.

I have explained KARTE as our core business in the past, so I will not go into details, but
the Net sales for FY2022 was JPY6.5 billion.

As for the new business domain, it is led by Director Takayanagi, who is participating in
this earnings announcement today, and I hope he will speak directly to you about it
later. As for the Group companies, this KARTE RightTouch company, which was carved
out of PLAID as a wholly owned subsidiary and strategic subsidiary, operates KARTE
RightSupport, as well as EmotionTech, agito, Inc., and Databeat. We have these three
companies. Each company in this group is engaged in activities to provide product
services optimized for areas other than those covered by KARTE. Now, the volume there
is JPY800 million.
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Next, each area is described in terms of our vision for the medium term and its current
focus.

In the KARTE area, which is the leading business area, we have been developing our
products more and more aggressively. We are still developing the product, but in
addition to developing this product, we have the ability to deliver it.Also I mentioned
earlier TEAM services and planning, how can we strengthen our delivery capabilities?
This is becoming a very important point. Since this is a core area that drives the growth
of the entire group or is the main revenue driver, this means that we are working to
generate even higher productivity.

Specifically, as you can see on the right, we are firmly refining our
marketing/sales/customer success operations. In addition, we would like to strengthen
the mechanism for productivity improvement from the aspect of mechanism by firmly
preparing and updating the design of various systems, including the personnel
evaluation system.

As for the new business domain, it is not only customer experience but also DX, EX, and
employee experience from the user's point of view, we are also expanding our business
to support improvement in these areas. We are also actively developing alliances,
collaborations, and partnerships with various industries and retailers, as well as
strengthening our API offerings.

And finally, the Group companies. First, we believe it is extremely important for each
company to establish a high presence in the industry and domain in which it focuses.
We will then move on to activities such as developing the knowledge of PLAID's
businesses and the businesses of the Group companies, or pursuing group synergies.

However, each company is still refining its products and the market is still in its early
phase, so rather than creating a mature growth curve, we need to first develop solid
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value. And building a strong team. We will draw up a mid- to long-term strategy,
focusing first on these fundamental aspects of the Company and its business. We hope
to focus on that foundation first.

As I have just explained, the KARTE area is responsible for both profitability and mid- to
long-term growth strategies. And when we look at it from a group-wide perspective, we
will also make a solid upfront investment in this new area and in each of the Group
companies. This kind of activity, with this kind of crispness, is what makes it compatible
with the other activities. We would like to make progress in these disciplined activities as
PLAID and would like to report back to you.

As I mentioned earlier, we have been developing various product services starting with
KARTE for Web, and we would like to move from the phase of introducing each product
to companies to firmly provide this wide range of value and to promote synergy and
integrated value propositions. We hope to dramatically improve profitability by
promoting integrated value propositions.
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Now I would like to continue with business updates and topics.

First, as I mentioned earlier, we have begun offering a product called KARTE Message for
marketing automation, e-mail marketing, and various message-based marketing
activities. This will be a part of the service that PLAID has never really offered before.

Until now, the main area of our services has been to support marketing and
communication on the customer's website and apps. However, as with KARTE Signals,
we are expanding to user communication areas outside of our own services.

The need is especially great for marketing automation. On the other hand, as I
mentioned earlier, compared to the real-time marketing area of KARTE for Web and
KARTE for App, it is a little advanced, so called a legacy and large market. Therefore, we
started with the novelty of the market, and then began to work on this relatively mature
market.

In fact, in the case of integrated proposals to large enterprise companies, the marketing
automation area is one area that is hard to miss. By offering these products, we are able
to provide large enterprise customers with a good level of coverage and capability.

We have been paying attention to this product release internally and our customers are
also looking forward to it. We would like to show the progress of this release as well as
other information in our future IR and other media.

Next, I would like to hand over to Takayanagi to explain a new business domain.
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Takayanagi: Hello everyone, I am Takayanagi, Director. I am currently in charge of a new
area that will contribute to PLAID's medium- and long-term growth, and I would like to
talk about it today.

First, what is the PLAID Ecosystem on this slide? I would like to explain this to you. In
today's presentation, Kurahashi also talked about the importance of first party customer
data, and we have been receiving an increasing number of inquiries from our clients
asking if they can utilize first party customer data in areas other than the marketing
domain.

We cannot afford to miss out on such opportunities, so we are working to promote the
use of such data and to strengthen the linkage with services provided by outside
companies and systems already in place at our clients' companies. The PLAID Ecosystem
is an initiative to take on the challenge of solving larger and deeper corporate issues.

20



Then I bought a concrete example of what we are actually doing. This is a case study of
URBAN RESEARCH Co., Ltd., a major apparel company. In conclusion, this is an example
of collaboration between our customer data, user behavior data, and FULL KAITEN Inc., a
SaaS provider that addresses inventory issues.

Specifically, it is a case study of how the multiplication of behavioral data and analytical
data with the inventory held by FULL KAITEN led to a solution to URBAN RESEARCH's
inventory issue. I think the inventory issue is a major issue for retailers.

We have been contributing to the improvement of sales and sales growth, but we have
been wondering if we can utilize our first party customer data to solve bigger and
deeper issues. I would like to introduce some examples of how we would like to work
with external partners to solve major issues in the future.
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I would also like to talk about another new area, STUDIO ZERO.

Recently, we have been receiving an increasing number of inquiries from companies
that are experiencing a labor shortage and are looking to create a new business or
change from their existing business.

As you can see on the left side of this STUDIO ZERO initiative, we are providing services
in the areas of BX, CX, and EX that go one step further than ever before to accompany
corporate reforms.

As you can see on the right, we have already started supporting companies that can be
said to be the top runners in their respective industries. We hope to accelerate our
efforts in these new areas and link them to the growth of the PLAID Group's business.

That's all from me.
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Kurahashi: Finally, I would like to briefly explain one topic for the Group. agito, Inc., a
company that joined the PLAID group as of October 12, 2022. It has joined our PLAID
Group in the context of thoroughly strengthening our business development in this
advertising area together with KARTE Signals starting this fiscal year. I will not go into
details today, as I have already discussed this in the IR presentation on agito, Inc.

A very simple and important point is to think about future advertising areas or
advertising strategies. Customers should not only think about advertising when
considering their advertising strategy. Advertisements are one of the touchpoints
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between users and services, and it is necessary to quantitatively visualize the results of
these activities or the current status of relationship building with customers across
multiple touchpoints, such as what kind of relationship was established between the
service and the user after the user visited the service.

From the very beginning, we have been developing the foundation of KARTE with the
concept of these environmental changes that will come in the future. User activity at all
touchpoints should be well measured to quantitatively express the relationship between
the Company and its users. We hope that you will keep an eye on the future
development of agito, Inc. and KARTE Signals.

Lastly, Muto will explain the earnings forecast for the fiscal year ending September 2023.

Muto: This quarter, as mentioned earlier by Kurahashi, it is PLAID alone and the Group.
Within PLAID alone, we have divided our earnings forecast into KARTE domain, existing
domain and new business domain.

The basic idea is to shift the KARTE domain toward what is often called profitable
growth, with an eye toward natural future growth but also with an eye toward
profitability. On the other hand, we are aware that Ecosystem and STUDIO ZERO are
new businesses that must be expanded from here, and that these businesses are in the
investment stage.

As far as the Group is concerned, especially RightTouch, EmotionTech, and these two
companies. We believe that the current fiscal year is the most opportune time to
accelerate investment, so this is also in the investment stage this fiscal year.

Net Sales on a consolidated basis range from 7.2 billion to 8.5 billion. In terms of
consolidated growth rate was 16.8%. Net sales of PLAID alone is at 13%, and for the KARTE
business domain is 10.2%. If you look at these numbers, you can see that the growth rate
is slowing down, so I would like to explain this to you later.

24



On the other hand, adjusted operating profit. Excluding stock-based compensation and
goodwill, and then there is a one-time adjustment, but basically these two items are
excluded from the adjusted operating profit. The deficit here is JPY979 million on a
consolidated basis, but what I would like to show you is the KARTE domain. The KARTE
area posted a loss of JPY200 million, and excluding a special server commitment, the
KARTE domain posted a profit of JPY90 million for the current fiscal year. Including this
and other factors, we expect to achieve profitability on a consolidated basis by 2025, the
year after next year.

I would like to explain a little bit about this growth rate and profitability. The first thing
you should see is that sales are 20.3%, stand-alone. This is down from 20.3% to 13%. Or
where sales growth in the KARTE domain has dropped from 19.5% to 10.2%. This means
that if you look at ARR on the other hand, ARR growth has gone up from 7% to 12.2%.
This is explained on the next page.

There are three points that are related to the growth rate. The first is that the 10.2%
growth in net sales was largely due to the previous fiscal year. ARR at the end of the
previous fiscal year will be the launchpad for net sales this fiscal year. But the ARR at the
end of FY21 was JPY5.8 billion, while the ARR at the end of the previous year was JPY6.2
billion, so there is almost no difference. As a result,net sales for the current fiscal year are
difficult to increase, or rather, the launchpad is in a very low state, resulting in this 10.2%
growth rate. I hope you understand that we are not slowing down, but that this is the
result of such an aggregate structure.

As you can see, the ARR growth rate is 12.2% this fiscal year compared to 7.6% in the
previous fiscal year, so we are conscious of accelerating growth from the previous fiscal
year. To be honest, I personally do not think that 12.2% is a good rate, and I do not think
that it isn't the potential growth rate of KARTE's products.
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We believe that the restructuring of business operations that we have been pursuing
since Q3 is still halfway through. For example, we have a situation where we do not have
enough sales staff. Also we are enhancing the customersʼ value recognition now. They
were not all low, but the low ones are being raised. Unfortunately, we do not believe that
we will be able to realize our full potential growth prospects this fiscal year because we
are still half ways through, so these are the levels we showed.

The third point is what is our potential growth rate. The marketing automation market is
a very large market, and I believe that KARTE's marketing automation will have a good
presence there. I believe that KARTE's TAM and growth potential will certainly improve
with the evolution and development of these products. In that context,If you look at the
amount of growth in ARR, it only increased by JPY439 million in the previous year. We’re
assuming an increase of JPY764 million this fiscal year. The JPY1,416 million in FY2021,
then, is it what one could not expect to see? To be honest, this JPY1,416 million is a level
that was achieved with fewer people than the current number of employees.

As I said, I believe there are business operation constraints in this fiscal year, but I
honestly believe that this annual increment of JPY1,416 million in ARR is something that
must be exceeded. So, while we hope to exceed this level this fiscal year, we are
forecasting more than this for the current fiscal year, but we still need to exceed this
level in the future. As we expand our business and operations, I believe that we need to
expand our operations to achieve this level of ARR growth or conduct such a business.
This is where the growth potential is.

Another point, the profitability part.

We have a deficit of JPY250 million due to the impact of foreign exchange rates on the
servers, but we believe that our business is originally so profitable.We would like to
increase the profitability of this business while balancing growth in the future. In
conclusion, we would like to aim for a consolidated profit in the FY9/2025.
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Kurahashi: Now, I would like to conclude with a brief comment on the outlook for the
current fiscal year. As Muto mentioned earlier, we expect to return to profitability on a
consolidated basis and on an adjusted operating profit basis in the fiscal year ending
September 2025.

To achieve profitability, as I have been saying throughout today's presentation, we will
continue to make appropriate upfront investments in new areas and business areas
based on our mission, while maintaining the profitability and growth of our core
businesses. We believe that we can achieve this timeline in a natural way while rotating
both of these wheels, so we would like to move forward while placing one of these
points in the foreground.

Once again, I would like to reiterate that we have made solid investments in 2021 and
2022 in terms of future possibilities while laying a firm foundation for the future and it
has been a time of turning both wheels. We have strong confidence in this situation.

And in terms of converting those possibilities into growth and earnings from this fiscal
year onward, this fiscal year is the start of that process. These are also internal
operations, further marketing efforts, the hiring of people and the pursuit of group
synergies. We are now at a point in time where we have identified a variety of other
tasks, issues, and upside potentials, and we would like to create the kind of growth we
have just shown by firmly promoting these tasks.

This is the end of our presentation.

Moderator: This concludes our presentation on PLAID, Inc.'s financial results for Q4
FY2022. Thank you for your attention.
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Question & Answer

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

Q1: Hello. Thank you very much for your presentation. Since we don’t have much time,
please tell me one point regarding guidance. This is new guidance, but is it that kind of
guidance that you work pretty hard to achieve? Or is it something like a minimum line
that you will achieve?

In addition, I was wondering if the agito part is also reflected in this guidance. Also, you
mentioned in your presentation that the pipeline is very good, conversion is good, and
there are many products for cross-selling. Could you tell us how much of this is reflected
in the guidance? Thank you.

Muto: Thank you for your question. First of all, in terms of the probability of this
guidance, we are giving a sense of a certain level, 100%, or a level that can be achieved
with certainty, so it is not a level that cannot be achieved with much effort. The
probability is the same as the lower limit of the range we showed last time.

As I mentioned earlier, we do not believe that this ARR increase of JPY764 million is
sufficient at all, and we would like to see this raised even more. On the other hand, there
are human constraints in operations and other factors, so it would be sequential for this
to get better. We hope to build on that, especially since we expect things to improve
over H2 of the current fiscal year.

As for the new business domain, agito and other companies are also taken into account
on a consolidated basis. So I don't think the product includes much in the way of
marketing automation or other specifics. So we are making numbers there as a kind of
upside. I'm not sure if I've answered all of your questions, but this is my answer.

Q2: I want to know a little more regarding the previous question, but you said that the
sales of agito are included, but since this is from Q2 and the previous year's results were
about JPY400 million, I'm not sure if this is about JPY300 million. Excluding that, the
subsidiary's total would be about JPY900 million, so the EmotionTech portion would
grow from JPY811 million to JPY900 million. Is it correct to see in this way?

And second, on an actual basis, the number of customers is increasing and the cost per
customer is decreasing, but what is happening about this? Could you please explain the
second point, whether you were able to get it from a relatively low amount of money?

Third, I would like Mr. Muto to explain how the new analytical platform will increase
efficiency. If you can explain that, please. That's all from me.

Muto: The first point is that the past sales of agito include gross advertising sales, and
our plan includes net advertising sales, so there is a slight adjustment. About JPY180
million have been included in the sales of this year.
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The second point is difficult to give a full answer on that, but there were quite 1 large
cancellation, and that has had an impact on the unit price. Therefore, the fact that the
unit price is declining may be due to the fact that the unit price is affected by the loss of
one very large project rather than a decline in the overall unit price.

The third point is the reduction of server costs. After all, a large portion of our cost is the
server costs to Google. This is the realm of real-time analysis. For example, if you store a
lot of real time user data in storage, that costs a lot of storage. The more data is
exchanged between the customer's website server and Google's website server, the
higher the cost of the servers. We should reduce that kind of exchanges with servers.

For example, by making some of the processing locally, if possible, the number of server
interactions will be reduced which will speed up the process and lower the cost.

That's about as far as I can answer this kind of question. Maybe Kurahashi or Takayanagi
can answer more, but that is the image I have.

Q3: How many people do you plan to hire this fiscal year to make up for the shortage of
sales and other personnel?

Muto: I am not sure how much I should go into specifics, but I think we need to hire at
least seven to eight salespeople, and maybe less than 10 at this point.

Q4:Can you please explain the causes for the cancellations? And how many customers
are potentially at risk of churning due to that cause?

Secondly, is the decline in revenue from existing clients due to reduced spending on
marketing investments as a result of economic concerns and other factors? Or, as in the
previous quarter, the main factor is the impact of cancellations. Is there any risk that the
acquisition of new customers will be slowed down due to concerns about the economic
downturn?

Third, there appear to be a lot of products, but there also appears to be the potential for
dispersion of development resources, longer lead times for sales and CS to become
proficient, etc. What do you think? Please answer these questions.

Kurahashi: Now I would like to talk as the general framework. Regarding the reason for
the cancellations, I would like to point out that we did not provide sufficient support in
promoting the use of KARTE, which is overlapping with what I have already mentioned.
We became listed in December 2020, Since our listing, we have been benchmarked by
many companies, and at the same time, the market in which we operate is steadily
growing. That is the kind of change in the competitive environment.

I believe that we have not been able to fully reflect and strengthen our support to our
existing customers. Therefore, we must first make a commitment to understand the
market situation precisely, and to understand our customers' situations precisely and
efficiently.
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Then, personnel to customer success who can respond well to the understanding of
customer needs. We have been allocating and assigning personnel in a way that
prevents mismatches or opportunity losses. As a result, I think we are achieving a return
to a very good renewal and retention rate.

Second, the effect of factors such as reduced revenue from existing customers and
reduced spending on marketing investments. We are asked if there are any concerns in
the new areas. Of course, I cannot say that there are not.

On the other hand, this business and this business domain that we are developing is not
something that a company should just have, but something that it will have to work on
in the future. From this perspective, we believe that as time goes by, it will become more
and more difficult to prioritize what to cut.

Our business domain is in a more efficient investment area, and we will accelerate
investment in this area. On the other hand, we believe that customer success
communication will become very important in order to lead to a firm streamlining of
overall corporate activities.

I think this area is similar in terms of acquiring new customers. We are not aware of this
as a serious risk, as we would like to approach this market in a broad sense in an
appropriate and firm manner. Rather, we see it as an opportunity.

The third point is that there are many products, but it may take time to disperse them
and increase the level of proficiency. This is also true in general.

On the other hand, the clients we are mainly focusing on now are companies that are
promoting or intending to promote the use of data in a relatively multifaceted manner,
and generally have large business sizes. We have a large number of companies with
enterprise size contracts. In other words, we have been able to provide the necessary
value, and we see this as a business opportunity that will clearly expand.

On the other hand, of course, it is not the case that everyone can handle all values at an
appropriately high level. The roles of individual members are designed to be well
maintained internally from the organizational development stage. We have also
established an environment that enables members' self-driven growth and education
from management by firmly linking the personnel evaluation system and other related
systems. I believe that we will be able to create a better system to improve the
proficiency of our members through this fiscal year.

Therefore, although this may be a difficult approach in general, we believe that our
business is beyond that, and we will be able to clear the hurdle by actively working on
these themes.

Moderator: This is the end of the financial results briefing for Q4 of the fiscal year ended
September 30, 2022 for PLAID, Inc. Thank you for taking time out of your busy schedule
to join us today.

Kurahashi: Thank you very much.

Muto: Thank you very much.

30



Takayanagi: 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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