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Presentation 
 

Moderator: Thank you very much for gathering. We would like to start the PLAID September 
FY2021 first quarter earnings report. This earnings report will be the first since the listing of our 
Company. 

Before we go into the subject, let us introduce the policy of our earnings report going forward. The 
first and third quarter results will focus on the figures and will be explained by our CFO, Muto. First 
half and annual results will include numerical information as well as the strategy and business 
update by our CEO, Kurahashi. 

 

Next, let me explain about the forward-looking statements. This presentation material contains 
forward-looking statements. These statements are based only on information that is available at 
the time the statements are made. In addition, these statements do not constitute a guarantee of 
future results. They are subject to risk and uncertainty. Please note that actual results may different 
materially from those expressed or implied in the forward-looking statements due to 
environmental changes and other factors. 

Now our CFO, Muto, will be taking you through the presentation of the earnings result. We will 
open for Q&A after the presentation. 

Mr. Muto, please. 



 
 

 

 

Muto: Thank you very much for introduction. So, let me start. Firstly, let me give you an overview 
of our Q1 results and the general business environment. 

So, our general business environment is favorable. A tailwind for CX penetration continues. COVID-
19 pandemic made Japanese Companies to accelerate shift to online and encouraged them to 
make digital transformation of their operations. Companies are paying more attentions to bring 
better customer experiences to their customers. Under the circumstances, we are improving our 
existing product KARTE and also developing new products as well. KARTE Blocks was launched 
as an open β version in the first quarter. 

We made major update with our Datahub, our customer data platform product. We are 
successfully creating new leads and the pipeline for our new customer accretion activities. We 
continue to conduct our marketing and branding of KARTE and CX customer experiences. Besides, 
our IPO also contributed to increase the recognition of PLAID and KARTE. As a result of increasing 
leads and pipelines, our new customer accretion activity was doing well for past quarter, especially 
KARTE for App expanded its customer base at a higher pace than we expected. 

Expansion with existing customers was also doing fine. Expansion of customers by upselling and 
then cross-selling exceeded with customer churn. We are keeping so-called negative churn status. 

So, reflecting the favorable business environment and our good performance, Q1 net sales was 
JPY1,210 million, up 36.6% YoY basis. Q1 gross product margin was 71.2%, up 4.4 points from the 
same quarter of the last fiscal year and down 0.8 points from the previous quarter. Q1 operating 
profit was JPY12 million, while current losses and net losses were JPY161 million and JPY231 million, 
respectively, mainly due to temporary onetime non-operating expenses of JPY195 million, part of 
listing expenses. 



 
 

 

 

Against our revenue guidance of JPY5,211 million, the progress rate was 23.2%, which is higher than 
21.1% of progress rate for the same quarter of the last fiscal year. Besides, Q1 revenue beat Q1 
revenue annualized [consensus] of JPY1,171 million. 

 

So, hereafter, we'd like to explain each KPI and financial figure. Regarding our net sales and the 
ARR, both are growing steadily. YoY sales growth was 36.6%, led by both subscription number 
growth and price increase. The number of subscriptions and average revenue per account, or per 
prescription, are growing at 17.7% and 16.5% YoY basis, respectively. In addition, our subscription 
revenue ratio remained high at 96%. 



 
 

 

Here are our ARR as of the end of Q1 JPY4,773 million. Net increase of ARR was JPY383 million, 
which is higher than JPY174 million for the same quarter of the previous fiscal year, or even higher 
than JPY299 million over the previous quarter. This larger net increase of ARR for Q1 compared 
with the same quarter of the last fiscal year was resulted from better net retention. Q1 net retention 
was positive, while the net retention for the corresponding period of the last fiscal year was 
negative due to relatively higher customer churn as of the end of December 2019. 

 

The number of subscriptions as of the end of Q1 was 744, up 17.7% YoY basis. The net increase of 
subscription number was 34, larger than 27 over the same quarter of the previous fiscal year, and 
slightly larger than 32 of the previous quarter. As explained in ARR net increase, higher customer 
retention for Q1 resulted in the large increase of the number of subscriptions. 

Average revenue per subscription, ARPA, as of the end of Q1, was JPY534,000, up JPY19,000 from 
the previous quarter. This increase is due to partly upselling and cross-selling, and secondly lower 
than average revenue per subscription, or terminated contract. Customer acquisition itself affects 
negatively, because new customer average revenue per subscription is generally lower than 
average revenue of existing customers. However, this increase, new customer pricing is improving 
because of our shift of our focus to more enterprise customers. 

In line with the increase in the number of subscriptions, the number of customers was also 
increased by 26 to 500. Average number of subscriptions per customer is 1.49, almost flat with or 
slightly lower than the previous quarter. Which means that we're increasing new customer 
accretion, rather than expansion within existing customers. Q1 gross profit margin was 71.2%, up 
4.4 points YoY basis, down 0.8 points QoQ basis. 

Server cost, the single largest item within our cost, has been well under control. Our server cost is 
generally proportional to the number of unique users and the number of events, such as purchase 
events. Cost by user or cost by event, both, kept stable or get slightly lower thanks to our effort 
to use our server effectively. In addition, our customer success team regularly monitors event 
volume from our customers' website or mobile apps, and then make upselling proposals or 
controlling the event volume to those customers with higher event profit when necessary. Those 
efforts also contributed to the improvement of our gross profit margin. 



 
 

 

All of OpEx ratios are in decline. R&D and the G&A ratio declined mainly due to the increase in net 
sales. Sales and marketing ratio also declined. This is due to less spending in marketing, in addition 
to the sales flow. 

 

Operating profit turned positive, up JPY12 million. This is the correcting accumulated subscription 
revenue, increase of subscription revenue, and OpEx [inaudible] partially deferred to the next 
quarter. 

 

 



 
 

 

Let me quickly touch upon our balance sheet. Cash and cash equivalents were increased by 
JPY2,080 million to JPY4,170 million. After this increase, the execution of over-allotment at our 
IPO resulted in additional cash increase by JPY852 million. This happened on January 14th. 

 

So, here is a summary [page]. Net revenue retention rate was 102.1%, almost flat from the previous 
quarter number. Actually, this is the 12-month average of monthly net NRR. The three-month 
average NRR for Q1 was above 102.1%. So, we expect NRR will be gradually increased going forward 
if we can keep the current level or above level of net retention. 

 



 
 

 

So, here's a summary or takeaway for our Q1 result. Firstly, sales growth is growing steadily, and 
secondly, the growth profit margin is stable. Thirdly, operating profit turned positive for now, and 
fourthly, finally, net losses due to temporary expenses. 

Let me make a comment on forward-looking basis. We would like to keep our top-line and bottom-
line guidance level for the fiscal year. Our operating profit turned positive for Q1, but this does not 
mean we will continue to keep positive operating profit. Regarding our operating profit guidance 
level for this fiscal year we would like to keep it at JPY25 million, as already announced. 

In addition, let me make a general comment. Let me state that it is possible that we might 
accelerate our investment into OpEx to create revenue growth and that it might have a negative 
impact on our bottom line for this fiscal year or after, but as said, this is kind of a general statement. 
So at this moment, we do not have any concrete plans for doing so, but if that is the case, we might 
have to revise our guidance level. 

This is the end of our finance section. 

 

Let me make a business update hereafter. There are three pages from here. Firstly, December 13th, 
we announced major update of the Datahub. So as you can see, Datahub BI [inaudible] enables 
our customers to make data processing and analysis easily.  

With a spreadsheet function, like Excel or Google spreadsheets, our customers can use the function 
or filters for data processing and analysis. With dashboard they can create real-time chart. Our 
customers can make data processing when analyzing offline data held at corporate IT 
infrastructure, in addition to real-time behavior of data collected by KARTE, through end-to-end 
or one-stop platform. This is about Datahub BI.  

Another one, parameterized ML, and this function enables our customers, our customers without 
technical knowledge to create machine-learning-based prediction models on KARTE Datahub. It is 
not easy for companies to use machine learning for their businesses, because they need 
bothersome procedures when they try to use machine learning, such as data collection, data 
annotation, modeling, prediction, and the connecting model to their services. Besides, they also 
need a kind of specialized and skilled partner for machine learning. To such pain points, this 
parameterized machine learning enables our customers to use machine learning for their 



 
 

 

businesses by just using preset templates on Datahub and automated processes. What they have 
to do is just to set parameters. With this parameterized ML, our customers can make a purchasing 
customer prediction model for optimizing coupon delivery, or make a leaving customer prediction 
model for selecting their customers to send emails for the engagement, or make a loyal customer 
analysis to gauge magic numbers for loyal customers. 

 

Next, KARTE Blocks. This new product went into the open β phase  on November 18. Now, double-
digit number of customers are using Blocks for a fee. 

 



 
 

 

Finally, though this is an event for Q2, we're holding a KARTE [inaudible] conference. This time, 
actually the third time for three years, we added KARTE conference specialized for data and 
specialized for app, which are focused on mobile app use cases and data calculation use cases, 
respectively. 

So, this is end of my presentation, and thank you for paying attention to my presentation. 

  



 
 

 

Question & Answer 

 

Moderator: Now we will go into Q&A session. 

 

Q1: My question was about the revenue opportunity and the revenue model that you're going to 
have for your new products, the Datahub and KARTE Blocks and how you'll charge for them and 
how much that might—the scale of which it could increase the revenue opportunities from different 
types of customers. parameterized ML.  

Muto:  We are already selling Datahub, and a number of customers are already using Datahub. 
Those major updates are a kind of adding new functions to Datahub. At this moment, we have not 
disclosed any pricing for Datahub, any pricing for those two options, KARTE Datahub BI for, but 
we believe that by providing those key additional functions to Datahub, we will be able to increase 
the pricing of the Datahub in the future. That is about Datahub. 

Regarding the Blocks, so I hope you know the function of KARTE Blocks. Actually, we are selling 
KARTE Blocks to customers as a  open β productand we are receiving additional fee from our 
customers. But our main purpose over selling KARTE Blocks is not to pursue a short-term revenue 
opportunity, but rather we believe KARTE Blocks will expand the opportunity to sell KARTE suite 
to those customers.  

So, this is kind of a product for product led growth. Because at this moment, not all of our potential 
customers immed need KARTE. Because, KARTE is a product for relatively advanced customers 
who need to deal with their online customers on their website or on their apps. But KARTE Blocks 
is for customers with more primitive, more early stage pain-point , which is that they have to create 
their webpages or their mobile apps. KARTE Blocks also helps our customers to customize their 
webpages. So, what we're thinking is that by selling, by providing KARTE Blocks, and then as a 
next step, we will be able to find our opportunities to sell our KARTE itself. So, KARTE Blocks is 
expanding market opportunity for KARTE itself. 

Participant: Thank you very much. I'll give somebody else the opportunity to ask a question. 

 

Q2: I have two questions for you. First, could you maybe talk about what drove average revenue 
per subscription growth, how much of that is product cross-sell versus maybe contracts renewing 
at a higher rate? Then I have a follow-up question after that. 

Muto: Give us a moment. The short answer to that question is that both cross-selling and upselling 
both contributed to our expansion of our customers. If I compare the cross-selling and upselling of 
the past quarter compared to the corresponding past quota of the last fiscal year, I think more 
upsell was contributing to this net expansion rather than cross-selling. 

 

Q3: Thank you. Then as you approach companies, how receptive are they to your digital marketing 
solution? Are you finding when you go in to meet companies, you're the first one approaching 
them with a product like yours? Or are you displacing other companies when you go in and acquire 
new clients? 

Muto: We do not have exact data on that point. But I believe in most of cases, KARTE is add-on, 
not displacing anything. For example, customers are using Adobe Experience Cloud or Marketing 
Cloud, and cusotmer will have a contract with us for KARTE in addition to Adobe, or maybe same 



 
 

 

thing can be said for Salesforce. That's why Salesforce is helping to sell our KARTE to their clients, 
because KARTE can be connected to Salesforce. But for some cases, some customers will 
terminate their existing contract with both vendors and change to KARTE for several reasons. 
Maybe one reason would be the overseas [inaudible] may be too expensive, and KARTE can cover 
both the online and offline customer communication messaging. So, the answer is in most cases, 
KARTE would be add-on product, but sometimes KARTE would displace those products. 

Participant: Thanks for taking my questions and great quarter. 

Muto: Thank you very much. 

 

Q4: Good afternoon. I had a follow-up just to the answer that you provided regarding the 
competitive landscape. So, I was wondering if you could talk a little bit about who are other 
providers who provide a similar customer experience cloud.  So, who do you often compete against 
either locally or globally? You mentioned Salesforce as being more a partner than a competitor. I 
was wondering what the dynamic with Adobe is with their marketing cloud? Is that direct 
competition? You said sometimes you're added on in addition to the Adobe offerings. I was 
wondering if you could just talk about the sort of competitive landscape globally, locally, and what 
you think outside of either pricing is a competitive advantage for PLAID? 

 

Muto: Thank you very much for your question. So, I'm showing one page, this is the positioning of 
KARTE within the paradigm system marketing. So, the first step Company have to do to start kind 
of digital online business is they have to create their [inaudible] online. So they need a [inaudible] 
or they need some webpage creation as a first step. 

As the second step, what they have to do is to gather profit. So, they have to send advertisements 
or send emails to increase profit onto their webpages or mobile app. This is the second phase. 
After gathering enough customers or online users on their webpages, what they have to do is they 
have to treat better, they have to give a better customer experiences to their online customers.  

KARTE is mainly for the phase three. With KARTE, our other corporate customers can make a real-
time segment of their online user, and then send real-time messages or customize the messages 



 
 

 

to customers when they're online. So, in that sense, we believe Adobe or Salesforce or some other 
marketing automation product, are mainly for phase two. So, that's why KARTE is not directly 
competing with those products.  

But sometimes corporate customers would like to use a tool to make a pop-up, to all users.  So, 
some corporate customers do not need a real-time function. They can just show a pop-up to the 
user based on the [inaudible] data, not real-time data. For such customers, maybe they don't need 
KARTE, so they can use the cheap option.  

So, I'll say the KARTE is appealing to corporate customers with higher motivation or a higher need 
for real-time customer treatment. Then that's why for this personalization or real-time marketing, 
we don't see competitor at this moment. But for this marketing automation phase, we see some 
domestic and international players. But we do not think they are direct competitors. 

 

Q5: Thank you, that's very clear. If I may just follow up, so therefore when you mention there are 
sometimes customers who in the rare instances terminate contracts with their existing providers 
and then switch over to KARTE because it's cheaper than overseas, why are they doing that? 
Because as you said, it looks like the overseas competitors are in phase two, you're tackling phase 
three, so what might cause them to change or terminate those contracts? Would they still not beat 
that or can they directly do real time and not have the step two? 

Muto: KARTE can be connected with a tool called a SendGrid. Then if they contract with us, they 
can send email, so they can cover some functions Adobe or Salesforce are providing. But in terms 
of a email, a chain email, or a marketing automation or focus function, actually, KARTE is not 
focusing on the marketing automation function. So, if the customer is more interested in kind of 
the phase three, real-time customer experiences, sometimes they can use KARTE even for kind of 
phase to send email. But for some customers who are still sending advertisement or email a lot, 
maybe marketing automation products, traditional marketing automation product are better. 

Participant: Thank you very much. 

 

Q6: Could you talk a little bit about how you identify individuals on your customers' websites and 
how that's changing? I know you're not really dependent on third-party cookies, but what 
identification techniques do you use when tracking end customers across different websites, and 
how is that changing? Is there any standardized identification method that you can use? 

Muto: Yes, we are using cookie, but not third-party cookie. It's a first-party cookie. For example, 
our ecommerce customer uses KARTE to identify their customer, their online customers use their 
cookies. So, our customers cannot identify user behavior at different websites through KARTE. By 
using KARTE, what they can get is the behavior data of their user on their website. 

 

Q7: I think some American companies are trying to develop techniques where end-users agree to 
opt in to being tracked, and then that might—in return for incentives, so that the data can then be 
shared across multiple websites. Is that something you're considering? 

Muto: Actually, we're not using third-party cookie, so at this moment we do not need to provide 
such incentive to get allowance for cookies. I'm not for sure, but given your explanation, I think 
that some kind of approval for third-party plucking, so plucking by different webpages or different 
parties provider away from the webpages where you are. I think, at least for first-party cookies, I 
don't think even in the US approval is necessary, but it depends on the website. But at least in 
Japan, we don't need to get such approval for the first party cookie usage. 



 
 

 

Participant: Thank you very much. 

Moderator: Thank you very much for the questions. So we have one question. 

 

 

Q8: Thanks for taking my question. On one of your slides, I think it's page 21, your employee count 
has been pretty flat for the past three quarters. So, my question is do you feel like you are already 
capturing the full potential of the current clients that you can acquire right now in the market? Or 
do you feel like if you were able to grow your sales teams more you would be able to capture more 
clients much faster? 

Muto: Thank you very much. So, yes and no. At this moment, we're maybe capturing clients' leads. 
Our lead to KARTE and also pipeline for KARTE are growing. So, to capture all the lead in the 
pipeline potentials, we think we need to increase our sales team, and also customer success team 
going forward. So, for last three quarters, we've been more focusing on productivity, especially 
given the environment of the COVID-19 pandemic. But now I think we are in a phase to increase 
the new customer acquisitions. For that purpose, going forward, we might further increase our 
sales and the customer access members later this fiscal year or next fiscal year. 

 

Q9: Thank you. My second question is I think you mentioned about pipeline or maybe leads. Have 
you seen that pipeline increase over the last quarter since, let's just say September? 

Muto: Yes, actually the fourth quarter lead or pipeline are increasing compared to the fourth 
quarter last fiscal year. We're not disclosing numbers on the number of leads or pipelines, but it's 
growing steadily. In addition, thanks to the increase in the name recongnition of PLAID or KARTE 
with the IPO as of last quarter, I think that IPO is also contributing to increasing lead in the pipelines. 
So, I think we are on the right track to expand our opportunities in this market. 

Participant: Thank you very much. Just a follow up. 



 
 

 

Muto: Let me add one more thing. As I mentioned before, the KARTE Blocks would be a good way 
to increase our potential. KARTE Blocks is easier product and more appealing to the customers 
more immediate pain point. By having KARTE Blocks penetrated, before KARTE itself, opportunity 
for KARTE core will be expanded. We will be using KARTE Blocks for lead generation for KARTE 
core. 

 

Q10: Thank you very much. Just as a follow up, you mentioned that pipeline or leads have been 
increasing for the past quarter. What kind of clients are you seeing are coming in? Are they any 
different from what you've been seeing, the clients that have actually contracting you in the past 
quarter? Or are they any different in terms of maybe industry or size of company, whether it's an 
SMB or enterprise? 

Muto: Thank you. KARTE originally started with ecommerce industry. But now we are seeing the 
increase in  non-ecommerce industry. One industry I'd like to mention is the finance industry.  

They are shifting their focus more to this style. Mega banks are shutting down their branches, and 
instead of that, they are spending, investing in more digital by using KARTE they can make new 
customer acquisition as well as they can treat existing customers upselling or cross-selling.  

In addition, Japanese finance industry, like mega banks, are becoming more open to use the cloud 
services. They used to be very cautious about using cloud service. But now they are opening their 
system to cloud companies like us. This is also contributing to penetration into the finance industry. 
Then besides finance industry have a big wallet. Compared with their IT investment, KARTE pricing 
will be quite cheap. Those are major reasons for increasing in the finance industry. 

Participant: Thank you Very much. 

Moderator: Thank you very much for the question. 

Since there are no other questions, we would like to end the PLAID September FY2021 first quarter 
earnings report. Thank you all for gathering despite your busy schedule. 

Muto: Thank you very much. 

 

[END] 

  



 
 

 

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. 


