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Presentation

Moderator: Ladies and gentlemen, thank you so much for taking the time out of your
busy schedules to join here today.

We would like to begin Q2 FY 12/26 Financial Results Briefing of PLAID, Inc. Today's
presentation contains forward-looking statements. Please also read disclaimers shown
on the screen.

We have a Q&A session after the presentation. A Q&A form is available, so you may text
your questions at any time. Today, CEO Kurahashi and Takahashi, Executive officer, VP of
Finance, will give a presentation.

Please begin, Mr. Kurahashi.

Kurahashi: | am Kurahashi, CEO of PLAID, Inc. Thank you for attending or watching our
financial results briefing. | will present an executive summary, growth strategy, and
business updates.



In general, we have entered a phase where we are beginning to see tangible signs of
accelerating growth. Let's see the executive summary.

Executive Summary

Executive Summary

o Q2 Consolidated Revenue: ¥4,070 million (+21.2% YoY); Q2 Cumulative: ¥7,766 million (+18.6% YoY)
« Subscription revenue grew 20.8% YoY, and service recurring revenue grew 59.3% YoY, both showing steady progress

- In addition to the steady increase in customers with an ARR of ¥10 million or more, NRR"Y at the end of Q2 reached 109%,

up 2 percentage points QoQ

o Q2 Consolidated Adjusted Operating Income: ¥394 million; Q2 Cumulative: ¥746 million
« Q2 consolidated adjusted operating income margin was 9.7%, maintaining stable profitability despite increased growth

investments

» Q2 consolidated headcount rose to 593(+26 QoQ), indicating strong progress in hiring ahead of schedule

o Positioning this fiscal year as a growth investment phase and building a foundation for future growth
« Growth investments, primarily driven by recruitment, are progressing well, bolstering our foundation for revenue growth
in the second half of the fiscal year and beyond

= While continuing to prioritize investment activities this fiscal year, we are also enhancing operational efficiency through

organizational strengthening and Al-driven business transformation

@ PLAID ©PLAD, Inc.  Notes 1. Abbreviation for Net Revenue Retention. (il Monthly Subscription revenue of existing customers who have been under contract for more than one year divided by (i)
Monthly Subscription revenue of the same month of the previous year.

We have three points.

First, Q2 consolidated revenue increased YoY by 21.2% to JPY4,070 million. Q2 cumulative
increased YoY by 18.6% to JPY7,766 million. Subscription revenue increased YoY by 20.8%,
and service recurring revenue increased by 59.3% YoY, both showing steady progress.

The number of customers with an ARR of JPY10 million or more increased steadily, as
announced in previous briefings. In addition, NRR at the end of Q2 reached 109%, up 2
percentage points QoQ.

Second, Q2 consolidated adjusted operating income was JPY394 million and Q2
cumulative was JPY746 million. Q2 consolidated adjusted operating income margin was
9.7%, maintaining highly stable profitability despite increased growth investments which
we strongly promote this fiscal year.

Q2 consolidated headcount increased by 26 from Q1 to 593, indicating strong progress in
hiring ahead of schedule.

Third, once again, the current fiscal year is positioned as a growth investment phase. We
are building a foundation for future growth.

As mentioned earlier in the second point, growth investments, primarily driven by
recruitment, are progressing well. In other words, we are bolstering our foundation for
revenue growth in H2 of this fiscal year and beyond.

While prioritizing investment activities this fiscal year, we are also enhancing operational
efficiency and productivity through organizational strengthening and Al-driven business
transformation. We hope you will take a good look at our activities.



As you can see in the end of this presentation, revenue growth looks very positive and is
expected to accelerate toward Q3. In light of the various circumstances we face these
days, we believe that the most important insight is signs of sustained or accelerated

business growth. We will continue to prepare and promote our business with
confidence.



Next, let's look at our growth strategy.
Purpose

We wanted to establish a company, where we can actively support our members to be
fully engaged in what they believe, fulfill their potential, and above all, have fun.

they can enjo %neigcregtjyity,
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First, our purpose. Based on the keyword "PLAY&AID," which is the origin of our company
name PLAID, we are operating our business.

€ PLAID cpwso.inc

Since its foundation, we have followed this value standard for our activities. In particular,
we declare "We will support people through data and technology, so that they can enjoy
their creativity, bringing out new value to the future."

What does it mean? Since its foundation, PLAID has always been committed to doing
business in ways that go beyond simple efficiency improvements or solution provision.
In a rapidly changing environment with technology, data, and now Al, we believe that it
is people who will ultimately make the difference.

We believe that this is where different values and diversities can be fostered and
brought to the world. By supporting people with data and technology, we hope to create
differences in corporate activities and diverse values provided to the world.



I would like to introduce our mission again.

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 ©ruaninc

Our mission is "Maximize the Value of People with the Power of Data." PLAID has kept
this mission since its foundation.

The age of Al is advancing rapidly. On the other hand, we think it is very boring to talk
only about job cuts, operational efficiency, and something to eliminate.

So, what happens after streamlining? What makes the difference in the world? | believe
that we have not had these discussions.

We will continue to focus on this point because we believe that people will pay attention
to the future after efficiency improvement in the near future.

Since its establishment, PLAID has operated business while focusing on the potential of
people and their role. Of course, we will improve efficiency. However, we have operated
business by creating values.

| am certain that a trend will come in which capitals and talented human resources will
concentrate on initiatives that can create business results and values, so we will continue
to fight firmly in our age without losing sight of the long-term big picture.



Now, | would like to discuss the core strategy to achieve what | have just talked about.

Growth Strategy

Increasing Importance of Customer Understanding in Corporate Competitiveness_Key
Challenges

» Markets are shifting toward oversupply between companies and consumers

« Evolving expectations require differentiation via customer insights, beyond product-centricity

» Meanwhile, customer behavior continues to change significantly, becoming more diverse, fragmented, and accelerated. Consequently,
the required differentiation is becoming increasingly difficult to achieve
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@ pLAlD © PLAID, Inc.
We believe that data is important anyway in customer insight and in further improving
the performance of Al, but what can be achieved with data?

The most important matter to focus on is challenges or change in society, as listed here.
We see this as a major change regardless of the Al era or not.

In this context, all companies are to operate their businesses. We pay the most attention
on customer insight and market insight, and we will continue to do so.



The next slide shows a breakdown of the core strategy for growth strategy.

Growth Strategy

Core Strategy

« Core strategy built on a value creation cycle centered on 1st-party customer data

« Inthe Al era, competitiveness is driven by data-driven customer insight, hyper-personalization, and AlX across all business processes
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It is a cycle with data enhancement for customer insight, followed by business
outcomes, to expand user base of companies using our services.

We have provided a truly wide range of products for data enhancement. As a result, we
have achieved significant business growth through capturing challenges and needs of
companies. This basic cycle of growth will remain unchanged.



As | just mentioned, we have developed and provided our clients with products for
diverse data generation and business outcomes at the same time. We generate data
and at the same time generate revenue for our clients.

Growth Strategy

Main Business Areas

« Deliver products optimized for each corporate activity including marketing and customer support to generate and collect diverse customer data
« Provide end-to-end professional services from strategy to operation, offering hands-on support to drive the creation of business results

Expanding Business Domains Corresponding to Each Corporate Activity

Market/Customer Customer Marketing
Research Advertising support automation

KARTE EmotionTech KARTE QANT KARTE KARTE KARTE
Signals
Product

Onsite marketing Data Integration cMs Commerce Media

KARTE QANT Craft
patabeat CIGEECMS
QANT
Lo ie Knowledge
Blocks Desk

st Party Customer Data platform covering diverse customer behavior data
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This includes, of course, efficiency improvement. However, we believe it is very important
to note that the use of our products and services is generating revenue that has not
been generated.

Once again, we believe that all of these activities are generating data that is not available

in society, and at the same time, use of the data generates revenue both for our clients
and for PLAID.



Recently, Al is being fully integrated into this process. As we have mentioned in previous
IR sessions, the rise of Al has solved two difficult points in our initiatives.

Growth Strategy
Al-Driven Breakthroughs in Customer and Market Understanding

« LLMs are ushering in an era where anyone can extract "insights" and "context" from vast data, even without advanced data analysis skills
» Leveraging large-scale customer data to enable advanced customer insights

1st Party Customer Data

Companies’ Unique Data
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First point, as shown here, vast exhaustive datasets. Extracting customer intention and
insight from these datasets is very difficult without Al support.

Even if Al improves performance, it is only possible with good quality datasets. First,

important insights are extracted from these datasets. This will be a very beneficial place
for Al and an effective initiative.
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The second difficult point. In addition to data generation, we have used the data to
improve corporate profitability.

Growth Strategy
Our Strengths (1)_ Proprietary System for Continuous High-Scarcity 1st Party Customer Data
= Developed proprietary analysis platform to visualize individual customer behavior in real-time

« Offer products optimized for every corporate activity involving customer touchpoints, enabling the continuous generation of high-resolution
and diverse 1st Party Customer Data

Accelerate Al implementation lowers the barriers to customer and market understanding, fostering human-Al collaboration and driving
automation through Al agents

Real-time Analytics Platform Continuous release of diverse products
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A 94 Campaign~Time Sale” displayed .‘. F— ". KAWIE ‘ K:TTE
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In other words, we approach to customers or make a plan from data, insights, and
intention. This is to create a firm impact on this area.

Analytics and actions are involved. However, they were dependent on literacy and
resources at companies. For example, HTML scripting or coding used to be handled with
individual skills. But this is where Al excels the most.

So, what | would like to convey in the previous page and this page is that Al strongly

supports our activities of extracting some intentions and insights from data and utilizing
the results to generate revenue and impact on the customer side.
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Next, action should follow data enhancement. We have repeated this cycle and
expanded. As a result, one of the largest real-time customer data platforms in Japan has

been established.

Growth Strategy

Our Strengths (2)_One of Japan’s Largest 1st Party Customer Data Platforms

- With over 1.1 billion MAUsY?3) analyzed by KARTE, we have grown into one of the largest 1st Party Customer Data Platforms in Japan
« We provide enterprises with a high-quality data environment that integrates massive scale, real-time performance, and data diversity

# of MAU analyzed by KARTE Ourecixir:g:nmyesn:iata

Volume
Over One of Japan’s largest-scale
customer datasets
1.1 bn.
Approx.
0.8bn.
Approx.
0.6bn. Approx.
0.5bn. o N
Variety Realtime
Diverse and comprehensive - Real-time customer data
customer data and -:oV and its utilization platform
Major Major M
[N media social media £ commerce
G platforms platforms platforms
© PLAID, Inc. ly active users ive users for a particular website or mobile application during a particular one-month period / 2 Total of the view events for all 3
& PLAID pplications where KAR om Similarweb Ld. our company comiled the comparisan site numbers, which re the total monthly visitrs in March 2026

Nowadays, so-called GenAl is said to have learned all open data available in the world. In
order to improve Al performance, it is very important to have an environment allowing

for generating vast untrained quality data on a daily basis.

Therefore, we believe that we are well-positioned to address challenges of Al itself.
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We will continue to strengthen our products to deliver data-driven results and
outcomes.

Growth Strategy
Our Strengths (3)_Comprehensive Solution Capabilities Delivering Business Outcomes

» Coupled with our proprietary 1st party data platform and Al agent studio, we provide professional services that operationalize these
tools and accelerate result creation, comprehensively supporting corporate activities

professional services

1st Party Customer Data Al Agent Studio Data Generation, Collection, and Integration
Platform . X JAccelerating Al Agent Building
7, Built on a foundation of a
Compl’ehenswe Unified real-time analytics platform and comprehensive praduct suite
context predicti g
support for all kanre B .8
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~ . o= = [ I ¢
& vmge) % (5] | [T
+ Nuance Color |

@ PLAID ©fao.inc 14

As times change, | am sure this also changes, but above all, | would like to emphasize
that we not only analyze data but also have exit solutions. We believe that this will also
become a very important point in terms of exit following efficiency improvement, in
terms of generating profits in the future.
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We have worked with many excellent companies. We will build on these client assets

and work together with our clients to realize the business fitting for Al era and essential
transformation.

Growth Strategy

Our Strengths (4)_Proven Track Record with Industry-Leading Enterprises

» We maintain business transactions with a wide range of Japan's leading enterprises across various industries

« Our track record with these top-tier clients serves as a key driver for acquiring new customers and expanding existing business

Track Record with Major Industry Leaders

i [N

Ef-h 2.

. Life/Non-Life . General Retail / .
Banking / HR Services Real Estate Cosmetics
Insurance GMS
4 companies 4 companies 4 companies 4 companies 4 companies 3 companies
[Top 5 companies® [Top 5 companies'? /Top 5 companies'?

[Top 5 companies? [Top 5 companies®? [Top 5 companies?

Notes 1.Business results for PLAID, Inc. (non-consolidated) for the fiscal year ended September 30, 2025. / 2Top companies by revenue for the most recent fiscal year based on intemal research. Banking
JAPAN POST BANK Co., Ltd., MUFG Bank, Ltd., Sumitomo Mitsui Banking Corporation, Mizuho Bank, Ltd., and Resona Bank, Limited.  Life/Non-life Insurance: The Dai-ichi Life Insurance Company, Limited
Tokio b & Nichido Fire Insurance Co., Ltd., Mitsui Sumitomo Insurance Company, Limited, Nippon Life In

Ltd,, P HOLDINGS CO., LTD., PASONA GROUP INC., Mynavi Corp
@ PLAID ©PLaD.Inc.  comporation, Trial Holdings Inc., and AEON KYUSHU CO., LTD./ Real Es

ance Company, and JAPAN POST INSU
ation, and Open Up Group Inc./ Retail /GMS: Sevs
e: Mitsui Fudosan Co., Ltd., Daito Trus Ltd 0.,
House Group Co., Ltd./ Cosmetics: Kao Corporation, Shiseido Company, Limited, KOSE Corporation, POLA ORBIS HOLDINGS INC., and Mandom Corporation.

ANCE Co., Ltd./ HR Services: Recruit Holdings Co.
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How will this be handled with companies? We would like to organize the environment
we provide there.

Growth Strategy

Leveraging Al (1)_Al Era Linchpin Shifts to the Data Platform Layer
+ Software can be broadly categorized into "Task-oriented" and "Platform-oriented" types
Task-oriented: Human-centric design, where humans handle data directly
Platform-oriented: System-centric design, where the system autonomously processes data
« PLAID’s core value lies in the latter—Platform-oriented software.
+ The source of added value and performance, for both humans and Al agents, is shifting toward the "Data Platform" layer

[ Software Classification Architecture of PLAID’s Software

Task-oriented Software Platform-oriented Software @ PLAID
( @ PLAID ) (Refernce)
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Earlier, | mentioned the cycle of data generation, insight extraction, and action. | believe
that this basic structure will remain unchanged.

On the other hand, we would like to use the data generated not only to turn it into
performance as people use the product, but also to improve the performance of Al, as it
is a very useful asset for Al.

We have one of Japan's largest platforms. The performance of people through the
products we provide and the performance of Al agents that we provide. In addition, the
performance of products and Al agents of our business partners. They will be included in
the scope of future improvements. We expect the demand to expand widely.

After all, front Al agents alone probably cannot make a difference. The way in which they
work is determined by what they have learned, so we are determined to build up our
data platform so that it can be widely used for our society.
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Also, our data platform makes innovation possible. That is autonomous customer
context understanding shown here. | talked about intentions and purpose. This is exactly
what we are building by fully utilizing Al.

Growth Strategy

Leveraging Al (2)_Our Al for Autonomous
Customer Context Understanding

Context Agent Context Cube

Understand
the composition of
‘context within
i = @
= Enhancing
the in-Store
Experience

Context Lake
« Aproprietary Al engine that automatically understands customer
context from all types of structured and unstructured data

D
Service
Improvement

Context Cube

« Visualize detailed analysis results combining customer

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
Context Agent Consulting, Engineering, Data Science

CX 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

Notes 1. Life \ he t ount of profit a customer generates fora
PLAID ©rtaninc Notes 1. Life Time Value.The total amount of profit a customer generates for
company over the period from the start of their relationship until its end

In our opinion, almost all companies find handling customer context difficult. They know
what was sold and bought it. However, sales are a consequence.

The customer context or customer intent we are talking about includes those that did
not result in sales. In other words, sales are a consequence and customer intent is the
future. Customer intentions and objectives generate new corporate revenues.

Sales are what met the customer's intent, and what did not meet the customer's intent
was not measurable. But our engine allows us to visualize customer intent, which means
that we can understand what is leading to a sale and what is not.

This is huge and will not only change targets for your marketing, but also what products
you need to develop, offer, or procure. Here, too, the premises will change significantly.

We believe that there is far greater revenue potential in unfulfilled customer intent. We
will commmercialize this firmly.
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This slide shows a slightly larger view of our growth strategy.

Growth Strategy

Strategic Direction for Growth

» Focusing on expanding transactions with enterprise companies that offer significant growth potential

« We will accelerate revenue growth by enhancing our value proposition through
Al agents powered by our 1st Party Customer Data Platform ‘

Building Japan's largest
1st Party Customer Data
infrastructure

€& PLAID =puaninc 2023

+ Expanding Business with Enterprise

+ Business Expansion Centered on

Expansion of

@ -

» 1st Party Customer/Datalx}
Accelerating[GrowthfAcross All
BusinessésiwithJAll

Professional
Services
Companies Through Multi-Product

x Professional Services

1st Party Customer Data

Current Location
Product

2025 2030

PLAID's ambition is to provide a data-driven environment for activities for customer
context, all corporate activities, that is, all roles, both in the field and in management.
This is our great ambition, and we believe it is the ideal corporate transformation in the

Al era.
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We believe that in the future, market opportunities will probably be concentrated in
companies with significant resources. Our current penetration rate in our target
customer base of 2,500 companies with ARR over JPY10 million is only about 10%.

Growth Strategy
Medium-term Growth Potential

« Our current penetration rate for our target group of customers with ARR over JPY 10 million is only about 10%, indicating extremely large
potential for new acquisitions
+ While deals with an ARR exceeding JPY 100 million are increasing steadily, we believe that the combination of Al agents and professional

services can create deals on a multi-billion yen scale, highlighting the exceptionally high potential for expansion within existing accounts

Number of Customers vs ARR distribution per
Target Customer base company!"

® ARR over JPY 100 mil.

Target 17
Customer Base ® ARR over JPY 80 mil.
Approx. 7
> 2,500 ARR over JPY 80 mil.
16

ARR over .
JPY 10 mil. ARR over JPY 40 mil.
246
customers®?
ARR over JPY 10 mi.
246 customers™ ARR over JPY 10 mil.
@ PLAID ©PLAD e e LAsofarc 026 2 rup of compaies ot mee e evene sandarsong l ot omp e by ourcompany .

Of course, concerning the size of deals with our clients, ARR distribution per company
shown on the right is growing rapidly. This will lead to deal opportunities with diverse
companies, and the scale of deals will continue to grow.

This is a company-wide approach rather than a departmental approach. We understand
that both the number of companies and the unit price represent enormous potential.
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As you can see from this slide, there is a very large

segmentation.

Growth Strategy

Overall Potential Market Size
of the Group

Driven by the expansion of our product
and service lineup, our potential market
size has grown from JPY 0.6 trillion at
inception to JPY 6.9 trillion, leaving
significant room for growth

Expected integration of Al agents across
diverse markets presents a significant
opportunity to enhance accessibility to
each market

the Company bas

Group's business domains./6.Pri

0 business;

strategy formulatian, and implementation/peration within the Groups business domains
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However, we would like to approach all of these markets with a new premise for the
market size as seen from our previous initiatives. | believe there are exciting markets to

explore.
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Let's look at business updates.

First, here is a case study. We would like to show the case of OOTOYA Co,, Ltd.

Business Update

Case Study: OOTOYA Co., Ltd.

» Supporting the enhancement of data-driven customer engagement

» Leveraging "KARTE" and the next-generation Bl tool "Codatum" to visualize loyal customers and establish a framework for maximizing LTV®

Analysis Data Synchronization Visualization

Collect and analyze data in real time It also integrates with POS data from outside KARTE Using data accumulated in KARTE, we built a product
(in-store order data) and the app loyalty program analytics dashboard with Codatum Inc. By visualizing
launched by Ootoya, enabling precise tracking of “long-term vl trends,” we support the refinement
changes in customer habits of in-app customer engagement strategies and

decisi king regarding product and
store operations

o f,& T @ . WO
User demographics ~ * —

(gender, age, region) %)
00TOYA POS Data
. b ’ (Store Order Data) 5 > m _ | i -
r— B R B
ESE

- - filnH @
® & KARTE e

© g User
4 N demographics/
ui App Activity/
App Activity o . . p Acti
(views,coupons) KARTE & © Initiatives
S
loyalty e
oyalty Program
'/ v
@ PLAID @rwDinc Notes 1. Life Time Value The total amount of profit a customer generates for a company over the period from the start of their relationship until its end. / 2The dashboard image s for illustrative purposes onlyand 22
he actu

differs from the one used in t 1l case stud

As you can see, with our support, the company not only improves the user experience
through user demographics and activity data obtained through the app but also
captures and understands users better by integrating with POS data and programs from
outside KARTE or PLAID system.

A very flexible Al-based analysis platform is used to democratize the use of data or
customer insights.

We believe that this is an important example of how data utilization opportunities are
expanding from the online-only industry and online-only activities and support that
were the focus of our initiatives in the past, to a sort of opposite world, such as the
restaurant and food and beverage industry in this case.

Even for these offline companies, customer data is at the center of their strategies.
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In the next slide, | will touch upon CODATUM, an Al-driven data analysis platform
introduced for the first time with this slide.

Business Update

About Codatum Inc.

« Established in October 2023 as a wholly-owned subsidiary, CODATUM develops Al Agent-driven collaborative data analysis products
+ By enabling analysis through dialogue with Al, the platform provides optimized outputs tailored to every user’s role, from senior

management to front-line staff

MR T s Mk aver Monih Changs

The Laok EC 474 — L-#i— k2025

sRERAN. .
s =
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=
a
Conversational Analysis A t Format * Integrated Notebooks Transparency « Cod t
From Exploration to Generating Reports Through Professional Review Ensures
Visualization Natural Dialogue. Trusted Insights.
— Automated by Al SQ’l ?:“.i:ﬁgmfs charts mlger:er_-t:d -st ﬂ; C:nu:sztiv:s Every interaction with the Codatum Agent—including SQL,
unfolds. Outputs are seamlessly integrated into notebool i '
Simply submit requests in natural language, and the Codatum that can be shared with team members for deeper analysis :,Tcr,:bf: "Q';‘fﬁ,’,',‘;',{'f::;’f,,;i.!'iL‘{i:‘.‘f',‘.T;‘,’L‘rf:S.". code,
Agent will identify relevant tables, construct SQL queries, and using customizable parameters. we ensure high-integrity analysls that meets professional
generate charts. Even if an error occurs, the agent performs standards.
self- to y taskis -
autonomously.
@ PLAID cranine 2

CODATUM was established in October 2023 as a wholly-owned subsidiary of PLAID.
CODATUM develops and provides Al Agent-driven collaborative data analysis products.
Three key points are listed below, but | think this video would help you to get a better
picture.

This is a video introducing CODATUM. As you have just seen, it is possible to type in plain
text and analyze the data as if you were having a conversation, and the Al Agent reacts
to it and the data analysis continues to progress.

When analyzing data, we often run into very complex barriers. Like the location of data
and analysis methods. Dialogue with Al makes data search, integration, and analysis
possible. Even if an error occurs, the agent performs self-correction and sorts it out.

What is interesting is that all dialogues with Al and all CODATUM Al analysis and search
remains as data and code, which is a very significant point. This means that Al utilization
will be transparent.

This means that a person with knowledge can review and improve the performance of
the Al agent or switch to correct analysis and search.

It will also be possible to easily share charts and other information after analysis with any
department by simply sharing the URL. It develops Al-based products as the new
generation platform for data analysis and data collaboration.

Although it was just launched, we have very good customers, and we see fascinating

updates on a daily basis. We believe it will play a very important role in the future use of
data by companies.
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Let's see the next topic. Like the previous topic, the Al-focused activities at PLAID and
PLAID Group have got diverse.

We also held for the first timme an online conference centered on Al. We believe it was a
very meaningful event, with approximately 500 registrants.

Business Update

Hosted Business Conference "PLAID Al DAY"

» Held "PLAID Al DAY" to showcase a comprehensive overview of our group's Al-related initiatives and solutions

« Attracted approximately 500 registrants, sharing the group’s vision and strategy for the Al era with a wide range of stakeholders

Number of registrants: Approx. 500
Satisfaction Rating (Likelihood to Recommend): 4.2/5

PLAID
Al D

@ PLAID ©rLam inc
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AVision for Creating Competitiveness in the New Era
How to Create Unique Value Beyond Efficiency

How Al Agents are Changing the Relationship Between People and Technology
The Evolution of PLAID Products: Enhancing the Value of People and Data

Leveraging Al to Create Corporate Competitiveness
Why "Customer Context Data" is the Key to Resolving Data Fragmentation?

Real-World Data from Customer Touchpoints: Transforming Management
Turning Dormant Contact Center Data into Value: The Al Contact
Center Concept

What Changes and What Stays the Same in Data Strategy
What are the Roles of Data Strategy and Infrastructure Supporting Al
Utilization?

Creating Experiences That Go Beyond Convenience and Address
Customer Uncertainty

Will Al Utilization Create Value? Envisioning the Future of CX with
Proprietary Assets

In addition to disseminating information on our products and businesses and to holding
conferences like this one, we would like to continue to create such opportunities from a
broader general point of view on themes such as Al and data.

We have also made very important progress on our product to automatically extract
customer context, which | discussed with the growth strategy slides. Unfortunately, we
are not able to provide you with examples, but very good and large-scale initiatives have

started.
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The diagram here maps the cycle from data utilization to performance generation. Our
platform has one of the largest Ist Party Customer Data groups in Japan. In other words,
the Data have the power to attract O Party Data and 3rd Party Data, which are shown to

the right of this page.

Business Update

Transforming 1st Party Customer Data into a Competitive Advantage with Context Lake

« Integrating all data with real-time, high-quality 1st Party Customer Data at its core to model the Customer Context

« Leveraging data across a wide range of operations to generate outcomes and establishing sustainable competitiveness through a cyclical

process
1st Party Customer Data 0 Party Data 3rd Party Data

Si
Behavioral Data Purchasing / Autgrrhat'\:crsns R!s:r:ﬂ!! Open Data
i lick: h: Contract Dat: ollection e
Data (views, clicks, purchases) ontract Data bl ﬁlﬁp"[:':;:'izl;ﬂer Industry Data
Inquiries / Support History App Usage Data Hundreds of Feedback External API
Petabytes Integrations

Context Engineering

Context Lake - Customer Context Transformation Platform Stored as

Background (Under what new data

circumstances)

Intent (Why)

Context (Sequence of Events)

Model

°, ® Competitiveness
Point data :-:’ —_— Line data Through Data
Circulation
Semantic Layer / Al-Ready / Multi-DWH / Guard Rails
v
Al Agents / Applications
Experience

Personalization Insight Extract Decision Support

@ PLAID @prap,inc

Establishing Sustainable

25

We will involve O Party Data and 3rd Party Data to extract better customer insights and

customer context and to improve business outcomes and customer experience.

This cycle can work only because of the accumulated data and outcome generation. In

addition, data attracted by Al will lead to a very strong enhancement of uniqueness.
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An Impact on various roles is expected. It is possible to approach customers based on
customer intent, not just fragmented numbers. | think discussions by management or in
companies are centered on investment in their product portfolio.

Business Update
Value Proposition of Context Lake

« Elevating diverse corporate data into “Customer Context Data” to drive a sustainable competitive advantage
« Providing deep insights and value to every layer of a company

Target users ] Value proposition

Improving the accuracy and speed of strategic decision-making

« Gain a comprehensive overview of the entire business from a "customer-centric" perspective and discover
growth drivers that maximize LTV

+ Al agent dialogue enables instant deep dives for faster meeting decisions

Management

Data-driven Customer Understanding and Product Development

Product Planning « Deeply understanding "which products are selling to which customer segments with what values, and why"
/MD Staff at the level of purchasing intent and context

« Enables product development based on customer insights

Optimizing Initiatives and improving effectiveness measurement

« Evaluate the results of assigned initiatives from a more fundamental perspective, focusing not only on sales
but also on their contribution to LTVIY

« Implement rapid hypothesis testing through self-service

Marketing Staff

Efficiency improvement and sophistication of analytical work
Data Analyst « By entrusting routine data aggregation tasks to Al, we can focus on discovering more strategic insights
« We have gained a new analytical axis: our unique "Customer Context Data"

@ PLAID @rwaninc Notes 1, Life Time value:The total amount of profit a customer generates for a company over the period from the start of their relationship untilits end. 26

However, use of our data platform will turn into an investment in customer portfolio. It
helps their first customer data-driven activities from management to the field.

Not only to achieve sales target, but also to determine which customers to nurture for
the future, what they are looking for, whether or not their needs are being met, what
approach should be taken to them, and what kind of response is being received as a
result of the approach.

We are running very ambitious PoCs in which all of these can be expressed from a single
set of data and provided on our platform.

We can present large attractive case studies soon. Please look forward to our
announcement.
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Next, about absorption merger of agito, Inc.

Business Update

Absorption Merger of agito, Inc. to Expand Advertising Business(1)

+ Absorbed agito, Inc., a consolidated subsidiary providing the advertising data reporting automation tool "Databeat" and advertising

management services

« Since joining our group in October 2022, the business has expanded steadily, and "Databeat" has grown to become one of the largest playersin

the industry

Databeat Overview

@ PLAID ©rwap,inc

Performance trends after
joining our group
JPY mil. M Revenue Operating income

600 Revenue CAGR

+46.6%
(FY2023-F¥2025)
400
200 I I
]

FY2023 FY2024 FY2025

This is PLAID Group's absorption merger of agito, Inc.,, a consolidated subsidiary
providing the advertising data reporting automation tool Databeat and advertising

management services.

As stated here, Databeat is an advertising data and effectiveness reporting automation
tool. The tool automatically collects and presents data on advertising effectiveness and
reports that are dispersed in various places in a single location.

Currently, this product is the most installed product in this domain in Japan. In order to
further utilize this platform effectively, we will proceed with the absorption merger into

PLAID.
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| mentioned earlier about number one in Japan in terms of advertising. This also means
that we have the database environment with the most accumulated user behavior data
in Japan in terms of advertising.

Business Update
Absorption Merger of agito, Inc. to Expand Advertising Business(2)

» Further advance data integration between KARTE and Databeat to automate traditional digital advertising operations via Al Agents
« Aim to acquire digital advertising budgets, primarily from enterprise companies

Traditionally

(General advertising Operational
operations) design

Report creation
J/Operational
status check

Consideration of
improvement
plans

Creative
production

Media
settingus

Operational
improvement

Enhanced Data Integration with KARTE/Databeat and Automation of Ad

) A Management Tasks via Al Agents
5 20 [ | | | 1
L=
KARTE Operational
design
Our Goal
@ pLAlD © PLAID, Inc. 28

We will integrate the Japan's largest advertising-related database with our Japan's top
class Ist Party Customer Data platform.

As shown on this slide, we are trying to automate the activities around advertising.
Naturally, we will conduct this initiative and incorporate human knowledge into this, but
basically, we will proceed by integrating the two, aiming to fully automate advertising
operations.

This is a very big move for the advertising field. We hope you will look forward to it.
Next, let's see earnings results. | touched upon briefly business updates. | hope that | can
convey to you that our business is progressing in a very favorable environment on all

points.

We will offer an opportunity for a dialogue with you about one larger strategy and policy
summarizing these updates. Please look forward to it.

26



Now, let's move on to the results.

Takahashi: | will walk you through Q2 earnings results.

Consolidated
Earnings Results Q2 FY 12/26

Subscription Revenue and Service Recurring Revenue Are Steadily Growing

« Q2 revenue increased by 21.2% YoY to JPY4,070 million

= Subscription revenue grew steadily, and Service recurring revenue achieved strong growth of +59.3% YoY, driven in part by the consolidation of
CloudFit Inc.

- ARRW increased by 19.4% YoY, roughly in line with expectations

Consolidated Revenue Consolidated ARR

YoY

Consulting and Other Revenue +21.2% JPY mil. Yo¥ JPY mil
it +19.4%
Service recurring revenue Poo  o¥ .
W Subscription revenue =
3,696
3,561
3,356
3,288
3,191 :
- +20.8%
2,733 2797
2,531 I o8
2,322
2147 2210 5,508
Ly
a 402
ﬁ i | ﬁﬁ
FY2023 FY2023 FY2023 FY2024 FY2024 FY2028 FY2024 FY2025 FY2025 FY2025 FY2025 FY2028 FY2026 Y0 PYEE YRS FYIGEA YR P0G Y0 Y028 FYESZS FYE2S 2G2S PSR F0as
@2 o o a1 0 a o o1 02 01 ot o1 0 a2
@ PLAID ©PLap inc Notes: 1. Annual Recurring Revenue. Calculated by multiplying the monthly subscription sales at the end of each quarter by 12 5

First, consolidated financial results. Consolidated revenue increased YoY by 21.2% to
JPY4,070 million. Subscription revenue grew steadily, a YoY increase of 20.8%. ARR
increased YoY by about 20%, roughly in line with expectations

Service recurring revenue achieved strong YoY growth of 59.3%, driven in part by the
consolidation of CloudFit Inc.

On a YoY basis, the increase is about JPY200 million, of which about JPY100 miillion is

from the consolidation of CloudFit Inc. So, organic service recurring revenue growth,
centered on PLAID ALPHA, remained at a very high level.
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This is gross profit.

. Consolidated
Earnings Results Q2 FY 12/26

Gross Profit Margin® Remains Stable

+ Q2 gross profit margin was 73.7%, and subscription gross profit margin'? landed at 81.4%

« Subscription gross profit margin remains stable, driven by efficient server operations

Gross profit margin Subscription Gross Profit
P 9 Margin

82:3%
5 v 81.4%
79.8% 79.8% B0.4% B80.8% 81.3%

77.0% 717:9%

72.9% T34% 73.3% 73.3% 73.5% T43% 737%

72.2%
69.4%

FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026
2 Q4 a1 Q2 Q3 Q4 Q1 Q2 Qa1 Q2 Q3 Q4 a1 Q2

@ PLAID ©PLAID.Inc.  Notes: 1. After deduction of provision for loss on order received / 2. After deduction of provision for loss on order received

represents the gross profit margin relative to subscription revenue 32

Gross profit margin remained stable, at 73.7%. Subscription gross profit margin, on the
right, also remained high, at over 80%.

The yen has been depreciating very rapidly in recent years, but we have maintained

stable profit margins even in this environment, which | believe demonstrates our highly
efficient servers and server operations.

28



Q2 SG&A expenses were JPY2,694 million. They increased by about JPY200 million from
Ql, of which about JPY100 million was due to the consolidation of CloudFit, including
goodwill.

Earnings Results Q2 FY 12/26
SG&A Expenses Increased Due to Continuous Growth Investments

+ SG&A expenses in Q2 increased due to the consolidation of CloudFit Inc., in addition to our focus on growth investments for the future,
such as talent acquisition and Al implementation

« This fiscal year, we are prioritizing investment to ensure the steady execution of our growth strategy

— SG&A ratio 70.0% 68.3% 66.8% 66.9% 66.2%
‘ A% 60.5% 59.5% 62 ]
Outsourcing expenses —+
Advertising expenses JPY mil.
2,694
M Personnel expenses
2,473
M Other 2,378
2,050
1,349
1,182
761
576
FY2024 Q2 FY2024 Q3 FY2024 Q4 FY2025 Q1 FY2025 Q2 FY2025 Q3 FY2025 Q4 FY2026 Q1 FY2026 Q2
& PLAID ©ssoine -

Therefore, the remaining of approximately JPY100 million is mainly due to growth
investments centered on recruitment and the use of Al. As Kurahashi mentioned at the
beginning, things are progressing very smoothly.

In the current fiscal year, we will continue to place the highest priority on necessary

growth investments. We expect SG&A expenses to increase by about JPY100 million in
Q3 from Q2.
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Let's look at headcount.

Consolidated
Earnings Results Q2 FY 12/26

Headcount Is Growing Steadily

«+ Hiring is progressing well, and the number of consolidated employees at the end of Q2 was 593, up 26 from QoQ
« The breakdown by occupation for PLAID (non-consolidated) shows a steady increase in Business and Product roles

Number of Number of employees by
employees_Consolidated role Non-Consolidated
Group Companies
M PLAID Non-consolidated 593

567

531 M Business 27 447
502

Accelerator(Administrative)
Product

396

489
468 s 76

sa0 444 449

FYzozn szczd szoza szuzs szt)zs szozs szozs szozs Fv7026 FY2024 Fv2024 FYQOZA szczs Fv7025 FY2025 szozs szozs szoza
Qz

@ PLAID ©raninc
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The number of consolidated employees increased QoQ by 26 to 593. The number of
PLAID's non-consolidated employees, which is shown on the right, increased by
approximately 20, mainly in business and product roles.

We are making steady progress in hiring ahead of schedule, and for the business roles in
particular, we have acquired a considerable number of talents with ability to make an
immediate impact, so we believe that we are making progress in strengthening our

business structure, which is very promising for accelerating the sales growth rate in H2
and top line growth in the next fiscal year.
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This is adjusted operating income on a consolidated basis.

) Consolidated
Earnings Results Q2 FY 12/26

Adjusted Operating Income( for Q2 landed at JPY 394 Million

« Adjusted operating income came in at 394 million yen, reflecting intensified investment compared to the first half of the previous year,

which saw a significant profit increase due to delayed growth spending

« While making aggressive growth investments, the adjusted operating margin has been maintained at a stable level
Adjusted operating Adjusted Operating Profit
income Margin
JPY mil.,

476
351

14.9% 15.2%

12.3%

9.5% 8.7%
8.4% L g
.2% 1%

FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026
Q2 Q3 Q4 a1 Q2 Q3 Q4 a1 Q2 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Ql Q2

o
@
¥
3
"
3

@ PLAID @rLap inc

Q2 adjusted operating income was JPY394 million. The adjusted operating margin
remained stable at approximately 10%. We believe that we are investing in growth with

discipline.

Our policy is to link these investments to growth from the next fiscal year, and as a result,
improve our profit margin. As mentioned earlier, our recruitment progresses ahead of

schedule. We intend to enhance our profitability by simultaneously and firmly
promoting the onboarding of these hired personnel, strengthening the organization

through training, and reviewing existing costs through the use of Al.
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Let's look at our balance sheet.

Earnings Results Q2 FY 12/26

Cash on Hand and Equity Maintained at Stable Levels

« Trend to increase in both net cash/equity due to improved profitability

« Continue to consider and execute M&A and flexible shareholder returns aimed at sustainable enhancement of corporate value, while
remaining mindful of maintaining financial soundness

Cash and Net Cash Equity
M Cash and Cash Equivalents

JPY mil. M Equity
Net Cash

JPY mil
Equity Ratio

7,948 8007

6,601
5,946
3,440
4,762 4,744 2,806 2,947
4z 4,461 4,420

FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026
Q2 a3 Q4 al Qz Q3 Q4 a1 Q2

FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026
Q2 a3 Q4 Q1 Q2 Q3 Q4 at Q2

@ PLAID ©raninc

Both net cash and equity increased for stable profitability. We continue to study or
implement M&As and shareholder returns while remaining conscious of our financial
soundness.
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Let's see PLAID non-consolidated key metrics.

Non-Consolidated

Earnings Results Q2 FY 12/26
Approach to Key Metrics

« KPIs for the 1st Party Customer Data x Al Agents Value Creation Cycle

Key Metrics

Trends in the total value generated

Key Metrics

Establishing a High-Quality
1st Party Customer Data Platform

« Number of Key Customers « Volume
+ Annual ARPU + MAU Trend
Accounts :
« Variety

Platform « Product Adoption Rate by

Value Creation Cycle Business Activity
1st Party Customer Data

x Al Agents ) .
Strong client adoption of

developed products

Accelerating value delivery
through 1st Customer Data
Platform and Products
 Multi-product Adoption Rate
* NRR

« Up-sell/Cross-sell Ratio

+ Product Unit Price for Key
Customers utilizing PS

+ PS Adoption Rate among
Key Customers

@ PLAID @rabinc 38

As | mentioned during QIl, from this fiscal year we have KPIs for the 1st Party Customer
Data x Al Agents Value Creation Cycle.

| hope you will take a look at this slide later to see what each KPI is based on.
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I would like to explain each KPI. First, establishing a high-quality 1st Party Customer Data
Platform which serves as the starting point for the cycle.

Earnings Results Q2 FY 12/26
Key Metrics_1st Party Customer Data Platform

« Since the launch of KARTE in 2015, the scale of customer data has grown steadily, with analyzed MAUs™® surpassing 1.1 billion as of March
2026

« In addition to customer interaction and sales, customer support and customer acquisition products have been strong in recent years, leading

Product adoption rates by
business activi

Customer Interaction & Sales 1 Cross-Activity Operations B Customer Support
W Customer Acquisition

to increased data diversification

Analyzed MAU trends

100%

Overl.1
billion

(March 2026)

a
Now

available >

L ~ ) H a‘ N o L Dh »
o o O o o O o O o
FFFEEE S i

< < < < < < < < <
= San T e = =

unique users who had at least one se or activity within a given month across websites, online services, smartphone
es and applications where KARTE is implemented.

. Notes 1. Abbreviation for Monthly Active Users. Refers to the total n
& PLAID cruoine Lo e

gated based on browsing events across all we

To see data volume and variety, MAU trend and product adoption rate by business
activity are included.

As Kurahashi mentioned, the data volume is at the level of over 1.1 billion users, and it
keeps increasing over the long term and one of Japan's largest platforms has been
established. We expect growth as the number of contracts increases.

Concerning data variety, as shown in the graph on the right, data diversification is
increasing owing to the development of multi-products. In particular, you can see
customer acquisition data in red and customer support data in orange are increasing.

When we say that cross-selling is progressing, we are often asked what cross-selling is
going well, but you can see it with this graph.

Cross-selling of KARTE Message, a marketing automation product in customer

acquisition and contact center products developed by our group company RightTouch
in customer support is progressing very well.
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This is the status of product.

Earnings Results Q2 FY 12/26
Key Metrics_Product

+ The multi-product adoption rate!") exceeded 60%, reflecting steady progress in multi-product penetration across the customer base
+ NRR?® for FY2026 Q2 landed at 109%, showing an improvement on a QoQ basis

+ Continued promotion of strategic up-sell and cross-sell to further enhance NRR

Multi-product Adoption NRR Trend Up-sell/Cross-sell Ratio
Status

12 W3 W4 m5ormore

Up-sell B Cross-sell
100%
0%
1200%
75% 11%
110% s 111% 109%
voow 107% L i 107% o, 107%
50% 100.0%
90.0% . oy
25%
won
llIlIIIIIIIIIII 0%
o —HE - " & & & & & & & &
& . o > o5 27 B0 ® @ & & o
% on q;,,,lq,q,ala. '»5»@“1 "»5‘»1[,1 m'»'»'»m
O (_.(L 1° o o (f‘ &L ’19 ’f’ 4‘9 & & & @ ;P ﬂ? n Qx» ;z 41.
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The leftmost graph shows multi-product adoption status. The multi-product adoption

rate exceeded 60%, reflecting steady QoQ progress. It is getting close to 70%. NRR was
109%, an improvement of 2 percentage points from 107% of the previous quarter.

Since we expect a net increase in subscription revenue in Q3 as well, we believe that it

will land at about 110%. We will continue to cross-sell and promote up-selling of the
cross-sold products in a well-balanced manner to improve NRR.
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Let's look at professional service.

Earnings Results Q2 FY 12/26
Key Metrics_Professional Servicel"

«+ For our key customer segment with an ARR of JPY 10 million or more, the provision of professional services continues to drive an uplift in
product unit prices

» We will continue to focus on providing “Multi-Product X Professional Services” to accelerate revenue growth

Monthly Product Unit Price
(Customers with ARR of JPY 10
Million or More)

PS Adoption Rate
(Customers with ARR of JPY 10
Million or More)?

W With PS
Average JPY thou.
Without PS
5,234
j sesr_—*
4526 4486 s 4 T - L 2BA% 75y, 283% 5.
so4s 4184 —— o 4175 _* * 262% 250% 280%
4 _— ~—~d %
— * 219% 225%
FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026
Q2 Q3 Q4 Q1 Q2 Q3 Q4 Qi Q2 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
@ PLAID ©PLAD Inc.  Notes 1. Target: PLAID ALPHA/ 2. The percentage of customers with an ARR of JPY 10 million or more (with existing product contracts) who are also utilizing PLAID ALPHA services, 4

The graph on the left shows monthly unit price of products with/without professional
service for customers with ARR of JPY10 million or more, which we have positioned as a
priority customer segment.

As you can see, the dark red line for unit price of products with professional service
shows a steady increase.

We believe that through our professional services, we are able to firmly accelerate the
value of data platform and products.

The graph on the right shows professional service adoption rate for customers with ARR
of JPY10 million or more. This is currently at nearly 30%, so we would like to increase it at
an appropriate pace by increasing our workforce and strengthening our organizational
capabilities.

By increasing this, we believe it is possible to further raise product monthly unit prices
and improve NRR.
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This slide shows number of customers with ARR of JPY10 million or more and annual
ARPU.

. Non-Consolidated
Earnings Results Q2 FY 12/26

Key Metrics_Number of Accounts(! and Annual ARPU?

+ The number of customers with an ARR of JPY 10 million or more in FY2026 Q2 was 246 (+9 QoQ), indicating steady progress in our
enterprise-focused strategy

« Annual ARPU has increased every fiscal year, demonstrating that the value delivery cycle centered on 1st Party Customer Data is functioning

steadily
Number of Customers with
ARR of JPY 10 Million or More Annual ARPU
MOver JPY SOM M Over JPY30M Over JPY10M  JPY 10M or less
WWith PS
Without PS

237 237

214
203 210
193

45%
40%
3%
289
P 25% *

FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FV2025 FY2026 FVZO?B
Q2 Qa3 Q4 a1 as a1 FY2019 FY2020 FY2021 FY2022 FY2023 FY2024 FY2025

& PLAID ©PADInc.  notes 1. Toul product adopted accounts atthe end of each period | 2. ARPU:Average Reverue Per User @

We are pleased to see that the number of customers with ARR of JPY10 million or more
increased by 9 from Q1 to 246.

Annual ARPU shown on the right has also increased steadily each year. The number of

enterprise companies is increasing as a result of new acquisitions and up-selling and
cross-selling. We will continue focusing on this as well.
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Let's look at earnings guidance.

Earnings Guidance

Earnings Guidance

« Subscription revenue and service recurring revenue continue to grow steadily

» Q3 consolidated revenue is forecast to reach JPY 4,142 million (+26.0% YoY), and JPY 11,908 million (+21.0% YoY) for the Q3 cumulative
period

» Q3 adjusted operating income is forecast to reach JPY 345 million, and JPY 1,091 million for the Q3 cumulative period

JPY mil. FY12/26 guidance

2 (15mFo\:\ths)
Revenue Consolidated 11,908 20,577
YoY 21.0%
Adjusted Operating income Consolidated 1,091 2,387
Adjusted Operating Profit Margin 9.1%
Operating income Consolidated 880 2,183
Operating margin 7.3%

As we mentioned during QIl, we will focus on investment for growth this fiscal year,
mainly in recruiting, so there is a possibility that the full-year forecast may change
depending on the progress of our investment. So, you can see Q3 forecast along with full
year forecast.

Q3 consolidated revenue is expected to increase YoY by 26% to JPY4,142 million. We
expect a higher growth rate than that of Ql and Q2. Q3 cumulative is expected to
increase YoY by 21% to JPY11,908 million. Q3 adjusted operating income is expected to be
JPY345 million and Q3 cumulative to be JPY1,091 million.

As already mentioned, we made very good progress in Hl in terms of growth
investments, including the hiring of employees and the use of Al. We hope to accelerate
the sales growth rate in H2, and to link this to strong growth in the next fiscal year and
beyond.

That's all for earnings guidance.

Finally, | have an announcement. As announced the other day, we will hold a briefing for
individual investors on June 4.

Of course, not only individual investors but also institutional investors are welcome to
attend. That concludes our presentation for today. We would now like to move on to the
Q&A session.

Moderator: Thank you for listening. We conclude the presentation session of Q2 FY 12/26
Financial Results Briefing of PLAID, Inc.
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Question & Answer

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

If you have any questions, please click the Raise Your Hand button on Zoom or submit
your questions via the Q&A form on Zoom. If the moderator calls your name, please
unmute before speaking.

Please begin,Mr. Abe.

QI This is Abe from Daiwa Securities. Thank you very much for your presentation. | have
two questions.

First, we have the impression that adoption by large customers is steadily expanding. |
think the stock market may be a bit upset with the recent emergence of various
services, including Al. But in the front line, do you see any changes in the needs of
customers? If you have any concerns or if you see revenue opportunities, please share
with us.

Second, customer development trends. Last year, | think you explained that you
allocated your customer development resource to deal with price increase, but what is
the current progress in customer development? We would like to know if we can expect
the number to increase in the future. We also want to know the pipeline trends.

Kurahashi: Thank you for your questions. | will answer your first question.

We believe that the reaction of the stock market and the reaction of client companies
are still quite different, or perhaps the exact opposite. As we mentioned during our
presentation, the general reaction on the client market side is that the opportunities for
data utilization in corporate activities have greatly expanded with the rise of Al.

Of course, this is not only due to the wave of Al, but also because we have been
repeatedly making proposals and accompanying our clients not only in the field, but
also in management and strategy, and in conversations with management and
representatives to discuss the next generation of business, we have steadily increased
the number of opportunities to consult and make proposals that reflect the data-based
strategy and environment throughout the company.

This is definitely a major trend, and we are determined to make a concrete case for it. |
believe that we are now entering a phase where it is difficult for clients and the market
to quickly understand the wide range of values and products offered, including the
recent trend of Al

Therefore, only way to communicate with them is present individual use cases of
PLAID's data environment and platform to realize their corporate and business vision.

Therefore, we are now working to deliver concrete values to our customers by fully
focusing on creating use cases, so that we can convey the potential to these companies,
as well as to other companies in their industry.

Once again, we see that a very large opportunity expands at a more accelerated pace.
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Takahashi: | will answer your second question.

| think your question is about how to acquire customers as Al becomes more powerful.
In conclusion, we have very strong confidence, and we believe that the pipeline to back
this up is building up.

The number of cases is increasing, but so is the value. As Kurahashi mentioned, the
emergence and evolution of Al in the external environment have increased the
momentum to use more data, and this is naturally accumulating.

However, | believe that the major point is our capability of value proposals in this area.

For example, absorption merger of agito as we mentioned earlier, KARTE captures
real-time user behavior on apps and websites, but from a corporate perspective, it is just
one movement in the marketing journey.

Naturally, customer attraction before site visit and ad management know-how and
activities are needed for handling, but PLAID can provide all in one place.

In the past, the data accumulated by department, individual, and tool was completely
fragmented, and people stopped thinking about how to use it. Al allows us to use them
comprehensively today. | believe that PLAID's ability to leverage it and deliver outcomes
is the reason why the pipeline is growing so strongly and significantly.

Therefore, | think it is very significant that the external environment and the internal
environment match each other.

Kurahashi: While listening to Takahashi, | thought there was one more thing | could tell
you. Response we get when we actually make proposals to our clients or to
management.

One is what Takahashi just mentioned, but there is a great deal of expectation from
corporate management that bringing in data, especially data on customer context and
intent, will help prevent fragmentation of activities in departments and lateral divisions.

You factorize the numbers and say that if you raise one of the numbers, one of the
numbers will go down. For example, it is often the case that raising the number of
customers attracted will lower the conversion rate, but instead of accumulating
responses that break down such numbers, we can take as indicators of those activities
how customers actually responded and whether the customers are moving as targeted.
This would mean that the activities would overlap tightly.

We have received this as a very significant response that allows us to firmly connect not
only horizontally, but also between vertical layers in corporate activities. So, the area of
preventing fragmentation of the organization is where there is tremendous potential.

Second, of course, that these large proposals are very often in competition, and this is
one of the insights that we have gained.

Every company will propose areas such as efficiency and low cost to achieve some
strategy. However, PLAID's proposal is for something that does not yet exist: a new way
of doing business, a new way of operating, and where to make new revenue. This is
possible because we have customer context, data, and products.
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This is a very big difference, and the recognition of PLAID as a partner that makes
proposals to create the future has been firmly captured in our proposal activities.

Therefore, we believe that it is important for us to work to ensure that people clearly
understand the proposition.

Q1. Thank you very much for the detailed explanation.
Moderator : Thank you.
We will now conclude Q2 FY 12/26 Financial Results Briefing of PLAID, Inc.

Thank you very much for staying with us until the very end today.

[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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