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Presentation

Moderator: Thank you for joining us. Plaid, Inc. will now present its financial results for
the first quarter of the fiscal year ending December 31, 2026.

Today's presentation contains forward-looking statements. Please read this note
carefully. There will be a Q&A session after the presentations. We also have a Q&A form
available, so you may text us your questions at any time.

Today, Executive Officer and VP of Finance Takahashi will give an explanation. We will
now begin. Takahashi, thank you for your time.

Takahashi: | am Takahashi. Thank you. | will now report on the first quarter results for the
fiscal year ending December 31, 2026.



Before going into the explanation of the financial summary, we have made a change in
the sales classification to be disclosed from the current financial results.

Executive Summary

Reclassification of Revenue Segments
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Previously, as on the left side, this was divided into two categories: subscription revenue
of product sales and other revenue such as service, consulting, etc. However, from this
time onward, service, consulting, etc. will be divided into service recurring revenue and
consulting and other revenue, and together with subscription revenue, will be disclosed
in three categories. We will now disclose the revenue of service, consulting, etc. in three
categories, together with subscription revenue.

Subscription revenue remains unchanged and are attributable to product sales. Service
recurring revenue includes PLAID ALPHA and CloudFit, which will be consolidated in Q2,
as well as hands-on professional services that drive product upsell and cross-sell.

Consulting and other revenue include STUDIO ZERO and EmotionTech, which provide
consulting services for upstream processes such as strategy formulation.



This is a summary of the financial results.

Executive Summary

Executive Summary

o Q1 Consolidated Revenue: ¥3,696 million (+15.9% YoY)
« Combined subscription and service recurring revenue maintained steady momentum with approximate 20.0% YoY

growth

- Ql-end NRR™improved to 107% (+2pt QoQ) as enterprise transactions continued to expand

o Q1 Consolidated Adjusted Operating Income: ¥351 million
+ Q1 consolidated adjusted operating margin landed at 9.5%, even while proactively strengthening growth investments

« Mid-term trends in consolidated adjusted operating margin show steady improvement, reflecting continuous

enhancement of our earning power

° Accelerated Hiring Pace
« We are pursuing an aggressive recruitment policy, positioning this fiscal year as a strategic growth investment period

for the future

« Consolidated headcount reached 567 (+36 QoQ) at Q1-end, reflecting an accelerated pace of hiring

@ PLAID ©PLAID Inc. L NRR:NetRevenue Retention (Rate) Calculated by dividing the (i) monthly subscription sales of current customers who have continued to subscribe for at least one year by (i) the monthly subscription sales s
for the same month in the previous year

Consolidated revenue in Q1 grew 15.9% YoY to JPY3,696 million. The total of subscription
revenue and service recurring revenue grew approximately 20% YoY and are growing
steadily.

Consulting and other revenue are down from the same period last year because we are
not actively pursuing orders for one-off consulting projects at this time, and total sales
grew by 15.9%.

Adjusted operating income landed at JPY351 million. Adjusted operating margin is 9.5%.
The adjusted operating margin in Q1 of the year before last was 1.8%, while it was 9.5% in
the current fiscal year, so the profit margin has improved by an average of about 4
percentage points per year, and we believe that profitability is steadily improving.

Third, the pace of personnel hiring is accelerating. As | will explain later, we believe that
the recent trend toward Al is a very favorable tailwind for our company, which has highly
rare data as the source of the value we provide.

We are strengthening our recruitment by focusing on human resources who are
necessary to grasp the current trends and accelerate our growth. We see the biggest
theme of the current fiscal year as being to complete the recruitment of human
resources, and we are making good progress in this regard, which is a positive
development.

From here, | would like to explain the details of the financial results, but as with the
classification of sales, we have changed the KPI to be disclosed from this fiscal year. The
purpose of this presentation is to change the KPIs to more straightforwardly
communicate the progress of our strategy, and prior to that, | would like to summarize
and explain our growth strategy again, and then move on to the explanation of business
performance and KPls.



For your information, performance figures and KPIs that we have disclosed in the past
but are not included in this presentation material are listed in the separately disclosed
fact sheet, so please refer to that sheet if necessary.

I will now explain the summary of our growth strategy.

First is PURPOSE.

Purpose

PLAY & AID

@ PLAID @rLapinc

Our PURPOSE is PLAY & AID. This means to help with enjoyment. Our company name
PLAID was coined from PLAY & AID.

We believe that when people perform well or create value, it is often because they are
enthusiastic about something, enjoying themselves, or providing some kind of positive
support. Our underlying philosophy is to support the creation of such opportunities.



The MISSION we have set based on that PURPOSE is to maximize the value of people
through data. In other words, we want to create a positive environment where people
can PLAY by utilizing data.

Mission

Maximize
the Value of People

with the Power of Data

Leading the next society by utilizing people's ideas

and intuition to maximize their creativity with technology

€ PLAID @ruapine

When it comes to data and technology, | think there are many situations where people
talk about cost reduction or business efficiency improvement in the context of reducing
the negative to zero. Of course, we believe that in itself is very important, but we are
more interested in turning zeros into positives, or in other words, increasing sales. We
would like to use data and technology for this purpose, and we intend to do so.



Here is our basic strategy in response to that MISSION.

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 AIX across all business processes
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The diagram starts from the top right corner. Through the provision of products,
customer data is generated/collected to understand customers at a high resolution. We
will then support the growth of the company's business by providing value tailored to
each individual client. This is the lower left part.

And the results will lead to an increase in the number of companies using the system,
which will lead to more data generation for more customers. And this entire cycle is
currently being designed and operated in an Al-native manner, which is what we believe
is the basic strategy around this Ist Party Customer Data.



These are the main business areas we are deploying to promote the basic strategy. We
are promoting the generation of a wide variety of customer data, advanced customer
understanding based on that data, and the creation of business results for companies by

simultaneously providing multi-products and professional services to promote this basic
strategy.

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

Onsite marketing Data Integration Market/Customer Advertising Customer Marketing cMs Commerce Media
Research support automation
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Ist Party Customer Data platform covering diverse customer behavior data
@ PLAID =rLaDinc  Hotes 1. Effective August 2025, "RightSupport by KARTE” was renamed "QANT Web” and "RightConnect by KARTE” was renamed "QANT Connect” n

The source of the value that supports these businesses is the 1st Party Customer Data
generated through the multi-products shown at the bottom of this page, and the Al
agents that are employed in these products.



This slide summarizes why we are focusing on customer understanding. Looking around
the world today, we are inundated with information and goods, and | believe that supply
is overwhelmingly greater than demand.

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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For a company to grow sustainably, it must not only consider the price or functionality of
its services, but also what its customers truly want and what state they are in. We believe
that understanding this is important and will become a competitive strength and
competitive differential for companies in the future.

On the other hand, as described in the section on changes in customer expectations
and customer behavior, customer behavior is becoming increasingly diverse as
digitization progresses, and the time spent in contact with customers is gradually
becoming more fragmented. Moreover, expectations have risen. Therefore, from a
corporate perspective, the importance of understanding customers is increasing, but at
the same time, the degree of difficulty is also rising. Therefore, we are approaching this
important transition of business management.



In this context, | believe that the recent trend is the evolution of Al.

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
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This slide describes a breakthrough in customer/market understanding. With the advent

of LLMs, it is now possible to find meaning and extract context from vast amounts of
data without advanced data analysis skills.

By developing and building Al that can extract customer context from the vast amount
of customer data available, the hurdles that were previously difficult to overcome can
now be lowered dramatically, and advanced customer understanding can be achieved.

What are our strengths in the external environment that | just mentioned? | would like

to introduce four KPls, as they will be connected to the KPIs in the latter part of this
report.
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The first is that we have a unique system that constantly generates this scarce 1st Party
Customer Data.

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
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We recognize that our analysis platform, which visualizes each customer's behavior in
real time, is very unigue even when viewed globally. One of our major strengths is our
multi-product structure, which allows us to constantly update our database to capture
customers in a three-dimensional manner.

We will continue to implement Al into this structure to make it easier to understand
customers.

11



The second advantage is that this 1st Party Customer Data platforrmn mentioned in the

first point is already one of the largest in Japan.

Growth Strategy

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

« With over 1.1 billion MAUs"®¥ 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 Our proprietary data
environment

Volume
One of Japan's largest-scale
Over customer datasets
1.1bn.
Approx.
0.9bn.
Approx.
0.6bn. Approx.
0.5bn.
Coverage Realtime
Diverse and comprehensive 4 Real-time customer data
customer data and W'y w utilization platform
Major Major Maj
. media social media E-:or:lr:;-ce
a platforms platforms platforms.

lar website or mobile application during a particular one-menth periad | 2Total of the view events for all
d., our company compiled the comparison site numbers, which are the total monthly visitors in December 2025

@ PLAID = #uao, e Notes 1.MAU: Monthly active users. The number of unigue active users for a par

pplications where KARTE installed / 3. Based on data from Simi

Please refer to the graph on the left. The number of MAUs analyzed by KARTE exceeds 1.1
billion people, and although the actual names of the companies and the names of the
services are kept secret, we have a data volume that overwhelmingly surpasses that of
the major media, domestic social media, and e-commerce sites that everyone is sure to

be using.

On the right side, in addition to our large-scale database, we have a wide variety of data,
and our strength lies in our ability to provide companies with a data environment that is

already up to date.

There is a phrase for the value of software, which is "System of Record", which means to
record correct data, and we believe that "System of Customer Context", which means

data software that can correctly capture the context of the customer, has value.

12



The third is the ability to provide comprehensive solutions that support companies.

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
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Platform i ) [Accelerating Al Agent Building
2 Built on a foundation of a
Com prehEnSlVe Unified real-time analytics platform and comprehensive product suite
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For companies to actually perform Al-native activities based on advanced customer
understanding, we might say that they need a good data environment, Al agents, and
the technical skills to develop agents.

We believe that professional services and the power of people to implement business

processes are important while being well-versed in them. Our third strength is that we
have the assets and capability to provide these in a single package.
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Our fourth and final strength is our track record of doing business with top companies in
various industries.

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
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eal Estate: Mitsui

@ PLAID @rLapinc

ido Company, Limited,

We are already doing business with many top companies in various industries by taking
advantage of these strengths, which are the usefulness of our database and our
comprehensive support system.

For our future growth, we believe that how many specific examples we can create based
on industry-specific customer characteristics, processes, and customs will be the key to
getting new business and expanding transactions in the future. We believe that our
strength lies in the fact that we are now doing business with influential leading
companies in the industry.

As you can see on this slide, we are doing business with a large number of companies, 3
or 4 of the top 5 companies in each industry with the largest sales.
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Incidentally, we have mentioned Al several times, and here is a slide summarizing how
we view Al and what kind of business opportunities we are aiming for in the future.

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
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e ’ Data generation, analysis, and various autenemous processing
Data
Data Hundreds of petabytes of massive data
+ High value concentration + Core value resides in data processing « Development of "Al Agent Studio" for agent creation and management
in mal;agel:l‘llent interface and the data assets themselves + Relative decline in the role of traditional dashboards, though necessity persists
user-friendly Ul " - . - c
Explanation ( ) Ul + Massive, multi-faceted data beyond + Systems autonomously process vast and multi-faceted real-time data,
a + Simple database direct human handling; system-led centered on closed data such as 1st Party Customer Data

architecture (limited in autonomous processing is essential
volume and variety)
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« "Eraof Humans + Al Agents" will drive an exponential increase in data
utilization opportunities

We consider this the most important slide in this part of the growth strategy today.

First, very importantly, we believe that the linchpin will change in this Al age. In other
words, we believe that center pins will shift from the software interface to a lower layer of
data infrastructure.

The left side of the slide shows task-oriented software, which means that users used to
log in to the software and perform tasks on its dashboard, which is why the user
interface was very important. But in the future, as shown in the picture on the right side
of the slide, the user will actually touch the Al agent's management screen, and the
tasks that users used to perform on the software will probably be performed
automatically by the Al agent.

| suspect that the transition will lead to a gradual decline in the use of software, as
evidenced by recent trends in the stock prices of software companies and other factors.
We believe that this paradigm shift and transition will be quite positive.

The reason for this is that the middle part of this slide. Although we refer to our company
as "platform-oriented software," the source of the value we provide is not the dashboard,
but rather the large scale, diverse, and real-time data infrastructure that we continue to
generate.

In fact, for your reference, the middle of the chart shows the allocation of our server
investment, and we spend only 5% of the total investment on the dashboard, and 95%
on the data layer below that. Regarding this, we are the one that receives the sales. In
reality, the fee structure is not based on ID-based billing, but rather on MAUs and data
volume.

15



We have continued to invest in this enormous amount of data, which is several hundred
petabytes in size and is difficult for humans to use, and we expect that Al agents will play
a central role in handling this data.

Moreover, this is not just a database, but a database for end-user data, which will
probably be important for all companies. So, we will reach a point where all Al agents,
including external ones, will use our company's database, and we believe that this will
dramatically increase the value of the database beyond what has been achieved in the
past.

The reason why | said at the beginning that Al is a tailwind is that we have been holding
the center pin of the Al era for a long time.

As | mentioned earlier, when the center pin shifts from the user interface to the data
layer, we are working to capture the business opportunities that will arise. This is Al, the
Context Lake, which automatically understands the customer context that our company
provides.

Growth Strategy

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

Context Lake

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

Context Agent
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decision-making

Data Al Specialist

Consulting, Engineoring, Data Science
l CX Strategist, UJUX Designer, Solution Architect

Context Agent

+ Implement Al agents with deep understanding of customer context

across all corporate activities to enhance productivity and create
added value

The total amount of profit a customer generates for a
eriod from the start of their relationship until its end

& PLAID ceapine  [2wntel
Our Al engine automatically understands customer context from all types of data, both
structured and unstructured, and context refers to the intention or background of each
individual customer, as well as the context of their actions. We are aiming to become the
de facto standard for customer data infrastructure by making it easy for Al agents to use
our data infrastructure and by shifting to an open data platform.
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Here is a slide that summarizes the direction of the growth strategy that we have
mentioned so far.

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 Expansion of

m Business Areas

- 1st Party CustomerDatalx]

Accelerating[GrowthYAcross All
BusinessésiwithlAll

Professional

- Expanding Business with Enterprise

Services
Phasel Companies Through Multi-Product
x Professional Services

Building Japan's largest + Business Expansion Centered on

e rt: Cu:r.omer gata 1st Party Customer Data

infrastructure Current Location
Product
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We believe that we have the advantage of being the center pin for the changing
external environment of Al and the era of Al, and we would like to make this growth
curve even steeper by focusing on transactions with enterprise companies and
combining 1st Party Customer Data and Al agents.
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This is the actual medium-term growth potential, the so-called SOM, which can be
acquired with a high degree of certainty at this time. Looking at this alone, we believe
there is significant room for growth in terms of both the number of companies and unit
price.

Growth Strategy

Medium-term Growth Potential

« Our target customer base is approximately 2,500" companies compared to 237" customers with ARR over JPY 10 million, indicating significant
potential for new acquisitions
« In addition to numerous deals with ARR exceeding JPY 100 million from existing products alone, the combination of Al Agents and professional

services enables the creation of deals worth JPY 1 billion or more, highlighting significant potential for existing account expansion

Number of customers vs ARR distribution per
Target Customer base compan

® ARR over JPY 100 mil.

Target 14 .
Cust: B @ ARR over JPY 80 mil.
ustomer Base
10
Approx.
ARR over JPY 60 mil.

2,500 n
ARR over ARR over JPY 40 mil.
JPY 10 mil. 34

237
customers
ARR over JPY 10 mil.
237 T ARR over JPY 10 mil.
customers 168
@ PLAID =ruamine Notes: 1.As of December 2025/ 2.A group of companies that meet certain revenue standards among all potential companies defined by our company 20

The number of companies is currently 237, compared to 2,500 targeted enterprise
companies, leaving more than 90% room for further development.

Regarding unit price, we believe that there is much room for further growth. The pie
chart on the right shows the number of transactions exceeding JPY100 million in ARR
for existing products alone. The amount is over JPY100 million, so there are cases where
we have received JPY200 million or more.

We believe that we have a good chance to do business with enterprise companies of not
only JPY100 or JPY200 million, but also JPY1 billion or more, considering the scale of Al
agents and professional services, as well as the scale of enterprise companies we deal
with. We are determined to execute our growth strategy and link it to our growth.
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This is the TAM in contrast to SOM, and as we expand our product and service lineup, we
believe there is a maximum room for growth to JPY5.7 trillion, up from the original
JPY600 billion.

Growth Strategy 5 7
o £ trillion JPY
Overall potential market size B Business and IT consulting* Overall petential market size
W Advertisement of the group
Of the g roup B Customer support
B CXrelated solutions™

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 5.7 trillion, leaving
significant room for growth
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ness domains,

formulation, and impleme;

Web" and "QANT Connect,” respectively,

In the past, it was TAM, but we believe that it is inevitable that Al agents will enter each
market in the future, and that this will become a matter of course, and that it will be
easier to access each market by utilizing our database. We believe that there may be a
great opportunity beyond SOM at this moment.

That was a summary of our growth strategy, and | will now explain the first quarter
results and KPlIs.
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First is the top line.

. Consolidated
Earnings Results Q1 FY 12/26

Both subscription and service recurring have been growing steadily

« Q1 netsalesincreased by 15.9% YoY

« The combined total of subscription and service recurring revenue grew by approximately 20.0% YoY, showing solid progress
« ARR" rose by 17.3% YoY, mostly in line with initial projections

Consolidated net sales Consolidated ARR

Yo¥ Yo¥

+15.9% +17.3%

Consulting and Other Revenue JPY mil
Service recurring revenue

M Subseription revenue

3,356 3 g8
3,190

L 7977 +17.7%
2322
2,147 2210
1,952
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wznza FY202) FY2 nzﬁ F\'zn 3 n-?ﬁ:d r\‘N?A Wzn‘.n FY?OZ! FY2025 FV?ﬂEE FY2025 w:n?ﬁ F\’Zﬂ! FY2023 FY2023 FY2023 FY2023 FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2035 FY2035 FY2026
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@ PLAID @rLapinc Nates: 1 Annual Recurring Revenue. Caleulated by multiplying the monthly subscription sales at the end of each quarter by 12 24

Consolidated net sales grew 15.9% YoY to JPY3,696 million. Subscription revenue and

service recurring revenue grew 17.7% and 34.6% YoY, respectively, and are growing
steadily. ARR has also landed as expected.

Gross profit margin, here, landed at 74.3%.

. Consolidated
Earnings Results Q1 FY 12/26

Gross profit margin™ remains stable

- Consolidated gross profit margin for Q1 was 74.3%, and subscription gross profit margin® landed at 82.3%

« Subscription gross profit margin has been improving sustainably, driven by efficient server operations at PLAID (standalone) and
profitability improvements across group companies

X . Subscription Gross Profit
Gross profit margin "
Margin

.. 82.3%
79.8% 79.8v B0.4% 80.9% 813%

% 77.0% 8% i i
7 72.9% % 73.3 72 7 73.59 74.3%
1%‘?"

69.4%

FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026
al Qz2 Q3 Q4 aQl Qz2 Q3 Q4 a =y} Q2 Q3 Q4 Q1 Qz2 Q3 Q4 a

@ PLAID ©rLaDInc.  Notes: 1 After deduction of pravision for loss on order received | 2. After deduction of provision for lnss on order received; represents the gross profit margin relative to subscription revenue 25
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On the right, the subscription gross profit margin has continued to improve all the way
to 82.3%.

The high subscription gross profit margin is proof that PLAID alone has been able to
improve the efficiency of its servers while processing large volumes of data in real time,
as well as improving the profitability of group companies. | have included this
information in the hope that the high gross profit margin will convey the high level of
our data processing technology.

This is SG&A expenses.

Consolidated

Earnings Results Q1 FY 12/26

SG&A expenses increased due to accelerated growth investment

+ SG&A expenses are on an upward trend due to active recruitment
« While the SG&A ratio has also risen year-on-year, we are prioritizing investment this fiscal year to ensure the steady execution of our growth

strategy
— SGEA ratio 73.6%
) 65.4% nodnd 68.3% " 66.8% 66.9%
Outsourcing expenses 60.5% 59.5% 62.3%
Advertising expenses b7 2473 JPY mil.
Personnel expenses g
M Other e
w2 1,057 2,001 o 1,997 :
1 ;|
’ 1,787
700 761
FY2024 it Fy2024 Q2 FY2024 Q3 FY2024 Q4 FY2025 Q1 F¥2025 Q2 FY2025 Q3 FY2025 Q4 FY2026 a1
& PLAID @cwninc 2

SG&A expenses increased due to the impact of aggressive hiring since the second half of
last fiscal year. In addition to personnel expenses, we have also increased outsourcing
costs related to the development of applications and Al, which is the gray area.

Although the SG&A ratio has risen slightly compared to the recent trend, we intend to
operate this fiscal year with the highest priority on investing in growth, particularly in
human resource recruitment, and on making sure that we have completed preparations
thoroughly.
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Speaking of human resource investment, this is the headcount.

Earnings Results Q1 FY 12/26

Consolidated

Headcount™ growth driven by accelerated hiring pace

« The number of employees at the end of Q1 increased group-wide to 567, up 36 from the previous quarter, driven by an accelerated hiring

pace

« The breakdown by occupation for PLAID (non-consolidated) also shows balanced growth

Number of
employees_Consolidated
Group Companies
M PLAID (Non-Conselidated)

531

4gs 502

258

414

Number of employees by
role_Non-Consolidated
Accelerator{Administrative)

Product®
M Business

336 339
7 332

427

:Yzoza =v202=- FYZUQ‘v |:v202=. szﬂ"‘ﬁ FY‘EUG

Y2324 FV2324 FV2024

rv2324 rvz:za rY?DId rY?nza rY:nzs rY:ans r‘fznzs chlzﬁ rvzﬂzu

B BLAID, Inc Notes: 1 Certain employees were transferred from PLAID to RightTouch in Q2 FY 9/24, and from PLAID to CODATUM in Q1 FY 9,25 o

€& PLAID

The number of employees on a consolidated basis increased by 36 from the previous
guarter to 567. Of these, PLAID alone has increased by 31 employees. The breakdown by
job category for PLAID alone is shown on the right, and we are very positive about the
solid hiring progress in all job categories. This pace of hiring is expected to continue in
Q2.

Adjusted operating income for Q1 landed at JPY351 million.

Consolidated

Earnings Results Q1 FY 12/26

Adjusted Operating Income'” for Q1 landed at JPY 351 million

» Adjusted operating income came in at 351 million yen, reflecting intensified investment compared to the previous year, which saw a
significant profit increase due to delayed growth spending
- Adjusted operating margin reached 9.5% in FY2026 Q1, compared to 1.8% in FY2024 Q1, demonstrating a favorable pace of average annual

margin improvement
Adjusted operating income Adjusted operating margin

JPY mil.

6.4%
52%  5.4%
» /\._J
'
m

2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026
Y202<1 FYEU2¢l |:\’2EJ2d FY202=1 F'QD?S FY?UZS FY2025 FY2025 FY?U?G al az a3 a4 ol a2 a3 a4 ol

140y 15.2%

12.3%

€& PLAID

% PLAID, Inc.  Notes 1 Operating income + Goodwill amortization & Stock-based compensation expenses + Dther ane-time cost 28
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Although profits decreased this term YoY due to a slight delay in investment for growth
in the first half of the last fiscal year, profit ratio is improving to the extent of 4
percentage points per year from the year before last, so profitability is increasing steadily.

Therefore, | think that the first half of last year's operations is more of an issue, and that it
is very important to make investments for growth at the right time and in the right scale
to ensure sustainable and stable growth. We intend to make solid operational
improvements in this area during the current fiscal year.

This is the balance sheet.

Consolidated
Earnings Results Q1 FY 12/26

Significant increase in cash and deposits through debt financing

+ While net cash decreased following the acquisition of CloudFit, cash and deposits increased significantly due to the execution of bank
borrowings

« We will continue to consider and execute M&A and shareholder returns while remaining mindful of maintaining financial soundness

M Cash and Cash Equivalents JPY mil. M Equity JPY mil
Net Cash 7.948 Equity-to-Asset Ratio
6,601
5,948
4752 4,744
' ' 4,461 4,420
4,129 2808 2047
3,640 2,619
I i mRR
_ FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2028
FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 @l o3 a4 o for) a3 Q4 o
al Q2 Q3 Q4 Qa1 Q2 Q3 Q4 Qi
@ PLAID ©PLAD Inc.  Hotes 1 Please refer to the timely disclosure dated October 21, 2025, titled “Natice Regarding the Conclusion of a Loan Agreement 28

Cash and deposits have increased because of bank borrowings totaling JPY4 billion
executed from late September through October 2025. Net cash is down, but this is due

to the impact of the acquisition of CloudFit, which was acquired in November,
accordingly.

Our financial strength has been strengthened greatly by improving our earning capacity,

and we will continue to consider and implement M&A and shareholder returns,
although we will also be conscious of our financial soundness.
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These are KPlIs. These are the KPIs for PLAID alone.

. Non-Consolidated
Earnings Results Q1 FY 12/26

Approach to Key Metrics

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

Key Metrics

Trends in the total value generated

Key Metrics

Establishing a High-Quality

rﬂ'a 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
Accelerating value delivery
through 1st Customer Data
Platform and Products

Strong client adoption of
developed 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

Prefessional
Services)

@ PLAID #=rLam ine 3l

We would like to change these KPIs from traditional KPIs to KPIs that better match the
actual situation. We have decided to change the KPI to "Ist Party Customer Data" to
show the progress of the value provision cycle by Al agents, which is the direction we are
currently considering and appropriate.

Starting from the top right, is a good database being built? And are the products we
have developed been adopted by the companies? Are professional services actually
accelerating value delivery? We are thinking of showing the number of companies and
the unit price or transaction size from each company as a result of each KPI, which will
be explained on each page.
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First is the Ist Party Customer Data platform. The question is whether we are building a
high-quality data platform.

. Non-Consolidated
Earnings Results Q1 FY 12/26

Key Metrics_l1st 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
December 2025
+ The promotion of our multi-product strategy is also driving the diversification of customer data types

Product Adoption Rate by
Analyzed MAU Trend Business Activit

Customer Interaction & Sales M Cross-Activity Operations M Customer Support
W Customer Acquisition

100%

Over 1.1
Billion

(As of December
2025)

25%

-

ov B B2 BN == =
Launch & &F F & & v &
U i P I [“"P & g
G B 4 ¥ f o &
- FEFTTFTETETTETETLEEEE L L
20161 20171 2018/ 20191 20201 202141 202271 20231 20241 20251
Notes 1. Abbreviation for Monthly Active Users. Refers to the total number of unique users who had at least one session or activity within a given month across websites, online services, smartphone
PLAID sriamine alione, st {2 Agareaated based on & e — T 52
applications, etc (2 Aggregated based on browsing events across all websites and applications where KARTE is implemented

We believe that three factors are important in deciding whether data is of good quality:
the quantity of data, the type of data, and the timeliness of the data. The tables show the
trend in MAUs and the rate of product adoption by business activity from the
perspective of data volume, type of data, and diversity.

As | mentioned in the strengths section, the number of MAUs in the analysis is over 1.1
billion people, making it one of the largest in Japan, and | believe we can see that it is
steadily increasing.

Please refer to the graph on the right.The diversity of data is also expanding each quarter
through the promotion of multi-products. Customer interaction and sales, which is pale
yellow and the largest, is the so-called KARTE and KARTE App, and since we started our
business from this point, a large percentage of our sales was in this area at first.

From there, for example, there are marketing automation products such as KARTE
Message and customer support provided by RightTouch. As the use of products in this
area and others like them has expanded, the content of our data has also become more
diversified.
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Next is product.

. Non-Consolidated
Earnings Results Q1 FY 12/26

Key Product Metrics

« The multi-product adoption rate'" exceeded 60% and continues to rise steadily

« NRR™® for FY2026 Q1 landed at 107%, showing an improvement on a QoQ basis

+ The rising multi-product adoption rate has significantly expanded the potential for upselling. We aim to further increase NRR by focusing on
upselling these products

Multi-product Adoption .

Z2m3imsms
or more. Up-sell W Cross-sell

5% o
o RN

o, 107% 107% 107%
WM
50%
"2%|
25%
0% w

'hh
'4:"',6“

aeﬁéq‘d

~
G AR . . PR . L. S, . q °
;(4.10';3?-06&4-(&1’\?(1612 d,&i!Q‘m'.-ﬁe“,wm*f‘,p@w_@ﬁ & é"?q' & & Q-{@ -\'\9 ’§F-\'\9

@ PLAID @rwaoinc

d based on the adoption rate of PLAID and RightTouch products as of the end of each quarter/2. Abbreviation for Net Revenue Retention. (i) Monthly subscription revenue from 33
ners with contracts of one year or more divided by (ii] monthly subscription revenue from the same month of the previous year/3. Actual results for the final menth of the quarter

The question is whether we can create a product is adopted by the company.

Please refer to the graph on the left. First, the percentage of multi-product adoptions
has been steadily increasing each quarter, with the current percentage of multi-product
adoptions exceeding 60%.

The NRR will decrease if the product is introduced and then there is a churn or price
reduction, but the NRR is also 107%, showing that the scale of transactions has been
expanding even after the adoption of the product.

On the other hand, the right-most chart is future upside. This is the ratio of
Up-sell/Cross-sell. As you can see, the trend continues with a high percentage of dark
red, which is cross-sell. In other words, we believe that there is still much room for
up-selling of cross-sold products, and we would like to raise the NRR level one step
higher by focusing on up-selling while firmly enhancing the sense of value.

Therefore, | think that the current situation is that the cross-selling is expanding the
base, and that it is necessary to firmly initiate up-selling from this broadened base.
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Next is professional services.

. Non-Consolidated
Earnings Results Q1 FY 12/26

Key Metrics_Professional Services"
« For our key customer segment with an ARR of JPY 10 million or more, the provision of professional services tends to significantly drive an
uplift in product unit prices

« We aim to accelerate revenue growth by increasing the penetration rate of professional services among this high-value customer segment

Manthly Product Unit Price PS Adoption Rate
(Customers with ARR of JPY 10 (Customers with ARR of JPY 10
Million or More) Million or More)?
W With PS
Average JPY thou.
Without PS
4,903
4526 4486 463 g 488
s0qs M8 _4—— 4175 ~ * . I orgy  283%
3,866 T = " 25.4% 284y 281%
L o
20.2%
FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026
at 2 Q3 Q4 8 a2 Q3 Q4 a [=1] Q2 a3 Q4 [~3] Q2 Q3 Q4 Qi
@ PLAID ©rLAD Inc  Hotes1 Target: PLAID ALPHA] 2. The percentage of customers with an ARR of JPY 10 million ar more (with existing product contracts] wheo are also utilizing PLAID ALPHA services 34

The graph on the left shows a comparison of the monthly unit price of products
provided or not provided by professional services to clients with an ARR of JPY10 million
or more, which we have positioned as a priority customer segment.

The dark red line in the graph shows the monthly unit price of products for provided by
professional services to clients at the same time, and as you can see, the unit price is
almost twice as high as the yellow line in the graph, which is not provided by
professional services.

In other words, as | said, professional services originally play a role in promoting
up-selling and cross-selling, and | think it can be said that we are firmly accelerating the
provision of value from the database and products, leading to up-selling and
cross-selling.

As shown in the graph on the right, the ratio of professional services provided to clients

with an ARR of JPY10 million or more is currently just under 30%, and we would like to
raise the overall unit price by increasing this ratio.
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Finally, the number of companies with an ARR of JPY10 million or more and annual sales
per company.

arnings Resuilts
Key Metrics_Number of Accounts ® and Annual ARPU®

+ The number of customers with an ARR of JPY 10 million or more in F¥2026 Q1 was 237. While churn remained generally consistent with previous years, new
customer acquisition was relatively low

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

+ We aim to achieve both new customer acquisition and expansion of existing accounts by reinforcing our sales organization and promoting efficient activities
Number of Customers with ARR
of JPY 10 Million or More Annual ARPU

WOver JPY 50M M Over JPY 30M W Over JPY 10M © JPY 10M or less
WWith PS
Without PS

228

03 210 214 s
193

182

45%
40%
3%
21%

FY2024 cv2024 FYZDZA FY2024 FY2025 szues FY2025 :vzo;m FYEUZG Fy2019  FY2020 FY2021 FY2022 FY2023  FY2024  FY2025
a1 a1 @3

@ PLAID opLAaDInc.  Hotes 1. Total product adopted accounts 2t the end of each period / 2. ARPU:Average Revenue Per User 35

The number of companies remained unchanged from the previous quarter at 237.
Although the number of cancellations was at about the same level as in previous years,
new acquisitions were relatively low, which was the main reason.

As shown in the graph on the right, the amount of transactions with existing clients is
steadily growing, but the scale of our sales organization and the level of our activities
have not yet reached a level that will allow us to balance this with the acquisition of new

clients, which is an issue for our company. So, we will continue to strengthen our
recruitment and training efforts.
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For reference, we have included one industry example of how annual sales per company
have increased.

Earnings Results Q1 FY 12/26
Case Study of Annual Revenue Growth_Banking Industry
« The banking industry continues to achieve high revenue growth rates, centered on transactions with leading institutions

« Banking is one of the industries where our value delivery cycle, centered on the 1st Party Customer Data platform, is operating effectively; we
aim to strengthen growth by expanding this model to other industries

Revenue Trend with Leading Common Factors Leading to
Banking Institutions'*? Revenue Growth

o Deep industry expertise and corporate understanding of our business
divisions

- We continue to provide proposal activities and ongoing support based on

FY2025 deep industry knowledge and corporate understanding, including
Total Revenue insights into security rules and business strategies
Over JPY 500 mil. o Evolution into an integrated data platform that supports corporate
business growth

(CAGR approx. 50%)
- We build integrated data platforms by connecting vast amounts of 1st Party
Customer Data with corporate internal data through the provision of PS®
- Byevolving our data platform inte a strategic core, we engage with a wide
range of business developments

o Further deepening transactions by leveraging experience gained from
E— S
- By utilizing experience gained from product implementation and PS
Fr2019 FY20ez FY2025 provision to enter upstream processes such as service design, we
establish a cycle that further deepens client transactions

@ PLAID ©pLaD inc.  Notes1. Topreve

Sumitomo Mitsui

s fiscal year based on intemal
td. / Resona Bank, Ltd (2 Tota

Bank Co., Ltd. / MUFG Bank, Ltd. { 36
hreviation for professional services

The graph on the left shows the total sales of four of the top five banks. The total sales of
the four companies in the last fiscal year exceeded JPY500 million, which is an extremely
large transaction with a CAGR of 50%, while continuing to grow at a high rate.

The right-hand side of the page shows the reasons for the growth of the bank. To put it
simply, an important condition is that this is being handled by business personnel in
sales customer success with deep industry expertise and corporate understanding. In
addition, there is turning good-quality customer data platforms into infrastructures
centered on the customer, and deepening relationships by providing products and
professional services. The banking industry is a place where the KPI cycle of value
provision is in full swing.

The case of Company A, which | explained in the previous financial results, is shown
again. The company actually started with the introduction of KARTE, integrated it with
internal data to create a database, and later, by combining it with professional services, it
became an execution platform for actual communication between the company and its
customers. This is an example of how the banking industry is expanding the scale of
transactions per year as a result of this process.
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Earnings Results Q1 FY 12/26

(Re-stated) Case Study of Expanded Transaction : Financial Institution A

+ Transaction began with the implementation of KARTE Web to enhance the sophistication of on-site marketing

.

Since then, additional products such as Site Improvement, Marketing Automation, and Customer Support have been adopted in line with progress in customer data
utilization

Currently, we also provide professional services and are supporting the construction of an integrated data platform to achieve consistent customer communication

& )
fm] =l

Establishing a
Strengthening Data Enhan.cement & Customer
. A perceived value o
» Inte.g ration of KARTE Utilization f"" cx/ox through support, etc. Comwunlcatlon
Onsite and internal company Promotion : Execution Platform
Personalization data 2
. - * * * »
X X+2 X+5 X+7 X+8
Number of
Installed Products 1 3 4 5 7
Presence/Absenc
e of Professional - - - - o
Service
Annual Lo an Over IPY Over IPY Over IPY ol
Transaction Value million 50 million 100 million 150 million million
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There are other industries besides the banking industry that have set up this kind of
cycle, but there are still many industries that have not reached this point. We would like

to strengthen our growth potential by promoting the horizontal development of this
cycle.

The last part of the presentation will be the business outlook.

Business Outlook
FY 12/26" Earnings Forecast

« Subscription revenue and service recurring revenue continue to grow steadily

+ Driven in part by the consolidation of CloudFit, cumulative consolidated revenue for 2Q is forecast to reach JPY 7,742 million, an increase of 18.3% year-on-year

« While growth investments centered on recruitment are progressing steadily, we expect profit margins in 2Q to improve slightly compared to Q1 results, driven
by the increase in revenue

JPY mil. FY12/26 guidance

oM (;.5.913!1.5)
Net sales Consolidated 7,742 20,577
YoY +18.3%
Adjusted operating income Consolidated 780 2,387
Adjusted operating margin 10.1%
operating income Consolidated 646 2,183
Operating margin 8.3%

@ PLAID ©rLaD inc  MNotes 1. Atthe Lith Annual General Mesting of Shareholders held on Decamber 18, 2025, a resalution was passed regarding the change in the fiscal year end from September to December )
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We will continue to aggressively recruit this fiscal year, but since our future performance
may change depending on the progress, we are disclosing our earnings forecast for the
following quarter as well as for the current fiscal year.

Cumulative consolidated revenue for Q2 is expected to grow 18.3% YoY to IPY7,742
million. In Q2 alone, the Company's sales grew approximately 20% YoY to JPY4,047
million.

In Q2, we expect to increase the number of employees by the same amount as in Q1, and
we are making steady progress, but both adjusted operating income and operating
income are expected to increase slightly from Q1 due to the increase in sales. There are
no changes to the 15-month financial results for the fiscal year.

As shown in the previous financial results meeting, this is an image of the medium-term
business performance.

Business Outlook

Medium-term Business Qutlook ’

M Net Sales JPY mil
« FY2026Y is positioned as a period of growth Adjusted operating income

investment for the future

« Through growth investments centered on proactive

el . 13,383
talent acquisition, we aim to accelerate sales growth

starting from the fiscal year ending December 2027 10292

8,633
7,295

+ Accordingly, for FY2026 and FY2027, the adjusted
operating margin is expected to show a moderation
in its year-on-year increase. However, from FY2028
onwards, it is projected to rise steadily due to sales
growth and the completion of growth investments.

Notes : 1. The transition from a September fiscal year-end to b
the 14th Ordinary General Meeting of Shareholders held ¢

@ PLAID =50 inc FY2022 FY2023 FY2024 FY2025 FY2026 FY2027 FY2028
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To repeat, we believe that solid growth investment and preparation are the most
important things for this term. As | said in the growth strategy section, we will invest for
growth in the case study, the Al advantage, mentioned in the growth strategy section,
and grow this.

On that basis, we hope to accelerate the sales growth rate starting from the next fiscal
year, and then significantly raise the profit ratio starting from the year after next. | would
appreciate it if you could later look at the trends in the financial results based on the
assumption that such is the Company's intention.

That is all for today's explanation from me. Thank you very much for your attention.

Moderator: Thank you for your attention. This concludes our presentation session for
Plaid's first quarter results for the fiscal year ending December 31, 2026.
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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

1

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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