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Presentation

Moderator: Thank you very much for joining us today. I would now like to begin the
presentation of the financial results for Q3 FY2022 of PLAID, Inc.

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

And for the details, please read these instructions carefully.

We will now begin the presentation by Mr. Kurahashi, CEO, and Mr. Muto, CFO.

Let me start with CEO Kurahashi. If you would.
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Kurahashi: I am Kurahashi, the representative of PLAID. Thank you for joining us today
for this briefing on the Q3 financial results. I would like to proceed with my briefing after
some opening remarks.

First, while this part has been posted in the past, we continue to develop products and
promote our business under the mission of "maximize the value of people with the
power of data." With COVID-19 and the ever-accelerating use of digital technology in the
Japanese market, I feel that the scope of the world continues to be strongly interested in
this essential use of data.

I would like to talk about our business performance and future prospects within this
context.
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This is another part which we have traditionally published, and we hope you will take a
look at it.

Now, we will proceed to the first part of the presentation, in which Mr. Muto, our CFO,
will explain the Q3 results.
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Muto: I’m Muto, the CFO, will now give a briefing.

First, I would like to share with you some of the highlights of the Q3 financial results.

There are four key points.

The first point is net sales, especially ARR. This was a decrease from the previous quarter.
The cause of this is the cancellation at the end of March. As I think we have talked about
before, we had a relatively large number of contract renewals at the end of March, but
the churn rate for these contracts increased, which affected the decrease in ARR for this
April to June period.

This is a very big issue for our management team. Our business model is to accumulate
ARR, and we basically expected ARR to increase each quarter, so we take this situation
very seriously.

On the other hand, we have been working on customer retention in terms of churn and
down-sells as our most important issue, and I personally believe that we are seeing
certain positive signs in this area. There will be more on that later in talk on business
updates by Kurahashi.

In addition, this was incorporated into the earnings revision at the previous earnings
announcement in May, so it is not much of a surprise. Or to be more precise, the current
net sales level is slightly better than the level incorporated in the earnings revision.

The second point is gross profit. The gross profit margin has actually declined on a
consolidated basis, but this is largely due to the impact on gross profit of the
consolidated subsidiary, Emotion Tech. PLAID Saas Business alone, on the other hand,
was at 73.8%. This is a good level we have maintained, as will also be discussed in more
detail later. Considering how our cost of sales is so easily affected by foreign exchange
rates, we believe this is an excellent result.
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Our cost of sales is largely server costs. These are largely denominated in USD. Therefore,
though we originally expected that our gross profit margin would be decreased by the
impact of the yen’s depreciation, we made an effort to reduce the cost ratio on a basis
where the exchange rate does not change. As a result, the cost ratio has been reduced to
offset the impact of the yen's depreciation.

The third point is investments in marketing and securing human resources, which we
are aggressively pursuing as originally envisioned. As a result, the operating deficit has
increased, as we are continuing to invest in growth.

The fourth point is related to all of the numbers, compared to the revised numbers, net
sales, gross profit, and operating income all moved in a positive direction. We don't yet
have enough difference to revise our earnings, but all the numbers are moving in the
right direction compared to the planned figures.

Now, I would like to explain the details of this area, so I would like to ask you to skip a few
more pages and go into the first page of consolidated results.

Here are the net sales and ARR trends.

Net sales for Q3 were about JPY1.8 billion. This is the YoY growth of 28.5%.

ARR, on the other hand, grew by 19.1% or JPY6,463 million, YoY. However, as I mentioned
earlier, ARR declined QoQ, which we see as a serious situation.

Since this is an accumulation-type business model, we had originally assumed that ARR
would accumulate, but as I mentioned earlier, there were cancellations and down-sells.

Again, I would like to reiterate that we have been working on this issue as our number
one priority so I personally believe that we are on track to achieve a certain degree of
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progress on this matter. Again, this level of ARR has been factored into our earnings
forecast.

As for net sales, the Q3 cumulative total is JPY5,418 million, or 75.4% of the full-year
forecast of JPY7,186 million. We do not expect Q4 to be any worse than Q3, so based on
this rate of progress, we believe that the achievement of the full-year forecast is quite
likely.

6



Gross profit, as I mentioned earlier, has dropped from 73.5% to 72.2% on a consolidated
basis. PLAID's non-consolidated gross profit itself has not changed that much. This
decrease in the gross profit margin is due to a temporary increase in the cost of net sales
at our consolidated subsidiary Emotion Tech.

Here is the operating deficit for Q3. It is a deficit of JPY330 million. The deficit increased
QoQ by approximately JPY200 million from JPY122 million. JPY100 million of this is the
result of our investment in marketing and recruiting human resources, and the other
half is attributable to Emotion Tech.

We expect the increased cost of sales at Emotion Tech to be a temporary factor and to
improve in the future. We are also making investments for growth.
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Our balance sheet remains healthy, and we believe that our debt level is appropriate. We
have JPY2.5 billion of net cash, and we have another JPY500 million as a revolving credit
facility,which ensures sufficient liquidity.

Next, I will explain our non-consolidated numbers.

Here is ARR. Looking at PLAID alone, new business has grown by 12.2%, so I would say
that this area is less of an issue and more something we would like to grow.
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On the other hand, as to the expansion of existing transactions, for the reasons I
mentioned earlier, the NRR is decreasing. As for the future, we are working on how
much we can prevent churn and down-selling, and how much we can get customers to
utilize our services. It may take some time before the effects of these efforts become
apparent, but I believe they will be in the right direction.

Here is the non-consolidated gross margin ratio.

As you can see from the graph on the right, the SaaS business is the one shown in red,
and the rest are in gray. The gross profit margin for the SaaS business has remained
almost flat at 73.7% to 73.8%.

As for our exposure to foreign exchange, we calculate that a JPY1 depreciation would
result in a nearly 0.2% deterioration in the cost ratio. It is about the same as saying that if
the yen goes down by JPY10, our cost ratio will decline by nearly 2%. As you know, the
exchange rate has fluctuated considerably from the last quarter to the current quarter.
The fact that we maintained the cost ratio to this extent is in part because of the shift to
the new analysis platform, which is mentioned. Had it not been for the exchange rate, I
think we would have been able to achieve a higher gross margin.

On the other hand, since the yen’s depreciation will continue to be a trend in the future,
we would like to build a cost structure that is not so affected by foreign exchange rates
by utilizing foreign exchange hedging and other means.
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The S&M ratio on the left side has been increasing, as we have been investing in
marketing and acquiring business personnel. As a result, the stand-alone portion of the
business had an operating deficit of JPY177 million in Q3.
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With regard to the acquisition of human resources, we have been investing in increasing
our human resources since the current fiscal year. Although the ARR per capita is
decreasing, this investment is being made with that expectation.

We have reached a certain milestone in our annual plan, so the pace of this expansion of
human resources in the future will be modest in the short term.

Here is an overall summary of the actual results against the earnings forecast.
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First, regarding net sales, the revised forecast is JPY3.57 billion. Q3 actual net sales were
JPY1,801 million. If you double this amount, you get JPY3.5 billion, so we feel that we are
progressing at a better level than our consolidated performance forecast in terms of net
sales.

As for gross profit, we have achieved almost half of our goal, which I believe is generally
in line with the budget.

If you look at the SG&A expenses and the resulting operating margin, we had expected a
deficit of JPY910 million in H2, but the deficit was JPY330 million in Q3. Although we
intend to make a certain level of investment in H2, a portion of our SG&A budget on a
consolidated basis actually went unexpended. As such, our current view is that the
operating deficit will be slightly lower than expected. Therefore, we recognize that we
are making good progress in terms of our earnings forecast.

That's all from me.

Mr. Kurahashi will explain the next portion.

Kurahashi: Let me talk about some business updates.

This slide. The information is organized in that matrix in terms of new customer
acquisitions, expansion of existing customers, and churn/downsell on the rows, and with
future policy on the left column, and the current situation on the right. You can look at
the details, of course, but I would like to pick out a few areas I would like to focus on and
talk about.

First, letme talk about new customer acquisitions. There was a slight slowdown from last
year to this year. We had assumed there were two main reasons for this.
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One is the first contact. How can we successfully establish contact between our
customers and us? From there, how do we turn this contact with companies into
business meetings? Our commitment to this issue, and our human resources, were not
sufficient. As a result of our inability to sufficiently prepare, there was a gap between the
growth in the market and our activities,and also a gap between customer expectations
and our proposals. We see this as the major factor. We are prioritizing the allocation of
human resources to divisions like marketing and inside sales, the latter of which is in
charge of turning leads into meetings.

In addition, we have been conducting market research rather than analyzing existing
customers. We are now working on a plan for new customer acquisition, and we are
beginning to see a certain level of response in terms of developing new customer
segments.

Since activities in this phase are not reflected in business results in real time, there we
expect a slight time lag with the business performance. However, we believe that we are
beginning to see a positive response in the development of this customer segment.

Another point is our relationships with existing customers. Regarding the downward
earnings revision that we reported to you at the time of the announcement of Q2
financial results in May, our biggest weakness was the fact that a certain number of
large cancellations occurred. To address this issue, we built a base system for supporting
existing customers.

Each client has its own requirements and expectations of KARTE,such as the size of the
client and the degree of difficulty of the project. .We need to properly classify customers’
needs and assign the personnel to give them the right capabilities, support, and
success. We have been working on the development of this base system.

With this, we believe we have reached a certain milestone regarding the most basic
aspects of the stabilization of our relationship with customers. However, we would like to
take actions to further improve this situation, or to take more aggressive actions. From
the perspective of stabilizing our relationship with customers, as customers use KARTE
on a daily basis and conduct business activities outside of KARTE, it is very important to
have a system in place for understanding the situations of customers.

We are a company that supports customers in the use of data. From this perspective, we
need to build a system to gain a firm grasp of their situation from the data and support
them. We will also need to design appropriate KPIs and other similar things for this
initiative. We will not only provide products, but also provide human services and
support to customers. We call this service TEAM. Through proactively making changes
to the TEAM service and other efforts, we hope to stabilize our relationship with existing
customers.

One more issue regarding our relationships with existing customers I would like to
discuss is shown in the middle row on the right side of the matrix. RightSupport and
Signals are expanding steadily. This new product and service lineup, which we have
been developing and preparing to offer since last year, got off to a very good start this
fiscal year.

As I will talk about later, we are making good progress in the important initial validation
phase.The initial MRR acquisition is also progressing well.
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I previously mentioned the stabilization of our relationships with existing customers.
Beyond that, we are now making various preparations with the expectation that the
products and services that we have prepared up to this point will start up smoothly and
come to fruition in the next fiscal year.

Therefore, we see this as Q3 is a time to solidify our foothold with both new and existing
customers. We feel that this will lead to solid acquisition of new customers in Q4 and Q1
of the next period to follow.

I would like to talk about a few topics. KARTE CX Conference 2022, a hybrid offline and
online conference was held on July 12. It was a one-day conference where dozens of
speakers provided talks and about 25 sessions were held.

As you can see on the left side of this page, various companies gave presentations and
held sessions on their data and CX initiatives at this event. The event received a great
deal of attention about how those companies utilize CX and customer data to help their
businesses and their customers. We were able to have well over a thousand participants
in total, both online and offline. I feel that this movement is continuing to gain strength,
and that it is gaining even more attention.

Therefore, as I mentioned regarding the previous slide, we are in the process of building
the foundation on which we can build our business with the market’s growth.

We believe that this trend will continue to strengthen. We are in the process of
strengthening our internal foundations so that we can leverage this trend to grow our
business. We believe that the market is very favorable to us.
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In fact, even in terms of just KARTE for web, and KARTE for App, which is for apps, alone, I
believe there is still plenty of room to offer these products to new customers.

As mentioned regarding the conference earlier, I believe that we are entering a phase
where this market will become more and more apparent. We would like to provide value
to this market. In addition, we would like to expand our TAM by contributing with the
new products I mentioned earlier. We are working toward that.
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Next is an update on KARTE RightSupport and KARTE Signals, which I mentioned briefly
earlier. We call these two new business areas, and we see them as having made a very
good start in their first fiscal year.

In the first fiscal year, the biggest focus will be on how well we refine and create these
products/services. Their testing and verification are progressing well. As you can see
from this MRR, we are making steady progress in the acquisition of MRR and customer
contracts. This meets or exceeds our expectations for the first fiscal year.

The left side shows KARTE RightSupport, which has made a very good start with a
positive 650% change in MRR from March to July. We are seeing cases where enterprise
customers of KARTE that we have not been able to approach with KARTE web or for App
are starting to sign contracts in the context of customer support. This situation is very
promising.

On the right is KARTE Signals. KARTE Signals increased by 1200% from March to June.
The percentage increase is not necessarily significant, because the actual numbers are
still small. However, I hope it conveys to you that we are off to a very good first start. As
we are making firm progress in connecting with major advertising platforms, customers
are gradually starting to recognize KARTE Signals and test it out.

These figures show that the products and new services that we have been working on
since last fiscal year have been properly launched. They also show that although we are
still in the verification phase this fiscal year, we will have no small impact on our business
performance next fiscal year.

16



Another point is the progress of Emotion Tech, which joined our group this fiscal year,
with its results now being published as part of our consolidated results.

First, the left side. This is the trend of net sales. It is making very good sales progress.
More and more large contracts are being awarded. The company is currently making
much more progress than planned at the time of joining the Group. The net sales of the
company grew at a rate of more than 40% YoY. I believe that the company will continue
to accelerate its growth. As the growth rate recovers, the atmosphere of the team and
the momentum of the business will increase. Because of this progress, we are very
much looking forward to Q4 and the next period.

Onto the right side. One example of good progress is that Kappa Sushi of the
COLOWIDE Group has introduced Emotion Tech’s product at all 308 of its restaurants.

Unlike KARTE, Emotion Tech is developing its business by targeting companies that are
mainly developing their business offline as well as online. This is just one symbolic case
of their initiatives with such companies. We are seeing an increase in these very large,
comprehensive, and bold implementations. As such, we want to make solid progress in
this area for the next fiscal year

In the current fiscal year, as Emotion Tech’s summarize, the company has been to
develop a solid foundation for its business. We will be actively promoting synergy and
collaboration between Emotion Tech’s products and PLAID’s products in the next fiscal
year. This is something we would like to actively work on as part of our business strategy.

That is all from me on today’s topics. Thank you.

Moderator: This concludes our presentation on PLAID, Inc.'s financial results for Q3
FY2022. Thank you for your attention.
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Question & Answer

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

We have already received four questions from the form, so I will start with those.

Q1: First, have there been any cancellations by emerging ventures clients due to cost
containment stemming from deteriorating funding? Also, do you see the possibility of
cancellations spreading in the future?

Muto: Basically, there are some clients who are emerging ventures, and it is possible
that some cancellations may have occurred due to their financial situation to an extent
that we are not aware of. However, I do not believe that any of the cancellations of large
deals, which are my bigger concern, included this type of cancellation.

I think you have a certain amount of understanding about cancellations, since we talked
about it last time. To reiterate, is a matter of course to provide a good product and to
have customers use it and buy its value.

We believe that KARTE is a great product, and our customers think so, too. The
employees and members think so too. However, it was my feeling, or rather my
realization, that there is a gap between when they start using the product and realize
how good it is. How to properly fill in that gap is important.

I am personally convinced that if we do this, things will go in a better direction.

Q2: Please tell us how many percentage points the yen's depreciation alone pushed
down gross profit.

Muto: I mentioned nealy 0.2 points per JPY1 earlier, but this is an estimate. I believe the
impact would be between 0.15 and just under 0.2 points per JPY1. Therefore, we believe
that if the yen depreciates by JPY1, the cost price will fall 0.15 to 0.2 percentage points.
Since the yen has weakened from JPY116 to JPY130 in Q3 on the Nikkei average, I believe
there was originally a negative impact of about 2%.

Q3: In the US, it seems that more and more SaaS IT companies are promoting cost
containment with an eye to business environmental degradation and shareholder
measures. On the other hand, I would like you to explain the background of your
management decision to increase the deficit by not slowing down the pace of
marketing investment and hiring even after the increase in churns was detected.

Kurahashi: Of course, we are aware that there is such a trend in companies in and
around SaaS IT. We have been discussing it so far, but we still believe that we should
continue to make appropriate investments, and we are doing so.
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Of course, the stock market environment is included, but the world's needs for CX and
data utilization are, of course, connected in some ways. I believe business needs exist at
a different rhythm. I also believe that we are still in a phase in which we need to firmly
meet the expectations of our customers and deliver the products to them.

However, I believe that it is important to maintain uniformity and discipline within this
business environment. We are thoroughly discussing how much to invest and in which
areas as we are investing.

Muto: Whether it is difficult or not, I do not believe we are a company that cannot turn a
profit, although this is really a personal viewpoint.

I think it would be necessary to change the cost structure. We have disclosed to you that
we are aiming to make 20% to 25% operating profit based on the Long term model. At
our JPY7 billion scale imagine we made an operating profit of 10% and 15%. Would this
make us an attractive company? I do not think it necessarily would.

These US companies are of a certain scale, so it’s fine that they improve profitability and
generate operating income at such a level. However, my personal feeling is that we are
too small to try to seriously generate operating income. I believe our path to generating
value for our shareholders is to first expand the scale of our operations, and then
generate profits, cash flow, and returns for our shareholders. I still believe that we need
to expand the scale of our business. So, I think it is important to invest in growth.

On the other hand, I am very aware that the market environment is changing. As CFO, I
am making use of the fact that the market environment is changing in order to change
our internal discipline, or rather, our mindset about money.

We’re not going to try to make a profit by forgoing investment in growth. We need to
invest in growth but spend wisely. I believe that the market environment has changed
our internal mode. We now think, if we're going to use the money, let's really think about
what value we're going to get out of it. From this perspective, I think this change in the
market environment is a good trend in terms of making us leaner.

Something that has been increasing lately is our headcount. This of course has had a
time lag. We have been planning this, as well as our marketing investments, for a long
time. The financial situation is not one that will require us to suddenly change these
things. We have a lot of cash, and in that sense, we are financially sound. We’re not
smashing the brake pedal here. We often talk internally about things like spending
wisely, which I mentioned earlier, and this concept has permeated the Company. You
will see more things like looking ahead. I think it will be in our predictions and results.

Q4: You have mentioned that you have reached a certain point in improving your
systems through organizational personnel reforms, but what specific actions have you
taken? When do you expect to see the effects of these improvements in terms of
business performance, and what kind of numerical impact do you expect to see?

Kurahashi: The first thing that we did was something that doesn’t depend on the
organization. After all, even among KARTE's contracted clients, the size of their contracts
varies considerably. From the perspective of business performance, it is still very
important to have stable business with companies with large contract sizes. As such,
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from an early juncture we will repeatedly take a sample of customers with contract sizes
above a certain level, have confirmed their situation carefully, and improve
communication with them. We did this as a first step.

We are trying to take action well ahead by looking at the kind of projects there will be in
H1 of the next fiscal year, and what the situation will be like. There is a reason for this. In
many cases, customers above a certain size have already often made their decision to
continue or terminate their contract long before they actually do so.

We are not talking about them making a decision to continue the contract one or two
months ahead of time. Rather, in many cases, the Company has determined its future
prospects with KARTE in advance.

Therefore, we have reorganized our perspective to a relatively longer one and are
thoroughly and persistently communicating with customers who are currently at risk of
canceling.

We are then working to ensure that these things are reflected in our organization. The
level of difficulty in dealing with customers varies, so we have to break down the
customers into appropriate groups, or rather, into appropriate rooms, and clearly assign
TEAMs accordingly. To answer your question, the progress we made in our initial
organizational response included these organizational developments, the assignment of
human resources, and the development of our initial focus.

Q5-1: My question is for President Kurahashi. In your detailed explanation on page 25,
you said your policies have been finalized, and explained the current situation, but also
that there would be a time lag before things showed up in the results. This may be a bit
of a nasty question, but how soon can you say with a loud voice that the results have
come in? Some people are saying that the market will recover in two years, but I would
like to see a clearer timeline here. Will the measures you take show results in H2 of next
year, or H1?

Kurahashi: I would like to talk  about the issue of the time-line you asked me about.

I believe there is a time lag from several perspectives. First of all, to briefly explain our
business model, or rather, our business process, we have a market and receive inquiries
from our marketing activities in said market. There are, of course, other routes besides
inquiries. In some cases, we contact customers, and in other cases we meet them at
offline events. Either way, we make contact with customers somehow. From there, we
generate business meetings and initiate the sales process. When it comes to the sales
process, you have to work with the people in the field, the supervisors above them, and
in the case of large contracts, even with people up to the executive level. It differs
depending on the purpose. The phase is different.

After we do the sale, and they actually start using the service, then customer service
begins. Then there’s expansion of contracts, such as up-selling, cross-selling, etc. That is
the sequence of events.

For example, in the area of marketing, the first step is to make a contact with customers,
which becomes our first market leads. We then turn these leads into business
negotiations. It's a process here where business meetings are disclosed. We are seeing a
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certain level of response to our efforts here, but there are various processes involved.
Some are through events, as I mentioned earlier. Others are through searches. We call
these inbound.

For example, some of them come in through Google ads, ads that are in the search
section. Some come from seminars. There are many different routes. We are currently
focusing first on those routes that are particularly important and working to improve
them. I think the situation there has clearly improved.

So, it is not that all of the numbers have improved, but that we are working on the most
important funnelfirst. The assumption is that contact is made with the customer and
business negotiations are initiated. However, sales activities are waiting after that. In
other words, there is a time lag of several months between the time a client becomes
aware of us or starts negotiations with us, and before they actually start using our
services. Only after they sign a contract and start using the service is this transaction
listed here as net sales. Therefore, there is a time lag before things are reflected in the
business performance when you look at this funnel.

Another thing is that there is naturally a time lag in customer success, the part that
comes after the contract is signed. For example, as I mentioned earlier, in the case of a
large contract, the decision to renew the contract or to upsell or cross-sell and further
accelerate use of the product is not made immediately before the contract renewal. It is
happening much, much earlier. In other words, although we can of course make an
effort regarding churn ,up-selling or cross-selling that may occur next month or the
month after, it is difficult for our base improvement activities to suddenly be reflected in
the figures. After all, that’s how much of a lead time there is before a contract is signed
with customers. So, I think there is a certain time lag here as well.

From the efforts made in Q3 to Q4, we are beginning to feel that the situation in various
areas is gradually improving. But to be honest, it is difficult to say whether the numbers
will suddenly be reflected in this upcoming Q4. The effects of these efforts will be seen
in Q1 and Q2 of the next fiscal year. Of course, there may be some fluctuation when
looking at a single month, but we believe that the overall trend will head in the right
direction over the course of Q4, Q1, and Q2.

So, the fact is that there is a separate time lag before the improvements effect each of
the indicators of net sales. In addition, we are a SaaS company, so the majority of our
revenues come from the recurring revenue base. In terms of the comparison with last
year, I think we will see a further recovery in the future. We have been discussing how
best to tell our current situation when communicating with you.

We are considering how to communicate to everyone in the appropriate information
and at the appropriate time.

Q5-2: To summarize, you are saying that the effect will become clear in Q1 and Q2 next
year? And you are saying that it is unrealistic for that effect to be seen in Q4.

Kurahashi: I think the effect will be seen to an extent.

As I mentioned earlier, there are so many points to address in each business activity,
whether it be marketing, inside sales, sales access, and so on. Therefore, we will start
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with the most important ones and work our way down, so that the impact will be more
like an accumulation of improvements rather than a sudden and dramatic increase.

Q6: My question is about the number of your clients. On a stand-alone basis, you are
now at 550 companies. The number of companies decreased from 559 in Q1 to 550 in Q3,
a net decrease of nine companies between acquisitions and cancellations.

Just for your information, the number of companies increased from 502 to 517 from Q2
to Q3 the previous year, an increase of 15 companies. What I would like to ask you is the
number you acquired. In terms of the number of companies acquired between Q2 to Q3,
which was bigger, that of last year, or that of this year? What is about the same level, or a
significant drop? The nuance being what was the number of new acquisitions without
cancellations. That’s my first question.

Muto: As to whether the number of new acquisitions has decreased or increased
significantly, it is difficult to say since we do not disclose these figures. I will answer that
the difference between the previous quarter and the current quarter is between 5 and 10
companies, and that the number of new acquisitions has not changed that significantly.
So, if it is moving, the impact is more in terms of churn or downside. Of course, we want
to increase the number of new customers. I think our issue now is the downside.

Since we do not disclose the total number, I think the impact or the perception of the
number would be totally different depending on whether the change is 5 or 10
companies versus 10 companies, or 5 or 10 companies versus 100 companies. However, I
do not think it is that big of an issue.

Q7: This question is for Mr. Muto. In your answer to an earlier question, you said that a
surplus at this scale would not be attractive. You said you need to invest in growth. You
said that this would lead to results. You had 64 people join through Q3 of the current
period and it seems that various improvements are being made in the onboarding
program. However, when will the productivity of these people show up in the results?

Muto: To be honest, this is an aspect that I have reflected on, but to put it simply, if you
look at each person, I think they will probably be up and running in three to five months.
If they have customer success or sales experience, they can really get up and running in
less than three months. Alternatively, if someone has done marketing from all different
angles, but is working with customers for the first time, it will take a certain amount of
time.

Of course, it’s not as if these new people will be up and running naturally after six
months. Yesterday I was just talking to the person who will be leading the customer
success team starting July 1. He was saying that the managers on the ground are having
an incredibly hard time right now.

The reason is that the managers in the field are quite experienced, but when you
suddenly put a bunch of new people under them, it’s quite a burden on the managers.
Until now, we have trained new employees somewhat informally without assigning
them to a manager. But now we are training them more formally under a manager,
which is putting more of a load on the managers and is taking time for the new people
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to get up and running. When new people are brought in all at once, it eats up the time
of the existing capable people so this inevitably places a burden on them.

Last fiscal year, we achieved a certain level of profitability with the current situation.
However, I think we were overly conscious of this, which led to restricting our hiring,
which had a negative effect on this fiscal year. On the other hand, this fiscal year we
increased the number of employees at a relatively high pace, so we are seeing such a
situation in the field.

However, this situation isn't permanent. The situation, including the issues related to the
organization mentioned, is becoming better. I believe that after three to six months of
education and start-up time, the productivity of our team  will increase considerably.

As far as future hiring, I think we have learned a lesson that it is necessary to take a
certain number of members on a regular basis rather than suddenly between hiring
and not hiring.

Q8: Is there a tendency for the risk of cancellation to increase when the contact person
or person in charge of your clients’ changes? Their unique literacy process may change
the client’s evaluation of your company, or the new person in charge may move to
switch products in an attempt to make their own mark.

Kurahashi: I think there are both positive and negative aspects to a change in the
person in charge. One is that our customers feel that they have a stable relationship with
us including  personal relationships. I think this is one  of the assets.

On the other hand, however, if the distance is too close, it may be difficult to make price
adjustments or new proposals, for example. In the case of global SaaS, which is
something we should learn from, they regularly replace all of the account managers for
customers. Some companies do this.

If it is important for a person in charge to firmly establish a relationship with the
customer, how to change the relationship between that person and the customer into a
relationship between the Company and the customer is probably the most important
point. The question is how to make the relationship better even if the person in charge is
changed. I think this is an important issue. This is my answer to your first question.

Another thing I would like to talk about is that KARTE is not a product that will be
uniformly effective for everyone who introduces it. How it is used is important. Of course,
we have provided follow-up services after the introduction of our products. However, we
have always supported the customer's wishes as to how to use the system, giving the
highest priority to the customer's wishes. In other words, we have been relying on our
customers to generate value and utilize the product.

At the same time, however, as the importance of utilizing data grows at such a rapid
pace, the composition of the customer's human resources, securing human resources,
and the composition of the team will all become extremely difficult issues. So we need
to provide not only products such as the TEAM service I mentioned earlier. We believe
that this will have been an intrinsic value for our customers.
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Therefore, as for things like changing of the people in charge, and the reliance on
customers to create value, I think it is extremely important that we work hard on this.
For that reason, we are now working to change the overall value of the service we
provide ,it’s not just to take a single action.

I previously answered a question regarding the change of people in charge. My answer
was from the perspective of changes to the person in charge due to our reorganization,
etc. I would like to follow up a little on your question, as I slightly misunderstood the
intent of your question.

I think the question was actually about changes of the person in charge on the client
side, especially at the end of the fiscal year, when personnel changes are quite active.
You were implying that the new person might think it would be easy to increase their
performance in the short term and achieve soundness by cutting costs through
cancellations.

I think this is very common. Although I won’t say it happens equally to every company, I
think it happens a lot to the companies which provide products, not just to us. It is not
always the case that the new person in charge has a good understanding of our
products and services, or that they have attention to the issues that can be solved by our
products. As such, cancellations in this case are likely to occur.

On the other hand, we still need to build relationships, especially for large contracts,
based on the assumption that this can occur. We also have to maximize the
performance that KARTE provides. Or perhaps they need something that goes beyond
the capabilities of KARTE. We also to get them to incorporate KARTE into other basic
operations other than KARTE within client companies, such as sales activities. I believe
this is very important.

For example, our core products include KARTE for Web, for App, and Datahub. Datahub
is a product that manages the data behind the scenes of marketing action models like
KARTE and passes data triggers to various actions.

Once products like these are in place, it will be easier for clients to create new operations
that utilize various data via KARTE for Web and for App, and Datahub. In other words,
KARTE's stickiness increases, which improves the churn rate and reduces risk of
operational churn. That is how things are structured.

Therefore, we will continue to improve performance. In addition to building trust
between companies, how can KARTE be connected to customers' operations and
multifaceted value contribution? We believe that this will be a very important question
to answer. We are placing particular emphasis on proactively making such
communication proposals to our enterprise customers.

Q9: Are there any moves by some customers to increase their requests for price
reductions? If so, is there a possibility of a certain level of compliance with those
requests on your part? Even if the cancellation does not occur, it is possible that the
price reduction could lower the NRR.

Kurahashi: If you ask me if the current price reduction request situation is accelerating, I
don't really get that impression. Of course, there are cases in which the contract size
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may decrease due to the contract or the cancellation of an option at the time of contract
renewal. However, as to whether there is really an increase in cancellations, I don't think
so.

On the other hand, it is also true that there is a growing number of products in the
market that are less expensive and have more limited functions than ours. Therefore, the
value of using KARTE should be clearly communicated to customers. As I answered your
question earlier, how proactively we could support and promote customers' use of our
products with or without explicit requests for support, I think this is important.

Q10-1: Thank you very much for your presentation.

I think the number of employees increased by only about 13 in Q3, with only four in the
business departments. Can you tell me a little bit about why this was?

Muto: There are timing differences, and also some people have left the Company, so I
think it's going to be a net increase.

Q10-2: I think you were targeting about 200 people by the end of Q4 in the business
departments, so is it correct to say that you will be able to acquire quite a few people in
Q4?

Muto: Perhaps I did not explain this well enough. We have made some adjustments in
response to the market environment and our business performance. We have decided
to narrow the hiring down to the talent we really need, so we will be hiring less than
expected. Like I mentioned earlier, we are spending wisely. Given this context, we expect
to hire fewer people than we anticipated at the beginning of the year.

Q11: Regarding Emotion Tech’s recurring revenue, I think there was only one new
customer acquired.Was this just Kappa Sushi? Plus, recurring revenue has been growing
quite a bit in QoQ, but is this almost entirely due to Kappa Sushi? I'm looking at the
number of consolidated customers minus PLAID’s customers. So, the QoQ increase in
recurring revenue is mostly Kappa Sushi's contribution. Is this correct?

Muto: That number includes common customers which are PLAID’s and Emotion Tech’s,
so it is not necessarily company divided exactly.. So, I think Emotion Tech has acquired
more new customers than that.
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Moderator: Since the time has come, we will now adjourn the financial results briefing
for Q3 FY2022 for PLAID, Inc.

Thank you for taking time out of your busy schedule to join us today.

Muto: Thank you very much.

Kurahashi: Thank you very much.

[END]
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Disclaimer

This transcript includes forward-looking statements. These forward-looking statements do not
guarantee our future financial results, but involve risks and uncertainties that could cause actual
results to differ materially from those discussed in the forward-looking statements.

While the Company makes all reasonable efforts to ensure that this transcript is correct, accuracy
cannot be guaranteed and the Company does not assume any responsibility for the correctness
of any information contained in this transcript. The Company also cannot be held liable under
any circumstances for any damages whatsoever resulting from data falsification by third parties,
data download, and so forth. When this transcript contains incorrect information, this transcript is
subject to change without notice at any time.
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