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Presentation

Moderator: Thank you very much for joining us today despite your busy schedules. We
will now begin the Q3 FY 12/26 Financial Results Briefing of PLAID, Inc.

Today's presentation contains forward-looking statements. Please also review the
disclaimer displayed on the screen.

There will be a Q&A session following the presentation. We have also set up the Q&A
form, so feel free to send us your questions via text at any time.

Today's attendees are Mr. Kurahashi, CEO; Mr. Tsuji, Executive Officer and CFO; and Mr.
Takahashi, Executive Officer and VP of Finance.

With that, we will now begin the presentation. Mr. Kurahashi, you may have the floor.

Kurahashi: This is Kurahashi, CEO of PLAID. Thank you very much for joining PLAID's
financial results briefing for Q3.

Let me get straight to the presentation. First up is the executive summary.



One of our attendees today, Mr. Takahiro Tsuji, joined PLAID this July as Executive Officer
and CFO.

Executive Summary

Introduction of New Executive Officer

e =
‘ - Takahiro Tsuji / Executive Officer, CFO

- Joined M3, Inc. in 2006 after working at The Long-Term Credit
Bank of Japan, Ltd. and Sony Corporation. Served as Director,
overseeing corporate management, finance, IR, and HR

oo

——

- Joined LITALICO Inc. in 2020 as Executive Vice President and
CFO, leading M&A and organizational expansion; appointed
Executive Vice President and CFO in 2023

- Joined PLAID, Inc. in July 2026 as Executive Officer and CFO.
Oversees overall corporate functions, including finance, legal,
HR, and corporate planning
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He has worked at The Long-Term Credit Bank of Japan, Sony, M3, and, most recently,
LITALICO. At M3 and LITALICO, he served as director, overseeing a wide range of areas,
including corporate management, finance, investor relations, and human resources. He
is truly an outstanding executive.

The CFO position at PLAID had been vacant for some time. We are delighted to
welcome Mr. Tsuji, a person who possesses both the experience and the character
necessary for PLAID's future growth, and we want to introduce him to all of you today.

Mr. Tsuji, | would like to ask you to say a few words to everyone.

Tsuji: My name is Tsuiji. | joined the company in July. | came to PLAID because | believe it
is a high-growth company with a very promising future that has many talented
employees, great products, and a wealth of data. Some of you joining us today may
know me already and some may not, but | look forward to working with all of you.

Kurahashi: Together with Mr. Tsuji, we intend to move forward with this and all future IR
activities, financial results briefings, and so on.



There are three points listed in this summary.

Executive Summary

Executive Summary

Q3 Consolidated Revenue: ¥4,153 million (+26.3% YoY); Q3 Cumulative: ¥11,919 million (+21.2% YoY)
+ Subscription revenue grew 18.4% YoY, while service recurring revenue surged 95.6% YoY

+ Customers with ARR of ¥10M+ continued to increase, while Q3 NRR™ remained strong at 108%

o Q3 Consolidated Adjusted Operating Income: ¥307 million; Q3 Cumulative: ¥1,053 million
+ Generating stable profit even while stepping up growth investments

+ Growth investments peak in Q3; profit growth expected from Q4 as revenue grows and SG&A moderates

° Evolving into a platform enabling customer-centric transformation
+ Growth investments enable an integrated offering across customer data, Al agents, and professional services

+ Evolving beyond marketing Saa$ into a platform enabling customer-centric transformation

@ PLAID ©ran inc Notes: 1. Abbreviation for Net Revenue Retention. (i) Monthly Subscription revenue of existing customers who have been under contract for more than one year divided by (i} Monthly Subscription revenue 5

of the same month of the previous year

First, consolidated revenue for Q3 was JPY4,153 million, up 26.3% YoY, while cumulative
consolidated revenue for the first three quarters was JPY11,919 million, up 21.2% YoY.

Both subscription revenue from our products and recurring revenue from our
professional services continued to show steady growth.

Second, consolidated adjusted operating income for Q3 was JPY307 million, while the
cumulative consolidated adjusted operating income for the first three quarters was
JPY1,053 million. Profit generation has also stabilized. The wave of increased investment
has run its course. We view this as the point at which profitability has bottomed out and
we are shifting toward a trend of rising profits.

And third, we are evolving our business position into that of a platform provider that
supports corporate transformation toward customer-centric management.

Our original business is marketing SaaS, and that is marketing cloud software. Recently,
however, the scope of customer data utilization has been expanding significantly across
the entire organization.

As we evolve our positioning to become a data and Al platform provider that supports
corporate transformation, we anticipate that we will be releasing case studies and other
information, as we are doing today, in the future.



First, | would like to discuss our growth strategy and strategic direction. PLAY&AID, a
name derived from our company name, is something we hold very dear.

Purpose

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

nology, so that they can enjo ﬁn ir creativity,
futu reﬁxr’

-
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To put it simply, it embodies our desire to co-create and build together with our client
companies and employees toward shaping the ideal state. With that spirit in mind, we
have been running our business and managing our operations under the name
PLAY&AID, and ultimately under our company name, PLAID.




Our mission is to “maximize the value of people with the power of 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

This mission serves as the central theme of our initiatives.

We have consistently focused our efforts on bringing out the value of people and
maximizing their value as corporate value.

With the advancement of technology and the advent of Al, there is a tendency to
prioritize efficiency above all else, and that could easily lead to activities becoming
homogeneous.

As we look into the future, we believe that what will make the difference lies in people
and the intentions they hold. We intend to develop and provide products and Al
solutions that maximize the leverage on those elements.



Given that theme, the question is what kind of hypothesis do we have? | would like to
start by discussing our key hypothesis.

Growth Strategy

Customer Understanding Drives Competitive Advantage

+ While customer needs and behaviors continue to evolve, businesses face growing challenges: service commoditization caused by Al,
business stagnation resulting from an overemphasis on efficiency, and the depletion of available training data

+ In a highly volatile environment, deep "customer understanding” and "market understanding” are indispensable for companies to remain
chosen by customers; the key to achieving this lies in closed data: "1st Party Customer Data"

Customers Company Market
(Al & Tech)
To remain chosen by customers:
- o |l Customer & Market )
- : } Understanding <
: Creating a continuous mechanism Accelerating Al-driven
Changes in customer needs to generate and collect homogenization
. and bkehawors driven g "1st Party Customer Data" Business stagnation due to
Y mar let S.at:"at"l’"t?" asvaluable closed data overemphasis on efficiency
echnological evolution is essential Depletion of training data
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To put it simply, we believe that understanding customers and the market is crucial to
maximizing the value of people and Al.

Why is that? We have two hypotheses here. First, let us look at the customer side. By
“customers,” we mean customers from the company’s perspective. For example, in a
B2B context, they would be client companies, while in a B2C context, they would be
consumers.

This is what is happening on the customer side. First of all, the customer market is
already saturated. We rarely see situations where people are struggling because a
product or service does not exist. Instead, we have entered an era where the challenge
lies in how to choose the best products or services, or the ones that suit us best, from
this saturated market. In other words, we have entered an era where we can no longer
compete by simply offering a good product or service.

Furthermore, Japan’s population will continue to decline. What actions must companies,
or value providers, take to ensure they continue to be chosen in such an environment?
This will become a key point in the critical shift and our hypothesis.

Let us now look at the right side. We have market here. You could say that it is the
environment where companies operate. Technological advancements such as Al, to
name a recent example, are truly remarkable. However, simply following these trends
blindly can lead us to fall into the trap of homogenization in corporate activities and the
value we provide, as | mentioned briefly earlier. If we leave everything to Al, the output
will likely look alike rather than completely distinct.

So, the focus of discussion is now shifting toward how we can create differentiation by
leveraging Al.



At the center is understanding of customers and the market. We view this as a gap in
learning for people, organizational activities, and Al alike, and we are generating and
extracting the necessary data and insights to address it.

And the key lies in the customer data infrastructure that underpins all of this.

We have illustrated our business cycle in a single diagram.

Growth Strategy

Core Strategy

« Core strategy built on a value creation cycle centered on 1st Party Customer Data
« In the Al era, competitiveness is driven by data-driven customer insight and the market, and on the AIX of its business activities and the
entire process based on that understanding

/—\A Companies® Unique Data

Industries Using Our Services | .
Increase in Companies - — Pr— r—
Expand Data- (] o o ©
User Base Enhancement

Open Data

. i Customer Data . .
® Centric Flywheel <
# FamilyxResortloving | .
.
. .

- . — Travel Frequency : Once a year 7B
Group Personal Business Customer

€XDesign  Technology Outcomes Insight 4 want to enjoy somethin
to of the ordinary

\_/ F cntarentoreanimat
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Our basic strategy is to create this kind of cycle, or what we call "flywheel."

To briefly explain the types of activities involved, there are various roles and activities
within a company, such as marketing, customer support, planning, and analysis.

We provide applications and Al agents to support those various business operations and
activities. Consequently, data is generated from those operations and activities, which in
turn enables us to gain a better understanding of customers.

For example, in the marketing arena, customer touchpoints have become increasingly
diverse, such as websites, advertisements, apps, physical stores, and even in customer
support communications.

By providing the previously mentioned applications and agents to that area, those
customer touchpoints will be transformed into data. And by integrating that data, we
can gain a better understanding of customers.

When you engage with customers based on a solid understanding of them, your
performance will naturally improve compared to before. As performance improves, the
scope of data utilization expands and the number of companies using it grows, leading
to the generation of an even greater volume of data.

By delivering value in this way, generating data, boosting performance, and expanding
the scope of such data generation, and by keeping this cycle going, we have been able
to grow to where we are today.



At the center of this cycle is a real-time analytics platform of customer data.

Growth Strategy

Proprietary Platform Continuously Capturing 1st Party Customer Data

+ Providing tailor-made products across every customer touchpoint based on a proprietary analytics platform that visualizes individual
customer behavior in real time, continuously generating and collecting rich, highly detailed 1st Party Customer Data

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

Real-time Analytics Platform Continuous release of diverse products

2015 2018 2018
“ KARTE o O S
2021 2022 2022
@ Glocre & Sonae Q QANT web

2022 2023 2023

Analysis & Trigger Decision (0. sec.) Updating the user database '.' mﬁ\:i Q QANT 3279k }‘» KARTE Craft

o @
+ »» 2025 2025

M Craft Cross cMs NP CPRTE and more...

& PLAID crLapinc n

As | mentioned earlier, customer data is the data that arises and is generated at the
points of contact between a company and its customers.

In other words, it is data that does not exist unless it is generated. Even if you search for
it, this data will not come up. It is something that can only be turned into data through
the process of digitizing the interactions between a company and its customers.

The platform that analyzes this data in real time is at the heart of what we do. Building
on that analytics platform, we have rolled out a variety of products and solutions to date.

In other words, through these various products, we have come to generate and integrate
data on a broader and deeper scale.



As a result, we have achieved comprehensiveness of customer data, comprehensiveness
of corporate data, and real-time currency. Right at this moment, what are customers
doing and what are they seeking? We have grown into one of Japan’s largest customer
data platforms that ensure the real-time currency of data.

Growth Strategy

One of Japan’s Largest 1st Party Customer Data Platforms

+ With over 1.2 billion MAUs"?® analyzed by KARTE, we have grown into one of the largest 1st Party Customer Data Platforms in Japan

« Fostering a data platform with large-scale, diverse, and real-time capabilities to provide enterprises with a high-quality data environment

combining volume and precision
# of MAUs analyzed by KARTE Our company’s data
environment
Volume

Over One of Japan’s largest-scale

customer datasets
1.2 bn.
Approx.
0.8bn.
Approx.
0.6bn. Approx.
0.5bn. Variety Realtime
Diverse and comprehensive Real-time customer data
customer data and context Mﬁs utilization platform
e o Major Major Major
media social media E-commerce
- platforms platforms platforms
@ PLAID ©PLAD ine Notes: 1. MAU: Monthly active users. The number of unique active users for a particular website or mobile application during a particular one-month period / 2. Total of the view events for all @
- b websites/applications where KARTE installed / 3. Based on data from Similarweb Ltd., our company compiled the comparison site numbers, which are the total monthly visitors in June 2026

However, when it comes to this data infrastructure, there have always been two barriers
to achieving solid performance.

Growth Strategy

Overcoming Two Business Barriers

« Business activities are hindered by critical barriers in data analysis and development

- Drive solutions through Lst Party Customer Data, combining "Al (Automation)" and "People (Professional Services)"

Al automating analysis and

1st Barrier ° extraction of customer context from
data

2nd Barrier

’ - . Automation of analysis and
¢ - = . / o measure development via Al Agent

Studio
f = 2

Even with data,
effective analysis for

customer understanding
is challenging
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Even with tools,
designing measures across.

all customer touchpoints
is challenging

strategy formulation and execution

e Professional services providing

support

Management console and Al
support ensuring secure and
reliable operations
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These are the two barriers. Simply put, the first is that analyzing data is difficult. It was

not something anyone could do easily without any training. A certain level of literacy was
required.

The second barrier is that even if one is able to conduct an analysis, it is still extremely
difficult to design measures or develop something based on that analysis. In part, it is
because of issues pertaining to literacy and resources.

Design and development can be quite challenging, so there have actually been many
cases where companies have been unable to roll out measures beyond specific
customer groups. Carrying out activities that covered the entire customer base
presented significant challenges in terms of both literacy and resources.

However, going forward, we believe that these barriers can be overcome through a
combination of Al and people.

First, regarding the point | mentioned earlier, that analyzing data is difficult, we are on
the verge of a major breakthrough.

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

Ist Party Customer Data

Companies’ Unique Data
co— o oo — -, o .
B ° ° ® - #* FamilyxResort-loving

L]
Gender * Age Preferences Purchase Action = .
History History 5o T )
L] L & -
3rd Party Data L@ Large

Contaxt Travel Frequency : Once a year
Open Data ® Language

.. Want to enjoy something
° . Model L] #" out of the ordinary
o @ ° o . # Children love animals
[ ]
Location L PY
income Concerns e
. °
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So, what are we working on? We are developing Al that extracts customer intent and
insights from vast amounts of data.

For example, it has been easy to identify people who had viewed Product A with the
help of conventional data analysis. But how about identifying people who viewed
Product A for Purpose B? That would be quite hard to analyze. Al will now make it
possible to easily and automatically extract this information.

Once you understand customers' intentions and goals, you can naturally make better

proposals. You can also identify customer needs that had been unmet. In other words, it
will show the shortcomings in your own business operations.
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It will also reveal the differences in importance of each customer segment for your
business. You will be able to extract which customers you should invest in and which
ones are unlikely to yield significant returns even if you invest in them.

We will carry out activities based on a solid understanding of our customers.

Growth Strategy

Comprehensive Solution Capabilities Delivering Business Outcomes

« Centering on 1st Party Customer Data, connecting our products, Al agents, and diverse environments through Al Agent Studio

+ Accelerating implementation and value creation by providing professional services to comprehensively support business activities

Comprehensive
support for all
enterprise activities,
grounded in deep
customer insights

@ PLAID ©rLap ine

Al Agent
Saas Application

Al Agent Studio

Built on a foundation of a
comprehensive product suite

# Classical G I Ml

# Vintage —

Al Agent and SaaS Application
inside and outside PLAID

1 == -
=

Gemini —

===
@ ——

Professional services

Data Generation, Collection, and Integration
JAccelerating Al Agent Building

.
: e . 8
KARTE ** =

Data External Internal
Data Data

|I|.. ‘
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This is an area that had been quite challenging due to issues with literacy and resources.
However, by leveraging both traditional products and Al-native products or agents, and
professional services that will emerge in the Al era, we will be able to make a solid

contribution to creating outcomes for our customers.
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In the area of professional services, we believe we are also on the verge of a new era of
evolution driven by Al.

Growth Strategy

A New Professional Services Model for Sustainable Growth and Competitive Advantage

« Customer data, industry expertise, and IT capabilities enable the development of highly effective Al agents

« With all of these capabilities in-house, we are positioned to deliver more differentiated and effective professional services

03. Going Forward Customer Data X Industry Expertise X IT Capabilities = Effective Al Agents

ANew Professional Differentiated customer data, deep industry expertise, and advanced IT capabilities
Services Model enable highly effective Al agents and a new professional services model.

02. Today Al Embedded Across the Entire Service Delivery Process sustainable
b

Enhancing Customer CloudFit expands our DX capabilities across the value chain, while Al adoption High Growth
Value improves productivity across service delivery.

Expanding Our Track Record in CX/DX for Major Enterprises

CXinitiatives for major enterprises have built deep industry expertise and expanded
the sophistication and scope of our services.
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Going forward, the use of Al will continue to become increasingly widespread in the
processes involved in delivering professional services.

In addition, Al agents equipped with professional knowledge can now be developed
within professional services teams.

Professional services, which have traditionally relied on human labor, will now be able to
offer broader, more reliable, and more real-time support and assistance through the
combination of people and Al.

And as operations become more efficient, we will allocate professional services
personnel to tackle more complex or advanced issues. In other words, this means we can
also expect the scope of value delivered through professional services to expand as well.

In the Al era, professional services will be able to achieve both an expansion in revenue
opportunities and improved profitability.
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Now, let us move on to our business updates.

Business Updates

Continued Share Gains, Closing In on the No. 1 Position

« Our market share in the CX/Marketing Suite market'") steadily increased from 21.8% in 2023 to 27.3% in 2025
+ The gap with the market leader narrowed from 13.5 percentage points in 2023 to 0.9 percentage points in 2025

Other
16.7% 18.1% 18.2% Company C
Company B
5.9% . Company A
8.4% 6.7% -
PLAID
203%

201% 196

28.2%

35.3% 27.6%

+5.5pt Gap with Market Leader
(21.8% > 27.3%) 0.9pt
o
21.8% 2o
New Ma
Edition” (CX,
CY2023(actual) CY2024(actual) CY2025(actual)
Notes: 1. The market defined as products that collect a wide range of customer data across digital customer touchpoints—such as messaging tools like email, proprietary websites, and smartphone
@ PLAID crAD inc applications—as well as offline touchpoints like physical stores, and automatically exacute optimal marketing initiatives based on that data. 18

(Excerpt from Fuji Chimera Research Institute, Inc. "Software Business New Market 2026 Edition")

This is the first update. First, we have the business domain called CX/Marketing Suite
market. Broadly speaking, this refers to the market for products, such as marketing
solutions centered on customer data.

Our company, PLAID, has seen its market share increase every year in 2023, 2024, and
2025. According to research by the Fuji Chimera Research Institute, based on actual
figures for 2025, we ranked a close second in the industry with a 27.3% market share.

This market is still in a phase of rapid growth. Therefore, we have managed to secure a
market share of just over one-quarter of the market in this growing market.

From here on, | will be sharing some of my personal views. This is just from my
perspective, and this is something you can easily find out if you look it up, but the key
players in this market are our company, PLAID, as well as Salesforce, Adobe, and Braze.
Although we are currently in second place by a narrow margin, based on our growth rate
over the past few years, customer satisfaction levels, and other factors, we are confident
that we will secure the number one position in this category by FY2026. We intend to
work hard toward that goal.

As | mentioned earlier, we believe that the broad customer data marketing market,
including digital marketing, is an extremely important domain for ensuring the
comprehensiveness and real-time currency of data.

We expect that as data in this domain accumulates steadily, it will create a flow in which
data of external domains will be effectively drawn into it.

And that data will become one of the most important types of data for both companies
and Al. Our hope is that we will be able to firmly establish ourselves as the number one
player in this market and dominate it completely, so we plan to continue pushing this
initiative forward with great determination.
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Given these trends, the use and role of customer data have expanded significantly and
are becoming increasingly widespread.

As part of this trend, we hosted a large-scale conference called "X DIVE."

Business Updates

Hosted Business Conference "X DIVE"

+ Hosted a conference on data strategy and managementin the Al era, attracting ~700 attendees, mainly from digital departments

+ Introducing our technology vision, partner alliances and examples of value co-creation with our client companies

SESSION |01

MEZEISZ — 5 LISfFTH

EUIE = & B Fx

s e i

S XDIVE 202679041 #mIy Ry kb
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SESSION | 02

SESSION | 04

“"@’;L;D SESSION | 05

V POINT MARKETING Co., Ltd
Customer Understanding & Data Utilization at V Point

Databricks Japan KK
Customer Experience & Data Infrastructure in the Al Era

PLAID, Inc.
Turning Dormant Data into Actionable Customer Intelligence

TOHO CO., LTD. & Accenture Japan Ltd
Building an Integrated Entertainment Platform with TOHO-ONE

H.1.S. Co., Ltd
HIS’s DX Journey Toward CX Transformation etc

Held in July, it was attended by more than 1,000 participants in total, including 700
participants who attended in person and those who joined online. We held numerous

sessions led by top players from across Japan.

At the event, we presented our initiative that will be crucial in transforming customer
data into value in the future. Such a presentation is shown on the next slide.

Business Updates

The Essentials for Turning 1st Party Customer Data into a competitive advantage

+ Converting 1st Party Customer Data generated from customer touchpoints into customer context

+ Companies that accumulate data suitable for Al and utilise it across the entire organisation can build a genuine competitive advantage

Apps & Agents

Customer Context Data

Transform scattered data into
"customer intent"

E=
&

Integrated Development
& Data Infrastructure

Leverage high-value data and Al
across the entire organization

Al Agent Infrastructure

Al seamlessly executes human
intent from analysis to execution

1st Party Customer Data

@ PLAID cruapinc
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At the bottom, we have customer data, and at the top, we have apps and agents. These
are the layers responsible for generating what we call "outcome."

This diagram briefly illustrates the types of functionality or infrastructure that will be
required for this middle layer.

These are customer context data, integrated development and data platform, and Al
agent infrastructure. Let us take a quick look at what each one is like.

The next slide contains a video.

Video: There are data on customers and measures tracked through KARTE, as well as
product data and store information stored in external core systems, and all of this data is
scattered across various systems. Each one exists as an isolated point and is not yet
connected to the others. Obel Data Lake integrates data, whether they are structured,
unstructured, or external data. This data serves as the foundation for understanding
context.

Context Lake analyzes the context of each individual customer from within Obel Data
Lake. Simple logs are transformed into context that includes intent, background, and the
before and after flow. This becomes the company's unique data.

Next comes the data utilization environment, the foundation that enables execution
across the entire organization. Connect the extracted context data with behavioral data
from KARTE in Agent Studio. Then, all you have to do is give instructions in natural
language. The measures developed by Agent Studio are forwarded to Obel Craft Studio.

Al drafts both the copy and the structure of the campaign landing page based on
context data. After some final polishing by a human, it will be ready for release right
away. Results are automatically gathered in KARTE in real time. You can query that data
directly from Agent Studio. If you ask it in natural language, it will provide meaningful
analysis and suggest next steps. Then, this insight is fed back as context, thereby
ensuring that data is continuously updated.

Understand the context from data, turn it into action, measure the results, and learn
from them. It is precisely this autonomous cycle that creates a unique competitive
advantage that other companies cannot replicate. PLAID will partner with you to realize
this cycle through valuable data and the environments in which it is utilized.
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Kurahashi: Some parts of this might be a bit difficult for people who are not accustomed
to this kind of environment, so | will explain it in very simple terms.

Business Updates

Our Al Technology Stack & Products

+ End-to-end support from customer context data to secure, agile development and Al agent deployment

Overview

Issues & Needs

Our
Value Proposition

Customer Context Data

Context Lake

- Adata environment that integrates
various data sources, including KARTE,
to gain insights into customer context
and enable a unique and in-depth
understanding of customers

« The commoditization of value
propositions

« Thedifficulty in identifying the factors
that ensure customers continue to select
the company

« Enhancing corporate activities based on
a high-resolution understanding of
customers

« E2E support, from the planning and
execution of business strategies

Integrated Development &
Data Infrastructure

Obel

« Anintegrated development and data
infrastructure enabling high-agility,
secure data and application handling

«+ Difficulty in co-creative development
arises, as the interfaces that are easiest
to use differ for users and Al respectively

« Heightened risk of data misuse and
proliferation of unmaintainable systems

« Development of an interface that is
user-friendly for both users and Al

+ Enabling secure, flexible data integration
and external connectivity within
tenant-isolated environments

Al Agent Infrastructure

Agent Studio

- An Al Agent leveraging customer context

data to complete the end-to-end
process from strategy formulation to
execution solely through natural
language instructions

« Operational inefficiencies caused by

complex Uls and fragmented tools

- High barriers due to required technical

expertise and system learning curves

- Dramatic operational efficiency gains by

delivering cross-tool Al Agents

» Executing user intent solely through

natural language instructions

& PLAID ©PLAD Inc 2

In today's digital-driven activities, there is a wide variety of data generated. This diverse
data is found in internal systems, such as in departments or divisions and the systems
being used, or in external systems. Even when it comes to external systems, whether it
belongs to Company A or Company B, the reality is that data is a critical asset of a
company, which also makes it a critical asset for customers, and it is fragmented and
scattered across many different locations.

These various types of data are properly integrated through Obel Data Lake, the one in
the middle among these three products, serving as the foundation that will make them
usable as customer data or equivalent data.

After integrating the data and making it usable, Context Lake, shown on the left, comes
into play as the engine that will give it meaning. It is an engine that interprets and
extracts customers’ intentions and objectives from data. Specifically, it reads the data
sets stored on Obel and interprets how many users have specific intentions or objectives
and how those users are currently behaving.

Based on this interpretation, Agent Studio, shown on the far right, gets to work. In the
past, if you wanted to run an analysis, you had to write SQL. If you wanted to build an
initiative, you had to write HTML or JavaScript. In short, some form of action had to be
written and development work needed to be done. Now, however, even people without
that kind of technical literacy can use natural language to describe what they want to do
for a specific user, and the system generates the deliverables or creative content,
prepares reports, and deepens analysis. All these can be done by using natural language.

So, to reiterate, we need to integrate and consolidate data that is scattered and
fragmented across various systems, both internal and external, then give it meaning,
design activities based on that meaning, and implement them using natural language.
And we have prepared a platform that enables you to do those things.
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In the presentation materials, there are about three slides explaining Agent Studio,
including a video, but | would like to skip that section today and move on to the next
slide.

Business Updates

Driving Customer-Centric Transformation Through Customer Data

+ Design data generated at customer touchpoints as an integrated customer data platform to deliver value back to upstream processes

+ Support consistent, customer-centric management across diverse corporate activities, with vast potential to further expand and deepen our

business domains
Business / Sourcing / P N
‘ Strategy > ‘ Product Dev > ‘ Production Acquisition Sales & Service Support

Advertising Onsite Marketing  Onsite Customer Support

Customer / Market Research

[ ot | osrewer W ouruer
Product KARTE Offers. KARTE for App QANT Connect
/ Al Agent
Email / Push Notifications KARTE Blocks QANT Knowledge Desk
(Marketing Automation)
KARTE Message
Al Agent Builder Platform
Agent Studio
Platform
Development Platform
DX Platform (Obel / KARTE Datahub)
. Business Development Support Data Platform Design / Product Operations Support
Professional s PP J ° kP
Data [ 1st Party Customer Data / Context Lake }
@ PLAID ©@PrLAD, Inc 24

Up until now, we have been providing various applications, commonly referred to as
SaaS solutions. These are the various products and Al agents located in the topmost
layer showing our products and Al agents. On top of that, we envision that the
introduction of middleware solutions that accelerate data utilization, such as Agent
Studio, Obel, and Context Lake that | just mentioned, will significantly revitalize data
utilization across the entire enterprise.

What makes this diagram surprisingly easy to understand is that customer data is, after
all, something that arises and is generated at the touchpoints between companies and
customers. Therefore, | think it is fair to say that data is generated in frontline business
operations.

Of course, that data is used to support frontline business operations or to facilitate
collaboration among different departments on-site. It need not be said that we have
been supporting this area so far. However, these various types of data can be properly
stored at the core of the company and utilized for key business functions, such as
management, corporate planning, procurement, and investment decision-making.
Accordingly, we continue to develop this infrastructure with the goal of establishing a
comprehensive, data-driven PDCA cycle across the entire organization.

As more of our corporate clients adopt and utilize these systems as major foundational
platforms, we intend to present concrete examples of those to all of you.

We have moved beyond the traditional framework of "customer data x marketing" to
focus on themes at the level of "customer data x management or corporate activities,"
essentially.
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In line with this, we planned, supervised the translation, and published a book titled
"Customer Centricity."

Business Updates
Japanese Edition of Customer Centricity Published on June 16, 2026

« Customer centricity is a management framework that bases decision-making on the future value of customers
+ Promoting this framework to accelerate the adoption of customer-centric management and market development in Japan

First Japanese Translation of a Book by
Wharton School Professor Peter Fader

The Theory of

Customer-Centric Management

"Customer Centricity"
Japanese Edition Now Available

@ PLAID ©PLAD Inc.  note: Fordetails, please refer to the press release below. htns://plai.co jp/news/20260604-2. 25

It went on sale on June 16.

As stated here, “Customer Centricity" is a theoretical framework and management
theory in which business decisions are made based on the future value of customers.

There are books on this theory of customer centricity written by Professor Peter Fader of
the Wharton School at the University of Pennsylvania, one of the world's top MBA
institutions, and we supervised the translation of such books and adapted them for a
modern audience, held a series of discussions with the author, and compiled the results
into this book.

With this book, we hope to promote a management theory in Japan that builds an
understanding of customers based on data and optimizes strategies and investments.
And with our products and platforms serving as the foundation for this, we plan to scale
up our activities and continue to expand in the future.
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This major initiative is also firmly aligned with current trends in the world.

Business Updates

Legal Reform Enacted for Data Protection and Utilization

+ The amended privacy law allows consent-free data sharing for statistical use under certain conditions
+ Thereform aligns with our vision of deepening customer and business understanding through data

+ We will monitor upcoming guidelines and explore use cases to capture business opportunities

Current Kevichanges Potential for PLAID
under Legal Reform

({{ I

L Establish II 1Y
Legal l l l Use Cases & ‘
Reform Framework — A I
Data Use Limited t .
ata Use Limited 1o No Consent Required under P
Contracted Scope Certain Conditions for Expanded Opportunities in
Third-Party Sharing Generally Statistical Use Data Analytics & Al
Requires Consent
@ PLAID cPLAD Inc  Source: Prepared by PLAID based on materials published by the Personal Information Protection Commission 26

As we approach the coming Al era, laws and regulations related to customer data and
personal information will also be updated.

Simply put, as stated in this first line, the revised Act on the Protection of Personal
Information introduces a new framework that, under certain conditions, waives the
requirement for individual consent when providing personal data to third parties for
purposes such as compiling statistics.

Amendments of laws and regulations provide the tailwind for making data utilization
extremely flexible, and encourage more responsible data utilization. We intend to
capture this broader trend, as we steadily advance the strategic policies | have discussed
so far.
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This is the summary of the changes in the external environment.

Business Updates

Summary - External Environmental Changes and Our Vision

« Growing importance of 1st-party customer data (closed data) driven by the

Env?:ct)ﬁrr:::Ltal widespread adoption of Al s @9
Changes « Emerging signs of greater data utilization flexibility brought by legal revisions =ﬂ 9,_)
« One of the largest 1st party customer data platforms in the domestic market g
« Advanced technology stack & products that transform massive Data into 5y l Al
Our Strengths corporate competitive advantage ¢l
« Professional services accelerating business outcomes for enterprises ‘z.‘

« Through the integrated provision of customer data, Al agents and professional @
Our Vision services, evolving our business position from a marketing Saa$ provider to a (
platform that supports the transformation towards customer-centric management @

& PLAID cruaninc 27

First of all, first-party customer data is becoming increasingly important. Legislative
revisions are also making data utilization even more flexible.

As for our strengths, this data platform is both highly attractive and one of the largest of
its kind. Next, we have highly skilled technical staff and products that transform this vast
amount of data into competitive advantage for companies. Lastly, we have been steadily
reinforcing our professional services.

As for our vision, we intend to deploy customer data platform, Al agents, and
professional services. By combining these elements, we hope to provide comprehensive
value.

We are steadily shifting our business position from the traditional framework of
marketing SaaS provider to that of a platform provider that supports corporate
transformation toward customer-centric management, so we hope you will keep an eye
on these major initiatives going forward.

That concludes my portion of the presentation on our strategic direction and business
updates. | will now hand it over to Mr. Takahashi.

Takahashi: All right, now, | would like to present our earnings results for Q3 and our
full-year earnings forecast for the fiscal year ending December 2026.
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Here are our consolidated financial results.

Consolidated

Earnings Results Q3 FY 12/26

Subscription Revenue and Service Recurring Revenue Growing Steadily

+ Revenue increased by +26.3% YoY to JPY 4,153 mil.

+ Subscription revenue grew by +18.4% YoY
+ Service recurring revenue increased significantly by +95.6% YoV, driven by strong performance of PLAID ALPHA and the consolidation of CloudFit

Consolidated Revenue Consolidated ARR

Yoy YoY
Consulting and Other Revenue +26.3% 1 JPY mil. +18.7% JPY mil.

Service recurring revenue
3 e 13 570

M Subscription revenue 13,058

4,070 4153 12,336
12,165
3561 3,696 11,428
10,932
4190 53 2208 +18.4% 10,516
o 10,085
o 2707 % s 508
25 58402 88
2210 22 G
7,603
m

oza FYZGES VIO Y202 PYERA FYZGEA YOS Y025 FYGOES FYEDZS FYIOZS FY2GES FYZD
@ PLAID @PLAD Inc Notes: 1. Annual Recurring Revenue. Calculated by multiplying the monthly subscription sales at the end of each quarter by 12

First, | will discuss the top line. Consolidated revenue came in at JPY4,153 million,
representing a 26.3% increase Yov.

Subscription revenue grew 18.4% YoY, and ARR increased 18.7% YoY, in line with our
expectations.

Service recurring revenue rose significantly, going up 95.6% YoY.

This surge was mainly driven by the strong performance of PLAID ALPHA, which
provides product support services, and the impact of CloudFit, which was consolidated

in Q2.
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Here, we have our gross profits.

Consolidated

Earnings Results Q3 FY 12/26

Gross profit margin®remained stable

+ Q3 gross profit margin was 72.5%

« Subscription gross margin®remained stable at 80.9%

) . Subscription Gross Profit
Gross profit margin .
Margin

70.8% 79.% 80.4% 80-9% 813% 823% 31.4% go.9%

17.0% 179%

729% T3.4% T73.3% 733% 735% '43% 737%

72.2% 72.5%
D\O blon: D\Ob& ")d\ Ne) > ")Of5 "JO} 60\ "0& R)&
FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026 A e R AR R R R
Q3 Q4 Qi Q2 Q3 Q4 Q1 Q2 Q3 & @ & & & & & & &
@ PLAID ©@PLAD Inc Notes: 1. After deduction of provision for loss on order received / 2. After deduction of provision for loss on order received; represents the gross profit margin relative to subscription revenue 3

Gross profit margin remained stable in Q3, standing at 72.5%.

Gross profit margin for subscription revenue also remained at a high level at 80.9%.



These are our SG&A expenses.

Earnings Results Q3 FY 12/26

Growth Investments Peak in Q3; SG&A Ratio Expected to Gradually Decline from Q4

+ Although the recruitment and investment in Al-related areas have been pursued actively since the start of the financial year, the increase in
SG&A expenses peaked in Q3

+ The SG&A ratio is expected to decline gradually from Q4 onward as growth investments normalize and expenditure growth moderates

70.0% 68.3%

— SG&A ratio 66.8% 66.9% 66.2% 67.2%

60.5% 59.5% 62.3% .

+ -

Outsourcing expenses

Advertising expenses JPY mil.
2,792
Personnel expenses

2,694
M Other
2200 2,473

1957 2,001 1,997 2

1,930

700 761 e 92

FY2024 Q3 FY2024 Q4 FY2025 Q1 FY2025 Q2 FY2025 Q3 FY2025 Q4 FY2026 Q1 FY2026 Q2 FY2026 Q3

@ PLAID crabinc 32

SG&A expenses for Q3 increased by approximately JPY100 million QoQ to JPY2,792
million due to higher personnel costs associated with hiring. SG&A as a percentage of
sales came in at 67.2%.

We have positioned this fiscal year as a year for growth investments aimed at the future.
As you can see, SG&A expenses have been rising steadily owing to our proactive hiring
and investments in Al-related initiatives since the start of the fiscal year. However, since

we are on track to meet our annual hiring targets in Q3, we expect the increase in SCG&A
expenses to peak this Q3.

Consequently, starting Q4, the pace of increase in SG&A expenses will slow down, so we
expect the SGRA ratio relative to sales to begin trending downward.
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Here is our headcount.

Earnings Results Q3 FY 12/26
Headcount Is Growing Steadily

« The number of consolidated employees at the end of Q3 was 624, up 31 from QoQ

« Full-year hiring plans were largely secured in Q3, and net headcount growth is expected to moderate from Q4 onward

Number of Number of employees by
employees_Consolidated role Non-Consolidated

Group Companies Accelerator(Administrative)
M PLAID Non-consolidated Product
M Business
593 624 447 e
567 427
531 396
5 364 376
444 449 336 339
szau rv2024 :vzozs sznzf) rvzozs szuzs szuzs :vzuze szozs szoza :v2024 szuzs szazs szozs szuzs szuze rvzozs szuzs
@ PLAID @PLaD Inc Notes: 1. Absorbed consolidated subsidiary agito Inc. through a merger effective June 1, 2026 33

The number of our employees on a consolidated basis increased by 31 QoQ to 624
employees.

With regard to the non-consolidated headcount of PLAID, shown in the graph on the
right, while employees were added to our pool because of the merger with agito
effective June 1, we also successfully recruited employees, primarily consisting of
business professionals and engineers, bringing our total headcount to 486 employees.

As | mentioned on the previous slide, we expect that the increase in the number of

employees will peak this Q3, and the growth in our headcount will become more
moderate from Q4 onward.
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This is our adjusted operating income.

Earnings Results Q3 FY 12/26
Adjusted Operating Income! for Q3 landed at JPY 307 Million

« Consistently generating profit while actively making growth investments

« From Q4 onward, earnings are expected to shift to an upward trend, driven by sustained revenue growth and moderating SG&A expenses

Adjusted operating Adjusted Operating Profit
income Margin

JPY mil.

14.9% 152%

12.3%
9.5% 9.7%
6.8% LD
I 52% 51%

FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026
Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 al Qz2 Q3 Q4 [»}} Q2 Q3
@ PLAID @rLaDinc Notes: 1. Operating income + Goodwill amortization + Stock-based compensation expenses + Other one-time cost 34

Adjusted operating income in Q3 was JPY307 million. Adjusted operating profit margin
stood at 7.4%, indicating that we are steadily generating profits even as we continue to
step up our growth investments.

While we expect the sales growth rate to remain above 20% on a YoY basis in Q4 and

beyond, we also anticipate that SG&A expenses will stabilize, so we predict that this
adjusted operating income will shift to an upward trend going forward.
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This is our balance sheet.

Consolidated

Earnings Results Q3 FY 12/26

Cash on Hand and Equity Maintained at Stable Levels

+ Net cash increased due to annual one-time payments since contract renewals are concentrated in Q3

+ Drive sustainable corporate value enhancement via M&A and shareholder returns, while maintaining financial soundness

M Cash and Cash Equivalents JPY mil. M Equity

JPY mil.
Net Cash Equity Ratio
8,893
5035 5145 5085
7,948 8,007 4,756
4,419
6,601 3,892
5,946 3,565
3,140
2,947 7
4752 4748 4481 4420
50.9% 51.9% 015 39,
I I 0.9%JI43.0% 4
FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026
Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3
& PLAID @ruan.inc 35

In line with our sustained profit growth, both our cash on hand and equity have

remained stable.

As | will mention later, we have passed a resolution today to repurchase our own shares

for a total of JPY500 million.

We believe that our financial soundness will basically continue to improve as we
accumulate profits, so we will implement shareholder returns, M&As and other
investments in business growth in a timely and appropriate manner to enhance our

corporate value.
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That concludes our report on financial results. Next, we will move on to the KPlIs.

Earnings Results Q3 FY 12/26
Key Metrics_1st Party Customer Data Platform

+ Since the launch of KARTE in 2015, the scale of customer data has grown steadily, with analyzed MAUs®@ surpassing 1.2 billion as of June 2026

+ Product adoption domains across corporate functions have diversified alongside the expansion of our product lineup

Analyzed MAUs trends pmdu‘:t- adoPth _ratg}s by
business activit

Customer Interaction & Sales Cross-Activity Operations M Customer Support
M Cash and Cash Equivalents

100%
Over 1.2
75%
(June 2026) e
25%
rp— D%—---..llll
¢ & & & & & & f &S F S F S ISP
U U ST s S T S R M
U A Al Nl Nl Sl S Sl
201601 20181 2020/1 2022/1 20241 2026/1 Q& A AT A A A& A
Notes: L. Applies to products provided by PLAID and RightTouch./2. Abbreviation for Monthly Active Users. Refers to the total number of unique users who had at east one session or activity within a given
@ PLAID crupinc month across websites, online services, smartphone applications, etc./3. Aggregated based on browsing events across all websites and applications where KARTE is implemented /d. Values prior to Q2 38

FY2026 adjusted due to revised calculation methodology

These are the KPIs related to the data platform.

As Mr. Kurahashi mentioned earlier, the number of MAUs analyzed through KARTE
exceeded 1.2 billion as of the end of June 2026 and continues to grow.

As shown in the graph on the right, the types of data are also steadily becoming more

diverse. We saw an increase in the adoption of products, especially for customer support,
shown in dark pink, and of RightTouch products.
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These are the KPIs for products.

Non-Consolidated®
Earnings Results Q3 FY 12/26

Key Metrics_Product

« Multi-product adoption rate across the customer base® exceeded 60%, with an expanding share of advanced users utilizing 3 or more products
+ The NRRP™ for FY 2026 Q3 landed at 108% and remained stable

Multi-product Adoption Up-sell/Cross-sell Ratio'®
Status
1

2 W3 B4 W5HE Up-sell M Cross-sell
100%.

saom 1R o

109%
9 107% 108%
107% 4059,

50%

) IHHIHHHH
U%M

I N T - TP N Ny PR ) D S DDA A D
25 2% % 3P 5% 4 % 5 ¢ & & & & & & I
RO gP P I

& &

o* o o ot . ¢ & . oF & o2
0% 2 0% 1% p® 5% 6% oo P
PSP AR gt P, 207 oif & &
PR Pt g e St gt e S P G U ¢

Notes: 1. Applies to products provided by PLAID and RightTouch under contracts executed through PLAID/2. Aggregated based on the adoption rate of PLAID and RightTouch products as of the
@ PLAID ©riab.inc end of each quarter/3. Abbreviation for Net Revenue Retention. (i) Monthly subscription revenue from existing customers with contracts of one year or more divided by (ii) monthly subscription 39
revenue from the same month of the previous year/4. Actual results for the final month of the quarter/5. Values prior to FY 2026 Q2 adjusted due to revised calculation methodology

As shown in the graph on the left, the rate of adoption of multiple products is steadily
increasing.

In addition, our enterprise-focused strategy is proving successful, particularly of late, and
we believe you can see that the adoption rate of three or more products, and the
number of our corporate clients are both steadily rising. | hope you can see the growth in
the graph, extending from the dark red to dark orange sections.

In line with this, our NRR remained stable at 108%, so we will continue to pursue
sustainable top-line growth by promoting both up-selling and cross-selling.
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These are the KPIs for professional services.

Non-Consolidated™

Earnings Results Q3 FY 12/26
Key Metrics_Professional Service?

» By providing professional services, Product ARPU with over ARR of JPY 10 million has increased

+ Strengthening synergies between multi-products and professional services to drive mid-to-long-term revenue acceleration

Product ARPU PS Adoption Rate
Over ARR JPY 10M)%* Over ARR JPY 10M)5¢

W With PS
Average JPY thou.
Without PS 5.453 5,838
! 5280
o W =2
4362 4,308
3967 __#— ¢ 4082 23.3% 241% 282%  237% 5994 23.6% pog0  232%
- 21:%/0’—'——*‘0\._’4\.,4.

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

AID/ 2. PLAID ALPHA/ 3. The percentage of customers with over ARR of JPY 10 million (with
djusted due to revised calculation methodology

vided by PLAID and RightTouch under contracts executed throug
are also utilizing PLAID ALPHA services, 4. Values prior to FY 2026

& PLAID cruuoine (000 . “o
Looking at the graph on the left, the average monthly product revenue from customers
with an ARR of JPY10 million or more who also use our professional services was JPY5.3
million, indicating an upward trend. | think this clearly demonstrates that the synergy
between our products and professional services is having a significant positive impact.

On the other hand, as shown in the graph on the right, the rate of professional services
provided to customers with an ARR of JPY10 million or more has remained flat.

We have significantly increased PLAID ALPHA's headcount this fiscal year, and we hope
to steadily raise that ratio in the future. However, our goal is not simply to increase the
proportion of services provided. We believe that striking the right balance among the
average revenue per client, staff utilization rates, and the number of client companies
served is crucial for the profit growth of this business, so we intend to expand the
business in a sound manner while closely monitoring the trends of these elements.
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Here, we have the number of key customers and revenue per customer.

Non-Consolidated”
Earnings Results Q3 FY 12/26

Key Metrics_Number of Customers® and Annual Revenue per Customers

« The number of customers with over ARR of JPY 10 million in FY 2026 Q3 was 254 (+8 QoQ)
+ Through our strategy centred on customer data, annual revenue per customer has been on an upward trend

Number of Customers Annual Revenue
Over ARR JPY 10M
MOver JPY50M W Over JPY 30M up to JPY 50M

W With PS Over JPY 10M up to JPY 30M = JPY 10M or less
Without PS

222 228

45%

40%
28% 31%
21% 8%

FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026
a3 Q4 Y Q2 Q3 Q4 a1 Q2 Qa3 FY2019 FY2020 FY2021 FY2022 FY2023 FY2024 FY2025

@ PLAID ©ruap, inc Notes: 1. Applies to products provided by PLAID and RightTouch under contracts executed through PLAID/ 2. Total product-adopted accounts at the end of each period £

Let me go to the graph on the left. The number of customers with ARR of JPY10 million

or more in Q3 rose by eight companies on a QoQ basis to 254 companies, showing
steady growth. On the right, annual revenue per company has also been increasing

every fiscal year.

In other words, from acquiring new customers, to up-selling and cross-selling products,
providing professional services, and using these as a springboard for further up-selling
and cross-selling, the results of this series of initiatives have created a cycle in which the
annual revenue per customer rises. Therefore, we intend to continue refining our current

strategy.
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That is all for our KPlIs. Finally, | would like to explain our full-year earnings forecast.

Earnings Guidance

Earnings Guidance

+ Our strategy has progressed favourably, leading to an upward revision of revenue guidance
+ FY26 positioned as a growth investment year, with increased investment in Al and talent

+ Profit guidance has been revised downwards due to SG&A expenses exceeding initial expectations as a result of successful recruitment,
and the conservative incorporation of various costs that may arise in the 2nd half

JPY mil. FY12/26 guidance |
Full Year Forecast

Full Year (Previous | Change CE::?(S; :
Q4 Q5 (Revised / 15 Months) (Amount) ge (%
15 Months)
Revenue Consolidated 4,386 4,493 20,800 20,577 222 1.1%
YoY 23.2%

Adjusted Consolidated 368 478 1,900 2,387 (487) (20.4%)
Operating )
income Q?:;fd Operating Profit 8.4% 10.6% 9.1%
Operating Consolidated 305 452 1,600 2,183 (583) (26.7%)
income Operating margin 7.0% 10.1% 1.7%

@ p L AI D © PLAID, Inc.  Notes 1. At the 14th Annual General Meeting of Shareholders held on December 18, 2025, a resolution was passed regarding the change in the fiscal year end from September to Decembe 43

In conjunction with these financial results, we are presenting our full-year earnings
forecast for the fiscal year ending December 2026.

We have revised our revenue forecast upward in light of the steady rise in subscription
revenue and service recurring revenue.

On the other hand, as you can see, we have revised downward the profits at the stages
under adjusted operating income.

This fiscal year, given that our full-year earnings forecasts could change depending on
the progress of our growth investments, centering on personnel recruitment, we have
been disclosing not only our full-year forecasts but also our earnings forecasts for the
following quarter since the beginning of the fiscal year. As explained in the actual results
section, our personnel recruitment efforts have continued to progress well since the
start of the fiscal year.

Consequently, actual SG&A expenses, primarily personnel costs, have been higher than
our initial projections. In addition, we have conservatively factored in other expenses that
may arise in Q4 and beyond. In light of these factors, we have revised our full-year profit
forecast downward.

As Mr. Kurahashi mentioned in the presentation on business updates and other topics,
our business environment remains favorable. In fact, we view the evolution of Al as a
business opportunity and have expanded our investments accordingly. This revision
reflects the fact that progress in our investments has been faster than anticipated.

As for the remainder of the period, or Q4 and Q5, since our growth investments were
completed in Q3, we expect to see a shift toward a trend of increasing profits.
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On the next slide, | will explain once again our intention to boost investment this fiscal
year and how that will lead to a trend of increased profits starting Q4 and beyond.

Structural Revenue Transformation

Transforming for Sustainable Profit Growth

« Talent acquisition is a strategic upfront investment in human capital, supporting structural transformation for sustainable profit growth
+ FY26 investments peak in Q3; profit growth expected from Q4 onward

+ Driving sustainable profit growth and margin expansion through Al-enabled transformation

Revenue

STEP3
STEP 2 Sustainable Profit Growth Structure
Al-Driven
STEP1 Structural Shifting to a Sustainable Profit Growth Structure through Strategic Human

Strategic Investment Transformation Capital Investment x Al Transformation

in Human Capital

Accelerating Revenue s onifi : N i
for Business Growth via Al Leverage P P i i
Profit Expansion

Business Talent & _ Client expansion by targeting mid-market segment alongside -
Customer Engineers } Revenue J enterprise via Al agents & Margin

(Driving Solution Improvement

Selling) Cost reduction in proposal/delivery activities, accelerated
. engineer development speed, and operational efficiency gains
Product Engineers across front, middle, and back offices
(Delivering
Customer
Understanding &
Al-Native UI/UX)
Cost
& PLAID ©suan i Period 44

As indicated in the title "Transforming for Sustainable Profit Growth," we believe that this
fiscal year's efforts to ramp up hiring and invest in Al-related initiatives were extremely
important steps for our company.

We think that for a company to continue growing in the Al era, it needs all of these
things, namely, their own proprietary closed data, Al agents capable of freely extracting
value from that data, and human resources to integrate those agents into the company’s
operations and actually turn them into a competitive advantage.

Among these, we consider data to be the element that will lead to the most
fundamental and sustainable competitive advantage. To that end, we are currently
building one of the largest databases in Japan of high-value-added behavioral data on
individual end users.

By developing Al agents and securing business professionals to support their
implementation, we will be able to provide an integrated solution comprising customer
data, Al agents, and professional services. Establishing this framework was the focus of
our growth investments this fiscal year.

As you can see on the right side of the slide, in terms of how these investments will
contribute to profit growth going forward, our primary aim is to increase the average
revenue per customer.

As | briefly mentioned today regarding Agent Studio, we believe that going forward, Al
agents will enable customers to handle our vast data infrastructure more intuitively
using natural language, allowing them to execute purpose-driven PDCA cycles more
quickly.

At the same time, by offering professional services such as PLAID ALPHA, we believe we
will be able to provide value that has a significant impact on corporate management, for
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example, through the comprehensive overhaul of a company's marketing activities, or
large-scale projects that span customer touchpoints, such as marketing and customer
support, and cross corporate departments. The pipeline of such large-scale projects is
growing within our company, so we fully expect to see a significant increase in average
revenue per customer.

Second, we can expect to expand our customer base. As | mentioned earlier, since it will
become possible to manage our data infrastructure more easily using natural language
in the future, we believe this will make it easier not only for large corporations with
substantial resources but also for mid-sized companies to adopt our products.

This fiscal year, we have established a new organization dedicated to developing
business with mid-sized companies as a part of our efforts to invest in growth. Although
it will probably happen next fiscal year and beyond, we believe we will be able to aim for
an increase in the number of client companies.

Finally, there is the issue of cost containment. For example, as | mentioned earlier, in
past financial results, we saw an increase in outsourcing costs and a decline in gross
profit margins in the professional services segment. However, we are currently working
to reduce overall costs through such means as bringing delivery tasks that require
coding in-house rather than outsourcing them.

In addition, our in-house engineers are taking the lead in steadily advancing such
initiatives as in-house development of external tools, and restructuring and automation
of existing operations. As a result, we expect to see a reduction in both tool costs and
internal personnel costs.

Consequently, while we expect revenue to grow, driven primarily by higher unit prices
and an increase in the number of client companies, we believe we can achieve
sustainable profit growth by containing increases in personnel costs that currently
account for a high proportion of our total costs, as well as outsourcing expenses and
tool-related costs.
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Finally, we have decided today to repurchase our own shares with a cap of JPY500
million.

Share Repurchase
Share Repurchase

» Decided on a share repurchase to improve capital efficiency, expand shareholder returns, and execute agile capital management

» We will continue considering flexible shareholder return measures going forward, comprehensively taking into account share price
levels and business conditions

Class of Shares Common stock of PLAID, Inc.

1,100,000 shares

Maximum Number of Shares (Approx. 2.7% of outstanding shares, excluding treasury shares)

Maximum Acquisition Amount JPY 500 million
Acquisition Period August 14 - September 10, 2026
Acquisition Method Open-market purchases on the Tokyo Stock Exchange
& PLAID <raninc 4

In terms of the percentage of outstanding shares, this represents 2.7% of those shares.

Given the increasing stability of our balance sheet and, as | mentioned in the slide just
presented, our expectation that we will enter a phase of sustained profit growth and
rising EPS in the future, we have decided to proceed with this initiative.

Going forward, we intend to continue evaluating the optimal balance between
investments aimed at enhancing corporate value, and shareholder returns, taking into
account factors such as our business outlook and stock price levels in a comprehensive
manner.

That concludes my presentation. Finally, | would like to ask Mr. Kurahashi for commments.
Mr. Kurahashi, please go ahead.

Kurahashi: We discussed the revision to our earnings forecast, our outlook for future
profitability and its sustainability, and the repurchase of our own shares in the last part.
Based on that, | would like to offer some concluding remarks.

To date, PLAID has steadily achieved sales growth, built trust with its client companies,
and established its position in the market.

Of course, there were many setbacks along the way. However, in recent years, we have
been steadily improving our profitability, and with Q3 of this fiscal year marking the low
point, we believe we have come to a turning point toward boosting our profitability.

We believe that what lies beyond this turning point is perhaps the most important

thing. By combining our achievements to date, the increased investments we have
made previously, and Al, there are three things we can expect.
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As Mr. Takahashi explained in detail, the first is that the range of value we provide will
expand. Second, in the processes involved in delivering value, costs will go down. Third,
the number of companies to which we can provide value will grow. In other words, we
see immense potential in terms of both sales and profitability.

We view this earnings announcement, as well as the current fiscal year, as a crucial
turning point. We intend to turn these efforts into tangible results, so we hope you will
continue to look forward to what we have in store.

That concludes the presentation from PLAID. Thank you very much.

Moderator: Thank you very much for your attention. This concludes the presentation

session in PLAID's financial results briefing for Q3 of the fiscal year ending December
2020.
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Question & Answer

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

Ql: Regarding the downward revision, which has a greater impact, personnel costs or
other expenses?

Takahashi: Thank you. | will answer that. Personnel costs account for about 90%. As |
mentioned, we have been making steady and good progress in hiring personnel since
Ql, so the resulting increase in fixed costs is the main reason for the rise in expenses this
time. Thank you.

Q2: Regarding the number of customers with ARR of JPY10 million or less, the rate of
decline is accelerating. What is the reason behind this?

Kurahashi: One of the main factors behind that is that we have indeed been
strengthening our focus on enterprise clients.

There are two reasons for this. One is to determine which customer segment we should
focus on. The other is that the value we provide has also expanded across a variety of
products, and our business structure has transformed into one in which professional
services are also integrated in those products.

We considered which entities would allow us to validate and improve the value we offer.
And based on those two points, we have shifted our focus to enterprise clients.

On the other hand, we believe this also reflects the reality that we still have not been
able to fully allocate our resources to companies outside our target enterprise group.
And in that regard, as | mentioned earlier today, we will continue to streamline the
processes involved in delivering value and reduce the associated costs. Therefore, since
we believe that more agent-driven support and product development will help us
expand the base of customers to whom we provide value, we intend to take a
comprehensive approach in this manner.

Q3. The NRR has also fallen slightly from its upward trend. How do you assess this
situation?

Takahashi: Thank you. While this is just from my perspective, | do believe it is possible to
further increase the NRR. Of course, we believe that a figure like 108%, or something
around 110%, is a comfortable level for our company and can be sustained over the long
term. While we consider it a highly reproducible, stable, and positive figure, it also
reflects the value we provide, including our professional services. In the future, we
envision moving toward a multi-product strategy and our products becoming even
easier to use through Al agents. We believe those developments will enhance the
convenience, or, shall we say, the value that our customers experience, so we plan to
raise our NRR by a notch or two. Thank you.

Kurahashi: | would like to follow up on the second question we received, the one
regarding the decline in the number of customers with ARR of JPY10 million or less.
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Earlier, | explained the reasons behind the structural shift toward enterprise clients.
However, according to our data, there are also cases where customers with an ARR of
JPY10 million or less see their total contract value increase to an ARR of JPY10 million or
more through up-selling, cross-selling, and other means. In such instances, rather than a
net decrease, it represents their shift to a higher-value customer segment, so this factor
also contributed to the overall decline in this number.

Moderator: As there are no further questions, we will now conclude PLAID's financial
results briefing for Q3 of the fiscal year ending December 2026.

Thank you very much for your participation today until the end.

[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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