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Disclaimer

Forward-Looking Statements

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

Factors that may affect actual results include, but are not limited to, domestic and overseas economic conditions and trends in the industries
that the Company serves.

Additionally, the information concerning companies or groups outside the Company is quoted from public information and elsewhere. The

Company does not verify in any way or guarantee its accuracy, appropriateness, etc.
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Executive Summary

Introduction of New Executive Officer

Bl =
‘, . 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

- 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

@ PLAID ©PLAD Inc



Executive Summary

Executive Summary

a 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 NRRY remained strong at 108%

a 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

e 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

@ p L A I D ©PLAID. 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 (ii) Monthly Subscription revenue
b T of the same month of the previous year.
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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.
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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
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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:
- = |.* Customer & Market o
-7 & } Understanding 4 |
. Creating a continuous mechanism Accelerating Al-driven
Changes in customer needs to generate and collect

. r homogenization
and behaviors driven

b ket saturati d ""1st Party Customer Data" Business stagnation due to
ty ";'1?"' le sa lI"a ':’r't?r:‘ as valuable closed data overemphasis on efficiency
echnofogical evolutio is essential Depletion of training data
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Growth Strategy

Core Strategy

« Core strategy built on a value creation cycle centered on 1st Party Customer Data

+ Inthe Al era, competitiveness is driven by data-driven customer insight and the market, and on the AIX of its business activities and the

entire process based on that understanding

Industries Using Our Services /
Increase in Companies

[ ]
o & # |Iu
[ ] ®
L]
.
& " Service Designer ;" Solution Architect

. / i Growth Architect |

Business Consultant * Project Manager

Group Personal

CX Design Technology
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Growth Strategy

Proprietary Platform Continuously Capturing Ist 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

. o . o
Real-time Analytics Platform Continuous release of diverse products
2015 2018 2018
o 4 Campaign "Time Sale" displayed
.. ® ® KARTE ® o KARTE
m Q KARTE P for App @® Datahub
R o Added "Outerwear / Blouson" to favorites
4 © Deeply browsing for selection
5+ Purchases 2021 2022 2022
. Triggered: 15+ Page Views in the same category
Gold Member  Android (5] ’; g@?;’f f“ 'S(‘/;?:‘SE Q QANT Web
Hamtoikrea Fashion:§Apperct Purchased "Outerwear / Blouson”
© !nstant purchase upon finding the perfect item 2022 2023 2023
Analysis & Trigger Decision (0.x sec.) Updating the user database ?_" s:sﬁ;::se ° QANT 327k N» KARTE Craft
° (. @
44 2025 2025
Latest Historical Real-time
Event D: i
vent Data User Data Event Ingestion N’ G CHEsIOMS :‘. g?f::E and more...
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Growth Strategy

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

« With over 1.2 billion MAUsY®@® 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 MAUSs 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 and its utilization platform
Major Major Major
media social media E-commerce
- platforms platforms platforms
@ p L A I D ©PLAID. Inc 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
! : 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



Growth Strategy

Overcoming Two Business Barriers

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

« Drive solutions through 1st Party Customer Data, combining "Al (Automation)" and "People (Professional Services)"

Al automating analysis and
extraction of customer context from
data

1st Barrier
2nd Barrier

Automation of analysis and
measure development via Al Agent
Studio

Professional services providing

Even with data,
effective analysis for

customer understanding
is challenging

@ PLAID ©PLAD Inc

Even with tools,
designing measures across

all customer touchpoints
is challenging
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strategy formulation and execution
support

Management console and Al
support ensuring secure and
reliable operations



Growth Strategy

Al-Driven Breakthroughs in Customer and Market Understanding

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

1st Party Customer Data
Companies’ Unique Data

(4] (= o o o

4 FamilyxResort-loving |
Gender + Age Preferences Purchase Action 9

z °
History History $ GB Insight

°
- 3rd Party Data w Large
Open Data ®

Context Travel Frequency : Once a year
Language
+, Want to enjoy something
Py [ ] MOdeI [ ] + out of the ordinary
o @ o o [ ] 4 Children love animals ’
[

Estimated Statistics Interests/ Location o ®
income Concerns L
[ ]
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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

Professional services

Al Agent i
g . . Al Agent StUle Data Generation, Collection, and Integration
Saas Appllcatlon /Accelerating Al Agent Building
g | Built on a foundation of a
Al Agent and Saa$ Application comprehensive product suite
Comprehensive inside and outside PLAID 54 9 @
rt f 1 KARTE ** -
suppo . ord . = = & - ¥ Classical Cz I. I 1 Data Ex;zl;:al Inlt)eal;ra\al
enterprise activities, = o= J— o= o — ~
grounded in deep () : & \,image) R E @ o9
= - o =7 L}
customer insights = T |
5 ———— ]
Gemini Claude M =
G2
k = ih. &
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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

A New Professional
Services Model

02. Today

Enhancing Customer
Value

@ PLAID ©PLAD Inc

Customer Data X Industry Expertise X IT Capabilities = Effective Al Agents

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

Al Embedded Across the Entire Service Delivery Process

CloudFit expands our DX capabilities across the value chain, while Al adoption
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.

Sustainable,
High Growth
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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

16.7% 18.1% 18.2%
-

5.9% - -
.3%

20.3% s 1065

1%
o
35.3% 27.6% e
+5.5pt

(21.8% — 27.3%)

25.7%

CY2023(actual) CY2024(actual) CY2025(actual)

Other

Company C

Company B

Company A
H PLAID

Gap with Market Leader

0.9pt

* Source: Compiled by PLAID based on Fuji Chimera Research Institute,
Inc. "Software Business New Market 2026 Edition," "Software Business
New Market 2025 Edition," and "Software Business New Market 2024
Edition" (CX/Marketing Suite, <SaaS/PaaS>, Vendor Share, Revenue
Basis, FY2023-FY2025 results)

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
@ p L A I D © PLAID, Inc. applications—as well as offline touchpoints like physical stores, and automatically execute optimal marketing initiatives based on that data. 18

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



Business Updates

Hosted Business Conference "X DIVE"

+ Hosted a conference on data strategy and management in 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 V POINT MARKETING Co., Ltd.
Customer Understanding & Data Utilization at V Point

(MMEZ=RISZ —5 LD

SESSION | 02 Customer Experience & Data Infrastructure in the Al Era
Ay - £ SESSION | 03 PLAID, Inc.
'% I = Turning Dormant Data into Actionable Customer Intelligence
IN AN R .
Wl fize EFH iR HEBF= «  THEE: ABEX
?a} INC. # 22 SESSION | 04 TOHO CO., LTD. & Accenture Japan Ltd
. . ) Building an Integrated Entertainment Platform with TOHO-ONE
L 'y SRR 5 TRES H.1.S. Co., Ltd.
X XDIVE 2026.7Z.9[K] FRIVFIIVR—Ib - gpiap [RSEEMES HIS’s DX Journey Toward CX Transformation etc
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Business Updates

The Essentials for Turning Ist 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"

o=
el
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 ©PLAD Inc
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Business Updates
Our Al Technology Stack & Products

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

Customer Context Data Integrated Development &

Data Infrastructure

Al Agent Infrastructure

Overview

Issues & Needs

Our

Value Proposition

@ PLAID ©PLAD Inc

Context Lake

A data 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

The difficulty 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

Obel

An integrated 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

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

21



Business Updates

Strengths & Key Features of Agent Studio(1)

1. Unrivaled Customer Understanding (Input) 2. Powerful Execution Capabilities (Output)
Holds an overwhelmingly high-definition 63 Seamlessly integrated with
understanding of customers—powered by multi-channel execution capabilities
Customer Context Data—on a unified A t Studi built on KARTE's 11-year track record
platform gen udio

& ) e L KARTE s
ih ] =
i s o =
D .C./ I I l - e, B rrevratia g @ [AIDay) Y52y @ [AIDay] 2~ —{78- °" ﬁﬁi!se E
&
L4

@ tool loop debug agent CR-ZEN ] @ Fr - YR

Multi-channel

1st Party Customer Data capable actions

@ pLA'D © PLAID, Inc. 22



Business Updates

Strengths & Key Features of Agent Studio(2)

» Orchestrates our multi-product suite and enables mutual connectivity with external data and external Al Agents

L e e
[N T Qf \
LS \
R ., @& |, & \
In-house MCP / API |
Al Agent .“ ~

Workflows integrating KARTE capabilities
and 1st Party Customer Data

@ PLAID ©PLAD Inc

8
6

Al-driven actions and
4_

o o
. . (“‘
configuration = KARTE
Agent q
; Customer data analysis Product
Studio Suite
External
Data
Utilization
0 (API
Integration) Pa—
MCP —>
o External Data
Al-driven Model (Spreadsheets,
workflow Context ete)
construction Protocol

_ ]

Intuitiveness
in creating
MCP servers

23



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 / I .
Strategy > Product Dev > Production Acquisition Sales & Service Support

Advertising Onsite Marketing  Onsite Customer Support

KARTE Web QANT Web

Customer / Market Research

KARTE Signals /
Emotion Tech Databeat

KARTE Offers

KARTE for App QANT Connect

Product

/ 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
Service STUDIO ZERO PLAID ALPHA / CloudFit

@ PLAID ©PLAD Inc

1st Party Customer Data / Context Lake

,—
—
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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: For details, please refer to the press release below. https://plaid.co.ip/news/20260604-2/ 25



https://plaid.co.jp/news/20260604-2/

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
+ The reform 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

Key Changes
under Legal Reform

Current

<l

Establish Use

(@ I

Legal l l l l Cases &
Reform Framework
[ Remms—par o ]
—_— —

Data Use Limited to
Contracted Scope
Third-Party Sharing Generally
Requires Consent

No Consent Required under
Certain Conditions for
Statistical Use

@ p L A I D © PLAID, Inc. Source: Prepared by PLAID based on materials published by the Personal Information Protection Commission

Potential for PLAID

,ulg@

Expanded Opportunitiesin
Data Analytics & Al

26



Business Updates

Summary - External Environmental Changes and Our Vision

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

External widespread adoption of Al

Environmental
Changes « Emerging signs of greater data utilization flexibility brought by legal revisions

+ One of the largest 1st party customer data platforms in the domestic market

+ Advanced technology stack & products that transform massive Data into
Our Strengths corporate competitive advantage

+ Professional services accelerating business outcomes for enterprises

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

@ PLAID ©PLAD Inc
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Consolidated Financial Results
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Earnings Results Q3 FY 12/26

Consolidated

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% YoY, driven by strong performance of PLAID ALPHA and the consolidation of CloudFit

Consolidated Revenue

Consolidated ARR

YoY YoY
Consulting and Other Revenue +26.3% I JPY mil. +18.7% I JPY mil.
Service recurring revenue YoY
L 13,570
M Subscription revenue 13,058
4,070 4153 12,336
12,165
3,561 3.696 11,428
3,356 +18.49 10,932
3,190 3,288 8.4%
2,930
2,733 2,797 9,508
2,531 8,887
8,402
2210 2322 R
i i I I I
FY2023 FY2023 FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026 FY2023 FY2023 FY2024 FY2024 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026
Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
@ p L A I D © PLAID, Inc. Notes: 1. Annual Recurring Revenue. Calculated by multiplying the monthly subscription sales at the end of each quarter by 12 30



. 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 Marai
argin

% 81.3% 82:3% 81.4% gg g9
79.8% 79.8% 80.4% 80.9% S1.5% N

77.0% T79%

. ; o T43%
729% T73A% T733% 5,0, 733% 73.5% P T3T% g5,
VO(L b&db b(Ob‘ QJO\ @Oq/ (’Jdb (DOD‘ Q)O\ Q)Oq, © P
FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026 & S S S S
Q3 Q4 Qat Q2 Q3 Q4 Q1 Q2 Q3 & & & & &S

@ p L A I D © PLAID, Inc. Notes: 1. After deduction of provision for loss on order received / 2. After deduction of provision for loss on order received; represents the gross profit margin relative to subscription revenue 31



Consolidated
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

— SG&A ratio 70.0% 68.3% 66.8% 66.9% 66.2% 67.2%
; 60.5% 50.5% 62.3% T T 2 72
Outsourcing expenses T _—° * <+ 4
Advertising expenses JPY mil.
2,792
W Personnel expenses 2,694
M Other 2,473
2,378
1,608
1,957 2,001 1930 1,997 2,050 1,453
1,245
1,207 1,158 1,182
836 792
700
553 557 576
FY2024 Q3 FY2024 Q4 FY2025 Q1 FY2025 Q2 FY2025 Q3 FY2025 Q4 FY2026 Q1 FY2026 Q2 FY2026 Q3

32
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. Consolidated
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

employees_Consolidated role Non-Consolidated

Group Companies Accelerator(Administrative)
M PLAID Non-consolidated Product
M Business
593 624 447 e
567 427
502 531 BTE 396
468 = 352 364
444 449 336 339
486
I 447
FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026 FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026
Q3 Q4 Q1 Q2 Q3

@ p L A I D © PLAID, Inc. Notes: 1. Absorbed consolidated subsidiary agito Inc. through a merger effective June 1, 2026 59



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% 15.2%
476
12.3%
9.5% 9.7%
307 o
6.8% 7.4%
i 52% 5.1%

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

@ p L A I D © PLAID, Inc. Notes: 1. Operating income + Goodwill amortization + Stock-based compensation expenses + Other one-time cost 34



Earnings Results Q3 FY 12/26

Consolidated

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

Cash and Net Cash

M Cash and Cash Equivalents JPY mil.
Net Cash

8,893

7,048 8,007
6,601
5,946
4,752 4,744 4,461 4,420 I I

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

@ PLAID ©PLAD Inc

Equity
M Equity

Equity Ratio

JPY mil.

5,035 5145 5085

3,892

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

35



Key Metrics_PLAID Non-consolidated
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. Non-Consolidated
Earnings Results Q3 FY 12/26

Approach to Key Metrics

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

Key Metrics

Trends in the total value generated

Key Metrics

Establishing a High-Quality
1st Party Customer Data Platform

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

X et « Product Adoption Rate by
Value Creation Cycle Business Activity

1st Party Customer Data

. . x Al Agents
Accelerating value delivery

through 1st Customer Data
Platform and Products

Strong client adoption of
developed products

o Multi-product Adoption Rate
* NRR
e Up-sell/Cross-sell Ratio

« Product Unit Price for Key
Customers utilizing PS

« PS Adoption Rate among
Key Customers

Professional
Services;

@ PLAID ©PLAD Inc -



Earnings Results Q3 FY 12/26

Key Metrics_l1st Party Customer Data Platform

Non-Consolidated®

« 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

100%

Over 1.2
billion

(June 2026)

75%

50%

25%

Product adoption rates by
Customer Interaction & Sales Cross-Activity Operations M Customer Support
M Cash and Cash Equivalents

° o
e SEEAE
Y 0%——--..
& & F P> F PP FFIF S FP
SRR ER N L R | S, N, .Y B B
& & & & &S S S S S S
2016/1 2018/1 2020/1 2022/1 2024/1 2026/1 AR AR R R A R M o o R S P AP

Notes: 1. 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 least one session or activity within a given
month across websites, online services, smartphone applications, etc./3. Aggregated based on browsing events across all websites and applications where KARTE is implemented /4. Values prior to Q2
FY2026 adjusted due to revised calculation methodology

@ PLAID ©PLAD Inc
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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 NRR®™ for FY 2026 Q3 landed at 108% and remained stable

1 2 3 4 E5UE Up-sell M Cross-sell
100%

75%

.
1105 %1% oo 109%

107% 4050, 107% 108%

50%

25% 43%
o Il 35%
33% 5 .
28% 259, 29% M 24,
0%;____—_-_-_-_-_._._“_._“_Il
& & & & & s & &

D D R D D DD D f & & & P F > o & c
(e et e} e (e (el (e (e G D > Nl Nl » » o © () D D N2 N2) \2) \2) © © ©
WO Nt R R o U N U I S I U U 4 U I I N S LN L U 4
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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 crwpinc

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



. 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)®)
M With PS

Average JPY thou.
Without PS 5,406

24.8% 255% 256% 250% 49 253% 9440 24.8%

22.5%
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
@ p L A I D ©PLAID. Inc Notes: 1. Applies to products provided by PLAID and RightTouch under contracts executed through PLAID/ 2. PLAID ALPHA/ 3. The percentage of customers with over ARR of JPY 10 million (with
! : existing product contracts) who are also utilizing PLAID ALPHA services/ 4. Values prior to FY 2026 Q2 adjusted due to revised calculation methodology
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. 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 A IR
Over ARR JPY 10M)®) nnual Revenue
MOver JPY 50M M Over JPY 30M up to JPY 50M

B With PS Over JPY 10M up to JPY 30M ~ JPY 10M or less

Without PS

246 254
- 228 237 237
TR 210 214

45%
40%
31%
28%
H E E E E i i i - I
H

FY2024 FY2024 FY2025 FY2025 FY2025 FY2025 FY2026 FY2026 FY2026 FY2019  FY2020 EY2021  EY2022  EY2023  FY2024  FY2025

@ p L A I D © PLAID, 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/ 3. Values prior to FY 2026 Q2 adjusted 41
due to revised calculation methodology
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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 SR
u
Full Year (Previous / Change C:orr‘eca(s(; )
Q4 Q5 (Revised / 15 Months) (Amount) ange (%
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%)
.Operatlng Adjusted Operating Profit 8.49% 0.6% 0
iIncome Margin . 0 l . (0] 91 /0 = - -
Operating Consolidated 305 452 1,600 2,183 (583) (26.7%)
Income Operating margin 7.0% 10.1% 7.7% - - -

@ p L A I 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 December
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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
A STEP 3
STEP 2 ’ Sustainable Profit Growth Structure )
Al-Driven
STEP 1 Structural Shifting to a Sustainable Profit Growth Structure through Strategic Human

Strategic Investment Transformation Capital Investment x Al Transformation

in Human Capital l

Accelerating Revenue ionifi i N i
Acquiring Top Talent Model Transformation Significant ARPU growth drlv_en by Al-enhanced value in
- ; products & professional services
for Business Growth via Al Leverage T i
Profit Expansion

Business Talent & _ Client expansion by targeting mid-market segment alongside .
Customer Engineers } LA cnterprise via Al agents & Margia

(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 L )
Understanding &
Al-Native UI/UX)
Cost

»

@ PLAID ©PLAD, Inc Period 44



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

Maximum Number of Shares

Maximum Acquisition Amount

Acquisition Period

Acquisition Method

@ PLAID ©PLAD Inc

Common stock of PLAID, Inc.

1,100,000 shares
(Approx. 2.7% of outstanding shares, excluding treasury shares)

JPY 500 million

August 14 - September 10, 2026

Open-market purchases on the Tokyo Stock Exchange
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Appendix

Definition of Revenue Segments

~FY25 Q4

Subscription revenue

Service, consulting and
other revenue

@ PLAID ©PLAD Inc

FY26 Q1~

Subscription revenue

Service recurring revenue

Consulting and Other
Revenue

Description

Product Revenue

Professional Services
(Hands-on support to drive
product upsell/cross-sell)

Upstream Consulting Services
(Strategy formulation, etc.)
Other Revenue (Initial fees for
product sales, etc.)

Key Products & Services

. ® ® KARTE
A KARTE W for App
® o KARTE e o KARTE

M Datahub W Message

QaaNTwes v* Databeat

@ PLAID ALPHA

(aoudFit

(Consolidated into P&L from FY2026 Q2)

®) sTuplio zERO

O EmotiorTech CX
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Appendix

Business Domain Mapping

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

« Enabling consistent customer-centric management across the enterprise, with significant room to expand our business scope

Business / Sourcing / I .
Strategy > Product Dev > Production Acquisition Sales & Service Support
Advertising Onsite Marketing  Onsite Customer Support

KARTE Web QANT Web

Customer / Market Research

KARTE Signals /
Emotion Tech Databeat

KARTE Offers

KARTE for App

Product

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
Service STUDIO ZERO PLAID ALPHA / CloudFit

1st Party Customer Data / Context Lake

,—
—




Appendix

Main Products / Services -1

Onsite marketing

Site improvement

Data integration

Advertising

Marketing automation

Data infrastructure design
/ product implementation

@ PLAID ©PLAD Inc

o KARTE & foiop

® o KARTE
M Blocks

® o KARTE
M Datahub

® o KARTE
& Signals

® o KARTE
& Message

@ PLAID ALPHA

rCToudFit

Visualize the “now” of each customer online and support marketing activities of companies through flexible
action design based on analysis results

By breaking down every element of a website into blocks and enabling fast revisions, hypothesis testing,
and performance measurement, allowing for continuous performance improvement and lean site
operations

By connecting data owned by customers to KARTE and enabling advanced segmentation and action by
integrating/analyzing/visualizing data scattered data from internal and external sources as big data

Realize consistent customer communication both on and off the website through integration with various
advertising media such as accumulated data by KARTE

KARTE marketing automation enables customers to have communication outside the website via e-mail,
SMS, etc., using our unique customer journey function

Professional services including support for utilizing KARTE and consulting on CX. Also assisting customers
in resolving challenges related to their resources and capabilities and creating value
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Appendix

Main Products / Services -2

Strategic planning /

Business development

Onsite customer support

Onsite customer support

Customer research/

Voice of customer

Advertising

®) sTupIo ZERO

Q CANT web

(1)
Q QANT cConnect

O Emotiorifech CX

'wA Databeat

With the mission of “Accelerating Industrial and Social Transformation,” providing professional services
that support new value creation and business development by working side-by-side with companies

Visualize the issues of each customer who needs support online, and match them to appropriate support
channels such as FAQs to achieve early resolution to issues

Data on each customer's previous inquiry is returned to the company's operators, enabling them to
smoothly grasp what the customer wants when answering the phone, greatly improving the quality and
response time

Products and consulting services to collect/analyze customer emotional data, including NPS®

Providing a Marketing Data Platform that enables automatic collection/accumulation of advertising-related
data, analysis, and flexible data output. Also supporting marketers in customer companies by reducing
operational workload and assisting in the establishment of a data utilization environment

@ p L A I D © PLAID. Inc Notes 1.Effective August 2025, “RightSupport by KARTE” will be renamed to “QANT Web,” and “RightConnect by KARTE” will be renamed to “QANT Connect” / 2. Net Promoter®, NPS®, NPS Prism®, and the
! . NPS-related emoticons are registered trademarks of Bain & Company, Inc., Satmetrix Systems, Inc., and Fred Reichheld
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Appendix

Industry-Wide Proportion of
KARTE-introduced Websites
and Apps (Sep. 2025)"

+ Product adoption is progressing across a
wide range of industries, primarily in B2C

+ Build a customer database useful for
corporate strategy formulation and
execution, incorporating industry-specific
customer behavior characteristics and the

company's unique strengths

@ PLAID ©PLAD Inc

E-Commerce Platforms
® Others 4.8%
14.7 %

Apparel
9.4%

T

d

® Real estate © Infrastructure
6.6% 4.6 %
e O
\ © Manufacturer
® Human 13.2%
Resources KA R T E
13.6 %
® Retail e ® Media &
4.3% Entertainment
9.9 %
® Transportation,Travel ?
28%

® Financial Service ® Medical, Beauty & Health
N4 % 4.8%

Notes: 1.Aggregated data covers products offered individually, such as Web, App, Datahub, and Blocks. 51
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