Note: This document has been translated from the Japanese original for reference purposes only. In the event
of any discrepancy between this translated document and the Japanese original, the original shall prevail.
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Name of representative: Tatsuya Natomi, CEO

(Securities code : 460A

Tokyo Stock Exchange Growth Market)
Inquiries: Hisayuki Utsunomiya,
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(Telephone: +81-3-5413-4820)

Notice Regarding the Release of the Transcript and Video of the Second Quarter Earnings
Briefing for the Fiscal Year Ending October 2026

BRANU Inc. hereby announces the release of the transcript and video of the Second Quarter Earnings Briefing for
the fiscal year ending October 2026, which was held on June 15, 2026. Please note that the transcript includes the
Q&A session.

We hope this will help our investors gain a deeper understanding of our company.

Details

[Q2 Earnings Briefing for the Fiscal Year Ending October 2026: Video]
Please view the video via the link below.
https://www.youtube.com/watch?v=STc5ZwkTKtk

[Q2 Earnings Briefing for the Fiscal Year Ending October 2026: Transcript]
Please see the following pages.

[Q2 Earnings Release for the Fiscal Year Ending October 2026]
https://ssl4.eir-parts.net/doc/460A /tdnet/2835011/00.pdf

[Q2 Financial Results Presentation Materials for the Fiscal Year Ending October 2026]
https://ssl4.eir-parts.net/doc/460A/tdnet/2835037/00.pdf

[Contact Information]
BRANU Co., Ltd. Corporate Planning Office, IR Promotion Team

investorrelations@branu.jp
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Presentation

Moderator: Thank you for your patience. We will now begin BRANU Inc.'s financial results briefing for Q2 of
the fiscal year ending October 2026.

| would like to begin by introducing the speakers from the Company. First, Mr. Tatsuya Natomi, CEO.
Natomi: Thank you.

Moderator: Mr. Hisayuki Utsunomiya, Director and CFO.

Utsunomiya: Thank you.

Moderator: Regarding today's schedule, we will begin with a presentation from the Company, followed by a
Q&A session. We expect to conclude at 11:00 AM.

Mr. Natomi, please go ahead.

Natomi: Thank you. Thank you very much for joining us today for BRANU Inc.'s financial results briefing for
Q2 of the fiscal year ending October 2026. | am Natomi, CEO.

INDEX

Summary of Financial Results for Q2 of

01 P2

the FY10/2026
Forecast for the Fiscal Year Ending
92 October 2026 P12
B .
04 Growth strategy P21
05 Appendix P29

Today, | will present the information in the order shown here. We will focus on an overview of our financial
results, along with updates on key topics and our growth strategy.

| will begin with an overview of our Q2 financial results.
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——— Summary of Financial Results for the Second Guarter of the Fiscal Year Ending October 31 20246

Executive Summary

October 2026 October 2026 October 2026

1.294 billion yen 170 million yen 152 million yen

Yo¥Y + 40.0% YoY + 56.3% YoY + 41.4%
Stock service
* - = *
Number of sales personnel * 1 Stock-type services ARR * 2 T I A e O
October 2026 October 2026 As of April 2026

66 963 million yen 3,145 companies

YoY + 32.0% YoY + 45.8% Yo¥ +19.9%

*1The average number of emplayees for each period is stated.
* 2 Calculated by multiplying the monthlly sales of “CAREECON™ Plus for each month of the fiscal year by 12 for services that provide continuous services over 3 certain pesiod, such as the varicus tier plans (Standard, Mini, and Middle]
and advertising management serdces.
* 3 Total number of stock-tyne service subscibers of "CAREECON Plus™ Standard plan, mini plan and Msddle plan at each point of time.
© BRANU Inc. Al rights ressrved. 3

The financial results and KPIs for H1 of the fiscal year are as shown here.

Revenue was JPY1,294 million, up 40% YoY. Ordinary profit also increased 41.4% to JPY152 million. We
achieved significant growth across our other KPIs as well compared to the same period last year.
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—— Sales and Ordinary Income for the Second Quarter
Net sales were 1.294 billion yen, up 40.0% year on year, and ordinary profit was 152 million yen, up 41.4% year on year.

» The increase in customer contact points through the expansion of branch network contributed to the business performance. Sales
and profits exceeded the plan,driven by steady new customer acquisition that accurately met market needs.

» Up-selling to existing customers was strong due to the provision of high value-added proposals associated with the expansion of new
functions. Increase unit prices per customer and expand the earnings base

Sales Ordinary profit
(Unit: million yan) (Unit: million yen)
, ), 749
436 £61
581 592 148
545 138 P
481 /
443 /
)
82 78
59
48
23
4
12 2a k-] 4Q 1 hie ] 23 a 1 2a ko] 4Q 1 12 2a 2
Plan Results Plan Results Plan Results Plan Results
Otoer 208 T Octaber 2025 -
tive Ordinary -
Sales 2.122 billion yen profit 328 million yen

© BRANU Inc. All rights reserved. 4

The quarterly trends in revenue and ordinary profit compared to prior years, as well as the plan-versus-actual
comparison for FY2026, are as shown here.

Although we fell short of our targets for both revenue and ordinary profit in Q1 of this fiscal year, we were
able to make up for that shortfall over the three months of Q2 and meet our targets.

For H1, revenue reached 103% of the plan and ordinary profit reached 150%, with both metrics achieving the
highest quarterly figures on record. This was driven by the expansion of our branch network, as well as

enhanced proposals to existing customers and progress in upselling. | will provide further details on these
factors later.
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—— Sales mix

The sales composition ratio of the construction DX platform business by service category is 6:4.
» Aiming to become the market leader while driving growth in both upfront customer acquisition and recurring up-sell revenue

Breakdown of Net Sales by Service Growth driver

>
a 4% CAREECON
%§$ CAREECON %# Platform
Flow business modsl
Sales
o [ Comicon |
268 1,294
> ® Enhancing the value of ""CAREECON™, a
I % CAREECON 1 2% CAREECON  media that matches construction companies
Million yen ° of the sales
(Results for 2Q FY10 / 2026) o,
37'4/0 Ca REECON.
Calicon Phs Cross-Selling as a starting point
® TCAREECON™ Phi, an integrated business tool
> E ded ge of functions required by
(Unit: 1.000 yen) g"‘ CAREECON 4 small and medium-sized builders.
Development of high value-added functions
0% R 810,107 484,421

(62.6%) (37.4%)

T BRANU Inc. Al rights ressrved. 3

Over the past few years, the revenue mix between the flow-based revenue from our matching platform
CAREECON and the subscription-based revenue from our integrated business SaaS, CAREECON Plus, has been
approximately 60% to 40%. However, for the cumulative six-month period, sales of flow-based revenue grew
dramatically, resulting in a slightly higher flow-based proportion of 62.6%.

For the flow-based CAREECON model, enhancing the media value of our matching platform and expanding
our sales organization are the key factors driving revenue growth. This result stems from a significant increase
in new contracts.

Development of the key features of the subscription-based CAREECON Plus is currently progressing smoothly.
However, as this product is primarily driven by upselling, we expect contract growth to lag slightly behind that
of CAREECON initially before the growth rates converge.

We hope you will understand that we have made significant investments in these key factors over the past six
months and that the results are materializing sooner than expected.
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KPl Status
Steady progress in KPI due to active hiring and user growth, and business expanded in both flow and stock

» Our sales headcount grew steadily through branch expansion and active hiring, strengthening overall sales capabilities by combining
staff expansion with productivity improvements

» Expanded our customer base through the launch of the "CAREECON Plus™ Middle Plan, driving higher up-sell migration rates and
leveraging the added value of newly developed features.

(Unit: 1,000 yan) October 2025 October 2026 Change
Actual 2Q Results (Pe ge chang
9
Number of sales personnel * 1 57 1] People .
(15.8%) Contribute to accelerating
acquisition of new customers
Per sales representative 1,987 For the mast Smportant indicabons
Net sales * 2 37.2m 39.228 (5.3%)
N eAmzcon 5,846 6517 671 s 3 matehing medium
{User} * 3 " - (11.5%) As a key indicator of media value
Stock service 138,586
iR 825,112 963,698 b S st s scesterstad
. 260 ETR® e iortan
Stock service 2,881 3,145 ; most important indicators
A o . . companies
Number of Licensing Partners *5 comg s I F (9.2%)
ber of sales personnel.
d for ™ ON™ at each pairt in time.
culated by multiplying the monthiy sales " Phus Standard Pan, Mini Plan, and Middie Plan, which is the middle of the three plans, by 12.
al number of stock-tyne senice subscribey "CAREECON™ Plus” Standard plan, mini plan and Middle plan at each paint of time.

The table shows a comparison of our key KPIs against those from the end of last fiscal year.
We have been able to significantly improve all of these metrics.

The number of sales staff increased by nine, including locally hired employees at our branches, and we are
also expecting the new graduates hired in April to begin working full-time in H2. Revenue per sales
representative also increased by 5.3% as a result of efforts to improve sales productivity, including through
the use of Al.

We will provide details on product KPIs and their trends on the following pages.
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——  "CAREECON" and "CAREECON Plus" KPls
The number of subscribers to "CAREECON Plus" has accelerated, and up-selling has also progressed steadily.

P Core KPls for "CAREECON" and "CAREECON Plus" achieved steady expansion, fueled by sales team growth, higher productivity, and
accelerated feature development.

» Launched the new Middle Plan in January 2026 to create a multi-stage up-sell path tailored to each customer's growth phase

Number of registered users of "CAREECON" * 1 Number of stock-type service license companies * 2

(Unit: Usar) Number of zubzcriberz at end of quarter

mini ®Middle mStandard

6,517 r@_> 3,145
6,234 ¥ i
5333 , 5848 2742 E L Ulpsell
"y Plan
5,060
o 2o e 11 N

(Unit: Companiies)

2713 27
am 2423 2520 2%V

2035 frlivi) 2025 2026

*1The number of sccounts of users who have registered for ™" at each point in time.
* 2 Number of stock-type serice subscribers of ~ CAREECON™ "Iu: Q:ardir:i glan, mini plan and Middle plan at each paint of time.

The number of CAREECON users increased 22% YoY to 6,517. The increase in registered CAREECON users leads
to more matching opportunities with partner companies, which in turn increases the contract win rate for our
flow products. As the naphtha shock subsided, pent-up demand temporarily surged, and this steady increase
in user numbers was also one of the factors contributing to the revenue growth in Q2.

The number of SaaS contract companies increased 20% YoY to 3,145. The data is color-coded by plan. As of
the end of [Q4], the breakdown is as follows: 2,721 companies on the mini plan, 179 on the Middle plan, and
245 on the standard plan.

Migration from the mini plan to the middle plan, which launched in January, is progressing at a faster-than-
expected pace, with new mini plan sign-ups and upsells to the middle plan reaching nearly equal numbers.

When we first launched the middle plan, our policy was to recommend it as a pre-standard option in cases
where the standard plan was not yet feasible. However, as it has become increasingly clear that we can expect
steady upsells to the middle plan, we have revised our thinking.

We now believe that offering the standard and middle plans flexibly and promptly in response to customer
needs, thereby increasing migration rates to these upsell plans and boosting ARPU, will lead to faster growth.
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——— “CAREECON" Plus KPI
Up-Selling Strategy: Strengthening the Earnings Base by Improving ARPU and Lowering Churn of Up-Selling Plans

» “CAREECON Plus" The core of our sales strategy is to gradually upsell to middle and standard brands starting with the mini-plan.
Promoting accumulation of stock income

October 2025 October 2026 October 2026 B

Up-selling progress due to new plans

Monthly ARPU * 1 23,883 yen 24,733 yen 25,535 yen and the effect of unit price revision
contributed to an upward trend in ARPU

Unit price increased slightly due to the
s impact of the unit price revision (from
"CAREECON Plus "'“',‘Ph“ 0.25% 0.35% 0.36% 10,000 yen to 12,000 yen) in the fiscal
Monthly churn rate * 2 year ended October 2025, but churn rate
remained stable at a low level.

“CA CON P It pl The churn rate declined due to the

REECON Plus™ up-se an improvement in the usage rate of

Monthly churn rate * 3 251% 2.57% 2.44% business management functions and
other functions.

*1 Average manthly revenue per user who has signed up for any of the plans o
*I "CAREECON™ Plus Average monthly churn rate for the last 12 months for ns.
3 Average monthly churn rate for the most recent 12 months for the " "CAREECON™ Plus” Standard and Middle plans.

@ BRAMU Inc. Al rights res srved 8

In Q2, we began disclosing new KPIs for CAREECON Plus, our SaaS product, including monthly ARPU and
monthly churn rate. As | mentioned earlier, ARPU is a critical metric as we shift our sales strategy toward
increasing ARPU across our entire subscription-based service portfolio, including the middle plan.

As shown in the table, monthly ARPU has been gradually increasing over the past six months, reaching
JPY25,535 in Q2. As the proportion of upsell plans increases, we expect this figure to continue rising going
forward.

Churn rate is also a key metric in the SaaS industry. As our track record of offering upsell plans has grown, we
have reached a point where we can disclose meaningful ratio data, which is why we have decided to make
this information public. The churn rate for the mini plan has remained around 0.25% for the past few years,
but it has risen slightly to 0.36% due to last year's price increase.

However, as the revenue increase resulting from the price hike significantly outweighs the revenue decrease
caused by the higher churn, we do not view this as a problematic increase.

The churn rate for our upsell plans is on a downward trend. We attribute this to increased user adoption of
features such as management data tools, which tend to make cancellation difficult once users begin using
them.

Going forward, our strategy is to feed this proprietary data into Al to advance the development of construction
industry-specific agentic Al, thereby reducing churn rates through automation.
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Factors for strong performance in the second quarter (1)

(1) Strengthen local hiring and organization by opening and expanding branches

» Successfully scaled operations at our Sendai, Osaka, and Fukuoka branches, driving strong performance in Q2.

Number of Employees at Business Sites
(including temporary staff)

# Establishing a locally rooted sales structure by making it possible
to approach the Tohoku region

# Local hiring of field sales and outbound personnel at each location
has taken off, accelerating the departure from the Tokyo
concentration model

Kanoswaza

-

Kanazawa Branch (Unit: Perscn)
To be established
' Tokyo S0
o Fulosckes ‘| sa
mSenda
e
u Osaka v “a
o7

L
JTF 250
210
154
2025/10 2026/10 2026/10 2027 /10 2028/10
202 (e plel Plan Plan

* Bales by branches are calculated based on sales of "CAREECONT (flow-type services).

Sales by Branch Office *

® With the expansion of floor space in Fukuoka and the
construction of a new office in Kanazawa as the next growth
drivers, we are promoting the nationwide development of &
locally based sales network,

#® Sales are expected to increase further in line with the
expansion of the number of sites and the increase in the
number of employees.

(Unit: million yan)

488

u Tokyo
= Fulcucka
o Sendai
= Oszka

an

&5

206

202610 2026/10
e ] el
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| will now explain the factors behind our strong Q2 performance.

We have identified three main factors.

The first is that the opening and expansion of branches has enabled us to grow our organization through local

hiring, leading to a significant increase in branch sales.

The graph on the left shows headcount trends at the end of each quarter, while the graph on the right
compares sales by branch [inaudible]. We opened our Sendai branch last September and expanded our Osaka
branch this February to triple its capacity. This has enabled us to expand the local recruitment market for field
sales and inside sales positions, accelerating our hiring efforts.

As a result, in Q2, our Osaka, Fukuoka, and Sendai branches all recorded sales more than double those of Q1.

With the planned relocation and significant expansion of our Fukuoka branch and the opening of our
Kanazawa branch, both scheduled during the fiscal year ending October 2027, we will be able to establish a
nationwide sales network and further expand our revenue base.
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—— Factors for strong performance in the second quarter (ii) (i)
(2 (3 Inbound marketing Improved efficiency of business negotiations and new establishment of the Middle Plan drove revenue
» Improved selection of business opportunities and new plans have resulted in both sales and productivity
» Achieved structural improvements in Q2 (Feb-Apr) through the successful integration of our three core measures.

) Inbound marketing

Imoroved quality and roductivi Increase in contracts by newly establishing the Middle Plan

1Q lssues ® A new plan (Middle plan) that is in the middle of mini and Standard and that matches the customer's
. Y ] ) . : ;
# Tha mumber of eiders i T8 to the axgansion industry / business type and growth stage was established in January 2026,
of inbound markating imwestmant, but there wara many
:r':ld‘?;:":“'-““"’"“‘“"’*“""'“'"Ed"'“"'d" ® The diversification of functions achieved through the development of new functions enables the
#  Sales resources spent on business negotistions that do diversification of sales plans.

not lead to sales become lost opportunities, resulting in
adecreasa in business negotiation sfficiency

v Flexible Middle Plan -zs CAREECON -
Response In addition to the basic features of the mini plan
Add features ilable in the Middl 2
® |ntroducs hearings to sstimate credit status Lo e plan
st the tima of business mesting FY 10/ 2026
appointments, and appropriatsly sllocats 30,000 - : M Fiatres Rebasod
salss resources to maximize profits san00

you / moen Al chatbats MO Al duty repor:
A Mini plan Smoaoth e Croation of 2 u
2Q 12,000 yoa |/ 'Upsell
=" il S an

Inbound Lead Close Rate

[
of the Asea

@l cose rate 15.7% B 2G dose rate 28.1%
Expanded functionality enables plan dezign that matchez cuztomer
business negotiations growth stages The birth of the Middle plan acceleratez up-zelling
*Zome functions may not be included depending on the content of the contract plan

© DRAML Inc. Al rights reserved. 100

The second factor is the improvement in inbound marketing quality, which had been a challenge in Q1, and
the resulting increase in productivity. In Q1, while the number of orders increased due to expanded

investment in inbound marketing, a high volume of cases failed to pass our credit screening process due to
elevated credit risk.

As a result, sales resources spent on deals that did not lead to revenue represented a lost opportunity, and
overall sales efficiency declined.

We addressed this issue during Q1 by conducting more detailed interviews at the appointment-setting stage
to assess credit risk upfront. This enabled us to improve our closing rate from 15.7% in Q1 to 28.1% in Q2.

The third factor is the accumulation of contracts from the introduction of the Middle plan, which, as shown
in the earlier breakdown by plan, grew to 179 companies by the end of Q4. We were able to introduce the
Middle plan because we expanded the features released over the past six months, which represents one
outcome of our ongoing development investment.

The combined effect of these three measures enabled us to achieve a structural improvement in our earnings
base in Q2.
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——— Trends in Cost of Sales and 5G &
Build a foundation for medium - to long-term growth by focusing investment on development systems and human capital
P Accelerate product development by channeling management resources into enhancing core product competitiveness.

P 3G&A expenses increased due to recruitment costs for regional branch staff and new graduates, alongside higher advertising
investment for inbound marketing.

Breakdown of SG &

Breakdown of Cost * (Unit: million yen) (Urit: million yen)
m Development Production Cost Others m HR-related Costs Advertising & Promotion
m 5885 Fees Rent
124 Other Expenses A77
105 107 m an 69
a7 %0
95 7 . 35
83 34 298 = 64 | 22 |
43 35 35
“ 5 3 3 mem
39 28 8] -.L;- P
35 L 24 -
2 »
: , I '
2 3Q 4Q 2Q
2025 2026 2025 2026

* Disclosure by subject has besn reclassified to disclesurs by element.
 BRANU Inc. Al rights ressrved. 11

To conclude the financial results overview, | will explain the trends in cost of sales and SG&A expenses.

In line with the increase in revenue, both cost of sales and SG&A expenses have risen, primarily due to higher
personnel costs. Cost of sales is shown in the dark red section at the bottom of the chart. We are accelerating
development speed by prioritizing the allocation of management resources to product planning, engineering
recruitment, and outsourced development, which are the sources of our product competitiveness.

SG&A expenses have increased due to higher personnel costs associated with local hiring at branches and
new graduate recruitment, shown in the dark red section at the bottom, as well as advertising and
promotional expenses from inbound marketing investment, shown in the second section from the bottom.

These are all upfront investments necessary for future growth, and we are allocating resources with a view to
maximizing future earnings rather than focusing solely on short-term profits.

We will now move on to the earnings forecast for the fiscal year ending October 2026. Based on our progress
through Q2, | would like to explain our projected outlook for the remainder of the year.
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—— Forecast for the Fiscal Year Ending October 2026

Accelerate expansion of customer base through aggressive sales activities

» We will further strengthen our growth base by expanding product development and human resource investment against the backdrop of our name
recognition and creditworthiness improved by our initial public offering.

» Based on the progress of business performance up to the second guarter, the sales growth rate will continue to be at a high rate of 30% or more, While
profit margin will temporarily stagnate due to "aggressive investment” mainly in development fields such as Al of funds procured through listing, the
Company aims to recover investment over the medium to long term.

October 2025 October 2026 October 2026

(Unit: million yenl Actusl Prediction Change 2Q Results Percent complete
Sales 2122 2,800 3.9% 1294 26.2%
Operating
. n 395 19.2% 170 43.1%
mcome
Operating 15.6% 14.1% -15p 13.2% -
margin
Ordinary 28 a78 15.4% 152 40.2%
profit
Ordinary
profit ratio 15.5% 13.5% -2.0p 11.8% -
Met income /

Interim net 241 261 8.0% 100 38.3%
income
Net income 11.4% 9.3% -21p 77% -
margin

© BRAMNU Inc Al rights reserved. 13

The full-year earnings forecast for the fiscal year ending October 2026 calls for revenue of JPY2,800 million
and ordinary profit of JPY378 million. Although the H1 progress rate stands at 46.2% for revenue and 40.2%
for ordinary profit, both below 50%, our revenue structure is such that a significant portion of sales is
recognized in H2, and we are currently on track to exceed our targets.

—— Quarterly sales and recurring profit forecasts

Quarterly earnings forecasts

» In addition to expansion and scale of branches, we expect to achieve sustained guarterly sales growth by expanding our organization,
mainly by hiring new graduates in the second half of the fiscal year, and by accumulating "CAREECON Plus" stock-type stores.

» We expect to absorb the burden of strategic upfront investment in product development and human resources, and to continue to
achieve favorable profit growth from Q3 onward.

Sales {Unit: million yan) Ordinary profit {Unit million yan)
816
749 o,
636 170
561 545 18 148
203 8 t
f106
a2 ||I
59 /
48
4
"% 2 e 4G L] a aa AG
Results Results  Plan  Plan @ = b B e e | 2 el
October 2025 October 2026 Cumulativel October 2025 October 2026
Cumulative Actual Prediction Ordinary Actual Prediction
Sales 5 . e
2.122 billion yen 2.8 billion yen profit 328 million yen 378 million yen

© BRANU Inc. All rights reserved. 14

The graph shows the quarterly results for revenue and ordinary profit through Q2, as well as the forecasts for
Q3 and Q4.

As shown on the previous page, although the progress rate has not yet reached 50%, if we can sustain the Q2
performance level through H2, we will be on track to meet our full-year targets. Regarding the factors behind
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our strong Q2 performance, such as branch hiring, we believe there is still significant room for growth given
current branch capacity, and we expect to continue expanding as we open new locations.

We also expect CAREECON Plus to increase both ARPU and its customer base through growth in the standard
and mini plans.

Naturally, we will not be content with simply maintaining Q2 levels, and we will implement measures to
further improve performance over the next six months. We therefore believe we are well positioned to meet
our full-year earnings forecast.

Furthermore, given the growth trajectory from Q1 to Q2, it is possible that full-year earnings will significantly
exceed the forecast. We intend to carefully assess the timing when the likelihood of an upward revision
becomes sufficiently certain before deciding whether to make an announcement.

—— KPIPlan

KPI plan for achieving full-year forecast

P Continue to expand our sales headcount with a focus on new graduate hires while leveraging Al to boost sales productivity.
#Drove ARR growth for our recurring services by successfully migrating customers to the "CAREECOMN Plus" Standard and Middle plans.

October 2025 October 2026 Year-on-year October 2026
{Unit: millian yen) Actual Planning (Percentage change) 2Q Results

Number of sales personnel * 1 69 12
57 &b
people (21.1%)
Per sales representative
37,241 40,592 3,351 39,228
Met sales * 2 (o.0%)
Number of registered users of 1248
~CARFECON- (User)* 3 5,846 7.114 ) 6517
Stock service 332219
825,112 1,157,331 . 943,698
ARR * 4 (40.3%)
Stock service 2881 3,506 625 3,145
Number of Licensing Partners *5  companies companies (21.7%) companies
* The average number of employees in each period is shawn.
+ 2 Calculated by dividing total sabes for each fiscal year by the number of sales personnel.
- umber of accounts of users who have registered as members of ""CAREECON™ at each pointin time.
REECON™ Plus” Standard Plan, ""CAREECON™ Plus” Calculated by multiplying the sales of services that provide continuous services gver 3 certsin periad, such as mini plans and advestising management sevices, by 12
number of stock-type service subscribers of ""CAREECON™ Plus™ Standard plan, mini plan and Middle plan at each point of time.
& BRANU Inc. Al rights reservad. 15

Progress through Q2 on our key KPIs has exceeded our targets, putting us on track to achieve our full-year
goals. For the full year, we plan to increase our sales headcount to 69 and improve productivity through the
use of Al. We also plan to grow our SaaS ARR by 40.3% YoY, with a strategy to accelerate growth through
increases in both the number of licenses and average unit price.
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——— Topics (1)

Concluded a business alliance with Narelle Group for direct recruiting services
> Concluded a business alliance with the Narelle Group for direct recruiting services to solve labor shortages at construction sites and promote DX

» The provision of services through mutual cooperation began on July 1, 2026, and provides a one stop solution to the problems of "human resource
recruitment” and "system (DX)" faced by small and medium-sized construction companies,
To cover all layers of the construction industry
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Strengthen profitability by adding DX unit price through business alliance in the Narelle Group
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Next, | would like to share three recent topics.

The first is our business partnership with Nareru Group Co., Ltd. Nareru Group is listed on the TSE Growth
Market and is a corporate group providing human resources services to the construction industry.

It is one of the few companies in Japan authorized to provide paid job placement and temporary staffing
services for construction work, which is generally prohibited under the Employment Security Act and related
legislation. We have entered into a business partnership with Nareru Group to address labor shortages at
construction sites and promote DX through recruitment services.

The specific terms of the partnership involve both companies expanding sales by referring customers to each
other's existing client bases. In addition, when candidates are successfully recruited through the skilled worker
placement service, they will receive advance training on our product, laying the groundwork for the adoption
of CAREECON Plus at their assigned workplaces.

Service provision under this partnership will begin on July 1, 2026, providing small and medium-sized
construction companies with a one-stop solution to their challenges in securing talent and advancing Al and
DX adoption.
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—— Topics 2

Transition to a "Al driven development" system in April 2026
» Building a centralized data infrastructure that leverages our proprietary Al database, "BRAMU BRAIN," to rapidly deliver high-guality

features that meet market needs.

Al Driven Development (Al} Image

Basad on the data accumulated by our own small and
modium-sized construction companias
Datermining what to make

Product Plan execution = =
To reflect the knowledge S50T(Single Source of Truth)
Product policies, functional specifications,
UI/UX rules
S501 Dezign constraints
Define "how to make™ with conzistent criteria
's 4
] .\liml [+ Tlﬁl & n icm [ iEnm
B T =
CS / Conzultant Prochrihregiar Dezigner Engineer Product
| hhe'.'ﬁ;ﬁerg | | Planning | | Design | Implementation

+ From planning to implementation, we can move quickl
without disruption, achieving cost reduction and high quality.

The second topic concerns our Al-driven development framework, which we transitioned to in April 2026.

Al-driven development refers to an approach in which generative Al is integrated not merely as a support tool
or coding aid, but as a partner throughout the entire product development process, from planning through to
implementation and testing. By implementing Al-driven development, we expect product development

productivity to approximately double.

Going forward, we are also considering moving toward a lean, high-performing development organization.

While adoption of Al-driven development is growing, particularly among large companies, we go a step further
by combining this approach with BRANU BRAIN, our proprietary Al data platform. This has enabled us to use

Steady progress under a rapid development system

ﬂm

Al Daily / Report e

@ High-Guality daily report data
Automatic generation of construction
completion report

@ Daily report of the work is summarized
by Al

'Y corresponding to each p

can‘i)e checked in the list.

Management of the Area

@ A series of processes from stamping of entry
and exit at construction sites to
confi ion, correction, tabulati

@ Contributing to the improvement of the
labor envi and busi gement
of small and medium-sized construction
companies Etc.
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Al to generate high-quality plans regarding what to build and what features to develop.

By simultaneously achieving higher productivity and higher quality, we aim to realize both rapid development

speed and continuous product evolution.

J

S
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—— Topic (3! Grow with the Saas is Dead situation as a booster

The evolution of Al is a booster for our product value, and this situation is a tailwind.

ﬁ What if Saa$ Not all Saa$ will be replaced by Al, but rather the core vertical
s-Is Be replaced by Al Saa$ will be increasingly aligned with Al (Al on SaaS)
For a general Al Complex business practices and on-site workflows unique to the construction
Progress in the evolution o industry, and a general purpose
and spread Many issues cannot be answered effectively only by using generative Al
N " z Small and medium Since management often goes out to the field, the spread of DX itself has been

delayed. Customers create applications that replace Saas by using their own Al
It is difficult to do so, and there is a business opportunity to promote the use
of our products equipped with Al

@s construction enterprises
@E&A™  Lagin Saa$ x Al

a H Competitive The key is not only to introduce general-purpose generation Al but
(1] [T Progress at the speed of o also to accumulate unique information specific to the target
g development customer industry in a structured and systematic manner.
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The third topic concerns the so-called "Saa$ is dead" narrative.
As referenced in our Q1 earnings materials, | will provide an updated and more detailed explanation today.

While some view the evolution of Al as a threat, we see it not as a threat but as a tailwind. In industries like
construction, where operations are complex, fieldwork is central, and industry-specific data is critical, we
believe that the integration of vertical SaaS and Al, in other words Al on SaaS, is what truly creates value.

Simply embedding general-purpose generative Al into a product is unlikely to yield effective answers or
solutions. Going forward, the key will be the accumulation of unique, structured, and systematic data specific
to the construction industry. In this regard, we hold a network of over 6,000 users and a comprehensive
proprietary database, and we will continue to leverage this data effectively within our products.

We do not believe Al will kill our SaaS. We believe Al will help our SaaS evolve.
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—— Topic (3! Grow with the Saas is Dead situation as a booster
Examples of Unique Data Collection and Al Applications

» Extracts and structures industry-specific construction insights through "BRANU BRAIN" to deliver them as high-value Al agents for clients.
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Next, | will introduce examples of how we are utilizing the construction industry data we hold and applying Al
within our products.

We possess a broad range of data, including management data from over 6,000 client companies, project-
specific construction data, on-site photographs, consulting meeting recordings, business negotiation
transcripts, and web content.

By integrating this data with Al, we are able to develop construction industry solutions that only we can
provide, and this serves as the source of our unique competitive advantage.

Beyond the automation of various functions through Al agents, one concrete example is our culture matching
capability, which analyzes customer data to assess corporate culture and preferences, categorizes that
information, and enables high-quality marketing that reduces mismatches with prospective customers and
job seekers.

We are already seeing cases where this Al feature has increased customer acquisition and recruitment
effectiveness sevenfold.

| would like to move on to an update on our growth strategy.
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——  Overview of Growth Strategy

Aiming for Dramatic Growth by Strengthening All-in-One Platform Functions,

Investing Human Resources, and Expanding Branches f
Sales gmwt(
|m:.rea_:.e
e Provision of services in new fields e profitability

</ Develop new products and services by pales growt! Dgr:]ﬁﬂc
leveraging our scalable development
foundation. 6 Platform addition of new services

+ Deliver enhanced value-added solutions ‘)Jyﬁ
powered by "BRANU BRAIN"{AI) ! <

anetisatic é/ Al agent consultant development o
Product enhancement |
+/  Enhance cross-selling and up-selling to May 2023 Starting of the

existing customers. CAREECON job
"9 T Start of £

Development of new functions for marketing
and construction managemes

+  Expand our recurring revenue base To expand the
buzsiness baze

To expand the base

Stable growth

</ Expansion of branches and strengthening
of partnership
+/  Expansion of human resources investment

In 2025 In 2026 In 2027 In 2028 In 2029 In 2030
October October October October October October
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The three pillars of our growth strategy remain unchanged: expanding our foundation, strengthening our

products, and offering services in new areas. We have made progress on each of these over the past six
months.

Growth Strategy (1) Exg ion of F dation - Exp ion of Branch 5 hening of Partner C tion -

¢l 9 P

We have established a network of bases that can be deployed throughout Japan.

Also utilize the base of Watanabe Pipe, our sales agent

Building a system that can reach all of Japan By utilizing the bases of Watanabe Pipe
Cover the entire country area

® Watanabe Pipe is the industry leader by revenue, supplying
materials to construction, civil engineering, water supply, and

electrical installation companies nationwid

m thve: Holdarid and Tohoku areas with sgrificant deselopment
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* Base coverage ratio: In case that the Company has a track record of receiving referrals from customers in charge and having business negotiations with them, the bage is induded in the coverage rati.
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The first pillar is expanding our foundation, specifically the expansion of our branch network and the
strengthening of our partnerships.

Face-to-face communication is essential for building relationships with small and medium-sized construction
companies, and there are still regions where we have yet to establish a presence or where our reach remains
limited. We will therefore continue to expand our branch network and strengthen our organizational structure
to achieve nationwide coverage.

= SCRIPTS

Asia’s Meetings, Globally

19



As for our specific plans, as explained earlier in the financial results overview, we expanded our Osaka branch
to three times its previous capacity in Q2. We also plan to relocate our Fukuoka branch during the fiscal year
ending October 2027 to accommodate a staff of 50, up from the current six employees, and to open a new
Kanazawa branch with a capacity of 45 staff.

In addition, through our business partnership with Watanabe Pipe Co., Ltd., Japan's largest building materials
wholesaler, agency sales have grown into a significant revenue stream. Going forward, expanding the number
of Watanabe Pipe sales offices we can cover will be a key priority, and we plan to continue increasing our
coverage.

We have expanded our location coverage rate from 20% at the end of last fiscal year to 28% as of Q2.

—— Growth Strategy (1) Expansion of Foundation - Human Capital Investment -

Accelerate growth by increasing investment in sales, development and consultancy personnel
Strengthen the organization's structure through measures to develop and establish the system

Recruitment strategy

(New gradusstes, mid-carees, engineers, and cther professkanals)

Development strategy
(Career development and zkill enhancement)

Improvement of the retention rate
(Engagement and ease of work)
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environment, and & sense of reward
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As attracting talent is a key source of our competitive advantage, we plan to continue investing actively in our
people. We are seeing a modest positive impact on hiring, training, and retention as a result of our listing.
Local hiring through our branch expansion is also playing a significant role in growing our organization.

Going forward, in this era of Al, we will promote a division of labor in which humans and Al complement each
other's weaknesses and build on each other's strengths. We will carefully identify specific roles, such as those
suited to a small, high-performing team and those where we will hire large numbers of high-potential
candidates, and guided by a clear vision, maximize the return on our human capital investment.
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——— Growth Strategy 2/ Product Enhancement - Platform Concept -

Product Enhancement Centered on Core Management and Platform Expansion to Drive Customer Growth

» Deepening core management functions while expanding the platform’s ecosystem to encompass entire customer business operations
»  While d

pening functions

d on core it, we will expand the platform’s perimeter to envision a solution that covers our customers' entire business

Management
(- Qe

Matchi
QO
Job
o Platform
Platform concept
2% CAREECON R

<»

| Execution

Platform

Procurement

control Procurement
managament.

25

Since announcing our DX platform vision in 2019, we have made steady progress in building the platform
through the development of CAREECON Plus. With the hiring of a CTO and the adoption of Al-driven
development, our platform has been evolving at an accelerated pace since the start of this fiscal year.

Building on our existing marketing, construction management, and business management functions, we have
recently added a web platform covering CRM capabilities, skills and knowledge management in the
construction field, and HR functions such as recruitment.

This platform serves as a foundation that covers the majority of management needs for small and medium-
sized construction companies, all within the CAREECON platform. We will continue to support the back-office
operations of these companies so that they can focus solely on their core business.
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——— Growth Strategy (2! Product Enhancement - Development Investment -
Medium-term Benefits and Roadmap
» Mid-Term Investment Strategies: Building a Foundation for Stable Growth of 'CAREECON Plus’

» Improving Mid-Tern Profit Structure through ARR expansion and lower in churn rate
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To achieve this, we need to prioritize development investment. Specifically, we will continue to strengthen
our recruitment of product managers and Al engineers to expand our team.

Our main development roadmap through 2030 is as shown here, and we will prioritize the release of features
with the highest market demand.

We plan to expand the platform's capabilities to better support the management of small and medium-sized
construction companies, with the aim of growing our subscription-based services and developing take-rate-
based services. Through this, we aim to solidify our position as a leading all-in-one platform provider and
achieve step-change growth.

That concludes my presentation. Thank you very much for joining us today for BRANU Inc.'s financial results
briefing for Q2 of the fiscal year ending October 2026. We sincerely appreciate your continued support.
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Question & Answer

Moderator [M]: Thank you for the presentation. We will now move to the question-and-answer session.
| apologize for the inconvenience, but we will be taking questions in a one-question-at-a-time format.

Please note that we plan to distribute a verbatim transcript of today's briefing, including the question-and-
answer session, to investors both in Japan and overseas. If you wish to remain anonymous, please submit
your question without providing your name.

Participant [Q]: Regarding the current development status, | understand that you are aiming for an all-in-one
solution, but there are several areas to consider, such as construction management and business
management. | was wondering whether there are any specific priorities in this regard.

Will the Company aim to become a construction management SaaSs in the future, or will it aim to become a
management OS for small and medium-sized construction companies? That is the broader question. Are you
planning to do everything at once with an all-in-one approach, or will you prioritize updates and tackle them
one by one? | would appreciate it if you could clarify that a bit.

Natomi [A]: Ultimately, we will continue to aim for an all-in-one model, but there are priorities. Since
addressing management challenges is the highest-priority need, expanding our business management
functions is our top priority.

Expanding these management functions will generate data that is essential for running a business, and this
data will serve as a foundation for reducing churn and as a starting point for upselling and driving adoption of
other features. We will therefore focus on expanding the business management functions first, then continue
developing adjacent features from there, with the goal of building an all-in-one compound SaaS platform.

Participant [Q]: So, the focus will be on business management first.
Natomi [A]: That's right. That said, both the construction management and marketing functions already
include most of the core features, so we will continue refining the finer details and addressing specific pain

points. The system is already fully functional as it stands.

Participant [Q]: My second question: while your competitive advantage may appear to lie in your products,
data, and Al, it seems that your current strengths lie primarily in your sales network and customer strategy.

Natomi [A]: That's right. Unless we acquire new customers and grow our customer base, our data won’t grow
either, and we won’t see network effects.

The question is how many of the 480,000 small and medium-sized construction companies we can serve. Our
initial target is 100,000 companies, and that is really our primary focus. If people don’t use the product, the
data won’t accumulate, so that is our most fundamental competitive strength at this stage.

Participant [Q]: So, growing the customer base is your primary competitive priority.
Natomi [A]: That comes first. The next stage is using Al to automate data processing within the product.

Participant [Q]: In that case, if competitors were to develop similar features and strengthen their sales efforts
as well, what would be the key factor that would allow you to come out on top?
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Natomi [A]: We have a sales network and corporate culture that we have built up over 16 years, and that
serves as our foundation. Even if someone were to try to replicate what we do, | believe it would take
considerable time. It is not something that can be achieved overnight. Our strategy is therefore to capture as
much of the market as possible while competitors are still building up their capabilities.

Participant [Q]: Finally, what will your company look like five years from now? Right now, the focus is primarily
on overall business management, what you might call the management OS, but ultimately, | think the scope
will need to expand to encompass construction DX more broadly, including construction management. Given
the wide range of needs in this space, | believe the key will be how quickly you can address all of these areas.

Could you share your general goals for around five years from now and how you plan to get there?

Utsunomiya [M]: Just to clarify, are you asking about how we are tracking our numbers, or are you asking
about what specific functional areas we plan to cover?

Participant [Q]: | am asking about what your company will look like in five years.

Utsunomiya [A]: As Mr. Natomi mentioned earlier, we are aiming to build a compound Saa$ platform, with
the goal of enabling small and medium-sized construction companies to handle the majority of their business
operations through the CAREECON platform.

As | mentioned, we plan to focus on developing our business management capabilities, but we are also looking
at other areas, such as a sales outsourcing platform and tools to effectively support the marketing efforts of
our construction industry clients.

We are also aiming to develop what we call a skilled worker skills platform, designed to explore how building
new skills can increase the overall added value of the construction industry as a whole. Our goal is to have a
fully equipped platform incorporating all of these elements within the next five years.

Participant [M]: Understood. Thank you.

Participant [Q]: Regarding Saa$S, you mentioned that current technological advances are acting as a tailwind.
From your perspective, President, could you share your current thoughts on both a best-case scenario, where
the evolution of Al acts as a tailwind for your company, and a worst-case scenario, where it would require you
to reassess your current approach?

Natomi [A]: The best-case scenario is the full fusion of Al and SaaS.

For example, users would not need to enter any data manually. Simply taking photos at a construction site
would handle all aspects of construction management, and using OCR to photograph receipts and invoices
would automate the entire business management process. It is a world where SaaS and Al are fully integrated
based on proprietary data, to the point where users do not even feel like they are using a product.

The ideal outcome is a product where users can simply focus on the work at hand, take photos on-site, and
have all administrative tasks and tedious processes handled automatically. That is the best-case scenario, and
it is genuinely what we are aiming for.

The worst-case scenario is that Al is ultimately useless without data, so a situation where the owner of a small
or medium-sized construction company, while out on-site, uses Al to build a product similar to ours would be
the bad scenario.
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Even so, a single company is in a completely different league from our network of 6,000, 10,000, or eventually
100,000 companies, so they would not be able to benefit from network effects or the standardization benefits
of our platform.

Ultimately, whoever holds the data will win. Al cannot do anything without data. Current generative Al has
been built by ingesting all the data available on the internet, so a complete worst-case scenario is not
something we currently foresee. | hope that answers your question.

Participant [Q]: You mentioned that this fiscal year's investment is intended to secure personnel to strengthen
product development. Would shifting to an Al-driven development framework not reduce the need to hire as
many people as before?

Utsunomiya [A]: Regarding our planned development investments for this fiscal year, while Al-driven
development is certainly a key focus, we plan to hire talent for relatively upstream roles, such as those capable
of designing Al systems or planning and designing products. We view this as an essential investment even
within an Al-driven development framework, and we intend to allocate capital to this area accordingly.

On the other hand, we expect that selection will become more stringent for engineers whose primary skill is
coding, and we may scale back our investment in that area in our hiring plans for the fiscal year ahead and
beyond. That is all from me.

Participant [Q]: | believe this was on page 14 of the materials. Since Q2 results exceeded the plan and the
full-year earnings forecast has not been revised, the implied H2 figures would be slightly lower than the
original plan. Looking at the graph on page 14, it appears that Q2 may have pulled forward some performance
from Q3. Is that the case?

Natomi [A]: There was no pull-forward.

Participant [Q]: So, Q3 being lower than Q2 is simply in line with the original plan.

Natomi [A]: That is simply because the budget figures have not been revised.

Utsunomiya [A]: The figures we are presenting here are taken directly from our initial plan. While the growth
drivers | mentioned are sustainable and there is certainly a good chance, we will exceed these projections, for
now we are presenting the original plan figures.

Participant [Q]: Regarding the 28% coverage rate for Watanabe Pipe on page 23, is my understanding correct
that the combined coverage of Watanabe Pipe's locations and your own company's locations will ultimately
total 100%? Regarding the 28% coverage rate for Watanabe Pipe on page 23, is my understanding correct that
the combined coverage of Watanabe Pipe's locations and your own company's locations will ultimately total

100%?

Natomi [A]: No, it means 100% for Watanabe Pipe and 100% for our own company. Currently, our coverage
rate of Watanabe Pipe’s locations is 28%.

Participant [Q]: And you are aiming to bring that to 100%?
Natomi [A]: Yes, we plan to increase it to 100%.

Participant [Q]: Do you have a timeline for reaching 100% coverage of both your own locations and Watanabe
Pipe's locations? By when, specifically?
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Utsunomiya [A]: In order to increase our coverage of Watanabe Pipe's locations, we have a partner sales team
within our company, and we will need to expand that team's headcount. As outlined here, we will be rolling
this out at each branch. By assigning partner sales staff to each branch, we expect our coverage of Watanabe
Pipe's locations to increase significantly.

Natomi [A]: Around three years, | would say.

Participant [Q]: With the expansions planned for the Sendai, Kanazawa, and Osaka areas during the fiscal year
ending October 2027, is it fair to assume that the development of your branch network will essentially be
complete by then?

Natomi [A]: In terms of full branches, yes. That said, we may establish smaller sales offices, for example in
Hokkaido, Nagoya, or Shikoku, as sub-offices under the main branches. However, all of the larger branches
will be covered.

Participant [Q]: So currently, Sendai and Osaka are covering areas such as Hokkaido and Shikoku.

Natomi [A]: That is correct. Sendai covers Hokkaido and Osaka covers Shikoku, but since the distances are
considerable, | think we will need an additional layer of sales offices, even if they do not rise to the level of
full branches.

Participant [Q]: What was the reason you were able to recover in Q2 alone?

Utsunomiya [A]: | mentioned three factors behind our strong results earlier, but the biggest reason was the
strong sales of our flow-based products. In particular, branch sales doubled, supported by steady hiring. The
fact that we were able to successfully acquire new customers was the key factor behind our recovery in Q2.

Participant [Q]: Was the strong performance in new customer acquisition due to the new plan?

Company Representative [A]: The new middle plan is an upsell offering, which has significantly bolstered our
financial results. However, it does not impact new customer acquisition; that growth is driven solely by our
expanded reach through new branch openings.

[END]
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3. Speaker speech is classified based on whether it [Q] asks a question to the Company, [A] provides an
answer from the Company, or [M] neither asks nor answers a question.
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Disclaimer

JPX Market Innovation & Research, Inc. (“JPXI”) reserves the right to edit or modify, at its sole discretion and
at any time, the contents of this document and any related materials, and in such case JPXI shall have no
obligation to provide notification of such edits or modifications to any party. This event transcript is based on
sources JPXI believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this
transcript does not purport to be a complete or error-free statement or summary of the available data.
Accordingly, JPXI does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness
of the information contained in this event transcript. This event transcript is published solely for information
purposes, and is not to be construed as financial or other advice or as an offer to sell or the solicitation of an
offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.

In the public meetings and conference calls upon which JPXI’s event transcripts are based, companies may
make projections or other forward-looking statements regarding a variety of matters. Such forward-looking
statements are based upon current expectations and involve risks and uncertainties. Actual results may differ
materially from those stated in any forward-looking statement based on a number of important factors and
risks, which are more specifically identified in the applicable company’s most recent public securities filings.
Although the companies may indicate and believe that the assumptions underlying the forward-looking
statements are accurate and reasonable, any of the assumptions could prove inaccurate or incorrect and,
therefore, there can be no assurance that the anticipated outcome described in any forward-looking
statements will be realized.

THE INFORMATION CONTAINED IN EVENT TRANSCRIPTS IS A TEXTUAL REPRESENTATION OF THE APPLICABLE
PUBLIC MEETING OR CONFERENCE CALL. ALTHOUGH JPXI ENDEAVORS TO PROVIDE ACCURATE
TRANSCRIPTIONS, THERE MAY BE MATERIAL ERRORS, OMISSIONS, OR INACCURACIES IN THE
TRANSCRIPTIONS. IN NO WAY DOES JPXI OR THE APPLICABLE COMPANY ASSUME ANY RESPONSIBILITY FOR
ANY INVESTMENT OR OTHER DECISIONS MADE BY ANY PARTY BASED UPON ANY EVENT TRANSCRIPT OR
OTHER CONTENT PROVIDED BY JPXI. USERS ARE ADVISED TO REVIEW THE APPLICABLE COMPANY'S PUBLIC
SECURITIES FILINGS BEFORE MAKING ANY INVESTMENT OR OTHER DECISIONS. THIS EVENT TRANSCRIPT IS
PROVIDED ON AN "AS IS" BASIS. JPXI DISCLAIMS ANY AND ALL EXPRESS OR IMPLIED WARRANTIES, INCLUDING,
BUT NOT LIMITED TO, ANY WARRANTIES OF MERCHANTABILITY OR FITNESS FOR A PARTICULAR PURPOSE OR
USE, FREEDOM FROM BUGS, SOFTWARE ERRORS OR DEFECTS, AND ACCURACY, COMPLETENESS, AND NON-
INFRINGEMENT.

None of JPXI’s content (including event transcript content) or any part thereof may be modified, reproduced
or distributed in any form by any means, or stored in a database or retrieval system, without the prior written
permission of JPXI. JPXI’s content may not be used for any unlawful or unauthorized purposes.

The content of this document may be edited or revised by JPXI at any time without notice.

Copyright © 2026 JPX Market Innovation & Research, Inc. (“JPXI”), except where explicitly indicated otherwise.
All rights reserved.
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