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Thank you, Alex. | have been looking forward to seeing you all. Welcome and thank you for joining. We
appreciate you being with us. Let me begin with the three things | want you to take away from today's
presentation. First, we continue to be very excited for the future of Pearson, thanks to megatrends
driving strong secular demand for exactly what Pearson offers and because of Pearson's unique
characteristics and enduring competitive strengths. Second, 2025 was another good year of financial
delivery and significant strategic progress. Third, we will continue to make progress on our strategy in
2026 with a financial profile thatimproves furtheron 2025.

| will outline our business progress before handing over to Sally to provide an overview of our financial
results for 2025 and expectations for 2026. And then we will move to Q&A with Tom, Sharon, Vishaal
and Tony alongside Sally and me. For those of you in person, we have a series of product demos
focussed on our most recent releases that will be available after the main presentation just out there.
Let me now tellyouwhylam confident forthe future of Pearson and why we are positioned to succeed.

Confident for the future - Megatrends

Two factors provide the foundation for our confidence. The first is that megatrends will continue to
drive strong secular demand for exactly what Pearson offers. We have spoken before about the
ongoing demographic shifts and the advance of Al. These megatrends are already driving major
demand for skilling and the validation of skills. How do | know this? Because we have valuable revenue
commitments from nine of the world's leading technology and services companies for exactly these
services. And these trends will continue to reconfigure whole industries, occupations and educational
systems. Enterprises willneed to upskillworkforces at pace to keep up with rapid technology changes,
and institutions will need to provide alternative skilling pathways for vocational and career and
technical education. Pearson, as the world's lifelong learning company, is perfectly positioned to
benefit from this massive wave of human skilling over the next several years.

Confident for the future - Unique characteristics & strengths

Second, we will succeed due to Pearson's unique characteristics and enduring competitive strengths.
| feel the need to elaborate. Over 80% of Pearson's profit comes from assessments and virtual
schools. These businesses are driven by human led services, where complex, interconnected physical
and digital workflows enable large scale delivery and highly regulated markets. Our services must meet
a very high bar for accreditation authorities and regulators, meaning that strength in operational
delivery matters and together our services act as verification infrastructure for companies, industry
associations, states and government agencies. Examples of workflows include physical and biometric
security, supply chain with secure custody of assessments, materials, and incident response.
Statistical proof of maintaining standards alongside capacity management to enable millions of tests
to be taken through our network of 20,000 secure physical facilities.

Evenintoday's Alworld, some countries or customers are not ready for digital at any scale, so there will
continue to be need for print based products for the foreseeable future. That means that about 90%
of Pearson's profit streamis coming from operationally complex, interconnected, hybrid physical and
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digital services alongside print, all demanding uncompromising quality levels and trust. The remaining
approximately 10% of our profits come from primarily digital courseware, for example in Higher Ed.
Here we are deeply integrated in the critical workflows that decision makers use to performtheirroles.
These customerrelationships have been nurtured over many years, built on a foundation of quality, and
that comes with high switching costs.

We love seeing the progress that Al labs and others are making in the tools that can benefit learners.
And as you know, we are embedding much of their progress directly into our offerings. But our
products are notjustlearning content. They're designed to manage a course end to end and are tightly
integrated with the learning, management and student information systems at the university level, as
well as the course curricula and assessments at the individual professorlevel. These characteristics are
very unique and are supported by enduring competitive strengths.

Specifically, our unique, deeply embedded position in the learning ecosystem gives us petabytes of
proprietary data that we use to improve learning experiences and outcomes. We have data from
billions of student engagements and submissions, and hundreds of thousands of instances of
instructor feedback occurring on our platforms every year. And that allows us to build ever more
effective products. Pearson holds leading positions across almost all our businesses. This leadership
provides scale, economics and strong operating leverage at anindividual businesslevel and a breadth
of offerings that is unmatched globally. The diversity makes the business model robust and our trust
underpins all of these strengths. This has been gained through a long track record of operational
excellence in our large-scale services businesses and through our quality IP expertise in how people
learn and how to deliver evidence of learning outcomes with formal education institutions. Trust is
valuable and plays to our unique strengths because the closer you are to the teacher and the learner,
the more trust you need to operate. And trust in verified skills is even more important in an Al era.

Taking a step back, what does this alladd up to? The megatrends of demographics and Al will continue
to be major demand drivers for skilling and the validation of skills, and Pearson as the world's lifelong
learning company is perfectly positioned to benefit. Our unique characteristics of trust, infrastructure
level, quality, operational strength and breadth of services that are embedded deep in the learning
ecosystems alongside our investments in Al driven innovation delivers strong, durable cash flows and
profitability, and our deep and enduring competitive advantages provide us a unique platform for
future growth. You will remember that we set out three priorities in 2025, and | am pleased to say that
we successfully delivered on all of them. Thank you to the focus of our people, on our customers and
on execution.

Delivered on our 2025 priorities

First, we have again delivered a financial performance in line with expectations, with revenue growth
increasing 4%, profit up 6% and strong free cash flow demonstrating the attractiveness of Pearson's
business model. Second, we continue to embed Al basedinnovationacross our products and services,
allowing us to deliver more engaging, personalised learning experiences. Importantly, we are seeing
continued tangible improvements in both learner engagement and outcomes. And third, we are
making great progreSs on enterprise. Our new go to market strategy is delivering results, and we see
clearfinancialmomentum with a growing revenue backlog now totalling hundreds of millions of dollars
of incremental salesto 2030.
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This means the enterprise business is on a journey towards delivering meaningful shareholder value,
underpinning an acceleration in our growth over the medium term. You will remember our strategy
outline why, what and how that we first shared in 2024. And that framework continues to guide us.

Strategy outline

We are motivated by our purpose to help people realise the life they imagine through learning. We will
show a video at the end of our presentation, which is part of a series highlighting the real-life impact
learning has onreal people, playing directly into the unique role of Pearsonin the world.

Next, our what, it remains clear. We are a global leaderin assessments and verification. Thatis our core.
And we are implementing our strategy to drive performance in our core businesses, realising execution
synergies while also investing in the faster growing segments of Early Careers and enterprise skilling.
And finally, our how consists of ourinternal capital allocation process, prioritising innovation to deliver
betterlearning outcomes and embedding a high-performance culture top to bottom.

Let me share some details on our progressin 2025, starting with driving performance in our core
businesses.

Here, our progress in execution focus gives us confidence that each business unit, each business unit
isona clearpath toimproved growth, benefiting from strengthening our sales muscles and developing
our product roadmaps to be ever more competitive.

Performance in the core business

First, assessment and qualification growth increased in 2025 thanks to our team's clear focus on
executing for our customers. Clinical assessment and our qualifications business performed strongly,
benefiting from digital growth and international expansion. Pearson Professional Assessments
secured scope extensions and new awards with enterprises such as Google, ACCA and others that we
have won and will communicate in the year ahead, which will contribute to faster future growth. US
student assessment made progress unlocking adjacent market growth through our partnership with
McGraw Hill, and we expect continued momentum in 2026 with ongoing growth in enterprise,
international markets and new productinnovation.

Second, English Language Learning. Sharon and the team continue to execute strongly with customer
wins in key institutional markets. For example, in Latin America and market share gain in PTE, where we
maintained ourrevenue level even while global market volumes declined by about 15%. We will build on
the momentum and upscaling enterprise talent with English skills and drive further market share gains,
contributing to higher growth in 2026. Next, in Higher Education, we delivered faster growth in 2025
despite the K12 transition and trading conditions in international markets.

We progressed our early career strategy operationalising our direct K12 sales team to take advantage
of the fast-growing career readiness opportunity. Our core US higher education business performed
solidly with continued strength in inclusive access, and at the same time, we see value upside as we
know we can do better, especially in channel execution, to improve inclusive access, growth and
accelerating platform convergence and simplificationin 2026.

Now turning to Enterprise Learning & Skills. Vishaal and the team continued to lay the foundations for
growth, building our global enterprise sales team, securing a series of long term, meaningful strategic
relationships with blue chip names. And | am going to say a bit about a bit more about that in a few
minutes.
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And then finally, Virtual Learning had a standout year. We are now seeing the benefits of the execution
improvements that we told you about this time last year, including our new enrolment portal and
targeted marketing investments to capture strong demand. We have enhanced our Early Careers
offering with new industry partnerships, which are now embedded across the entire school network,
and we are excited about the potential for this business in 2026 and beyond. We are a leader and
gaining share in a market that has strong demand, plus opportunities to add capacity to our school
network, andwe candrive further business unit specificimprovements with execution synergies driving
value to Pearson as awhole.

Execution synergies

We are driving synergies across our business units, supported by Al enabled cost optimisation
opportunities and ongoing process improvements, while enabling faster product innovation. These
synergies are providing additional capacity toinvest in the business, supporting future growth.

In2025, we generated about 200 basis points of margin through cost savings, which of course we are
reinvesting. Expect us to continue to optimise our business, enabling ongoing investment and margin
progression within our P&L envelope. Let me give you a little update on our progress across our key
synergy areas. First, we have consolidated our suppliers and deepened ourrelationships with a smaller
number of key partners to create customer impact, drive efficiencies, and grow our businesses. Our
latest partnership with Salesforce provides all of these benefits. We have deepened our sales
intelligence capabilities at an optimised cost, while supporting Salesforce's own reskilling priorities
with our suite of enterprise products.

Operational systems

Second, we are improving our operational systems, leveraging new Al technologies to provide better
customer service, faster routes to market, and improved data capabilities to support our decision-
making teams. Using our Al content development tools saw content editing time reduced by at least
40%, translation costsreduced by nearly a third and content alignment costs down by a quarter. Our Al
customer services agents handled over 130,000 customer interactions, delivering an approximately
40% reduction in volumes where our agents have been deployed. And we will unlock further value as
we move from these pilot stages to wider internal scale and develop new workflows with agentic
technologies. Through our newly established revenue operations function, we now have a single
standardised sales pipeline across Pearson and a simplified sales incentive framework, improving
forecast visibility and sales disciplines.

Branding approach - From Noise

Now turning to brand. If you went online to look for all the Pearson properties and assets and products,
you would have been met with this kind of brand soup. We are creating a more unified Pearson
presence, allowing for a simplified and intuitive product portfolio, enabling easier selling and
purchasing. Andin my opinion, animproved signal to noise ratio.

Branding approach - To Signal

You will have seen this in the new Pearson branding that we launched last year, as well as through our
product portfolio, forinstance, Pearson Learn and Pearson Career Ready.
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Product innovation

Finally, we are making progress on implementing a modern software development approach. These
Pearson wide set of tools and methods maximise the value of our sector leading product and
technology cash spend, which totalled approximately £1billionlast year, which means we are investing
ininnovation forthe future while building on our core competitive strengths. Through ourefforts, we are
accelerating the rate of innovation across the company, leveraging shared capabilities to embed best
in class Al enabled tools and functionality across the business units, supporting their market position.

..leading to outcomes

As usage of our Al tools scales among end users, we continue to demonstrate clear benefits, including
for educators who are freeing up time to spend on teaching and for students who are actually
improving their learning outcomes. Let's now show the breadth of our Al offering in higher education
and how we are improving student outcomes.

Video: Not all Al is built the same. Pearson's Al is built for learning. When it comes to higher education,
learning is not just about finding the answer. It is about building knowledge, understanding, and loving
thejourney alongthe way. Thatiswhere Pearson's Alcomesin. Itistrusted withreliable Pearson content
atitscore.ltensuresaccuracy, protects privacy and keepslearning ontrack. It’s tailored, purpose-built
for education, it adapts to the student's level, aligns to the curriculum, and is personalised to every
learner. Anditis built into the Pearson tools students and educators already trust.

Theresult, students using Pearson's Al are 24 times more likely to become active readers. Onein three
interactions showed students applying, analysing and evaluating, and one in five went beyond
menmorisation, showing skills essential fordeeperlearning. Pearson's Aldoes notjust support students,
it helps educators to do what they do best. Ourinstructorled design supports teaching, notreplacesit
by reducing admin, scaling personalised support and keeping educators in control. Available now to
millions of learners and educators worldwide. This is not an add on. It is part of the learning experience
because not all Alis built the same. Pearson's Al is built forlearning.

Omar Abbosh: And what this highlightsis notjust the pace at which we are innovating, but how deeply
embedded Alnow s in our capabilities to improve outcomes. Let me shift now to sharing our progress
on our two medium term growth vectors, starting with enterprise skilling.

Medium-term growth vector- Enterprise Skilling

When | speak to CEOs, the message is consistent, Al is shortening the half-life of skills and there is no
positive outcome with Al transformation to be achieved without real investment in human learning.
Therefore, thereisincreased urgency around reskilling, closing productivity gaps and preparing for the
Al driven reconfiguration of jobs. The scale of change is moving enterprises away from traditional
learning and development approaches, with discrete tools that show little or no ROI, and towards
partners who can co-develop learning experiences and connect skills, data and talentintelligenceinto
a unified ecosystem. The strengths of Pearson play into this opportunity, and we are making good
progress unlockingit.

Our newly established go to market approach has led to nine important partnerships that you can see
on the slide. The common thread across each of these logos is that these enterprises matter in the
future of technology that have large workforces with significant reskilling needs, and they share our
conviction about the importance of skills in the Al era, and they chose Pearson because we are the
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world's lifelong learning company. Let me remind you of the scope of these long-term partnerships,
and then go ontotellyou why these deals matter.

First, they commit our partners to being Pearson customers. We have created significant sales
opportunities already, such as the integration of ourlearning products to support Amazon's workforce
development, English language assessments for TCS, certifications at scale for Google through
Pearson Professional Assessments, Credly as a key credentialing partner to Microsoft's new skilling
platform, and sales skilling through a combination of assessments and personalised content for IBM
and Cognizant. And there are clear paths and commitments with each partnerto do more.

Second, Pearson is also a customer of their engineering skills and services, for instance through the
deployment of Al tools for content generation or the use of Azure and Bedrock capabilities in our Al
enabled products.

And third, we are engaging in the joint innovation and go to market activity that unlocks new
opportunities, for instance, through complementary solution models and access to industries or
geographies. Examples of progress here include partnering with HCLTech on a skilling initiative for a
major US retailer and embedding our enterprise product suite, and assessments and learning content
in the Deloitte Academy, which is Deloitte's comprehensive skills transformation offer that they offer
to their clients globally. Microsoft was a key strategic partnership early on, and we have made
significant progress in 2025. We are excited by the innovation alongside them. Very excited. We now
offer personalised, adaptive learning experiences directly in the flow of work. Let's introduce you to
Communications Coach. Please roll the video.

Video: Hi. Hello. Good morning. Morning. Communicating effectively in English is crucial in today's
global workplace, but not every employee feels confident with it. | want to say | assisted the assisted
the meeting yesterday. Sorry, | meant sheet. So the first thing is. That is where Communication Coach
comes in integrated into Microsoft Teams it empowers your organisation to strengthen their English,
speak with confidence and unlock their full potential right within the flow of work. Communication
Coachhelps employees improve their communication skills by analysing theirrecorded meetings.

After each call, it provides personalised feedback through a simple feedback card focussed on three
key areas. It evaluates their professional skills, identifying the soft skills they excelled at and the ones to
develop further. Tailored to the requirements of their specific role, provides actionable feedback on
clarity to help them be easily understood through better pronunciation and grammar. And it supports
their range of expression, encouraging more diverse word choices for persuasive and impactful
communication. From the feedback card, employees can dive into theirlearner dashboard. Here, they
can see their progress using Pearson's Global Scale of English, giving a clear snapshot of where they
started and where they are headed within the industry standard framework for English proficiency.

The three focus areasfromthe feedback card are reshared here, reflecting performance acrossrecent
live calls, making it easy to track progress, spot recurring challenges and celebrate every step forward.
To build skills further, employees can step into role play scenarios with our Digital Language Tutor,
choosing an avatar with its own personality to bring the conversation to life. In these workplace
simulations, they practice both the language and soft skills essential to their role, receiving bite sized
feedback after each session that adds to their overall progress.
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Omar Abbosh: We are just at the start of what we can do with our partners as we combine Pearson's
proprietary content, data and assessment capabilities with their scale, enterprise selling and reach.
Ourenterprise business will contribute meaningful shareholdervalue overthe mediumterm,andwe are
pleased by the progress so far. | know | have a finance audience in the room, so from a financial
perspective, the contracts we signed in 2025 lock in revenues of hundreds of millions of dollars with
existing customers. And they add incremental cumulative revenue commitments to Pearson of
hundreds of millions of dollars through to 2030, with value being realised in A&Q), ELL and ELS.

Now let's turn to our second growth vector, Early Careers.
Medium-term growth vector- Early Careers

In an Al-driven economy, concerns are particularly acute around entry level roles that makes job ready
andvocationally aligned skills more important than ever. We estimate the Early Careers marketis about
a $6 billion opportunityinthe US alone. Itis fragmented with no clear winner, and has beenunderserved
historically, presenting a clear adjacent opportunity for Pearson given our strengths. We had an early
presence through our career offerings within virtual schools and relevant IP in higher education and
careerready certificationsin Certiport.

We are augmenting these areas with significant investment. For example, we improved our channel
access through a direct sales force to deepen and expand our relationships with US school
administrators, and we expanded our capabilities through the acquisition of eDynamic Learning, North
America'slargest provider of digital careerandtechnical education. So by optimising ourmodel across
these areas, we are driving new growth here and are energised by the progress and unlocking this
attractive adjacent market.

I now want to shift gears a little and come back briefly to the topic of power metrics. These are a small
number of metrics of leading indicators that we want to report to you on a go forward basis.

Power metrics

We chose these metrics because they signal clearly the future health of the business. And we want also
Pearson's people to be laser focussed on these as part of their incentives as well. First, our renewals
metric, the renewal rate was strong at 96%, reflecting the competitive strength of our businesses.
While Pearson Professional Assessment continued to drive near-perfect retention, the metric was
impacted by New lJersey in US Student Assessment, although we were successful in another 38
competitive renewalsinthatbusiness. And ourrenewals metric will be supported by our second growth
metric, which shows the average annual new contract value signed across our core large scale
assessment businesses. In 2025, our metric was £33 million, benefiting fromlarge wins such as Google
with Pearson Professional Assessment and our formative assessments contract with McGraw Hill. And

given contracts in this space are long term in nature, you should think of this metric as cumulative over
athree-to-five-yearperiod.

Lastly, we extended our major customer metric to 49 in 2025, reflecting both new customer wins and
expansionwithin existing relationships, demonstrating ourmomentumin enterprise. Asyou cansee,we
have now made a lot of progress in our business while delivering on our commitments, which will
contribute to an even stronger2026.
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An evenstronger 2026

Our unique business model, continued progress against our strategy, plus our strong focus on
execution means that we are guiding to a further improved financial profile in 2026. This builds on our
track record of financial progression and meeting market expectations each year since Covid. | would
love to now hand overto the wonderful Sally to break downin more detail our financial performance for
2025 and the financial outlook for 2026.

Financial Performance
Sally Johnson
Chief Financial Officer, Pearson

Overview

Thanks, Omar, and good morning, everybody. 2025 delivered another year of good financial
performance. Sales grew 4% with a 6% increase in underlying profit and margin expansion from 16.9%
to 17.2% despite currency headwinds. Adjusted EPS increased 4% to 64.5p, reflecting that solid
trading performance and a reduced share count from the share buyback, partially offset by higher
interest costs. Itisworth noting that EPS grew 9% at constant FXrates. Cash performance continuesto
be strong, with free cash flow conversion of 125%, including the state aid recovery, 98% without. This
strong performance, combined with our balance sheet strength supports a 5% increase in the
dividend.

We also recently commenced a further £350 million share buyback, demonstrating proactive capital
allocation to drive incremental shareholder value.

Financial progress provides foundation for ongoing confidence

Before we get into the detail, we have updated the slide we shared last year demonstrating historical
financial progression for 2025 data. We have a track record of consistent progress with underlying
sales, profit, free cash and return on capital growth. This demonstrates the momentum in the business
and underpins our confidence in both our 2026 outlook, which | will come to in a minute, and our
medium-term guidance.

2025 Sales

But first, arecap on our 2025 sales performance, with group underlying growth of 4%. By business unit
assessments and qualifications delivered a solid performance, with growth accelerating in H2,
particularlyin Q4 and all sub business units contributing to that growth of 4%. Virtual Learning delivered
a strong performance, particularly in H2, when sales were up 18%, fall enrolments were up 13%,
supported by enhancements to our enrolment platform, improved retention, the rollout of our career
academies, targeted marketing and strong underlying market growth.

Higher Ed growthimproved as expected versus 2024. Our core US higher ed business delivered a solid
performance with anticipated offsets from K12 and international, both of which are expected to
improve in 2026. English Language Learning continued to grow, driven by institutional, while PTE was
flat year on year, outperforming a challenging market. And Enterprise Learning & Skills grew 6%, with
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anothersolid performance fromVocational Qualifications and momentumin Enterprise Solutions, who
grew 20%in Q4.

2025 Adjusted Operating Profit

Group adjusted operating profit grew 6% on an underlying basis to £614 million. This was driven by
operating leverage from sales growth and continued cost savings, partially offset by investment and
inflation. FX also impacted the headline movement. Adjusted operating profit margin increased to
17.2%. Again by business unit assessments and qualifications margins remained at 23%, with margin
benefits from sales growth offset by investment inflation and currency movements. Virtual Learning
marginsincreased to 16%, driven by operating leverage on strong sales growth.

Higher Ed margins remained flat as sales growth was offset by investment, inflation and currency
movements. English Language Learning margins also remained flat, with cost savings offset by
inflation and currency movements. And Enterprise Learning & Skills margins increased to 10%, driven
by margin on sales growth.

2025 Statutory operating profit

Statutory profit declined 6%, predominantly due to a non-cash one off impairment relating to our
higher ed platforms, partially offset by vacant property provision reversals following sublets in 80
Strand and Hoboken.

As Omar mentioned, in 2026, we plan to accelerate the convergence of our Higher Ed platforms to
streamline and modernise our courseware offering andreduce support costs. Aconsequence of thisis
animpairment of £87 million in some of our assets, which is one off and non-cash in nature. This write-
off now generates amechanical circa £15 million perannum profitimprovementin highered onaverage
over the next sixyears.

Key cash flow movements

Free cash flow increased by 8%, with a conversion of 125% due to the recovery of state aid taxes.
Conversion excluding that state aid recovery was still a strong 98%. Operating cash conversion was
93% with anincrease in working capital in the year given high Q4 sales growth and slightly increased
investment.

Cash & balance sheet

Our balance sheet remains strong, with a leverage at a comfortable 1.3 times at the end of the year,
below our medium-term cap of two times EBITDA, maintaining optionality to make value enhancing
investments and or shareholder returns. Net debt at the end of the year was £1.1 billion a £0.2 billion
year on year increase, with free cash flow more than offset by the share buyback and acquisition of
eDynamic Learning and dividends. Return on capitalincreased 80 basis points to 11.3%, more than 250
basis points ahead of post-tax WACC.

Group financial expectations

Turning to guidance for 2026 and beyond. As we have previously guided, in the medium term, you can
expect mid-single digit CAGR underlying sales growth, sustained margin improvement equalling an
average of 40 basis points per annum, and strong free cash conversion in the region of 90 to 100% on
average across the period. As you have heard from Omar, we have strong confidence in our ability to
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deliverin2026 and therefore we are laying out specific guidance. Ata group level, you can expect mid-
single digit sales growth and adjusted operating profitin the range of 640 to £685 million at FXrates as
atthe end of 2025. The mechanical improvement driven by that 2025 impairment | discussed earlier is
included in this range, and free cash conversion will be 90 to 100%. The effective taxrate will be circa
25% and interest will be circa £80 million following the commencement of our further £350 million
share buyback.

Included within this guidance is new investment to support our strategy and drive growth, including
higherthan average transformation costs which are weighted to H1. Thisinvestmentis more than offset
by the margin on sales growth and operational improvements, which drive the group's margin
expansion, and our1cent equalling £5 million profit guide still stands.

Business unit considerations/Phasing

On a business unit basis, A&Q will grow low to mid-single digit, driven by new contracts, products and
pricing. Virtual Learning will grow even more strongly thanin 2025 given a full year of enrolment growth.
Higher Education willgrow more than 2025, supported by continued product and platforminnovation,
pricing and inclusive access in US core, as well as improvement in the K12 channel. English growth will
be higher than in 2025, with PTE returning to growth, market share gains and pricing, and Enterprise
Learning & Skills growth will be driven by a solid performance in VQ and strategic account growth in
Enterprise Solutions.

Interms of phasing, growthisagain H2 weighted, butnotas markedly asin2025. Atabusinessunitlevel,
A&Q will decline in Q1 given the loss of the New Jersey contract and PDRI headwinds, but will then turn
to growthin subsequent quarters, supported by new business and recently awarded contracts. Virtual
Learning will see strong growth, particularly in H1. English growth will again be Q4 weighted given the
seasonality of the business, and HE and ELS growth is expected to be relatively steady.

Capital allocation

Ourdisciplined capital allocation policy remains the same, witha focus on maintaining a strong balance
sheet, investing both organically and inorganically, paying a progressive and sustainable dividend, and
thenreturning surplus cash to shareholders.

The slide you see now illustrates how consistently we have applied this policy over the past six years.
We continue to invest behind the business with meaningful organic cash investment during the year,
alongside inorganic investment through the $225 million acquisition of eDynamic Learning. Since
2020, we havereturned £1.4 billion to shareholders through share buybacks, with a further £350 million
programme commenced in January, underpinned by anotheryear of strong cash performance in 2025
and our confidence in 2026 and beyond. Going forward, we will continue to apply this disciplined
approach and through our strong cash generation, we will continue to invest behind opportunities to
drive further growth and create long term value for all our stakeholders. And with that, | will hand back
toOmar.
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Conclusion
Omar Abbosh

Chief Executive Officer, Pearson
2026 priorities

Thank you, Sally. Okay, so let me wrap up with a quick look at our 2026 priorities. These are simply an
evolution of what we focussed on in 2025. Firstly, once again, we will deliver on our financial targets.
Second, we will continue to lead in the application of innovative technologies, including Al, across our
products and services. And third, we will deliver against our core business and enterprise power
metrics. As | said at the beginning, there are three takeaways from today.

Key takeaways

First, we continue to be very excited about the future of Pearson because of these megatrends driving
strong secular demand for exactly what Pearson offers, and because of Pearson's unique
characteristics and enduring competitive strengths. Second, we successfully met our goals in 2025,
demonstrating another good year of financial delivery and significant strategic progress thanks to our
rigorous focus on execution. And finally, you can count onus to do even betterin 2026.

Now, let me say a few words about Sally Johnson. | want to congratulate Sally on her fantastic 26-year
careeratPearson, and the wonderful contributions she has made throughout herjourney, and forbeing
a wonderful, fantastic partner. | am also going to be very excited to introduce you to Simon Robson,
previously Group CFO at Sky inthe comingmonths. Now letus play alittle video thatI mentioned earlier.
Before Sally and land the team here, take your questions. We are going to hear from Savannah. Sheis a
real Pearson Connections Academy graduate who outlines in her own words the life she is realising
throughlearning, which plays directly into the unique role of Pearson in the world. Please roll the video.

Video: What would you want the 14-year-old you to know? Hey, Savannah. Do you recognise me? My
dad, he did pass away when | was younger from a brain bleed. Growing up, | knew thatlwantedto goto
NYU so | could figure out a way to help someone else's dad. There was a lot of bullying at my in-person
school. Also, my mom got diagnosed with cancer, so | hated going to school, and | just genuinely
wanted to stop. Hey, Savannah. Do you know who | am? You are me. This soundsjust like me. Thisis too
crazy. So | am the version of you at 14. | am at the point in your life when you had just dropped out of
school and mom was sick at home. | do not really have anyone to talk to aboutit. It was very hard and
lonely. | felt like all of my dreams were just going away.

Itis all so much pressure with mom. The bullying, school, how did you manage it all? Well, luckily, | was
able to find an online school that was very understanding and helpful. | just want a life surrounded by
friends. If | asked you to write me a letter, what would you want the 14-year-old you to know? Dear little
me, hi. Itis you, but taller. And by the way, the bangs were not a phase. [ know right now it feels solonely
and sad. But this period of your life helps you build discipline and independence. And you are going to
needitforwhereyou are going. One day, very soon, you will have everything you have everwantedright
in front of you. Connections Academy changes your life. And where you are going is NYU. Wow, really?
That is awesome. Hearing you say that | finished high school online, that | make it, it makes me feel
hopeful on the days when it feels like | will never belong anywhere. | willremember that | become you. It
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is crazy to think about, you choose a school, and then it completely changes the trajectory of the rest
of yourlife. Now ljust love my life.

Omar Abbosh: Neuroscience at NYU. Pretty cool. Alex. Yes, we are going to go and take questions
from the roomnow. Okay. | think we have got one foryou. Yes.

Q&A

James Tate (Goldman Sachs): Great. Thank you. Good morning, Omar, Sally. It is James Tate from
Goldman Sachs. | got three questions, please. | guess, firstly, please, could you provide a bit more
detail onthe moving parts of A&Q growthin 20267 If you did not have the New Jersey contractloss and
PDRI was say stable, then would it be fair to assume the division would grow more mid to high single
digits so around 6%, rather than the 4% you have broadly guided to? Is that the right way to think about
it? And you have also announced a number of contract wins over the last year with major tech
companies in professional assessments. Does there still remain a strong pipeline for potential new
contracts going forward?

Secondly, onELS, your guidance for2026, | thinkis somewhat vague in terms of you are clearly growing
the number of large blue-chip logos you are working with in enterprise solutions. Should this not lead to
improved revenue growth this yearversus 20257 Or are there some other dynamics offsetting this that
we should be aware of? And thirdly, | guess, Omar, building on your comments about the significant
opportunities from generative Al for Pearson, what are the primary risks that you identify? Forexample,
do you see any risk from evolving student learning behaviours impacting demand for Pearson's
courseware contentin highered? Thank you.

Omar Abbosh: Great. Thank you. This was just a very light collection there, James. Thank you, we
appreciate that. We appreciate that very much. | am sure the other analysts are like, damnit, | wanted
that question. But anyway, it is good. So | think on the A&Q dynamics and what is going on under the
hood, maybe, Sally, like, say a little bit about how you think about the numbers, and particularly James
asking ex PDRI, ex New Jersey, et cetera, and then maybe add a little bit to what you are seeing at the
overalllandscape of how that businessis performing.

Sally Johnson: Yes. So | will make a start and then | will pass over to Art. So low to mid for A&Q in 2026
and you have called out the right pieces. So yes, you can see the impact from New Jersey from a
retention point of view. | have called that out because itimpacts Q1. And | want you to be ahead of Q1.
But then through the rest of the quarters of the year, we have bought new contracts online. You heard
of Omar calling out the number of them. So we have got a new contractin Maryville. We have got anew
contract in other states. We have got a new contract with Google in Pearson Professional
Assessments, and we have got some new contracts that we cannot talk to you about yet because we
have not got the contract signed, but which we have been verbally awarded alongside new products
that we are bringing online, pricing and all those sorts of things as well. So we have got really good
confidence in the key performance for the year. To your point, | have not done the maths on what you
say, but quite clearly without the PDRI piece with the federal funding and without that New Jersey piece,
thenyes, itwould be betterthan low to mid.

Omar Abbosh: Art, do you want to just comment a little bit on how you are thinking about the business
shape overall?
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Art Valentine (President - Assessment & Qualifications): Yes, absolutely. And good to see you,
James. And as Sally said, those two factors are real, particularly in the in the early part of the yearin the
course of New Jersey. But contract performance in the two large contract services businesses
professional assessments and school continues to be very strong. We won a competitive bid for
Maryland. We won a competitive bid for Wyoming. We have renewed close to 40 other competitive
bids. We will see the impact in 2026 of the full year of running the Salesforce and ServiceNow
certification programs within the professional assessment business. Omar announced the extension
of ACCA.Thatis Chartered Accountantsin the UK, forthose not familiar, that starts to show upin 2026.

Inour UK andinternational qualifications business, we are launching the Standards and Testing Agency
primary school testing contractin2026. We came online with thatin 2025, but thisis the first full year of
implementation. We will be delivering primary school examinations in 16,500 schools in the UK, and our
clinical assessment business continues to deliver strong digital innovation into the market. That
business has performed well over the last few years. | encourage you to stay for the product demos
afterwards, and you will see some examples of more innovation that we are bringing to market, and that
gives us confidence and strong performance in that business. So overall, we feel great about A&Q.

Omar Abbosh: Yes, thatis the summary. We feel great about A&Q. On the second question, Sally,lam
going to ask you to say one word about why our growth guidance was slightly thin. And then | am going
to ask Vishaal if he is sitting on his haunches, having signed nine deals and he is not building pipeline for
the future. But overtoyou, Sally.

Sally Johnson: Yes. So really confident in ELS growth, but | think we know right now it is one of the
smallerdivisions. Itisnot going to be forlong because | know how competitive apart fromanything else
Vishaal is. And that just means that a few million pounds can make a couple of percentage points
difference. And therefore, it did not really seem to make sense when we are looking at it quarter by
quarterto be too specific. But the VQ part of the business, we will see solid growth. And | talked about
that enterprise solutions part of the business and that 20% growth in Q4. It is relatively small now. But if
it keeps growing at thatrate, itis not going to be relatively small for very long.

Omar Abbosh: So, Vishaal, you are not going to do any more selling. And like, are we done now with -

Vishaal Gupta (President - Enterprise Learning & Skills): Yes. So just put a little bit more colour to
Sally's comments. So we have two businesses within ELS. VQ, we continue to be seeing a lot of robust
robustness in that business. So part of that business or large part of that business is very UK centric,
where we have the BTEC brand. We are also winning a lot of new contractsin the vocational space. So
that continues to be driving growth. We are also expanding internationally to countries like Uzbekistan,
Pakistan, Jordan and so on. And what is most exciting about that business? We also offer what we call
as apprenticeship services to a bunch of customers. We won a contract we announced last year with
the British Army, which we are executing to now. We have something going on with NHS and more
coming on, coming up in Middle East that we willannounce shortly. So that part of the businessis doing
relatively well.

The other piece, whichlam even more excited about, is Enterprise Solutions, where you saw those nine
partnerships that we have signed. So my team is singularly focussed on execution as we speak. There
are many things thatwe need to putinplace to getall of therevenuein allthe way from putting together
theright product co-innovationroadmaps with these partners to having the right go to market motions
and working with them. And these are very big tech players, as you know, working with them globally
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across all of the regions that they operate in. So a lot to focus on. But in terms of momentum, we are
gettinginto 2026 with much more momentum than we had last year as we gotinto 2025. Thank you.

Omar Abbosh: Thank you, Vishaal. So James, let me say a couple of things about the Al risk point. So
thisone, obviously, we could spend along time talking about it. | think the market looks and says, hey, if
Ihave a digital format product where the productis purely digital, and if the useris the buyer, then what
happens if someone puts out an Al tool that is free? Like, what is that going to do to that market? And |
thinkindeed thatis problematic forsome people. The thingis, Pearson does not do that. The only bit of
Pearson that you could say, like a little bit had a bit of that in it was Mondly. Mondly, we pivoted that a
year ago to be a pure institutional enterprise package like where it is going. That is where all our spend
anddeliveryis going.

Pearson is actually, you get a different outcome from Al. When people are generating Al content at a
rate of knots and there is an amazing amount of slop landing in the internet, when you have deep fakes
happening on the internet and you have false identities on the internet, we are seeing a giant flight to
safety. People want trusted, authoritative sources. They want verified identities. They want validated
skills. Asyouknow, James, todayitis toughforkids graduating ortrying to getajob. They fire off 10,000
CVswithabot,andtheyare screeningresumes atthe otherend by a bot. Youhave gotbotswithinbots.

So the construct of how the resume thing works is not really working. Companies are more and more
saying, show me that you have a validated skill. That is what Pearson does. So actually, like | said, the Al
thing is a giant tailwind for us. And | think whether we like it or not and you all are much cleverer on this
thanlam. But wheninvestors look particularly when it is sort of passive investing happening in bundles
and Pearson's like wrapped up in media or wrapped up in EdTech, and we are not that. So thank you.
Yes. Solthink Laura's next. Next toyou, Susie.

Laura Metayer (Morgan Stanley): Morning. Thank you for the - bonjour. Thank you for the detailed
presentation. Three questions please. First one is on Virtual Learning margin. So it has improved
significantly year on year. | understand it is coming mostly from operating leverage. Is there anything
else that is driving the margin expansion? And is it reasonable to assume that it is going to continue
expanding at the same pace. Second question is on pricing. So you said you are generating a lot of
efficiencies thanks to Al. | am curious to hear how are your conversations with clients? Do they expect
you to pass on some of these savings, oris your pricing power very strong? Which means that you do
nothave to give away any of these cost savings that you are realising. Andif you could comment on how
itis pricing evolving across your businesses, that would be really helpful. And then lastly, on the Higher
Ed business, one of your peers, McGraw Hill, is growing very fast. Why do you think they are growing so
quickly? And do you think you can bridge the gap to their growth rate? Thank you very much. And, Sally,
allthe best forthe next stepinyourcareer.

Sally Johnson: Thank you, Laura.

Omar Abbosh: Thank you, Laura. So on the virtual schools margin, | am going to ask Tom to just say
something there about what is it that you think has driven the success so far? And also, what are you
thinking as how are we thinking about this going forward?

Tom ap Simon (President - Higher Education and Virtual Learning): Yes, sure. So | think from a virtual
schools perspective, last year, we obviously saw great growth driven by helping people like Savannah,
which was lovely to see in that video. | think fundamentally, the margin characteristics of that business
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are great. The one thing you have to bear in mind is when you grow as quickly as we did last year, you
have some teachervacancies because youare strugglingtorecruitteachers. Itis obviously kind of hard
to recruit teachers in Q4 of the year. So | think you should expect to see sort of continued margin
expansion driven by the top line leverage, but just recognise we may need to catch up and think a little
bit differently about teacher hiring, because fundamentally, | think we are seeing a very different
opportunity inthat space, whichwe are excited about, but just need to make sure we transformhow we
manage the business to support the ongoing demand.

Sally Johnson: Andthere was also that extra marketing spend that we putinto drive that growth as well.
Thatis all coveredin that margin movement too.

Omar Abbosh: That was fully absorbed. Yes. Laura, on pricing, | will say like the headline is no. So
Pearson, as you would expect, is constantly investing in getting more efficient and more effective and
more productive. And we will continue to do that. But that does not mean customers run around and
say, hey, you have got to give us some of that savings. And the reasonis very simple, and thisis the point
thatlamtrying to make about the business model that | was talking about with James earlier. Pearsonis
one of two or three companies in the world that can do what we do, because it is very hard to deliver
that level of operational excellence in driving and assessing standards. And so, thatis where our gross
margins come from. And so, the short answer s no.

Now having said that, are we going to be complacent? Of course not. Some of the RevOps things that
| spoke about earlier is actually giving us much more fidelity and visibility into our own selling rates,
pricingrates, discountingrates. And we are getting more control of that, which | think will allow us to get
a bit more value upside. And Tom and the team did some great work in the IA space a little bit in that
spacerecently, andlexpectthat to continue. But the short answeris no, we are not having to negotiate
prices at the moment.

And then on Higher Ed, McGraw Hill, | love you asking that because of course you are pointing to our
upside. There is nothing that they are doing that we cannot do. And Pearson is coming from a place
where perhaps we were not so well organised a few years ago, and under Tom and the team's
leadership, we are in a much better place. That business is growing, and | think we should aspire to
continue to drive performance because McGrawis a great company. We love themand we canlearnas
well. So thank you. So over here and then over here.

Ciaran Donnelly (Citi): Yes, thanks. It is Ciaran Donnelly from Citi.
Omar Abbosh: Hey, Ciaran.

Ciaran Donnelly (Citi): Two on enterprise, and then one more. Just on your comments on the backlogin
enterprise, could youjust give us a sense of what it would have looked like 12 months ago? Just toget a
sense of how it has grown over the year in the context of the enterprise agreements you have signed.
And then | guess just on those partnerships, | am just trying to get an understanding of pricing
framework. Just in the context, | know there is a debate around Al displacement and unemployment
levels. And | guess just in the context of potentially higher unemployment, how that would affect that
business if pricing is based on headcount led metrics. And then just on the medium-term plan and the
average 40 basis point margin improvement per annum, could you give us a sense of what is the
contribution from, | guess, operating leverage and cost efficiencies just around your comments in
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terms of you have reinvested the cost efficiencies you have delivered over the last couple of years?
Thanks.

Omar Abbosh: Yes. So if | go back a year ago, Ciaran, in the enterprise business, and particularly
looking, so I am not talking about vocational qualifications, | am talking about just the small enterprise
solutionsthingthat, as Sally said, smallnumbers canmake a difference. That businesshad already some
partnerships. Other bits of Pearson, like Pearson VUE, for example, would have had relationships with
Microsoftand AWS, forexample. And so, when we looked at that, we were like, okay, how do we ensure
that these customers are long run customers for the business? Thatis part one.

And secondly, how do we ensure meaningful growth upside? And that is what these contracts do. They
lock in hundreds of millions of future revenues of pre-existing contracts and put us in a place where
those companies want to invest in us and innovating to build the next generation of products. And we
added incremental hundreds of millions on top of that, not just with those two, but all the others. And
so, that is a big difference from where we were a year ago. But like | said, the difference spreads out
across ELS and ELL and A&Q, because when we set up the enterprise sales team, you will remember
remembered me saying thisis Pearson had a lot of what the marketin enterprise needed. Itjust did not
sell toit. So we created a single sales team to address that enterprise opportunity and Vishaal's team
bring all of Pearson, and thatis what you are seeingin the outcome there.

In terms of the pricing framework and the unemployment question. | am not going to pretend | have a
crystal ball onlike the future of employment and Alimpact. | do think there is some hysteria coming out
of Silicon Valley because of actually how powerful 5.3 Codexand 4.6 Opus are, et cetera, on things like
software engineering. So the software engineers are being very noisy about it, | think, for a good
reason. And so, that raises a lot of questions. In the past, when you get these sorts of dislocations, you
end up with people needing skills, needing new skills, and that is the demand that we are seeing.

So actually, the tech companies are coming to us for skilling their people, like their sellers on their Al,
and they are coming to us to come skill their customers on their new products. Because in order to
justify the hundreds of billions of CapEx, you need people to use the product. Andin order for themto
use the products, they need to know how to use the products. And that is what we are being asked to
help with. So that is the big drive that we are seeing today. And | think Sally would say in the past when
there were sort of downturns in the economy and so on, Pearson has also had an element of it that is
countercyclical and shows up and helps people in those moments.

Sally Johnson: But on the specific financial question you are asking, though, from a pricing point of
view, itisnot based on headcount with these partnerships. Itis on hard commits and dollars.

Omar Abbosh: Yes. So yes. Excellent point, Sally. So when | say the hundreds of millions, Sally and |
talked about like, how are we going to explain this to the markets, becauseitis abitinvolved because it
is across several years and it is across the different business units. But as Sally said, that is legally
contracted revenue backlog. That is what that is. And then on the last point that you are asking about,
the medium term 40 bps how we are thinking about that vis a vis operating leverage. So, Sally.

Sally Johnson: So | think | have talked before about the kind of the three components, operating
leverage on our mid-single digits sales growth, and then we have talked about tens of millions of
pounds of cost savings. Actually, last year, that was the 200 basis points that Omarreferred to. So that
givesyouanidea of the scale thatwe are talking about. If you do the maths on that,yougettoalotmore
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than 40 basis points, and then we are reinvesting part of that back into the business in order to drive
thatfuture growth. Solthinkfrom a scale perspective,you cantake the 200 basis points. You canapply
the mid-single digits to the top line, and then the balancing figure to get that to 40 basis points is
investment. And you will see that is a significant number because we are driving for future growth. We
are innovating with our partners to bring new products to the market. Anditis really exciting.

Nick Dempsey (Barclays): So first of all, digging back into A&Q in Q1, so you saw 8% organic in Q4. |
think if the whole of the New Jersey loss landed in Q1, that would be something like a six point drag. So
that would still leave you in positive territory. PDRI was already declining in Q4. So were there one-off
benefits helping you in Q4, or is there something else worse in Q1 to get us down to negative? Also
digginginto Laura's questionon higheredalittle bit more, Cengagewas10% upinUS higheredin 2025,
McGraw Hill, teens, both of them say they won share of adoptions. They are also much bigger in
inclusive access and growing fasterininclusive access. So this has been the case fora couple of years
now. So whatis going to make this turn around onyou to catchup whenitis notreally happening so far?
And the third question, can you talk about what kind of enrolment growth for fall 2026 you are baking
into your thinking on higher education?

Omar Abbosh: Yes. Nick, | love seeing you. | am so happy you are here. And | am excited about the day
whenyou do not ask me tons of questions about highered. But anyway, we will getinto that. We will get
into that. Because, Imeanit, like itis 10% of our operating profit with the English part as well. So and the
other 80, 90% is the rest. | just want to remind everyone, but we are going to absolutely answer those
things. So on A&Q), was there anything funny going onin Q4, Sally, that gave us a one-off kickerin A&Q
that we should be talking about?

Sally Johnson: No, of course, we are not a business where you can just go steady, steady, steady,
steady, becauseitis not a volume play. We have got these large long-term contracts, and the revenue
recognition is based on when you are delivering against those contracts. And if your exam falls in one
quarter rather than another, it can mean that things move around. All that is going on in Q1is the New
Jersey contract and then the comp fromPDRlis a tricky comp. In Q2, the comp gets easierfor PDRI and
then we bring these new contracts online. And then we have got the new contracts that we had in Q4
also helping that growth. Sojust simple as that.

Omar Abbosh: Yes. Thankyou.lam going to say a couple of words about my thesis, about the Cengage
thing. AndthenTom, maybe youwill pile onand also talk about enrolment. Solama simple person, Nick.
There is only two things that matter. Like, do you have a good product, and can you sell it? Pearson,
historically, and | am going back years, like perhaps we did not pay enough attention to those two
things well enoughin the higher ed space. That is why on the product side, we are busy converging our
platformsinto asingle moderntech stack, andthat Tony and his team are doing awonderful job on that.

Sothe product|lwould say waslagging, and now itis advancingreally quickly. The feature functionality
is incredibly rich, and professors love our stuff. And some of the underlying tech stack was a bit older
and like we are dealing with that. And so, that is some of what you have heard about. On the sales side,
again, Tom and the team have modernised that, and | actually am very happy with how that performs.
But perhaps we were a bit slow on the uptake oninclusive access. So | think we closed out the year at
something like 44% of ourrevenues are in that space. | think the top, the frontrunneris at 60%. So for
me, itisjust allupside, like we know what to do. But Tom, if you can comment on that and then please a
little bit on the enrolments as well.
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Tom ap Simon (President - Higher Education and Virtual Learning): Yes, sure. So | think the old market
share question is a chestnut we were kind of expecting and it is very simple. We think about adoption
market share, and so we are not particularly focussed on NPI for a couple of reasons. One, it only
measures half the market. So you can miss kind of important things like OER and what is happening
there. Two, it does not really measure what professors are actually doing in an underlying basis in terms
of adoptions. So actually, we are focussed on adoption sharing. Last year, we were up, this year, we
were flat. And we will tell you when we are up and we will tell you when we are down and we will tell you
whenwe are flat. So we are kind of fairly straightforward there.

| think on inclusive access, as Omar touched on, there is more we can do. So we have been very
focussed on being more aggressive with our inclusive access strategy for 2026, and we are looking
forward to seeing how that plays out in the fall. And then | think we have also been fairly candid about
some of the product areas of friction in the past. So when I think | joined, we had 170 different ways to
integrate with an LMS. That is kind of difficult to manage if you are a sales team orif you are a customer
support team. And so, we have simplified that down to less than ten, and we are continuing to push on
things like that. They make a difference to the professor experience, which is why we have had some of
those points of friction and challenge with things like inclusive access. But there hasbeen alot of focus
there. And then on enrolments, | think for the year, we are broadly flat. We are expecting it to be upin
the first half and slightly down in the second half. So if you put all of that together, that is how we get
there. So thatis kind of our thinking there.

Omar Abbosh: Thank you, Tom. And thank you.

Tom ap Simon (President - Higher Education and Virtual Learning): Actually. Sorry, just to add, | think
froma product perspective, whenyou saw the Alin those demos earlier, that Alis out therein our sellers'
hands today and it is winning new business, and it is taking market share. And we are incredibly excited
about our product lineup, because | think that the work that Tony and the team have done has been
fantastic in terms of really putting leading edge Al into our products, and thatis resonating with faculty
and students. And | think what people care most about is that proximity to the faculty and how we are
helping students learn. And you saw some beautiful statistics there about increases in active reading
learning. Andif you're faculty, thatis kind of music to yourears.

Omar Abbosh: Yes. The thing | am just connecting a couple of dots of some of what you are saying is
not long ago, people said, oh, EdTech is going to kill companies like Pearson. And then, and also, OER
is going to kill companies like Pearson. Those things flatline for reasons that are not always extremely
evident. OERis peerreviewed, high-quality content generated by a professorand put out for free, but
it needs to be maintained, aligned to the curriculum, aligned to the assessments. It needs to be
integrated with all of the LMS and SAS, all these things. And so, that is too much for a typical professor
tojust do. So it does not happen. And so, the institutions, particularly in this world of Al where a lot of
nonsense is getting published, they are going back to the trusted authorities and the people that they
believe in and trust. And thatis groups like Pearson. So | think we are in good shape. Anyone else?

Operator: We have got one question on the line. If there is no other questions in the room, if the team
want to openup theline and see it, please.

Omar Abbosh: Sure.

Sally Johnson: Anticipationis killing me. Hey, Steve.
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Operator: On the phone lines to ask a question, please press star followed by one on your telephone
keypad now. First questionis from Steve Lichti of Deutsche Numis. Yourline is open. Please go ahead.

Sally Johnson: Hey, Steve.
Omar Abbosh: Hey, Steve.

Steve Lichti (Deutsche Numis): Hi. Morning.|have gotacouple. Juston A&Q, canyouremindusorscale
the size of the big client pause that you hadin the first half of last year and remind us was thatin the first
quarter or the second quarter? And is that meaningful to sort of the numbers the way that they sort of
flow throughin the quarters? Thatis the first question. Second questionis on enterprise learning. | know
youreferred to it as being small within the mix previously. Can you just give us a rough figure or remind
us within that ELS overallrevenue of 282 what that numberis that would be enterprise learning? Just to
help us scale that. And you commented about the 20% growth in the fourth quarter of last year. Just
how goodisyourline of sightto thatto equate to that 20% through to the current year, i.e. have you got
theline of sight to say 20% looks realistic for20267? Thanks.

Omar Abbosh: Okay. Thank you very much, Steve. Appreciate that. So on A&Q), | think people will
rememberwe had abit of a snafuwith amiddle eastern customeraround payment terms that ended up
causing apause andthenasubsequentre-engagement. So doyouwant tocomment onthe materiality
of thatin the quarter?

Sally Johnson: Yes. So that contract was still running for most of Q1. It was Q2 when it when it paused
anditwentbackonlinein Q3.

Omar Abbosh: Okay. So it willnot have arelevant flow for Q1, Q2.

Sally Johnson: It will not for Q1, it will for Q2 subsequently.

Omar Abbosh: Thank you, thank you. And then on ELS, do we segment out the ES component?
Sally Johnson: No, we do not, butitis kind of 10, 20% would be the way to think about it.

Omar Abbosh: There you go, Steve. You have got a clue there. And then in terms of the 20% growth
rate, we have been careful with guiding because what | am saying, | think what we are saying to you,
Steve, is that the future revenues around ES and the other components where the enterprise deals are
covering, we see the, if you like to say, the annual flow of contracts as previously committed. The exact
amount of revenue that you are going torecognise in a given quarter alittle bit depends on the product
flow that happens. And so, we are not being too direct about that at this point. But so, | think | am very
proud of what Vishaal and the teamhave done, because they basically builtateamthat did not existjust
over a year ago, engaged with these customers and have engaged these deep, multi-year, quite
profound relationships which will benefit them and benefit us. But the exact way it flows quarter to
quarterinterms of revenue growth, we are not probably going to talk about at this point.

Steve Lichti (Deutsche Numis): Great. Thank you very much.
Sally Johnson: Thanks, Steve.
Operator: We have no further questions on the phone line, so lwould like to hand back to the room.

Operator: Yes. We have got one question from Alex at Alpha Value. Can you elaborate on the product
impairment? How many platforms did you have before the convergence,and how wasitrelated to past
acquisitions?
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Omar Abbosh: Okay, Tony, overtoyou.

Tony Prentice (Chief Product Officer): Yes. So it is specifically within the higher ed segment. And we
had four courseware platforms which were converging down to one so that we have better efficiency.
And you can see in the video, the Al study tools that work great across the one platform. And then we
have a high degree of confidence that we then have the right setup moving forward from a product
perspective, as well as the way itis played out in the P&L.

Omar Abbosh: Perfect. Thank you, Tony and Alex. Thanks for the question. Mr. Shore, does that cover
us?

Alex Shore: That coversus.

Omar Abbosh: Okay, well, ladies and gentlemen, thank you. Thank you for being with us and giving us
your time. We appreciate it. We appreciate your interest in Pearson. Do not miss the chance to go
across to the Innovation Studio and see some of these products and play with them and get a sense of
what Pearsonis building. | love the chart that we showed about the rate of innovationincrease aswe are
releasing more and more products eachyear. You can expect that of thiscompany going forward. Over
toyou. Thanks. See you soon.

[END OF TRANSCRIPT]
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	Two factors provide the foundation for our confidence. The first is that megatrends will continue to drive strong secular demand for exactly what Pearson offers. We have spoken before about the ongoing demographic shifts and the advance of AI. These m...
	Confident for the future – Unique characteristics & strengths
	Second, we will succeed due to Pearson's unique characteristics and enduring competitive strengths. I feel the need to elaborate. Over 80% of Pearson's profit comes from assessments and virtual schools. These businesses are driven by human led service...
	Even in today's AI world, some countries or customers are not ready for digital at any scale, so there will continue to be need for print based products for the foreseeable future. That means that about 90% of Pearson's profit stream is coming from op...
	We love seeing the progress that AI labs and others are making in the tools that can benefit learners. And as you know, we are embedding much of their progress directly into our offerings. But our products are not just learning content. They're design...
	Specifically, our unique, deeply embedded position in the learning ecosystem gives us petabytes of proprietary data that we use to improve learning experiences and outcomes. We have data from billions of student engagements and submissions, and hundre...
	Taking a step back, what does this all add up to? The megatrends of demographics and AI will continue to be major demand drivers for skilling and the validation of skills, and Pearson as the world's lifelong learning company is perfectly positioned to...
	Delivered on our 2025 priorities

	First, we have again delivered a financial performance in line with expectations, with revenue growth increasing 4%, profit up 6% and strong free cash flow demonstrating the attractiveness of Pearson's business model. Second, we continue to embed AI b...
	This means the enterprise business is on a journey towards delivering meaningful shareholder value, underpinning an acceleration in our growth over the medium term. You will remember our strategy outline why, what and how that we first shared in 2024....
	Strategy outline
	We are motivated by our purpose to help people realise the life they imagine through learning. We will show a video at the end of our presentation, which is part of a series highlighting the real-life impact learning has on real people, playing direct...
	Next, our what, it remains clear. We are a global leader in assessments and verification. That is our core. And we are implementing our strategy to drive performance in our core businesses, realising execution synergies while also investing in the fas...
	Let me share some details on our progress in 2025, starting with driving performance in our core businesses.

	Here, our progress in execution focus gives us confidence that each business unit, each business unit is on a clear path to improved growth, benefiting from strengthening our sales muscles and developing our product roadmaps to be ever more competitive.
	Performance in the core business
	First, assessment and qualification growth increased in 2025 thanks to our team's clear focus on executing for our customers. Clinical assessment and our qualifications business performed strongly, benefiting from digital growth and international expa...
	Second, English Language Learning. Sharon and the team continue to execute strongly with customer wins in key institutional markets. For example, in Latin America and market share gain in PTE, where we maintained our revenue level even while global ma...
	We progressed our early career strategy operationalising our direct K12 sales team to take advantage of the fast-growing career readiness opportunity. Our core US higher education business performed solidly with continued strength in inclusive access,...
	Now turning to Enterprise Learning & Skills. Vishaal and the team continued to lay the foundations for growth, building our global enterprise sales team, securing a series of long term, meaningful strategic relationships with blue chip names. And I am...
	And then finally, Virtual Learning had a standout year. We are now seeing the benefits of the execution improvements that we told you about this time last year, including our new enrolment portal and targeted marketing investments to capture strong de...
	Execution synergies
	We are driving synergies across our business units, supported by AI enabled cost optimisation opportunities and ongoing process improvements, while enabling faster product innovation. These synergies are providing additional capacity to invest in the ...
	In 2025, we generated about 200 basis points of margin through cost savings, which of course we are reinvesting. Expect us to continue to optimise our business, enabling ongoing investment and margin progression within our P&L envelope. Let me give yo...
	Operational systems

	Second, we are improving our operational systems, leveraging new AI technologies to provide better customer service, faster routes to market, and improved data capabilities to support our decision-making teams. Using our AI content development tools s...
	Branding approach – From Noise
	Now turning to brand. If you went online to look for all the Pearson properties and assets and products, you would have been met with this kind of brand soup. We are creating a more unified Pearson presence, allowing for a simplified and intuitive pro...
	Branding approach – To Signal
	You will have seen this in the new Pearson branding that we launched last year, as well as through our product portfolio, for instance, Pearson Learn and Pearson Career Ready.
	Product innovation
	Finally, we are making progress on implementing a modern software development approach. These Pearson wide set of tools and methods maximise the value of our sector leading product and technology cash spend, which totalled approximately £1 billion las...
	…leading to outcomes
	As usage of our AI tools scales among end users, we continue to demonstrate clear benefits, including for educators who are freeing up time to spend on teaching and for students who are actually improving their learning outcomes. Let's now show the br...
	Video: Not all AI is built the same. Pearson's AI is built for learning. When it comes to higher education, learning is not just about finding the answer. It is about building knowledge, understanding, and loving the journey along the way. That is whe...
	The result, students using Pearson's AI are 24 times more likely to become active readers. One in three interactions showed students applying, analysing and evaluating, and one in five went beyond memorisation, showing skills essential for deeper lear...
	Omar Abbosh: And what this highlights is not just the pace at which we are innovating, but how deeply embedded AI now is in our capabilities to improve outcomes. Let me shift now to sharing our progress on our two medium term growth vectors, starting ...
	Medium-term growth vector- Enterprise Skilling
	When I speak to CEOs, the message is consistent, AI is shortening the half-life of skills and there is no positive outcome with AI transformation to be achieved without real investment in human learning. Therefore, there is increased urgency around re...
	Our newly established go to market approach has led to nine important partnerships that you can see on the slide. The common thread across each of these logos is that these enterprises matter in the future of technology that have large workforces with...
	First, they commit our partners to being Pearson customers. We have created significant sales opportunities already, such as the integration of our learning products to support Amazon's workforce development, English language assessments for TCS, cert...
	Second, Pearson is also a customer of their engineering skills and services, for instance through the deployment of AI tools for content generation or the use of Azure and Bedrock capabilities in our AI enabled products.
	And third, we are engaging in the joint innovation and go to market activity that unlocks new opportunities, for instance, through complementary solution models and access to industries or geographies. Examples of progress here include partnering with...
	Video: Hi. Hello. Good morning. Morning. Communicating effectively in English is crucial in today's global workplace, but not every employee feels confident with it. I want to say I assisted the assisted the meeting yesterday. Sorry, I meant sheet. So...
	After each call, it provides personalised feedback through a simple feedback card focussed on three key areas. It evaluates their professional skills, identifying the soft skills they excelled at and the ones to develop further. Tailored to the requir...
	The three focus areas from the feedback card are reshared here, reflecting performance across recent live calls, making it easy to track progress, spot recurring challenges and celebrate every step forward. To build skills further, employees can step ...
	Omar Abbosh: We are just at the start of what we can do with our partners as we combine Pearson's proprietary content, data and assessment capabilities with their scale, enterprise selling and reach. Our enterprise business will contribute meaningful ...
	Now let's turn to our second growth vector, Early Careers.
	Medium-term growth vector- Early Careers
	In an AI-driven economy, concerns are particularly acute around entry level roles that makes job ready and vocationally aligned skills more important than ever. We estimate the Early Careers market is about a $6 billion opportunity in the US alone. It...
	We are augmenting these areas with significant investment. For example, we improved our channel access through a direct sales force to deepen and expand our relationships with US school administrators, and we expanded our capabilities through the acqu...
	I now want to shift gears a little and come back briefly to the topic of power metrics. These are a small number of metrics of leading indicators that we want to report to you on a go forward basis.
	Power metrics
	We chose these metrics because they signal clearly the future health of the business. And we want also Pearson's people to be laser focussed on these as part of their incentives as well. First, our renewals metric, the renewal rate was strong at 96%, ...
	Lastly, we extended our major customer metric to 49 in 2025, reflecting both new customer wins and expansion within existing relationships, demonstrating our momentum in enterprise. As you can see, we have now made a lot of progress in our business wh...
	An even stronger 2026
	Our unique business model, continued progress against our strategy, plus our strong focus on execution means that we are guiding to a further improved financial profile in 2026. This builds on our track record of financial progression and meeting mark...
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	Overview
	Thanks, Omar, and good morning, everybody. 2025 delivered another year of good financial performance. Sales grew 4% with a 6% increase in underlying profit and margin expansion from 16.9% to 17.2% despite currency headwinds. Adjusted EPS increased 4% ...
	We also recently commenced a further £350 million share buyback, demonstrating proactive capital allocation to drive incremental shareholder value.
	Financial progress provides foundation for ongoing confidence
	Before we get into the detail, we have updated the slide we shared last year demonstrating historical financial progression for 2025 data. We have a track record of consistent progress with underlying sales, profit, free cash and return on capital gro...
	2025 Sales
	But first, a recap on our 2025 sales performance, with group underlying growth of 4%. By business unit assessments and qualifications delivered a solid performance, with growth accelerating in H2, particularly in Q4 and all sub business units contribu...
	Higher Ed growth improved as expected versus 2024. Our core US higher ed business delivered a solid performance with anticipated offsets from K12 and international, both of which are expected to improve in 2026. English Language Learning continued to ...
	Group adjusted operating profit grew 6% on an underlying basis to £614 million. This was driven by operating leverage from sales growth and continued cost savings, partially offset by investment and inflation. FX also impacted the headline movement. A...
	Higher Ed margins remained flat as sales growth was offset by investment, inflation and currency movements. English Language Learning margins also remained flat, with cost savings offset by inflation and currency movements. And Enterprise Learning & S...
	2025 Statutory operating profit
	Statutory profit declined 6%, predominantly due to a non-cash one off impairment relating to our higher ed platforms, partially offset by vacant property provision reversals following sublets in 80 Strand and Hoboken.
	As Omar mentioned, in 2026, we plan to accelerate the convergence of our Higher Ed platforms to streamline and modernise our courseware offering and reduce support costs. A consequence of this is an impairment of £87 million in some of our assets, whi...
	Key cash flow movements
	Free cash flow increased by 8%, with a conversion of 125% due to the recovery of state aid taxes. Conversion excluding that state aid recovery was still a strong 98%. Operating cash conversion was 93% with an increase in working capital in the year gi...
	Cash & balance sheet
	Our balance sheet remains strong, with a leverage at a comfortable 1.3 times at the end of the year, below our medium-term cap of two times EBITDA, maintaining optionality to make value enhancing investments and or shareholder returns. Net debt at the...
	Group financial expectations
	Turning to guidance for 2026 and beyond. As we have previously guided, in the medium term, you can expect mid-single digit CAGR underlying sales growth, sustained margin improvement equalling an average of 40 basis points per annum, and strong free ca...
	Included within this guidance is new investment to support our strategy and drive growth, including higher than average transformation costs which are weighted to H1. This investment is more than offset by the margin on sales growth and operational im...
	Business unit considerations/Phasing
	On a business unit basis, A&Q will grow low to mid-single digit, driven by new contracts, products and pricing. Virtual Learning will grow even more strongly than in 2025 given a full year of enrolment growth. Higher Education will grow more than 2025...
	In terms of phasing, growth is again H2 weighted, but not as markedly as in 2025. At a business unit level, A&Q will decline in Q1 given the loss of the New Jersey contract and PDRI headwinds, but will then turn to growth in subsequent quarters, suppo...
	Capital allocation
	Our disciplined capital allocation policy remains the same, with a focus on maintaining a strong balance sheet, investing both organically and inorganically, paying a progressive and sustainable dividend, and then returning surplus cash to shareholders.
	The slide you see now illustrates how consistently we have applied this policy over the past six years. We continue to invest behind the business with meaningful organic cash investment during the year, alongside inorganic investment through the $225 ...
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