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We provided an extensive update of WISA about 4 months ago and part of that update included our own 

admission that the adoption of the WiSA Ready technology has been slower than we anticipated.  Moreover, 

because of that pace, the Company has experienced marked dilution which has negatively impacted the 

share price since our initiation.  That said, we continue to believe that the Company’s technology will gain 

momentum and adoption and will carve out a meaningful share of the (applicable) consumer audio market. 

The Company recently presented at our Rocky Mountain Microcap Conference VI, and we thought the 

presentation included some telling graphics.  Here are a few of those illustrations as well as some of our 

associated color.   

 

 

 

Recognize, both the illustration above, and that which immediately follows are aimed at a notion we have 

covered extensively in the prior research.  Initially, the early adopters of the WiSA technology were largely 

high-end audio manufacturers, which included Bang & Olufsen, Harmon and Klipsch.  That made sense 

from a variety of perspectives.  First, recall that the cost of adding WiSA receivers to a system is between 

$9 and $10 per speaker. So, for a 5.1 system the added cost is between $50 and $60 to the manufacturer. 

Obviously, adding that WiSA functionality to a $25,000 system (or even a $5,000 system) is a much easier 

decision than adding it to a $700 system.  Moreover, we think WiSA represented a significant differentiator 

for those high-end brands for what amounted to a small overall added cost. That said, we would qualify 

that statement by adding that while the addition of WiSA technology represented a relatively small cost 

increase, these brands depend on their high-quality performance/moniker in part to justify their price points. 

To translate, while the adoption of WiSA technology by these brands was perhaps minimized by the low 

relative cost of adding it, these brands were clearly not going to add technology that minimized their quality. 

In retrospect, that was a bit of the “good news and the bad news” about their early adopters. That is, those 
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early adopters were likely never going to sell large numbers of units, however, their adoption certainly 

spoke to the quality of the technology.  We saw that play out in CES awards as well, which certainly helped 

validate our notions regarding the quality of the technology.  On the other hand, CES awards do not always 

translate into significant sales. Again, in retrospect, we probably let our enthusiasm for the quality of their 

early adopters allow us to get ahead of ourselves in terms of how that might translate into sales, although 

we are still perplexed by the lack of marketing effort these brands apparently afforded their WiSA Ready 

SKU’s. Regardless, we are now seeing adoption accelerate into systems with lower price points, which 

brings us to our next illustration.  

 

 

 

 

 

Extending the thought from above, as we said, the adoption by high end brands has in our view provided 

validation for the technology, and admittedly, we thought those brands alone would provide more 

meaningful sales than they have, however, we have also noted along the way that in order for Summit to 

capture a meaningful piece of the business, they would have to gain traction among manufacturers 

appealing to larger (lower price point) segments of the market.  Recall, our thesis has always been that 

Summit could arrest some portion of the soundbar market with its high-quality, wireless and immersive 

advantages. However, we have also noted that cutting into that market would likely require price points at 

or near those of the alternatives: premium soundbars.  As the illustration above notes, Enclave and Platin 

Monaco represent Summits first break into that end of the market and we think that posture is beginning to 

show up in sales.  Again, we think SKU’s in the sub $1,000 (and ultimately perhaps close to $500) price 

point(s), will provide formidable competition for traditional premium soundbar players with products that 
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offer clear (immersive) advantages over those products.  To put that into perspective, consider the 

illustration below from Statista regarding the size of the soundbar market in the U.S. alone:             

 

https://www.statista.com/statistics/948733/united-states-sound-bar-unit-shipments/#:~:text=Unit%20shipments%20for%20sound%20bars%20are%20expected%20to%20continue%20rising,to%208.55%20million%20by%202020.  

 

Statista suggests that the current domestic soundbar market is 8.5 million units. We submit, that is a rather 

open-ended statistics given that the figure encompasses all soundbars, and today soundbars can range from 

under $100 to several hundred dollars as illustrated above. Obviously, price point plays a role in these 

numbers, which gets us back to the importance of WiSA ready adopters in the sub-$1000 price range(s). 

Succinctly, our thesis is that as consumers become more aware of the advantages of WiSA vis-a-vis 

soundbars, the greater the chance some will choose the WiSA route.  On the other hand, we suspect that a 

significant portion of the soundbar market resided on the “value” end of the spectrum, which is another way 

of saying price matters, again driving home our point about why an expanding number of lower priced 

WiSA Sku’s should help drive Summit revenues.  

Additionally, we think the Company’s new SoundSend transmitter will almost certainly expand the market 

of WiSA consumers. While the WiSA Association is all about standards and interoperability, that has not 

been the case in the aggregate. For instance, prior to the development of the SoundSend other WiSA 

transmitters like the Axiim Link, still required a WiSA Ready device (Xbox One and Xbox Series X|S, 

Windows 10 PC, Apple Mac, 2019-2021 LG OLED and NanoCell TVs).  That might work fine for those 

who own or have just purchased one of those devices (admittedly millions of units), but it was problematic 

for those who might want to experience WiSA with an existing television for instance.  Succinctly, 

SoundSend will now make any Smart television with an HDMI ARC port “WiSA Ready”. The Company 

believes there are “probably 800 million to 1 billion of those installed now”. In many ways, we think 

https://www.statista.com/statistics/948733/united-states-sound-bar-unit-shipments/#:~:text=Unit%20shipments%20for%20sound%20bars%20are%20expected%20to%20continue%20rising,to%208.55%20million%20by%202020
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SoundSend has been a missing link in the adoption equation, especially when it comes to the value end of 

the equation.  We think this changes the game.                    

We remain a bit perplexed by what seems like a lackluster effort by early WiSA adopters to spread the 

word about WiSA functionality.  When we consider the traction of companies like Sonos as well as the 

growth of soundbars in general, it would seem to us that companies in the speaker and/or home theater 

business would be looking for ways to compete with these elements and WiSA seems like a good answer 

to that.  Regardless, as we have lamented along the way, they have been less proactive than we anticipated 

and its odd to us that some of them appear content to let others eat their lunch. As a result, Summit has 

taken some of that consumer awareness marketing into their own hands with a program they Call WiSA 

Wave.  The campaign essentially involves driving WiSA awareness in conjunction with its existing speaker 

manufacturer customers. Those results have been constructive through 2020: 

 

 

 

To summarize, over the past year, Summit has done well adding both speaker and television brands. 

Additionally, the breadth of the brands and the products they sell are beginning to find their way down the 

pricing ladder, which we believe is clearly broadening the Company’s TAM.   Moreover, as the illustration 

above suggests, their new WiSA Wave initiative appears to be driving consumer awareness as well, which 

is paramount to the sell through of WiSA Ready systems. Further, we think SoundSend makes the 

technology far more ubiquitous and frankly simpler and easier to adopt in terms of existing platforms 

consumers may already own. In short, we think SoundSend removes some of the barriers/objections that 

may have impeded consumer adoption.   

    

The above noted, Q3 results along with Q4 guidance suggests selling momentum at least from a YoY 

perspective. That said, they remain well below the expectations we have had in the past and while some of 

that is clearly related to Covid, some of it is also a matter of the slower adoption we have lamented along 



  
  

6  

  

the way.  To those points, we do not know how to handicap the ongoing pandemic and regardless, visibility 

regarding adoption and resulting revenue remains poor. On the other hand, we think the stars are finally 

beginning to align at Summit and provided the pandemic does not continue to dominate the landscape we 

still see 2021 as a breakout year for the Company.  We will revisit our targets and perhaps our allocation 

following 4Q numbers.             

 

 

 

Projected Operating Model  
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General Disclaimer:   

Trickle Research LLC produces and publishes independent research, due diligence and analysis for the benefit of its 

subscriber base. Our publications are for information purposes only. Readers should review all available information on 

any company mentioned in our reports or updates, including, but not limited to, the company’s annual report, quarterly 

report, press releases, as well as other regulatory filings. Trickle Research is not registered as a securities broker-dealer or 

an investment advisor either with the U.S. Securities and Exchange Commission or with any state securities regulatory 

authority. Readers should consult with their own independent tax, business and financial advisors with respect to any 

reported company. Trickle Research and/or its officers, investors and employees, and/or members of their families may 

have long/short positions in the securities mentioned in our research and analysis and may make purchases and/or sales for 

their own account of those securities.  David Lavigne does not hold a position in Summit Wireless.  

Trickle Research co-sponsors two microcap conferences each year. Trickle Research encourages its coverage companies 

to present at those conferences and Trickle charges them a fee to do so. Companies are under no obligation to present at 

these conferences.   

Summit Wireless has paid fees to present at investor conferences that Trickle Research co-sponsors.         

Reproduction of any portion of Trickle Research’s reports, updates or other publications without written permission of 

Trickle Research is prohibited.    

All rights reserved.    

Rating System Overview:  

  
There are no letters in the rating system (Buy, Sell Hold), only numbers. The numbers range from 1 to 10, with 1 

representing 1  
“investment unit” (for my performance purposes, 1 "investment unit" equals $250) and 10 representing 10 investment units 

or $2,500.  Obviously, a rating of 10 would suggest that I favor the stock (at respective/current levels) more than a stock 

with a rating of 1.  As a guideline, here is a suggestion on how to use the allocation system.  

Our belief at Trickle is that the best way to participate in the micro-cap/small cap space is by employing a diversified 

strategy.  In simple terms, that means you are generally best off owning a number of issues rather than just two or three.  

To that point, our goal is to have at least 20 companies under coverage at any point in time, so let’s use that as a guideline.  

Hypothetically, if you think you would like to commit $25,000 to buying micro-cap stocks, that would assume an 

investment of $1000 per stock (using the diversification approach we just mentioned, and the 20-stock coverage list we 

suggested and leaving some room to add to positions around allocation upgrades. We generally start initial coverage stocks 

with an allocation of 4.  Thus, at $1000 invested per stock and a typical starting allocation of 4, your “investment unit” 

would be the same $250 we used in the example above.   Thus, if we initiate a stock at a 4, you might consider putting 

$1000 into the position ($250 * 4).  If we later raise the allocation to 6, you might consider adding two additional units or 

$500 to the position.  If we then reduce the allocation from 6 to 4 you might consider selling whatever number of shares 

you purchased with 2 of the original 4 investment units.   Again, this is just a suggestion as to how you might be able to use 

the allocation system to manage your portfolio.   

For those attached to more traditional rating systems (Buy, Sell, Hold) we would submit the following guidelines.  

A Trickle rating of 1 thru 3 would best correspond to a "Speculative Buy" although we would caution that a rating 

in that range should not assume that the stock is necessarily riskier than a stock with a higher rating.  It may carry 

a lower rating because the stock is trading closer to a price target we are unwilling to raise at that point.  This by 

the way applies to all of our ratings.   

A Trickle rating of 4 thru 6 might best (although not perfectly) correspond to a standard "Buy" rating.   
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A Trickle rating of 7 thru 10 would best correspond to a “Strong Buy" however, ratings at the higher end of that 

range would indicate something that we deem as quite extraordinary..... an "Extreme Buy" if you will.  You will not 

see a lot of these.   


