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Summit’s 3Q-F21 results were a bit of a mixed bag, largely because of some issues we will cover, but we 

thought the discussion from the conference call included some interesting comments as did some press that 

came out around the conference call.  We will briefly address each of these.  

The Company reported revenues of $1.8 million versus our estimate of $4.6 million.  Much of the conference 

call was devoted to the now all-too-familiar supply chain crunch, and its impact on WISA’s customers and 

by extension, WISA’s results. With respect to the revenue miss, CEO Brett Moyer noted the following on the 

call: “So let's be clear. We -- if there would (not) have been part shortages, our revenue numbers would have 

been, I think, significantly different”. In our discussions with the Company, we think “that significantly 

different” revenue number would have largely translated to our estimate. Keep in mind, we have always 

assumed a considerable amount of seasonality in the business, with the 3rd quarter (September) typically being 

the best quarter as manufacturers and in turn retailers gear up for the holidays. Obviously, for companies like 

Summit the supply chain problems raging in the midst of Q3 was particularly problematic.  

More specifically, they raised another issue in the context of the supply chain problems that we thought was 

interesting, and frankly, was something we have largely missed over the 3+ years we have covered the stock. 

They noted … “We have brands that are strong internationally (but) have not launched in the U.S. because 

(they) can't get the pipeline inventory to launch”.  The fact that they have brands that were unable to launch 

WiSA enabled offerings in the U.S. because of supply chain issues is disappointing.  However, it is 

encouraging to know that absent the supply chain issues that (presumably) will improve at some point, some 

number of additional WiSA products would likely have hit the U.S. markets, which brings us back to our 

notion that they would likely have been in the ballpark with our estimates.  

In addition to the above, the Company also touched on another item that caught our attention. Historically, 

the Company has actively participated directly in the annual Consumer Electronics Show (“CES”) held each 

January (Covid notwithstanding) in Las Vegas. However, on the call they indicated that this year they would 

not be participating “officially” in the show, but instead would be hosting suites around the event.  They sited 

a handful of reasons for that decision, some of which were logistic in nature, but we think the overriding 

decision had more to do with something they also noted: “it's smarter for us to continue to drive the expansion 

of the WiSA category through the wave versus spending a lot of money on being inside the CES trade show. 

We will have a next-generation demo in those suites for NDA only visitors”.   

We think their CES decision fits with an emerging theme that we have tried to illuminate in the past few 

updates. As we have discussed, the Company has implemented several initiatives that in effect amount to 

proactively taking control of their own destiny.  That is, they tried the approach of assuming their (established 

and recognizable) customers would drive awareness of WiSA through the promotion and sales of their own 

“WiSA Ready” brands. That did not work well.  Moreover, while the “build it and they will come” approach 

of showcasing WiSA at CES helped them garner accolades and awards, that did not translate into substantial 

sales either.  Recognize, the development of their SoundSend transmitter, their WisaWave marketing 

platform, the Company’s U.S. distribution arrangement with Platin, and in part their NextGen endeavors 

represent their pivot towards that proactive approach, and we believe they are collectively showing signs of 

gathering momentum, which brings us to our next point.  

Around the earnings call, the Company’s WiSA Ready Platin line got two significant pieces of ink that we 

think underscore both our longstanding view the WiSA will become a standard in the delivery of high-quality 

multichannel audio and our just reiterated and more recent view that their initiatives around that goal are 

attracting attention:    
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In addition to the industry uptake, the Company provided some additional information on the reach of their 

WisaWave marketing and consumer awareness efforts. That initiative continues to generate increasing traffic 

across their social media platform(s).  We submit, as we alluded to above regarding the prior CES accolades, 
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while increasing industry and consumer awareness of the WiSA standard and its wireless attributes is clearly 

a pre-cursor to its ultimate sales success, the desired follow-on to greater awareness is the translation of that 

into sales. Put another way, what we would really like to know is how does the increase in web traffic translate 

into revenue which is the sort of “cost of acquisition” metric that most social media advertising approaches 

seek to identify. While again, we 

submit they may not have their arms 

around that as well as they would like 

(or at least if they do, they have not 

shared it just yet) the data appear to be 

trending on the right correlative path, 

and frankly, their comments regarding 

committing resources to this approach 

(as opposed to CES for instance) is in 

our view telling in that regard.   

 

And finally, one last graphic 

from their presentation that most 

who follow the stock have seen 

before at least in some iteration 

or have at least heard articulated 

as the basis for why WISA could 

become markedly successful.  

To translate, consumers 

(through WiSA ready products 

in the market today) can buy an 

immersive sound high-fidelity 

audio system for comparative 

pricing to what they can 

purchase many soundbars for, 

which makes us believe, they have a great opportunity to capture what is a small fraction of the soundbar 

market. However, we also submit, this graphic is a bit overstated in the sense that there are a large portion of 

the 41.8 million soundbars referenced that are likely sub $200 products that WiSA ready systems ostensibly 

do not compete with. So, from that perspective, the question is “what portion of this market do WiSA Ready 

products really compete for”?   We do not know the answer to that, but we are going to take a different 

approach anyway.  

Having considered the above, we think a better way to look at the TAM for WiSA Ready Gen I products is 

through the lens of the television market, and perhaps even more specifically the high-end television market.  

Here are some industry metrics in that regard: 

According to industry data Samsung to lead premium TV sales globally in 2021, says Report | Business Standard News (business-

standard.com):  

• Global TV shipments are projected to reach 223.09 million units in 2021 

https://www.business-standard.com/article/technology/samsung-to-lead-premium-tv-sales-globally-in-2021-says-report-121032300201_1.html
https://www.business-standard.com/article/technology/samsung-to-lead-premium-tv-sales-globally-in-2021-says-report-121032300201_1.html
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• New figures from Strategy Analytics note, Smart TV sales increased by 7.4% in 2020 to reach 186 

million units and account for 79% of all TVs sold. 

• Other figures from Strategy Analytics also note that smart TV ownership will reach 1.1 billion homes 

– 51% of all households – by 2026. 

• The sales of QLED TVs, anchored by the world's largest TV maker Samsung, is likely to surpass 12 

million units this year (2021), up 26 per cent from a year ago. 

• Global OLED TV sales, led by LG, are expected to reach 5.6 million units in 2021, up 200,000 units 

from its previous estimate. It is also a 60 percent increase from last year's shipments of 3.54 million 

units. 

 

As indicated, industry estimates suggest the collective sale of 17.6 million OLED and QLED televisions in 

2021. While we believe WiSA technology is applicable to much of the smart TV market in general, we think 

the premium television market (of which OLED and QLED are a part), provides a particularly applicable 

addressable market and we believe that for a simple reason. We think people who are willing to spend $2,000+ 

for a television, are likely to spend some amount of additional money to enhance the audio experience from 

that expensive television. Granted that will not be the case with all premium TV’s, for instance many of those 

will end up in bars or restaurants. Further, while some of those premium TV purchasers may already have 

premium audio installed while others will certainly choose soundbars, we continue to believe that if 

informed/aware of the quality and functionality of WiSA, a good portion of those addressable consumers will 

choose a WiSA Ready system, and that number is significant enough to drive adoption that we believe will 

support our valuation assessments. That leads us to another point that we think is worth considering from an 

investment perspective.  

         

Again, referencing the soundbar graphic above as well as some of the television market metrics we have 

provided in terms of the addressable market, we know the potential for WISA here is considerable. We know 

they have a viable offering in that regard because their technology has been adopted by some of the largest 

television manufactures (LG and Hisense for instance) and has been designed into the products of some of 

the more recognized premium audio brands, in the world. However, while we believe the Company is 

aggressively/proactively trying to drive awareness, which we think is bearing positive results, adoption 

remains the allusive part of this story. That is the “elephant in the room”.  

The above noted, we will close with a different valuation perspective than we have posited in the past.  The 

awareness/adoption/sell-through of WiSA enabled technology has been much slower than many of us 

anticipated, and that has had a considerably negative impact on the dilution and associated valuation of the 

Company, which given the time value of money, is probably appropriate.  That said, unlike at some points 

since our initiation, WISA has the working capital onboard to both market the technology and fund the 

associated burn for the foreseeable future, which we assume should minimize additional dilution. In terms of 

determining and then discounting anticipated future cash flows, if our math is reasonably accurate, if we 

believe (which we do) that WISA can ultimately capture the $100+ million portion of the soundbar market 

identified in their graphic above, which again would represent a relatively small portion of the market, then 

we stand by our valuation target/assessments, even if that $100 million threshold is 4 or 5 years out and they 

have to continue to support a burn with their existing cash until they get there (albeit at a decreasing rate).   

Given that here are a few other items to consider.  

Historically, consumer adoption of many successful consumer electronics technologies and products have 

similar trajectories. That is, they start relatively slowly and then at some point catch fire and growth becomes 



  
  

6  

  

exponential.  That notion by the way is not overly intuitive, and there are countless examples of that trajectory 

that have been demonstrated over time across a wide variety of consumer electronics products:   

  

https://www.c3wireless.com/wireless-industry-show-news.php?id=66 

  

        https://www.grandviewresearch.com/industry-analysis/4k-tv-market                                 https://backlinko.com/netflix-users 

Succinctly, we cannot be sure that WiSA will ever become a “successful” consumer electronics technology 

but if it does, that success will almost certainly not be linear.    

Lastly, historically we have tried to model WISA’s opportunity in terms of individual (“Gen I”) module sales 

to speaker manufactures, and that model is driven by assumptions around adding manufacturers, adding 

projects (or sku’s as we have typically described them) within those manufacturers, the sell through of those 

products to consumers (which we term “adoption”), and the resulting reorder of modules by manufacturers. 

That approach remains, germane and again our view is that the Company has engaged several initiatives to 

help drive the third leg of that process. However, recognize that there are other elements to the opportunity 

that are beginning to emerge, and they have to potential to markedly additive. Specifically, we think the 

Company’s Platin distribution leg could prove more contributive than some might expect, and the Gen II 

rollout could be transformative.  We think visibility on each of those fronts will improve as we move into and 

through 2022.   

Our view that Summit will ultimately shine remains intact.  Given the compression in the stock, we are 

inclined to raise our allocation and we will likely do that if the stock continues to experience pressure. For 

now, we reiterate our allocation and our price target and will revisit each as new information dictates.            

https://www.c3wireless.com/wireless-industry-show-news.php?id=66
https://www.grandviewresearch.com/industry-analysis/4k-tv-market
https://backlinko.com/netflix-users
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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 (more like a 

typical “Hold” rating).  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.   

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.   


