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Virtuix (NASDAQ: VTIX), a pioneer in Omni-directional VR 

treadmills, offers leveraged exposure to the convergence of 

gaming, connected fitness, and XR-enabled training. 

Initiating with a Buy rating and $10.90 target, implying material 

upside from current levels. Omni One, its ―Peloton for gamers‖ 

system, is beginning to scale, with attractive unit economics, 

growing software attach, and substantial unused factory capacity 

that can drive operating leverage. A differentiated IP portfolio, 

U.S. footprint, and Virtual Terrain Walk (VTW) provide dual-use 

optionality into higher-margin defense and enterprise simulation 

markets. While early-stage and volatile, we see a favorable 

risk-reward skew for investors seeking asymmetric participation in 

the next leg of XR adoption. 

   

 
 

 

FYE Sept FY 2025A FY 2026E FY 2027E 

EPS ($) ACTUAL CURRENT PREVIOUS CURRENT PREVIOUS 

Q1 Jun  $(0.08)A  $(0.25)E  
Q2 Sept  $(0.06)A  $(0.15)E  
Q3 Dec  $(0.09)A  $(0.09)E  
Q4 Mar  $(0.42)E  $(0.09)E  
Year* $(0.50)A** $(0.87)E  $(0.57)E  

P/E Ratio NA NA  NA  
Change -3.4% -54.2%  40.4%%  

 

FYE Dec FY 2025A FY 2026E FY 2027E 
Revenue ($ in 
000.) 

ACTUAL CURRENT PREVIOUS CURRENT PREVIOUS 

Q1 Jun  $1,032A - $669E  
Q2 Sept  $985A - $1,008E  
Q3 Dec  $964A  $2,069E  
Q4 Mar  $950E  $1,315E  
Year* $3,590A $3,931E  $5,063E  

Change 49% 9.5%  28.8%  
 

* Numbers may not add due to rounding and changes in diluted shares outstanding. 
** Pro forma EPS reflects reclassification of all outstanding capital stock into common shares; 
actual FY25 GAAP net loss per share was $1.78 

 
 

  

Investment Thesis 

 VTIX provides a rare pure-play on active XR: rather than selling another headset, 

Virtuix monetizes the locomotion layer that turns VR into a whole-body experience for 

gaming, fitness, and training, with Omni One already proving demand beyond core 

VR enthusiasts. 

 Compelling early economics (premium ASP, improving ~30–40% hardware margins, 

strong software attach, and factory capacity sized for ~$100M of revenue) combine 

with a defensible IP stack and U.S. positioning to create real operating leverage if 

management scales Omni One efficiently. 

 Multiple near-term catalysts against a small base. Omni One’s ramp, Meta/Quest 

integration, European rollout, and VTW/enterprise pilots provide several ways to win 

over the next 3–5 years, with today’s <$5M revenue base amplifying the impact of 

execution—while funding needs, dilution, and hardware execution risk remain the key 

constraints an investor must underwrite. 

 We initiate with a Buy rating and $10.90 target: at a sizable discount to our blended 

intrinsic value, VTIX offers asymmetric upside tied to Omni One’s ramp and even 

52-Week Range $4.79 – $92.74 Total Debt $5.3million 
Shares Outstanding 30.9 million Debt/Equity NM 
Insider/Institutional 38%/NA ROE (LTM) NM 
Public Float 6.1 million Book Value/Share NM 
Market Capitalization $211 Million Daily Volume (90-day) 294K 
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March 31, 2026 
 
Price (as of close Mar 30th, 2026) 

$6.83 
 
Rating 

Buy 
 
12- Month Target Price 

$10.90 
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Company Description 

 
Virtuix Holdings Inc. develops and 
manufactures omni-directional 
treadmills that enable full-body 
movement inside virtual 
environments for gaming, fitness, 
enterprise training, and defense 
simulation. Its flagship Omni One 
system combines a compact 
treadmill with an integrated VR 
headset and proprietary software 
platform, allowing users to walk, 
run, crouch, and jump in 360 
degrees while accessing a curated 
library of VR titles and online 
multiplayer services. Virtuix also 
offers Omni One Enterprise for 
professional applications and 
Virtual Terrain Walk (VTW), a 
multi-user mission-planning 
solution that fuses geo-specific 3D 
terrain with immersive locomotion 
for defense customers. With 25 
issued patents, vertically integrated 
manufacturing capacity and 
growing recurring revenues from 
subscriptions and content, Virtuix 
aims to be a key enabler of active 
XR experiences across consumer, 
enterprise, and defense markets. 
The Company is headquartered in 
Austin, Texas, USA. 
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modest VTW penetration, balanced by execution and capital-access risks typical of 

early-stage hardware platforms. 

 

Primary Risks 
 

 Revenue is increasingly concentrated in Omni One, so weaker demand for consumer VR, slower order growth, or mis 
execution in marketing, logistics, or customer support could materially pressure sales and delay the scaling needed 
for profitability. 

 The VTW defense opportunity is early-stage and long-dated; if procurement cycles extend or meaningful contracts fail 
to materialize, Virtuix will remain heavily dependent on its consumer business for growth and cash generation. 

 Manufacturing is concentrated in China (with suppliers in China and Taiwan), exposing Virtuix to tariffs, export 
controls, and geopolitical tensions that could disrupt supply chains, increase costs, or constrain access to key end 
markets. 

 The company is ramping production under tight working-capital conditions; missteps in inventory management, cost 
control, or logistics could increase cash burn and necessitate additional external financing sooner than anticipated. 

 Virtuix remains loss-making and reliant on external financing. 

 Use of convertible notes, equity-line arrangements, and stock-based compensation creates ongoing dilution risk and 

potential stock-price overhang as these instruments convert into common equity. 

 Major shareholder – control  

,  
. 

.                                             

Introduction 
 
Company Background  

 

Virtuix Holdings Inc. (NASDAQ: VTIX) was incorporated in Delaware in 2013 by founder and CEO Jan Goetgeluk to solve 
a specific limitation of early virtual reality: users could look around but not move naturally inside virtual worlds. The 

company’s core innovation is the Omni, an omni-directional treadmill that allows users to walk, run, crouch, and jump in 
360 degrees while remaining safely in place, enabling full-body locomotion for gaming, simulation, and training 
applications. 
 
Virtuix’s first commercially successful product, Omni Pro, launched in 2016 as a commercial-grade system for VR 
arcades, entertainment venues, and enterprise users. More than 4,000 Omni Pro units were shipped to over 45 countries, 
establishing Virtuix as an early leader in VR locomotion and giving the company years of field experience with hardware 
durability, motion tracking, and content integration. In 2019, Virtuix introduced Omni Arena, a turnkey four-station esports 
attraction for out-of-home entertainment centers. Omni Arena achieved an installed base of approximately 80 systems 
and built a registered player database of over 500,000 users, generating recurring revenue from game credits, 
maintenance contracts, and replacement parts. 
 
As the consumer VR market matured, Virtuix shifted its focus toward the home segment. Omni One, a compact consumer 
treadmill paired with a standalone VR headset and proprietary software platform, was officially launched in September 
2024. The system is sold direct-to-consumer in the U.S. at a price point comparable to high-end gaming PCs and 
connected fitness equipment, with additional revenue from Omni Online subscriptions and game sales. By September 
2025, Virtuix had shipped about 1,800 Omni One units, generating more than $4 million in revenue and contributing to a 
fourfold increase in quarterly revenue from the first to the fourth quarter of fiscal 2025. 
 
To support scaling, the company operates a vertically integrated facility in Zhuhai, China, with capacity to produce up to 
3,000 Omni One units per month, representing more than $100 million of potential annual revenue at current price points.  

Alongside the consumer business, Virtuix is developing Virtual Terrain Walk (VTW), a multi‑user, geo‑specific 

mission‑planning system for defense customers that uses AI‑driven 3D reconstruction to turn real‑world imagery into 
walkable virtual terrain; early test units have been purchased by the U.S. Military Academy at West Point, the U.S. Air 
Force Academy, and Yokota Air Force Base though management does not expect meaningful VTW revenue before fiscal 
2027.  The Company is headquartered in Austin, Texas. 
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Business Overview 
   
Virtuix operates at the intersection of gaming hardware, connected fitness, and immersive simulation, producing omni-
directional treadmills—precision electromechanical platforms that enable users to walk, run, crouch, kneel, and jump 
naturally in 360 degrees inside virtual reality environments. As the category creator and patent holder of low-friction 
concave-base locomotion technology, the Company serves three distinct end markets: consumers seeking active gaming 
and fitness experiences, enterprises deploying VR for training and entertainment, and defense organizations requiring 
photorealistic mission rehearsal systems. Its value proposition hinges on proprietary hardware design protected by 25 
patents, a vertically integrated production model with 3,000-unit monthly capacity in Zhuhai, China, and a dual-use 
strategy pairing high-volume consumer sales (Omni One) with high-margin defense contracts (Virtual Terrain Walk), all 
underpinned by recurring software and subscription revenues that drive long-term customer lifetime value 
 
 
What Are Omni-Directional Treadmills? 

 

Exhibit 1: Omni Directional Treadmill 

 

 

Source: Company’s Investor Presentation 

 

 
Omni-directional treadmills are specialized locomotion platforms that convert natural human movement—walking, running, 
and actions such as turning or crouching—into motion inside virtual environments without requiring large physical spaces. 
Unlike conventional treadmills, which allow only linear forward motion, they support 360-degree movement so that users 
can navigate expansive digital worlds while remaining effectively stationary in the real world. This architecture addresses 
VR’s ―locomotion problem‖ by eliminating reliance on thumb stick controls or warehouse-scale play areas and instead 
using physical movement as the primary input. 
 
Virtuix’s Omni system uses a low-friction, bowl-shaped base, an adjustable support harness, and specialized footwear 
with slip-resistant inserts to enable controlled sliding steps in any direction. The harness help maintain balance and 
prevent falls, while embedded and headset-based sensors track body motion and orientation, translating these signals 
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into in-game locomotion with high spatial accuracy and low latency. The resulting experience more closely mirrors 
real-world movement—users lean and stride to accelerate, rotate their torso to change direction, and physically crouch or 
sprint—creating a highly immersive form of ―active VR‖ that can also provide meaningful cardiovascular exercise. 
 
 
Omni-directional treadmills are a critical enabling layer for three high-value markets and give Virtuix multiple monetization 
paths. 
 

Exhibit 2: Diversified Revenue Streams 

 

 

Source: Company’s Investor Presentation 

 
 
 

 Consumer gaming and fitness: Omni One converts sedentary gaming into full-body activity, effectively 

functioning as a ―Peloton for gamers,‖ with early users reporting significant calorie burn and weight loss. The 
system supports standalone VR, PC VR, and Meta Quest via the Made for Meta program, targeting roughly 17 
million higher-income U.S. households with existing gaming hardware and expanding into Europe from 2026. 
 

 Enterprise training and location-based entertainment: Omni Arena (four-player attraction) and Omni One 

Enterprise (SDK-enabled unit) serve amusement centers, corporates, and universities, with about 80 Arena 
installs and over 500,000 registered players. These deployments generate recurring, high-margin revenue 
through Omni Care maintenance, usage-based Omni verse credits, and enterprise licensing, with management 
targeting 60–70% gross margins versus roughly 30–40% on consumer hardware. 

 

 Defense simulation and mission planning: Virtual Terrain Walk (VTW) pairs Omni locomotion with 

AI-generated, geo-specific 3D terrain to support multi-user mission rehearsal for U.S. and allied forces. Early 
prototypes are in use at the U.S. Military Academy at West Point, the U.S. Air Force Academy, and Yokota Air 
Force Base, and management views VTW as a longer-dated but higher-margin opportunity, with meaningful 
revenue expected only after fiscal 2027 as procurement, security, and sourcing requirements are met. 
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Products & Revenue Model 

 
Virtuix's business model rests on a vertically integrated platform that generates revenue through both one-time hardware 
sales and recurring software and service income, deliberately designed to create long-term customer value and 

predictable cash flows while maintaining healthy gross margins. The Company sells products across three distinct end 
markets—consumer, enterprise, and defense—each with tailored offerings, pricing structures, and margin profiles that 
collectively support management's dual-use growth strategy. 
 
Product Portfolio: Hardware Foundation 
 
Consumer Products 

 
 

 
Omni One (Complete System) is Virtuix’s flagship consumer product, bundling the Omni-directional treadmill with an 
integrated standalone VR headset, so no external hardware is required. Priced at $3,495 (or roughly $122/month via 
Affirm), it targets ―exergamers‖ seeking combined gaming and cardiovascular exercise, with customer testimonials 
highlighting significant calorie burn and weight-loss outcomes. 
At current pricing and cost structure, management estimates ~40% hardware gross margin: loaded COGS of ~$2,100 
and a ~$1,400 per-unit contribution. With an estimated ~$1,000 customer acquisition cost, hardware economics alone 
nearly cover CAC, and first-year software attach (roughly $140 Omni Online subscription plus ~$60 of game purchases) 
adds about $180 of high-margin contribution, taking total first-year contribution to roughly $1,580 and supporting an 

Exhibit 3: Consumer Sales  

 

 

Source: Company’s Investor Presentation 
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immediate payback on acquisition spend. Even before considering multi-year subscription renewals and additional game 
purchases, Omni One’s unit economics compare favorably with other premium gaming hardware, while providing upside 
from recurring software revenue. 
 
Omni One Core (Treadmill-Only) – $2,595 
Omni One Core is a treadmill-only configuration for customers who already own a VR headset and gaming PC, priced at 
$2,595 (about $90/month via financing). It targets more experienced VR users—roughly 40% of Omni One purchasers—
by lowering upfront cost while maintaining ~40% gross margins, as simpler hardware offsets the lower ASP. Core units 

connect to PCs through Virtuix’s Omni Connect Windows application, providing access to a broad catalog of SteamVR 
titles without requiring proprietary content, and serving as a bridge into the wider PC-VR ecosystem. 
 
Omni One for Quest (Meta Partnership) – Launching CY26 
In February 2026, Virtuix joined Meta’s “Made for Meta” program and that management expects will become the primary 
consumer offering. This version is designed for Meta Quest’s large installed base (about 20 million headsets, with roughly 
6 million active users) and will be sold as a premium locomotion accessory within the Quest ecosystem. The Quest SKU 
is expected to carry ~30% hardware gross margins—versus ~40% for the standalone system—reflecting Meta licensing 

and revenue-sharing, and initially will rely mainly on Quest native titles rather than Virtuix’s Omni Online subscription and 
game store, reducing near-term software contribution but expanding reach and lowering customer-acquisition friction. This 
margin-for-scale trade-off is similar to that seen in console accessory markets and is central to Virtuix’s strategy to drive 
higher unit volumes through platform alignment with Meta. 
 
Enterprise Products 
 

 

 
 

Exhibit 4: Enterprise Sales  

 

 

Source: Company’s Investor Presentation 
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Omni One Enterprise – $4,995 
Omni One Enterprise is a commercial-grade configuration aimed at corporate training, education, and institutional 
research, priced at $4,995 per unit. It includes an enterprise license, access to Virtuix’s SDK for custom application 
development, and one year of developer support, with management targeting 60–70% gross margins, materially above 

consumer hardware given buyers’ need for support, customization, and commercial usage rights. Applications span 
workforce and safety training, architectural and real-estate walkthroughs, virtual museums and tourism, and academic 
studies requiring precise motion capture. Sales are handled directly in the U.S. and via distributors in Europe and Asia, 
allowing Virtuix to leverage local partners for compliance, localization, and service without building full  in-country 
commercial infrastructure. 
 
Omni Arena (Legacy) – $174,000 
Omni Arena, launched in 2019, is a turnkey four-player esports attraction built around four Omni Pro treadmills, 
multiplayer software, esports contests, and automated operations, historically priced at $174,000 per installation. The 
company sold approximately 80 systems, generating about $12 million in cumulative revenue and over 500,000 
registered players, with survey data showing 98% repeat-play intent and 45% of visitors attending venues specifically for 
the Omni experience. New system sales ceased in 2025 following the strategic shift to Omni One, but the installed base 
now delivers high-margin recurring revenue via mandatory Omni Care maintenance contracts (around $2,000 per 
quarter), Omniverse time-based gameplay credits (roughly $0.10 per minute), and replacement parts and 
secondary-market transactions, at gross margins near 70%. This evolution from capital-intensive hardware deployments 
to a service-oriented revenue stream complements Virtuix’s consumer DTC focus and improves overall economic 
resilience. 
 
 
Defense Products (In Development) 
 

 

 
Virtual Terrain Walk (VTW) – Pricing TBD 
 

Exhibit 5: Defense Sales  

 

 

Source: Company’s Investor Presentation 
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Virtual Terrain Walk (VTW) is Virtuix’s flagship defense product and the core of its dual-use strategy, pairing Omni 
Omni-directional treadmills with AI-driven 3D reconstruction to create walkable, geo-specific digital twins of real-world 
terrain from drone and ground imagery. Multi-user VTW stations allow geographically dispersed units to conduct mission 
planning and leader rehearsals by physically ―walking the terrain‖ with full 360-degree movement inside photorealistic 
virtual replicas of operational environments. 
 
Management expects VTW to be priced with targeted gross margins of 60–70% on hardware and up to 75% on software 

and services, putting it in line with other high-end defense simulation platforms. The U.S. Air Force’s YokoWERX 
innovation cell has acquired two prototype stations for experimentation, and Virtuix aims to deliver a proof-of-concept to 
additional defense customers, but does not anticipate meaningful revenue contribution before fiscal 2027–2028 given 
multi-year procurement cycles and regulatory requirements under FAR, DFARS, export controls, and domestic-sourcing 
rules. 
 
VTW’s defensibility rests on three factors: Virtuix’s portfolio of 25 issued patents on omni-directional locomotion, its 
status as a U.S.-based company in a procurement environment that increasingly favors domestic, secure supply chains, 
and the high switching costs once a system is integrated into training doctrine and infrastructure, which can translate early 
program wins into long-duration, sole-source or incumbent-favored relationships. 
 
 
Revenue Streams: Hardware + Recurring Software 
 
 
Virtuix’s model combines one-time hardware margin with growing, high-margin recurring software and service revenue, 
similar to connected-fitness and console ecosystems. Management currently estimates that recurring streams contribute 
roughly 10% of Omni One system revenue, with scope to increase as the installed base and customer lifetime extend 
beyond year one. 
 
On the consumer side, Omni Online is a subscription service offering multiplayer functionality, leaderboards, free games, 
and community features at $14 per month or $140 per year, with gross margins approaching 100% after modest hosting 
costs. About 50% of Omni One purchasers buy an annual subscription at checkout, creating immediate $140 software 
attach per subscribing customer and helping offset customer-acquisition spending. Virtuix also runs a proprietary game 
store with roughly 60 titles, where games are priced between $19.99 and $44.99 and Virtuix retains a 30% revenue 
share, comparable to other digital storefronts. Around 40% of buyers add two games on average at checkout, generating 
approximately $60 in upfront software revenue and incremental contribution on top of hardware economics. 
 
Omni One systems additionally support third-party content through PC-based SteamVR (via Omni Connect) and, for the 
upcoming Quest SKU, Meta’s native game catalog, which emphasizes ecosystem breadth and user value over 
maximizing proprietary store revenue. Notably, the Quest-compatible Omni One will initially rely on Meta’s multiplayer and 
content infrastructure rather than Omni Online, trading some recurring revenue per unit for greater platform reach and 
lower friction in customer acquisition. 
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Enterprise recurring revenue primarily comes from servicing and monetizing the installed base of Omni Arena and legacy 
Omni Pro systems, at structurally higher margins than consumer hardware. 
 
Omni Care maintenance: Omni Arena operators are required to purchase Omni Care maintenance contracts, typically 
$2,000 per quarter per system, which cover U.S.-based support, software and game updates, and replacement of 
wear-and-tear components such as footwear and harness parts. These contracts carry gross margins of roughly 70% and, 
on the current base of about 80 systems, represent up to $640,000 of high-visibility annual recurring revenue at full 

utilization. 
 
Omniverse credits and parts/secondary sales: Certain games on Omni Arena and Omni Pro require per-minute 
Omniverse credits sold to venues at approximately $0.10 per minute, providing additional ~100%-margin revenue 

aligned with system usage. Virtuix also supplies out-of-warranty repairs and upgrades, and facilitates secondary sales of 
refurbished Arena systems when venues churn or reconfigure attractions, capturing incremental profit without incurring 
original manufacturing costs. 
 
 
 
 
 
 
 
 
 
 

Exhibit 6: Recurring Revenue Model 

 

 

Source: Company’s Investor Presentation 
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Market Opportunity & Total Addressable Market 
 

 
 

Virtuix sits at the intersection of three secular growth markets—video gaming, VR hardware, and connected fitness—
leveraging Omni One to create an active-gaming category that targets consumers who would not otherwise buy VR. 
Survey data show that 55% of Omni One customers had never owned a VR headset and 40% seldom play video games, 
indicating that demand is driven by the promise of immersive exercise rather than traditional gaming alone. These 
positioning frames Omni One as a ―Peloton for gamers,‖ expanding its opportunity beyond the existing ~20 million Meta 
Quest installed base to a broader pool of health- and experience-oriented households. 
 
U.S. consumer TAM. Virtuix defines its core U.S. market as households with both higher income and existing console 
ownership: roughly 131 million total U.S. households, of which 24% earn at least $75,000 (about 31.5 million), and 53% 
own a dedicated game console, yielding an estimated ~17 million households that meet both criteria. At a $3,495 Omni 
One price point, this implies a theoretical ~$59 billion gross U.S. TAM, though more realistic penetration rates of 1–5% 
over time translate to a $600 million–$3 billion revenue opportunity in the domestic consumer segment. Management’s 

customer survey, showing meaningful uptake among first-time VR users and light gamers, supports the view that this 
TAM is not constrained by current VR adoption but by broader demand for engaging, home-based fitness and 
entertainment. 
 
International expansion. To date, Omni One sales are U.S.-only via direct-to-consumer e-commerce, but management 
plans to enter Europe beginning in calendar Q2 2026, with longer-term ambitions in selected Asia-Pacific markets. Target 
regions include Western Europe and affluent Asia-Pacific countries with high console penetration, strong 

Exhibit 7: Market Opportunity and Trends 

 

 

Source: Company’s Investor Presentation 
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connected-fitness adoption, and income levels comparable to the U.S., which management believes could add 30–40 
million incremental addressable households over the next three to five years. Successful expansion will depend on 

navigating regulatory requirements (e.g., CE marking), building logistics capacity, and tailoring marketing to local norms, 
and management has signaled that deploying IPO proceeds to support European rollout and international DTC marketing 
is a key strategic priority. 
 
 
Macro Market Tailwinds: Gaming, VR, and Fitness Convergence 
 
Virtuix’s growth prospects are reinforced by three independent but converging secular trends—video gaming, VR 
hardware, and fitness equipment—each expanding at attractive CAGRs and supported by heavy investment from major 
technology platforms. Omni One sits at the intersection of these markets, offering an active-gaming experience that 
appeals to users who are motivated by fitness as much as entertainment, and importantly, to many consumers who have 
never previously owned a VR headset. 
 
1. Video gaming market – scale and content breadth 
The global video games market was about $278 billion in 2024 and is projected to reach roughly $722 billion by 2034, a 
10.2% CAGR, driven by live-service and subscription models, mobile and cloud expansion, and more social, persistent 

game worlds. Omni One positions itself as a premium peripheral within this ecosystem—similar in price to high-end racing 
wheels or flight simulator setups—but with broader applicability across shooters, adventure titles, fitness apps, and social 
VR. Compatibility with SteamVR libraries today and the Meta Quest ecosystem from 2026 ensures that buyers access 
substantial existing content without relying solely on Virtuix-developed games, reducing content risk. 
 
2. VR headset market – platform investment without direct competition 
The global VR headset market was approximately $9.1 billion in 2024 and is expected to grow to $51.9 billion by 2034, 
implying a 19.7% CAGR, as devices become lighter, wireless, and more affordable and as AI tools accelerate 
virtual-world creation. While this rising headset base is a structural positive, Virtuix notes that 55% of Omni One 
customers did not previously own a VR headset, and 40% seldom play games, indicating that demand is not strictly 

tethered to existing VR penetration. This partial decoupling offers downside protection if VR adoption is slower than 
forecast, while the ―Made for Meta‖ partnership lets Virtuix piggyback on Meta’s platform scale without competing directly 
in headset hardware. 
 
3. Fitness equipment market – durable health-spend tailwind 
The global fitness equipment market is estimated at $18 billion in 2024 and projected to reach $31 billion by 2034, a 
5.5% CAGR, reflecting sustained at-home fitness habits, growth of connected fitness, and rising health and wellness 
priorities among higher-income households. Omni One’s ―Peloton for gamers‖ positioning directly targets this trend: 
customer testimonials highlight substantial calorie burn and notable weight-loss outcomes, and some buyers use 
HSA/FSA funds, underscoring its perception as health equipment rather than pure entertainment. In combination, these 
three tailwinds give Virtuix multiple ways to win—through gaming, XR, or fitness budgets—while Omni One’s 
cross-category appeal broadens the addressable pool beyond any single market silo. 
 
Platform Validation: Tech Giants’ XR Spend 
 
Virtuix’s opportunity is underpinned by unprecedented, largely irreversible investment in XR platforms by Meta, Apple, and 
Google, which validates immersive computing as a long-term category without putting these companies in direct 
competition on locomotion hardware. 
 

 Meta: Since acquiring Oculus in 2014, Meta has invested an estimated $80 billion+ in VR/AR via Reality Labs. 

Its strategic goal is to establish the ―next computing platform‖ and monetize via hardware, app stores, and 
advertising in virtual environments; for Virtuix, the ~20 million-unit Quest installed base plus the Made for Meta 
program provide access to a scaled ecosystem without Meta needing to build competing locomotion devices. 
 

 Apple: Industry estimates suggest Apple has invested approximately $20–30 billion over several years in Vision 

Pro and the broader spatial computing stack. This spend is aimed at premium productivity, entertainment, and 
communication experiences tightly integrated with the iOS ecosystem. For Virtuix, Apple’s commitment signals 
that consumers will pay for high-end immersive hardware, and it preserves a potential future compatibility path if 
Vision Pro matures into a meaningful installed base. 
 



 

 

12 Virtuix Holdings, Inc.         Gowshi Sriharan, CFA 
                                                                                                                                                                                           

 

 

 Google: In December 2024, Google launched Android XR in partnership with Samsung and Qualcomm as an 

open XR operating system, with initial headsets expected from 2025 onward. The intent is to position Android as 
the default OS layer for XR devices, competing with Meta’s closed ecosystem and enabling a multi-vendor 
hardware landscape. A more fragmented, multi-platform XR future increases the strategic value of a 
platform-agnostic locomotion layer like Omni, which can be paired with different headsets rather than tied to a 
single stack. 
 

For investors, the key implication is that Meta, Apple, and Google have already sunk tens of billions of dollars into XR 
ecosystems and have strong incentives to continue driving adoption. Virtuix can ―surf‖ this wave—selling complementary 
hardware that improves immersion—without bearing the cost of funding headsets, app stores, or large-scale content 
development, and without facing these players as direct treadmill competitors. 
 
Enterprise & Defense TAM: High-Margin, Lower-Volume Opportunities 
 
Enterprise TAM – Training, Simulation, Experiential 
Omni One Enterprise, priced at $4,995 with targeted 60–70% gross margins, serves corporate training, real estate and 

architecture, healthcare, education, and experiential marketing use cases. Example applications include warehouse and 
safety training, virtual property and design walkthroughs, rehab and exposure therapy, and immersive classroom 
experiences. While Virtuix has not published a formal TAM estimate, third-party research places the broader corporate VR 
training market at roughly $2–3 billion annually and growing more than 25% per year, as enterprises replace classroom 

and 2D simulation with immersive tools. Virtuix competes by offering SDK access and compatibility with multiple headsets 
(standalone VR, PC VR, Quest), allowing integrators to build custom applications without being locked into a single 
proprietary platform. 
 
Defense TAM – VTW and Simulation Systems 
Virtual Terrain Walk (VTW) targets the military simulation and training market, estimated at $15–20 billion globally, of 
which the U.S. Department of Defense accounts for roughly $8–10 billion across mission rehearsal, terrain 
reconnaissance, and multi-domain operations. Management expects VTW systems to be priced with 60–70% hardware 
margins and up to 75% on software and services, comparable to established defense simulation offerings from large 
primes. A single sizable program of record—for example, deployment across dozens of brigade-level units—could 
generate tens of millions of dollars in revenue and high-margin gross profit, materially changing Virtuix’s earnings profile 
relative to its current ~$4 million annual revenue base. 

 
Management stresses that VTW should be viewed as a call option rather than a near-term base case: meaningful 
revenue is unlikely before fiscal 2027–2028, given 18–36 month procurement cycles, FAR/DFARS and export-control 
compliance, domestic-sourcing rules, and broader U.S. budget uncertainty. In upside scenarios where VTW secures one 
or more programs of record, the incremental value could be several times Virtuix’s present enterprise value; in downside 
scenarios where VTW fails to gain traction, the consumer and enterprise Omni One businesses remain intact and 
continue to drive the core thesis. 
 
Category Definition: Exergaming vs. Traditional VR 
 
Omni One should be viewed as an exergaming platform, not as a niche VR accessory competing only for existing 
headset users. Management’s surveys of more than 1,600 buyers show three primary segments: roughly 40% VR 
enthusiasts seeking superior locomotion and immersion, 40% exergamers motivated by calorie burn and ―guilt-free‖ 
screen time, and 20% parents/families looking to get children more active. The majority (exergamers plus parents) are 

comparing Omni One to Peloton bikes, home gyms, or family entertainment options—not to other VR treadmills—which 
makes the $3,495 price point more comparable to connected-fitness hardware than to a typical gaming peripheral. 

 
Survey data further indicate that 55% of Omni One customers had never owned a VR headset and 40% report 
playing fewer than two hours of video games per week, yet about 70% cite exercise as a key purchase reason. 
Early testimonials documenting 1,700-calorie sessions and 40-pound weight-loss outcomes support the view that Omni 
One delivers tangible fitness benefits, reinforcing its positioning as a dual-purpose device rather than a novelty gadget. 
For investors, this has three implications: (1) TAM is anchored in broader health and family-entertainment budgets rather 
than just the VR enthusiast niche; (2) the product may prove more resilient in downturns, as health-related spending tends 
to be stickier than pure entertainment spend; and (3) if users achieve real fitness outcomes, Omni One is more likely to 
become a habitual, high-engagement product, supporting better subscription and content economics over time. 
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Go-to-Market Strategy & Customer Acquisition 
 
Virtuix uses a direct-to-consumer, digitally focused go-to-market model, selling Omni One exclusively through Virtuix.com 
rather than third-party retailers. This approach lets the company retain the full retail margin, own the customer relationship 
for upselling software and future hardware, and iterate quickly on messaging and product based on real-time feedback. 
Management estimates a blended CAC of ~$1,000 per Omni One customer versus ~$1,400 hardware contribution on the 
complete system, implying near-immediate payback before considering high-margin software attach. 
 
Consumer acquisition spend is concentrated in three channels. First, paid digital advertising on Facebook, Instagram, 

YouTube, and search targets higher-income gamer and fitness audiences, with creative emphasizing Omni One’s 
combined gaming and workout benefits; retargeting and ROAS-driven bidding are core tactics. Second, influencer 
partnerships with a small group of VR and gaming creators operate on a commission basis (roughly 6–8% per sale), 
generating performance-linked exposure and social proof without large upfront media commitments. Third, a broader 
affiliate/referral program pays up to $150 per completed sale via tracked links, turning satisfied customers, bloggers, 
and community moderators into a variable-cost sales channel that should become more meaningful as the installed base 
grows. 
 
Financing and health-benefit positioning further lower purchase friction. Through Affirm, Virtuix offers plans as low as 
$122/month for the full system and $90/month for Omni One Core, reframing the decision from a $3,495 lump-sum to a 

monthly commitment comparable to other subscription-style services, at the cost of incremental merchant fees. In 
addition, Omni One is eligible for HSA/FSA purchases with a Letter of Medical Necessity, and management reports that 
10–20% of units are bought using pre-tax health funds—effectively reducing after-tax price and reinforcing the product’s 
positioning as fitness equipment as much as entertainment hardware. 
 

Exhibit 8: Customer Segmentation 

 

 

Source: Company’s Investor Presentation 
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Enterprise & Defense Go-to-Market: Direct Sales and Partners 

In enterprise and defense, Virtuix targets lower-volume but higher-margin opportunities using a direct-plus-partner model 
rather than pure DTC. 
 
Enterprise. Omni One Enterprise (priced at $4,995 with 60–70% target gross margins) is sold directly in the U.S. by a 

small business-development team focused on training departments, universities, and experiential agencies. Sales cycles 
typically run 3–6 months and involve demos, pilots, and integration work with existing training or VR platforms. Outside 

the U.S., Virtuix relies on distributors in Europe and Asia who handle localization, support, and customer training for a 
share of hardware economics, allowing the company to access key markets without building full local sales organizations. 
Enterprise demand is developed through trade shows (e.g., AWE), live demonstrations, and upsell into the existing base 
of roughly 80 Omni Arena installations, where Virtuix already has operational relationships with venue operators. 
 
Defense. For VTW, Virtuix is pursuing a dual-channel go-to-market model typical of emerging defense technology 

vendors. Early deployments, such as prototype systems sold to the U.S. Air Force’s YokoWERX innovation cell, are 
handled through direct contracts in the tens to hundreds of thousands of dollars for experimentation. At the same time, 
for larger, more complex programs of record, management plans both to pursue opportunities directly and to partner 
with major defense integrators, who can prime contracts, integrate VTW into broader simulation solutions, and provide 

procurement and program-management infrastructure in exchange for a share of project margin. Virtuix guides that 
meaningful VTW revenue is unlikely before fiscal 2027–2028, reflecting 18–36-month procurement cycles and 
requirements around FAR/DFARS compliance, cybersecurity, and domestic-sourcing rules; investors should therefore 
treat VTW as longer-dated upside rather than a near-term revenue driver. 
 
 
Competition 
 
Virtuix competes in a tiny, technically complex VR locomotion niche where only a handful of players operate, and its edge 
comes more from time-in-market, IP, and positioning than from any single feature. 
 
Market structure and barriers 

The omni-directional treadmill category has fewer than five meaningful global competitors and demands long development 
cycles, specialized manufacturing, and patented mechanics, which make fast-follower strategies difficult. Virtuix has been 
in the market since 2013 and has shipped thousands of units commercially, giving it accumulated know-how, supply chain 
relationships, and regulatory familiarity that new entrants must build from scratch. 
 
Direct competitors by segment 

Consumer competition is primarily from KAT VR and, to a lesser extent, Cyberith, both of which skew more 
enterprise/prosumer in price and positioning. At the other extreme, Infinadeck targets defense and high-end enterprise 
with a very expensive, facility-class platform, and does not address the consumer market at all. Emerging projects like 
Xelerate or HexVR are still pre-scale and face typical hardware execution and crowdfunding risks, so they are more 
2027+ considerations than near-term share threats. 
 
Price–feature positioning 
Omni One sits in a ―Goldilocks‖ band: a complete, integrated system at a mid-thousands price point aimed at 
mass-affluent households, versus competitors that either undercut on price but with accessory-like products, or price 3–
10x higher for enterprise-only solutions. This lets Virtuix frame Omni One against Peloton-class fitness and premium 
gaming rigs rather than $10–50k simulators, expanding TAM while preserving roughly 40% hardware gross margins. 
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User feedback summary  

 Omni One is perceived as the only truly turnkey ―fun + fitness‖ home solution, with most users praising how 
quickly it feels like a real workout rather than a tech demo. (learnwithtravis- YouTube) 

 Competing home treadmills like KAT Walk C2 are seen as tinkerer gear—PC-dependent, calibration-heavy, and 
less plug-and-play—while enterprise rigs (Cyberith, Infinadeck) sit at 3–10x+ the price and are effectively 
non-consumer. (YouTube reviews & vrone) 

 This leaves Virtuix uniquely positioned in user eyes: premium enough to feel like cutting-edge VR, but packaged 
and priced as a realistic home appliance rather than a lab installation. (vrone & YouTube]) 

 
 
Enterprise and defense defensibility 
In enterprise, Virtuix mostly competes against ―do nothing‖ (classroom/2D sims) or other training tools, so the hurdle is 
proving ROI rather than beating another treadmill vendor. In defense, Infinadeck and large simulation primes are the 
closest substitutes, but Virtuix benefits from U.S. domicile, relevant IP, and a lighter, cheaper platform that can slot into 
larger programs via partners rather than trying to own the full stack. 
 
Structural moats 

Defensibility is underpinned by 5–7 year development timelines, proprietary mechanics, and a still-small but real installed 
base that supports software ecosystems and recurring revenue. Large incumbents like Sony or Microsoft have so far 
chosen not to build their own treadmills, and Meta has instead moved toward partnership (e.g., ―Made for Meta‖–type 
alignments), which effectively endorses specialized players like Virtuix rather than disintermediating them. 
 
 
 
 

Investment Thesis 

Exhibit 9: Treadmill Landscape Snapshot 

 

 

Source: Comments from YouTube, Reddit, Vrone 
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Thesis Summary 
 
Virtuix offers early-stage exposure to a vertically integrated VR locomotion platform at the point where unit economics are 
beginning to work but financials are not yet fully de-risked in the public markets. Over more than a decade, the company 
has developed Omni, a patented omni-directional treadmill portfolio, and is now concentrating growth on Omni One, a 
home system positioned at the intersection of gaming, fitness, and XR, with around 1,800 units shipped by September 
2025 and over 20 million of cumulative hardware sales across product generations. 
From an investment perspective, the core appeal is that contribution margins and capacity are in place ahead of demand 
scaling. Omni One is priced at $3,495 for the complete system, with management targeting roughly 40% hardware gross 
margins over time and already delivering about 30% for the nine months ended December 31, 2025, as the mix shifted 
from discounted investor units to full-price sales. Virtuix operates its own assembly facility in Zhuhai with capacity to 
produce up to 3,000 Omni One units per month, implying more than $100 million of annualized hardware revenue 
potential if the order book fills, while recurring software and subscription revenue (Omni Online, game sales) provides 
higher-margin LTV uplift. 
 
Beyond the consumer channel, management is adding higher-margin optionality via enterprise and defense. Omni One 
Enterprise, priced at $4,995, is being deployed into training and simulation use cases with targeted 60–70% gross 
margins, and the in-development Virtual Terrain Walk system is in early evaluation with entities such as YokoWERX and 
other U.S. defense stakeholders, with meaningful revenue guided no earlier than fiscal 2027. The current set-up 
resembles a small-cap inflection: Virtuix has just listed on Nasdaq, posted 41% year-over-year revenue growth in the nine 
months ended December 31, 2025, improved gross margin from negative to positive territory, and now must prove that 
customer acquisition, balance-sheet management, and channel expansion (including international roll-out and 
collaboration with major headset ecosystems) can bridge from a sub-$10 million run-rate to a $50–$100 million revenue 
base with embedded upside from defense over a three- to five-year horizon. Investors should expect near-term reported 
results to reflect a meaningful step-up in public company costs — including D&O insurance, legal and accounting fees, IR 
infrastructure, and equity-based compensation — alongside one-time non-cash charges related to the listing itself. These 
are the predictable costs of accessing the public markets and should be viewed as such rather than as a signal of 
deteriorating fundamentals. The underlying revenue trajectory, unit economics, and capacity story remain intact, and it is 
those factors — not near-term EPS — that we believe will define the investment outcome over the next three to five 
years.. 
 
Omni One: A New Category, Not a Niche Peripheral 
 
Omni One is behaving like a new exergaming category at the intersection of gaming and fitness, not a high-end 
peripheral for the existing VR installed base. Internally, Virtuix’s survey of 1,600+ buyers shows that 55% had never 
owned a VR headset and 40% played fewer than two hours of videogames per week, meaning a majority of customers 
are entering VR through Omni One and do not fit the traditional enthusiast gamer profile. These users are buying an 
at-home, high-engagement fitness experience that happens to be delivered through VR, as evidenced by prominent 
testimonials around 1,700-calorie sessions, 40-pound weight loss, and parents explicitly citing getting kids off the couch 
as a core benefit.  
 
That demand profile matters because it decouples Omni One’s TAM from the relatively small VR hardware base and 
anchors it into much larger, faster-growing pools: the global VR headset market was roughly $9.1 billion in 2024, but the 
video game market was about $275 billion and is projected to reach around $722 billion by 2034 (10.2% CAGR), while the 
fitness equipment market was about $18 billion in 2024 and is expected to reach $31 billion by 2034 (5.5% CAGR). Virtuix 
explicitly positions the business model alongside premium connected hardware and console ecosystems, and U.S. TAM 
work suggests roughly 17 million households with income of at least 75,000 and existing gaming devices—of which Virtuix 
has penetrated well under 1% with roughly 1,800 units shipped—leaving meaningful runway even if adoption remains a 
niche within that segment. Against the backdrop of large-cap capital spending into immersive platforms (Meta, Apple, 
Google) and a VR headsets market projected to grow to $51.9 billion by 2034 at a 19.7% CAGR, Omni One’s category 
logic is that Virtuix is not waiting on VR attach; it is onboarding fitness and gaming households into VR through a dual-use 
device that monetizes both hardware and recurring digital content. 
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Attractive Unit Economics & Operating Leverage 
 

Omni One’s current pricing and margin structure already supports positive contribution per unit and near-term CAC 
payback, with substantial fixed-cost leverage available as production scales. The full system is priced at $3,495 (Core at 
$2,595), and management targets roughly 40% hardware gross margin over time; this is consistent with an implied fully 
loaded COGS in the low-$2,000s and ~$1,400 of hardware contribution per full-system unit. At the consolidated level, 
Virtuix has already moved gross margin from a loss to about 29% for the nine months ended December 31, 2025, with 
nine-month revenue up 41% year-on-year to roughly 3.0 million, indicating that Omni One at scale can pull the P&L 
toward those 40% targets. 
 
On the revenue stack, the model is deliberately constructed to layer high-margin software and services on top of hardware 
economics. Approximately 50% of Omni One buyers attach an annual Omni Online subscription at checkout (around 
$140), and about 40% add two games on average (about $60 total) with minimum 30% margin, while Omni Online itself is 
described as nearly 100% margin recurring revenue. That implies a typical year-one software uplift of at least $200 of 
largely incremental contribution, with further upside from subscription renewals and incremental game purchases; 
structurally, once an estimated ~$1,000 CAC is recovered, incremental software and accessory sales flow through at very 
high incremental margin. 
 
The capacity side gives clear operating-leverage visibility. Virtuix’s vertically integrated facility in Zhuhai is already 
configured to produce up to 3,000 Omni One units per month, which management equates to roughly $100 million of 
annual revenue potential at current price points, versus a current run-rate in the low-single-digit millions. As volumes ramp 
toward that installed manufacturing capacity, fixed factory overhead, engineering, and core G&A can be spread across a 
far larger revenue base; the early evidence is a reduction in operating loss from about $11.7 million to $5.4 million 
year-on-year for the first nine months of FY26, even as Virtuix invests in marketing and VTW development. In a 
hardware-led consumer name, that combination—positive unit contribution, software LTV uplift, and underutilized but 
in-place capacity—suggests the primary risk is demand generation and execution, not the underlying economic engine. 
 
 
 

Exhibit 10: Omni One vs. Addressable Pools 

 

 

Source GM Insights Precedence Research, Allied Market Research 

Exhibit 11: Omni One Unit Framework 
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Large, Growing, and Validated End Markets 
 
Virtuix is levered to three large, secularly growing end markets—gaming, VR, and fitness—while operating in a narrow 
hardware niche that the platform majors have chosen not to contest directly. Global video games revenue was roughly 
$278 billion in 2024 and is projected to reach about $722 billion by 2034 (10.2% CAGR), the VR headsets market is 
expected to grow from $10.3 billion in 2025 to $51.9 billion by 2034 (19.7% CAGR), and fitness equipment is forecast to 
expand from approximately $18 billion in 2024 to $31 billion by 2034, with home fitness equipment alone rising from $12.9 
billion in 2025 to $23.0 billion in 2034 (6.8% CAGR). At the same time, Meta, Apple, and Google have collectively 
invested well over 100 billion into XR hardware and platforms—Meta alone has spent an estimated $80+ billion 
cumulatively through Reality Labs—yet none are building omni-directional treadmills, leaving Virtuix to specialize in the 
locomotion layer while piggybacking on their ecosystem and content spend. 
 
For Omni One, this positioning means it can monetize at the intersection of all three curves: it is sold and used like a 
premium gaming device (high ASP, content and subscription stack), its core consumer motivation set is fitness and active 
entertainment rather than pure VR curiosity, and it rides on VR/AR headsets and content that others fund and market. 
Virtuix’s own survey data underscores that dependence on VR penetration is muted—55% of Omni One customers did 
not previously own a VR headset, implying that the system is their entry point into immersive content rather than an 
add-on for existing VR power users. From an investor’s standpoint, this creates an attractive asymmetry: Virtuix gets 
exposure to structurally expanding gaming, VR, and at-home fitness budgets, with incremental tailwinds from big-tech XR 
capex, but faces limited risk of direct displacement by a vertically integrated headset-plus-treadmill offering from Meta, 
Apple, or Google in its current horizon. 
 
 
 
 

 

 

Source: Company Filings and Singular Estimates 

Exhibit 12: End-Market Overview 
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Moat, Defensibility, and Dual-Use Optionality 
 
Virtuix has built a defensible position in omni-directional treadmills and is one of the few players with a credible path to 
monetize both consumer and defense/enterprise use cases off a common hardware platform. 
 
On the moat side, the company holds 25 issued patents (with additional applications pending) covering mechanical 
design, motion tracking, and related systems, alongside 14 registered trademarks across the Omni family, and 
management explicitly notes that attempts to copy the product in China, Korea, the U.S., and Europe have not produced 
true substitutes at scale. The Omni platform also demands an unusual combination of competencies—electromechanical 
design, embedded sensing and algorithms, networked software and content distribution, VR game integration, and 
low-cost volume manufacturing in Asia—which raises execution barriers beyond what a typical VR accessory maker or 
indie hardware startup can easily assemble. Competitive offerings illustrate the point: KAT’s C-series treadmills cluster 
around roughly $1,000–$1,500 at the low end and materially higher for commercial systems, Cyberith’s Virtualizer Elite 2 
sits in a near-$20,000 professional price band, and Infinadeck’s large-format platforms are priced in the tens of thousands 
of dollars and targeted squarely at industrial and defense buyers. By contrast, Omni One delivers a fully integrated home 
system at about $3,495 (with a $2,595 Core option) and is being manufactured at volume in Virtuix’s Zhuhai facility, 
positioning it in a relatively uncontested ―middle ground‖ between prosumer/consumer rigs and industrial simulators. 
 
For dual-use optionality, Virtual Terrain Walk (VTW) and Omni One Enterprise extend this core hardware into 
higher-margin, stickier markets. VTW is a multi-station mission-planning and rehearsal system that lets units walk 
geo-specific, photorealistic terrain generated from drone and camera feeds using Gaussian splatting and other AI-driven 
reconstruction, with planning tools, symbology, and mission-command exports tailored to defense workflows. Early 
deployment with innovation units such as YokoWERX and testing at U.S. installations (including Air Force and West Point 

 

 

 

Source:  Global Market Insights; Precedence Research; Allied Market Research, Company filings 
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academies) validate interest, while management guides that meaningful revenue is unlikely before fiscal 2027, effectively 
framing VTW as medium-term upside rather than near-term dependence. Because VTW is built around a commercial 
Omni platform and standard headsets, but must comply with FAR/DFARS, export controls, and sourcing rules like the Buy 
American Act and Berry Amendment, Virtuix’s U.S. domicile and IP portfolio are material advantages versus foreign 
treadmill vendors in defense and sensitive enterprise contexts. 
 
In parallel, Omni One Enterprise (around $4,995, with a 70% target gross margin) targets corporate training, education, 
medical, and design use cases, while the installed base of roughly 80 Omni Arena systems continues to generate 
recurring revenue via maintenance contracts, credits, and parts. From an investor’s perspective, these pillars mean that if 
the consumer Omni One business scales, Virtuix’s patent- and know-how-driven moat limits direct treadmill competition 
and supports pricing power, while the same platform unlocks a second, higher-margin profit pool in defense and 
enterprise that should exhibit long contracts, high switching costs, and attractive incremental returns on R&D. 
 
 
 
 
Growth Catalysts Over the Next 3–5 Years 
 

 
 

Virtuix has identifiable catalysts that can take it from a niche device to a scaled, dual-use platform across consumer, 
enterprise, and defense. 
 
Omni One ramp and software disclosure. By September 2025, Virtuix had shipped about 1,800 Omni One units, 

generating over $4 million of Omni One revenue. For the nine months ended December 31, 2025, net sales were $2.98 
million, up 41% year-on-year from $2.11 million, and gross margin improved to 29% from a 17% loss. Management 
targets ~40% hardware gross margin on Omni One and reports that ~50% of buyers add a $140 annual Omni Online 
subscription and ~40% buy roughly $60 of games at checkout, driving meaningful high-margin software uplift per unit. As 
the base grows and Virtuix discloses ARPU, churn, and attach rates, investors can underwrite LTV/CAC instead of 
treating it as a ―black box‖ hardware story. 
 
Meta / XR platform integration. Omni One is positioned as compatible with major standalone and PC-based headsets, 

and Virtuix has joined Meta’s ―Made for Meta‖ program, enabling Omni One compatibility with Quest headsets and 
opening the door to co-marketing. Meta remains the dominant consumer XR platform, and the VR headsets market is 
projected to grow from ~$10.3 billion in 2025 to $51.9 billion by 2034 (19.7% CAGR), while AR+VR together are estimated 

Exhibit 13: 3-5 Year Catalyst Overview 

 

 

Source:  Company Filings 
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to reach ~$261.9 billion by 2034. Being an endorsed locomotion option inside the Quest ecosystem broadens Omni One’s 
funnel and can lower CAC versus pure DTC.finance. 
 
European and international rollout. To date, Omni One has been U.S.-only, with Virtuix sizing its U.S. TAM at ~17 

million households earning $75k+ and owning at least one gaming device. In February 2026, Virtuix announced 
expansion of Omni One to Europe, with first shipments planned for April 2026, leveraging existing Zhuhai capacity of up to 
3,000 units per month (>$100 million annual revenue potential at current pricing). Global home fitness equipment is 
expected to grow from ~$12.9 billion in 2025 to ~$23.0 billion by 2034 (6.8% CAGR), and the video game market from 
~$275–278 billion in 2024 to ~$722 billion by 2034 (10.2% CAGR), suggesting that a portable U.S. playbook in Europe 
could add a second growth leg if CAC and retention are comparable. 
 
VTW and enterprise. VTW is a multi-station, geo-specific mission-planning and rehearsal system built on Omni hardware 

and AI-generated terrain. Virtuix has sold two prototype stations to the U.S. Air Force academy, the YokoWERX 
(innovation unit at Yokota Air Force Base) and the U.S Military Academy at West Point, and targets broader proofs of 
concept, but guides that meaningful VTW defense revenue is unlikely before FY27. Meanwhile, Omni One Enterprise 
(priced at $4,995, 70% target margin) and an installed base of ~80 Omni Arena systems generate higher-margin 
enterprise and LBE revenue via licenses, Omni Care maintenance, game credits, and replacement parts. 
 
These catalysts turn Virtuix from a ―cool product‖ into a company with specific, trackable growth vectors: Omni One units 
and software ARPU (U.S. + Europe), ecosystem leverage via Meta, and incremental high-margin enterprise/defense 
income. If Omni One can sustain ~40% hardware margin and strong subscription/game attach, the consumer base alone 
can drive revenue growth and margin expansion, with VTW and enterprise treated as upside rather than core to the 
thesis. 
 
 

Management and shareholders 
 
Jan Goetgeluk founded Virtuix in 2013 and serves as Chief Executive Officer and Chairman of the Board, leading 
strategy, product development (Omni Pro, Omni Arena, Omni One), and corporate development after earlier roles as an 
Investment Banking Associate at J.P. Morgan and Project Engineer at Belgian logistics group Katoen Natie. He holds BSc 
and MSc degrees in Mechanical Engineering (Mechanical Engineering & Industrial Management) from Ghent University 
and an MBA from Rice University, and is the largest shareholder; his ownership of all Class B common stock (20 votes 
per share) gives him majority voting control. 
 
David Allan serves as President, Chief Operating Officer, and Director, overseeing global operations and Virtuix’s Asian 

manufacturing footprint. He previously built and ran factories in Zhuhai and Malaysia for ERP Power and Flex, helped 
grow ERP Power to ~$50 million in sales and 700 employees, and spent twelve years as co-owner of a Taiwan-based 
OEM hardware business; he holds a BASc in Systems Design Engineering from the University of Waterloo and is fluent in 
Mandarin. 
 
Thomas McGinnis has been Chief Financial Officer since October 2025 and is the principal financial and accounting 

officer, responsible for SEC reporting, FP&A, treasury, internal controls, and investor relations, including the Nasdaq 
listing and equity-linked structures. A CPA licensed in Texas, he previously served as Controller of Ammo, Inc. and as an 
auditor at Durbin & Company, and holds BS and MS degrees from Arizona State University and the University of Texas at 
Dallas. 
 
Lauren Premo serves as Head of Marketing, leading brand, performance, and partnership marketing for Omni One after 

senior roles at Turtle Beach (Senior Director of Brand Marketing), Corsair Gaming (including Senior Director of Software 
and Services), and Razer in business development and community management. She holds a BS in Business 
Administration (Marketing) from the University of Colorado at Boulder and drives Virtuix’s digital-first customer acquisition 
strategy. 
 
The Board of Directors is divided into three staggered classes and currently comprises Mr. Goetgeluk (Chairman and 
CEO), David Allan (President, COO, and Director), and non-management directors Brett Moyer, Ugo de Charette, John 
Cunningham, Parthkumar Jani, and Randolph Read;  
 

 Brett Moyer (Director) is CFO and Chairman of Datavault AI (NASDAQ) and was a founding member, President, 

and CEO of WiSA Technologies before its combination with Data Vault; he previously held CEO roles at Focus 
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Enhancements and leadership roles at Zenith, and has served on multiple public boards including RYVYL Inc., 
bringing public-company, capital markets, and operating experience. 
 

 Ugo de Charette (Director) is a long-time media and rights executive who spent nearly two decades as General 

Manager of Tous Contes Fées managing a catalogue of musical rights and overseeing a diversified 
media/technology/real-estate investment portfolio, contributing a global perspective and investment-management 
background; he holds a BA in International Economics and International Affairs from the American University in 
Paris. 

 

 John Cunningham (Director) is founder and CEO of Spatial Synergy, focused on digital transformation for 

defense and manufacturing, and previously headed Government and Aerospace at Unity Technologies and 
served as CRO at The DiSTI Corporation, where he led pivots toward SaaS and federal business; he holds a BS 
in Data Processing from Florida A&M and an MBA in Technology Management. 
 

 Parthkumar Jani (Director) is founder and CEO of JC Team Capital, a venture fund investing across 

entertainment, hospitality, and real estate, and brings experience in portfolio management and growth investing; 
he holds a BA in Business Administration from Centennial College in Toronto. 

 

 Randolph Read (Director) is President and CEO of Nevada Strategic Credit Investments and International 

Capital Markets Group, with extensive board experience across public companies including New York REIT, 
SandRidge Energy, Enzon Pharmaceuticals, and Luby’s; he is a CPA and holds an MBA in Finance from Wharton 
and a BS from Tulane University, contributing deep capital-markets and governance expertise. 
 
 

To align management and director incentives with shareholders, Virtuix granted approximately 2.15 million RSUs under 
the 2025 Omnibus Incentive Plan (aggregate fair value of ~$3.56 million) that vest over roughly six months to four years 
following listing, and maintains a separate 2025 Long-Term Incentive Plan under which nonqualified stock options, 
including awards to David Allan, have been issued. Following the preferred-to-common reclassification and introduction of 
high-vote Class B shares, Mr. Goetgeluk’s holdings provide effective control over stockholder votes, while other 
executives and directors each hold less than 10% of voting power and the remaining Class A equity is widely held by 
institutional investors, prior crowdfunding participants, and Streeterville-related holders. 
 

 
 

Latest Quarterly Results 
 
Virtuix Holdings Inc. – Q3 FY2026 Update (Quarter Ended Dec 31, 2025) 
 
Virtuix delivered strong year-to-date growth and margin expansion in Q3 FY2026 as Omni One scaled, while remaining in 
investment mode and reliant on external capital. 
 
Headline results and cash flow 

 For the nine months ended December 31, 2025, net sales grew 41% to $2.98M from $2.11M, driven primarily by 
Omni One shipments and fulfillment of earlier preorders, with new Omni One and Omni One Core orders in 
December 2025 up 60% year-on-year, underscoring strong holiday demand supporting that growth 
trajectory. 

 Over the same period, gross margin improved from -17% (gross loss $0.36M) to 29% (gross profit $0.87M), 
reflecting the Omni One price increase from $2,595 to $3,495, better factory utilization, and the roll-off of 
discounted investor units. 

 Q3 net sales were $0.96M, down 24% year-on-year versus $1.26M, as the company lapped a heavy Omni One 
preorder-fulfillment quarter and shifted mix toward in-period, holiday-driven consumer orders. 

 For the nine months, net loss narrowed to $6.89M from $12.02M, helped by stronger gross profit and the absence 
of a $4.65M stock-based compensation charge booked in the prior year. 

 Q3 gross profit was $0.29M (30% margin) versus a small gross loss in the prior-year quarter (-2% margin), as 
higher pricing and better overhead absorption offset lower volume. 

 Q3 operating expenses were $2.13M (vs. $1.82M), with higher selling expense for Omni One holiday marketing 
partially offset by lower G&A and R&D. 
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 Q3 net loss was $2.73M (vs. $1.97M), as higher gross profit was more than offset by increased interest expense, 
amortization of debt discounts, and elevated advertising. 

 Adjusted EBITDA was -$4.68M for the nine months versus -$6.71M a year earlier, and -$1.63M in Q3 versus -
$1.63M in the prior-year quarter, indicating gradual improvement in underlying cash earnings despite continued 
investment. 

 Operating cash outflow for the nine months was $5.54M (vs. $6.34M), and cash at December 31, 2025 was 
$1.07M. 
 

Segment and product performance 

 Omni One (home system). For the nine months, Omni One revenue was $2.13M (vs. $1.36M), cementing its role 
as Virtuix’s primary growth driver. Q3 Omni One revenue was $0.76M vs. $0.93M a year ago, reflecting a tough 
comparison against a backlog-heavy quarter rather than weaker underlying demand. Management noted that new 
Omni One and Omni One Core orders in December 2025 were up 60% year-on-year, highlighting strong holiday 
momentum and reinforcing the health of the run-rate consumer business exiting the quarter. 

 Omni Arena / location-based. For the nine months, Omni Arena revenue increased to $0.46M from $0.33M, 
reflecting deliveries earlier in the year before Virtuix shifted the product into ―maintenance mode.‖ Q3 Omni Arena 
revenue declined to $22K from $193K as the focus moved from new installs to servicing the installed base. 

 Other revenue. Omni Pro, Omniverse credits, and Omni Care contributed $0.43M of revenue in the nine months, 
roughly flat versus $0.42M in the prior year. Gift card liabilities tied to converted preorders and investor incentives 
reached $0.45M, representing future product deliveries that will convert to revenue upon redemption. 
 

Strategic initiatives and positioning 

 Omni One scale-up and margin improvement. Higher ASPs on Omni One, better absorption of manufacturing 
overhead, and the roll-off of discounted investor units have already taken gross margin from negative territory to 
the high-20s/low-30s. Management expects further margin expansion as volumes scale, logistics efficiencies 
improve, and a greater share of units are sold at full price. 

 Dual-use strategy: consumer + defense (VTW). Virtuix is scaling Omni One as a consumer platform while 
developing Virtual Terrain Walk (VTW) for defense and simulation customers, with recent activity including 
demonstrations at I/ITSEC and test deployments at the U.S. Air Force Academy, YokoWERX, and West Point; 
management continues to guide that meaningful VTW defense revenue is unlikely before FY2027. 

 Manufacturing diversification. Production remains centered in China, but Virtuix has built Taiwan as an alternative 
manufacturing base to mitigate tariff and geopolitical risk and plans to shift more output there if trade frictions with 
China persist. 
 
 

Balance sheet, funding, and capital structure 

 As of December 31, 2025, Virtuix reported $6.36M of total assets, $9.31M of total liabilities, and a stockholders’ 
deficit of $2.95M, with an accumulated deficit of $69.38M. 

 The capital structure is heavily equity-linked and debt-like: 
o $3.34M of secured convertible notes held by Streeterville Capital, tied to a prepaid equity-purchase 

structure and ultimately settleable in stock at a discount. 
o $1.97M of unsecured 2024 Notes plus roughly $0.4M of accrued interest, extended to March 31, 2026, 

which management is seeking to refinance or equitize. 
o $1.65M of Second 2025 subordinated convertible notes (principal equal to 110% of invested cash), 

maturing March 31, 2026 and convertible at a 15% discount to the $8.75 reference price; about $0.72M of 
these notes converted to equity after quarter-end. 

o A $50M Equity Purchase Agreement with Streeterville, under which an initial $8.0M advance (principal 
$8.64M) was funded at listing in January 2026 and is convertible into stock, subject to market-cap and 
volume thresholds. 

 Subsequent to quarter-end, liquidity improved via the initial $8.0M Streeterville advance, roughly $3.14M from 
Streeterville warrant exercises, $0.30M from Western Technology warrant exercises, and the $0.72M reduction in 
Second 2025 Notes principal through conversion to equity. 

 Management believes that, assuming successful refinancing or conversion of the 2024 Notes and remaining 
Second 2025 Notes by March 31, 2026, current cash plus committed facilities are sufficient to fund at least nine 
months of operations from the filing date; to fully execute its 12-month plan, Virtuix estimates it needs 
approximately $2.0M of additional capital, likely via further use of the Streeterville facility and related equity-linked 
transactions. 



 

 

24 Virtuix Holdings, Inc.         Gowshi Sriharan, CFA 
                                                                                                                                                                                           

 

 
Outlook and key watchpoints 

Management expects continued operating losses in 2026 as it prioritizes Omni One scale-up, marketing, and 
public-company costs, but sees a path to better profitability through: 

 Higher Omni One volumes at current ASPs and improving manufacturing efficiency. 

 A mix shift toward full-price consumer units as discounted investor preorders are largely fulfilled. 

 Longer-term layering in of VTW defense revenues from FY2027 onward. 
 

Key risks include sustained negative cash flow, reliance on external capital (particularly Streeterville and equity markets), 
tariff and geopolitical exposure from China manufacturing, and long, uncertain defense procurement timelines. Over the 
next 12–18 months, investors should watch: 

 Omni One order trends, unit volumes, gross margin progression, and the durability of holiday-driven strength such 
as the 60% YoY growth in December 2025 orders. 

 Progress on refinancing or converting the 2024 Notes and remaining Second 2025 Notes ahead of their March 
31, 2026 maturity. 

 Utilization of the Streeterville equity line, associated dilution, and covenant compliance. 

 Early VTW traction, including movement from prototypes to funded pilots and, in time, programs of record with 
U.S. defense customers. 

 
 

Valuation 
 
We value VTIX using a blend of peer-group multiples and a Discounted Cash Flow (DCF) model, with our WACC derived 
from the capital structure and risk assumptions summarized below. Our VTIX peer set is composed of small-cap 
XR/immersive hardware and software names and higher-growth gaming/fitness platform companies, reflecting Virtuix’s 
positioning at the intersection of gaming, VR, and connected fitness rather than as a traditional consumer electronics 
OEM. We apply the industry-average Price/Sales multiples from this group to our forward VTIX revenue forecasts to 
derive a set of relative valuation outcomes; averaging these outputs and discounting them back one year at VTIX’s 
estimated cost of equity of 11.0% yields a peer-based intrinsic value estimate that forms the first leg of our valuation 
framework. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The exhibit below summarizes our peer group multiples 
.  

Exhibit 14:  VTIX Peer Group Multiples and Price Targets 
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Our DCF model complements the relative valuation by explicitly capturing operating leverage and Omni One/VTW 
optionality. We project detailed income statement and cash flow items for the first three forecast years, then assume that 
EBIT grows at a constant compound annual rate over years four through eight, reflecting a maturing, but still high-growth, 
Omni One franchise with incremental contribution from enterprise and early VTW contracts. We discount projected free 
cash flows and a terminal value back to present using a WACC of 10.95%, which is based on an unlevered beta of 1.22, 
a 10-year Treasury yield of 4.15%, an equity risk premium of 5.50%, a 21% tax rate, and a modest debt load that results 
in a market-value debt-to-capital ratio of 2.5%; these inputs imply a cost of equity of 11.03% and an after-tax cost of debt 
of 7.9%. The DCF produces an intrinsic value estimate of approximately $10.96 per share, modestly above our 

peer-based outcome, reflecting the model’s sensitivity to medium-term revenue growth and margin expansion from 
today’s sub-scale base. 
 
We then average the output from our peer-group valuation and the DCF value to arrive at our final VTIX price target of 
$10.91, which we round down to $10.90. Against a current share price this implies roughly a 34% discount to our 
blended intrinsic value and corresponds to an equity market value of about $336 million on 30.9 million shares 

outstanding and a de minimis net debt position. Given VTIX’s early-stage risk profile, limited operating history as a public 
company, and sensitivity to execution on Omni One scaling and VTW commercialization, we view this blended approach 
as more appropriate than relying solely on any single framework: the peer-group anchors VTIX to how the market values 
comparable growth and risk, while the DCF lets us underwrite the specific cash-flow trajectory we see as most likely over 
the next 5–10 years. 

 
 
 
 

 

Important Disclosures 

 

 

 

 

 

Source: Factset (March 11
th
 2026) 
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The following disclosures relate to relationships between Singular Research and Millennium Asset Management, 
LLC (“Millennium”) and companies covered by Singular Research and referred to in research reports.   

 
This report has been prepared by Singular Research, a wholly owned subsidiary of Millennium which is an investment 
advisor registered in the State of California.  Singular Research receives fees from Millennium for the right to use and 
distribute research reports prepared by Singular Research. 
 
Millennium does and seeks to do business with companies covered in Singular Research’s research reports.  Millennium 
may receive fees from issuers that are the subject of research reports prepared by Singular Research for investor and 
public relations and other marketing-related services provided to such issuers by Millennium.  As a result, investors should 
be aware that Singular Research and Millennium may have a conflict of interest that could affect the objectivity of this 
report.  Investors should consider this report as only a single factor in making their investment decision.   
 
 

 

General Disclosures 

 
This research report is for our clients’ informational purposes only.  This research is based on current public information that we consider reliable, but we 
do not represent it is accurate or complete, and it should not be relied on as such.  Any opinion expressed in this report is subject to change without 
notice and may differ or be contrary to opinions expressed by other professionals or business areas of Singular Research or Millennium.  We are under 
no responsibility to update our research. 
 
The views expressed in this research report accurately reflect the responsible analyst’s personal views about the subject securities or issuers.  No part 
of the analyst’s compensation was, is, or will be, directly or indirectly, related to the specific recommendations or views expressed by that analyst in the 
research report.   
 
Millennium and its affiliates, officers, directors, and employees, excluding analysts, will from time to time have long or short positions in, and buy or sell, 
the securities or derivatives thereof of covered companies referred to in our research reports.  Our affiliates, officers, and directors will not execute on 
any new recommendation or recommendation change until 48 hours after the dissemination of the report. 
 
This research is not an offer to sell or the solicitation of an offer to buy any security in any jurisdiction where such an offer or solicitation would be illegal.  
It does not constitute a personal recommendation or take into account the particular investment objectives, financial situations, or needs of individual 
clients.  Clients should consider whether any advice or recommendation in this research is suitable for their particular circumstances and, if appropriate, 
seek professional advice, including tax advice.  The price and value of the investments referred to in this research and the income from them may 
fluctuate.  Past performance is not a guide to future performance, future returns are not guaranteed, and a loss of original capital may occur.  Certain 
transactions, including those involving futures, options, and other derivatives, give rise to substantial risk and are not suitable for all investors.   

 
 

Rating Definitions  
 
BUY, 30% or greater increase in the next 12 months. 
BUY-Long-Term, near-term EPS horizon is challenging, attractive long-term appreciation potential. 
BUY-Venture, initial stages with little to no revenue and the potential for outsized returns with higher amounts of risk and volatility. 
HOLD, perform in line with the market. 
SELL, 30% or more declines in the next 12 months. 
 
 

© Copyright 2026 Singular Research 

No part of this material may be copied, photocopied, or duplicated in any form by any means or redistributed without the prior written consent of 
Singular Research.
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