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O V E R V I E W

Turkish furniture brands: AI visibility, September 2026

This report reproduces the real Turkish-language questions consumers ask AI assistants about

furniture, and measures how often, in what order, and across how many models five large language

models name each brand, retailer and marketplace.

Entities are ranked separately within six cuts of the same questions — all questions, origin-constrained, origin-

neutral, and three question types — defined in Chapter 2. It is a single point-in-time study and should be read within

the limitations in Chapter 11.

SCOPE & METHOD

Vertical: Furniture, sofas, bedroom & home furnishing (mobilya) — Turkey

Method: A single point-in-time study of 750 responses — five large language models (Claude, Gemini, ChatGPT,

Perplexity, Grok), each asked 30 Turkish-language questions five times

Collection date: 25 September 2026

Edition: 2 of a quarterly series. Edition 1 (June 2026) asked the same 30 questions; two of its five models were replaced

for this edition.

HOW TO READ THIS REPORT — VISIBILITY IS NOT QUALITY

This report measures one thing: how often, how prominently, and across how many AI assistants a brand is named

when people ask about furniture in Turkey. A high score means these systems currently have a lot of information available

about a brand and surface it readily — not that the brand is better-built, longer-lasting or better value. A low score, or a

zero, means a brand is currently less visible to these systems — not that it is inferior. AI visibility reflects information

availability and discovery, not product quality. Readers and consumers should not treat an AI recommendation — or

this report — as a verdict on whether a brand is “good” or “bad.” This study does not measure the accuracy, quality, or

sentiment of any recommendation.

Key terms: AI visibility, AI Visibility Score, furniture brands, Turkish furniture (mobilya) market, Turkish (yerli) furniture

brands, LLM brand recommendations, ChatGPT/Gemini/Claude/Perplexity/Grok brand recommendation,

Generative Engine Optimization (GEO).
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Executive Summary
The same three brands hold the top three places on every cut,

and the shelf behind them stays mostly domestic whether or

not the question asks for Turkish brands.
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Executive Summary

ONE-SENTENCE TAKEAWAY

İstikbal, Bellona and Doğtaş hold the top three places on all six published cuts, and the shelf behind

them is entirely domestic when the question asks for Turkish brands and mostly domestic when it does

not — domestic entities take 100.00% of qualifying mentions on the 13 origin-constrained questions

and 86.63% on the 17 origin-neutral ones (foreign 0.00% and 13.37%), with origin on file for every

qualifying mention on both.

İstikbal leads on score; Bellona is named most. İstikbal tops the general board at 96.10, named in 53.47% of all

750 responses (401) and by all five models. Bellona (94.64) is named more often, in 58.53% (439 of 750), and

Doğtaş (89.65) in 56.93% (427 of 750). İstikbal leads because it is named earliest: its MRR of 0.5563 is the highest

in the cut. Enza Home (79.10) and Kelebek (69.65) complete the top five.

The same three hold the top three places on every cut. İstikbal, Bellona and Doğtaş occupy the first three places

on all questions, on the origin-constrained and origin-neutral questions, and on each of the three question types.

Bellona leads the origin-constrained cut (94.03) and the attribute (99.07) and use-case (92.30) cuts; İstikbal leads

the other three.

23 of 290 tracked entities qualify on the general cut — 22 domestic and 1 foreign — with an average score of

55.59. The foreign qualifier is IKEA, sixth at 67.19. Four marketplaces — Masko (#13), Modoko (#16), Trendyol (#20)

and Hepsiburada (#23) — rank alongside the brands, because they are what the assistants name.

The question changes how domestic the shelf is, not who leads it. On the 13 origin-constrained questions (325

responses), domestic entities take 100.00% of qualifying mentions and foreign entities 0.00%, with origin on file

for 1,564 of 1,564. On the 17 origin-neutral questions (425 responses), domestic entities take 86.63% and foreign

entities 13.37%, with origin on file for 1,848 of 1,848; 4 of the 20 entities in that share are foreign, and IKEA is fourth

on that board. Origin is assigned by brand home this edition and by a different rule in June, so no origin share here

is compared with June’s.

The assistants agree on the top, not on how long an answer is. Bellona is the most-named entity for ChatGPT 5.6

Luna Pro, Perplexity Sonar and Grok 4.3; Doğtaş for Claude Haiku 4.5; Enza Home for Gemini 3.6 Flash. Grok 4.3

names 10.62 entities per answer and Gemini 3.6 Flash 9.79, against 4.35 for Claude Haiku 4.5. Three qualifying

ranks lean on one model: Grok 4.3 supplies 60 of Trendyol’s 91 general-cut mentions and 44 of Hepsiburada’s 60,

and Gemini 3.6 Flash supplies 30 of Mudo Concept’s 40.

Grounding was complete for four models and partial for one. 84.13% of all 750 responses were web-grounded.

Four models grounded 100.00% of their 150 answers; Gemini 3.6 Flash grounded 20.67%, and the other 119 of its

answers returned no grounding metadata at all — which is not evidence that it answered from memory.

Against June, Enza Home rose most and Sivriler Mobilya fell most — on a panel that changed. On the same 30

questions, with June’s answers counted the way this edition counts and with Gemini 2.5 Flash-Lite and GPT-4o-

mini replaced by Gemini 3.6 Flash and ChatGPT 5.6 Luna Pro, Enza Home moved from 22.12% of 746 responses to

41.60% of 750 (+19.48 points) and Sivriler Mobilya from 9.65% to 1.33% (-8.32). Enza Home is Gemini 3.6 Flash’s

most-named entity and also sits in the top ten of all three models that answered in both editions (Chapter 8).
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The three leaders’ own sites lead the sources. bellona.com.tr and istikbal.com.tr are each cited in 46 of 150

question-model cells (30.67%), ahead of dogtas.com (41 cells, 27.33%). Claude Haiku 4.5 returned exactly 5

citations on every one of its answers, so its domain counts are capped and do not compare with the other

models’.

WHY IT MATTERS

Shoppers increasingly ask AI assistants which furniture brand to buy and where to buy it, and whether a brand appears in

those answers is becoming a discovery channel in its own right. June’s edition set the baseline; this one repeats its 30

questions word for word, which makes a first reading of movement possible — with the confounds stated beside it,

because two of the five assistants answering are not the ones that answered in June. The clearest finding is a structure

rather than a movement: the same three brands sit at the top of every cut, and the shelf behind them stays mostly

domestic whether or not the question asks for Turkish brands. A reminder: the numbers below describe visibility and

information availability — not which brands are best.
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Methodology
The 30 questions are June’s, word for word; the panel, the

counting rule and the origin rule are not, and every comparison

in this report states which of the three it crosses.
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Methodology

ONE-SENTENCE TAKEAWAY

Five models answered 30 Turkish questions five times each, giving 750 responses across 150 question-

model cells; 290 entities were scored within each cut, and since June two models, the counting rule and

the origin rule have changed.

2.1 SCOPE AND MODELS

The study queried five large language models through their APIs with identical Turkish-language questions. Each of

the 30 questions was put to each model five times, giving 150 question-model cells and 750 responses analyzed, all

collected on 25 September 2026. The questions are in Turkish and models infer the market from them. The

deployment’s system prompt and locale parameter were not recorded with this run, so this report makes no

statement about either.

TABLE 01 · THE FIVE-MODEL PANEL 150 responses each

Model API name Responses In June’s panel

Claude Haiku 4.5 anthropic/claude-haiku-4.5 150 Yes

Gemini 3.6 Flash gemini-3.6-flash 150 No — joined this edition

ChatGPT 5.6 Luna Pro openai/gpt-5.6-luna-pro 150 No — joined this edition

Perplexity Sonar perplexity/sonar 150 Yes

Grok 4.3 x-ai/grok-4.3 150 Yes

The five-model panel. Gemini 2.5 Flash-Lite and GPT-4o-mini, both in June’s panel, were not run this edition.

2.2 WEB-SEARCH CONFIGURATION

Every model was asked to search the web. Whether it did is a separate question, and the table below keeps the two

apart: the first column is what the deployment asked of each model; the rest is what each model returned.

TABLE 02 · WEB-SEARCH CONFIGURATION AND BEHAVIOUR by model

Model Asked to search Answers Web-grounded Citations Answer modes

Claude Haiku 4.5 Yes 150 100.00% 750 searched 150

Gemini 3.6 Flash Yes 150 20.67% 256 searched 31, unknown 119

ChatGPT 5.6 Luna Pro Yes 150 100.00% 731 searched 150

Perplexity Sonar Yes 150 100.00% 3,730 searched 150

Grok 4.3 Yes 150 100.00% 802 searched 150

Answer modes: ‘searched’ means the model reports searching; ‘unknown’ means it was asked to search and returned no grounding

metadata at all.
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Overall, 84.13% of the 750 responses were web-grounded. Four models grounded 100.00% of their answers.

Gemini 3.6 Flash grounded 20.67%: 31 answers report a search, and the other 119 carry no grounding metadata of

any kind. An “unknown” answer is not a memory answer. The model was asked to search, and it is not known whether it

did; the answer may rest on retrieval that was not reported, on the model’s own knowledge, or on both. This report

never treats those 119 answers as answers from memory.

June’s edition carried a chapter comparing web-grounded answers with answers from model memory. This edition

does not repeat it. Every model was asked to search, so there is no memory segment by design, and the only

ungrounded answers are one model’s, of unknown provenance. Splitting the board by grounding would compare

Gemini 3.6 Flash with the other four models, not search with memory.

A citation cap, not a measurement. Claude Haiku 4.5 returned exactly 5 citations on every one of its 150 answers. Its

domain counts are truncated at that ceiling and do not compare with an uncapped model’s; Chapter 9 reads them

that way.

2.3 QUESTIONS AND CUTS

All 30 questions are the ones asked in June, carried verbatim: none was added, none retired and none reworded.

Each is typed by what it asks — discovery (a general “which brand?” or “where to buy?”), attribute (a specific

property, such as stain-resistant fabric or durability) or use_case (a need, such as a home with a cat or a wedding

furniture package) — and scoped by whether it constrains origin. A constrained question asks for Turkish brands

(“türk malı mobilya markası arıyorum, hangileri iyi” — I’m looking for a Turkish-made furniture brand, which ones are

good?); a neutral one does not (“en iyi mobilya markası hangisi” — which is the best furniture brand?).

TABLE 03 · QUESTION DESIGN BALANCE 30 questions

Question type Origin-neutral Origin-constrained Total

Discovery 5 5 10

Attribute 6 4 10

Use case 6 4 10

Question design balance: 10 questions of each type; 17 origin-neutral and 13 origin-constrained in all.

Every metric is computed separately within each of six cuts:

TABLE 04 · THE SIX CUTS questions · responses · qualifiers

Cut Questions Models Responses Qualified Distinct entities

All questions 30 5 750 23 290

Origin-constrained questions 13 5 325 29 170

Origin-neutral questions 17 5 425 24 220

Discovery questions 10 5 250 39 151

Attribute questions 10 5 250 20 118

Use-case questions 10 5 250 23 154

The six cuts. Origin-constrained (13 questions, 325 responses) plus origin-neutral (17, 425) equals all questions (30, 750); the three

question-type cuts also sum to all questions.

June called the first three cuts Main, Local and Open. The all-questions cut is referred to in this report as the general

cut.
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June’s category chapter read the same three question types; this edition reads them in Chapter 6, each with its own

leaderboard. No question in this study records a topical subcategory, and under this series’ rules a subcategory is

published as a cut only when the study declares it before collection. This study did not, so no subcategory figure

appears in this report. Chapter 7 returns to this.

2.4 ENTITY RESOLUTION

Every name in every answer is matched against Herm.io’s brand registry. A name that matches a registered brand or

one of its aliases is counted directly and never becomes a candidate. Names that do not match are reviewed as

candidates: 323 this period. Of those, 279 were resolved to a brand, 29 were given a verdict by a language model,

and 15 were answered by a stored verdict from earlier work. These figures count the work, not the field, and do not

reconcile to the 290 entities tracked.

Fifteen candidates were rejected as not a brand, and the most frequent of them show what the rules do.

A product name is not a brand. “Anka Koltuk Takımı”, “Luna Koltuk Takımı”, “Lacy Koltuk Takımı” and “Tommy Koltuk

Takımı” (5 responses each) and “Viola Koltuk Takımı” (4) are sofa-set product names — koltuk takımı means sofa set —

not brands, and none is counted.

Not every capitalized word is a name. “Selamlar” (5 responses) is a greeting — “regards” — not a name. It was

extracted as a candidate and rejected.

One brand can be registered more than once. Kelebek, Yataş, Saloni and Zebrano had each been registered under

more than one spelling, and the duplicates were merged before this edition was measured: “Kelebek” and “Kelebek

Mobilya”, for example, are counted as one brand.

Resemblance is not identity. Among entities named in at least three answers, six near-name pairs were flagged —

Mudo Concept and Mudo, Lider Vip and Lider, and QHome and Maq Home among them. None of the six shares a

website on file, and each pair is tracked as two entities.

The result is 290 entities: 87 brands, 142 brands that are also retailers, 23 retailers, 15 marketplaces, 8 sub-brands, 4

publishers and 2 licensed brands; 9 have no entity type on file. Origin is on file as domestic for 218 and foreign for 55;

17 have no origin on file. One entity, Trafton, is provisional: research never resolved it, and it may duplicate a brand

under another spelling. No entity has a product category on file, so scope could not be resolved for any of them, and

all 290 are eligible to rank.

2.5 AI VISIBILITY SCORE (0–100)

Score = 0.45 × Mention + 0.3 × Position + 0.25 × Breadth

Mention is the share of the cut’s responses that name the entity. Position is the mean reciprocal rank (MRR) of the

entity’s first appearance in each answer that names it — first is 1, second 0.5, and so on. Breadth is the number of

models, of five, that name it. Each component is scaled to the highest value among qualified entities in that cut and is

never clipped. An entity qualifies for ranking on a cut if it is named in at least 5% of that cut’s responses; there is no

absolute mention floor.
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Worked example — İstikbal, general cut. İstikbal is named in 401 of 750 responses, a mention rate of 53.47%. The

highest mention rate among qualified entities in the cut is Bellona’s, 58.53%, so İstikbal’s mention component is

91.34. Its MRR of 0.5563 is the cut maximum, so its position component is 100.00. It is named by 5 of 5 models, so

breadth is 100.00. The composite is 0.45 × 91.34 + 0.3 × 100.00 + 0.25 × 100.00 = 96.10. The mention component is

computed from the unrounded inputs (0.534666667 against 0.585333333); dividing the two-decimal rates printed

on this page gives a slightly different number.

İstikbal scores 96.10 rather than 100 because the highest mention rate in the general cut belongs to Bellona, not to

the leader. Because the maxima come from qualified entities only, an unqualified entity can exceed 100 on a

component: 98 of 1,103 entity-cut rows do (8.90%), all of them unqualified — 10.40% of the 945 unqualified rows. A

value above 100 says the entity beats the cut leader on that one component while being named too rarely to rank.

A SCORE BELONGS TO ONE CUT’S SCALE

The scale moves whenever the leader moves, so an AI Visibility Score is never compared across cuts, across editions or

across verticals. This report shows no score change since June. Where it compares editions (Chapter 8, and the Δ

columns beside general-cut tables), it uses raw mention rate on the general cut only. The maxima behind every table are

published in the report’s data file.

2.6 WHAT CHANGED SINCE JUNE, AND WHAT IS COMPARABLE

TABLE 05 · WHAT CHANGED BETWEEN THE TWO EDITIONS study, not market

Edition 1 — June 2026 Edition 2 — September 2026

Questions 30 The same 30, carried verbatim; none added or retired

Responses
analyzed 746 750

Models carried
Claude Haiku 4.5, Perplexity
Sonar, Grok 4.3

Claude Haiku 4.5, Perplexity Sonar, Grok 4.3

Models replaced
Gemini 2.5 Flash-Lite, GPT-
4o-mini

Gemini 3.6 Flash, ChatGPT 5.6 Luna Pro

What counts as a
mention

The name appearing
anywhere in the answer text

A brand or company named in the answer, not one that appears only in a
web address

Origin rule
Founded and headquartered
in Turkey

Brand home: the country the brand itself is operated from

Comparable across
editions

—
Raw mention rate on the general cut, with the panel change stated
beside every figure. Not comparable: AI Visibility Scores and origin
shares.

What changed between the two editions. The question set is identical; the panel, the counting rule and the origin rule are not.

Three changes matter for any comparison with June. The panel: three models are carried and two were replaced, and

nothing in this report corrects for that. The counting rule: June’s page counted any answer whose text contained a

name; this edition counts a brand or company only where it is named in the answer, not where it appears only in a web

address. Under June’s rule a marketplace was counted wherever its name appeared, including as a place to buy, so

marketplaces read higher on June’s page than in June’s answers counted the way this edition counts. The brand

registry has also changed since June — duplicate registrations merged, brands renamed — so a June level here can

differ from June’s page for any entity, not only marketplaces. So that both sides of every comparison count a brand

the same way, June’s levels in this report are June’s answers, counted the way this edition counts — not the figures

June’s page printed. The origin rule: see 2.7.
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2.7 ORIGIN, NEUTRALITY AND SELF-EXCLUSION

Origin is the brand home: the country the brand itself is operated from, which is not always its owner’s. Fendi Casa is

Italian though LVMH is French; Cetaphil is American though Galderma is Swiss. Where no separate brand home can

be established, the parent’s headquarters stands in. Local-market naming variants are folded into their parent

before origin is read, so a brand named after its market subsidiary is not recorded as domestic. Tables show ISO

country codes; shares use a domestic/foreign rollup. Entities with no origin on file stay in every table, are excluded

from every origin share, and are counted — never defaulted.

June used a different rule. June’s edition counted a brand as Turkish only if it was founded and headquartered in

Turkey; this edition assigns every origin by brand home. Within this edition the rule is published here beside every

origin figure, which is what makes a domestic-versus-foreign comparison safe; across the change it is not, and no

origin share in this report is compared with June’s. June also published a different measure on its origin-neutral

questions — the share of answers naming at least one Turkish brand. That is not a share of qualifying mentions, and it

is not set beside the shares in this report.

Marketplaces and retailers rank in every leaderboard, because they are what the assistants actually name. The

brand-only view in section 3.3 removes the four qualifying marketplaces — Hepsiburada, Masko, Modoko and

Trendyol — by name and changes nothing else. Retailers, IKEA and Koçtaş among the qualifiers, are retained

everywhere, as are brands that also run their own stores.

Origin shares are read on a brand-only, qualified basis. The headline share is computed over qualified entities with

origin on file, with marketplaces and publishers left out — a marketplace is where a brand is bought and a publisher is

where it is written about — and own-label retailers kept in. It is always printed with its coverage: the qualifying

mentions with origin on file. The same arithmetic over every tracked entity, qualified or not, is published as a sanity

check; it describes the long tail, not the shelf a reader sees. This basis applies to shares only; it does not change who

ranks.

Neutrality and self-exclusion. This is a market-wide study with no focus brand. Herm.io’s own domain is excluded

from the source data before analysis, so the company’s own content neither appears among the cited domains nor

influences any figure.
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Overall Visibility
Leaderboard
İstikbal leads on score because it is named earliest, Bellona is

named most often, and IKEA is the only foreign name among 23

qualifiers.
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Overall Visibility Leaderboard

ONE-SENTENCE TAKEAWAY

Twenty-three of 290 tracked entities qualify on the general cut; İstikbal leads on score because it is

named earliest, Bellona is named most often, and IKEA is the only foreign qualifier.

The list below ranks the 23 entities named in at least 5% of all 750 responses, by AI Visibility Score. As a reminder, it

ranks visibility, not quality. The last column shows each entity’s change in raw mention rate since June.

TABLE 06 · AI VISIBILITY SCORE, GENERAL CUT 30 questions · 750 responses · 23 qualified

# Entity Origin Type Mention MRR Models AI Score Δ vs June, pts

01 İstikbal TR Brand & retailer 53.47% 0.5563 5 96.10 +6.68

02 Bellona TR Brand & retailer 58.53% 0.4569 5 94.64 +8.00

03 Doğtaş TR Brand & retailer 56.93% 0.3871 5 89.65 +8.54

04 Enza Home TR Brand & retailer 41.60% 0.4100 5 79.10 +19.48

05 Kelebek TR Brand & retailer 41.47% 0.2368 5 69.65 +10.10

06 IKEA SE Retailer 24.13% 0.4382 5 67.19 +5.23

07 Lazzoni TR Brand 21.33% 0.3278 5 59.08 +8.87

08 Modalife TR Brand & retailer 15.20% 0.3038 5 53.07 +4.48

09 Çilek TR Brand & retailer 13.33% 0.3246 5 52.75 +5.29

10 Gündoğdu Mobilya TR Brand & retailer 8.13% 0.3877 5 52.16 -5.81

11 Vivense TR Brand & retailer 22.40% 0.1836 5 52.12 +2.43

12 Yataş TR Brand 18.53% 0.2274 5 51.51 +7.41

13 Masko TR Marketplace 8.67% 0.2993 5 47.80 +1.96

14 Mondi TR Brand & retailer 16.27% 0.1862 5 47.55 +4.60

15 Saloni Mobilya TR Brand & retailer 5.20% 0.3175 5 46.12 +3.73

16 Modoko TR Marketplace 8.93% 0.2462 5 45.15 +0.89

17 Koçtaş TR Retailer 6.53% 0.2447 5 43.22 -5.67

18 Koleksiyon TR Brand & retailer 8.80% 0.2078 5 42.97 +6.25

19 Alfemo TR Brand & retailer 7.07% 0.1760 5 39.93 +1.97

20 Trendyol TR Marketplace 12.13% 0.1892 4 39.53 -7.17

21 Loda TR Brand & retailer 5.87% 0.1806 5 39.25 +2.25

22 Mudo Concept TR Sub-brand 5.33% 0.2375 4 36.91 +4.53 ⚠

23 Hepsiburada TR Marketplace 8.00% 0.1311 4 33.22 +0.09
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Δ vs June: change in raw mention rate on the general cut, in percentage points, against June’s answers counted the way this edition

counts (Chapter 8). It is not a score change, and two of five models differ between editions. ⚠ fewer than 10 mentions in one edition;

read as direction only. Mudo Concept rests on fewer than 10 mentions in June’s recount.

AVERAGE

Average score of the 23 qualified entities: 55.59. Twenty-two are domestic and one is foreign.

CHART 01 · AI VISIBILITY SCORE — QUALIFIED ENTITIES, ALL 30 QUESTIONS

İstikbal 96.10

Bellona 94.64

Doğtaş 89.65

Enza Home 79.10

Kelebek 69.65

IKEA 67.19

Lazzoni 59.08

Modalife 53.07

Çilek 52.75

Gündoğdu Mobilya 52.16

Vivense 52.12

Yataş 51.51

Masko 47.80

Mondi 47.55

Saloni Mobilya 46.12

Modoko 45.15

Koçtaş 43.22

Koleksiyon 42.97

Alfemo 39.93

Trendyol 39.53

Loda 39.25

Mudo Concept 36.91

Hepsiburada 33.22

3.1 TIER NARRATIVE

The top three (96.10, 94.64, 89.65). İstikbal, Bellona and Doğtaş are each named in more than half of all 750

responses — 53.47% (401), 58.53% (439) and 56.93% (427) — and by all five models. What separates them is

position. Bellona is named most often, but İstikbal is named earliest, with the cut’s highest MRR, 0.5563, against

Bellona’s 0.4569 and Doğtaş’s 0.3871. “Named often” and “named early” pull in different directions at the very top of

this board.

Enza Home and Kelebek (79.10, 69.65). The two are named in almost exactly the same share of responses — 41.60%

(312 of 750) and 41.47% (311 of 750) — and both by all five models. Position separates them: Enza Home’s MRR is

0.4100, Kelebek’s 0.2368.

Two owners appear twice on this board. Kelebek and Doğtaş are both Doğanlar Mobilya Grubu brands, and Enza

Home is a Yataş Group brand, as is Yataş (#12). This report ranks brands, not companies, and no figure in it adds two

brands together.

IKEA, the one foreign qualifier (67.19). IKEA, a Swedish retailer, is sixth, named in 24.13% of responses (181 of 750)

with an MRR of 0.4382. It is the only entity on the board whose origin is not Turkish.
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The middle of the board (59.08–46.12). Lazzoni (59.08, 21.33%) leads a band that runs to Saloni Mobilya (46.12).

Inside it, rank follows position as much as frequency. Gündoğdu Mobilya ranks tenth on an 8.13% mention rate (61 of

750) with an MRR of 0.3877; Vivense, named in 22.40% (168 of 750), ranks eleventh at 52.12 with an MRR of 0.1836.

The two sit a few hundredths of a point apart, and gaps of that size here carry no meaning. Saloni Mobilya qualifies on

5.20% (39 of 750), just above the threshold, and reaches 15th on an MRR of 0.3175. Masko, a marketplace, is 13th at

47.80.

The tail of the board (45.15–33.22). Modoko, Koçtaş, Koleksiyon, Alfemo, Trendyol, Loda, Mudo Concept and

Hepsiburada. The marketplaces show the board’s sharpest split between frequency and position: Trendyol is named

in 12.13% of responses (91 of 750) and Hepsiburada in 8.00% (60 of 750), with MRRs of 0.1892 and 0.1311 — when they

appear, they appear late. Every qualifier except Trendyol, Mudo Concept and Hepsiburada is named by all five

models; those three are named by four, and Chapter 5 shows that each leans on a single model. The remaining

tracked entities sit below the threshold, and the appendix lists them all.

3.2 THE SAME BOARD BY MENTION RATE

Scores reward prominence as well as frequency, so the ranking by raw mention rate is a different list, and the

difference is informative.

TABLE 07 · GENERAL CUT BY RAW MENTION RATE top 12 · 750 responses

# Entity Mention rate Mentions Score Rank by score Δ rank (+ = higher on score) Δ vs June, pts

01 Bellona 58.53% 439 94.64 2 -1 +8.00

02 Doğtaş 56.93% 427 89.65 3 -1 +8.54

03 İstikbal 53.47% 401 96.10 1 +2 +6.68

04 Enza Home 41.60% 312 79.10 4 0 +19.48

05 Kelebek 41.47% 311 69.65 5 0 +10.10

06 IKEA 24.13% 181 67.19 6 0 +5.23

07 Vivense 22.40% 168 52.12 11 -4 +2.43

08 Lazzoni 21.33% 160 59.08 7 +1 +8.87

09 Yataş 18.53% 139 51.51 12 -3 +7.41

10 Mondi 16.27% 122 47.55 14 -4 +4.60

11 Modalife 15.20% 114 53.07 8 +3 +4.48

12 Çilek 13.33% 100 52.75 9 +3 +5.29

Top 12 of the general cut by raw mention rate (denominator 750 responses), with each entity’s rank on the score board and its change

in mention rate since June (points).

The first six are the same entities on both lists, in a different order at the top: Bellona and Doğtaş are first and second

by volume, İstikbal third. Enza Home, Kelebek and IKEA hold the same place either way. Vivense and Mondi lose most

to position — Vivense is 7th by volume and 11th by score, Mondi 10th and 14th — and Yataş is 9th and 12th. Modalife

and Çilek go the other way, 11th and 12th by volume but 8th and 9th by score, because they are named earlier than

their frequency would place them.
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3.3 BRAND-ONLY VIEW

Removing the four qualifying marketplaces — Hepsiburada, Masko, Modoko and Trendyol, named explicitly, with

nothing else changed — leaves 19 entities. Scores are unchanged, because the scale is still the general cut’s; entities

ranked below a removed marketplace move up. IKEA and Koçtaş stay: they are retailers, not marketplaces.

TABLE 08 · BRAND-ONLY BOARD, GENERAL CUT marketplaces removed · 19 entities

# Entity Origin Type Score Mention rate Δ vs June, pts

01 İstikbal TR Brand & retailer 96.10 53.47% +6.68

02 Bellona TR Brand & retailer 94.64 58.53% +8.00

03 Doğtaş TR Brand & retailer 89.65 56.93% +8.54

04 Enza Home TR Brand & retailer 79.10 41.60% +19.48

05 Kelebek TR Brand & retailer 69.65 41.47% +10.10

06 IKEA SE Retailer 67.19 24.13% +5.23

07 Lazzoni TR Brand 59.08 21.33% +8.87

08 Modalife TR Brand & retailer 53.07 15.20% +4.48

09 Çilek TR Brand & retailer 52.75 13.33% +5.29

10 Gündoğdu Mobilya TR Brand & retailer 52.16 8.13% -5.81

11 Vivense TR Brand & retailer 52.12 22.40% +2.43

12 Yataş TR Brand 51.51 18.53% +7.41

13 Mondi TR Brand & retailer 47.55 16.27% +4.60

14 Saloni Mobilya TR Brand & retailer 46.12 5.20% +3.73

15 Koçtaş TR Retailer 43.22 6.53% -5.67

16 Koleksiyon TR Brand & retailer 42.97 8.80% +6.25

17 Alfemo TR Brand & retailer 39.93 7.07% +1.97

18 Loda TR Brand & retailer 39.25 5.87% +2.25

19 Mudo Concept TR Sub-brand 36.91 5.33% +4.53 ⚠

Brand-only board, general cut: entity type Marketplace removed, nothing else changed. Denominator 750 responses. Δ as in Table

06.

17 HERM.IO Herm.io AI Visibility Database



AI VISIBILITY REPORT · 2026 SECTION

0404
S E C T I O N  0 4

Two Shelves: Origin-
Constrained and Origin-
Neutral Questions
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not asking produces one that is still 86.63% domestic, with IKEA

the one foreign name near the top.
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S E C T I O N  0 4

Two Shelves: Origin-Constrained and Origin-Neutral
Questions

ONE-SENTENCE TAKEAWAY

On the 13 origin-constrained questions domestic entities take 100.00% of qualifying mentions and

foreign entities 0.00%, and on the 17 origin-neutral questions they take 86.63% and 13.37% — with

origin on file for all 1,564 and all 1,848 qualifying mentions respectively.

The 30 questions divide into 13 that ask for Turkish brands and 17 that do not. Each set has its own leaderboard, its

own denominator and its own scale. Neither is the market on its own, so the two figures are always quoted together,

each with the number of questions behind it.

4.1 ORIGIN SHARE ON BOTH CUTS

TABLE 09 · ORIGIN SHARE OF QUALIFYING MENTIONS brand-only, qualified basis

Origin-constrained Origin-neutral
All questions (blended — not

an origin cut)

Questions 13 17 30

Responses 325 425 750

Qualified entities in the
share (domestic / foreign /
unknown)

24 (24 / 0 / 0) 20 (16 / 4 / 0) 19 (18 / 1 / 0)

Qualified entities left out
(marketplaces), with
mentions

Trendyol (46), Masko (35),
Hepsiburada (32), Modoko
(32), Mobiliyum AVM (22)

Trendyol (45), Modoko
(35), Masko (30),
Hepsiburada (28)

Trendyol (91), Modoko
(67), Masko (65),
Hepsiburada (60)

Domestic share of
qualifying mentions

100.00% 86.63% 94.39%

Foreign share of qualifying
mentions

0.00% 13.37% 5.61%

Qualifying mentions with
origin on file

1,564 of 1,564 1,848 of 1,848 3,226 of 3,226

Sanity check — domestic
share, all tracked entities

99.52% 81.34% 89.06%

Sanity check — foreign
share, all tracked entities

0.48% 18.66% 10.94%

All-entity mentions with
origin on file

2,098 of 2,128 2,840 of 2,870 4,938 of 4,998

Headline basis: qualified entities with origin on file; marketplaces and publishers left out, own-label retailers kept in. Domestic and

foreign are each computed, not derived from the other. The all-questions column blends both question scopes and is shown for

reconciliation only.

CHART 02 · DOMESTIC SHARE OF QUALIFYING MENTIONS, BY CUT (%)

Origin-constrained 100.00%

Origin-neutral 86.63%
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Origin-constrained (13 questions, 325 responses): domestic entities take 100.00% of qualifying mentions and

foreign entities 0.00%, with origin on file for 1,564 of 1,564 qualifying mentions. All 24 qualified entities in the share

are domestic.

Origin-neutral (17 questions, 425 responses): domestic entities take 86.63% and foreign entities 13.37%, with

origin on file for 1,848 of 1,848. Of the 20 qualified entities in the share, 16 are domestic and 4 foreign.

The assistants read “yerli” as a constraint and answer it with domestic names only. Without it, foreign entities enter

the shelf, but domestic entities still take most of the qualifying mentions, because the three most-named entities on

the neutral shelf — Doğtaş, Bellona and İstikbal — are domestic.

The sanity check points the same way. Across every tracked entity, qualified or not, domestic entities take 99.52%

and foreign entities 0.48% of mentions on the constrained questions (origin on file for 2,098 of 2,128), and 81.34%

and 18.66% on the neutral questions (2,840 of 2,870). On both, the long tail is more foreign than the shelf: a

constrained question narrows what qualifies, not everything that is named.

Left out of every share, and still ranked. On the constrained cut, five qualifying marketplaces are left out of the

share: Trendyol (46 mentions), Masko (35), Hepsiburada (32), Modoko (32) and Mobiliyum AVM (22). On the neutral

cut, four are: Trendyol (45), Modoko (35), Masko (30) and Hepsiburada (28). Across all tracked entities, 17

marketplaces and publishers with 213 mentions are left out on the constrained cut, and 14 with 161 on the neutral cut.

Every qualifying marketplace is domestic, so including them would raise the domestic share for a reason that has

nothing to do with brands. They still rank in every leaderboard.

4.2 THE ORIGIN-CONSTRAINED SHELF

TABLE 10 · AI VISIBILITY SCORE, ORIGIN-CONSTRAINED CUT 13 questions · 325 responses · 29 qualified

# Entity Origin Type Mention MRR Models AI Score

01 Bellona TR Brand & retailer 67.08% 0.4335 5 94.03

02 İstikbal TR Brand & retailer 58.15% 0.5412 5 94.01

03 Doğtaş TR Brand & retailer 59.38% 0.3688 5 85.28

04 Enza Home TR Brand & retailer 44.00% 0.3804 5 75.60

05 Kelebek TR Brand & retailer 45.85% 0.2394 5 69.03

06 Gündoğdu Mobilya TR Brand & retailer 13.54% 0.4128 5 56.96

07 Masko TR Marketplace 10.77% 0.4434 5 56.80

08 Kilim Mobilya TR Brand & retailer 7.69% 0.5047 4 53.14

09 Modalife TR Brand & retailer 19.69% 0.2641 5 52.85

10 Adore Mobilya TR Brand 5.23% 0.5165 4 52.14

11 Weltew Home TR Brand & retailer 6.77% 0.4941 4 51.93

12 Yataş TR Brand 20.62% 0.2349 5 51.85

13 Saloni Mobilya TR Brand & retailer 8.62% 0.3643 5 50.97

14 Çilek TR Brand & retailer 16.00% 0.2737 5 50.90

15 Modoko TR Marketplace 9.85% 0.3417 5 50.55

16 Divanev TR Brand & retailer 7.38% 0.3696 5 50.44
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(cont.)

# Entity Origin Type Mention MRR Models AI Score

17 Mobiliyum AVM TR Marketplace 6.77% 0.3582 5 49.39

18 Mondi TR Brand & retailer 20.00% 0.1941 5 49.18

19 Lazzoni TR Brand 16.00% 0.2341 5 48.71

20 Medusa Home TR Brand & retailer 5.85% 0.3444 4 43.01

21 Koçtaş TR Retailer 7.38% 0.2711 4 39.98

22 Vivense TR Brand & retailer 18.15% 0.1371 4 39.78

23 Savenis TR Brand & retailer 6.15% 0.2702 4 39.11

24 Trendyol TR Marketplace 14.15% 0.1332 4 36.88

25 Alfemo TR Brand & retailer 10.77% 0.1594 4 36.06

26 Loda TR Brand & retailer 5.23% 0.1983 4 34.50

27 CaddeYıldız TR Brand & retailer 6.15% 0.2558 3 33.30

28 Hepsiburada TR Marketplace 9.85% 0.0991 4 32.10

29 Koleksiyon TR Brand & retailer 5.54% 0.1476 4 31.90

ORIGIN-CONSTRAINED CUT

29 entities qualify on the 13 origin-constrained questions (325 responses). Twenty-four enter the origin share, all

domestic, and the five marketplaces are left out of it. Changes since June are published for the general cut only (Chapter

8), so this table carries no Δ column.

Bellona leads at 94.03, named in 67.08% of these responses (218 of 325). İstikbal is second at 94.01 on 58.15% (189

of 325), named less often but earlier: its MRR is 0.5412 against Bellona’s 0.4335. Doğtaş is third at 85.28 on 59.38%

(193 of 325).

Below them, this shelf brings smaller domestic makers forward on position. Kilim Mobilya ranks eighth on a 7.69%

mention rate (25 of 325) with an MRR of 0.5047; Adore Mobilya tenth on 5.23% (17 of 325, MRR 0.5165); Weltew

Home eleventh on 6.77% (22 of 325, MRR 0.4941). All three are named by 4 of 5 models. Gündoğdu Mobilya, tenth

overall, is sixth here on 13.54% (44 of 325). Ranks built mainly on position and thin mentions should be read

cautiously.

No foreign entity qualifies on this cut. Foreign entities are named on the constrained questions — they take 0.48%

of all-entity mentions with origin on file — but none often enough to reach the 5% threshold.

Masko is the highest-placed marketplace on this shelf, seventh at 56.80 on 10.77% (35 of 325). Mobiliyum AVM, a

marketplace that does not qualify on the general cut, is 17th here on 6.77% (22 of 325).

4.3 THE ORIGIN-NEUTRAL SHELF

TABLE 11 · AI VISIBILITY SCORE, ORIGIN-NEUTRAL CUT 17 questions · 425 responses · 24 qualified
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# Entity Origin Type Score Mention rate Mentions / responses Breadth

01 İstikbal TR Brand & retailer 95.77 49.88% 212 / 425 5 of 5

02 Bellona TR Brand & retailer 92.78 52.00% 221 / 425 5 of 5

03 Doğtaş TR Brand & retailer 91.18 55.06% 234 / 425 5 of 5

04 IKEA SE Retailer 81.26 40.94% 174 / 425 5 of 5

05 Enza Home TR Brand & retailer 80.42 39.76% 169 / 425 5 of 5

06 Kelebek TR Brand & retailer 68.50 38.12% 162 / 425 5 of 5

07 Lazzoni TR Brand 65.40 25.41% 108 / 425 5 of 5

08 Vivense TR Brand & retailer 56.95 25.65% 109 / 425 5 of 5

09 Çilek TR Brand & retailer 54.22 11.29% 48 / 425 5 of 5

10 Modalife TR Brand & retailer 53.29 11.76% 50 / 425 5 of 5

11 Yataş TR Brand 50.46 16.94% 72 / 425 5 of 5

12 Koleksiyon TR Brand & retailer 46.36 11.29% 48 / 425 5 of 5

13 Minotti IT Brand & retailer 45.78 5.18% 22 / 425 4 of 5

14 Mondi TR Brand & retailer 45.29 13.41% 57 / 425 5 of 5

15 B&B Italia IT Brand & retailer 44.27 5.41% 23 / 425 5 of 5

16 Trendyol TR Marketplace 41.63 10.59% 45 / 425 4 of 5

17 Koçtaş TR Retailer 41.37 5.88% 25 / 425 5 of 5

18 Modoko TR Marketplace 40.09 8.24% 35 / 425 5 of 5

19 Loda TR Brand & retailer 39.11 6.35% 27 / 425 5 of 5

20 Mudo Concept TR Sub-brand 38.99 8.00% 34 / 425 4 of 5

21 Tepe Home TR Brand & retailer 38.51 5.88% 25 / 425 5 of 5

22 Roche Bobois FR Brand & retailer 35.88 6.59% 28 / 425 5 of 5

23 Masko TR Marketplace 32.68 7.06% 30 / 425 4 of 5

24 Hepsiburada TR Marketplace 29.22 6.59% 28 / 425 3 of 5

Origin-neutral cut: all 24 qualifiers. Denominator 425 responses across 17 questions.

İstikbal leads this shelf at 95.77, named in 49.88% of these responses (212 of 425), with Bellona (92.78, 52.00%) and

Doğtaş (91.18, 55.06%) behind it. Doğtaş is the most-named entity on this shelf but the latest-named of the three,

with an MRR of 0.4022 against İstikbal’s 0.5697.

IKEA is fourth at 81.26, named in 40.94% of these responses (174 of 425) with an MRR of 0.4329 — ahead of Enza

Home (80.42, 39.76%) and Kelebek (68.50, 38.12%). On the questions that do not ask for Turkish brands, the

Swedish retailer is the one foreign name among the leading group.
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The other three foreign qualifiers sit near the threshold. Minotti, Italian, is 13th on 5.18% (22 of 425) with an MRR of

0.4092, named by 4 of 5 models; B&B Italia, also Italian, is 15th on 5.41% (23 of 425). Roche Bobois, French, is lower

on the board. Trendyol (10.59%) and Modoko (8.24%) are the highest-placed marketplaces, 16th and 18th; Mudo

Concept is 20th on 8.00% (34 of 425).

4.4 WHAT THIS CHAPTER DOES NOT COMPARE

No origin share here is compared with June’s, because June assigned origin by a different rule (section 2.7), and

June’s origin-neutral figure measured something different. The constrained figure is never read on its own: 100.00%

domestic and 0.00% foreign on 13 questions that ask for Turkish brands describes the question as much as the

market, and it stands beside 86.63% domestic and 13.37% foreign on the 17 that do not. And the question-type cuts

in Chapter 6 each blend constrained and neutral questions, so their counts of domestic qualifiers are not origin

measurements.
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ranks rest mainly on one model.

Herm.io AI Visibility Database 24



AI VISIBILITY REPORT · 2026

05 · DIFFERENCES BETWEEN MODELS 25 / 61

S E C T I O N  0 5

Differences Between Models

ONE-SENTENCE TAKEAWAY

İstikbal, Bellona and Doğtaş are in the top five of every model, but Grok 4.3 names 10.62 entities per

answer to Claude Haiku 4.5’s 4.35, and three qualifying ranks — Trendyol, Hepsiburada and Mudo

Concept — rest mainly on one model.

5.1 PER-MODEL BEHAVIOR

TABLE 12 · PER-MODEL BEHAVIOR 150 responses each

Model Resp.
Web-

grounded
Citations

Distinct

entities

Entities per

answer

Most-named

entity
Its rate

In June’s

panel

Claude Haiku
4.5

150 100.00% 750 126 4.35 Doğtaş (TR) 33.33% Yes

Gemini 3.6 Flash 150 20.67% 256 114 9.79
Enza Home
(TR)

74.00% No

ChatGPT 5.6
Luna Pro

150 100.00% 731 99 5.30 Bellona (TR) 72.00% No

Perplexity Sonar 150 100.00% 3,730 132 5.75 Bellona (TR) 46.00% Yes

Grok 4.3 150 100.00% 802 170 10.62 Bellona (TR) 84.67% Yes

Each model answered all 30 questions five times, 150 responses. ‘Its rate’ is the share of that model’s 150 responses naming its

most-named entity.

The leaders are shared; their order is not. Bellona is the most-named entity for Grok 4.3 (84.67% of its 150 answers),

ChatGPT 5.6 Luna Pro (72.00%) and Perplexity Sonar (46.00%). Claude Haiku 4.5 names Doğtaş most (33.33%) and

Gemini 3.6 Flash names Enza Home most (74.00%). İstikbal, Bellona and Doğtaş are the top three for four of the five

models and sit in the top five of all five.

Answer length is the largest difference. Grok 4.3 names 10.62 entities per answer and reaches the widest

repertoire, 170 distinct entities. Gemini 3.6 Flash names 9.79 per answer (114 distinct) and Perplexity Sonar 5.75 (132).

ChatGPT 5.6 Luna Pro (5.30, 99 distinct) and Claude Haiku 4.5 (4.35, 126 distinct) give short, selective answers;

Claude names fewer entities per answer than ChatGPT but more distinct ones across its 150 answers. For an entity at

the edge of visibility, being named at all depends heavily on which assistant answers.

CHART 03 · ENTITIES NAMED PER ANSWER, BY MODEL

Grok 4.3 10.62

Gemini 3.6 Flash 9.79

Perplexity Sonar 5.75

ChatGPT 5.6 Luna Pro 5.30

Claude Haiku 4.5 4.35

5.2 EACH MODEL’S MOST-NAMED ENTITIES

TABLE 13 · TOP TEN ENTITIES PER MODEL rate = share of 150 responses
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# Claude Haiku 4.5 Gemini 3.6 Flash ChatGPT 5.6 Luna Pro Perplexity Sonar Grok 4.3

01 Doğtaş 33.33% Enza Home 74.00% Bellona 72.00% Bellona 46.00% Bellona 84.67%

02 Bellona 27.33% Doğtaş 73.33% Doğtaş 64.67% Doğtaş 41.33% İstikbal 80.00%

03 İstikbal 24.00% Kelebek 70.67% İstikbal 62.00% İstikbal 38.00% Doğtaş 72.00%

04 IKEA 19.33% İstikbal 63.33% Kelebek 40.00% Kelebek 25.33% Kelebek 58.00%

05 Enza Home 17.33% Bellona 62.67% Enza Home 38.00% Enza Home 20.67% Enza Home 58.00%

06 Kelebek 13.33% Vivense 51.33% IKEA 27.33% Lazzoni 16.67% Modalife 42.67%

07 Çilek 8.67% Lazzoni 48.00% Mondi 13.33% Vivense 14.00% Trendyol 40.00%

08 Modoko 8.00% Yataş 38.00% Çilek 13.33% IKEA 12.67% Vivense 38.00%

09 Gündoğdu Mobilya 8.00% IKEA 36.67% Lazzoni 10.00% Çilek 12.00% Hepsiburada 29.33%

10 Mondi 8.00% Mondi 29.33% Yataş 10.00% Modalife 11.33% Yataş 28.00%

Top ten entities per model. Rate = share of that model’s 150 responses naming the entity.

The models agree on the core: Doğtaş, Bellona, İstikbal, Kelebek and Enza Home are in every model’s top ten. They

differ beneath it. Grok 4.3 has two marketplaces in its top ten — Trendyol seventh (40.00%) and Hepsiburada ninth

(29.33%) — and Modalife sixth (42.67%). Gemini 3.6 Flash has Vivense sixth (51.33%) and Lazzoni seventh (48.00%).

Claude Haiku 4.5 places IKEA fourth (19.33%), higher than any other model does, and has the marketplace Modoko

eighth (8.00%). IKEA is in the top ten of four models; Grok 4.3’s is the one that leaves it out.

5.3 ONE MODEL’S HABIT

Three qualifying entities on the general cut draw at least three in five of their mentions from a single model:

TABLE 14 · MENTIONS CONCENTRATED IN ONE MODEL general cut · ≥60% from one model

Entity
General

rank

Mentions, all

models
From one model

That model’s

share

That model’s

rate

Models

naming

Mudo
Concept

22 40
Gemini 3.6 Flash
(30)

75.00%
20.00% of

150
4

Hepsiburada 23 60 Grok 4.3 (44) 73.33%
29.33% of

150
4

Trendyol 20 91 Grok 4.3 (60) 65.93%
40.00% of

150
4

Qualified entities whose general-cut mentions come 60% or more from one model.

Two marketplace ranks are largely Grok’s. Grok 4.3 accounts for 60 of Trendyol’s 91 general-cut mentions (65.93%)

and 44 of Hepsiburada’s 60 (73.33%), naming them in 40.00% and 29.33% of its 150 answers. The two ranks —

Trendyol 20th and Hepsiburada 23rd — describe one assistant’s habit of pointing to where to buy more than a

consensus across the panel. Masko and Modoko, the other two marketplaces on the general board, draw less than

60% of their mentions from any one model.

Mudo Concept’s rank is largely Gemini’s. Gemini 3.6 Flash supplies 30 of Mudo Concept’s 40 general-cut

mentions (75.00%), naming it in 20.00% of its 150 answers. Gemini 3.6 Flash joined the panel this edition, so this is

also a reminder of how a panel change can move a single entity.
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5.4 WHAT ONLY ONE MODEL NAMES

Every model names entities no other model names at all: 41 for Grok 4.3, 26 for Claude Haiku 4.5, 20 for Gemini 3.6

Flash, 16 for Perplexity Sonar and 15 for ChatGPT 5.6 Luna Pro.

TABLE 15 · ENTITIES NAMED BY A SINGLE MODEL count and examples

Model
Entities named by this model

alone
Examples

ChatGPT 5.6 Luna
Pro

15
Bismot, Formet Home, Alsaray Mobilya, Baxter, Modelay Mobilya,
Seray

Claude Haiku 4.5 26 Arhaus, Bassett, Enwood, Timberway, Trafton, West Elm

Gemini 3.6 Flash 20
Hamm, Evidea, Bofigo, Vanessa Mobilya, Siesta Exclusive, Christopher
Guy

Grok 4.3 41 Akakçe, Mobilya Diyarı, Gülsoy Home, Aydınev, Cimri, GuneyStore

Perplexity Sonar 16
Mobilyamevime, Barış Ahşap, BizceAVM, Sümerler, Yakan Aydınlatma,
Doressa

Entities named by a single model. They carry a breadth component of one model in five and rarely qualify. Claude Haiku 4.5’s

examples include Trafton, the one provisional entity (section 2.4).
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Question-Type Ownership

ONE-SENTENCE TAKEAWAY

İstikbal, Bellona and Doğtaş take the top three places on all three question types; discovery questions

qualify 39 entities against 20 for attribute and 23 for use-case questions, and the specialists below the

leaders change with the type.

TABLE 16 · THE THREE QUESTION-TYPE CUTS 10 questions · 250 responses each

Discovery Attribute Use case

Questions 10 10 10

Responses 250 250 250

Distinct entities 151 118 154

Qualified 39 20 23

Domestic qualifiers (blended) 32 19 22

Average score 45.81 55.12 51.37

Leader İstikbal (95.11) Bellona (99.07) Bellona (92.30)

Highest mention rate 70.00% (Doğtaş) 58.00% (Doğtaş) 50.80% (Bellona)

Highest MRR 0.6279 (İstikbal) 0.5541 (Bellona) 0.6531 (Çilek)

All three cuts rest on 10 questions and 250 responses each. Each mixes origin-constrained and origin-neutral questions (section

2.3), so ‘Domestic qualifiers’ counts domestic entities over a blended question set and is not an origin measurement.

Discovery — “which brand?” or “where to buy?” — spreads visibility widest: 151 distinct entities, 39 qualifiers and

the lowest average score of the three, 45.81. İstikbal leads at 95.11 with the cut’s highest MRR, 0.6279. Doğtaş is

named most, in 70.00% of these responses (175 of 250), the highest rate any entity reaches on any question type.

The top five are all domestic: İstikbal, Doğtaş, Bellona, Enza Home and Kelebek. Hepsiburada qualifies on this cut on

mentions from two models only (19 mentions).

TABLE 17 · DISCOVERY — ALL 39 QUALIFIERS 250 responses

# Entity Origin Type Mention MRR Models AI Score

01 İstikbal TR Brand & retailer 62.40% 0.6279 5 95.11

02 Doğtaş TR Brand & retailer 70.00% 0.3668 5 87.52

03 Bellona TR Brand & retailer 68.00% 0.3544 5 85.65

04 Enza Home TR Brand & retailer 56.00% 0.4620 5 83.07

05 Kelebek TR Brand & retailer 62.00% 0.2369 5 76.18

06 Lazzoni TR Brand 43.60% 0.3049 5 67.60

07 IKEA SE Retailer 26.80% 0.3005 5 56.59

08 Masko TR Marketplace 14.80% 0.4242 5 54.78
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(cont.)

# Entity Origin Type Mention MRR Models AI Score

09 Yataş TR Brand 27.20% 0.2403 5 53.97

10 Modoko TR Marketplace 16.80% 0.3237 5 51.26

11 Saloni Mobilya TR Brand & retailer 12.00% 0.3425 5 49.08

12 Vivense TR Brand & retailer 26.80% 0.1146 5 47.70

13 Mobiliyum AVM TR Marketplace 9.20% 0.3457 5 47.43

14 Koleksiyon TR Brand & retailer 18.80% 0.2067 5 46.96

15 Minotti IT Brand & retailer 8.00% 0.4437 4 46.34

16 Çilek TR Brand & retailer 22.00% 0.1498 5 46.30

17 Mondi TR Brand & retailer 22.40% 0.1437 5 46.27

18 Weltew Home TR Brand & retailer 6.40% 0.5575 3 45.75

19 B&B Italia IT Brand & retailer 8.40% 0.3015 5 44.80

20 Loda TR Brand & retailer 10.80% 0.1671 5 39.92

21 Kilim Mobilya TR Brand & retailer 5.60% 0.4298 3 39.13

22 Poltrona Frau IT Brand 6.80% 0.1597 5 37.00

23 Roche Bobois FR Brand & retailer 9.20% 0.1071 5 36.03

24 Adore Mobilya TR Brand 5.20% 0.1393 5 35.00

25 Fendi Casa IT Brand 7.60% 0.2094 4 34.89

26 Alfemo TR Brand & retailer 12.40% 0.1398 4 34.65

27 NDesign TR Brand & retailer 6.40% 0.1993 4 33.64

28 Belusso TR Brand & retailer 8.40% 0.1691 4 33.48

29 Poliform IT Brand & retailer 6.80% 0.1834 4 33.13

30 Trendyol TR Marketplace 10.80% 0.1282 4 33.07

31 Modalife TR Brand & retailer 10.00% 0.1268 4 32.49

32 Nurus TR Brand & retailer 6.80% 0.1651 4 32.26

33 Tepe Home TR Brand & retailer 6.80% 0.1465 4 31.37

34 Casa Mobilya TR Brand & retailer 8.00% 0.1251 4 31.12

35 Savenis TR Brand & retailer 5.60% 0.2534 3 30.71

36 Mudo Concept TR Sub-brand 10.00% 0.1806 3 30.06

37 Macitler Mobilya TR Brand & retailer 6.00% 0.1122 4 29.22

38 Zebrano TR Brand & retailer 5.60% 0.0906 4 27.93

39 Hepsiburada TR Marketplace 7.60% 0.0893 2 19.15
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Attribute — a specific property — narrows the field to 20 qualifiers from 118 distinct entities, with the highest

average score, 55.12. Bellona leads at 99.07, named in 56.80% of these responses (142 of 250) and holding the cut’s

highest MRR, 0.5541; Doğtaş is named most, at 58.00% (145 of 250). IKEA is fifth at 71.81 on 23.60% (59 of 250), with

an MRR of 0.5264. Eymense qualifies here on two models only (17 mentions).

TABLE 18 · ATTRIBUTE — ALL 20 QUALIFIERS 250 responses

# Entity Origin Type Mention MRR Models AI Score

01 Bellona TR Brand & retailer 56.80% 0.5541 5 99.07

02 İstikbal TR Brand & retailer 52.80% 0.4992 5 92.99

03 Doğtaş TR Brand & retailer 58.00% 0.4227 5 92.89

04 Enza Home TR Brand & retailer 45.20% 0.4211 5 82.86

05 IKEA SE Retailer 23.60% 0.5264 5 71.81

06 Kelebek TR Brand & retailer 37.60% 0.2413 4 62.24

07 Lazzoni TR Brand 19.20% 0.3926 4 56.15

08 Divanev TR Brand & retailer 6.00% 0.4744 5 55.34

09 Vivense TR Brand & retailer 19.60% 0.2138 5 51.78

10 Kilim Mobilya TR Brand & retailer 5.60% 0.5061 4 51.75

11 Yataş TR Brand 18.00% 0.2353 5 51.70

12 Mondi TR Brand & retailer 14.80% 0.2240 5 48.61

13 Koçtaş TR Retailer 6.80% 0.2993 5 46.48

14 Loda TR Brand & retailer 6.80% 0.2020 5 41.21

15 Gündoğdu Mobilya TR Brand & retailer 5.60% 0.2574 4 38.28

16 Modalife TR Brand & retailer 12.40% 0.2344 3 37.31

17 Trendyol TR Marketplace 12.80% 0.1664 3 33.94

18 Koleksiyon TR Brand & retailer 7.60% 0.2103 3 32.28

19 Eymense TR Brand & retailer 6.80% 0.2433 2 28.45

20 Hepsiburada TR Marketplace 8.40% 0.1046 3 27.18

Use case — a need — qualifies 23 from 154 distinct entities, with an average score of 51.37. Bellona leads at 92.30

and is also named most, at 50.80% (127 of 250). Çilek is fifth at 67.40 on a 14.00% mention rate (35 of 250), carried

by an MRR of 0.6531, the highest of any question type. IKEA is fourth at 67.98 on 22.00% (55 of 250), which makes it

the only foreign entity in any of the three top fives. Modoko qualifies here on two models only (13 mentions).

TABLE 19 · USE CASE — ALL 23 QUALIFIERS 250 responses

# Entity Origin Type Mention MRR Models AI Score

01 Bellona TR Brand & retailer 50.80% 0.4854 5 92.30

02 İstikbal TR Brand & retailer 45.20% 0.5240 5 89.11

03 Doğtaş TR Brand & retailer 42.80% 0.3719 5 80.00
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(cont.)

# Entity Origin Type Mention MRR Models AI Score

04 IKEA SE Retailer 22.00% 0.5114 5 67.98

05 Çilek TR Brand & retailer 14.00% 0.6531 5 67.40

06 Modalife TR Brand & retailer 23.20% 0.4172 5 64.72

07 Gündoğdu Mobilya TR Brand & retailer 15.20% 0.4511 5 59.19

08 Vavrattan TR Brand & retailer 6.40% 0.6162 5 58.98

09 Enza Home TR Brand & retailer 23.60% 0.2656 5 58.11

10 Kelebek TR Brand & retailer 24.80% 0.2298 5 57.52

11 Vivense TR Brand & retailer 20.80% 0.2439 4 49.63

12 Palmera Mobilya TR Brand & retailer 7.60% 0.4159 4 45.83

13 Trendyol TR Marketplace 12.80% 0.2635 4 43.44

14 Tilia TR Brand 5.20% 0.2584 5 41.48

15 Sandalie TR Brand 5.60% 0.4661 3 41.37

16 Koçtaş TR Retailer 10.00% 0.2381 4 39.79

17 Medusa Home TR Brand & retailer 6.00% 0.3056 4 39.35

18 Hepsiburada TR Marketplace 8.00% 0.1987 4 36.21

19 Mondi TR Brand & retailer 11.60% 0.2199 3 35.38

20 Gözde Bambu TR Brand & retailer 5.60% 0.2046 4 34.36

21 Yataş TR Brand 10.40% 0.1801 3 32.48

22 Masko TR Marketplace 6.40% 0.1405 3 27.12

23 Modoko TR Marketplace 5.20% 0.1148 2 19.88

Each type rests on the same number of responses, 250. The differences between them are not origin findings:

discovery splits 5 origin-neutral and 5 origin-constrained questions, attribute and use case 6 and 4, and Chapter 4 is

where origin is measured.

32 HERM.IO Herm.io AI Visibility Database



AI VISIBILITY REPORT · 2026 SECTION

0707
S E C T I O N  0 7

Attribute Axes
No attribute axis can be published this edition, and this report
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Attribute Axes

ONE-SENTENCE TAKEAWAY

No attribute axis can be published this edition: no entity has a product category or audience on file, and

no subcategory was declared before collection, which this series requires before publishing one as a

cut.

An attribute chapter ranks entities by something they are — the product categories they make, or the audience they

serve — rather than by the questions asked. This edition’s data carries no such attribute: none of the 290 tracked

entities has a product category on file, and no audience attribute is recorded. A product-shelf chapter cannot be

written from this export, and this report does not substitute an estimate for one.

No question in this study records a subcategory either, and under this series’ rules a subcategory is published as a

cut only when the study declares it before collection. This study did not. June’s “Category Ownership” chapter read

the three question types rather than product categories; that reading continues, with full leaderboards, in Chapter 6.
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Enza Home rose most and Sivriler Mobilya fell most on the same

30 questions — on a panel where two of five assistants

changed, which no figure here corrects for.
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What Changed Since June

ONE-SENTENCE TAKEAWAY

On the same 30 questions, against June’s answers counted the way this edition counts, 90 of the 199

entities named in both editions rose and 102 fell — Enza Home gained 19.48 points and Sivriler Mobilya

lost 8.32 — with two of the five models replaced between editions, which no figure here corrects for.

8.1 HOW THIS COMPARISON IS BUILT

This chapter compares raw mention rate on the general cut and nothing else; AI Visibility Scores do not travel

between editions. All 30 questions were asked in both editions, so the change on the shared questions is the plain

difference between the two levels: June’s 746 responses against September’s 750. The Δ columns in Chapters 3 and

12 use the same figures.

June’s levels are recounts. Every June figure in this chapter is June’s answers, counted the way this edition counts —

re-read with this edition’s brand registry so both sides count a brand the same way. They are not the figures June’s

page printed. June’s page counted a name wherever it appeared in the answer text, including as a place to buy, so

marketplaces read higher on June’s page than in this recount; and because the registry has changed since June,

other entities can differ too. No figure from June’s page is quoted in this chapter.

The panel is the confound, and it is declared, not corrected. Claude Haiku 4.5, Perplexity Sonar and Grok 4.3

answered in both editions. Gemini 2.5 Flash-Lite and GPT-4o-mini answered in June only; Gemini 3.6 Flash and

ChatGPT 5.6 Luna Pro answered in September only. Rebasing adjusts for the question set, which did not change;

nothing adjusts for the panel. Every number below carries that confound: the direction of a large move is better

supported than its exact size.

Origin in this chapter is this edition’s coding, applied to both editions. June’s own origin rule is not re-read, so the

domestic and foreign counts below are one rule applied twice, not an origin share compared across the rule change.

TABLE 20 · TREND SUMMARY raw mention rate · general cut

Summary

Questions 30 shared; 0 added; 0 retired

Responses June 746 (recounted); September 750

Models in both editions Claude Haiku 4.5, Perplexity Sonar, Grok 4.3

Joined / left Gemini 3.6 Flash, ChatGPT 5.6 Luna Pro / Gemini 2.5 Flash-Lite, GPT-4o-mini

Entities named in both editions 199: rose 90, fell 102, unchanged 7

— domestic: held / rose 153 / 66

— foreign: held / rose 36 / 21

— no origin on file: held 10

Named only in September / only in June 91 / 65

Largest gain Enza Home (+19.48 points)

Largest fall Sivriler Mobilya (-8.32 points)
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Raw mention rate, general cut. June = June’s answers counted the way this edition counts. Two of five models differ between

editions. Largest gain and fall are among entities named in both editions.

Of the 199 entities named in both editions, 90 rose, 102 fell and 7 were unchanged. Domestic entities account for 153

of the 199, of which 66 rose; foreign entities for 36, of which 21 rose; 10 have no origin on file and are neither. A further

91 entities were named only in September’s answers and 65 only in June’s. Those entities are not in the tables below,

which rank only entities named in both editions.

8.2 THE MOVERS

TABLE 21 · TEN LARGEST GAINS IN RAW MENTION RATE general cut · points

Entity Origin June (recounted) September Δ points

Enza Home TR 22.12% (165 / 746) 41.60% (312 / 750) +19.48

Kelebek TR 31.37% (234 / 746) 41.47% (311 / 750) +10.10

Lazzoni TR 12.47% (93 / 746) 21.33% (160 / 750) +8.87

Doğtaş TR 48.39% (361 / 746) 56.93% (427 / 750) +8.54

Bellona TR 50.54% (377 / 746) 58.53% (439 / 750) +8.00

Yataş TR 11.13% (83 / 746) 18.53% (139 / 750) +7.41

İstikbal TR 46.78% (349 / 746) 53.47% (401 / 750) +6.68

Koleksiyon TR 2.55% (19 / 746) 8.80% (66 / 750) +6.25

Çilek TR 8.04% (60 / 746) 13.33% (100 / 750) +5.29

IKEA SE 18.90% (141 / 746) 24.13% (181 / 750) +5.23

Ten largest gains in raw mention rate among entities named in both editions, general cut. June = June’s answers counted the way this

edition counts; two of five models differ between editions.

TABLE 22 · TEN LARGEST FALLS IN RAW MENTION RATE general cut · points

Entity Origin June (recounted) September Δ points

Sivriler Mobilya TR 9.65% (72 / 746) 1.33% (10 / 750) -8.32

Trendyol TR 19.30% (144 / 746) 12.13% (91 / 750) -7.17

Gündoğdu Mobilya TR 13.94% (104 / 746) 8.13% (61 / 750) -5.81

Koçtaş TR 12.20% (91 / 746) 6.53% (49 / 750) -5.67

Belusso TR 8.45% (63 / 746) 3.20% (24 / 750) -5.25

Almila Mobilya ⚠ TR 5.76% (43 / 746) 0.93% (7 / 750) -4.83

İnegöl Mobilya ⚠ TR 5.23% (39 / 746) 0.93% (7 / 750) -4.29

Divanev TR 8.18% (61 / 746) 4.13% (31 / 750) -4.04

Konfor Mobilya ⚠ TR 4.29% (32 / 746) 0.40% (3 / 750) -3.89

Ergül TR 5.63% (42 / 746) 2.53% (19 / 750) -3.10

Ten largest falls among entities named in both editions, same basis. ⚠ Almila Mobilya and İnegöl Mobilya rest on 7 mentions each this

edition (7 of 750) and Konfor Mobilya on 3 (3 of 750); read their falls as indicative only.
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Gains. Enza Home moved from 22.12% of June’s recounted answers (165 of 746) to 41.60% (312 of 750), +19.48

points. Kelebek gained 10.10 points, from 31.37% to 41.47%, and Lazzoni 8.87, from 12.47% to 21.33%. All three

leaders rose as well: Doğtaş +8.54, Bellona +8.00 and İstikbal +6.68. Koleksiyon moved from 2.55% (19 of 746) to

8.80% (66 of 750), +6.25, and qualifies on the general cut this edition. IKEA (+5.23, from 18.90% to 24.13%) is the only

foreign entity among the ten largest gains.

Falls. Sivriler Mobilya fell 8.32 points, from 9.65% (72 of 746) to 1.33% (10 of 750), and sits below the qualification

threshold this edition. Trendyol fell 7.17 points, from 19.30% to 12.13%, measured against June’s answers counted the

way this edition counts rather than against June’s page. Gündoğdu Mobilya (-5.81, from 13.94% to 8.13%) and Koçtaş

(-5.67, from 12.20% to 6.53%) fell and still qualify. İnegöl Mobilya, a registered retailer of that name, is one of three

entities — with Almila Mobilya and Konfor Mobilya — that rest on too few mentions this edition (7, 7 and 3) to read as

more than direction.

8.3 WHERE THE GAINS SIT

This report publishes no shared-model comparison and carries no per-model June figures, so it cannot say how

much of any gain the panel change accounts for. What it can show is where each mover is named now.

Enza Home’s current visibility does not sit only in the models that joined. It is Gemini 3.6 Flash’s most-named entity

(74.00%) and fifth for ChatGPT 5.6 Luna Pro (38.00%), but it is also fifth for each of the three carried models —

Claude Haiku 4.5 (17.33%), Perplexity Sonar (20.67%) and Grok 4.3 (58.00%). Kelebek’s profile is similar: third for

Gemini 3.6 Flash (70.67%) and fourth for ChatGPT 5.6 Luna Pro (40.00%), and in the top ten of all three carried

models. Whether either rose within the carried models cannot be read from this report.

Lazzoni’s profile leans on the joining models. It is seventh in Gemini 3.6 Flash’s answers (48.00%) and ninth in

ChatGPT 5.6 Luna Pro’s (10.00%); of the three carried models, only Perplexity Sonar has it in its top ten (sixth,

16.67%). Yataş (+7.41) is in the top ten of both joining models and of one carried model, Grok 4.3 (28.00%).

Koleksiyon is in no model’s top ten. For these entities the panel change cannot be ruled out as a large part of the

gain.
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The Discovery Ecosystem: Where AI Learns About Brands

ONE-SENTENCE TAKEAWAY

The three leaders’ own sites are the most widely cited of 226 domains — bellona.com.tr and

istikbal.com.tr each in 46 of 150 question-model cells — and one model’s citations are capped while

another’s grounding is partial, so the map is uneven by model.

When an assistant answers with web search, it draws on whatever is available to it at that moment. The cited

addresses were reduced to domains and counted by question-model cell — one cell is one question put to one

model, holding that question’s repeats — never by response. Herm.io’s own domain was removed before any of

these counts. Three units appear in this chapter, and they are not interchangeable:

Citations recorded — 6,269. The citation entries the models returned.

Link rows — 2,288. Attribution rows, one per model, entity, domain and attribution rule; one mention can be

attributed to several domains.

Mentions attributed — 6,409. Those rows’ mention counts, summed. Because one mention can sit on several

rows, this is not a count of distinct mentions and does not compare with any mention rate’s numerator.

Across all answers, 226 domains were cited, 126 of them in a single cell only.

9.1 THE MOST-CITED DOMAINS

TABLE 23 · MOST-CITED DOMAINS top 15 of 30 · cells of 150

# Domain Cells citing Share of cells Mentions attributed Owner

01 bellona.com.tr 46 30.67% 505 Bellona

02 istikbal.com.tr 46 30.67% 279 İstikbal

03 dogtas.com 41 27.33% 264 Doğtaş

04 kelebek.com 25 16.67% 82 Kelebek

05 enzahome.com.tr 23 15.33% 207 Enza Home

06 modalife.com 20 13.33% 170 Modalife

07 gundogdumobilya.com.tr 15 10.00% 113 Gündoğdu Mobilya

08 trendyol.com 15 10.00% 81 Trendyol

09 mobilyahaber.com.tr 14 9.33% 629 —

10 vivense.com 13 8.67% 39 Vivense

11 savenis.com 12 8.00% 35 Savenis

12 mondihome.com.tr 12 8.00% 27 Mondi

13 medusahome.com.tr 11 7.33% 69 Medusa Home

14 loda.com.tr 11 7.33% 53 Loda

15 divanev.com.tr 10 6.67% 40 Divanev
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Top 15 of the 30 domains in the report’s data file, by question-model cells citing them (of 150). Mentions attributed are attribution-

row units, not distinct mentions.

bellona.com.tr and istikbal.com.tr are each cited in 46 of the 150 cells (30.67%), followed by dogtas.com (41 cells,

27.33%), kelebek.com (25, 16.67%) and enzahome.com.tr (23, 15.33%) — the own sites of the general board’s top

five. Fourteen of the fifteen domains have an owner among the tracked entities; trendyol.com is the one

marketplace among them. mobilyahaber.com.tr is the outlier: no tracked entity owns it, and it is cited in only 14 cells

(9.33%), yet it carries 629 attributed mentions, the most of any domain in the table — a reminder that attribution rows

count every entity a cited page is credited with.

9.2 ENTITIES’ OWN SITES

142 of the 226 domains are the own site of some tracked entity. Tracked is not ranked: marketplaces, publishers and

entities that qualify in no cut have sites too, so this count does not reconcile with the leaderboard, and it should not

be read as brands citing themselves. Rows on those domains account for 2,278 of the 6,409 attributed mentions —

attribution-row units, not distinct mentions.

That figure is understated. Three cited domains look like a tracked entity’s own site but are not attributed to it,

because the registry holds a different website: cezbemobilya.com (Cezbe Mobilya; registry cezbemobilya.com.tr),

cilek.live (Çilek; registry cilek.com) and ikea.com.tr (IKEA; registry ikea.com). They are therefore not counted among

own sites.

In 33 rows, the rule that assigns a mention to the entity’s own domain and the rule that assigns it by position in the

answer disagreed about which citation the mention belongs to. Those conflicts are surfaced in the data, not

resolved.

9.3 WHY THE MAP IS UNEVEN

The models do not contribute equally. Claude Haiku 4.5 returned exactly 5 citations on every one of its 150 answers

— 750 in all — so its domain counts stop at a ceiling and do not compare with an uncapped model’s. Perplexity Sonar

alone returned 3,730 of the 6,269 citations. Gemini 3.6 Flash returned 256 and grounded 20.67% of its answers. A

domain’s place in this table therefore reflects which models cite at length as much as what any one model reads.

This edition carries no source-type classification of domains and no per-response citation counts, so June’s source-

type mix has no counterpart here. Nothing in this chapter tests whether being cited causes visibility or merely

accompanies it.
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What the Patterns Suggest

ONE-SENTENCE TAKEAWAY

Six neutral readings, not recommendations: the same three lead on every cut, the shelf stays mostly

domestic on both question scopes, frequency and position are separate routes onto the board, where-

to-buy entities share the shelf partly through one model’s habit, answer format decides who is seen in

the long tail, and the leaders’ own sites are the most cited.

This chapter describes patterns in the data. It is not advice, and visibility remains separate from quality.

1 The same three lead on every cut. İstikbal leads the general cut (96.10), the origin-neutral cut (95.77) and the

discovery questions (95.11); Bellona leads the origin-constrained cut (94.03) and the attribute (99.07) and

use-case (92.30) questions; and Doğtaş is in the top three of all six. All three are in the top five of every model.

No other finding in this report is as stable across the ways the data can be cut.

2 The shelf stays mostly domestic on both question scopes. On the 13 origin-constrained questions domestic

entities take 100.00% of qualifying mentions and foreign entities 0.00%; on the 17 origin-neutral questions,

86.63% and 13.37% — with origin on file for every qualifying mention on both. The assistants read “yerli” as a

constraint; without it, the foreign presence on the shelf is IKEA in fourth place and three other foreign qualifiers

lower on the board.

3 Frequency and position are separate routes onto the board. Bellona is named most often on the general cut

(58.53%) and ranks second; İstikbal is named less often (53.47%) and ranks first because it is named earliest.

Gündoğdu Mobilya ranks tenth on 8.13% with an MRR of 0.3877, one place above Vivense on 22.40% with an

MRR of 0.1836. On the use-case questions, Çilek reaches fifth on 14.00% with an MRR of 0.6531.

4 Where-to-buy entities share the shelf, partly through one model. Four marketplaces and two retailers, IKEA

and Koçtaş, qualify on the general cut alongside the brands. Grok 4.3 supplies 60 of Trendyol’s 91 general-cut

mentions and 44 of Hepsiburada’s 60. A marketplace in an answer usually means where to buy, and for these

two it mostly means one assistant’s answering style.

5 Answer format decides who is seen in the long tail. Grok 4.3 names 10.62 entities per answer, reaches 170

distinct entities and names 41 that no other model does; Claude Haiku 4.5 names 4.35 per answer, 126 distinct

and 26 alone. For an entity at the edge of the board, whether it is seen depends on the assistant’s format as

much as on the entity.

6 The leaders’ own sites are the most cited. bellona.com.tr, istikbal.com.tr and dogtas.com are the three most

widely cited domains, in 46, 46 and 41 of 150 cells. This is an observed association between being cited and

being named, not evidence that one causes the other.
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S E C T I O N  1 1

Limitations and Notes

ONE-SENTENCE TAKEAWAY

This is one market on one collection day, measured on a panel, a counting rule and an origin rule that all

changed since June, with scope unresolved for every entity; read every figure with the notes below.

The panel changed. Gemini 2.5 Flash-Lite and GPT-4o-mini were replaced by Gemini 3.6 Flash and ChatGPT 5.6

Luna Pro. Chapter 8 declares this confound beside every figure; it does not correct for it, and some movers,

Lazzoni among them, are named now mainly by the models that joined.

The counting rule changed. June’s page counted a name anywhere in the answer text; this edition counts a brand

or company only where it is named in the answer, not where it appears only in a web address. June’s levels in this

report are therefore recounts of June’s answers, not the figures June printed, and marketplaces read higher on

June’s page than in the recount.

The registry changed. Duplicate registrations were merged before this edition was measured — Kelebek, Yataş,

Saloni and Zebrano had each been registered under more than one spelling — and some brands were renamed.

The recount of June’s answers uses this edition’s registry.

The origin rule changed. June required a brand to be founded and headquartered in Turkey; this edition uses

brand home. No origin share is compared across the change.

Origin classification involves judgment. Brand home is a researched decision, and brands run from one country

under an owner in another are genuinely arguable cases. 17 entities have no origin on file; they appear in every

table and in no share.

Scope was not resolved. No entity has a product category on file, so the study could not separate core furniture

entities from adjacent ones, and all 290 are eligible to rank. An entity whose main business lies outside furniture

can rank if the assistants name it often enough.

Untyped and provisional entities. Nine entities have no entity type on file, and one, Trafton, is provisional and may

duplicate a brand under another spelling. None of the ten qualifies in any cut.

One model’s answers have unknown grounding. 119 of Gemini 3.6 Flash’s 150 answers returned no grounding

metadata. They are not memory answers, and nothing in this report treats them as such.

One model’s citations are capped. Claude Haiku 4.5 returned exactly 5 citations per answer, so its source counts

are truncated (Chapter 9).

Own-site figures are understated. Three cited domains — cezbemobilya.com, cilek.live and ikea.com.tr — look

like a tracked entity’s own site but are not attributed to it, because the registry holds a different website.

Three qualifying positions rest on two models. Eymense on the attribute cut (17 mentions), Hepsiburada on the

discovery cut (19) and Modoko on the use-case cut (13). Their visibility is model-specific, not panel-wide.

Rank built on position. Kilim Mobilya, Adore Mobilya and Weltew Home on the origin-constrained cut, and Çilek

on the use-case cut, rank high mainly because they are named early when named at all. That is the score working

as designed, but it is a different kind of visibility from being named in half of all answers.

Small score gaps are not meaningful. In the packed middle of each board — and at the top of the origin-

constrained board, where Bellona (94.03) and İstikbal (94.01) sit together — differences of a point or two should

not be over-interpreted.
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Small-sample changes. Where an entity has fewer than 10 mentions in either edition, its change since June is

marked ⚠ wherever it appears and should be read as direction only.

Components can exceed 100. Because each component is scaled to the qualified leader and never clipped, 98

of 1,103 entity-cut rows (8.90%) exceed 100 on a component — all of them unqualified.

Near-name pairs. Six pairs of similar names among entities named in at least three answers were flagged:

Doğrucan Mobilya / N Mobilya, Erduran Mobilya / N Mobilya, Lider Vip / Lider, Mudo Concept / Mudo, QHome /

Maq Home and Özsev Mobilya / V Mobilya. None shares a website on file, and each pair is tracked as two entities.

The outcome is in the data; the reasoning behind each merge or non-merge is not.

Brands, not groups. Some ranked brands share an owner — Kelebek and Doğtaş, or Enza Home and Yataş. The

report ranks each brand separately and never adds their figures together.

System prompt and locale. Neither was recorded with this run.

Single, point-in-time measurement. All responses were collected on 25 September 2026. Five repeats per

question-model cell capture variation within a model, not drift from day to day.

Models are probabilistic. The same question can produce different answers; repeats reduce this variability but

do not remove it.

Web search depends on momentary conditions. Grounded answers depend on what was indexed and served at

the time of collection.

Precision over recall. A brand or company is counted only where it is named in the answer, not where it appears

only in a web address, and a shop named only as the place to buy is often not counted. Brands referred to

indirectly, or only by a product name such as a sofa-set model, are not counted either.

Visibility is not quality. This report measures mention, position and breadth only. It does not assess whether a

brand was described positively, whether a recommendation was accurate, or whether a product is well made. A

score is not an endorsement.

Model versions date quickly. These findings are specific to the model versions in section 2.1, as of September

2026.
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S E C T I O N  1 2

Appendix & Data

ONE-SENTENCE TAKEAWAY

All 30 questions and all 290 tracked entities behind this report are listed below, and the underlying data

is available on request.

12.1 ALL 30 QUESTIONS

TABLE 24 · ALL 30 QUESTIONS carried verbatim from June 2026

# ID Type Scope Question (Turkish)

01 mobilya-029 Use case Origin-constrained balkon için yerli bahçe mobilyası önerir misin

02 mobilya-016 Attribute Origin-neutral en kullanışlı koltuk kumaşı olan takımlar

03 mobilya-014 Attribute Origin-neutral leke tutmayan silinebilir koltuk takımı önerisi

04 mobilya-003 Discovery Origin-neutral salon için en iyi koltuk takımları

05 mobilya-007 Discovery Origin-constrained türk malı mobilya markası arıyorum, hangileri iyi

06 mobilya-010 Discovery Origin-constrained ev dizmek için yerli mobilya nereden alınır

07 mobilya-012 Attribute Origin-neutral MDF kullanan kaliteli mobilya markası önerisi

08 mobilya-025 Use case Origin-neutral genç odası için hangi marka iyi

09 mobilya-008 Discovery Origin-constrained yerli koltuk takımı olarak ne önerirsin

10 mobilya-020 Attribute Origin-constrained kaliteli ama çok pahalı olmayan yerli koltuk takımı

11 mobilya-001 Discovery Origin-neutral en iyi mobilya markası hangisi

12 mobilya-022 Use case Origin-neutral küçük salon için köşe koltuk hangi marka iyi

13 mobilya-005 Discovery Origin-neutral mobilya nereden alınır, güvenilir yer önerir misin

14 mobilya-011 Attribute Origin-neutral uzun ömürlü mobilya hangi markalarda iyi

15 mobilya-015 Attribute Origin-neutral çökmeyen rahat koltuk hangi marka iyi

16 mobilya-019 Attribute Origin-constrained leke tutmayan kumaşlı yerli koltuk markası

17 mobilya-004 Discovery Origin-neutral lüks mobilya markaları neler

18 mobilya-017 Attribute Origin-constrained fiyat performans yerli mobilya önerir misin

19 mobilya-002 Discovery Origin-neutral koltuk takımı hangi marka alınmalı

20 mobilya-024 Use case Origin-neutral çocuklu ev için kolay silinen koltuk takımı

21 mobilya-030 Use case Origin-constrained çocuğa yerli genç odası takımı bakıyorum, nereden alınır

22 mobilya-027 Use case Origin-constrained kiralık eve uygun yerli mobilya önerisi

23 mobilya-009 Discovery Origin-constrained İnegöl mobilyası iyi mi, hangi yerli üreticilere bakılır

24 mobilya-006 Discovery Origin-constrained iyi bir yerli mobilya önerir misin

25 mobilya-021 Use case Origin-neutral evleniyoruz düğün paketi mobilya nereden alınır
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(cont.)

# ID Type Scope Question (Turkish)

26 mobilya-018 Attribute Origin-constrained türk malı sağlam MDF yatak odası takımı var mı

27 mobilya-023 Use case Origin-neutral kedi olan eve dayanıklı koltuk önerisi

28 mobilya-026 Use case Origin-neutral balkon için rattan ya da bambu takımda hangi marka iyi

29 mobilya-013 Attribute Origin-neutral uygun fiyatlı ama sağlam mobilya

30 mobilya-028 Use case Origin-constrained türk malı düğün paketi mobilya önerisi

All 30 questions, each carried verbatim from June 2026. No question records a subcategory (section 2.3).

12.2 ALL TRACKED ENTITIES (290)

The table lists all 290 entities tracked in this study, ordered by general-cut mentions, and marks the 23 that qualify

on the general cut. 50 entities qualify in at least one cut. Entities with no origin on file are shown as —. “New” marks an

entity named in September’s answers but not in June’s. Brand pages are not linked in this edition.

TABLE 25 · ALL TRACKED ENTITIES general cut · 750 responses · 25 September 2026

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Bellona TR Brand & retailer 439 58.53% 5 +8.00 Ranked

Doğtaş TR Brand & retailer 427 56.93% 5 +8.54 Ranked

İstikbal TR Brand & retailer 401 53.47% 5 +6.68 Ranked

Enza Home TR Brand & retailer 312 41.60% 5 +19.48 Ranked

Kelebek TR Brand & retailer 311 41.47% 5 +10.10 Ranked

IKEA SE Retailer 181 24.13% 5 +5.23 Ranked

Vivense TR Brand & retailer 168 22.40% 5 +2.43 Ranked

Lazzoni TR Brand 160 21.33% 5 +8.87 Ranked

Yataş TR Brand 139 18.53% 5 +7.41 Ranked

Mondi TR Brand & retailer 122 16.27% 5 +4.60 Ranked

Modalife TR Brand & retailer 114 15.20% 5 +4.48 Ranked

Çilek TR Brand & retailer 100 13.33% 5 +5.29 Ranked

Trendyol TR Marketplace 91 12.13% 4 -7.17 Ranked

Modoko TR Marketplace 67 8.93% 5 +0.89 Ranked

Koleksiyon TR Brand & retailer 66 8.80% 5 +6.25 Ranked

Masko TR Marketplace 65 8.67% 5 +1.96 Ranked

Gündoğdu Mobilya TR Brand & retailer 61 8.13% 5 -5.81 Ranked

Hepsiburada TR Marketplace 60 8.00% 4 +0.09 Ranked

Alfemo TR Brand & retailer 53 7.07% 5 +1.97 Ranked

Koçtaş TR Retailer 49 6.53% 5 -5.67 Ranked
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Loda TR Brand & retailer 44 5.87% 5 +2.25 Ranked

Mudo Concept TR Sub-brand 40 5.33% 4 +4.53 ⚠ Ranked

Saloni Mobilya TR Brand & retailer 39 5.20% 5 +3.73 Ranked

Kilim Mobilya TR Brand & retailer 33 4.40% 4 -0.83 —

Divanev TR Brand & retailer 31 4.13% 5 -4.04 —

Tepe Home TR Brand & retailer 31 4.13% 5 -0.02 —

Medusa Home TR Brand & retailer 30 4.00% 4 -2.97 —

Savenis TR Brand & retailer 29 3.87% 4 +0.52 —

Roche Bobois FR Brand & retailer 28 3.73% 5 +0.11 —

Adore Mobilya TR Brand 25 3.33% 5 +2.13 ⚠ —

CaddeYıldız TR Brand & retailer 25 3.33% 4 -1.36 —

Mobiliyum AVM TR Marketplace 25 3.33% 5 +2.13 ⚠ —

Belusso TR Brand & retailer 24 3.20% 4 -5.25 —

Casa Mobilya TR Brand & retailer 24 3.20% 5 +1.59 —

Eymense TR Brand & retailer 24 3.20% 3 +1.32 —

B&B Italia IT Brand & retailer 23 3.07% 5 +1.06 —

Weltew Home TR Brand & retailer 23 3.07% 4 +1.59 —

Minotti IT Brand & retailer 22 2.93% 4 +1.46 —

Nurus TR Brand & retailer 22 2.93% 5 new —

Poliform IT Brand & retailer 21 2.80% 4 +1.06 —

Ergül TR Brand & retailer 19 2.53% 4 -3.10 —

Fendi Casa IT Brand 19 2.53% 4 +1.73 ⚠ —

Palmera Mobilya TR Brand & retailer 19 2.53% 4 -2.56 —

NDesign TR Brand & retailer 18 2.40% 4 +1.19 ⚠ —

Poltrona Frau IT Brand 17 2.27% 5 +1.46 ⚠ —

Doğrucan Mobilya TR Retailer 16 2.13% 3 +0.39 —

Fuga Mobilya TR Brand & retailer 16 2.13% 2 +2.00 ⚠ —

Macitler Mobilya TR Brand & retailer 16 2.13% 4 -0.68 —

Vavrattan TR Brand & retailer 16 2.13% 5 -1.22 —

Zebrano TR Brand & retailer 15 2.00% 4 -0.28 —

Gözde Bambu TR Brand & retailer 14 1.87% 4 -0.14 —
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Hamm TR Brand 14 1.87% 1 new —

Natuzzi IT Brand & retailer 14 1.87% 3 -0.41 —

Sandalie TR Brand 14 1.87% 3 +1.20 ⚠ —

Velura Home TR Brand & retailer 14 1.87% 4 -0.55 —

Evidea TR Retailer 13 1.73% 1 +1.47 ⚠ —

Fatih Kıral TR Brand & retailer 13 1.73% 3 -1.62 —

İder Mobilya TR Brand & retailer 13 1.73% 2 -1.62 —

Tilia TR Brand 13 1.73% 5 +0.12 —

B&T Design TR Brand 12 1.60% 4 new —

Bosart TR Brand 12 1.60% 2 new —

Flexform IT Brand 12 1.60% 3 +0.93 ⚠ —

Ligne Roset FR Brand 12 1.60% 3 +0.80 ⚠ —

Rani Mobilya TR Brand & retailer 12 1.60% 2 +0.93 ⚠ —

Varalli TR Brand & retailer 12 1.60% 2 +0.26 —

Akakçe TR Publisher 11 1.47% 1 -2.69 —

Bentley Home IT Sub-brand 11 1.47% 3 +1.33 ⚠ —

Cassina IT Brand 11 1.47% 3 +0.66 ⚠ —

Erol Mobilya TR Retailer 11 1.47% 3 +0.13 —

HekaHome TR Brand & retailer 11 1.47% 2 +0.80 ⚠ —

Normod TR Brand & retailer 11 1.47% 2 +0.13 —

Armani/Casa IT Licensed brand 10 1.33% 3 +0.93 ⚠ —

Asortie TR Brand & retailer 10 1.33% 2 +0.93 ⚠ —

Bahex TR Brand & retailer 10 1.33% 3 -0.41 —

Elano Luxury TR Brand & retailer 10 1.33% 3 -0.95 —

Erduran Mobilya TR Brand & retailer 10 1.33% 3 -0.28 —

Giorgetti IT Brand 10 1.33% 3 new —

İnebella TR Brand & retailer 10 1.33% 3 +0.93 ⚠ —

MODESA TR Brand 10 1.33% 3 new —

Novussi TR Brand 10 1.33% 2 new —

Sivriler Mobilya TR Brand & retailer 10 1.33% 2 -8.32 —

V Mobilya TR Brand & retailer 10 1.33% 2 +0.13 ⚠ —
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Bidesenal TR Brand & retailer 9 1.20% 3 -0.94 ⚠ —

Engince TR Brand & retailer 9 1.20% 2 -1.62 ⚠ —

Esmer Koltuk TR Brand & retailer 9 1.20% 2 -0.14 ⚠ —

Evgör TR Brand & retailer 9 1.20% 2 -0.54 ⚠ —

Lider Vip TR Brand & retailer 9 1.20% 4 -0.41 ⚠ —

Mimarzade — Publisher 9 1.20% 2 +0.13 ⚠ —

Mobilyam İnegölden TR Retailer 9 1.20% 2 -0.01 ⚠ —

Molteni&C IT Brand & retailer 9 1.20% 3 new —

Özbay Mobilya TR Retailer 9 1.20% 3 -0.41 ⚠ —

Relax Mobilya TR Brand & retailer 9 1.20% 2 -0.14 ⚠ —

Sella Arte TR Brand 9 1.20% 2 -0.01 ⚠ —

Versace Home IT Brand 9 1.20% 3 +0.93 ⚠ —

Bambuda Garden TR Brand & retailer 8 1.07% 3 +0.13 ⚠ —

Bassi TR Brand & retailer 8 1.07% 2 +0.26 ⚠ —

BayKoç TR Brand & retailer 8 1.07% 3 -0.14 ⚠ —

Boca do Lobo PT Brand 8 1.07% 2 +0.53 ⚠ —

Krea — Brand 8 1.07% 2 -1.35 ⚠ —

Mobilya Diyarı TR Retailer 8 1.07% 1 +0.66 ⚠ —

Monalin Home Garden TR Brand & retailer 8 1.07% 3 +0.93 ⚠ —

Mudo TR Brand 8 1.07% 3 -1.48 ⚠ —

Nill's TR Brand & retailer 8 1.07% 3 new —

Rolivs TR Brand & retailer 8 1.07% 2 +0.53 ⚠ —

Setay TR Brand & retailer 8 1.07% 4 -1.35 ⚠ —

Tu Tienda TR Brand 8 1.07% 3 -0.14 ⚠ —

Almila Mobilya TR Brand & retailer 7 0.93% 4 -4.83 ⚠ —

Arion Kids TR Brand & retailer 7 0.93% 3 new —

Autoban TR Brand 7 0.93% 2 new —

Bofigo TR Brand & retailer 7 0.93% 1 +0.80 ⚠ —

Fermina TR Brand & retailer 7 0.93% 2 +0.67 ⚠ —

İnegöl Mobilya TR Retailer 7 0.93% 2 -4.29 ⚠ —

MobilyaMis TR Retailer 7 0.93% 2 +0.67 ⚠ —
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Montel NL Brand & retailer 7 0.93% 2 +0.67 ⚠ —

Occo Home TR Marketplace 7 0.93% 2 -0.14 ⚠ —

QHome TR Brand & retailer 7 0.93% 2 +0.53 ⚠ —

Vanessa Mobilya TR Brand & retailer 7 0.93% 1 new —

BoConcept DK Brand 6 0.80% 2 +0.40 ⚠ —

CLK Garden TR Sub-brand 6 0.80% 2 -0.41 ⚠ —

Ethan Allen US Brand & retailer 6 0.80% 2 new —

Evdemo TR Brand & retailer 6 0.80% 4 -0.54 ⚠ —

Gülsoy Home TR Retailer 6 0.80% 1 new —

Herman Miller US Brand 6 0.80% 3 -0.81 ⚠ —

Hermhaus TR Brand 6 0.80% 2 -0.14 ⚠ —

İnegöl Dizayn TR Brand & retailer 6 0.80% 2 -0.41 ⚠ —

Keter IL Brand 6 0.80% 2 new —

Minar Mobilya TR Brand & retailer 6 0.80% 2 -2.42 ⚠ —

Mobilya Bazarı — Brand & retailer 6 0.80% 2 new —

N11 TR Marketplace 6 0.80% 2 +0.13 ⚠ —

Pierre Cardin FR Brand 6 0.80% 2 +0.40 ⚠ —

Rabi TR Brand & retailer 6 0.80% 2 -0.14 ⚠ —

Rehome TR Retailer 6 0.80% 3 0.00 ⚠ —

Room & Board US Brand & retailer 6 0.80% 2 new —

Visionnaire IT Brand 6 0.80% 2 new —

Arhaus US Brand 5 0.67% 1 new —

Aydınev TR Brand & retailer 5 0.67% 1 +0.53 ⚠ —

Bassett US Brand & retailer 5 0.67% 1 new —

Bintaş Mobilya TR Brand & retailer 5 0.67% 3 new —

Bismot TR Brand 5 0.67% 1 new —

ByKepi TR Brand & retailer 5 0.67% 2 -0.41 ⚠ —

Cimri TR Publisher 5 0.67% 1 +0.53 ⚠ —

Çel-Mo Mobilya TR Brand 5 0.67% 1 new —

Dorya TR Brand 5 0.67% 2 new —

Enwood TR Brand & retailer 5 0.67% 1 new —
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Erinöz TR Brand & retailer 5 0.67% 2 +0.13 ⚠ —

Fırat Mobilya TR Brand & retailer 5 0.67% 2 -1.75 ⚠ —

Formet Home TR Brand 5 0.67% 1 new —

Garmy TR Brand 5 0.67% 2 -0.41 ⚠ —

GuneyStore TR Brand & retailer 5 0.67% 1 new —

Güler Koltuk Döşeme TR Brand 5 0.67% 1 +0.53 ⚠ —

Homeset TR Brand 5 0.67% 1 new —

Klas Bambu TR Brand 5 0.67% 2 0.00 ⚠ —

Koçaklar Mobilya TR Brand 5 0.67% 1 new —

Lider — Brand 5 0.67% 2 -0.27 ⚠ —

Loya Garden — Brand 5 0.67% 1 new —

Mobilyamevime TR Retailer 5 0.67% 1 -0.27 ⚠ —

Nardi IT Brand 5 0.67% 2 new —

Siesta Exclusive TR Brand 5 0.67% 1 +0.53 ⚠ —

Tamev TR Brand & retailer 5 0.67% 3 new —

Timberway — Brand 5 0.67% 1 -0.67 ⚠ —

Trafton (provisional) — — 5 0.67% 1 new —

Uğurlu Bambu TR Brand 5 0.67% 2 +0.26 ⚠ —

Vieno TR Brand 5 0.67% 2 +0.40 ⚠ —

West Elm US Brand & retailer 5 0.67% 1 +0.53 ⚠ —

Akvaryum Mobilyacılar Çarşısı TR Marketplace 4 0.53% 1 new —

Alsaray Mobilya TR Brand 4 0.53% 1 new —

Altay — Brand 4 0.53% 1 new —

Bahçeci TR Brand 4 0.53% 2 new —

Barış Ahşap TR Brand 4 0.53% 1 +0.40 ⚠ —

Barlo Garden — Brand 4 0.53% 1 new —

Bauhaus DE Retailer 4 0.53% 3 +0.27 ⚠ —

Baxter IT Brand 4 0.53% 1 new —

Beymen Home TR Retailer 4 0.53% 1 new —

BizceAVM TR Retailer 4 0.53% 1 new —

Botanik Bambu TR Brand & retailer 4 0.53% 1 -0.67 ⚠ —
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Caploonba TR Brand & retailer 4 0.53% 2 +0.40 ⚠ —

Cezbe Mobilya TR Brand & retailer 4 0.53% 2 new —

Christopher Guy SG Brand & retailer 4 0.53% 1 +0.40 ⚠ —

EDSY Home TR Brand 4 0.53% 1 new —

Emdief Home TR Sub-brand 4 0.53% 1 new —

EVAÇ TR Brand & retailer 4 0.53% 2 new —

Hermès Maison FR Sub-brand 4 0.53% 1 new —

İmotim TR Marketplace 4 0.53% 2 -0.27 ⚠ —

Kocadağlar Mobilya TR Brand 4 0.53% 1 new —

Land TR Brand & retailer 4 0.53% 1 new —

Letgo TR Marketplace 4 0.53% 3 -0.14 ⚠ —

Luxury Line Mobilya TR Brand & retailer 4 0.53% 3 -0.27 ⚠ —

Mandella — Sub-brand 4 0.53% 2 +0.40 ⚠ —

Meya Dekor TR Brand 4 0.53% 2 new —

Mobilya Vitrini — Publisher 4 0.53% 1 new —

Modelay Mobilya TR Brand 4 0.53% 1 new —

Puhu Aksesuar TR Brand & retailer 4 0.53% 3 +0.13 ⚠ —

Rozegardenbambu — Brand 4 0.53% 2 +0.27 ⚠ —

Rustic Garden TR Brand 4 0.53% 1 new —

Sahibinden TR Marketplace 4 0.53% 2 -0.81 ⚠ —

Seray TR Brand & retailer 4 0.53% 1 +0.13 ⚠ —

Sette Garden TR Sub-brand 4 0.53% 1 -0.27 ⚠ —

Sunbrella US — 4 0.53% 1 new —

Sümerler TR Brand & retailer 4 0.53% 1 new —

Tawe TR Brand & retailer 4 0.53% 2 -0.54 ⚠ —

Teleteknik Home TR Retailer 4 0.53% 2 new —

Terazzi TR Brand 4 0.53% 2 -0.14 ⚠ —

Yakan Aydınlatma TR Brand 4 0.53% 1 new —

Yucca Concept TR Brand & retailer 4 0.53% 1 -0.94 ⚠ —

Annapark TR Brand & retailer 3 0.40% 1 new —

Balkoni TR Brand & retailer 3 0.40% 2 new —
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Bamboo World TR Brand & retailer 3 0.40% 2 -0.67 ⚠ —

Belderia TR Brand 3 0.40% 1 new —

Buka Sofa TR Brand & retailer 3 0.40% 1 new —

Creatizm Home TR Brand & retailer 3 0.40% 1 -0.40 ⚠ —

Dedon DE Brand & retailer 3 0.40% 2 -0.94 ⚠ —

Divanse Mobilya TR Brand 3 0.40% 1 new —

Divona Home TR Brand 3 0.40% 2 -2.55 ⚠ —

Dizayn Bambu TR Brand 3 0.40% 2 -0.27 ⚠ —

Doressa TR Brand & retailer 3 0.40% 1 -0.40 ⚠ —

Drs Hürarslan TR Brand & retailer 3 0.40% 1 new —

Edra IT Brand 3 0.40% 2 new —

Enne TR Brand 3 0.40% 1 -0.81 ⚠ —

Ethimo IT Brand 3 0.40% 2 -0.67 ⚠ —

Evmila TR Brand & retailer 3 0.40% 1 new —

Gabba Koltuk TR Brand 3 0.40% 1 +0.27 ⚠ —

Gala Mobilya TR Brand & retailer 3 0.40% 1 -1.21 ⚠ —

İpek Mobilya TR Brand & retailer 3 0.40% 3 +0.13 ⚠ —

Koç Koltuk TR Brand & retailer 3 0.40% 1 0.00 ⚠ —

Konfor Mobilya TR Brand & retailer 3 0.40% 3 -3.89 ⚠ —

Köksallar TR Retailer 3 0.40% 1 new —

Kumsmall AVM TR Marketplace 3 0.40% 1 new —

Leta Contract TR Brand & retailer 3 0.40% 1 new —

Limni Home TR Brand & retailer 3 0.40% 1 +0.27 ⚠ —

Lina Mobilya TR Brand & retailer 3 0.40% 1 new —

Lupo Home TR Brand & retailer 3 0.40% 1 +0.13 ⚠ —

Macera Mobilya TR Brand & retailer 3 0.40% 1 new —

Malgır Mobilya TR Brand & retailer 3 0.40% 1 new —

Maq Home TR Brand & retailer 3 0.40% 1 0.00 ⚠ —

Mesa Mobilya TR Retailer 3 0.40% 1 +0.27 ⚠ —

Mobelinegöl — Brand 3 0.40% 1 new —

N Mobilya TR Retailer 3 0.40% 1 new —
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

Newjoy TR Sub-brand 3 0.40% 2 new —

Özsev Mobilya TR Retailer 3 0.40% 1 -0.27 ⚠ —

Rattankara TR Brand & retailer 3 0.40% 1 new —

Riva Bahçe TR Brand & retailer 3 0.40% 1 new —

Sancar Life TR Brand 3 0.40% 2 new —

SevKur Mobilya TR Brand & retailer 3 0.40% 2 -1.61 ⚠ —

SiteMobilya TR Brand & retailer 3 0.40% 2 new —

Snoc Outdoor Furniture TR Brand & retailer 3 0.40% 1 new —

Troya Garden TR Brand 3 0.40% 1 new —

Vitello TR Brand & retailer 3 0.40% 1 new —

Walmood — Brand 3 0.40% 1 -0.94 ⚠ —

Wobilimo TR Marketplace 3 0.40% 2 new —

Bambum TR Brand & retailer 2 0.27% 1 new —

Caracole US Brand 2 0.27% 1 -0.81 ⚠ —

Doqu Home TR Brand 2 0.27% 1 +0.13 ⚠ —

JYSK DK Retailer 2 0.27% 2 -0.40 ⚠ —

Kettal ES Brand 2 0.27% 1 -0.40 ⚠ —

Lajivert TR Brand & retailer 2 0.27% 1 -1.07 ⚠ —

Madame Garden — Brand 2 0.27% 1 -0.14 ⚠ —

Magis IT Brand 2 0.27% 1 -0.27 ⚠ —

Ralph Lauren US Licensed brand 2 0.27% 1 -0.14 ⚠ —

Steelcase US — 2 0.27% 1 new —

Tommy Hilfiger US Brand 2 0.27% 1 new —

Tuna Botoso TR Brand & retailer 2 0.27% 2 -0.27 ⚠ —

Vitra CH — 2 0.27% 2 +0.13 ⚠ —

Amazon US Marketplace 1 0.13% 1 0.00 ⚠ —

Arnetti TR Brand & retailer 1 0.13% 1 -0.40 ⚠ —

Bambi TR Brand 1 0.13% 1 new —

Bernhardt US Brand 1 0.13% 1 -1.34 ⚠ —

Bottega Veneta IT Brand 1 0.13% 1 new —

Bubu Home — Brand 1 0.13% 1 -0.94 ⚠ —
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(cont.)

Entity Origin Type Mentions Rate Models Δ vs June, pts Status

BUGATTI DE — 1 0.13% 1 new —

Bulgari IT — 1 0.13% 1 new —

D Home TR Brand 1 0.13% 1 -0.27 ⚠ —

Dolap TR Marketplace 1 0.13% 1 0.00 ⚠ —

Dore Çorap TR Brand 1 0.13% 1 new —

Elve Mobilya TR Brand & retailer 1 0.13% 1 -0.81 ⚠ —

Ethnicraft BE Brand 1 0.13% 1 -0.67 ⚠ —

Ezgi Bambu TR Brand & retailer 1 0.13% 1 -1.48 ⚠ —

Hjort Knudsen DK — 1 0.13% 1 0.00 ⚠ —

Irmaklar Bahcce TR Brand & retailer 1 0.13% 1 -0.40 ⚠ —

İnegöl Mobilya Vadi TR Retailer 1 0.13% 1 -1.07 ⚠ —

Limon Koltuk TR Brand & retailer 1 0.13% 1 -0.54 ⚠ —

Meridiani IT Brand 1 0.13% 1 -0.40 ⚠ —

Meya TR Brand & retailer 1 0.13% 1 -0.67 ⚠ —

Mobidu TR — 1 0.13% 1 new —

Napoly Design TR Brand & retailer 1 0.13% 1 -0.27 ⚠ —

Norde TR Brand & retailer 1 0.13% 1 -0.27 ⚠ —

Stella NL Brand & retailer 1 0.13% 1 -0.27 ⚠ —

Vanish GB — 1 0.13% 1 new —

Veranda Bambu — Brand 1 0.13% 1 -0.27 ⚠ —

VIEV Mobilya TR Brand & retailer 1 0.13% 1 -0.27 ⚠ —

YuruDesign TR Brand & retailer 1 0.13% 1 -0.94 ⚠ —

All 290 tracked entities, general cut (750 responses, 25 September 2026). Δ vs June: change in raw mention rate on the general cut,

in percentage points, against June’s answers counted the way this edition counts (Chapter 8). It is not a score change, and two of five

models differ between editions. ⚠ fewer than 10 mentions in one edition; read as direction only.

12.3 DATA AVAILABILITY

The data behind this report is available on request: per-entity metrics across all six cuts, the qualified leaderboards

and their brand-only variants, the entity registry with origins, the per-model breakdowns, the origin-share tables on

both bases, the source attribution tables, the raw-layer trend file, and the published scale registry.

All figures reflect a single collection day (25 September 2026) and are subject to the limitations in Chapter 11. This is

the second edition; the study is repeated quarterly.
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METHODOLOGY NOTE

Five models (Claude Haiku 4.5, Gemini 3.6 Flash, ChatGPT 5.6 Luna Pro, Perplexity Sonar, Grok 4.3), each asked to search

the web, answered 30 Turkish questions five times each: 750 responses, collected on 25 September 2026. A mention is

a brand or company named in the answer; a name that appears only inside a web address is not counted. AI Visibility

Score = 0.45 × Mention + 0.3 × Position + 0.25 × Breadth, each component scaled to the highest value among qualified

entities in the cut; an entity qualifies at a 5% mention rate within the cut. Origin is the brand home. Origin shares are

computed over qualified entities with origin on file, with marketplaces and publishers left out, and are always printed with

their coverage. The comparison with June uses raw mention rate on the general cut, with June’s answers counted the way

this edition counts; two of five models differ between editions. Herm.io’s own domain is excluded from the source data

before analysis.
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F R E Q U E N T L Y  A S K E D  Q U E S T I O N S

Frequently asked questions

Which furniture brands does AI recommend most in Turkey?

Across all 30 questions, İstikbal leads with a 96.10 score, named in 53.47% of 750 responses and by all five

assistants. Bellona (94.64) is named more often, in 58.53% of responses, and Doğtaş (89.65) is third. Enza Home and

Kelebek complete the top five, and the same three leaders hold the top three places on every cut.

Do AI assistants name Turkish or foreign furniture brands?

Mostly Turkish. On the 13 questions that ask for Turkish brands, domestic entities take 100.00% of qualifying

mentions and foreign entities 0.00%. On the 17 origin-neutral questions they take 86.63% and 13.37%, with IKEA

fourth on that board. Origin is on file for every qualifying mention on both.

How many brands were tracked, and how many made the ranking?

290 entities were tracked, including retailers and marketplaces. 23 cleared the 5% mention threshold on the full

question set — 22 domestic and 1 foreign — with an average score of 55.59, and 50 qualify in at least one cut.

How is the AI Visibility Score calculated?

It combines how often an entity is named (45%), how early it appears in the answer (30%), and how many of the five

models name it (25%). Each part is scaled against the leading qualified entity within that cut, so scores are never

compared across cuts or editions. Only entities named in at least 5% of a cut’s responses are ranked.

Do the five AI assistants agree with each other?

On the leaders, largely: İstikbal, Bellona and Doğtaş are in every model’s top five. On length, no: Grok 4.3 names

10.62 entities per answer and Claude Haiku 4.5 names 4.35. Two marketplace ranks lean on Grok, which supplies 60

of Trendyol’s 91 mentions and 44 of Hepsiburada’s 60.

How does this compare with the June 2026 edition?

The 30 questions are the same, but two of the five models were replaced, so changes show direction more reliably

than size. Measured by raw mention rate against June’s answers counted the way this edition counts, Enza Home

gained 19.48 points and Sivriler Mobilya lost 8.32. Origin shares are not compared with June’s, because the origin rule

changed.

Does a high score mean a brand is better than the others?

No. The score measures only how often and how prominently a brand is named across the assistants. It does not

assess quality, price, accuracy or sentiment, so a score is a measure of visibility, not an endorsement.
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A B O U T  H E R M . I O

About Herm.io & disclosure

Herm.io is a consumer behaviour and marketing data company. We study how people discover and choose brands

to help businesses reach the right customers. This report forms part of our public research and is conducted

quarterly.

DISCLOSURE & NEUTRALITY

The rankings and metrics in this report are entirely impartial and are based on the methodology described within the

report. No brand can pay or provide sponsorship to be included in the report, improve its ranking or influence how it

is described in the content.

A brand’s score in the report is not an endorsement or assessment of quality; it is solely a measure of its current

visibility within AI models. No service or product offered by Herm.io is sold for the purpose of directly changing the

results of this report or guaranteeing a ranking. To preserve objectivity, all references to Herm.io’s own domain are

removed from the source data before analysis. This ensures that the company does not appear in, measure itself

through or benefit from its own study.

Brands seeking to understand their position in the data can schedule a consultation for an impartial assessment of

the findings. The consultation is advisory and free of charge.

REPORT PERIOD

September 2026 · Edition 2 of a quarterly series.
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