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KEY FINDINGS

Ataglance

Thisreport reproduces the real Turkish-language questions consumers ask Al assistants about
underwear, socks, tights and swimwear, and measures how often, in what order, and across how many
models five large language models name each brand.

Pentileads the mainleaderboard with a 94.91score, appearingin 41.3% of allresponses across all five models,
with an 8.35-point gap to Ayyildiz (86.56).

Of 189 tracked brands, 28 cleared the 5% mention threshold in the main market — 19 Turkish and 9 foreign; the
two foreign names in the top ten are Marks & Spencer (#7) and OYE Swimwear (#10).

The market is Turkish-led but not Turkish-only: in the origin-neutral open market, mentions split 59.3% Turkish
/40.7% foreign — the closest balance of any Herm.io edition so far.

Grok has by far the widest repertoire (9.4 brands/answer); GPT-4o-mini and Claude Haiku the narrowest (3.43
and 3.64). Search was near-universal — 98.7% of all answers were web-grounded.

Different brands own different shelves: Pentileads innerwear, Diindar Corap leads hosiery, and Ayyildizleads

swimwear/beachwear.

SCOPE & METHOD

Vertical: Innerwear, hosiery & beachwear — Turkey. Method: a single point-in-time study of 1,117 responses; five large
language models (GPT-40-mini, Gemini, Claude, Perplexity, Grok), each asked 45 Turkish-language questions five times.
Collectiondates: 19-20 June 2026.

HOW TO READ THIS REPORT — VISIBILITY IS NOT QUALITY

Thisreport measures one thing: how often, how prominently, and across how many Al assistants a brand is named when
people ask aboutinnerwear, hosiery and beachwearin Turkey. A high score means these systems currently have alot of
information available about a brand and surface it readily — not that the brand is better, more comfortable, cheaper or
higher quality. Al visibility reflects information availability and discovery, not product quality, fit, price or trustworthiness.

Key terms: Al visibility, Al Visibility Score, innerwear brands, hosiery brands, beachwear brands, Turkish (yerli)
underwear/swimwear brands, LLM brand recommendations, ChatGPT/Gemini/Claude/Perplexity/Grok brand
recommendation, Generative Engine Optimization (GEO).
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Executive Summary

Al visibility in Turkey’s innerwear, hosiery and beachwear market
is led decisively by Penti and Ayyildiz, sits on a Turkish-majority
but genuinely contested shelf, and is split cleanly by
subcategory.
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EXECUTIVE SUMMARY

Two leaders, three shelves, one contested market

ONE-SENTENCE TAKEAWAY

Al visibility in Turkey’s innerwear, hosiery and beachwear market is led decisively by Penti and Ayyildiz,
sits on a Turkish-majority but genuinely contested shelf, and is split cleanly by subcategory — a different
brand leads underwear, socks and swimwear.

a Pentileads; Ayyildizis a clear second. Penti tops the mainleaderboard at 94.91, appearing in 41.3% of all
responses across all five models, with an 8.35-point gap to Ayyildiz(86.56). Trendyol (75.9), Dagi (68.92) and
Duindar Corap (68.67) complete the top five.

28 brands qualified for the main ranking. Of 189 tracked brands, 28 cleared the 5% mention threshold across
all 45 questions — 19 Turkish and 9 foreign. The two foreign names inside the top ten are Marks & Spencer (#7)
and OYE Swimwear (#10). The average score of the 28 qualified brandsis 56.1.

The market is Turkish-led but not Turkish-only. On the 22 origin-neutral (open) questions, mentions split
59.3% Turkish /40.7% foreign — the most balanced origin split Herm.io has recorded in any vertical to date.
Foreign visibility here is real and broad (12 foreign brands qualify in the open cut), not confined to a single
niche.

The local shelf is overwhelmingly Turkish. When questions explicitly ask for Turkish/yerlibrands (the 23 local
questions), only 4 of 36 qualified brands are foreign (OYE Swimwear, Sand&Blue, Moeva London, Marks &
Spencer). The assistants clearly recognise “yerli” as a constraint and answer it with domestic names.

Subcategory leadership is split three ways. Pentileads innerwear (52.6% within the subcategory), Dindar
Corap leads hosiery (37.7%), and Ayyildizleads swimwear/beachwear (58.5%). No single brand owns all three
shelves.

The models see the same market at very different breadths. Grok lists ~9.4 distinct brands per answer; GPT-
40-mini(3.43) and Claude Haiku (3.64) are the most selective. Despite that, Pentiand Ayyildizlead across
models.

Search was near-universal. 98.7% of all answers were web-grounded; four of five models searched on
~100% of answers and only Gemini fell below (93.1%). With almost no “memory-only” answers, this edition
does notinclude a web-search-vs-memory comparison (see Chapter5).

Sources are brand-owned first. 45.3% of cited sources are brands’ own websites; the single most-cited
domainis the marketplace trendyol.com (40.4% of responses), followed by brand sites ayyildiz.com.trand
penti.com.

Why it matters

Shoppers are shifting discovery from search engines and marketplaces to Al assistants. Whether an underwear, sock
or swimwear brand appears in those assistants’ answers is becoming a discovery channelinits own right. This report
captures the first snapshot (baseline) of this new “visibility shelf” for Turkey’s innerwear, hosiery and beachwear
sector. Areminder: the numbers describe visibility and information availability — not which brands are best.
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Methodology

Five large language models were asked 45 Turkish questions
five times each — with no system prompt — producing 1,117
usable responses; brands were ranked with a three-component
(45/30/25) score, computed separately for the main, local and
open cuts.
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METHODOLOGY

How the study was run

ONE-SENTENCE TAKEAWAY

Five large language models were asked 45 Turkish questions five times each — with no system prompt —
to produce 1,117 usable responses; brands were identified by automated extraction plus human
validation and ranked with a three-component (45/30/25) score, computed separately for the main,
local and open cuts.

2.1 SCOPE AND MODELS

The study queried five large language models directly via APl with identical questions. All models received only the
user question — no system prompt was used, temperature was not set manually (provider default), and no
region/locale parameter was defined. Because the questions are in Turkish, models infer the Turkish market from
language alone.

Model Version Web search Rate
GPT-40-mini openai/gpt-40-mini Enabled — web search tool 100.0%
Gemini 2.5 Flash-Lite gemini-2.5-flash-lite Enabled — Google Search grounding 93.1%
Claude Haiku 4.5 anthropic/claude-haiku-4.5 Enabled — web search tool 100.0%
Perplexity Sonar perplexity/sonar Always search-grounded 100.0%
Grok 4.3 x-ai/grok-4.3 Enabled — web search tool 100.0%

Scale: 45 questions x 5 repeats x 5 models = 1,125 responses; 8 were excluded (7 empty Gemini generations and 1
stuck Perplexity row), leaving 1,117 usable. Single run, 19-20 June 2026. The 45 questions are evenly split across three
subcategories — innerwear, hosiery & socks and swimwear & beachwear, 15 each — and across three behavioural
types — discovery, attribute and use_case, 15 each. Final brand dictionary: 189 brands (130 Turkish, 59 foreign).

2.2 THE THREE MARKET CUTS

Rather than two side-by-side markets, this vertical is read in three cuts of the same questions.

Cut Questions Resp. Qual. What it answers

Main 45 (all) 1,117 28  Overallvisibility across every question

Local 23 TR-only D7/l 36  Whoisnamed when the question asks for yerlibrands
Open 22 neutral 546 26 Fair Turkish-vs-foreign comparison (no origin restriction)
NOTE

Local + open =the full 45-question set; the main cut spans both.

2.3 WEB-SEARCH CONFIGURATION
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Web search was offered as an enabled tool to all five models; each decided foritself whether to use it (Perplexity’s
Sonaris search-grounded by design). Whether aresponse drew on web search or the model’s own knowledge was
inferred from whether the provider returned any citation/source: a citation means “web-search,” none means “own
knowledge.” Thisis areasonable proxy, not direct proof of the model’s internal process. In this run 98.7% of answers
were grounded (see Chapter 5).

2.4 QUESTIONS

The 45 questions were generated in a two-step process — LLM seeding, then validation against real demand on
Google, YouTube and Eksi SozlUk (plus “People also ask,” alsoasked.com and answerthepublic.com) — and the top
15 per subcategory selected by occurrence. Of the 45, 23 are local (they explicitly ask for Turkish/yerlibrands) and 22
are open (no originrestriction). The Turkish-vs-foreign comparison in Chapter 7 rests solely on the 22 open

questions.

2.5 BRAND EXTRACTION AND VALIDATION

Brands were extracted in two stages: automated extraction (emphasised brand names and citation domains,
variants merged into a canonical name) and human validation (real brands confirmed, non-brands filtered, aliases
merged, each brand labelled Turkish/foreign). Final dictionary: 189 brands. Per study scope, retailers and
marketplaces (Trendyol, Hepsiburada) are kept as entities so the shelf is described as shoppers meetit; abrand-
only view s givenin §3.2.

ORIGIN RULE

Abrandis Turkish if founded and headquartered in Turkey; foreign otherwise, even when widely sold in Turkey (e.g. Marks
& Spencer, Calzedonia, Intimissimi, Victoria’s Secret). Amentionis counted once perresponse (presence, not
frequency); positionis the meanreciprocal rank of first appearance; breadth is the number of the five models that name
the brand.

2.6 AI VISIBILITY SCORE (0-100)

Score = 0.45 x Mention + 0.30 x Position + 0.25 x Breadth

Component Weight Basis

Mention 45% mention rate within market
Position 30% MRR (how early the brand is named)
Breadth 25% number of models covering it (0-5)

Each componentis scaled so the leading qualified brandin each cut =100, then combined with the weights.
Qualification (=5% rule): only brands mentioned in at least 5% of that cut’s responses are ranked (28 main, 36 local,
26 open). Unfiltered metrics forall 189 brands appearin Chapter11.

2.7 NEUTRALITY AND SELF-EXCLUSION

Thisis amarket-wide, neutral study with no focus brand. To prevent any conflict of interest, all citations to Herm.io’s
own domains were excluded from the source data before analysis, so the company’s own content neither appears
among the most-cited domains norinfluences any figure.
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SECTION 03

Overall Visibility
Leaderboards

Penti and Ayyildizlead the market in every cut; the difference
between cuts is what happens behind them — the local shelf is
almost entirely Turkish, the open shelf is genuinely contested by
foreign brands.
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OVERALL VISIBILITY LEADERBOARDS

Pentiand Ayyildizlead every cut

ONE-SENTENCE TAKEAWAY

Penti and Ayyildizlead the market in every cut; the difference between cuts is what happens behind
them — the local shelf is almost entirely Turkish, the open shelf is genuinely contested by foreign brands.
As areminder, these rank visibility, not product quality, fit, price orreliability.

3.1Mainleaderboard — 28 qualified brands

TABLE 1 — AI VISIBILITY SCORE (MAIN) 45 questions - 1,117 responses

# Brand Origin Al Score

1 Penti TR 94.91
2 Ayyildiz TR 86.56
3 Trendyol TR 75.90
4 Dagi TR 68.92
5 Diindar Corap TR 68.67
6 Suwen TR 63.90
7 Marks & Spencer Foreign 59.09
8 Misirh TR 57.92
9 Bolero TR 56.92
10 OYE Swimwear Foreign 56.46
11 DeFacto TR 55.47
12 Intimissimi Foreign 55.07
13 Adidas Foreign 51.29
14 Kral Corap TR 50.98
il5 Calzedonia Foreign 50.32
16 Hepsiburada TR 49.69
17 Tutku TR 49.38
18 Blackspade TR 49.24
19 Loya TR 49.21
20 CalvinKlein Foreign 49.06
21 Hemington TR 48.70
22 Sand&Blue Foreign 47.85

10 HERM.IO Herm.io AI Visibility Database
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(cont.)
H# Brand Origin Al Score
23 LC Waikiki TR 47.48
24 Cabani TR 47.01
25 Victoria's Secret Foreign 46.56
26 Decathlon Foreign 45.02
27 Cottonhill TR 44.49
28 Kom TR 44.42
AVERAGE

Average score of the 28 qualified brands: 56.1. 25 of the 28 are seen by all five models; the top ten are foreign only twice
— Marks & Spencer (#7) and OYE Swimwear (#10).

Reading. Penti maxes out the mention and breadth components and tops the table at 94.91, appearing in 41.3% of
answers. Ayyildiz(86.56) is second on the strength of the highest position score in the top tier (MRR 0.61). Then come
Trendyol, Dagiand Dindar Corap — a notable case: Dindaris namedin only 12.5% of answers but, when named,
almost always first (MRR 0.66, the highest position component of any brand), which is why it sits fifth despite thin
mentions.

3.2 Brand-only view (marketplaces removed)

Two entities above are marketplaces rather than brands — Trendyol and Hepsiburada. They are kept in the headline
ranking because thatis how shoppers meet the shelf, but removing them gives a pure brand-versus-brand picture.
(DeFacto and Koton are treated as brands, not marketplaces, and remainin both views.)

BRAND-ONLY TOP 10 (MAIN) marketplaces set aside

H# Brand Origin Al Score

1 Penti TR 94.91
2 Ayyildiz TR 86.56
3 Dagi TR 68.92
4 Diindar Corap TR 68.67
5 Suwen TR 63.90
6 Marks & Spencer Foreign 59.09
7 Misirh TR 57.92
8 Bolero TR 56.92
9 OYE Swimwear Foreign 56.46
10 DeFacto TR 55.47

With Trendyol and Hepsiburada set aside, the top of the market is Penti, Ayyildiz, Dagi, Dindar Corap and Suwen — all
Turkish — with Marks & Spencerand OYE Swimwear the highest foreign names.

11 HERM.IO Herm.io AI Visibility Database
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3.3 Local leaderboard — 36 qualified brands (Turkish-only questions)

When the 23 questions that explicitly ask for Turkish/yerlibrands are isolated, the shelf gets longer (36 qualify) and
almost entirely domestic.

TABLE 2 — AI VISIBILITY SCORE (LOCAL) 23 questions - 571 responses

H# Brand Origin Al Score

1 Penti TR 93.55
2 Ayyildiz TR 88.36
13 Diindar Corap TR 75.27
4 Trendyol TR 75.25
5 Dagi TR 68.84
6 Hasema TR 61.82
7 Woolona TR 60.53
8 DeFacto TR 59.67
9 RemsaMayo TR 59.43
10 Suwen TR 59.32
11 OYE Swimwear Foreign 57.96
12 Bolero TR 56.81
13 Misirh TR 54.00
14 Kral Corap TR 54.00
15 Tutku TR 53.67
16 Loya TR 52.70
17 Hepsiburada TR 5Pl
18 Sand&Blue Foreign 51.80
19 Blackspade TR 51.03
20 Aytug TR 49.89
21 Kom TR 47.99
22 LC Waikiki TR 47.76
23 Marina Mayo TR 47.52
24 ZekiTriko TR 47.32
25 Movom TR 44,53
26 Moeva London Foreign 43.41
27 Berrak TR 42.40
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(cont.)

H# Brand Origin Al Score
28 Koton TR 42.01
29 Hemington TR 41.68
30 Minca TR 41.11
31 Dayco Corap TR 39.81
32 Marks & Spencer Foreign 39.40
33 Cottonhill TR 38.79
34 Kigili TR 31.79
35 Cabani TR 30.97
36 Kompedan TR 30.24
AVERAGE

Average score of the 36 qualified local brands: 52.6. Only 4 of the 36 are foreign (OYE Swimwear, Sand&Blue, Moeva
London, Marks & Spencer) — allin the lower half.

Reading. Pentiand Ayyildizagain lead, but the local cut elevates specialist domestic names: Dindar Corap rises to
#3, and small, position-strong brands such as Hasema (#6, mentioned in 5.6% of answers but with MRR 0.79) and
Woolona (#7,5.1%, MRR 0.78) clear the bar mainly on how early and how broadly they are named. Their ranks should
be read cautiously (see Chapter10).
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SECTION 04

Differences Between
Models

All five models broadly agree on the leaders, but they differ
enormously in breadth — Grok names nearly 9.4 brands per
answer, GPT-4o0-mini and Claude Haiku closerto 3.5.
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DIFFERENCES BETWEEN MODELS

Same leaders, very different breadth

TABLE 3 — WEB SEARCH & REPERTOIRE BY MODEL ~224-225 responses each
Model Web search Distinct brands Brands/answer
GPT-40-mini 100.0% 109 3.43
Gemini 2.5 Flash-Lite 93.1% 137 6.25
Claude Haiku 4.5 100.0% 112 3.64
Perplexity Sonar 100.0% 127 5.35
Grok 4.3 100.0% 127 9.4

Web search was near-universal: four of the five models searched on essentially every answer; Geminion 93.1%. The
clearest difference is breadth: Grok lists ~9.4 brands per answer and reaches the longest tail, while GPT-40-mini
(3.43) and Claude Haiku (3.64) name a much more selective set. Note Grok’s most-named entities are the
marketplaces (Trendyol, Hepsiburada) rather than a single brand — a different answering style from the others.

4.2 Eachmodel’s most-named brands

Eachtable gives a model’s five most-mentioned entities acrossits ~225 responses (rate = % of that model’s answers
naming the brand). Penti or Ayyildiz tops four of the five models; Grok is the exception, led by Trendyol.

GPT-40-MINI

# Brand Mentions Rate
i Penti 68 30.2%
2 Ayyildiz 52 23.1%
3 Marks & Spencer 34 15.1%
4 Trendyol 22 9.8%
5 Dagi 18 8.0%

GEMINI 2.5 FLASH-LITE

# Brand Mentions Rate
1 Penti 94 43.1%
2 Suwen 72 33.0%
3 Dagi 69 31.7%
4 Trendyol 61 28.0%
5 Ayyildiz 60 27.5%
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CLAUDE HAIKU 4.5

# Brand Mentions Rate
1 Penti 69 30.7%
2 Ayyildiz 62 27.6%
3 Trendyol 33 14.7%
4 Marks & Spencer 25 11.1%
5 Sand&Blue 18 8.0%

PERPLEXITY SONAR

# Brand Mentions Rate
i Penti 106 47.3%
2 Ayyildiz 80 35.7%
3 Dagi 73 32.6%
4 Misirh 36 16.1%
5 Marks & Spencer 36 16.1%
GROK 4.3
# Brand Mentions Rate
1 Trendyol 223 99.1%
2 Hepsiburada 175 77.8%
5 Penti 124 55.1%
4 Dagi 103 45.8%
5 Ayyildiz 94 41.8%

4.3 The practical reading

Which brands appear at the very top is fairly consistent, but how many brands an answer contains — and whethera
marketplace orabrandis named first — depends heavily on the model. Along-tail brand’s chance of being named is
far higherin Grok thanin the more selective GPT-40-mini or Claude Haiku.
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SECTION 05

Searchvs. Memory: Why
This Edition Omits the Split

Almost every answer in this run used web search, so thereis no
meaningful “memory-only” segment to compare against —
itself a finding.
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SEARCH VS. MEMORY

No memory-only segment to compare

ONE-SENTENCE TAKEAWAY

Almost every answer in this run used web search, so there is no meaningful “memory-only” segment to
compare against — itself a finding.

Some earlier Herm.io editions split answers into web-grounded and memory-only segments that produced
differentleaders. That split does not exist in this run. About 98.7% of the 1,117 answers returned at least one citation or
searchresult; the “own-knowledge” segment is a handful of responses — fartoo small to support a comparison.
Four of the five models (GPT-40-mini, Claude Haiku, Perplexity, Grok) searched on ~100% of answers, and only
Geminifellbelow 100%, at 93.1%.

Because almost all queries used web search, a separate web-search-vs-memory chapter would compare ~1,102
grounded answers against ~15 ungrounded ones — not a meaningful contrast — soitis intentionally omitted this
edition. The takeaway is that, for Turkish innerwear, hosiery and beachwear questions, these assistants reach forlive
web content almost every time. That makes a current, well-structured web presence especially closely tied to
visibility here (see Chapter 8).

GROUNDING RATE

We will keep measuring the grounding rate each edition; if a memory-only segment grows, the comparison will return.
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SECTION 06

Category Ownership

No brand owns the whole vertical — Pentileads innerwear,
Dundar Corap leads hosiery, and Ayyildiz leads

swimwear/beachwear — and question type reshuffies the order.
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CATEGORY OWNERSHIP

Three shelves, three leaders

ONE-SENTENCE TAKEAWAY

No brand owns the whole vertical — Pentileads innerwear, Diindar Corap leads hosiery, and Ayyildiz
leads swimwear/beachwear — and question type reshuffles the order, with the marketplaces surfacing
more on attribute and use-case questions.

6.1By subcategory

TABLE 4 — MOST VISIBLE BRANDS BY SUBCATEGORY top 5 - rate within subcategory
# Innerwear Hosiery & Socks Swimwear & Beachwear
1 Penti — 52.55% Diindar Corap — 37.74% Ayyildiz — 58.45%
2 Dagi — 41.55% Trendyol — 36.39% Penti — 42.9%
S Ayyildiz — 34.85% Penti — 28.3% Trendyol — 33.78%
4 Trendyol — 28.95% Bolero — 28.3% Dagi — 29.49%
5 Suwen — 26.54% Misirl — 27.49% Suwen —26.54%

Reading. The three shelves have three different leaders. Pentidominates innerwear (52.6%), ahead of Dagi (41.6%)
and Ayyildiz (34.9%). Diindar Corap leads hosiery (37.7%), narrowly ahead of Trendyol (36.4%) and Penti (28.3%) —
the one subcategory a specialist owns outright. Ayyildizleads swimwear/beachwear (58.5%), ahead of Penti
(42.9%); thisis also where foreign brands are most visible (Marks & Spencer, Calzedonia, OYE Swimwear, Sand&Blue
allrankin the subcategory’s top ten).

6.2 By question type

TABLE 5 — MOST VISIBLE BRANDS BY QUESTION TYPE top 4
H# discovery attribute use_case
1 Penti —47.43% Trendyol — 40.11% Penti —40.11%
2 Ayyildiz — 41.19% Penti — 36.36% Trendyol — 33.69%
5 Dagi — 32.52% Ayyildiz — 29.41% Dagi — 23.53%
4 Trendyol — 25.2% Suwen — 21.93% Ayyildiz — 22.99%

Reading. Pentileads discovery (47.4%) and use-case (40.1%) questions, while the marketplace Trendyol leads
attribute questions (40.1%) — when shoppers ask for a specific property, the assistants lean on the marketplace’s
breadth of listings. Hepsiburada also rises on attribute and use-case questions, the same pattern: marketplaces
gain ground when the questionis specific rather than a general “recommend a brand.”
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SECTION 07

Open Market: Turkish vs.
Foreign

Across origin-neutral questions, 59.3% of mentions go to
Turkish brands and 40.7% to foreign — the most balanced split
Herm.io has measured, with foreign brands competitive across
the board.
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OPEN MARKET: TURKISH VS. FOREIGN

Turkish leads, foreignis never far behind

ONE-SENTENCE TAKEAWAY

Across origin-neutral questions, 59.3% of mentions go to Turkish brands and 40.7% to foreign — the
most balanced split Herm.io has measured, with foreign brands competitive across the board rather
than parked in one niche.

This chapterrelies only on the 22 open questions with no originrestriction (546 responses) — the only fair basis for
comparing Turkish and foreign brands.

7.10rigin share

ORIGIN SHARE OF MENTIONS open market - 546 responses
Origin Share Mentions Distinct brands
Turkish (TR) 59.3% 1,742 78
Foreign 40.7% 1,195 55

The Turkish leadis real but modest: 1,742 Turkish mentions to 1,195 foreign, and 78 distinct Turkish brands surface in
the open market versus 55 foreign. Compared with verticals where domestic brands dominate origin-neutral
questions, this marketis genuinely contested: foreign innerwear and swimwear names are recalled readily even when
the question does not invite them.

7.2 Open-market top 15 brands (any origin)

TABLE 6 — OPEN-MARKET TOP 15 22 questions - 546 responses
# Brand Origin Rate Score
1 Penti TR 45.79% 93.16
2 Ayyildiz TR 30.59% 81.63
3 Trendyol TR 32.42% 76.63
4 Marks & Spencer Foreign 27.11% 69.31
5 Dagi TR 25.64% 67.39
6 Suwen TR 20.33% 66.42
7 Intimissimi Foreign 12.82% 61.26
8 Vilebrequin Foreign 5.31% 60.22
9 Adidas Foreign 12.09% 58.00
10 Calzedonia Foreign 14.1% 56.78
11 Bolero TR 7.14% 55.51
12 Misirh TR 8.42% 54.98
13 Hemington TR 6.04% 54.04
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(cont.)
H# Brand Origin Rate Score
14 Victoria's Secret Foreign 12.27% 51.97
15 Skechers Foreign 7.69% 51.83

7.3 The pattern: Turkish leads, foreignis never far behind

The individual ranking shows the structure the aggregate hides. The open-market top three are Turkish — Penti,
Ayyildiz, Trendyol — but Marks & Spencerranks #4, ahead of Dagi, and foreign names (Intimissimi, Vilebrequin,
Adidas, Calzedonia, Victoria’s Secret) populate the rest of the top fiftteen. So when a shopper asks an origin-neutral
question, the answer leads with Turkish brands but routinely includes foreign ones — especially in lingerie (Intimissimi,
Victoria’s Secret, Chantelle) and premium swimwear (Vilebrequin, OYE Swimwear). Whether that balance shiftsis

exactly the kind of movement a quarterly baseline is built to track.
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SECTION 08

The Discovery Ecosystem

Al’'s picture of this market rests first on brands’ own websites
(45.3% of cited sources) and a large marketplace presence —
led by trendyol.com — rather than on editorial orreview content.
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THE DISCOVERY ECOSYSTEM — WHERE AI LEARNS ABOUT BRANDS

Brand-owned and marketplace first

ONE-SENTENCE TAKEAWAY

Al’s picture of this market rests first on brands’ own websites (45.3% of cited sources) and alarge
marketplace presence — led by trendyol.com — rather than on editorial or review content.

8.1 THE 9 MOST-CITED DOMAINS

H# Domain Citing Source type
1 trendyol.com 451 Retailer/marketplace
2 ayyildiz.com.tr 361 Brand-owned
3 penti.com 276 Brand-owned
4 marksandspencer.com.tr 210 Brand-owned
5 dagi.com.tr 206 Brand-owned
6 hepsiburada.com 177 Retailer/marketplace
7 glingerie.com.tr 170 Other (brand/independent)
8 suwen.com.tr 141 Brand-owned
9 dundarcorap.com 137 Brand-owned
MOST CITED

The single most-cited domainis trendyol.com (cited by 40.4% of responses), followed immediately by a wall of brand-
owned sites — ayyildiz.com.tr, penti.com, marksandspencer.com.tr, dagi.com.tr, suwen.com.tr, dundarcorap.com —
interleaved with a second marketplace (hepsiburada.com), shopping/editorial sites (glingerie.com.tr, oggusto.com,
onedio.com) and forums (eksisozluk.com, reddit.com).

8.2 SOURCE-TYPE MIX

Source type Share

Brand-owned 45.33%
Other (brand/independent) 37.05%
Retailer/marketplace 12.1%
Social/UGC 3.68%
Editorial/news/blog 1.84%

8.3 The brand-owned finding
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The most striking patternis concentration on official and marketplace sites: 45.3% of citations point to brands’ own
domains and another12.1% to retailers/marketplaces, with alarge 37.0% “other” bucket (brand and independent
sites notin the dictionary) and only small shares for social/UGC (3.7%) and editorial/news/blog (1.8%). The practical
reading (a description, not advice): in this market, a current, machine-readable brand site — plus presence on the big
marketplaces — appears closely associated with Al visibility, more so than editorial orreview coverage.
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SECTION 09

What the Patterns Suggest

The most visible brands tend to share three things — coverage
across all five models, a strong own-site and marketplace web
presence, and clear leadership in atleast one subcategory.
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WHAT THE PATTERNS SUGGEST

Five structural patterns

This chapteris aneutral reading of the data. It describes patterns associated with visibility; itis not advice, a service,
orarecommendation, and visibility remains separate from quality.

Breadthis a baseline condition. 25 of the 28 qualified main-market brands appearin all five models. Brands
seen by only three or fourmodels sit lower largely for this reason — broad model coverage is what the most
visible brands share.

Mention and position are different things. Some brands are named often but late (Trendyol, Hepsiburada —
high mentions, low MRR); others are named rarely but early (Diindar Corap, Hasema, Woolona — thin mentions,
very high MRR). “Named often” and “named early” are independent signals.

brand-owned plus marketplace sites the largest source types, a current and structured web presence is the
factormost closely associated with visibility here.

Subcategory is where leadership is actually won. No brand leads all three shelves. Penti owns innerwear,
Diundar Corap owns hosiery, Ayyildizowns swimwear/beachwear. Abrand’s context — which subcategory,
which question type, which cut — matters as much asits overall rank.

Originis contested, not settled. Foreign innerwear and swimwear brands are recalled readily in the open
market (40.7% of mentions). The local/open gap shows the assistants can distinguish “yerli” requests — the
openbalanceis therefore areal competitive signal, not an artefact.

a Web presence tracks with the dominant scenario. With 98.7% of answers grounded in web search, and

How a brand canlocate itself in the data

Using the dataset (available onrequest), a brand canread four things in order: whetherit appears in all five models;
how oftenitis mentioned withinits subcategory and cut; how early it is named when mentioned; and which model or
question type itis weakestin. These readings show where a visibility gap sits — without saying anything about
whetherits productis good.
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SECTION 10

Limitations and Notes

Thisis a single, point-in-time snapshot of one Turkish vertical;
read the figures within the limitations below.
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LIMITATIONS AND NOTES

How toread the findings

30

Single, point-in-time measurement. Collected inonerunon19-20 June 2026 — a snapshot, not a trend. This is
the first (baseline) edition; quarterly editions will enable trend analysis.

Small-sample positioninflation. A few brands clear the 5% bar but rank high mainly on position and breadth
despite thin mentions (e.g. Dindar Corap, Hasema, Woolona). Read their ranks cautiously.

Small score gaps are not meaningful. In the packed middle of eachleaderboard, differences of a point or two
should not be over-interpreted; only larger gaps (such as Penti’s lead) are robust.

Visibility is not quality. This report measures only mention and position. It does not assess whether a brand was
described positively, whetherarecommendation was accurate, orwhether a product is good. Ascoreisnot an
endorsement.

Models are probabilistic. The same question can produce different answers; five repeats reduce but do not
eliminate this.

Web search depends on momentary conditions — the contentindexed and served at measurement time. “Web
searchvs. own knowledge”is a proxy based on whether a citation accompanied the answer.

Precision overrecall. Brand matching was cautious to avoid false positives; brands mentioned indirectly may be
undercounted. There is no sentiment layer — the study is strictly quantitative.

Source-type mix is heuristic. Domain types were auto-classified (brand-owned detected by matching the
domainto abrand); the large “other” bucket is brand/independent sites notin the dictionary, so treat the mix as
indicative. Source coverage also varies by model.

Origin classification involves judgment. A brand is Turkish only if founded and headquartered in Turkey; some
widely-sold names are foreign-origin even with a large local presence.

Retailers/marketplaces are included as entities per study scope (Trendyol, Hepsiburada); they compete
differently from direct brands, so §3.2 gives a brand-only view. DeFacto and Koton are treated as brands.

Output-length limits and model versions differ and date quickly; findings are specific to the versions in Chapter 2
as of June 2026.
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SECTION 11

Appendix & Data

The study’s 45 questions, all 189 tracked brands, data
availability, and about Herm.io.
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APPENDIX & DATA

11.1 All questions (45) and their categories

All 45 questions usedin the study (15 innerwear, 15 hosiery, 15 beachwear). Scope: 23 local (ask for yerlibrands), 22
open (origin-neutral).

H# Subcat. Type Scope Question (Turkish)

1 Innerwear discovery open eniyii¢ giyim markalarn

2 Innerwear discovery open rahat stityen hangi marka iyi

3 Innerwear discovery local iyi bir yerlii¢c giyim markasivar mi

4 Innerwear discovery local tirk mal kadin i¢ giyim 6nerir misin

5 Innerwear discovery local erkeki¢ giyimde yerli kaliteli ne var

6 Innerwear attribute open uygun fiyatl kalitelii¢ gamasiri markasi
7 Innerwear attribute open dikissiz belli olmayan kiilot &nerisi

8 Innerwear attribute local pamuklu yerli kiilot hangi marka iyi

9 Innerwear attribute local tiirk mal kaliteli boxer ariyorum

10 Innerwear attribute local yerli toparlayici slityen dnerisi

11 Innerwear use_case open gelinlik altina belli olmayan i¢c gamasiri hangi marka
12 Innerwear use_case open emzirme sonrasi toparlayan siityen tavsiyesi
13 Innerwear use_case open kigin sicak tutan iclik &nerisi

14 Innerwear use_case local rahat yerli stityen hangi marka iyi

15 Innerwear use_case local kisin Ggtitmeyen tiirk maliiglik 6nerisi
16 Hosiery discovery open corapta hangi markalar daha kaliteli
17 Hosiery discovery open enrahat erkek corabi markasi

18 Hosiery discovery local yerli corap markasi énerisi

19 Hosiery discovery local turk mali glinliik corap hangi marka iyi
20 Hosiery discovery local kaliteli yerli kadin gorabi var mi

21 Hosiery attribute open terletmeyen pamuklu corap

22 Hosiery attribute open lastigiizyapmayan corap 6nerisi

23 Hosiery attribute local tlirk mallbambu gorap hangi marka iyi
24 Hosiery attribute local yerli dikigsiz gorap varmi

25 Hosiery attribute local kaliteliama uygun fiyatli yerli corap

26 Hosiery use_case open yazin ayak terletmeyen ¢orap &nerisi
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(cont.)

H Subcat. Type Scope Question (Turkish)

27 Hosiery use_case open spor yaparken ayagi yakmayan gorap hangi marka

28 Hosiery use_case open boticinde kaymayan kalin corap 6nerisi

29 Hosiery use_case local cocugda rahat yerli okul corabi 6nerisi

30 Hosiery use_case local kisin sicak tutan tiirk mali gorap 6nerisi

31 Beachwear discovery open mayo bikini tavsiyesi

32 Beachwear discovery open toparlayicimayo hangi marka iyi

33 Beachwear discovery open plaj giyim markasi énerisi

34 Beachwear discovery local tlirk mal mayo bikini dnerir misin

35 Beachwear discovery local iyi bir yerli plaj giyim markasi var mi

36 Beachwear attribute open ic gbstermeyen kaliteli bikini markasi

37 Beachwear attribute open bliylik beden toparlayici mayo &nerisi

38 Beachwear attribute open hizli kuruyan mayo hangi marka iyi

39 Beachwear attribute local yerli toparlayicimayo énerisi

40 Beachwear attribute local tiirk mali tesettiir mayo kaliteli olan var mi

41 Beachwear use_case open gobbek toparlayan mayo arlyorum hangi marka bakayim

42 Beachwear use_case open dogum sonrasi toparlayici mayo tavsiyesi

43 Beachwear use_case local bu sezonda popililer olan bikinileri alabilecegim marka

44 Beachwear use_case local muhafazakar plaj icin tlirk mali mayo 6nerisi

45 Beachwear use_case local yaz tatiline giderken yerli bikini mayo bakiyorum, ne énerirsin

Distribution: 15 discovery, 15 attribute, 15 use_case; 23 local (Turkish-only) and 22 open (origin-unrestricted); 15
questionsin each of innerwear, hosiery and beachwear.

11.2 Alltracked brands (189)

The table below lists all 189 brands tracked in the study (130 Turkish, 59 foreign), ordered by mention countin the
main market. Rate is within the main market; brands 5% are marked Ranked.

Brand Origin Ment. Rate Models Status

Penti TR 461 41.27% 5 Ranked
Ayyildiz TR 348 31.15% 5 Ranked
Trendyol TR 369 33.03% 5 Ranked
Dagi TR 280 25.07% 5 Ranked
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Brand Origin Ment. Rate Models Status

Diindar Corap TR 140 12.53% 5 Ranked
Suwen TR 207 18.53% 5 Ranked
Marks & Spencer Foreign 178 15.94% 5 Ranked
Misirh TR 123 11.01% 5 Ranked
Bolero TR 1605 9.40% 5 Ranked
OYE Swimwear Foreign 84 7.52% 5 Ranked
DeFacto TR 96 8.59% 5 Ranked
Intimissimi Foreign 79 7.07% 5 Ranked
Adidas Foreign 69 6.18% 5 Ranked
Kral Corap TR 77 6.89% 5 Ranked
Calzedonia Foreign 91 8.15% 5 Ranked
Hepsiburada TR 209 18.71% 4 Ranked
Tutku TR 66 5.91% 5 Ranked
Blackspade TR 58 5.19% 5 Ranked
Loya TR 59 5.28% 5 Ranked
CalvinKlein Foreign 79 7.07% 5 Ranked
Hemington TR 62 5.55% 5 Ranked
Sand&Blue Foreign 76 6.80% 5 Ranked
LC Waikiki TR 93 8.33% 5 Ranked
Cabani TR 62 5.55% 5 Ranked
Victoria's Secret Foreign 80 7.16% 5 Ranked
Decathlon Foreign 63 5.64% 4 Ranked
Cottonhill TR 85 7.61% 4 Ranked
Kom TR 63 5.64% 5 Ranked
Chantelle Foreign 52 4.66% 5 Tracked
Movom TR 52 4.66% 5 Tracked
Remsa Mayo TR 50 4.48% 5 Tracked
Dayco Corap TR 48 4.30% 5 Tracked
Marina Mayo TR 48 4.30% 5 Tracked
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(cont.)
Brand Origin Ment. Rate Models Status
Woolona TR 47 4.,21% 5 Tracked
Pierre Cardin Foreign 46 4.12% 5 Tracked
Koton TR 46 4.12% 5 Tracked
Kigil TR 45 4.03% 3 Tracked
Zeki Triko TR 43 3.85% 5 Tracked
Kompedan TR 42 3.76% 4 Tracked
Skechers Foreign 42 3.76% 5 Tracked
Minca TR 41 3.67% 5 Tracked
Moeva London Foreign 41 3.67% 5 Tracked
Beymen TR 40 3.58% 3 Tracked
Aytug TR 39 3.49% 5 Tracked
Nike Foreign 38 3.40% 5 Tracked
Altinyildiz TR 37 3.31% 5 Tracked
Berrak TR 35 3.13% 5 Tracked
Hasema TR 32 2.86% 5 Tracked
Oysho Foreign 32 2.86% 4 Tracked
Mayovera TR 30 2.69% 5 Tracked
ATS i Giyim R 29 2.60% 5 Tracked
The Beach TR 29 2.60% 5 Tracked
Vilebrequin Foreign 29 2.60% 5 Tracked
Hummel Foreign 28 2.51% 5 Tracked
Thermoform TR 27 2.42% 3 Tracked
NBB TR 27 2.42% 5 Tracked
Darn Tough Foreign 27 2.42% 2 Tracked
Malabadi TR 24 2.15% 3 Tracked
Erdem i¢ Giyim R 24 2.15% 3 Tracked
Smartwool Foreign 23 2.06% 2 Tracked
Maira Swimwear TR 23 2.06% 4 Tracked
Triumph Foreign 23 2.06% 3 Tracked
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Brand Origin Ment. Rate Models Status

Salomon Foreign 23 2.06% 5 Tracked
Chetic TR 22 1.97% 3 Tracked
Yeniinci TR 21 1.88% 4 Tracked
Sefamerve TR 21 1.88% 5 Tracked
Kardesler Corap TR 21 1.88% 5 Tracked
Katia & Bony TR 20 1.79% 5 Tracked
The Socks Company TR 20 1.79% 3 Tracked
Adasea TR 20 1.79% 5 Tracked
Spanx Foreign 19 1.70% 3 Tracked
Angelsin TR 19 1.70% 5 Tracked
Magic Form TR 19 1.70% 4 Tracked
Jiber TR 19 1.70% 3 Tracked
Baff TR 19 1.70% 3 Tracked
Levi's Foreign 19 1.70% 5 Tracked
H&M Foreign 19 1.70% 4 Tracked
Anil TR 18 1.61% 5 Tracked
Lovable TR 18 1.61% 4 Tracked
SeherYildizi TR 17 1.52% 3 Tracked
Arena Foreign 17 1.52% 5 Tracked
GladUnder TR 16 1.43% 3 Tracked
BRNCY TR 16 1.43% 3 Tracked
Dore Corap TR 15 1.34% 4 Tracked
Endeep TR 15 1.34% 5 Tracked
My Beachy Side R 15 1.34% 2 Tracked
Summersalt Foreign 15 1.34% 1 Tracked
Under Armour Foreign 15 1.34% 3 Tracked
Tesmay TR 15 1.34% 4 Tracked
Simone Perele Foreign 15 1.34% 4 Tracked
Tiren TR 14 1.25% 5 Tracked
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Brand Origin Ment. Rate Models Status
Shikoo TR 14 1.25% 2 Tracked
GoWith TR 13 1.16% 3 Tracked
Onay Corap TR 13 1.16% 3 Tracked
Jerf TR 13 1.16% 2 Tracked
SeaBubbles TR 13 1.16% 3 Tracked
He-Qa TR 13 1.16% 2 Tracked
Sans Complexe Foreign 13 1.16% 3 Tracked
BGK Corap TR 12 1.07% 2 Tracked
Don Joy TR 12 1.07% 3 Tracked
Egs Corap TR 12 1.07% 3 Tracked
Quiksilver Foreign 12 1.07% 3 Tracked
Bombas Foreign 12 1.07% 2 Tracked
Alkatek Corap TR 12 1.07% 4 Tracked
Pelse Corap TR 12 1.07% 2 Tracked
5thPosition TR 12 1.07% 2 Tracked
Tchibo Foreign 12 1.07% 3 Tracked
Manuka TR 12 1.07% 3 Tracked
ThirdLove Foreign 12 1.07% 3 Tracked
Hunza G Foreign 11 0.98% 3 Tracked
Vakre Corap TR 11 0.98% 4 Tracked
Trendyolmilla TR 11 0.98% 3 Tracked
Seamark TR 11 0.98% 2 Tracked
Corap Sepeti TR 11 0.98% 3 Tracked
LaPerla Foreign 11 0.98% 2 Tracked
Speedo Foreign 11 0.98% & Tracked
Norma Swimwear TR 11 0.98% 2 Tracked
Filyos TR 11 0.98% 3 Tracked
Bonesta TR 10 0.90% 2 Tracked
DIM Foreign 10 0.90% 4 Tracked
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Brand Origin Ment. Rate Models Status

Mahal Tekstil TR 10 0.90% 4 Tracked
Narince TR 10 0.90% 2 Tracked
Solid & Striped Foreign 9 0.81% 1 Tracked
Cupshe Foreign 9 0.81% 1 Tracked
Doreanse TR 9 0.81% 2 Tracked
Mango Foreign 9 0.81% 2 Tracked
Thivalen TR 9 0.81% 2 Tracked
Jojomia TR 9 0.81% 3 Tracked
DRESSY LIFE TR 9 0.81% 3 Tracked
Gipas Tekstil TR 9 0.81% 2 Tracked
Mijde Gorap TR 9 0.81% 4 Tracked
Akay Corap TR 8 0.72% 3 Tracked
Lessis More TR 8 0.72% 2 Tracked
Puma Foreign 8 0.72% 5 Tracked
Skims Foreign 8 0.72% 2 Tracked
Falke Foreign 8 0.72% 2 Tracked
Mai Collection TR 8 0.72% 1 Tracked
Gama Socks TR 8 0.72% 2 Tracked
Commando Foreign 7 0.63% 2 Tracked
Beks TR 7 0.63% 1 Tracked
Uniglo Foreign 7 0.63% 1 Tracked
Starinci TR 7 0.63% 2 Tracked
Emay Korse TR 7 0.63% 2 Tracked
Sloggi Foreign 7 0.63% 2 Tracked
Atlas Corap TR 7 0.63% 2 Tracked
Erdal Corap TR 7 0.63% 2 Tracked
Frankies Bikinis Foreign 6 0.54% 3 Tracked
Kifidis TR 6 0.54% 3 Tracked
Jack & Jones Foreign 6 0.54% 3 Tracked
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Brand Origin Ment. Rate Models Status

Lacoste Foreign 6 0.54% 2 Tracked
Cotonella Foreign 6 0.54% 3 Tracked
BAFK TR 6 0.54% 2 Tracked
Sahinler Tekstil TR 5 0.45% 1 Tracked
The Bra Diva Foreign 5 0.45% 1 Tracked
Gap Foreign 5 0.45% 3 Tracked
Alvina Foreign 5 0.45% 2 Tracked
Tony Bruno TR 5 0.45% 1 Tracked
Hass Corap TR 5 0.45% 2 Tracked
Network TR 5 0.45% 2 Tracked
J.Crew Foreign 5 0.45% 1 Tracked
Gost Liria TR 5 0.45% 2 Tracked
Alpakora TR 5 0.45% Y Tracked
Yasar Underwear TR 5 0.45% 2 Tracked
Kadriye Bagtlirk TR 5 0.45% 2 Tracked
Alfasa TR 5 0.45% 2 Tracked
Ozge Gorap R 5 0.45% 1 Tracked
Lapieno TR 4 0.36% 2 Tracked
ANKEL TR 4 0.36% 2 Tracked
Rivus TR 4 0.36% 2 Tracked
Saude istanbul TR 4 0.36% 1 Tracked
Luna Intim TR 4 0.36% 2 Tracked
Wacoal Foreign 4 0.36% 2 Tracked
Matteau Foreign 4 0.36% 2 Tracked
Kenn Paul TR 4 0.36% 3 Tracked
Kiini Foreign 4 0.36% 1 Tracked
Cosabella Foreign 4 0.36% 2 Tracked
LaMoria TR 4 0.36% 1 Tracked
Papatya Lingerie TR 4 0.36% 2 Tracked
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(cont.)
Brand Origin Ment. Rate Models Status
DeepSEA TR 4 0.36% 1 Tracked
Argento Beachwear TR 4 0.36% 1 Tracked
Nicoletta TR 3 0.27% 1 Tracked
Satenia Lingerie TR 3 0.27% 2 Tracked
Jenes TR 3] 0.27% 2 Tracked
IKiKIZ TR 3 0.27% 2 Tracked
Bellisa Tekstil Urinleri TR 3 0.27% 1 Tracked
Else TR 3 0.27% 1 Tracked
Hatemoglu TR i3 0.27% 2 Tracked
Laplaya TR 3 0.27% 1 Tracked
Kuloglu Tekstil TR 3 0.27% 2 Tracked

11.3 Data availability

The study tracked 189 brands; of these, 28 cleared the 5% threshold in the main market (with 36 qualifyingin the local
cutand 26inthe open cut). To support scrutiny and reproduction, the underlying data is available onrequest:
response-level brand mentions, all three qualified leaderboards, full unfiltered brand metrics, per-model and per-
subcategory breakdowns, the open-market breakdown, the top source domains, and the methodology and data
dictionary.

All figures reflect a single point-in-time run (19-20 June 2026) and are subject to the limitations in Chapter10. This is
the first (baseline) measurement; the study will be repeated quarterly.

11.4 About Herm.io & disclosure

Herm.iois a consumer-behavior and marketing-data company. We study how people discover and choose brands
so that brands canreach the right customers. This report is part of our public research andis a recurring quarterly
studly.

DISCLOSURE & NEUTRALITY

Herm.io does not sell SEO or GEO (search/Al-ranking) services, and this report does not recommend any. No brand paid
tobeincluded, ranked, or described, and abrand’s score is not an endorsement or ajudgment of its quality — itisa
measure of visibility only. To keep the analysis objective, all citations to Herm.io’s own domains were excluded from the
source data.

REPORT PERIOD

June 2026 - Edition 1(baseline) of a quarterly series.

40 HERM.IO Herm.io AI Visibility Database



