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KEY FINDINGS

Ataglance

This report reproduces the real Turkish-language questions parents ask Al assistants about baby
clothing, travel gear and feeding products, and measures how often, in what order, and across how
many models five large language models name each brand — read across nine independent cuts.

Chicco leads the general leaderboard at 85.7. It appearsin 30.7% of all 1,098 responses — the highest
mentionrate in the study, about 1.6x the next entity — and is the most-named brand in four of the five models.
Philips Avent (74.6) is second and The Nest Kids (73.7) third.

No brand wins the market. Each of the three segments has a different leader — The Nest Kids in Clothing
(91.7), ChiccoinTravel & Gear (98.5), Philips Avent in Feeding (91.6) — and of 69 entities qualifying across the
three segments, 61 qualify in only one.

Origin splits by question, not by market. On the 23 origin-neutral questions, mentions run 54.5% foreign to
45.5% Turkish, and 21 of the 37 qualified brands are foreign. Ask specifically for yerlibrands and the picture
inverts: Kraftleads and 15 of 19 qualifiers are Turkish.

The marketplace presence is one model’s habit. Trendyol appearsin 85.4% of Grok’s answers andin no
othermodel’s top ten, whichis why it ranks #15 overall on a breadth of 4 rather than 5.

Al’s picture rests onretailers and editorial as much as brand sites. e-bebek.comis the most-cited domain
(29.6% of responses); brand-owned sites account for 37.4% of citations and editorial for 20.6%.

SCOPE & METHOD

Vertical: mother & baby products (anne ve bebek Grlnleri), Turkey. Method: a single point-in-time study of 1,098
responses across five large language models (GPT-40-mini, Gemini 2.5 Flash-Lite, Claude Haiku 4.5, Perplexity Sonar,
Grok 4.3), each asked 44 Turkish-language questions five times. Collection date: 26 July 2026.

HOW TO READ THIS REPORT — VISIBILITY IS NOT QUALITY OR SAFETY

Thisreport measures one thing: how often, how prominently, and across how many Al assistants a brand is named when
people ask about mother and baby products in Turkey. A high score means these systems currently surface a brand
readily — not that it is better, safer, cheaper or higher quality. This matters more here thanin most categories: parents
buying car seats, strollers and feeding equipment are making safety-relevant decisions, and an Al assistant naming a
brand firstis not a safety endorsement. Product safety is governed by standards and certifications, not by visibility. This
study does not measure the accuracy, quality, or sentiment of any recommendation.

Key terms: Al visibility, Al Visibility Score, mother and baby brands, bebek arabasi, oto koltugu, biberon, bebek
giyimi, Turkish (yerli) baby brands, LLM brand recommendations, ChatGPT/Gemini/Claude/Perplexity/Grok brand
recommendation, Generative Engine Optimization (GEO).
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Executive Summary

Chiccoleads the general leaderboard on sheervolume, but no
brand wins this market — clothing, travel gear and feeding are
eachled by a different name, and almost nothing that qualifies
in one segment qualifiesin another.
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EXECUTIVE SUMMARY

Aretail aisle, not one market

ONE-SENTENCE TAKEAWAY

Chicco leads the general leaderboard on sheer volume, but no brand wins this market — clothing, travel
gear and feeding are each led by a different name, and almost nothing that qualifies in one segment
qualifies in another.

0 Chiccoleads at 85.7, on the strongest mention rate in the study. It appears in 30.7% of all 1,098 responses
(337 mentions), around 1.6 times the rate of the next entity and 1.7 times the next brand, and it is the most-
mentioned brandin four of the five models and third in the fifth. Philips Avent (74.6) is second and The Nest
Kids (73.7) third.

Volume and prominence are different things here. Chicco tops the mention component butis named
comparatively late (MRR 0.373). Philips Aventis named in less than half as many answers (13.4%) yet holds the
highest position score in the cut (MRR 0.709), which is what puts it second. Read the components together,
not the composite alone.

30 entities qualified for the general ranking. Of 226 tracked brands and retailers, 30 cleared the 5% mention
threshold across all 44 questions: 17 Turkish and 13 foreign, an almost even split. The average score of the 30 is
58.4.

No brand wins the market. Each segment has its own leader: The Nest Kids in Clothing (91.7), Chiccoin Travel
& Gear (98.5), Philips Avent in Feeding (91.6). Of 69 entities that qualify somewhere across the three segments,
61qualify in only one. Neither The Nest Kids nor Philips Avent qualifies in any segment other thanits own.

Origin splits by question, not by market. On the 23 origin-neutral (open) questions, mentions run 54.5%
foreignto 45.5% Turkish and 21 of 37 qualified brands are foreign. On the 21 questions that ask for yerf/ibrands,
Kraft leads and 15 of 19 qualifiers are Turkish. The assistants clearly recognise the constraint; the two shelves
are genuinely different.

One assistant answers with shops, not brands. Grok’s three most-named entities are Trendyol (85.4% of its
answers), Hepsiburada (75.3%) and ebebek (42.5%) — Chicco, the brand that leads the study, is only its
fourth. Neither Trendyol nor Hepsiburada reaches any other model’s top ten, which is why they rank #15 and
#25 overall on breadths of 4 and 3.

The one retailer that ranks is ebebek, at #17 overall on a14.0% mentionrate. It is the only retailer to qualify
anywhere, and one of just four entities that qualify in all nine cuts.

The models diverge sharply on breadth. Grok names about 9.5 brands per answer across 171 distinct entities;
GPT-40-mininames 4.0 across 129. Only two brands appearin all five models’ top tens: Chicco and Little
Gusto.

Search was near-universal, and the sources are unusual. 99.1% of answers were web-grounded. The most-
cited domainis the specialist retailer e-bebek.com (29.6% of responses), ahead of trendyol.com. Brand-
owned sites account for 37.4% of citations and editorial content for 20.6%.
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Why it matters

Parents are shifting product research from search engines and forums to Al assistants, often at exactly the moment
they are choosing a car seat or a first bottle. Whether a brand appears in those answers is becoming a discovery
channelinits ownright. This report captures the first snapshot (baseline) of that shelf for Turkey’s mother and baby
sector. One reminder: the numbers below describe visibility and information availability, not which products are best
orsafest.
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Methodology

Five large language models were asked 44 Turkish questions
five times each, with no system prompt, producing 1,098 usable
responses; entities were ranked with a three-component
(45/30/25) score, computed separately within nine cuts.
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METHODOLOGY

How the study was run

ONE-SENTENCE TAKEAWAY

Five large language models were asked 44 Turkish questions five times each, with no system prompt,
producing 1,098 usable responses. Entities were identified by automated extraction plus human review
andranked with a three-component (45/30/25) score, computed separately within nine 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 or
locale parameter was defined. Because the questions are in Turkish, the modelsinfer the Turkish market from
language alone.

Model Version Responses Web-searchrate
GPT-40-mini openai/gpt-4o-mini 220 100.0%
Gemini 2.5 Flash-Lite gemini-2.5-flash-1lite 219 96. 4%
Claude Haiku 4.5 anthropic/claude-haiku-4.5 220 100.0%
Perplexity Sonar perplexity/sonar 220 100.0%
Grok 4.3 x-ai/grok-4.3 219 99.5%

Scale: 44 questions x 5 repeats x 5 models = 1,100 responses; 2 were excluded, leaving 1,098 usable. Both
exclusions returned a completed status with an empty answer body — one from Gemini, one from Grok.
Denominators are computed per (question, model) cell, so those two missing cells reduce the relevant
denominators rather than being quietly backfilled. Single run, 26 July 2026. The final dictionary holds 233 entities, of
which 226 are brands andretailers and 6 are marketplaces.

2.2 THE NINE CUTS

This verticalis read three ways at once: by origin constraint, by product segment, and by question type. Each cutis

scoredindependently, against its own denominator; rates from different cuts are not comparable.

Questions Resp. Qual. What it answers
General 44 (all) 1,098 30 Overallvisibility across every question
Local 21 yerli 524 19  Whois named when the question asks for Turkish brands
Open 23 neutral 574 37  FairTurkish-vs-foreign comparison
Clothing 13 374 29 Baby and newborn apparel
Travel & Gear 15 375 30 Strollers, car seats, carriers
Feeding 14 349 22 Bottles, pumps, weaning products
Discovery 14 349 42 Open “which brands” questions
Attribute 15 375 35 Specific qualities and standards
Use case 15 374 26 Situation-driven questions

08 HERM.IO Herm.io AI Visibility Database
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NOTE

Local + Open = the full 44-question set. The three segment cuts also partitionit, as do the three question types. The
Turkish-vs-foreign comparison (Chapter 9) rests solely on the 23 Open questions, since the Local questions cannot
surface foreign brands by construction.

2.3 WEB-SEARCH CONFIGURATION

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 was inferred from whether the
provider returned any citation or source: a citation means “web-search,” none means “own knowledge.” Thisis a
reasonable proxy, not direct proof of the model’sinternal process. In thisrun, 1,088 of 1,098 answers were grounded
— 99.1% (Chapter 6).

2.4 QUESTIONS AND SEGMENTS

The 44 questions reproduce the real Turkish-language queries parents bring to an assistant: general discovery
(“bebek arabasinda hangi markalar gercekten kullanigh?”), specific attributes (organic fabric, i-Size safety, anti-colic)
and use cases (hospital discharge sets, travel systems, baby-led weaning). They are written the way people actually
type them — short, colloquial, often ungrammatical, not disambiguated. Of the 44, 21are Local (they ask for Turkish /
yerli/ Tirk malibrands) and 23 are Open (no origin restriction).

DESIGN BALANCE BY SEGMENT Feeding carries one fewer question; see Chapter 12
Segment Questions Resp. disc attr use
Clothing 15 374 5 5 B
Travel & Gear 15 375 5 5 5
Feeding 14 349 4 5 B

2.5 ENTITY EXTRACTION AND VALIDATION

Entities were extracted in two stages. (1) Automated extraction: candidate names were collected from all 1,098
analysedresponses at a floor of three responses, then filtered for Turkish common words and generic descriptors.
Matching s alias-based and word-boundary anchored, with Turkish case folding handled through an explicit i/i
translation table rather than a naive lowercase, which corrupts those characters. (2) Human review: the candidate
list was reviewed by hand, each entity assigned a keep/drop decision, trademark and operator country, entity type,

scope fit, product category, verified website and a one-line rationale.

Two matching rules change the numbers. Link targets are stripped before matching: markdown link destinations
and bare domains are removed and only anchor text is kept, so a brand that owns a cited domainis not credited with
arecommendationit did notreceive (sourcing is measured separately, in Chapter 10). And every alias of six
characters or fewer was inspected in context — 139 of them — which caught three false merges that would
otherwise have inflated three brands: “Emma” (a Finn + Emmareference, not a Lionelo car seat), “Asya” (the
continent, in export-market sentences) and “Pegasus” (the airline, in cabin-baggage stroller answers).

ORIGIN RULE

Origin follows the trademark, not the operating company. Foreign marks sold in Turkey under licence or through alocal
distributor are recorded as foreign and typed as licensed brands: Kanz, Pierre Cardin, Carter’s, OshKosh, Bambino. This is
consequential — Kanz alone ranks #13 in the general cut and #4 in the local cut, and an operator-based rule would have
changed the origin balance of the whole Clothing segment. Eight entities whose trademark country could not be
established carry anunknown origin; they remainin the leaderboards and are excluded from origin shares.
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Definitions. Mention: a validated entity (or alias) appears in the answer text, counted once perresponse (presence,
not frequency). Where an answer names both a brand and one of its products — “Chicco” and “Chicco Goody Plus”
— thatis a single mention. Position (MRR): meanreciprocal of the entity’s first-appearance rank within each answer
(first=1.0; second = 0.5; ...), averaged only over the responses where it appears. Breadth: number of the 5 models
(O-5) that mention the entity within that cut.

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 the cut
Position 30% MRR (how early the brand is named)
Breadth 25% number of models covering it (O-5)

Each componentis scaled so the leading qualified brandin each cut =100, then combined with the weights.
Qualification (=5% rule): only entities mentioned in at least 5% of that cut’s responses are ranked. At these
denominators the threshold requires atleast 18 responses in the smallest cut, so no qualifierrests on a thin base.

A CAUTION SPECIFIC TO THIS EDITION

Because the composite rewards position as well as frequency, a brand named in a third of answers but always mid-list
canscore below abrand named in a tenth of answers but always first. That trade-off is unusually visible here: Chicco has
by far the highest mention rate but a middling MRR; Philips Avent, OiOiand Pilsan all rank well above their mention rates
because they are named early when named at all. The score is a summary, not a substitute for the three numbers behind
it, and every table shows all three.

2.7 NEUTRALITY AND SELF-EXCLUSION

Thisis a market-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 nor influences any figure.
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Overall Visibility
Leaderboards

Chiccoleads the general and open cuts onvolume; ask for
Turkish brands instead and Kraft takes over a shelf thatis 15/19
domestic.
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OVERALL VISIBILITY LEADERBOARDS

One market, read two ways

ONE-SENTENCE TAKEAWAY

Chicco leads the general and open cuts on volume; ask for Turkish brands instead and Kraft takes over a
shelf thatis 15/19 domestic.

As areminder, these rank visibility, not product quality, safety, price orreliability.

3.1General leaderboard: 30 qualified entities

TABLE 1 — AI VISIBILITY SCORE (GENERAL) 44 questions - 1,098 responses - 30 qualified

H# Brand Origin Mention MRR Al Score

1 Chicco Foreign 30.7% 0.37 85.7
2 Philips Avent Foreign 13.4% 0.71 74.6
3 The Nest Kids TR 13.6% 0.68 73.7
4 TinyLamb TR 13.6% 0.62 71.2
5 Kraft TR 17.7% 0.45 69.8
6 Little Gusto TR 16.2% 0.48 69.1
7 Maxi-Cosi Foreign 15.0% 0.52 69.0
8 Lansinoh Foreign 13.5% 0.47 64.5
9 Cybex Foreign 10.8% 0.51 62.5
10 Prego TR 14.1% 0.39 62.3
11 Joie Foreign 14.3% 0.36 61.0
12 Dr. Brown's Foreign 8.5% 0.56 61.0
13 Kanz Foreign 14.5% ORSES 60.0
14 Mamajoo TR 10.0% 0.48 59.9
15 Trendyol TR 19.3% 0.25 59.0
16 Inglesina Foreign 10.6% 0.43 58.9
17 ebebek TR 14.0% 0.27 57.0
18 LC Waikiki TR 11.1% 0.36 56.7
19 Kitikate TR 7.3% 0.41 52.9
20 Baby Plus TR 8.0% 0.37 52,59
21 Bagi TR 5.0% 0.46 51.8
22 Bugaboo Foreign 7.7% 0.32 49.9
23 Carter's Foreign 7.4% 0.31 48.8
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(cont.)
H# Brand Origin Mention MRR Al Score
24 Elele TR 5.2% 0.36 48.0
25 Hepsiburada TR 16.1% 0.21 47.7
26 Yoyko TR 5.0% 0.35 47.0
27 Tommee Tippee Foreign 6.5% 0.29 46.9
28 Wee Baby TR 6.8% 0.26 45.9
29 Civil TR 5.8% 0.26 44.6
30 NUK Foreign 5.3% 0.19 40.9
AVERAGE

Average score of the 30 qualified entities: 58.4. Origin split: 17 Turkish, 13 foreign. Twenty-eight of the 30 are seen by all
five models; the two exceptions are the marketplaces, Trendyol (#15, breadth 4) and Hepsiburada (#25, breadth 3).

AI VISIBILITY SCORE — TOP 15 BRANDS (GENERAL)

Chicco | 85.7
Philips Avent [ 74.6
The Nest kids | 73.7
TinyLamb> | 71.2
kraft 69.8
Little Gusto | 69.1
Maxi-Cosi [ 69.0
Lansinoh | 64.5
cypex [N 62.5
Prego NN 62.3
Joie [N 61.0
Dr.rown's [ 61.0
kanz - [ 60.0
Mamajoo I 59.9

Trendyo! | 59.0

Reading

Chicco maxes the mention component and tops the table at 85.7, appearing in 30.7% of answers — the only entity
above 20% in this cut. What follows is a cluster rather than a chase: Philips Avent (74.6), The Nest Kids (73.7) and
TinyLamb (71.2) are separated by three and a half points, and all three rank on positionrather than volume, each
named in about 13% of answers but named early. Kraft (69.8) and Little Gusto (69.1) follow on the reverse profile —
more mentions, later placement. The origin balance is close to even, and the two groups interleave rather than
clustering: the top six alternate between them.

3.2 Brand-only view (marketplaces removed)

Only two of the 30 qualified entities are marketplaces rather than brands: Trendyol (#15) and Hepsiburada (#25).
They are keptin the headline ranking because thatis how shoppers meet the shelf, but neither sits high enough to
distort the top of the table — removing them leaves the leading ten unchanged, with Chicco, Philips Avent and The
Nest Kids still first, second and third. Chapter 5 explains why they rank as low as they do.
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Itis a specialist mother-and-baby retailer, a marketplace hosting third-party sellers, and a house of own-label brands, all
atonce — no single entity type describesit fairly. Itisrecorded here as a Retailer and kept in the brand views, because it

sellsits own brands alongside everyone else’s. At #17 in the general cut it is the only retailerin the study to qualify
anywhere, and one of only four entities that qualify in all nine cuts.

LC Waikiki (#18) and the licensed brands Kanz (#13) and Carter’s (#23) are treated as brands, not retailers, and remain

in this view.

3.3 Localleaderboard: 19 qualified entities (Turkish-only questions)

When the 21 questions that explicitly ask for Turkish / yerli/ Tirk malibrands are isolated (524 responses), the shelf

changes hands.

TABLE 2 — AI VISIBILITY SCORE (LOCAL / YERLI)

# Brand

1 Kraft
2 Pilsan
3 Trendyol
4 Kanz
5 TinyLamb
6 Little Gusto
7 Prego
8 Chicco
9 Mamajoo
10 The Nest Kids
11 Hepsiburada
12 ebebek
13 Lansinoh
14 Bagi
13 Baby Plus
16 Yoyko
17 Elele
18 Bambino
19 LC Waikiki

AVERAGE

Origin
TR
TR
TR
Foreign
TR
TR
TR
Foreign
TR
TR
TR
TR
Foreign
TR
TR
TR
TR
Foreign

TR

21 questions -

Mention

20.

8.

21.

13.

D

12.

11.

13.

19.

15.

0%

8%

8%

4%

9%

6%

4%

2%

.8%

.8%

1%

5%

7%

1%

7%

.5%

. 9%

.2%

. 9%

Average score of the 19 qualified local entities: 62.7. Origin split: 15 Turkish, 4 foreign.
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524 responses -

MRR

0.

0.

Herm.

59

89

.29

.49

.70

47

.54

.43

¥/

.66

2.5

.30

.64

.67

oS/

.48

.39

.59

.45

19 qualified

Al Score

86.5

73.2

69.7

69.2

69.1

66.9

66.8

66.7

66.5

65.5

63.1

62.0

60.3

60.2

57.8

52.8

525

45.6

37.3
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Reading. Kraft (86.5) leads decisively, namedin 20.0% of local-cut answers — a 13-point gap to Pilsan (73.2), which
qualifies on the opposite profile entirely: 8.8% mentions but an MRR of 0.887, the highest position score in the cut.
Trendyolrises to #3 here, and its 21.8% mentionrate is actually the highest in the cut; a breadth of 3and alow MRR
are what hold it back. ebebek takes #12, and Chicco — firstin both the general and open cuts — falls to #8. Four
foreign brands survive the yerlifilter: the licensed brands Kanz (#4) and Bambino (#18), plus Chicco (#8) and
Lansinoh (#13) — usually names manufactured or licensed locally. That the assistants occasionally answer a “Turkish
brand” question with a foreign name is a real finding about how the constraint is interpreted, worth watching across
editions.
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Segment Leaderboards:
Three Markets, Not One

Clothing, travel gear and feeding are led by three different
brands, and 61 of the 69 entities that qualify in any segment
qualify in only one.
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SEGMENT LEADERBOARDS

Three markets, notone

ONE-SENTENCE TAKEAWAY

Clothing, travel gear and feeding are led by three different brands, and 61 of the 69 entities that qualify in
any segment qualify in only one.

The general leaderboard describes an average that no shopper experiences. A parent asking about newborn
bodysuits and a parent asking about i-Size car seats are shopping in different markets, and the data says so.

THE THREE SEGMENTS AT A GLANCE each ranked on its own responses
Segment Qual. Leader Score Leader elsewhere
Clothing 29  TheNestKids 91.7 Does not qualify in either
Travel & Gear 30  Chicco 98.5  #14 Clothing - #7 Feeding
Feeding 22 Philips Avent 91.6 Does not qualify in either

4.1 Clothing (Giyim) — 29 qualified

TABLE 3 — CLOTHING top 15 of 29 qualified - 374 responses

H# Brand Origin Type Mention MRR Al Score

1 The Nest Kids TR Brand 39.8% 0.68 91.7
2 TinyLamb TR Brand 39.8% 0.62 89.5
3 Little Gusto TR Brand 43.6% 0.49 88.4
4 LC Waikiki TR Brand+Ret. 31.8% 0.36 71.4
5 Kitikate TR Brand 21.4% 0.41 62.4
6 Carter's Foreign Licensed 21.7% 0.31 58.9
7 Esas Tekstil TR Brand 5.9% 0.65 55.5
8 ebebek R Retailer 15.5% 0.34 54.0
9 Trendyol TR Marketplace 21.1% 0.27 52.0
10 Naynes TR Brand 6.4% 0.80 51.6
11 Panco TR Brand 13.6% 0.32 51.2
12 Civil TR Brand 15.5% 0.26 50.8
13 Biorganic TR Brand 12.6% 0.30 49.2
14 Chicco Foreign Brand 14.7% 0.15 45.9
15 GAP Foreign Brand 8.3% 0.30 44.7
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The most domestic segment in the study: 21 of 29 qualifiers are Turkish, and the top three — The Nest Kids (91.7),
TinyLamb (89.5) and Little Gusto (88.4) — are Turkish specialists, allnamed in roughly 40% of clothing answers. LC
Waikiki (#4) is the first mass-market name and Carter’s (#6) the highest foreign one. Thisis also ebebek’s strongest
cut, at #8. Chicco, whichleads the study overall, sits at #14 here on an MRR of 0.152, the lowest position score of any
qualified entity in the segment.

4.2 Travel & Gear (Seyahat Aksesuarlarn) — 30 qualified

TABLE 4 — TRAVEL & GEAR top 15 of 30 qualified - 375 responses

H# Brand Origin Type Mention MRR Al Score

1 Chicco Foreign Brand 46.7% 0.49 98.5
2 Maxi-Cosi Foreign Brand 43.7% 0.52 97.2
5 Kraft TR Brand 44.5% 0.45 93.7
4 Joie Foreign Brand 40.8% 0.36 85.2
5 Cybex Foreign Brand 31.5% OM5! 84.9
6 Prego TR Brand 36.8% 0.36 81.3
7 Kanz Foreign Licensed 26.4% 0.40 73.6
8 Inglesina Foreign Brand 26.7% 0.37 72.2
9 Bagi TR Brand 14.7% 0.46 65.7
10 Bugaboo Foreign Brand 22.7% 0.32 6HMS
11 Baby Plus TR Brand 15.2% 0.37 61.1
12 Babyhope TR Brand 12.5% 0.41 60.5
13 Baby2go TR Brand 10.9% 0.43 60.5
14 Yoyko TR Brand 14.7% 0.35 59.2
13 gb Foreign Brand 10.1% 0.36 55.4

The mirrorimage: 17 of 30 qualifiers are foreign, and this is where the international stroller and car-seat houses live.
Chicco (98.5), Maxi-Cosi (97.2) and Kraft (93.7) finish within five points of each other, allnamed in more than 43% of
segment answers — the densest top of any cutin the study. Kraft is the standout Turkish performer, and Prego (#6),
Bagi (#9), Baby Plus (#11), Babyhope (#12) and Baby2go (#13) give the segment a substantial domestic middle.

4.3 Feeding (Beslenme Urﬁnleri) — 22 qualified

TABLE 5 — FEEDING top 15 of 22 qualified - 349 responses
H# Brand Origin Type Mention MRR Al Score
1 Philips Avent Foreign Brand 42.1% 0.71 91.6
2 Lansinoh Foreign Brand 42.4% 0.47 84.4
3 Mamajoo TR Brand 31.5% 0.48 73.2
4 Dr. Brown's Foreign Brand 26.6% 0.56 085
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(cont.)
H# Brand Origin Type Mention MRR Al Score
5 OiOi TR Brand 11.8% 0.97 67.5
6 Pilsan TR Brand 13.2% 0.89 66.4
7 Chicco Foreign Brand 30.7% 0.28 66.2
8 OG Natural TR Brand 7.2% 0.82 57.8
9 Wee Baby TR Brand 21.5% 0.26 55.8
10 Tommee Tippee Foreign Brand 20.3% 0.29 55.6
11 NUK Foreign Brand 16.6% 0.19 48.6
12 Medela Foreign Brand 14.3% 0.25 48.1
13 Bebedor TR Brand 9.2% 0.40 47.1
14 Kraft TR Brand 7.7% 0.45 47.1
15 Elele TR Brand 8.0% 0.41 46.2

The most concentrated segment. Philips Avent (91.6) and Lansinoh (84.4) are named in 42% of feeding answers each,
and Mamajoo (73.2) is the leading Turkish name. Below them sit two brands that illustrate the position mechanism at
its most extreme: OiOi (#5) and Pilsan (#6) are named in only 11.8% and 13.2% of answers, but with MRRs of 0.97 and
0.89 they are named firstalmost every time they appear. Both are concentrated in two or three product questions —
suction plates, weaning sets and high chairs — so read them as category leaders rather than market leaders.

4.4 The finding: almost nothing travels

Sixty-nine distinct entities qualify somewhere across the three segments. Sixty-one of them qualify in exactly one.
Only four qualify in all three — Chicco, the retailer ebebek, and the two marketplaces, Trendyol and Hepsiburada —
and just four more (Kanz, Kraft, Baby Plus, Elele) qualify in two. Every entity that spans the whole aisle is a shop,
except Chicco.

Thisis the central structural fact of the vertical. “Mother and baby” is a retail aisle, not a market: the assistants treat
clothing, travel gear and feeding as three separate recommendation problems with three separate answer sets. A
brand’s overall rank therefore says much less here than in a vertical with a single shelf, and a strong general-cut
position that comes from one segment should not be read as market-wide presence.
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Differences Between
Models

All five models name Chicco most or nearly most, but they differ
enormously in breadth — Grok names 9.5 brands peranswer to
GPT-40-mini’'s 4.0 — and one of them answers with shops rather
than brands.
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DIFFERENCES BETWEEN MODELS

Agreement on Chicco, dispute on breadth

ONE-SENTENCE TAKEAWAY

All five models name Chicco most or nearly most, but they differ enormously in breadth — Grok names
9.5 brands per answer to GPT-40-mini’s 4.0 — and one of them answers with shops rather than brands.

5.1 PER-MODEL BEHAVIOUR

TABLE 6 — WEB SEARCH & REPERTOIRE BY MODEL each produced 219-220 responses
Model Web Distinct Br./ans Total ment.
GPT-40-mini 100.0% 129 4.0 878
Gemini 2.5 Flash-Lite 96.3% 159 6.4 1407
Claude Haiku 4.5 100.0% 139 4.4 966
Perplexity Sonar 100.0% 140 5odl 1114
Grok4.3 99.5% 171 ©o8 2081

DISTINCT BRANDS NAMED PER ANSWER, BY MODEL

GPT-40-mini
Gemini 2.5 Flash-Lite
Claude Haiku 4.5

Perplexity Sonar

crok 4.3 |

Web search was near-universal: three of the five models searched on every answer, Grok on 99.5% and Gemini on

O O N O DN
gl P N DN O

96.4%. The clearest difference is breadth. Grok lists about 9.5 brands per answer and reaches the widest vocabulary
(171 distinct entities, 2,081 total mentions), while GPT-4o0-mininames 4.0 across 129 entities and 878 mentions — a
2.4x spread in how much of the market a single answer exposes. Claude Haiku (4.4) and Perplexity (5.1) sit near GPT-
40-mini; Gemini(6.4)isinbetween. Across therun, 1,084 of 1,098 answers named at least one brand.

5.2 EACH MODEL’S MOST-NAMED BRANDS

GPT-40-MINI top 5
# Brand Mentions Rate
1 Chicco 61 27.7%
2 Maxi-Cosi 31 14.1%
3 Inglesina 31 14.1%
4 Philips Avent 30 13.6%
5 The Nest Kids 28 12.7%
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GEMINI 2.5 FLASH-LITE top 5
# Brand Mentions Rate
1 Chicco 80 36.5%

2 Kraft 66 30.1%

3 Kanz 44 20.1%

4 Little Gusto 42 19.2%

5 Joie 41 18.7%
CLAUDE HAIKU 4.5 top 5
# Brand Mentions Rate
1 Chicco 62 28.2%

2 Inglesina 32 14.5%

3 Lansinoh 31 14.1%

4 The Nest Kids 30 13.6%

5 Maxi-Cosi 30 13.6%
PERPLEXITY SONAR top 5
# Brand Mentions Rate
1 Chicco 69 31.4%

2 Prego 42 19.1%

3 Kraft 40 18.2%

4 Little Gusto 37 16.8%

5 Maxi-Cosi 35 15.9%
GROK 4.3 top 5
# Brand Mentions Rate
1 Trendyol 187 85.4%

2 Hepsiburada 165 75.3%

3 ebebek 93 42.5%

4 Chicco 65 29.7%

5 Kraft 61 27.9%

Chiccois the most-mentioned brand in four of the five models — Claude 28.2%, Gemini 36.5%, GPT-40-mini 27.7%,
Perplexity 31.4% — and fourthin Grok at 29.7%. It is the closest thing to a universal name in the study. Just two brands
appearin all five models’ top tens: Chicco and Little Gusto. The models also disagree about origin: Claude returns
seven foreign namesinits top ten against three Turkish, and GPT-40-mini six against four; Grok runs the other way,
seven Turkish to three foreign; Perplexity splits evenly. Which assistant a parent asks materially changes whether they

hear domestic orimported brands.
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5.3 ONE MODEL ANSWERS WITH SHOPS, NOT BRANDS

The single largest per-model divergence in the study is not about breadth but about kind of entity. Grok’s three
most-named entities are not brands at all — they are places to buy. Trendyol appearsin 187 of its 219 answers
(85.4%), Hepsiburadain 165 (75.3%) and the specialist retailer ebebek in 93 (42.5%). Chicco, the brand that leads the
whole study, is only Grok’s fourth-most-named entity. Neither Trendyol nor Hepsiburada reaches any othermodel’s
top ten; ebebek s the one retail name that travels, as GPT-4o0-mini’s tenth most-named entity, but at 9.1% — roughly

afifth of the rate Grok namesiit.

That explains the shape of the generalleaderboard. Trendyol’s raw mention count (212) is the second-highestin the
study, which would normally place it near the top; its breadth of 4 out of 5 and alow MRR are what hold it to #15.
Hepsiburada, with breadth 3, sits at #25. In the Travel & Gear segment both drop to breadth 2 and fall to #25 and
#26.

THE PRACTICAL READING

Four of five assistants answer a mother-and-baby question with brands, and one answers substantially
with the shops that sell them. Any conclusion about “where Al sends parents to shop” is a conclusion
about which assistant the parent used.
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Searchvs. Memory

99.1% of answers used web search, so there is no meaningful
memory-only segment to compare against — whichisitself the
finding.
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SEARCH VS. MEMORY — WHY THIS EDITION OMITS THE SPLIT

The web did almost all the work

ONE-SENTENCE TAKEAWAY

99.1% of answers used web search, so there is no meaningful memory-only segment to compare
against — whichis itself the finding.

Some Herm.io editions split answers into web-grounded and memory-only segments that produce different
leaders. That split does not existin thisrun. 1,088 of the 1,098 answers returned at least one citation or search result,
and the “own knowledge” segment is tenresponses — far too small to support any comparison. Three of the five
models (GPT-40-mini, Claude Haiku, Perplexity) searched on 100% of answers, Grok on 99.5%, and only Gemini fell
below, at 96.4%.

Because a separate chapter would compare roughly 1,088 grounded answers against about 10 ungrounded ones, it
is left out this edition. The takeaway is that for Turkish mother-and-baby questions these assistants reach forlive
web content essentially every time. The rankings therefore describe what these systems could retrieve on 26 July
2026, not what they had memorised — which makes them more responsive to changesinweb content, and more
volatile between editions, than a memory-driven ranking would be. We will keep measuring the grounding rate each
edition; if amemory-only segment grows, the comparison will return.
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Question-Type Ownership

Chiccoleads all three question types, but the runners-up rotate
completely — The Nest Kids owns discovery, Philips Avent
attribute, TinyLamb use-case.
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QUESTION-TYPE OWNERSHIP

One leader, three different fields behind it

ONE-SENTENCE TAKEAWAY

Chicco leads all three question types, but the runners-up rotate completely — The Nest Kids owns
discovery, Philips Avent attribute, TinyLamb use-case.

Alongside the product segments, the 44 questions carry three behavioural types: discovery (open “which brands”
questions), attribute (specific qualities such as organic fabric, i-Size certification or anti-colic design) and use_case
(situation-driven, such as a hospital discharge set or a travel system for flying).

TABLE 7 — MOST VISIBLE BRANDS BY QUESTION TYPE top 5 by AI Score - rate is within that type
H# discovery attribute use_case
1 Chicco (40.4%) Chicco (26.1%) Chicco (26.2%)
2 The Nest Kids (26.6%) Philips Avent (18.1%) TinyLamb (16.0%)
3 Cybex (22.4%) Maxi-Cosi(18.1%) Philips Avent (13.9%)
4 Kraft (25.2%) Lansinoh (16.5%) Lansinoh (16.8%)
5 Philips Avent (7.7%) Little Gusto (12.8%) Kraft (16.8%)

Reading. Chiccoleads all three, most heavily on discovery questions (40.4%), where an open “which brands are
good” prompt pulls the broadest and most familiar names. But the field behind it reshuffles entirely. On discovery,
The Nest Kidsis second on a strong 26.6%; on attribute, Philips Avent is second and Dr. Brown’s eighth, both anti-
colic feeding specialists that surface when the question names a property; onuse_case, TinyLamb is second at
16.0% with the highest position score in the cut (MRR 0.779), because hospital-discharge and newborn-set
questions name it first.

Discovery is also by far the widest cut — 42 brands qualify, against 26 on use-case. Open questions produce long,
inclusive lists; situation-driven questions produce short, specific ones. For a brand, that means visibility on discovery
questionsis cheaper to obtain and worth less, while a use-case placementis rarer and more likely to reach a parent
who has already decided what they need.
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When the Questionls
Ambiguous

Two questionsin the set are genuinely ambiguous in Turkish, and
which market the assistant thinks it is answering depends
entirely on which assistant you ask.
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WHEN THE QUESTION IS AMBIGUOUS

Aresult, not adefect

ONE-SENTENCE TAKEAWAY

Two questionsin the set are genuinely ambiguous in Turkish, and which market the assistant thinks itis
answering depends entirely on which assistant you ask.

The questions in this study are written the way people type them, which means they occasionally contain the same
ambiguities that real queries do. Two did. Rather than rewrite them — which would have measured a market nobody
actually queries — both were retained in every cut, and the entities from the adjacent industries were marked out of

scope so they neverreach aleaderboard. What follows is aresult, not a defect.

8.1 “0TO0 KOLTUGU” — CHILD SEAT OR VEHICLE SEAT?
Question 9 asks “iyi bir yerli oto koltugu markasi var mi”— “is there a good Turkish car-seat brand?” Without a child-

specific qualifier, oto koltugu reads just as naturally as automotive seating. Of 25 responses, 10 returned
commercial-vehicle seat manufacturers, 6 were mixed, and only 9 were clean child-seat answers.

THE CONTROL SITS INSIDE THE STUDY

Question 22 asks the same thing with one standards term added — “i-Size glivenlikli yerli oto koltugu var mi” — and is O of
25 contaminated. A single certification keyword fully disambiguates the query.

8.2 “SUT SAGMA MAKINESI” — BREAST PUMP OR MILKING MACHINE?

Question 42 asks “calisan anne igin sessiz yerli sit sagma makinesi var mi” — “is there a quiet Turkish breast pump for a
working mother?” In Turkish, siit sagma makinesiis used both for a breast pump and for livestock milking equipment.
Despite the phrase “calisan anne” (working mother), the models resolved it very differently:

TABLE 8 — QUESTION 42 INTERPRETATION BY MODEL responses reading it as livestock equipment
Perplexity Sonar 5/5
Gemini 2.5 Flash-Lite 2/5
Grok4.3 1/5
Claude Haiku 4.5 0/5
GPT-40-mini e

Seventeen of the 25 responses are genuine breast-pump answers, naming Lansinoh, Medela and Mamajoo. Several
models explicitly asked which sense the user meant before answering.

8.3 WHAT THIS MEANS FOR A BRAND
The implicationis direct: assistant choice determines which market a colloquial Turkish query lands in. A brand

competing on ambiguous vocabulary is not competing on the same terms across assistants — on question 42,
Perplexity showed a parent no baby brands at all, while Claude and GPT-40-mini showed only baby brands.

The fixis visible in the data. Question 22 shows that a single standards or category term — i-Size, bebek, anne —
collapses the ambiguity completely. Brands whose category vocabulary overlaps with an adjacent industry have an
unusually cheap intervention available: make sure the disambiguating term appears alongside the product name
wherever the assistants read about it.
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Open Market: Turkish vs.
Foreign

On origin-neutral questions the shelf tilts foreign — 54.5% of
mentions and 21 of 37 qualified entities — while the yerli
questions return an almost entirely Turkish shelf.
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OPEN MARKET — TURKISH VS. FOREIGN

A foreign tilt, a domestic textile strength

ONE-SENTENCE TAKEAWAY

On origin-neutral questions the shelf tilts foreign — 54.5% of mentions and 21 of 37 qualified entities —
while the yerli questions return an almost entirely Turkish shelf.

This chapterrelies only on the 23 open questions with no originrestriction (574 responses), the only fair basis for
comparing Turkish and foreign brands.

9.1 ORIGIN SHARE
ORIGIN SHARE OF MENTIONS — OPEN MARKET (%)

Foreign I 54.5%
Turkish (yverl) | 45.5%

Foreign brands take 2,302 mentions to 1,924 Turkish — 54.5% against 45.5%. But breadth points the otherway: 106
distinct Turkish entities surface in the open market against 74 foreign. Turkish brands are more numerous and
individually less visible; foreign brands are fewer and more concentrated. That is the signature of a market where a
handful of international houses hold the recognised positions while along domestic tail competes below them.

9.2 OPEN-MARKET TOP 15 BRANDS (ANY ORIGIN)

TABLE 9 — OPEN MARKET (ANY ORIGIN) 23 questions - 574 responses - top 15 by AI Score

H# Brand Origin Rate Al Score

1 Chicco Foreign 46.7% 84.3
2 Philips Avent Foreign 21.8% 76.0
3 Maxi-Cosi Foreign 24.6% 70.9
4 The Nest Kids TR 17.9% 70.1
5 TinyLamb TR 16.9% 64.7
6 Cybex Foreign 18.1% 64.3
7 Little Gusto TR 19.5% 63.4
8 Dr. Brown's Foreign 15.7% 63.0
9 Joie Foreign 23.2% 62.6
10 Lansinoh Foreign 19.7% 60.6
11 Inglesina Foreign 16.9% 56.3
12 LC Waikiki TR 15.8% 53.8
13 Prego TR 16.6% 53.1
14 Bugaboo Foreign 14.3% 51.8
15 Kraft TR 15.5% 51.1
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9.3 THE PATTERN: FOREIGN LEADS GEAR, TURKISH LEADS CLOTHING

The individual ranking shows what the aggregate hides. The open-market top three are foreign — Chicco, Philips
Avent, Maxi-Cosi — and they are a stroller-and-car-seat house and two feeding houses. The first Turkish name is The
Nest Kids at #4, followed by TinyLamb (#5) and Little Gusto (#7), all three baby-clothing specialists.

Thatis the same split visible in Chapter 4, arriving from a different direction. Where the productis safety-regulated
and capital-intensive — car seats, strollers, bottles and pumps — the assistants reach forinternational brands. Where
itis apparel, they reach for Turkish ones, and the Clothing segment is 21 of 29 domestic. Turkey’s strengthin the
mother-and-baby aisle, as these systems describe it, is textile.

The local cut confirms the assistants can distinguish the constraint: asked for yerlibrands, they return a 15-of-19
Turkish shelf led by Kraft. So the foreign tilt on open questions is a genuine market signal about what these systems

retrieve by default, not an artefact of the instrument.
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The Discovery Ecosystem

Al’s picture of this market rests on specialist retailers and
editorial content as much as on brand sites — e-bebek.comis
the single most-cited domain, and editorial carries 20.6% of
citations.
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THE DISCOVERY ECOSYSTEM — WHERE AI LEARNS ABOUT BRANDS

Retailers and editorial, not just own-sites

ONE-SENTENCE TAKEAWAY

Al’s picture of this market rests on specialist retailers and editorial content as much as on brand sites —
e-bebek.comis the single most-cited domain, and editorial carries 20.6% of citations.

When an assistant answers with web search, it draws on the content available to it at that moment. We collected the
source addresses returned by the models, reduced them to domains, and ranked them by how many distinct
answers cited each. Across the runthe models cited 484 distinct domains.

10.1 THE MOST-CITED DOMAINS

TABLE 10 — THE 15 MOST-CITED DOMAINS of 484 distinct cited domains
Domain Source type

1 e-bebek.com 325 29.6% Retailer
2 trendyol.com 313 28.5% Marketplace
3 anneysen.com 215 19.6% Editorial / Media
4 onedio.com 176 16.0% Editorial /Media
5 thenestkids.com.tr 165 15.0% Brand-owned site
6 littlegusto.com.tr 164 14.9% Brand-owned site
7 eniyisinde.com.tr 148 13.5% Editorial / Media
8 hepsiburada.com 141 12.8% Marketplace
9 annelertoplandik.com 139 12.7% Forum / Social
10 babymall.com.tr 137 12.5% Retailer
11 tinylamb.co 135 12.3% Brand-owned site
12 eniyilerden.com 112 10.2% Editorial / Media
13 maxi-cosi.com.tr 109 9.9% Brand-owned site
14 lansinoh.com.tr 91 8.3% Brand-owned site
15 chicco.com.tr 90 8.2% Brand-owned site

The most-cited domainis e-bebek.com, a specialist mother-and-baby retailer, cited by 29.6% of allresponses —
ahead of the general marketplace trendyol.com (28.5%). A category specialist, not a general marketplace ora
brand’s own site, is where these assistants read about this market most often. Two of the next three are editorial:
anneysen.com (19.6%) and onedio.com (16.0%), followed by eniyisinde.com.tr (13.5%) and eniyilerden.com (10.2%,).
A parenting forum, annelertoplandik.com, sits at #9 with 12.7%. Brand-owned domains appear from #5 —
thenestkids.com.tr (15.0%), littlegusto.com.tr (14.9%) and tinylamb.co (12.3%) — and 34 of the top 50 domains were
cited by all five models.
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10.2 SOURCE-TYPE MIX

Source type Domains Citing Share
Brand-owned site 120 2452 37.4%
Editorial / Media 58 1355 20.6%
Other /long-tail 263 961 14.6%
Retailer 11 672 10.2%
Marketplace 11 637 9.7%
Forum / Social 10 392 6.0%
B2B / Supplier 11 96 1.5%

CITATION SHARE BY SOURCE TYPE (%)

Brand-owned site [ R, o7 4%
Editorial /Media [N 20.6%
Other/long-tail [N 14.6%

Retailer _ 10.2%
Marketplace _ 9.7%
Forum / Social _ 6.0%
B2B / Supplier - 1.5%

10.3 The editorial finding

The striking patternis how /ittle of this market’s evidence base is brand-controlled. Brand-owned sites account for
37.4% of citations, while editorial and media carry 20.6%, retailers 10.2%, marketplaces 9.7% and forums and social
6.0%. Betterthan a quarter of the citation base — 26.6% — is third-party commentary and community content.

That distribution says something about how the category is researched. Baby products are bought on comparison
rather than on sight — parents read about anti-colic valves, i-Size approval and fabric certification before they buy —
and the citation mix mirrors that. Four of the twelve most-cited domains are editorial, and a parenting forum sits at
#9.The assistants are reading what parents read.

Thereis avisible correlation between own-site citation and segment standing, but only in one segment. The three
most-cited brand domains — thenestkids.com.tr, littlegusto.com.tr and tinylamb.co — belong to exactly the three
brands topping the Clothingleaderboard. Yet Philips Avent, which leads Feeding and ranks second overall, is cited
onphilips.com.trin only 5.0% of responses; its visibility is carried by retailers and editorial coverage, not by its own
domain. Read as descriptionrather than advice: in this vertical, being written about appears to matter atleast as
much as publishing well.
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What the Patterns Suggest

The most visible brands share broad model coverage and a
defined product segment; a strong own-site presence turns
out to be neither necessary nor sufficient.
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WHAT THE PATTERNS SUGGEST

Six structural patterns

This chapteris a neutral reading of the data. It describes patterns associated with visibility; it is not advice, a service,

orarecommendation, and visibility remains separate from quality or safety.

Breadthis the entry condition. 28 of the 30 qualified general-cut entities appearin all five models, and the
only two exceptions are marketplaces. Below the qualification line, breadthis what separates a brand that
ranks from one that does not: in Travel & Gear, UPPAbaby, Joolzand Nuna all clear the 5% bar but sitin the
bottom four because only two or three models know them.

Position and frequency are independent signals. Chiccois named around 1.6 times as often as the next entity
but ranks first by a smaller margin than that implies, because itis named mid-list. Philips Avent, OiOi and Pilsan
are named farless often but almost always first. High mentionrate reads as general familiarity, high MRR as
being the obvious answer to a specific question.

Segment definition beats overall presence. With 61 of 69 segment qualifiers appearing in only one segment,
the brands that rank are the ones the assistants can attach to a specific product problem. The three Clothing
leaders are pure baby-apparel specialists; the Travel & Gearleaders are stroller and car-seat houses. Breadth
of catalogue does not appear to help; legibility of category does.

The evidence base is third-party. With 99.1% of answers web-grounded, brand-owned sites at 37.4% and
editorial plus forums at 26.6%, more than a quarter of what these assistants read is content no brand controls.
The clothing segment shows own-site citation tracking with rank, but Philips Avent shows it is not required.

Originis contested, and the question decidesit. 54.5% foreign on open questions, 15 of 19 Turkish on local
ones. Both are true, and quoting either without its cut is misleading. For a Turkish brand, yerliframingis a
reliable route to visibility, and origin-neutral discovery is where the contest actually happens.

One assistant is a different market. Grok names more than twice as many brands per answer, puts three
retailers and marketplaces above every brand, and skews domestic; GPT-40-mini names the fewest and
skews foreign. Abrand invisible in one may be prominentin another, and a single-assistant check will mislead
in either direction.

HOW A BRAND CAN LOCATE ITSELF IN THE DATA

Using the dataset (available onrequest), a brand canread four things in order: whetherit appears in all five models; which

segmentit qualifiesin, if any; how oftenit is mentioned within that segment; and how early itis named when mentioned.
Those fourreadingslocate a visibility gap without saying anything about whether the productis good.
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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 figures

ONE-SENTENCE TAKEAWAY
This is a single, point-in-time snapshot of one Turkish vertical; read the figures within the limitations
below.

Single, point-in-time measurement. Collectedin one run on 26 July 2026, a snapshot rather than a trend. With
99.1% of answers web-grounded, movement in the search index will move these rankings. This is the first
(baseline) edition; quarterly editions will enable trend analysis.

Never compare Turkish and foreign brands across all questions. Twenty-one of the 44 questions explicitly
constrain the answer to Turkish brands. Chapter 9’s open cut is the only valid basis for that comparison; the
general-cut origin splitis a property of the instrument, not the market.

Small-sample positioninflation. A few brands clear the 5% bar but rank high mainly on position, on thin mentions.
Naynes (#10 Clothing) qualifies on 6.4% mentions with the highest MRR inits cut and a breadth of 3; Esas Tekstil
(#7 Clothing) on 5.9%. OiOi and Pilsan rank high in Feeding on visibility concentrated in two or three product
questions and should be read as category leaders. Read these ranks cautiously.

Small score gaps are not meaningful. In the packed middles of these leaderboards — particularly Travel & Gear,
where the top three finish within five points — differences of a point or two should not be over-interpreted.

Model-specific visibility. Seven qualifying entities are named by fewer than three of the five models: Akakge,
Andy, Hepsiburada, Joolz, LC Waikiki, Trendyol and UPPAbaby. Their standing is a property of one or two assistants
and should not be read as market-wide.

Do not compare distinct-brand counts across segments. Feeding carries 14 questions against 15 for the others,
and four discovery questions against five. It is the smallest segment at 349 responses — still well above the ten-
question floor, but carrying more sampling noise.

Sub-brands under-count structurally. Where a model names a parent rather than a product line, the line records
nothing. This affects licensed and sub-branded ranges most.

Some near-duplicate entities remain unresolved. Kinderkraft and Kraft are genuinely different companies and
were deliberately kept apart. Civil and Civilim, Huggy and Huggyberry, and Bebbek / Nenny Bebbek / Nenny Baby
were left separate afterinspection but could not be resolved with confidence and may each represent a single
commercial entity.

Visibility is not quality or safety. This report measures only mention and position. It does not assess whethera
brand was described accurately, whether a product meets any safety standard, or whetherarecommendation
was sound. In a category containing car seats and feeding equipment this distinction matters: a scoreisnota
safety signal and not an endorsement.

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

Source-type mixis heuristic. Domain types were auto-classified and should be treated as indicative. Citation
payloads also differ by provider: Gemini’s real source domains are read fromits search-result titles rather thanits
redirect URLs, and Grok returns unusable citation titles, so its domains are taken from URLSs.
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Origin classification involves judgment. Origin follows the trademark, so brands manufactured orlicensedin
Turkey under a foreign mark — Kanz, Carter’s, OshKosh, Pierre Cardin, Bambino — are recorded as foreign. Eight
entities whose trademark country could not be established are excluded from origin shares.

Marketplaces and retailers are included as entities per study scope, and compete differently from direct
brands; §3.2 gives a marketplace-free view and explains why ebebek, which is retailer, marketplace and own-
label brand at once, is keptinit.

Output-length limits and model versions differ and date quickly; findings are specific to the versionsin Chapter 2
as of July 2026.
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FREQUENTLY ASKED QUESTIONS

Frequently asked questions

Which mother and baby brands does Al recommend most in Turkey?

Chiccoleads the generalleaderboard at 85.7, appearing in 30.7% of all answers and ranking as the most-named
brandin four of the five models. Philips Avent (74.6) and The Nest Kids (73.7) follow. But no brand leads everywhere:
The Nest Kids tops clothing, Chicco tops travel gear and Philips Avent tops feeding.

Do Turkish or foreign baby brands get recommended more?

It depends entirely on the question. On the 23 origin-neutral questions, mentions split 54.5% foreign to 45.5%
Turkish, and 21 of the 37 qualified entities are foreign. On the 21 questions that ask specifically for Turkish brands,
Kraft leads and 15 of the 19 qualifiers are Turkish. Turkish brands are strongest in clothing, where they take 21 of 29
qualifying places.

How is the Al Visibility Score calculated?

It combines three parts: how often a brandis mentioned (45%), how early it appears in the answer (30%), and how
many of the five models mentionit (25%). Each partis scaled so the leading brand in each cutreaches 100. A brand
named often butlate can score below a brand named rarely but first, so the three components should be read
together.

Do the five Al assistants agree with each other?

Ontheleading brand, largely yes: Chiccois the most-named entity in four of five models and fourth in the fifth. They
differ sharply on everything else. Grok names about 9.5 brands per answer and GPT-40-mini 4.0, and Grok’s three
most-named entities are all shops rather than brands — Trendyol in 85.4% of its answers, Hepsiburadain 75.3% and
ebebekin 42.5% — while no other model has a marketplace inits top ten.

Where do Al assistants get theirinformation about baby brands?

Almost every answer (99.1%) used a live web search across 484 distinct domains. The most-cited is the specialist
retailer e-bebek.com, named by 29.6% of responses. Brand-owned sites account for 37.4% of citations and
editorial and media for20.6%, so more than a quarter of what the assistants readis content no brand controls.

Does a high score mean a brand is better or safer?

No. The score measures only how often and how prominently a brand is named across the five assistants. It does not
assess quality, safety, certification, price, accuracy or sentiment. Product safety in this category is governed by
standards and certifications, not by visibility, and a score is not an endorsement.
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13.1All 44 questions

All 44 questions used in the study, with their product segment, behavioural type and origin scope. Scope: 21Local

43 / 52

(ask foryerlibrands) and 23 Open (origin-neutral). Distribution: 14 discovery, 15 attribute, 15 use_case; 15 Clothing, 15

Travel & Gear, 14 Feeding.

43

#

10

11

12

13

14

15

16

17

18

19

20

21

22

23

24

25

26

27

Segment
Clothing
Clothing
Clothing
Clothing
Clothing
Travel & Gear
Travel & Gear
Travel & Gear
Travel & Gear
Travel & Gear
Feeding
Feeding
Feeding
Feeding
Clothing
Clothing
Clothing
Clothing
Clothing
Travel & Gear
Travel & Gear
Travel & Gear
Travel & Gear
Travel & Gear
Feeding
Feeding

Feeding

Type
discovery
discovery
discovery
discovery
discovery
discovery
discovery
discovery
discovery
discovery
discovery
discovery
discovery
discovery
attribute
attribute
attribute
attribute
attribute
attribute
attribute
attribute
attribute
attribute
attribute
attribute

attribute

Scope
Open
Local
Open
Local
Open
Open
Local
Open
Local
Open
Open
Local
Open
Local
Open
Local
Open
Local
Open
Open
Local
Open
Local
Open
Open
Local

Open

HERM.IO

Question (Turkish)

Bebek giyiminde hangi markalar gergcekten kaliteli?

iyi bir yerli yenidogan giyim markasi var mi

Organik bebek kiyafetinde hangi markalara bakilir?

Tirk malihastane cikisi seti 6nerir misin

yenidogan kiyafetiicin en ¢ok tercih edilen markalar

Bebek arabasinda hangi markalar gergekten kullanigh?
fiyat performans yerli bebek arabasi 6nerisi

Kabin boy bebek arabasinda hangi markalar iyi?

iyi bir yerli oto koltugu markasi var mi

Travel sistem bebek arabasi alacagim, hangi markalara bakayim?
Eniyi biberon markalarihangileri?

tirk mali biberon markasi énerir misin

Ek gida setlerinde hangi markalar tutuluyor?

iyi bir yerlimama sandalyesi var mi

hassas cilti¢in organik pamuklu bebek kiyafeti hangi marka iyi
yikayinca gekmeyen yerli zibin 6nerisi

terletmeyen yazlik bebek tulumu hangi marka

OEKO-TEX belgeli Tirk malibebek giyim markasi var mi
Yumusak, tiylenmeyen bebek body markasi ariyorum

tek elle kapanan hafif bebek arabasi 6nerisi

i-Size guvenlikli yerli oto koltugu var mi

bozuk yolda rahat giden saglam bebek arabasi hangi marka
kiiclik bagaja sigan yerli kabin boy puset 6nerisi

tam yatabilen ve ¢ift yonll bebek arabasi hangi marka iyi
gazyapmayan biberon hangi marka

BPA icermeyen yerli biberon énerir misin

anne memesine en yakin yumusak u¢lu biberon 6nerisi
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(cont.)
H# Segment Type Scope Question (Turkish)
28 Feeding attribute Local masaya iyi yapigan yerli vakumlu mama tabagi
29 Feeding attribute Local kolay temizlenen yerlimama sandalyesi 6nerir misiniz
30 Clothing use case Open kis bebediicin sicak tutan hastane c¢ikigi seti hangi marka
31 Clothing use case Local yaz bebegiicinince pamuklu yerli tulum dnerir misin
32 Clothing use case Open yenidogan hediyesi igin kaliteli giyim seti hangi marka alinir
33 Clothing use case Local prematire bebek icin kiictik kalipl yerli kiyafet markasi var mi
34 Clothing use case Local ilk Gc ay icin gereksiz pargasi olmayan yerli yenidogan seti ariyorum
35 Travel & Gear use case Open ucak yolculuguigin kabine alinabilen bebek arabasi hangi marka
36 Travel & Gear use case Local toplu tagimada tek bagima kullanabilecegim hafif yerli puset var mi
37 Travel & Gear use case Open ikizbebek arabasinda hangi markalar daha kullanigh
38 Travel & Gear use case Local yenidoganla disari ¢ikarken rahat kullanilan yerli kanguru var mi
39 Travel & Gear use case Local kii¢lik arabali ailelerigin yerli travel sistem 6nerir misiniz
40 Feeding use case Open meme reddi yasayan bebek icin hangi biberon denenebilir
41 Feeding use case Local calisan anne igin sessiz yerli slit sagma makinesi var mi
42 Feeding use case Open BLW’ye yeni baslayan bebek icin tabak kasik seti hangi marka alinir
43 Feeding use case Local disarida yemek yedirmek i¢in tasinabilir yerlimama sandalyesi 6nerisi
44 Feeding use case Open gece beslenmesinde akitmayan biberon hangi marka iyi

13.2 All 226 tracked brands and retailers

All 226 tracked brands and retailers, general cut (1,098 responses). Rate is within the general cut, Models is breadth
(O-5). Entities at or above 5% are marked Ranked; the rest are Tracked. The six marketplaces are excluded from this
index; see 8§3.2. Sorted by mention count.

Brand Origin Type Mentions Rate Models Status

Chicco Foreign Brand 337 30.7% 5 Ranked
Kraft TR Brand 194 17.7% 5 Ranked
Little Gusto TR Brand 178 16.2% B Ranked
Maxi-Cosi Foreign Brand 165 15.0% 5 Ranked
Kanz Foreign Licensed 159 14.5% 5 Ranked
Joie Foreign Brand 157 14.3% 5 Ranked
Prego TR Brand 155 14.1% B Ranked
ebebek TR Retailer 154 14.0% 5 Ranked
The Nest Kids TR Brand 149 13.6% b Ranked
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(cont.)

Mentions Models Status
TinyLamb TR Brand 149 13.6% 5 Ranked
Lansinoh Foreign Brand 148 13.5% 5 Ranked
Philips Avent Foreign Brand 147 13.4% 5 Ranked
LC Waikiki TR Brand+Ret. 122 11.1% 5 Ranked
Cybex Foreign Brand 118 10.8% 5 Ranked
Inglesina Foreign Brand 116 10.6% 5 Ranked
Mamajoo TR Brand 110 10.0% 5 Ranked
Dr. Brown's Foreign Brand 93 8.5% 5 Ranked
Baby Plus TR Brand 88 8.0% 5 Ranked
Bugaboo Foreign Brand 85 7.7% 5 Ranked
Carter's Foreign Licensed 81 7.4% 5 Ranked
Kitikate TR Brand 80 7.3% 5 Ranked
Wee Baby TR Brand 75 6.8% 5 Ranked
Tommee Tippee Foreign Brand 71 6.5% 5) Ranked
Civil TR Brand 64 5.8% 5 Ranked
NUK Foreign Brand 58 5.3% 5 Ranked
Elele TR Brand 57 5.2% 5 Ranked
Bagi TR Brand 55 5.0% 5 Ranked
Yoyko TR Brand 55 5.0% 5 Ranked
Babyhope TR Brand 51 4.6% 5 Tracked
Panco TR Brand 51 4.6% 5 Tracked
Medela Foreign Brand 50 4.5% 5 Tracked
Biorganic TR Brand 47 4.3% 5 Tracked
Anex Foreign Brand 47 4.3% 5 Tracked
Mamas & Papas Foreign Brand 47 4.3% 5 Tracked
Pilsan TR Brand 46 4.2% 5 Tracked
Pierre Cardin Foreign Licensed 44 4.0% 5 Tracked
Baby2go TR Brand 42 3.8% 5 Tracked
QOiOi TR Brand 41 3.7% 5 Tracked
Bambino Foreign Licensed 40 3.6% 4 Tracked
OshKosh Foreign Licensed 39 3.5% 5 Tracked
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(cont.)
Brand
Cigit

gb

Marks & Spencer

idilbaby & Mamino

Organickid
Stokke
Bebedor
Koton
Tommybaby
GAP
Bebbek
Lolly Babies
BabyMall
Babyzen
Comotomo
OG Natural
Naynes
Civilim
Minimus
UPPAbaby
Babyjem
Mothercare
Nuna

Esas Tekstil
Baby Jogger
Joolz

Andy
Organicera
Nenny Bebbek
Minimono

IKEA
46

Origin

Foreign

Foreign

Foreign

TR

TR

Foreign

TR

TR

TR

Foreign

TR

TR

TR

Foreign

Foreign

TR

TR

TR

TR

Foreign

TR

Foreign

Foreign

TR

Foreign

Foreign

TR

TR

TR

TR

Foreign

Type

Brand
Brand
Brand
Brand+Ret.
Brand
Brand
Brand
Brand+Ret.
Brand+Ret.
Brand
Brand
Brand+Ret.
Retailer
Brand
Brand
Brand
Brand
Brand
Brand
Brand
Brand
Brand+Ret.
Brand
Brand
Brand
Brand
Brand
Brand
Brand
Brand

Brand+Ret.

HERM.IO

Mentions

39

38

36

36

34

33

32

32

31

31

31

31

29

28

26

25

24

24

24

24

23

23

23

22

21

19

19

18

18

17

17

46 [ 52

Rate Models Status

3.5% 3 Tracked
3.5% 5 Tracked
3.3% 5 Tracked
3.3% 4 Tracked
3.1% 3 Tracked
3.0% 5 Tracked
2.9% 5 Tracked
2.9% 5 Tracked
2.8% 5 Tracked
2.8% 5 Tracked
2.8% 4 Tracked
2.8% 3 Tracked
2.6% 5 Tracked
2.5% 4 Tracked
2.4% 5 Tracked
2.3% 5 Tracked
2.2% 3 Tracked
2.2% 5 Tracked
2.2% 3 Tracked
2.2% 2 Tracked
2.1% 5 Tracked
2.1% 3 Tracked
2.1% 3 Tracked
2.0% 5 Tracked
1.9% 5 Tracked
1.7% 2 Tracked
1.7% 2 Tracked
1.6% 5 Tracked
1.6% 3 Tracked
1.6% 5 Tracked
1.6% 5 Tracked
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(cont.)

Brand Origin Type Mentions RE] Models Status

MAM Foreign Brand 17 1.6% 5 Tracked
Sunny Baby TR Brand 17 1.6% Y Tracked
Atelier Babbi TR Brand 16 1.5% 5 Tracked
Uni Baby TR Brand 16 1.5% 4 Tracked
Silver Cross Foreign Brand 16 1.5% 5 Tracked
KidZee TR Brand 16 1.5% Y Tracked
H&M Foreign Brand+Ret. 16 1.5% 5 Tracked
WALLABY TR Brand 15 1.4% 5 Tracked
Mayu Babys TR Brand 15 1.4% 5 Tracked
BerenKids TR Brand 15 1.4% 4 Tracked
Beymen TR Brand+Ret. 15 1.4% 5 Tracked
Okie Dokie Foreign Brand 15 1.4% 5 Tracked
Burt's Bees Baby Foreign Brand 15 1.4% 1 Tracked
Eynbaby Unknown Brand 14 1.3% 9 Tracked
Silversun TR Brand 14 1.3% 4 Tracked
Doona Foreign Brand 14 1.3% 4 Tracked
Mamalove TR Brand 14 1.3% 5 Tracked
Suavinex Foreign Brand 14 1.3% 4 Tracked
Little Yucca TR Brand 14 1.3% 5 Tracked
Hanna Andersson Foreign Brand 14 1.3% 1 Tracked
Welcome Baby TR Brand 13 1.2% 5 Tracked
Pacco Baby TR Brand 13 1.2% 5 Tracked
Kapbula TR Brand+Ret. 12 1.1% 5 Tracked
Huggy TR Brand 12 1.1% B Tracked
Kinderkraft Foreign Brand 12 1.1% 5 Tracked
Neko Slings TR Brand 12 1.1% Y Tracked
AzizBebe TR Brand 12 1.1% 2 Tracked
Peg Perego Foreign Brand 12 1.1% 9 Tracked
Easywalker Foreign Brand 12 1.1% 3 Tracked
Vip Bebek TR Brand 11 1.0% 4 Tracked
Tiffanv TR Brand 11 1.0% Y Tracked
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(cont.)
Mentions Models Status
OverOz TR Brand 11 1.0% 4 Tracked
M&S Foreign Brand 11 1.0% 5 Tracked
Tum Tum Foreign Brand 11 1.0% 3 Tracked
Babytoly Foreign Brand 11 1.0% 5 Tracked
Beyorganik TR Brand 11 1.0% 3 Tracked
HelloBaby TR Brand 11 1.0% 4 Tracked
Renolux Foreign Brand 11 1.0% 3 Tracked
Chakra TR Brand+Ret. 11 1.0% 3 Tracked
Boumini TR Brand 10 0.9% 3 Tracked
Fabcio TR Brand 10 0.9% 3 Tracked
Can Baby TR Brand 10 0.9% 4 Tracked
Baby Care TR Brand 10 0.9% 3 Tracked
Veksora TR Brand 10 0.9% 2 Tracked
Gezenbebe TR Brand 10 0.9% 2 Tracked
Thule Foreign Brand 10 0.9% 2 Tracked
Britax Foreign Brand 10 0.9% 3 Tracked
Hamilton Foreign Brand 10 0.9% 3 Tracked
Zara Foreign Brand 10 0.9% 2 Tracked
Mooma TR Brand+Ret. 10 0.9% 2 Tracked
Sarebaby TR Brand 9 0.8% 3 Tracked
VZN TR Brand 9 0.8% 3 Tracked
Joell TR Brand 9 0.8% 5 Tracked
Bebebao Unknown Brand 9 0.8% 4 Tracked
BeyzBaby TR Brand+Ret. 9 0.8% 3 Tracked
SeviBebe TR Brand 9 0.8% 3 Tracked
Huggyberry TR Brand 9 0.8% 3 Tracked
Caramell Unknown Brand 9 0.8% 3 Tracked
Mima Foreign Brand 9 0.8% 3 Tracked
Evenflo Foreign Brand 9 0.8% 2 Tracked
Huma Bebe TR Brand 8 0.7% 3 Tracked
Owli TR Brand 8 0.7% 3 Tracked
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(cont.)
Mentions Models Status
Solomombaby TR Brand 8 0.7% 5 Tracked
Kubbe Baby TR Brand+Ret. 8 0.7% Y Tracked
Birlik Dig Ticaret TR Brand 8 0.7% 2 Tracked
Orfeo TR Brand 8 0.7% 1 Tracked
Colored Organics Foreign Brand 8 0.7% 1 Tracked
Baby Clime TR Brand 7 0.6% 4 Tracked
Meleni Baby TR Brand 7 0.6% 5 Tracked
Sweet Baby TR Brand 7 0.6% 9 Tracked
Wefood TR Brand 7 0.6% 5 Tracked
Babylone TR Brand+Ret. 7 0.6% 2 Tracked
Bebegold TR Brand 7 0.6% 2 Tracked
JrLittle Baby TR Brand 7 0.6% 2 Tracked
Vitmobaby TR Brand 7 0.6% 2 Tracked
Biokent TR Brand 7 0.6% 2 Tracked
Maiyko TR Brand 6 0.6% 4 Tracked
Babalinbaby TR Brand 6 0.6% Y Tracked
Minycenter TR Retailer 6 0.6% 4 Tracked
Diamond Baby TR Brand 6 0.6% 2 Tracked
Mochi TR Brand+Ret. 6 0.6% 2 Tracked
Baby Home TR Brand 6 0.6% 2 Tracked
BOB Foreign Brand 6 0.6% 1 Tracked
Mountain Buggy Foreign Brand 6 0.6% 2 Tracked
Soul Kitchen TR Brand 6 0.6% 2 Tracked
B&G Store TR Retailer 6 0.6% 2 Tracked
Lorelli Foreign Brand 6 0.6% 2 Tracked
Gerber Foreign Brand 6 0.6% 2 Tracked
Ege Bebek TR Brand 6 0.6% 1 Tracked
Benetton Foreign Brand+Ret. 6 0.6% 1 Tracked
Mamatoyz TR Brand 5 0.5% 2 Tracked
Nenny Baby TR Brand 5 0.5% 2 Tracked
Spectra Foreign Brand 5 0.5% 5 Tracked
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(cont.)
Mentions Models Status
Mamadusbaby TR Brand 5 0.5% 3 Tracked
Organibebe TR Retailer 5 0.5% 3 Tracked
Maclaren Foreign Brand 5 0.5% 4 Tracked
Joker TR Retailer 5 0.5% 4 Tracked
Hipp Foreign Brand 5| 0.5% 3 Tracked
Tot's And More TR Brand+Ret. 5 0.5% 3 Tracked
Hooyo TR Brand 5 0.5% 1 Tracked
Jimmybaby Unknown Brand 5 0.5% 2 Tracked
Schafer Foreign Brand+Ret. 5 0.5% 1 Tracked
Alkapida Unknown Brand 5 0.5% 2 Tracked
Roosac TR Brand+Ret. 5 0.5% 2 Tracked
Belladuri TR Brand+Ret. 5 0.5% 2 Tracked
Wellgro TR Brand+Ret. 5 0.5% 2 Tracked
SmarTrike Foreign Brand 5 0.5% 1 Tracked
BurdaBebek A.S. TR Brand 5| 0.5% 1 Tracked
Ozer Tekstilimalat TR Brand+Ret. 5 0.5% 1 Tracked
Blumi Kids TR Brand 5 0.5% 1 Tracked
Kyte Baby Foreign Brand 5 0.5% 1 Tracked
Hafy Baby TR Brand 4 0.4% 2 Tracked
Bumkins Foreign Brand 4 0.4% 2 Tracked
Madrenino TR Retailer 4 0.4% 3 Tracked
BeSafe Foreign Brand 4 0.4% 3 Tracked
Avanchy Foreign Brand 4 0.4% 2 Tracked
Graco Foreign Brand 4 0.4% 3 Tracked
The Babiest Unknown Brand+Ret. 4 0.4% 2 Tracked
Phoca TR Brand 4 0.4% 3 Tracked
Arnetta TR Brand 4 0.4% 2 Tracked
Deux Lapins TR Brand 4 0.4% 2 Tracked
Aldeba TR Brand 4 0.4% 2 Tracked
Soul Kitchen Organik TR Brand 4 0.4% 2 Tracked
Mimiiumi Foreign Brand 4 0.4% 2 Tracked
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(cont.)
Brand
Quinny
Beneto
Defacto
MiniBorn
ABC Design
Bebesso
Bubito
Hanymish
Kate Quinn
Doddl
4Baby
Mushie
Bubbico
Organik Bahge
Morelish
Bamoola
Pigeon
Bebegen
Las Vivas
OG Store
BM Care
Arikan Plastik
Babysoft
Bebitof
Zezig
Bebetto
Orbit Baby
Botti
BabyGiz
Naturpy

Humm Oraanic
51

Origin

Foreign

TR

TR

TR

Foreign

TR

TR

TR

Foreign

Foreign

TR

Foreign

Unknown

TR

TR

TR

Foreign

TR

TR

TR

Unknown

TR

TR

TR

TR

TR

Foreign

TR

TR

TR

TR

Type
Brand

Brand

Brand+Ret.

Brand

Brand

Brand

Brand

Brand

Brand+Ret.

Brand

Brand

Brand

Brand

Brand

Brand

Brand

Brand

Brand+Ret.

Brand

Brand+Ret.

Brand

Brand

Brand

Brand+Ret.

Brand+Ret.

Brand

Brand

Retailer

Brand

Brand

Brand
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Mentions Rate Models Status
4 0.4% 2 Tracked
4 0.4% 2 Tracked
4 0.4% 1 Tracked
4 0.4% 2 Tracked
4 0.4% 2 Tracked
4 0.4% 1 Tracked
4 0.4% 2 Tracked
4 0.4% 1 Tracked
4 0.4% 1 Tracked
3] 0.3% 3 Tracked
5] 0.3% 2 Tracked
3] 0.3% 1 Tracked
5] 0.3% 2 Tracked
3] 0.3% 3 Tracked
5] 0.3% 2 Tracked
3] 0.3% 2 Tracked
5] 0.3% 2 Tracked
3] 0.3% 2 Tracked
5] 0.3% 2 Tracked
3] 0.3% 2 Tracked
5] 0.3% 1 Tracked
3] 0.3% 2 Tracked
5] 0.3% 2 Tracked
3] 0.3% 2 Tracked
5] 0.3% 1 Tracked
3] 0.3% 2 Tracked
5] 0.3% 1 Tracked
3] 0.3% 2 Tracked
5] 0.3% 1 Tracked
3] 0.3% 1 Tracked
5] 0.3% 1 Tracked
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13.3 Data availability

The study tracked 233 entities, of which 226 are brands and retailers and 6 are marketplaces; 30 cleared the 5%
threshold in the general cut, with 19 qualifying in the local cut and 37 in the open cut. To support scrutiny and
reproduction, the underlying datais available on request: response-level brand mentions, all nine qualified
leaderboards, full unfiltered entity metrics, per-model and per-question-type breakdowns, the open-market
breakdown, the full 484-domain source list, and the methodology and data dictionary.

All figuresrefiect a single point-in-time run (26 July 2026) and are subject to the limitations in Chapter12. Thisis the
first (baseline) measurement; the study will be repeated quarterly.

13.4 About Herm.io & disclosure

Herm.io is a consumer-behaviour and marketing-data company. We study how people discover and choose brands
so that brands canreach the right customers. Thisreport is part of our public research and is a recurring quarterly

study.

DISCLOSURE & NEUTRALITY

No brand paid to be included, ranked, or described, and abrand’s score is not an endorsement or ajudgment of its
quality or safety; itis a 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

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