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KEY FINDINGS

Ataglance

This report reproduces the real Turkish-language questions people ask Al assistants about cat food,
dogfood, litter, grooming and pet equipment, and measures how often, in what order, and across how
many models five large language models name each tracked entity. Itis the first (baseline) edition of a
quarterly series.

0 Reflex leads the general leaderboard with an 87.92 score, appearingin 25.53% of all 1,124 responses — 287
answers — and named by all five models. Royal Canin (82.60) and Felicia (68.52) follow. Of 225 tracked
entities, 28 cleared the 5% mention threshold.

e This market has two separate shelves. On the 22 questions that ask for Turkish brands, 24 of 25 qualifiers are
Turkish, not a single foreign brand clears the threshold, and Turkish entities take 98.39% of qualifier mentions.
Onthe 23 origin-neutral questions, 18 of 30 qualifiers are foreign, foreign entities take 66.21% of qualifier
mentions, and the entire top sevenis foreign.

The divide runs along product lines, not just origin. Foreign brands dominate premium dry food and
specialist litter/grooming — Royal Canin, Farmina, Acana, Science Plan, Orijen, Ever Clean, Furminator. Turkish
entities lead Litter & Grooming and Equipment & Accessories, while domestic brands remain visible in
everyday food: VanCat and Proline lead Litter & Grooming, and Xenon Smart leads Equipment & Accessories.

Four cuts produce four different leaders: Royal Caninin Pet Food, Xenon Smart in Equipment & Accessories,
VanCatin Litter & Grooming, and Reflexin the general, local and Cross-category cuts. Reflexis the only entity
rankedin all ten cuts.

Retailers, not brands, are where the models learn. Retailer sites account for 33.04% of citations against
15.49% for brand-owned sites, and petlebi.com aloneiis cited by 280 responses — 24.91% of the study. The

models grounded 88.61% of answers, but Gemini grounded only 43.3% of its own.

SCOPE & METHOD

Vertical: pet products (evcil hayvan Urtinleri), Turkey. Method: a single point-in-time study of 1,124 responses across five
large language models (Claude Haiku 4.5, Gemini 3.6 Flash, ChatGPT 5.6 Luna Pro, Perplexity Sonar, Grok 4.3), each
asked 45 Turkish-language questions five times. Collection window: 28 August 2026. Edition 1(baseline) of a quarterly
series.

HOW TO READ THIS REPORT — VISIBILITY IS NOT QUALITY

Every number here measures whether an Al assistant names a tracked entity, and how early. It does not measure whether
the food is nutritionally sound, whether the litter clumps, whether the price is fair, or whether the recommendation was
appropriate fora particular animal. Abrand can be highly visible and mediocre, or excellent and invisible. Read the
leaderboards as a map of findability in a new discovery channel — nothing more. Nothing in thisreportis veterinary
advice.

Key terms: Al visibility, Al Visibility Score, pet products, evcil hayvan Grnleri, kedi mamasi, kdpek mamasi, kedi kumu,
su pinari, Turkish (yerli) pet brands, LLM brand recommendations, ChatGPT/Gemini/Claude/Perplexity/Grok brand

recommendation, Generative Engine Optimization (GEO).
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Executive Summary

Reflex leads Turkey’s pet shelf overall, but the market splits

cleanly intwo — the local cut has no foreign qualifier, while the
origin-neutral cutis foreign-led, especially by imported
premium food and specialist litter/grooming.
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SECTION 01

Executive summary

ONE-SENTENCE TAKEAWAY

Reflex leads Turkey’s pet shelf overall, but the market splits cleanly in two — the local cut has no foreign
qualifier, while the origin-neutral cut is foreign-led, especially by imported premium food and specialist
litter/grooming.

Reflex leads decisively. It tops the general leaderboard at 87.92, appearing in 25.53% of all 1,124 responses —
287 answers — and named by all five models. Royal Canin (82.60, 15.66%) and Felicia (68.52,15.30%) follow, with
Trendyol (68.18) and VanCat (63.98) completing the top five.

28 entities qualified for the general ranking. Of 225 tracked entities, 28 cleared the 5% mention threshold across
all 45 questions: 18 Turkish and 10 foreign. Their average scoreis 56.58, and 24 of the 28 are named by all five
models.

The origin clause changes the market, not just the emphasis. On the 22 questions that explicitly ask for yerli
brands, not one foreign entity qualifies and Turkish entities take 98.39% of qualifier mentions. On the 23 origin-
neutral questions, 18 of the 30 qualifiers are foreign, foreign entities take 66.21% of qualifier mentions, and the
top seven — Royal Canin, Farmina, Acana, Science Plan, Ever Clean, Furminator, Orijen — are all foreign before
Reflex appears at #8.

The split follows product categories. Of the 18 foreign qualifiers in the origin-neutral cut, seven are dry food and
four are litter or grooming. Turkish brands take the top two placesin Litter & Grooming (VanCat 87.05, Proline
85.48), while Turkish entities take the top three in Equipment & Accessories (Xenon Smart 82.02, Trendyol 76.56,
Catrevi75.07) — with Trendyol a marketplace rather than a brand. Premium imported nutrition is where domestic
visibility thins.

Four cuts, four leaders. Royal Caninleads Pet Food at 91.15 despite being outnamed by Reflex on volume
(34.59% against 43.06%); Xenon Smart leads Equipment & Accessories; VanCat leads Litter & Grooming at a
41.07% mention rate; and Reflexleads the general, local and Cross-category cuts. Reflexis the only entity to rank
inall ten cuts.

The models differ more in how much they say thanin whom they name. Grok produces 10.02 tracked-entity
mentions per answer against ChatGPT’s 2.42, and itis the only model that neverreturned an answer without a
tracked entity init. Reflexis the most-named entity for three of the five models; Claude puts Royal Canin first, and
Grok answers with marketplaces — Trendyolin 72.0% of its answers, ahead of any brand.

One model barely searched. Overall 88.61% of answers were web-grounded, but that average conceals a split:
Claude, Perplexity and Grok grounded 100% of their answers and ChatGPT 99.56%, while Gemini grounded only
43.3%.127 of the 128 ungrounded responses in the entire study are Gemini’s, which makes a within-model
search-versus-memory comparison possible (Chapter 6).

Sources are retailer-led. Retailer sites account for 33.04% of citations against 19.39% “other”,17.50% editorial,
15.49% brand-owned, 7.02% forum/social and 6.91% marketplace. Petlebi’s main domainis cited by 280
responses, while its community subdomainis cited by 103 responses; those response sets may overlap.
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Why it matters

Shoppers are shifting discovery from search engines and marketplaces to Al assistants. Independent survey work
suggests roughly fourin ten Turkish internet users were using ChatGPT monthly in mid-2025 (GWI), while TUIK’s first
measurement of the subject put self-reported generative-Al use at 19.2% of people aged 16-74in 2025 — different
definitions, bothindicating a channel that now exists at scale.

Pet productsis arepeat-purchase category with an unusually engaged and research-driven customer base, and this
edition asks a narrow question about it: when someone asks an assistant in Turkish which food, litter or water fountain
to buy, whose name comes back. Thisis the first (baseline) snapshot of that shelf. One reminder: the numbers
describe visibility and information availability, not which brands are best.
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SECTION 02

Methodology

Five large language models were asked 45 Turkish questions
five times each, with no system prompt, producing 1,125
responses of which 1,124 were analysed; entities were
discovered from the answers themselves, human-reviewed,
and ranked with a three-component (45/30/25) score
computed separately within each of ten cuts.
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SECTION 02

Methodology

ONE-SENTENCE TAKEAWAY

Five large language models were asked 45 Turkish questions five times each, with no system prompt,
producing 1,125 responses of which 1,124 were analysed. Entities were discovered from the answers
themselves, human-reviewed, and ranked with a three-component (45/30/25) score computed
separately within each of ten cuts.

2.1Scope and models

The study queried five large language models directly via APl with identical questions. Allmodels 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 models infer the Turkish market from

language alone.

TABLE 061 - MODELS QUERIED grounding behaviour
APl name Resp. Web-grounded Domains / grounded answer
Claude Haiku 4.5 anthropic/claude-haiku-4.5 225 100.00% 4.56
Gemini 3.6 Flash gemini-3.6-flash 224 43.30% 7.58
ChatGPT 5.6 LunaPro openai/gpt-5.6-luna-pro 225 99.56% 2.81
Perplexity Sonar perplexity/sonar 225 100.00% 11.87
Grok4.3 x-ai/grok-4.3 225 100.00% 5.22

Scale: 45 questions x 5 repeats x 5 models = 1,125 responses. Every cell of the grid existed exactly once, withno
duplicates and no errors. One response — Gemini’s, on a Turkish-brand litter question — returned a completed
status with an empty body and was excluded from every denominator, which is why Gemini’s per-model
denominatoris 224 against 225 for the other four models. That leaves 1,124 responses analysed, of which 1,063
named at least one tracked entity; 61 named none. Single collection window, 28 August 2026.

Denominators are computed per question-and-model cell, never as questions x models x repeats. Every published
rate in thisreportis stated against the denominator of its own cut.

2.2 Web-search configuration

No model was instructed to search or not to search. Each was left to its own default behaviour, and whether it
retrieved live web content was recorded perresponse rather than assumed. Across the study, 996 of 1,124
responses (88.61%) carried citations or search results.

That average is not evenly distributed. Claude Haiku, Perplexity Sonar and Grok grounded every answer, ChatGPT 5.6
Luna Pro grounded all but one, and Gemini 3.6 Flash grounded 97 of its 224 answers (43.3%). Gemini’s remaining
127 answers were produced from what the model already knew. Its visibility figures therefore reflect parametric
memory more than current web content, and should not be read as equivalent to the otherfour. Chapter 6 examines
what changes when it searches.
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CITATION HANDLING

Two providers returned citations in awkward shapes and were handled separately: Geminireturned redirect URIs for all of
its references, soits cited domains were read from the search-result titles, and Grok returned citation titles as bare
numerals, so its domains were read from the URL.

2.3 Questions and the ten cuts

The 45 questions are real Turkish-language phrasings of the kind people type into an assistant — “eniyi kedi kumu
hangisi”, “kedim kisirlasti, hangi mama markasina gegeyim?”— rather than survey items. No question was rewritten for
this edition. Each carries three tags:

Scope: 22 questions explicitly ask for Turkish or yerlibrands; 23 place no origin restriction.

Question type: 15 discovery (“which brands are good”), 15 attribute (“low-dust, good-clumping litter”), 15 use
case (“my cat has been neutered, which food should | switch to”).

Segment: Pet Food (17), Equipment & Accessories (16), Litter & Grooming (9), Cross-category (3).

Because a single ranking would hide more than it shows, entities are ranked in ten separate cuts. Every cut has

exactly one denominator, and scores are scaled within the cut:

TABLE 02 - THE TEN CUTS each sums to 1,124

Questions Responses Qualified entities
General — all questions 45 1,124 28
Local — asks for Turkish brands 2.2 549 25
Open — origin-neutral 23 575 30
Segment: Pet Food 17 425 30
Segment: Equipment & Accessories 16 400 20
Segment: Litter & Grooming 9 224 28
Segment: Cross-category 3 75 51!
Question type: discovery 15 375 44
Question type: attribute 15 375 23
Question type: use case 15 374 28

DESIGN BALANCE

Globally the designis even: 22 local against 23 open, and 15 questions of each type. Within segmentsitis not, and
this constrains what can be compared.

TABLE 03 - QUESTION DISTRIBUTION BY SEGMENT 45 questions
Segment Questions Local Open Discovery Attribute Use case
PetFood 17 8 9 4 5 8
Equipment & Accessories 16 8 8 5 6 5
Litter & Grooming 9 4 5 4 4 1
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(cont.)
Segment Questions Local Open Discovery Attribute Use case
Cross-category 3 2 il 2 0 1

Litter & Grooming carries a single use-case question; Cross-category carries no attribute question. Because of that
imbalance, the number of distinct entities qualifying in one segment should not be compared with another. Segment
leaderboards are read individually, not against each other.

2.4 Entity discovery, resolution and classification

No entity list was supplied in advance. Entities were discovered from the responses themselves: 22,943 raw
candidate n-grams were reduced to 1,070 above a three-response floor by a stoplist and a lowercase-usage test,
thenrooted to collapse fragments and product-line variants. All 1,070 were reviewed by hand — 245 keep, 820
drop, 5 merge — and sub-brands whose parent was also in the study were merged into the parent. The final
dictionary holds 225 entities, producing 5,713 tracked-entity mentions across 1,063 responses. No entity in the
dictionary finished with zero matches.

Matchingis alias-based and word-boundary anchored, applied to URL-stripped text so that alink target cannot
inflate an entity’s count, and folded with an explicit Turkish translation table. Turkish suffixes attached with an
apostrophe are matched; suffixes attached directly without one are not, which undercounts slightly and never
overcounts.

Fourresolution decisions are worth stating plainly, because each one moved the tables:

Turkish case folding. Nine entity pairs had splitinto dotted and dotless variants — PETKITfolds to petkitunder
Turkishrules and had separated from Petkit with zero overlap between the two response sets. All nine were

folded. The same passrecovered Pro Line, which had been dropped on 9 responses while Proline was kept.

A name collision between two companies. Championcovers a Turkish brand and Canadian Champion Petfoods,
the parent of Acana and Orijen. Of the 74 responses using the word, 14 said “Champion Petfoods” and 3 used the
bare word alongside Acana or Orijen. The entity was split at the matcherlevel, so both appear separately in this
report and rank on different shelves: Turkish Champion qualifies in the local cut, Champion Petfoods only in the
origin-neutral one.

A merge target that was not yet an entity. Hurleyhad been mergedinto “West Paw”, which had never been kept
inits ownright. West Paw was promoted to a canonical entity inheriting West, Hurley and Zogofiex.

Split entities detected by identical response sets. Fakirand PetPardappearedin exactly the same 18 responses,
a signature of one brand recorded twice. They were merged, along with three lower-count pairs.

As abackstop, every domain cited by 100 or more responses was checked against the dictionary once forum and

editorial sources were excluded. No top-tier entity was missing.

CLASSIFICATION

Each entity carries an origin, a type and a scope fit. Origin follows the trademark, not the operator: a foreign mark run
under Turkish licence is Foreign. Where the trademark owner could not be verified — typically marketplace-native
brands with no corporate registration trail — the entity is marked Unknown, kept in every table, and excluded from

origin shares. 18 entities are in that position, and none of them qualifies in the general cut.

Entity types are Brand, Sub-brand, Licensed-brand, Retailer, Brand+Retailer and Marketplace. Scope fit marks
whether an entity is core to pet products (201 entities) or adjacent to it (24) — Xiaomi, forinstance, sells pet water
fountains butis not a pet company.
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2.5 Al Visibility Score (0-100)

Three things matter for visibility: how often an entity is named, how early it appears, and how many models nameit.
The score combines all three.

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

TABLE 04 - SCORE COMPONENTS weights

Component Weight What it measures

Menti o Share of the cut’s responses that name the entity at least once. An entity counts once perresponse,
ention 45% g :
however many times it appears.

Position 30% Meanreciprocal rank of the first mention — how early in the answer the entity shows up.

Breadth 25% How many of the five models name the entity at all.

Each componentis scaled withinits cut against the highest qualifying value in that cut, so 100 means “the best in this
cut”, not “perfect”. An entity qualifies for aleaderboard whenits mention rate reaches 5% within that cut.

WORKED EXAMPLE - REFLEX, GENERAL CUT

Reflexwas namedin 287 of 1,124 responses, a mention rate of 25.53%, which s the highestin the cut, soits mention
componentis100.0. Its MRRis 0.4814 against the cut maximum of 0.8058 (held by Royal Canin), giving a position
component of 59.74. It appearsin all five models, soits breadth componentis 100.0. The composite is 0.45(100.0) +
0.30(59.74) + 0.25(100.0) = 87.92.

The leaderdoes notreach 100 because no single entity tops all three components — that is the expected behaviour
of component scaling, not a defect. Because the maxima come from qualified entities only, an unqualified entity can
exceed 100 on anindividual component: 61 of the 1,119 unqualified rows do. They are reported, never clipped.

SCORES CANNOT BE COMPARED ACROSS CUTS
A score of 80 in the general cut and a score of 80 in Litter & Grooming are different absolute quantities,

because eachis scaled against a different leader. Comparisons across cuts must use the raw layer —
mentionrate, MRR and breadth — which s carried on every table in this report for exactly that reason.

2.6 Reading origin figures

Because 22 of the 45 questions constrain the answer to Turkish brands, the general cutis structurally biased toward
domestic entities. Originis therefore analysed on the open cut only, with the local figure stated alongside it every
time. Chapter 8 does this in full; nowhere in this report is a Turkish-versus-foreign claim made on the general cut
alone.

2.7 Neutrality and self-exclusion

This is aneutral market-wide study with no focus brand and no client. Herm.io has no commercial relationship with
any entity ranked here, and all citations to Herm.io’s own domains were excluded before analysis. Marketplaces are
ranked where the models name them as answers, because that is how the answers actually read; every leaderboard
also has a marketplace-excluded variant that removes them.
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SECTION 03

Overall Visibility
Leaderboards

Reflex leads the general and local cuts, but the opencutisa
different market with a different leader — the three headline
cuts do not tell the same story.
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SECTION 03

Overall visibility leaderboards

ONE-SENTENCE TAKEAWAY

Reflexleads the general and local cuts, but the open cut is a different market with a different leader —
the three headline cuts do not tell the same story.

As areminder, these rank visibility, not product quality, nutrition, safety or value.

3.1General leaderboard: 28 qualified entities

TABLE 05 - GENERAL CUT 45 questions - 1,124 responses

H# Entity Origin Mention MRR Al Score

1 Reflex TR 25.53% 0.4814 87.92
2 Royal Canin Foreign 15.66% 0.8058 82.60
8 Felicia TR 15.30% 0.4447 68.52
4 Trendyol TR 18.59% 0.2796 68.18
5 VanCat TR 9.88% 0.5796 63.98
6 Farmina Foreign 13.61% 0.3855 63.34
7 Proline TR 13.61% 0.3648 62.57
8 Catrevi TR 7.21% 0.6577 62.19
9 Xenon Smart TR 8.01% 0.5747 60.51
10 Ever Clean Foreign 5.52% 0.6760 59.89
11 Acana Foreign 10.05% 0.4273 58.62
12 Mystic TR 10.41% 0.5273 HI7E9.8
13 Science Plan Foreign 8.54% 0.4667 57.43
14 Hepsiburada TR 16.64% 0.2074 57.04
15 KONG Foreign 5.07% 025717 55:22
16 Orijen Foreign 8.27% 0.3788 53.68
17 BonaCibo TR 12.54% 0.3667 50.76
18 Ferplast Foreign 5.34% 0.4166 49.92
19 Enjoy TR 5.69% 0.3852 49.37
20 LaVital TR 9.07% 0.2156 49.02
2l Sacchi TR 7.47% 0.2898 48.96
22 Pro Choice TR 8.54% 0.2335 48.75
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(cont.)
H# Entity Origin Mention MRR Al Score
23 Brit Care Foreign 7.74% 0.2620 48.40
24 Trixie Foreign 5.34% 0.3432 47.19
25 Sandy TR 5.60% 0.3273 47.06
26 Goody TR 7.30% 0.2361 46.65
2 Champion TR 5.07% 0.3033 45.23
28 Spectrum TR 5.16% 0.2469 33.29

THE QUALIFIED FIELD

Average score of the 28 qualified entities: 56.58. Origin split: 18 Turkish, 10 foreign.

CHART 01 - AI VISIBILITY SCORE, QUALIFIED ENTITIES (GENERAL CUT)

Reflex 87.92
Royal Canin [ . 82.60
e | 68.52
Trendyo! [N 68.18
vancat [N 63.98
Farmina [ N R 63.34
protine [ NG 62.57
catrevi (NG 62.19
xenonSmart [ N 60.51
EverClean [N 59.89
Acana [HININEGIGININININININGEGE 58.62
mystic [ NG 57.98
Science Plan [ NN 57.43
Hepsiburada [N 57.04
(oj\fed | 55,22
orijen [ INEGEEEE 53.68
BonaCibo NN 50.76
Ferplast [ N 49.92
enjoy NG 49.37
Lavital [ 49.02
sacchi [ HNNEGEEE 48.96
proChoice [ NNEGEEEEE 48.75
BritCare [ NG 48.40
Trixie [ N GG 47.19
sancdy [N 47.06
Goody [HINNENEGEEEEEEE 46.65
champion [ NNEGEEEEEEE 45.23
spectrum NN 33.29
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READING

Reflex tops the table at 87.92, namedin 25.53% of answers — 287 of 1,124 — by all five models, and it leads on volume
by a clearmargin: Trendyol at 18.59% is the only other entity above 17%. Royal Caninis second on a much lower
mentionrate (15.66%) but the highest position score in the cut: whenitis named, it is named early, with an MRR of
0.8058 against Reflex’s 0.4814. These are two different kinds of visibility, and the score deliberately rewards both.

24 of the 28 qualified entities are seen by all five models. The four exceptions are Mystic and Hepsiburada on four

models each, and BonaCibo and Spectrum on three.

Two marketplaces rank in the top fifteen. Trendyol at #4 and Hepsiburada at #14 are not brands; they are where the
models send people to buy. They are kept in the headline ranking because that is how the answersread, and §3.3
shows the table without them. Chapter 5 shows how much of their position comes from a single model.

The foreign entries cluster. Six of the ten foreign qualifiers are dry food — Royal Canin, Farmina, Acana, Science Plan,
Orijen and Brit Care — and the sub-brands among them (Science Plan under Hill’s, Brit Care under Brit) are named by
the models more often than their parents are. Ever Clean at #10 is litter, and KONG, Ferplast and Trixie are
equipment. There is no foreign equivalent of Reflexin this data: no foreign brand spans categories the way the
domestic leader does.

3.2 The same cut, ranked by mentionrate

Identical data, ranked by volume alone rather than by the weighted score:

TABLE 06 - GENERAL CUT BY MENTION RATE top 10
H# Entity Mentionrate Mentions Al Score Rank by score
1l Reflex 25.53% 287 87.92 #1
2 Trendyol 18.59% 209 68.18 #4
5 Hepsiburada 16.64% 187 57.04 #14
4 Royal Canin 15.66% 176 82.60 #2
5 Felicia 15.30% 172 68.52 #3
6 Farmina 13.61% 153 63.34 #6
7 Proline 13.61% 153 62.57 #7
8 BonaCibo 12.54% 141 50.76 #17
9 Mystic 10.41% 117 57.98 #12
10 Acana 10.05% 113 58.62 #11

Thereorderingisinstructive. Hepsiburada climbs from #14 to #3 and Trendyol from #4 to #2, because both are
named often butlate — theirMRRs are 0.2074 and 0.2796 against Royal Canin’s 0.8058. BonaCiborises from #17 to
#8 on the same logic, helped further by being named by only three models. Moving the other way, Royal Canin falls
from #2 to #4 and Ever Clean, KONG and Catrevileave the top ten entirely, because all three are named
comparatively early but rarely.

Neitherrankingis more correct than the other: the first asks how prominently is this entity named, the second asks
how often. The Al Visibility Score blends the two deliberately, and readers should hold both pictures in mind for the
rest of the report.
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3.3 Marketplace-excluded view

Two of the 28 qualified entities are marketplaces rather than brands. Removing them gives a view of the same cut
without marketplaces; retailers remain:

TABLE 07 - GENERAL CUT, MARKETPLACES REMOVED top 10 of 26

H# 131414 Origin Mention MRR Al Score

il Reflex TR 25.53% 0.4814 87.92
2 Royal Canin Foreign 15.66% 0.8058 82.60
3 Felicia TR 15.30% 0.4447 68.52
4 VanCat TR 9.88% 0.5796 63.98
5 Farmina Foreign 13.61% 0.3855 63.34
6 Proline TR 13.61% 0.3648 6257
7 Catrevi TR 7.21% 0.6577 62.19
8 Xenon Smart TR 8.01% 0.5747 6051
9 Ever Clean Foreign 5.52% 0.6760 59.89
10 Acana Foreign 10.05% 0.4273 58.62

Removing Trendyol and Hepsiburada promotes VanCat to #4 and Farmina to #5 but changes nothing at the top:
Reflex, Royal Canin and Felicia hold first through third. Retailers stay in — Petlebi and Pet Garden are retailers, not
marketplaces, and they qualify in cuts where the models recommend a shop rather than a brand. In a market where a
large share of discovery happens onretailer sites, stripping retailers out would remove part of the shelf being
measured.

3.4 Localleaderboard: 25 qualified entities

When the 22 questions that explicitly ask for Turkish or yerf/ibrands are isolated, the shelf does not merely tilt — it

clears out:
TABLE 068 - LOCAL CUT 22 questions - 549 responses
H# Entity Origin Mention MRR Al Score
al Reflex TR 34.43% 0.5716 96.17
2 Felicia TR 21.31% 0.5071 76.08
3 VanCat TR 14.75% 0.6551 74.29
4 Mystic TR 17.85% 0.5825 70.01
5 Catrevi TR 11.11% 0.6456 69.09
6 Trendyol TR 21.31% 0.2424 63196
7 Xenon Smart TR 9.11% 0.5619 62.63
8 Proline TR 17.49% 0.3115 6212
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(cont.)
H# Entity Origin Mention MRR Al Score
9 BonaCibo TR 20.04% 0.4033 59.66
10 ATAHOME TR 6.38% 0.5590 58.93
11 Sacchi TR 14.21% 0.3035 57.47
117 Goody TR 14.57% 052392 55.00
13 Pro Choice TR 14.94% 0.2082 54.06
14 LaVital TR 12.75% 0.2319 525 29,
15 Anatolian TR 6.92% 0.6021 51.62
16 Champion TR 9.11% 0.2468 48.21
17 Sandy TR 6.19% 0.2670 45,32
18 Hepsiburada TR 18.58% 0.1907 43.02
19 Spectrum TR 9.11% 0.2681 59:18
20 Micho TR 6.19% 0.3388 38.61
21 Econature TR 5.65% 0.2318 37.99
22 Oligatto TR 5.46% 0.3094 56.51
23 Enjoy TR 6.01% 0.2904 36.15
24 Pet Garden TR 8.56% 0.1614 33.58
25 Pisi Pisi Unknown 5.10% 0.1963 30.66

THE QUALIFIED FIELD

Average score of the 25 qualified local entities: 54.10. Origin split: 24 Turkish, O foreign, Tunknown.

READING

Reflexleads at 96.17 on a 34.43% mentionrate — its strongest showing in any headline cut — with Felicia (76.08),
VanCat (74.29), Mystic (70.01) and Catrevi (69.09) following. Not a single foreign entity clears the threshold, and
Turkish entities take 98.39% of the cut’s qualifier mentions. The only non-Turkish qualifieris Pisi Pisi at #25, whose

trademark owner could not be verified and which is therefore marked Unknown rather than foreign.

Thatis a stricterresult than it may appear. Foreign brands that a Turkish shopper might plausibly think of as domestic
—long-established importers with Turkish operations — do not slip through. Where an origin filteris stated, the
models respectit.

TWO ENTRIES NEED A CAVEAT

Hepsiburadaranks #18 on 102 responses but is named by only two of the five models, and BonaCibo (#9), Anatolian
(#15), Spectrum (#19), Micho (#20), Oligatto (#22), Enjoy (#23), Pet Garden (#24) and Pisi Pisi (#25) are each named by
three. Breadthis doing visible work at the bottom of this table, and small differences there should not be over-read.
Every low-breadth entry inthereportis collectedin one place in Chapter11.
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Segment Leaderboards

The four product segments produce four different leaders and
four different origin balances — pet productsis not one shelf
but several.
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SECTION 04

Segmentleaderboards

ONE-SENTENCE TAKEAWAY

The four product segments produce four different leaders and four different origin balances — pet
productsis not one shelf but several.

Segment cuts are scaled independently, so a score in Pet Food cannot be compared with a score in Litter &
Grooming. Compare mentionratesinstead.

4.1Pet Food — 17 questions, 425 responses

TABLE 09 - SEGMENT: PET FOOD 30 qualified entities

H# Entity Origin Mention MRR Al Score

al Royal Canin Foreign 34.59% 0.8092 947115
2 Reflex TR 43.06% 0.4802 87.80
3 Felicia TR 33.41% 0.4695 77255
4 Farmina Foreign 32.47% 0.3998 73.76
5 Acana Foreign 24.24% 0.4404 66.66
6 Science Plan Foreign 20.94% 0.4360 63.05
7/ Orijen Foreign 19.53% 0.3925 59:96
8 BonaCibo TR 25.41% 0.3853 55.84
9 Brit Care Foreign 19.29% 0.2700 b5rd.
10 Mystic TR 20.00% 0.5103 54.82
11 Enjoy TR 14.35% 0.3925 54.55
117 Kito TR 6.35% 0.6969 52.48
15 King TR 8.00% 0.4713 50.83
14 Pro Choice TR 14.12% 0.2338 48.42
15 Anatolian TR 7.29% 0.6732 47.58
16 Goody TR A1 55% 0.2705 47.08
17 Sacchi TR 11.76% 0.2584 46.88
18 Champion TR 9.88% 0.3542 43.46
19 LaVital TR 14.82% 0.1841 42.32
20 Micho TR 7.53% 0.3775 41.86
21 Proline TR 7.06% 0.2505 41.66
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(cont.)

H# Entity Origin Mention MRR Al Score
22 Econature TR 5.41% 02275 39.08
23 Champion Petfoods Foreign 5.65% 0.2984 36.96
24 Spectrum TR 9.65% 0.2647 34.90
25 Wanpy Foreign 5.18% 0.3872 34.77
26 Bonnie TR 5.88% 02175 34.21
27 Trendyol TR 12.24% 0.1590 33.68
28 Hepsiburada TR 11.76% 0.1437 32.62
29 Pet Garden TR 6.12% 0.1665 27.557
30 Temizmama TR 6.59% 0.2008 24.33

THE QUALIFIED FIELD

30 qualified entities. Origin split: 22 Turkish, 8 foreign. Average score 50.03.

The largest segment is also the most contested. Royal Canin leads at 91.15 while being named less often than
Reflex — 34.59% against 43.06% — because its MRR of 0.8092 is the highest in the segment by a wide margin. When
amodelrecommends food, Royal Caninis very often the first name in the answer; Reflex appears in more answers
but further down them.

Six of the top nine are foreign: Royal Canin, Farmina, Acana, Science Plan, Orijen and Brit Care. The Turkish entries that
hold their own — Reflex (#2), Felicia (#3), BonaCibo (#8), Mystic (#10), Enjoy (#11) — are mainstream everyday brands
rather than premium ones. This is the segment where the origin story in Chapter 8 originates.

4.2 Equipment & Accessories — 16 questions, 400 responses

TABLE 10 - SEGMENT: EQUIPMENT & ACCESSORIES 20 qualified entities

H# Entity Origin Mention MRR Al Score

al Xenon Smart TR 22.50% 0.5747 82.02
2 Trendyol TR 26.50% 0153531 76.56
3 Catrevi TR 16.25% 0.6868 75.07
4 Xiaomi Foreign 13.75% 0.6550 69.79
5 KONG Foreign 6.50% 0.9167 66.04
6 Hepsiburada TR 21.50% 0.2802 60.68
7 ATAHOME TR 10.00% 0.5325 59.41
8 Doggie TR 9.50% 0.7083 59531
9 Haustier Unknown 11.00% 0.4633 58.84
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(cont.)
H# Entity Origin Mention MRR Al Score
10 Catit Foreign 11.50% 0.5474 57.44
11 Trixie Foreign 11.25% 0/:3725 56.29
12 Ferplast Foreign 9.00% 0.4588 55.30
13 Petkit Foreign 12.25% 0.4321 54.94
14 Tailpetz TR 7.00% 0.3840 49 .45
15 Wero TR 6.75% 0.3812 48.94
16 Ruffwear Foreign 5.00% 0.6655 45.27
17, Petlibro Foreign 8.25% 0.2860 43.37
18 Karlie Foreign 6.00% 0.5009 41.58
19 Petyco Unknown 5.50% 0.3474 55874
20 Amazon Foreign 8.00% 0.1897 29.79

THE QUALIFIED FIELD

20 qualified entities. Origin split: 8 Turkish, 10 foreign, 2 unknown. Average score 56.29.

Xenon Smartleads at 82.02 on a 22.50% mentionrate, ahead of Trendyol (76.56) and Catrevi (75.07). This is the
narrowest field in the study — 20 qualifiers on 400 responses — and the one where the models most often answer
with a shop rather than a brand: Trendyol and Hepsiburada take second and sixth, and Amazon qualifies at #20.

ONE SCALING ARTEFACT MATTERS HERE

KONG ranks #5 on 26 responses — a 6.50% mentionrate, the lowest in the segment’s top ten — carried by an MRR of
0.9167, the highest position figure anywhere in this study. Because position components are scaled against the cut
maximum, KONG isthe yardstick: every other entity’s position score in this segment is expressed as a fraction of an
entity named in one answer in fifteen. KONG is a real and well-known toy brand, but its rank here reflects the score’s
design as much asits share of the conversation.

Two entities in this segment carry an unverifiable trademark owner and are marked Unknown: Haustier at #9 and
Petyco at #17. Both are treated as neither Turkish nor foreign in Chapter 8.

4.3 Litter & Grooming — 9 questions, 224 responses

TABLE 11 - SEGMENT: LITTER & GROOMING 28 qualified entities
H# Entity Origin Mention MRR Al Score
1 VanCat TR 41.07% 0.6600 87.05
2 Proline TR 49.11% 0.4184 85.48
3 Ever Clean Foreign 25.89% 0.7160 75.21
4 Furminator Foreign 18.75% 0.8110 72.18
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(cont.)
H# Entity Origin Mention MRR Al Score
5 Sanicat Foreign 20.98% 0.5591 59.91
6 Reflex TR 27.68% 0.3660 58.90
7 Sandy TR 21.88% 0.3719 58.80
8 Lindocat Foreign 18.30% 0.3540 54.87
9 Oligatto TR 17.41% 0.3060 52.27
10 Feles TR 8.48% 0.4956 46.11
Ll WonderSand Unknown 12.95% 0.3627 45.28
12 Trendyol TR 17.41% 0.2304 44.48
13 Ferplast Foreign 9.38% 0.3954 43.22
14 Catrevi TR 7.14% 0.5396 41.51
13 Petlebi TR 8.48% 0.3619 41.16
16 Pisi Pisi Unknown 12.50% 0.2242 59575
17 Alice TR 6.25% 0.4595 57.. 75
18 KONG Foreign 5.36% 0.3683 3353
19 Toi Moi TR 8.48% 0.2893 33.48
20 Magicsand Unknown 5.36% 0.2260 33.27
21 LaVital TR 6.25% 0.1762 32.25
22, Hepsiburada TR 17.41% 0.1582 57 81!
23 Pro Choice TR 5.80% 0.1692 31.58
24 Sacchi TR 5.36% 0.3140 31.52
25 Wahl Foreign 6.70% 0.2800 31.49
26 Polo Unknown 6.70% 0.2234 29.40
27 Pet Garden TR 5.36% 0.1465 25.33
28 TofuCat TR 5.36% 0.1872 21.84

THE QUALIFIED FIELD

28 qualified entities. Origin split: 17 Turkish, 7 foreign, 4 unknown. Average score 45.69.

The most domestically-owned segment, and the one with the highest mentionratesin the study. VanCat leads at
87.05 on a 41.07% mention rate, with Proline named in 49.11% of the segment’s responses — nearly half — though
aweaker MRR of 0.4184 puts it second on score. Sandy (#7) and Oligatto (#9) add two more Turkish litter brands to
the top ten.
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Foreign presence here is specialist rather than general: Ever Clean (#3) and Sanicat (#5) in clumping litter, Furminator
(#4)in grooming tools with an MRR of 0.8110. These are category specialists that Turkish manufacturers do not
directlyreplace.

Thisis also the segment with the smallest denominator outside Cross-category, and the one whose question mixis
most uneven — nine questions, of which only one is a use-case question. Its distinct-entity count should not be read
against the other segments.

4.4 Cross-categoryis notreported

WHY THIS CUT IS EXCLUDED

Cross-category contains three questions and 75 responses. At that denominator an entity needs just four mentions to
clearthe 5% threshold, which is why 51 entities “qualify” there — more thanin Pet Food, a segment with nearly six times
theresponses. Thisis a small-denominator effect, not a finding about the market: thirty-two of the 51 qualifiers are
named by fewer than three models and 27 appearin fewer than tenresponses. The cut isranked in the underlying data
and excluded from thisreport’s tables and from the segment comparison below.

4.5 Segment comparison

TABLE 12 - THE THREE INTERPRETABLE SEGMENTS cross-category excluded
Segment Responses Leader Leader mentionrate TR qual. FO qual.
PetFood 425 Royal Canin 34.59% 22 8
Equipment & Accessories 400 Xenon Smart 22.50% 8 10
Litter & Grooming 224 VanCat 41.07% 17 7

Qualifier counts are not comparable across segments because the question mix differs. Three segments, three
leaders, and three different origin balances. Equipment & Accessories is the only segment where foreign qualifiers
outnumber Turkish ones — andits leaderis nonetheless Turkish. Pet Food has the most Turkish qualifiers in absolute
terms but hands the top place, and six of the top nine, toimported brands. Litter & Grooming is the segment

domestic manufacturers most clearly hold.

Only one entity leads more than one cut anywhere in this study, and only Reflexranks in all ten.
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The models broadly agree on the leading names and disagree
sharply about how many entities to give and whether a
marketplace counts as an answer.
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SECTION 05

Differences between models

ONE-SENTENCE TAKEAWAY

The models broadly agree on the leading names and disagree sharply about how many entities to give
and whether a marketplace counts as an answer.

5.1Per-model behaviour summary

TABLE 13 - MODEL BEHAVIOUR 1,124 analysed responses
Resp. Grounded Mentions Per answer Distinct No entity Top entity
Claude Haiku 4.5 225 100.00% 714 3.17 107 16 Royal Canin (12.89%)
Gemini 3.6 Flash 224 43.30% 1,279 5.71 130 8 Reflex (32.59%)
ChatGPT5.6 LunaPro 225 99.56% 544 2.42 111 19 Reflex (16.89%)
Perplexity Sonar 225 100.00% 922 4.10 1125 18 Reflex (25.33%)
Grok4.3 225 100.00% 2,254 10.02 169 0  Trendyol (72.00%)

“Peranswer” counts tracked-entity mentions, not distinct entities. The clearest splitis how much the models say.
Grok produces 10.02 tracked-entity mentions per answer against ChatGPT’s 2.42 — a four-fold difference — with
amedian of nine tracked entities per answer, and it is the only model that never returned an answer containing no
tracked entity at all. ChatGPT gives short, committed answers: 544 mentionsin total, 19 answers with no tracked
entity in them, and the narrowest median. Perplexity and Gemini sit between.

CHART 02 - TRACKED-ENTITY MENTIONS PER ANSWER, BY MODEL

Claude Haiku4.5 [N 3.17

Gemini 3.6 Flash | NN 5.71
chatGPT5.6LunaPro [ NNENEGEGEGEEEGEGEG 2.42
Perplexity Sonar _ 4.10
Grok 4.3 10.02

Breadth of answer and breadth of vocabulary come apart. Grok also has the widest vocabulary at 169 distinct
entities, but Gemininames 1,279 mentions drawn from only 130 distinct entities — long answers from a comparatively

short list — while Claude gives short answers (714 mentions) from 107.

Grounding depth differs too, and not in the direction the grounding rate suggests. Perplexity cites 11.87 domains
per grounded answer against ChatGPT’s 2.81. Both grounded essentially every answer; they read very different
amounts of the web before replying.

5.2 Each model’s most-named entities

TABLE 14 - MOST-NAMED ENTITIES BY MODEL share of that model’s own answers
Model 1st 2nd 3rd 4th 5th
Claude Haiku Royal Canin - Reflex - Farmina - Xenon Smart - Acana - 9.78%
4.5 12.89% 12.00% 10.67% 10.22%
Mystic - Farmina -

Gemini 3.6 Flash Reflex-32.59% Felicia-26.79% BonaCibo - 24.11%

27.23% 19.20%
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(cont.)
Model 1st 2nd 3rd 4th 5th
ChatGPT5.6 Luna . . VanCat - Felicia -
Pro Reflex-16.89% Royal Canin - 11.11% BonaCibo - 11.11% 9.33% 8.00%
: : Pro Choice - Proline - Goody -
Perplexity Sonar Reflex-25.33% Royal Canin-14.22% 13.78% 12.89% 12.44%
Trendyol - Hepsiburada - Felicia - LaVital -
Sllsa 72.00% 69.33% Rl Sl 28.44% 28.44%

Reflexis the most-named entity for three of the five models — Gemini (32.59%), ChatGPT (16.89%) and Perplexity
(25.33%). Claude puts Royal Canin first, on amodest 12.89%, which reflects Claude’s generally sparse answers
rather than a different view of the market. Grok is the outlier, and 8§5.3 explains why.

Underneath the leaders the models diverge more than the headline table suggests. Claude names Anatolian and
Econaturein 8.00% of its answers apiece; neither qualifies in the general cut. Perplexity is the only model to put a

retailer, Petlebi, inits own top twelve. Gemini alone names Temizmama in 12.50% of its answers.

5.3 The Grok marketplace effect

Grok answers Turkish pet questions by naming shops. Trendyol appears in 72.0% of Grok’s answers and
Hepsiburadain 69.33% — both ahead of any brand — and marketplaces account for 15.21% of all Grok’s tracked-
entity mentions against 1.26% of Claude’s.

That single behaviourlargely explains two entries in the general leaderboard. Of Trendyol’s 209 mentions across the
whole study, 162 are Grok’s (77.5%); of Hepsiburada’s 187,156 are Grok’s (83.4%). Both would still qualify without
Grok, but neither would sit at #4 and #14.

Thisis areal observation about how one widely-used assistant answers, not an error to be corrected — but it should
be held in mind wherever a marketplace appears in thisreport, and it is the mainreason every leaderboard has a
marketplace-excluded variant.
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SECTION 06

Search or Memory

Gemini answered 43.3% of its questions with a live web search
and the rest from memory, and the two modes produce almost
entirely different brand lists — but Gemini also chose when to
searchinaway thatis tangled up with the question type.
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SECTION 06

Search or memory

ONE-SENTENCE TAKEAWAY

Geminianswered 43.3% of its questions with a live web search and the rest from memory, and the two
modes produce almost entirely different brand lists — but Gemini also chose when to searchin a way
that is tangled up with the question type.

Four of the five models grounded essentially every answer, so an all-model grounded-versus-ungrounded
comparison would be a comparison between Gemini and everyone else. 127 of the 128 ungrounded responses in
the study are Gemini’s. Only a within-Gemini comparison is defensible, and that is what follows.

6.1 What changes when Gemini searches

TABLE 15 - ENTITIES GEMINI NAMED MOST WHEN IT HAD SEARCHED 97 grounded answers

Category When it searched When it did not Difference

Haustier Unknown Equipment & Accessories 20.62% 0.00% +20.62
Kiwi TR Multiple 14.43% 0.00% +14.43
Xenon Smart TR Equipment & Accessories 14.43% 0.00% +14.43
Temizmama TR Multiple 20.62% 6.30% +14.32
Catrevi TR Multiple 12.37% 0.00% +12.37
Reflex TR Multiple 39.18% 27.56% +11.62
Trendyol TR Multiple 17:255% 6.30% +1052°5
Proline TR Multiple 21.65% 11.02% +10.63
Tailpetz TR Equipment & Accessories 10.31% 0.00% +10.31
Doggie TR Equipment & Accessories 10.31% 0.79% +9.52
ATAHOME TR Equipment & Accessories 9.28% 0.00% +9.28
Bilicra TR Equipment & Accessories 9.28% 0.00% +9.28

TABLE 16 - ENTITIES GEMINI NAMED MOST WHEN ANSWERING FROM MEMORY 127 ungrounded answers

Category When it searched When it did not Difference

Farmina Foreign Food 3.09% 31.50% +28.41
Royal Canin Foreign Food 2.06% 26.77% +24.71
Acana Foreign Food 2.06% 26.77% +24.71
Science Plan Foreign Food 0.00% 24.41% +24.41
Orijen Foreign Food 0.00% 24.41% +24.41
Brit Care Foreign Food 0.00% 17.32% +17.32
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(cont.)
Entity Category When it searched When it did not Difference
Champion Petfoods Foreign Food 0.00% 12.60% +12.60
KONG Foreign Multiple 0.00% 11.02% +11.02
Furminator Foreign Litter & Grooming 0.00% 10.24% +10.24
Zee.Dog Foreign Equipment & Accessories 0.00% 5.51% +51 5
Exclusion Foreign Food 1.03% 6.30% +5.27
Advance Foreign Food 0.00% 4.72% +4.72

The contrast is stark. Of the twelve entities that gained most from searching, eleven are Turkish and one is of
unverified origin — Xenon Smart, Catrevi, Tailpetz, Doggie, ATAHOME and Bilicra go from being named in 9-14% of
Gemini’s searched answers to being named in none at all when it answers from memory. Of the twelve that gained
most from answering off memory, all twelve are foreign, and eight are dry food: Farminarises from 3.09% to
31.50%, Royal Canin from 2.06% to 26.77%, and Science Plan, Orijen and Brit Care go from zero to over 17%.

6.2 Why this cannot be read as cause and effect

THE CONFOUND

Gemini did not decide atrandom when to search. It grounded 69.72% of the questions that asked for
Turkish brands and only 18.26 % of the origin-neutral ones. So its “searched” answers are
disproportionately answers to questions that asked for Turkish brands in the first place, and its
“memory” answers are disproportionately origin-neutral questions — which, as Chapter 8 shows, are
foreign-led regardless of grounding. The origin patternin the tables above cannot be separated from
the question mix with this data, and no causal claimis made here.

TABLE 17 - GEMINI’'S GROUNDING RATE BY QUESTION GROUP 224 responses
Question group Geminiresponses Grounded Grounded rate
Asks for Turkish brands 109 76 69.72%
Origin-neutral 115 21 18.26%
Type: discovery 75 32 42.67%
Type: attribute 75 42 56.00%
Type: use case 74 23 31.08%
Segment: Pet Food 85 26 30.59%
Segment: Equipment & Accessories 80 51 63.75%
Segment: Litter & Grooming 44 18 40.91%
Segment: Cross-category 15 2 13.33%
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6.3 The uneven searchingis itself the finding

Set the brand tables aside and the grounding pattern stands onits own. Gemini searched most on Equipment &
Accessories (63.75%) and least on Pet Food (30.59%); most on attribute questions (56.00%) and least on use-case
questions (31.08%); and far more when asked for Turkish brands than when not.

Thatis a coherent patternrather than noise. The questions Gemini answered from memory are the ones where a
general-purpose model plausibly believes it already knows the answer — global food brands, open-ended
situational advice. The questionsitlooked up are the ones where a model has reason to think its memory is thin: local
brands, and specific product attributes like dust and clumping. Amodel’s confidence inits own knowledge is what
determines whether abrand gets alive-web chance to appear, and Turkish brands here are visible mainly on the
questions where the model doubted itself.
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Question-Type Ownership

Open-ended discovery questions spray names widely, attribute
questions concentrate hard on a short list, and marketplaces do
best exactly where the questionis most specific.
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SECTION 07

Question-type ownership

ONE-SENTENCE TAKEAWAY

Open-ended discovery questions spray names widely, attribute questions concentrate hard on a short
list, and marketplaces do best exactly where the questionis most specific.

TABLE 18 - THE THREE QUESTION TYPES near-identical denominators
Question type Responses Qualified entities Leader Leader score
Discovery 575 44 Reflex 88.52
Attribute 575 25 Trendyol 83.70
Use case 374 28 Royal Canin 94.64

7.1Discovery — 44 qualifiers

“Which cat food would you recommend?” produces the widest field in the study outside Cross-category. Reflex
leads at 88.52 on a 31.47% mentionrate, Royal Canin follows at 85.28, and the origin split among qualifiers is almost
exactly even: 20 Turkish, 21 foreign. Asked an open question, the models reach foralonglistand reach abroad as

readily as athome.

TABLE 19 - DISCOVERY QUESTIONS 15 questions - 375 responses - top 12 of 44

H# Entity Origin Mention MRR Al Score

il Reflex TR 31.47% 0.5111 88.52
2 Royal Canin Foreign 22.40% 0.7796 85.28
3 VanCat TR 14.93% 0.6481 69.84
4 Furminator Foreign 7.20% 0.8279 65.30
5 Farmina Foreign 18.40% 0.3496 63.98
6 Proline TR 16.27% 0.3637 61.44
7 Felicia TR 15.73% 0.3293 59.43
8 Xenon Smart TR 10.13% 0.5134 58.09
9 Trendyol TR 17.87% 0.2033 57..92
10 Sacchi TR 13.87% 0.3219 56.49
41 Science Plan Foreign 8.80% 0.4768 54.86
117 Acana Foreign 13.60% 0.4178 54.59
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7.2 Attribute — 23 qualifiers, the narrowest field

“Low-dust litter that clumps well, which brand?” halves the field. And it produces the single strangest row in this
study: Trendyol leads the attribute cut at 83.70, ahead of Reflex, with Hepsiburada sixth. Asked for a specific
product property, the models answer more often with a place to compare products than with abrand that has the
property. Turkish entities take 15 of the 23 qualifying places here.

TABLE 20 - ATTRIBUTE QUESTIONS 15 questions - 375 responses - top 12 of 23

H# Entity Origin Mention MRR Al Score

il Trendyol TR 24.80% 0.3487 83.70
2 Reflex TR 20.00% 0.4860 80.38
3 Ever Clean Foreign 9.87% 0.7638 72290
4 Proline TR 16.80% 0l &7/7/74 70.32
5 Felicia TR 13.33% 0.6104 68.17
6 Hepsiburada TR 20.53% 0.2684 62.80
7 Sanicat Foreign 8.27% 0.6919 62.18
8 Xenon Smart TR 9.07% 0.6279 61.12
9 Acana Foreign 6.40% 0.6153 60.78
10 Farmina Foreign 8.80% 0.4674 59.33
11 Orijen Foreign 5.07% 0.6338 59.09
12 Catrevi TR 5.60% 0.7262 H8R69

7.3 Use case — 28 qualifiers

“My cat has been neutered, which food should | switch to?” produces the most decisive answers of the three. Royal
Caninleads at 94.64 withan MRR of 0.8522, the highest of any leaderin any cut: when the question describes a
situation, a specialist food is named first and named confidently. KONG (#5, MRR 0.9133) shows the same pattern for

chew toys.
TABLE 21 - USE-CASE QUESTIONS 15 questions - 374 responses - top 12 of 28
H# Entity Origin Mention MRR Al Score
al Royal Canin Foreign 23.26% 0.8522 94.64
2 Reflex TR 25.13% 0.4405 84.47
5 Science Plan Foreign 16.84% 0.4614 70.31
4 Felicia TR 16.84% 0.4212 68.99
5 KONG Foreign 6.68% 0.9133 66.97
6 Catrevi TR 7.49% 0.7440 62.84
7/ Farmina Foreign 13.64% 0.3809 61.93
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(cont.)
H# =131414Y Origin Mention MRR Al Score
8 Enjoy TR 10.43% 0.5411 61.44
9 Xiaomi Foreign 5.61% 0.7480 59.62
10 BonaCibo TR 14.44% 0.4700 56129
11 King TR 6.68% 0.5527 55.12
12 VanCat TR 6.42% 0185247 53.63

The pattern across the three is consistent: the more specific the question, the shorter the list of entities that come
back, and the earlier the leading name appears in the answer. For a brand, discovery questions are the widest door
and use-case questions the narrowest — but a brand that gets through a use-case door arrives at the top of the
answer.,
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SECTION 08

Open Market: Turkish vs
Foreign

Turkish pet brands are highly visible when the question asks for
them and muchless visible when it does not — the two shelves
have different leaders, different composition and different
product centres of gravity.
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SECTION 08

Open market: Turkish vs foreign

ONE-SENTENCE TAKEAWAY

Turkish pet brands are highly visible when the question asks for them and much less visible when it does
not — the two shelves have different leaders, different composition and different product centres of
gravity.

This chapterisread on the open cut — the 23 questions that place no originrestriction — with the local figure stated
alongside every time, for the reason givenin §2.6.

8.10rigin share
CHART 03 - SHARE OF QUALIFIER MENTIONS BY ORIGIN, %

Turkish-opencut [N 33.79%
Foreign-opencut [ 66.21%
Turkish - local cut 98.39%
Foreign - local cut . 0.00%
TABLE 22 - ORIGIN MEASURED THREE WAYS open cut against local cut
Measure Open cut (origin- Locz?l cut (asks for What it asks
neutral) Turkish)
Share of qualifier 33.79% TR/ 66.21% 98.39%TR/0.00% When a qualifying entity is named, how likely is it
mentions FO FO to be Turkish?
Qualifying entities 12TR/18 FO 24TR/OFO How much of the visible shelf is Turkish-branded?
All tracked entities 36.71% TR /59.53% 86.88% TR /8.02%

Including everything below the 5% threshold.

named FO FO

Entities of unknown origin are excluded from the qualifier rows and shown as the remainderin the third. The two cuts
describe two different markets. Ask for Turkish brands and no foreign entity clears the threshold: 24 of the 25
qualifiers are verified Turkish and one is of unknown origin. Ask without saying anything about origin and roughly two-

thirds of qualifier mentions are foreign — and the top seven places are foreign without interruption.

8.2 Open-market leaderboard

TABLE 23 - OPEN CUT, TOP 15 23 questions - 575 responses - 30 qualifiers

H# Entity Origin Type Mention Al Score

1 Royal Canin Foreign Brand 27.48% 100.00
2 Farmina Foreign Brand 22.09% 755 611t
5 Acana Foreign Brand 19.13% 71.94
4 Science Plan Foreign Sub-brand 16.70% 697521
5 Ever Clean Foreign Brand 10.26% 66.47
6 Furminator Foreign Brand 7.65% 65.78
7 Orijen Foreign Brand 15.65% 64.48

36 HERM.IO Herm.io AI Visibility Database



<herm.io AI VISIBILITY REPORT 2026
08 - OPEN MARKET: TURKISH VS FOREIGN 37/ 885 8
(cont.)
H# Entity Origin Type Mention Al Score
8 Reflex TR Brand 17.04% 64.03
9 Xiaomi Foreign Brand 8.70% 63177
10 Trendyol TR Marketplace 16.00% 63.02
11 KONG Foreign Brand 9.74% 61.34
12 Brit Care Foreign Sub-brand 14.96% 59.04
13 Xenon Smart TR Brand 6.96% 5715
14 Proline TR Brand 9.91% 57617,
15 Ferplast Foreign Brand 10.26% 57.08

Royal Canin scores 100.0 here — the only entity anywhere in this study to top all three components of its cut
simultaneously. Itisnamed in 27.48% of origin-neutral responses with an MRR of 0.8298 across all five models.
Reflex, the overall study leader, is eighth.

TABLE 24 OPEN CUT, ALL 30 QUALIFIERS ranked by AI Visibility Score

H# 31414 Origin Mention Mentions Al Score

1 Royal Canin Foreign 27.48% 158 100.00
2 Farmina Foreign 22.09% 127 75.61
5 Acana Foreign 19.13% 110 71.94
4 Science Plan Foreign 16.70% 96 69.21
5 Ever Clean Foreign 10.26% 59 66.47
6 Furminator Foreign 7.65% 44 65.78
7/ Orijen Foreign 15.65% 90 64.48
8 Reflex TR 17.04% 98 64.03
9 Xiaomi Foreign 8.70% 50 63.77
10 Trendyol TR 16.00% 92 63.02
11 KONG Foreign 9.74% 56 61.34
12 Brit Care Foreign 14.96% 86 59.04
13 Xenon Smart TR 6.96% 40 57.75
14 Proline TR 9.91% 57 57.67
15 Ferplast Foreign 10.26% 59 57.08
16 Hepsiburada TR 14.78% 85 5243
17 Felicia TR 9.57% 55 51.94
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(cont.)
H# Entity Origin Mention Mentions Al Score
18 Enjoy TR 5.39% 31! 51.40
19 Trixie Foreign 8.52% 49 51.04
20 Catit Foreign 7.13% 41 50.19
21 Sandy TR 5.04% 29 47.65
22 Petkit Foreign 7.48% 43 47.60
23 VanCat TR 5.22% 30 47.12
24 Sanicat Foreign 6.61% 38 46.86
25 Petlebi TR 5.74% 33 45.32
26 Lindocat Foreign 5.57% 32 42.34
27 Champion Petfoods Foreign 5.57% 52 40.70
28 Petlibro Foreign 5.39% 31 39.06
29 LaVital TR 5.57% 32 35162
30 BonaCibo TR 5.39% 31 32.40

8.3 Amarket split by product, not just by origin

The foreign share is not spread evenly across the shelf. Of the 18 foreign qualifiers in the open cut, seven are dry food
(Royal Canin, Farmina, Acana, Science Plan, Orijen, Brit Care, Champion Petfoods), four are litter or grooming
specialists (Ever Clean, Furminator, Sanicat, Lindocat), and the rest are equipment brands (Xiaomi, KONG, Ferplast,
Trixie, Catit, Petkit, Petlibro).

The twelve Turkish qualifiers cluster elsewhere. Six are cross-category brands — Reflex, Proline, VanCat and others

that appearinfood, litterand accessories alike — and only four are food brands. The domestic industry’s visibility in
this datarests on breadth across everyday categories; the foreign presence rests on depth in premium nutrition and
specialist grooming.

That distinction matters for how the origin gap should be read. Itis not that models decline to name Turkish brands

when unprompted; Reflex, Trendyol, Proline and Xenon Smart all qualify in the open cut. Itis that in the highest-
volume conversationin this vertical — what to feed a cat or dog — the names the models reach for first are imported.
When the same models are asked about litter or a water fountain, the answer is domestic.
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The Discovery Ecosystem

Thisis aretailer-taught market — pet shops, not pet brands, are
the most-cited sources, and one retailer group appearsin
roughly a third of the study’s answers.
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SECTION 09

The discovery ecosystem: where Al learns about brands

ONE-SENTENCE TAKEAWAY

This is aretailer-taught market — pet shops, not pet brands, are the most-cited sources, and one
retailer group appears inroughly a third of the study’s answers.

585 distinct domains were cited across the study.

9.1The 12 most-cited domains

TABLE 25 MOST-CITED DOMAINS top 12 of 585 - denominator 1,124
H# Domain Responses citing Share Source type Owner
al petlebi.com 280 24.91%  Retailer Petlebi
2 trendyol.com 224 19.93%  Marketplace Trendyol
3 petpal.com.tr 168 14.95% Retailer Petpal
4 petzzshop.com 145 12.90% Retailer Petzzshop
5 hepsiburada.com 135 12.01% Marketplace Hepsiburada
6 markamama.com.tr 127 11.30% Retailer Markamama
7 eksisozluk.com 112 9.96%  Forum/social Eksi S6zIUk
8 catrevi.com 105 9.34%  Brand-owned site Catrevi
9 sosyal.petlebi.com 103 9.16% Forum / social Petlebi Sosyal (Petlebi)
10 kolaymama.com 102 9.07%  Retailer KolayMama
il evinemama.com 101 8.99%  Retailer Evinemama
12 mismama.com 98 8.72% Retailer Mismama

petlebi.comis cited by 280 responses — 24.91% of the entire study, while its community subdomain
sosyal.petlebi.comis cited by 103 responses. Those response sets may overlap. Six of the top twelve domains are
petretailers; two are marketplaces; oneis a general forum (Eksi S6zIik, cited by 112 responses); and exactly one —
catrevi.com, at #8 — is a brand’s own site.

9.2 Source-type mix

TABLE 26 CITATION SHARE BY SOURCE TYPE domain-response pairs
Source type Domains Domain-response pairs Share of citations
Retailer 170 2,060 33.04%
Other 262 1,209 19.39%
Editorial 55 1,091 17.50%
Brand-owned site 78 966 15.49%
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(cont.)
Source type Domains Domain-response pairs Share of citations
Forum / social 15 438 7.02%
Marketplace 4 431 6.91%
B2B / supplier 1 40 0.64%

A domain-response pair counts each domain once perresponse citing it, so an answer citing six retailer sites

contributes six pairs.

CHART 04 - CITATION SHARE BY SOURCE TYPE, %

Retailer 33.04%

other NG 19.39%

Editorial [ 17.50%
Brand-owned site _ 15.49%
Forum / social _ 7.02%
Marketplace _ 6.91%

B2B /supplier . 0.64%

9.3 The retailer finding

Retailer sites take 33.04% of citations across 170 domains — more than double the brand-owned share of 15.49%.
Add marketplaces and the commerce share reaches 39.95%. Editorial sources take 17.50% from just 55 domains, a
concentrated set of Turkish consumer-advice sites. Forum and social sources take 7.02%, of which Eksi S6zlik and

Petlebi’s community subdomain are the bulk.

“Other” sits at 19.39% and is the most fragmented type in the study: 262 domains, none individually significant,
together contributing less than the retailer category does from 170.

The practicalreadingis that in this vertical the models are learning about brands largely from the shops that sell them
rather than from the brands themselves. Only eleven brand-owned domains appearin the top fifty at all, and the
highest of them, catrevi.com, sits eighth. Abrand’s visibility in these answers is mediated by how it is described on
retailer category pages andin comparison articles — copy that the brand mostly does not control.
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SECTION 10

What the Patterns Suggest

Five readings of what the data shows, offered as hypotheses
the next edition can test rather than asrecommendations.
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SECTION 10

What the patterns suggest

These are readings of the data, not recommendations, and eachis a hypothesis the next edition can test.

43

Two shelves need two strategies. A Turkish brand that s highly visible on yerliquestions and absent from
origin-neutral onesis winning only the smaller conversation. The open cut is where the discovery volume sits
foranyone not already searching for a domestic brand, and it currently belongs to imported food.

Category breadth is what carries a domestic brand. The Turkish entities that survive the origin-neutral cut are
the ones the models associate with several categories at once. Depth in one category, at domestic price
positions, does not appear to travel.

Retailer copy is doing the describing. With brand-owned sites at 15.49% of citations andretailers at 33.04%,
how a productis writtenup on a shop’s category page is likely to matter more for Al visibility than how it is
written up on the brand’s own site.

Specific questions reward specialists — and marketplaces. Attribute questions concentrate on a short list,
and that list is topped by two marketplaces. Abrand with a genuinely distinctive product attribute has a
narrow but unusually early door to walk through here; a brand without one is likely to be replaced by alink to a
shop.

Whether a model searches determines who it can name. Within Gemini, the brands that appear onlyin
searched answers are almost all domestic, and the ones that appear only in unsearched answers are entirely
foreign. Established international brands are already inside the model’s memory; smaller andlocal brands
have to be found on the live web. That places a premium on being findable and clearly described at the
moment of retrieval.
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Limitations and Notes

Thisis a single point-in-time snapshot of one Turkish vertical, on
a question set thatis cat-weighted and unevenly balanced
within segments; read the figures within the limitations below.
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SECTION 11

Limitations and notes

Single collection window. All data was collected on 28 August 2026. This is a snapshot, not a trend, and Al
answers change as the underlying web changes.

Oneresponse was excluded. Of 1,125 collected, one Geminiresponse returned a completed status with an
empty body and was removed from every denominator. Gemini’s denominator is 224; the other four models’ is
225;

Gemini’s 43.3% grounding rate means 127 of its 224 answers reflect model memory rather thanretrieval — 11.3%
of the whole corpus. Its figures are not equivalent to the other four models’, and the Chapter 6 comparisonis
confounded by which questions it chose to search on.

Cross-category is indicative only. Three questions and 75 responses produce 51 qualifiers, purely a small-
denominator effect. Itis excluded from this report’s tables and from the segment comparison, and should not be
read as a finding.

Within-segment question types are unbalanced. Litter & Grooming has one use-case question; Cross-category
has no attribute question. Distinct-entity counts must not be compared across segments.

42 qualifying rows across all ten cuts are named by two models or fewer, and 32 of those are in Cross-category.
Outside it the cases are: Hepsiburadain the local cut (#18, two models) and in Litter & Grooming (#22); Amazonin
Equipment & Accessories (#20) and in the attribute cut (#23); Temizmama in Pet Food (#30); TofuCat in Litter &
Grooming (#28); Mystic (#29) and Spectrum (#43) in the discovery cut; Anatolian (#20) and Trendyol (#22) in the
use-case cut. Eachis flaggedinits own section; all are listed here so the patternis visible in one place.

27 qualifying rows appear in fewer than tenresponses, all of them in Cross-category, where four mentions clear
the threshold.

Position components in Equipment & Accessories are scaled against KONG, which holds the cut’s highest MRR
(0.9167) on 26 responses. A scale anchored to alow-volume entity compresses everyone else’s position scorein
that segment.

18 entities have an unverifiable trademark owner despite a documented Turkish operator — typically
marketplace-native brands with no corporate registration trail. They are keptin the tables, marked Unknown, and
excluded from origin shares. None qualifies in the general cut, so the origin picture is barely affected, though four
appearin segment leaderboards.

Sub-brands under-count structurally where a model names the parentinstead. Science Plan and Brit Care are
ranked in their own right because the models name them directly; Hill's and Brit are not.

Marketplaces are not brands. Trendyol, Hepsiburada and Amazon rank on the main tables because the models
name them as answers. The marketplace-excluded variants strip exactly these three andretain all retailers.

Turkish suffix matching is conservative. Suffixes attached with an apostrophe are matched; those attached
directly are not, which undercounts slightly and never overcounts.

The question set is cat-weighted. 29 of the 45 questions concern cats, 9 concern dogs and 7 are neutral, which is
onereason the dictionary holds 51 cat-specific entities against 15 dog-specific ones, and why cat-specific
brands take 945 mentions to dog-specific brands’ 193. Four cat-specific brands qualify in the general cut and no
dog-specific brand does — a gap that reflects the questions asked as well as the market, and one a differently-
balanced question set would need to re-test.

The score measures Al visibility only. Not quality, not nutrition, not safety, not popularity, not sales.
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Never compare a scaled score across cuts or editions. Ascore of 100 in one cut is a different absolute quantity
from 100 in another, and the scale moves whenever the leader moves. Use mentionrate, MRR and breadth for any
comparison.
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Appendix & Data

The study’s 45 questions, all 225 tracked entities, data
availability, and about Herm.io.
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APPENDIX & DATA

12.1 All 45 questions

All 45 questions used in the study, as asked. Scope: 22 local (ask for yerlibrands), 23 open (origin-neutral). Type: 15
discovery, 15 attribute, 15 use case. Segments: Pet Food 17, Equipment & Accessories 16, Litter & Grooming 9, Cross-
category 3. No question was rewritten for this edition.

H# Type Scope Segment Question (Turkish)

1l Discovery Open Pet Food kedi mamasi Onerisi

% Discovery Open Pet Food Hangi kopek mamasi markasini tavsiye edersiniz?
3 Discovery Open Litter & Grooming eniyi kedi kumu hangisi

4 Discovery Open Equipment & kedi su pinari tavsiye

Accessories

5 Discovery Open Cross-category Pet lirlinlerinde hangi markalar gercekten gtivenilir?
6 Discovery Open Litter & Grooming iyi bir kedi taragi markasi 6nerir misin
i Discovery Open Equipment & kopek tasmasi tavsiye, hangi markaiyi?

Accessories

8 Discovery Open Equmer)t & otomatik mama kabi kullananlar ne 6neriyor?
Accessories

9 Discovery Local Pet Food iyi bir yerli kedi mamasi var mi?

10 Discovery Local Pet Food yerli Gretim képek mamasi 6nerir misin?

11 Discovery Local Litter & Grooming yerlikedi kumu alacagim, hangi markaya bakayim?

12 Discovery Local Equmer)t & kedi su pinarinda iyi bir yerli marka var mi?
Accessories

13 Discovery Local Cross-category pet lriinlerinde glivenilir bir yerlimarka énerin var mi?

14 Discovery Local Eqmpmept = yerli Gretim kedi oyuncaklarinda ne énerirsin?
Accessories

15 Diecavery leaat Litter & Grooming ithal yerln.e.yerll kedibakim uriinleri almak istiyorum, hangi

markalariyi?

16 Attribute Open Pet Food uygun fiyatli ama igerigi diizgiin kedi mamasi

17 Attribute Open Litter & Grooming tozutmayan iyi topaklanan kedi kumu hangi marka?

18 Attribute Open Pet Food temizicerikli, taze et oraniiyi kedi mamasi 6nerisi

19 Attribute Open Litter & Grooming kokuyu iyi tutan ama ¢ok pahali olmayan kedi kumu

20 Attribute Open Equmer)t = sessiz ¢aligan, filtresi kolay bulunan kedi su pinart hangi marka?
Accessories

21 Attribute Open ejLiipine kolay kopmayan saglam kdpek tasmasi onerisi

Accessories
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Question (Turkish)

bir kedi taragina ¢ok para vermek istemiyorum, fiyatina degen
nevar?

uygun fiyath kaliteli yerli kedi mamasi
icerigi temiz bir yerli kisir kedi mamasi 6nerir misin?

aztozutan, iyi topaklanan yerli kedi kumu var mi?

sessiz ve filtresi kolay bulunan yerli tiretim su pinari arlyorum

saglam kilitli yerli kopek g6giis tasmasi 6nerisi

cabuk bozulmayan yerli otomatik mama kabi var mi?

uzun 6murld yerli tirmalama tahtasi hangi marka iyi?

Turk mali, az tahilliyi bir kpek mamasi var mi?
kedim kisirlagti, hangi mama markasina gegeyim?

hangi mamayi denediysem yemiyor; secicikediigin ne
onerirsiniz?

sokak kedilerine 10-15 kg alacagim, fiyat performans hangi
mamaiyi?

2 aylik yavru képek icin hangi mama markasiiyi?

kedim ¢ok tluy doktiyor, hangi mamayi kullanmallyim?

sehir digina gikiyorum, gtivenilir otomatik mama kabi énerisi

6 kiloluk kediyi uzun yolda rahat taglyacak ¢anta hangi marka?

cok cigneyen kdpek igin gergcekten dayanikli oyuncak markasi?
kisir kedimiginiyi bir yerlimama artyorum, ne énerirsin?
yavru kdpegimigin yerli iretim mama 6nerisi

sokak kedilerine toplu alacagim, yerli ve ekonomik hangi mama
iyi?

ev kii¢iik, koku yapmayan yerli kedi kumu var mi?
kedim az suigiyor, yerli bir su pinari dnerir misin?

cekistiren képegim icin saglam yerli liretim gégiis tasmasi var
mi?
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(cont.)
Scope Segment Question (Turkish)
iz Use Toaa Cross- ilk kez kedi sahiplendim; mama, kum ve tagima igin iyi yerli markalar énerir
case category misin?

12.2 All tracked entities (225)

All 225 entities tracked in this study, ordered by mention count within the general cut (1,124 responses). Entities
named in at least 5% of responses are marked Ranked. 131 of the 225 are Turkish, 76 foreign and 18 of unverified
origin. Brand pages are not linked in this edition.

Entity Origin Type Mentions Rate Models Status
Reflex TR Brand 287 25.53% 5 Ranked
Royal Canin Foreign Brand 176 15.66% 5 Ranked
Felicia TR Brand 172 15.30% 5 Ranked
Trendyol TR Marketplace 209 18.59% 5 Ranked
VanCat TR Brand 111 9.88% 5 Ranked
Farmina Foreign Brand 455 13.61% 5 Ranked
Proline TR Brand 153 13.61% 5 Ranked
Catrevi TR Brand 81 7.21% 5 Ranked
Furminator Foreign Brand 45 4.00% 5 —
Xenon Smart TR Brand 90 8.01% 5 Ranked
Ever Clean Foreign Brand 62 5.52% 5 Ranked
Acana Foreign Brand aLaL%3 10.05% 5 Ranked
Xiaomi Foreign Brand 55 4.89% 5 —
Mystic TR Brand 117 10.41% 4 Ranked
Doggie TR Brand 359 3.47% 5 -
Science Plan Foreign Sub-brand 96 8.54% 5 Ranked
Lena Pet TR Brand 17 1.51% 4 —
Hepsiburada TR Marketplace 187 16.64% 4 Ranked
KONG Foreign Brand 57 5.07% 5 Ranked
Kito TR Brand 30 2.67% 5 —
Homie Pet Food TR Brand 15 1.33% 3 —
Orijen Foreign Brand 95 8.27% 5 Ranked
BonaCibo TR Brand 141 12.54% 3 Ranked
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Entity Origin Type Mentions Rate Models Status
ATAHOME TR Brand 42 3.74% 5 =
Bunico TR Brand 11 0.98% 4 =
Ferplast Foreign Brand 60 5.34% 5 Ranked
Enjoy TR Brand 64 5.69% 5 Ranked
Haustier Unknown Brand 44 3.91% 5 —
LaVital TR Brand 102 9.07% 5 Ranked
Sacchi TR Brand 84 7.47% 5 Ranked
Pro Choice TR Brand 96 8.54% 5 Ranked
Brit Care Foreign Sub-brand 87 7.74% 5 Ranked
King TR Brand 35 3.11% 5 —
Sanicat Foreign Brand 54 4.54% 4 —
Catit Foreign Brand 49 4.36% 4 —
Trixie Foreign Brand 60 5.34% 5 Ranked
Sandy TR Brand 63 5.60% 5 Ranked
Fakir TR Brand 18 1.60% 4 =
Goody TR Brand 82 7.30% 5 Ranked
Ruffwear Foreign Brand 25 2.22% 4 =
Champion TR Brand 57 5.07% 5 Ranked
Lindocat Foreign Brand 41 3.65% 5 =
CatHause TR Brand 10 0.89% 4 =
Petlebi TR Retailer 56 4.98% 5 =
CoolPati TR Brand 5 0.44% 2 =
Tailpetz TR Brand 28 2.49% b =
Petkit Foreign Brand 50 4.45% 4 _
CaDoPet TR Brand 12 1.07% 4 =
Wero TR Brand 27 2.40% 5 —
Anatolian TR Brand 38 3.38% 5 =
Goughnuts Foreign Brand 16 1.42% 4 —
CarniLife TR Brand 6 0.53% 2 =
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Entity Mentions Models Status
Parstekpet TR Brand 5 0.44% al =
Flexi Foreign Brand 27 2.40% 4 —
Whiskas Foreign Brand 13 1.16% 4 =
Oligatto TR Brand 44 3.91% 5 —
Orrijin Pet TR Brand 11 0.98% 4 =
Feles TR Brand 19 1.69% 4 =
Keysmart TR Brand 6 0.53% 2 —
Maruvis TR Brand 6 0.53% 2 —
Lepus TR Brand 19 1.69% 4 =
Atapet TR Brand 13 1.16% 4 —
Flamingo Foreign Brand 14 1.25% i3 =
Micho TR Brand 46 4.09% 4 =
RoCat TR Brand 10 0.89% 4 =
Econature TR Brand 42 3.74% 5 —
MPS Foreign Brand 53 0.44% 4 —
PetSafe Foreign Brand 23 2.05% 4 =
WonderSand Unknown Brand 32 2.85% 4 —
White Sand TR Brand 9 0.80% 4 =
Karlie Foreign Brand 24 2.14% 5 =
Moderna Foreign Brand 47 1.51% 3 =
Champion Petfoods Foreign Brand 33 2.94% 4 =
Andis Foreign Brand 3 0.27% 2 =
Safari Foreign Sub-brand 6 0.53% 2 —
Advance Foreign Brand S 3.11% 5 =
Curli Foreign Brand 19 1.69% 4 =
Lino Tasma TR Brand 41 0.98% 3 —
Petlibro Foreign Brand 33 2.94% 4 =
Deritasma Unknown Brand 4 0.36% 2 =
Nylabone Foreign Brand 20 1.78% 4 =
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(cont.)
Entity Origin Type Mentions Rate Models Status
West Paw Foreign Brand 16 1.42% 4 —
PAWIOS Unknown Brand 6 0.53% 2 =
Alice TR Brand 15 1.33% 3 =
Matatabi Cats TR Brand 35 0.27% al, —
Nursoft TR Brand 8 0.71% 5 =
Lusi Doog TR Brand 9 0.80% 2 —
Sleepypod Foreign Brand 7 0.62% 2 —
Dino Pet Unknown Brand 4 0.36% 1l =
Akkum TR Brand 8 0.71% 4 =
Spectrum TR Brand 58 5.16% 3 Ranked
Electron Unknown Brand 9 0.80% 4 =
Kiwi TR Brand 18 1.60% 4 =
Lumos TR Brand 7 0.62% al, —
Wanpy Foreign Brand 22 1.96% 3 —
Pisi Pisi Unknown Brand 33 2.94% 4 =
Whisker Foreign Brand 5 0.44% 2 =
Ak Cat TR Brand 4 0.36% 2 =
Challenge TR Brand 5 0.27% 2 —
Benebone Foreign Brand 13 1.16% 4 —
Bonnie TR Brand 26 2.31% 4 -
Pugalo TR Brand + retailer 12 1.07% 3 =
Moodpaw TR Brand 4 0.36% 2 —
Petyco Unknown Brand 22 1.96% 3 —
Markamama TR Retailer 15 1.33% 4 =
Proscience TR Brand 6 0.53% 1 —
Petrex TR Brand 13 1.16% 3 =
Peritas TR Brand 14 1.25% 3 —
Cat Mate Foreign Sub-brand 4 0.36% 3 —
Magicsand Unknown Brand 12 1.07% 4 —
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Entity Origin Type Mentions Rate Models Status
Zee.Dog Foreign Brand 10 0.89% 3 =
Mercy TR Brand 17 1.51% 3 —
Hep21 Unknown Brand 11 0.98% 2 —
Molly TR Brand 5 0.44% 2 —
Dr.Sacchi TR Brand 3 0.27% 2 —
Carnilove Foreign Brand 6 0.53% 3 =
Toi Moi TR Brand 19 1.69% 3 —
Pawcraft Unknown Brand 5 0.44% 1 —
Aryuper Unknown Brand 9 0.80% 3 —
Schesir Foreign Brand 23 2.05% 3 —
Pet Garden TR Retailer 47 4.18% 3 —
Petco Foreign Retailer 3 0.27% 1 —
Ibiyaya Foreign Brand 4 0.36% 1 =
Bilicra TR Brand 10 0.89% 2 =
Wahl Foreign Brand 15 1.33% 3 =
Tigerino Premium Foreign Sub-brand 7 0.62% 1 —
Petza TR Brand + retailer 19 1.69% 5 —
Bestpet TR Brand 12 1.07% 3 —
Pronature Foreign Licensed 23 2.05% 3 —
Trendline TR Brand 20 1.78% 3 =
Petzz TR Brand + retailer 9 0.80% 2 =
Hertzko Foreign Brand 7 0.62% 2 =
Polo Unknown Brand 15 1.33% 3 —
SureFeed Foreign Sub-brand 4:2 1.07% 3 —
Klicker TR Brand 8 0.71% 3 —
Flip TR Brand 5 0.44% 2 —
Luis TR Brand 7 0.62% 2 =
Pawise Foreign Brand 5 0.44% 2 =
PawPaw TR Brand 9 0.80% 3 —
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Entity
Reyo Pet
Animonda
Kumi Cat
SturdiBag
LupinePet
Tangle Teezer
Natura
MAVLET
Petricopet
Wise Cat
Hurtta
SmartBones
Dost Pati

Herniks

Pioneer Pet Raindrop

Kucho
Temizmama
Amazon
Eastland
Zampa
MisMama
Bullymake
Els Pet
Catplus

Bio PetActive
Fonri
Petpal
Petzzshop

PetActive
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Origin

TR

Foreign

TR

Foreign

Foreign

Foreign

TR

TR

TR

TR

Foreign

Foreign

TR

TR

Foreign

TR

TR

Foreign

Foreign

TR

TR

Foreign

Foreign

TR

TR

TR

TR

TR

TR

Type

Brand

Brand

Brand

Sub-brand

Brand

Brand

Brand

Brand + retailer

Brand

Brand

Brand

Brand

Brand

Brand

Sub-brand

Brand

Brand + retailer

Marketplace

Brand

Brand

Retailer

Brand

Brand

Brand

Brand

Brand

Retailer

Retailer

Brand

HERM.IO

Mentions

5

415

33

34

12

11

19

20

11

55 / 58
Rate Models Status
0.44% ll —
1.16% 3 —
0.62% 2 —
0.36% 2 =
0.27% 1 —
0.27% il —
0.44% 3 —
0.27% 2 —
0.27% 2 —
0.53% 2 =
0.44% 2 —
0.44% 3 -
1.69% 3 =
0.80% 5 —
0.71% 2 —
0.80% & =
2.94% 2 —
3.02% 2 —
0.71% 3 =
0.62% 5 —
1.69% &) —
0.27% 2 =
0.27% 2 —
1.07% 2 =
0.98% 3 =
0.27% 2 —
1.69% 2 ==
1.78% 2 =
0.98% 5 —
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Entity Origin Type Mentions Rate Models Status
Tigres TR Brand 4 0.36% 2 =
Catlife TR Brand 3 0.27% 2 =
KolayMama TR Brand + retailer 5 0.44% 2 =
Oneisall Foreign Brand 3 0.27% al =
Lequeen TR Brand 8 0.71% 2 =
Promama TR Brand 4 0.36% 2 —
SmyrnaPet TR Brand + retailer 4 0.36% 2 —
MamaPlus TR Retailer 44! 0.98% 2 =
Felin TR Brand 9, 0.80% 2 =
Neutron TR Brand 7 0.62% 2 —
Buffer Unknown Brand 11 0.98% 2 —
BioKitty TR Brand 8 0.71% 2 =
Atlantik Pet TR Brand + retailer 3 0.27% al =
TofuCat TR Brand 12 1.07% 2 =
SiurmeliTasma TR Brand + retailer 8 0.71% il =
BigCat TR Brand 4 0.36% 2 =
Torima TR Brand + retailer 9 0.80% 2 —
Chuckit Foreign Brand 8 0.71% 2 =
Evinemama TR Retailer 6 0.53% 2 —
Mirmir TR Brand 6 0.53% 2 —
Felix Foreign Brand 5 0.44% 2 —
Petmate Foreign Brand 3 0.27% al =
LaMito TR Brand 14 1.25% 2 —
Hartz Foreign Brand &) 0.27% 2 =
Jungle TR Brand 7 0.62% al —
Veterinary HPM Foreign Sub-brand 6 0.53% 2 —
KocamanPet TR Brand + retailer 3 0.27% il =
Imac Foreign Brand 5 0.44% 2 =
MyCat TR Brand 5 0.44% 2 =
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Entity Origin Type Mentions Rate Models Status
Petzoom TR Brand + retailer 5 0.27% 2 =
Stefanplast Foreign Brand 3 0.27% al =
Nunbell Foreign Brand 4 0.36% 2 =
Obivan TR Brand 4 0.36% 2 =
Patila Unknown Brand 15 1.33% 1 =
Yuup Foreign Brand 3 0.27% 2 =
Gimdog Foreign Brand 5 0.27% 2 —
Alytech Unknown Brand 8 0.71% 1 =
Cattie TR Brand 5 0.44% 2 =
Sepicat Foreign Brand 9 0.80% 1 =
PlastArt TR Brand b 0.44% 2 =
Catcat TR Brand 3 0.27% 1 =
Dogness Foreign Brand 4 0.36% l —
Dream Plus Unknown Brand + retailer 9 0.80% 1 =
Dekorapet TR Brand 35 0.27% 1 =
Natural Bastet TR Brand 6 0.53% 1 =
Exclusion Foreign Brand 9 0.80% gt =
Cat Town TR Brand 4 0.36% 1 =
NewCat TR Brand & 0.27% 1 =
Petburada TR Retailer 6 0.53% 4 =
Gofrette TR Brand 5 0.27% 1 =
Eurodog TR Brand 3 0.27% 1 —
Bioline Foreign Brand 3 0.27% il =
GimCat Foreign Brand 5 0.44% 1 —
Patiguard TR Brand & 0.27% 1 =
VMB Unknown Brand 4 0.36% i —
OneVet TR Brand 4 0.36% 1 —
Zoovital TR Brand 5 0.27% 1 —
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12.3 Data availability

The study tracked 225 entities; of these, 28 cleared the 5% threshold in the general cut, 25 in the local cut, 30 in the
open cut, and 82 in atleast one of the ten cuts. To support scrutiny and reproduction, the underlying data is available
onrequest: response-level entity mentions with grounding flags, all ten qualified leaderboards and their
marketplace-excluded variants, full unfiltered entity metrics, per-model and per-question-type breakdowns, the
open-market breakdown, the full 585-domain source list, the entity dictionary with its decisions log, and the
methodology and data dictionary.

All figures reflect a single point-in-time run (28 August 2026) and are subject to the limitations in Chapter11. This is

the first (baseline) measurement; the study will be repeated quarterly.

WANT THE DEEPER CUT?

The full domain-level source breakdown, per-modelleaderboards for each cut, the segment marketplace-excluded
variants, and the question-by-question entity visibility are not reproduced in the public report. To request them, or to be
notified when the next quarterly editionis published, book a call with the Herm.io team. There is no fee and nothing to
buy; itis part of how we share what we learn.

12.4 About Herm.io & disclosure

Herm.io is a consumer behaviour and marketing data company. We study how people discover and choose brands
to help businesses reach the right customers. This report forms part of our public research and is conducted
quarterly.

This editionis neutral and market-wide: there is no focus brand, no client, and no commercial relationship with any
entity ranked here. All citations to Herm.io’s own domains were excluded before analysis. Entities are ranked purely
on how the five models answered, and no entity was added to orremoved from the dictionary on any basis other
than the documented resolutionrulesin §2.4.

DISCLOSURE & NEUTRALITY

An entity’s scorein thisreportis not an endorsement or an assessment of quality; it is solely a measure of its current
visibility within Almodels. No brand can pay or provide sponsorship to be included, toimprove its ranking, or to influence
how itis described. No service or product offered by Herm.io is sold for the purpose of directly changing the results of
thisreport or guaranteeing aranking. Nothing in this reportis veterinary, nutritional or purchasing advice. Visibility in Al
answers is not evidence that a productis suitable for a particular animal.

Report author: Mert Can Elkaya - Data: Herm.io Al Visibility Database (direct LLM querying) - Edition: 1(baseline),
August 2026 - Collected: 28 August 2026.

REPORT PERIOD

August 2026 - Edition 1(baseline) of a quarterly series - pet products, Turkey.
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