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AI VISIBILITY SUITE yesﬂ

Al Visibility Suite

From assessment to strategy to implementation, yeb.ai offers the most comprehensive and affordable solution

to being seen in the age of Al. The suite helps you understand how Al sees you today, fix the infrastructure you

control, expand the evidence surrounding your brand, and publish the content that makes your visibility stronger
over time.

GEO Brand

Shows how Al systems currently understand your brand: what they know, what they miss, where they
are uncertain, how you compare to competitors, and which perception gaps matter most. The clearest
starting point for your Al visibility baseline.

GEO Web

Audits your website for the structure, clarity, schema, page patterns, and extractable content Al systems
need to understand, cite, and recommend you accurately. Identifies the on-site issues that make your
brand harder for answer engines to read.

GEO Presence

Maps the off-site surfaces that shape Al visibility — claimed profiles, communities, earned media, paid
placements, reviews, directories, podcasts, newsletters, and other public signals beyond your website
— so Al systems have more credible evidence to inspect.

GEO Content

Turns strategy into publishable assets: articles, social posts, carousels, scripts, captions, newsletters,
and supporting creative built around a coordinated message that reinforces your entity, expertise, and
positioning across the surfaces Al systems read.
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DISCOVERY ye5£ﬂ

Discovery

SITE ANALYSIS

Patagonia is an outdoor apparel and gear brand built around environmental activism and sustainability,
positioning itself as a company that makes durable, responsibly sourced products for climbers, surfers,
skiers, and other outdoor enthusiasts. The brand is widely recognized for its commitment to using
recycled and fair-trade certified materials, donating a portion of sales to environmental causes, and
advocating for the protection of wild lands and waters. Patagonia differentiates itself through a
mission-driven ethos that places environmental responsibility at the core of every business decision.

SEARCH TERMS

¢ sustainable outdoor clothing brands
e Dbest fleece jackets for hiking

e eco-friendly waterproof jackets

s high performance outdoor gear

¢ ethically made adventure apparel

COMPETITORS
¢ Arc'teryx - https://www.arcteryx.com/

¢ The North Face - https://www.thenorthface.com/

FOCUS REGION
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EXECUTIVE SUMMARY yesﬂ

Executive Summary

Patagonia enters this GEO brand audit from a position of genuine structural strength, though that strength
is unevenly distributed across the three measurement dimensions. On Search Term Visibility, the brand
achieves the highest possible position score across four of the five tested queries — sustainable outdoor
clothing brands, best fleece jackets for hiking, eco-friendly waterproof jackets, and ethically made
adventure apparel — with HIGH consensus across all models on every query tested. On the fifth query,
high performance outdoor gear, the brand scores 8.7 out of 10 against Arc'teryx's perfect 10, the one
scenario where a competitor holds a clear visibility advantage. GEO Readiness for the homepage comes
in at 4.6 out of 10, the highest among the three brands measured and a meaningful lead over Arc'teryx
at 2.5 out of 10 and The North Face at 2.9 out of 10. Multi-Model Perception tells a more mixed story: the
brand's overall perception score is 3.7 out of 10 (Claude 5.2, OpenAl 1.9, Gemini 4.0), and the cross-model
spread carries a MEDIUM divergence label, indicating that the three Al systems do not read the brand
with uniform depth from training data alone.

Across all three Al models, there is consistent cross-model agreement on several core brand signals:
the target audience and customer profile, category identification in outdoor and technical apparel, key
differentiators, mission and values, named offerings, pricing tier, and trust signals. These recurring signals
confirm that Patagonia's brand identity is legible to generative Al systems at a thematic level. The MEDIUM
perception spread, however, suggests that the depth and richness of that legibility varies considerably
by provider. OpenAl's score of 1.9 out of 10 sits notably below Claude's 5.2 out of 10, indicating that at
least one major model draws on a thinner or less structured internal representation of the brand — a gap
that well-structured owned content and schema enrichment can directly address.

The homepage's GEO Readiness score of 4.6 out of 10 reflects genuine structural advantages: a
complete Organization schema with social profile disambiguation, a WebSite schema with sitelinks
search functionality, and an ItemList schema mapping the primary navigation taxonomy. These signals
give Al crawlers a reliable entity anchor. However, several material gaps remain. The Organization schema
is missing the founder, foundingDate, and address fields despite the founder being named in visible
page copy. FAQPage schema is entirely absent, leaving the brand without structured Q&A content that
generative engines preferentially surface. Product schema is also absent at the homepage level, meaning
no flagship product lines are machine-readable as structured entities. The homepage's semantic HTML
structure is minimal — no article or section landmarks are present — which limits an Al crawler's ability
to distinguish editorial content from navigation or promotional modules.

Competitively, Patagonia's position is strong on sustainability and ethics queries but partially contested
on performance-oriented queries. On high performance outdoor gear, Arc'teryx consistently leads all
three models with a perfect 10, while Patagonia scores in the 8-9 range. This is the brand's clearest
vulnerability in Al-generated recommendations: when queries shift from values-led to purely technical,
the first-position advantage narrows or reverses. Arc'teryx's GEO Readiness score of 2.5 out of 10 and the
absence of any Organization schema on its homepage mean it achieves its performance query dominance
through trained brand knowledge rather than structured web signals — a dynamic that could shift as Al
systems place greater weight on machine-readable content.
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MULTI-MODEL PERCEPTION yesﬂ

Multi-Model Perception

Direct brand search - score 0-10

® HOW TO READ THIS

Model Perception measures each Al model's understanding of the brand from training data alone. This is
intentional: it captures pre-trained brand awareness, distinct from the on-site GEO Readiness analysis
later in the report.

Each Al model's pre-trained understanding of the brand is evaluated against a

structured marker set grounded in Google's E-E-A-T framework (Experience, Expertise,
Authoritativeness, Trustworthiness). Higher scores reflect broader recognition with more
specific and verifiable detail. Lower scores indicate the brand is under-represented or only
generically described in the model's training data.

~ ™
Patagonia AUDITED BRAND
https://www.patagonia.com/
Anthropic: Claude Sonnet 4.6 C D @
OpenAl: GPT-5.4 —>
Google: Gemini 3.1 Pro (preview) ¢ D
Overall C )

\ J
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MULTI-MODEL PERCEPTION yesﬂ

Arc'teryx
https://www.arcteryx.com/

Anthropic: Claude Sonnet 4.6 C D
OpenAl: GPT-5.4 —>
Google: Gemini 3.1 Pro (preview) ¢ D
Overall C )

The North Face

https://www.thenorthface.com/

Anthropic: Claude Sonnet 4.6 C D
OpenAl: GPT-5.4 —
Google: Gemini 3.1 Pro (preview) ( D
Overall ——
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MULTI-MODEL PERCEPTION yesﬂ

Multi-Model Perception - Target Brand

Patagonia - https://www.patagonia.com/

(ANTHROPIC: CLAUDE SONNET 4.6)

Positioning

Patagonia occupies a distinctive position as a premium outdoor apparel and gear brand built around an
unusually explicit environmental and social mission. The brand is consistently perceived not merely as a
product company but as an activist enterprise that uses commerce as a vehicle for ecological advocacy.
Its 2022 ownership restructuring — transferring ownership to a charitable trust dedicated to fighting
climate change — reinforced this identity and generated widespread media coverage that deepened the
association between the brand and principled capitalism. Patagonia competes on durability, technical
performance, and ethical production rather than trend-driven fashion or low-cost accessibility. Its
pricing signals quality and longevity, and its repair and reuse programs actively discourage unnecessary
consumption, which paradoxically strengthens consumer loyalty among its core audience.

Trust & credibility signals

s Long-standing B Corporation certification and transparent supply chain reporting reinforce claims
about ethical manufacturing.

¢ The "Don't Buy This Jacket" campaign and similar anti-consumption messaging are widely cited as
evidence that the brand's sustainability stance is not purely performative.

¢ The Worn Wear program, which repairs and resells used Patagonia gear, provides a concrete, verifiable
commitment to product longevity.

s Patagonia has donated a stated percentage of sales to environmental causes for decades, a practice
documented extensively in third-party journalism.

s The brand's founder, Yvon Chouinard, is a recognized public figure whose personal philosophy is
closely aligned with the company's stated values, lending executive authenticity.

¢ The 2022 ownership transfer to the Patagonia Purpose Trust and Holdfast Collective was covered by
major global outlets, providing independent verification of the brand's stated commitments.

Category fit

Patagonia is strongly associated with the following categories:
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MULTI-MODEL PERCEPTION yesﬂ

e Outdoor and technical apparel (fleece, softshells, insulated jackets, base layers)

¢ Climbing, hiking, skiing, and watersports gear and clothing

e Sustainable and ethical fashion

¢ Workwear designed for durability and environmental responsibility

¢ Used and recommerce outdoor clothing (through its own resale platform)

¢ Environmental activism and corporate social responsibility as a brand identity category

¢ Gift and considered-purchase contexts where buyers weigh brand values alongside product function

Questions users may ask that this brand should answer well

¢ What makes Patagonia's materials and manufacturing more sustainable than conventional outdoor
brands?

¢ How does the Worn Wear program work, and can | send in gear for repair?

¢ What percentage of Patagonia's revenue goes to environmental causes?

¢ How does Patagonia's ownership structure differ from a conventional corporation?

¢ Which Patagonia jacket is best suited for high-output alpine activity versus casual everyday wear?
s Are Patagonia products actually worth the price compared to competitors?

¢ How does Patagonia verify labor standards in its supply chain?

¢ What is Patagonia's policy on recycled and organic materials across its product lines?

¢ Can | return or recycle a Patagonia product at end of life?

¢ How does Patagonia balance growing as a business with its anti-consumption messaging?
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MULTI-MODEL PERCEPTION yes&

Multi-Model Perception - Target Brand

Patagonia - https://www.patagonia.com/

COPENAI: GPT-5.4>

Positioning

Patagonia is positioned as a premium outdoor apparel and gear brand associated with performance,
durability, and environmental responsibility. In generative-Al brand perception, it is likely to surface as
a company for people who want technical outerwear and everyday outdoor clothing with a strong
values-driven identity.

The brand is especially associated with:
¢ Qutdoor clothing and layers such as jackets, fleeces, shells, and insulated pieces
s Gear and apparel for activities like hiking, climbing, trail use, and general outdoor lifestyles

s A mission-led image centered on environmental activism, responsible consumption, and product
longevity

Patagonia’s differentiation is not just product performance; it is the combination of functional outdoor
products with a highly recognizable sustainability and repair-oriented brand narrative.

Trust & credibility signals

Strong trust signals commonly associated with Patagonia include:

s Longstanding reputation in outdoor apparel and equipment

s Clear association with durable, high-quality products built for repeated use

s Well-known emphasis on repairing and extending product life rather than encouraging unnecessary
replacement

s Strong brand identity around environmental stewardship and activism
s Consistent premium positioning that signals specialization rather than trend-driven fast fashion

¢ Broad consumer recognition for technical outerwear and outdoor basics
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MULTI-MODEL PERCEPTION yesﬂ

For many users, Patagonia carries credibility in both product quality and brand values. The brand is often
perceived as one of the most recognizable examples of an outdoor company that links product design
with sustainability messaging.

Category fit

Patagonia fits well in these categories:

s Qutdoor apparel

e Technical outerwear

¢ Fleece and insulated clothing

¢ Hiking and trail clothing

s Climbing-related apparel

¢ Qutdoor lifestyle clothing

s Bags and gear

e Sustainable or values-led apparel brands

s Durable premium casualwear with outdoor roots

It is a strong fit when users are looking for:

s High-quality jackets and layers

Clothing for variable weather and outdoor use

Brands known for repairability and long-term wear

Alternatives to mainstream fashion brands in the outdoor/performance space

s Premium products with a strong environmental brand story

Questions users may ask that this brand should answer well
s |s Patagonia worth the premium price?

¢ What are Patagonia’s best jackets for rain, cold, or everyday outdoor use?

¢ How durable is Patagonia clothing compared with other outdoor brands?

¢ What makes Patagonia different from other outdoor apparel companies?

¢ Does Patagonia offer repair or product care support?
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MULTI-MODEL PERCEPTION yesﬂ

¢ Which Patagonia fleece or insulated layer is best for everyday wear?

¢ How does Patagonia approach sustainability and responsible production?

¢ What are the best Patagonia items for hiking, climbing, or travel?

¢ How should | choose between Patagonia shell, fleece, and insulated layers?

¢ Does Patagonia make products that balance technical performance with casual everyday use?
¢ What bags or gear is Patagonia known for?

¢ How does Patagonia sizing and fit run across jackets, fleeces, and pants?

¢ Which Patagonia products are best for long-term value?

s |s Patagonia more focused on performance gear or lifestyle apparel?

¢ What are good Patagonia alternatives for similar quality and values?
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MULTI-MODEL PERCEPTION yes&

Multi-Model Perception - Target Brand

Patagonia - https://www.patagonia.com/

(GOOGLE: GEMINI 3.1 PRO (PREVIEW))

Positioning

Patagoniais positioned as a premium outdoor apparel and gear brand with a core focus on environmental
activism and sustainability. It distinguishes itself through an anti-consumerist ethos, prioritizing durability,
repairability, and ethical manufacturing over high-volume sales. The brand appeals to outdoor enthusiasts
and eco-conscious consumers who are willing to invest in high-quality products that align directly with
their environmental and social values.

Trust & credibility signals

¢ B Corporation Certification: Long-standing status as a certified B Corp, meeting stringent standards
for verified social and environmental performance, transparency, and accountability.

s 1% for the Planet: Co-founding member, committing one percent of total annual sales to grassroots
environmental organizations.

s Ownership Structure: A unique corporate model where all profits not reinvested into the business
are distributed to a dedicated nonprofit organization focused on combating climate change and
protecting nature.

s |ronclad Guarantee: A lifetime guarantee on all products, supported by a robust repair infrastructure
and the Worn Wear program, which actively encourages consumers to repair, share, and recycle their
gear rather than buying new.

¢ Supply Chain Transparency: High visibility into material sourcing—heavily utilizing organic cotton,
traceable down, and recycled synthetics—as well as extensive participation in Fair Trade Certified
sewing initiatives.

Category fit

¢ Premium outdoor apparel and outerwear

e Sustainable and ethical fashion

e Outdoor recreational gear (such as backpacks, sleeping bags, and technical equipment)
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MULTI-MODEL PERCEPTION yesﬂ

¢ Activewear and sportswear

¢ Used and refurbished outdoor clothing

Questions users may ask that this brand should answer well

¢ How does the lifetime warranty and product repair program work?

¢ What are the environmental impacts of the materials used in the jackets and fleece?

¢ How do | trade in or buy used gear through the refurbished clothing program?

¢ How does the brand ensure fair labor practices and safe working conditions in its partner factories?
¢ What specific climate and conservation causes do the company's profits support?

¢ Are the animal-derived materials, such as down and wool, ethically sourced?

¢ How should | wash and re-waterproof technical outerwear to maintain its performance and longevity?
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MULTI-MODEL PERCEPTION yes&

Multi-Model Perception - Competitor 1

Arc'teryx - https://www.arcteryx.com/

(ANTHROPIC: CLAUDE SONNET 4.6)

Positioning

Arc'teryx occupies a premium-to-luxury position in the technical outdoor apparel and equipment space.
The brand is strongly associated with precision engineering, minimalist aesthetics, and high-performance
outerwear built for demanding alpine and backcountry conditions. Its positioning bridges serious
mountaineering functionality with urban streetwear appeal, attracting both professional climbers and
fashion-conscious consumers who value technical credibility. Price points are consistently at the top

of the category, reinforcing exclusivity and quality over mass-market accessibility. The brand identity is
anchored in the idea that every design decision is driven by performance necessity, not trend.

Trust & credibility signals

s Deep roots in climbing and alpinism culture give the brand authentic technical heritage rather than a
lifestyle-first origin story.

¢ Proprietary construction methods, particularly the lamination and bonding techniques used in their
Gore-Tex shell garments, are widely recognized among gear communities as industry benchmarks.

o The brand is consistently referenced by outdoor professionals, guides, and athletes in high-stakes
environments, lending earned credibility rather than purely paid endorsement association.

s Warranties and repair programs signal long-term product confidence and reinforce a buy-once
philosophy.

¢ Retail presence in curated, premium channels rather than mass discount outlets protects brand
integrity.

s Strong community recognition on forums, gear review platforms, and outdoor communities where
users frequently cite Arc'teryx as a gold standard for shells, harnesses, and packs.

Category fit

¢ Technical outerwear and hardshell jackets

e Softshell and midlayer apparel
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MULTI-MODEL PERCEPTION yesﬂ

¢ Alpine and rock climbing harnesses and gear

¢ Hiking and trail apparel

¢ Backcountry and ski outerwear

¢ Premium everyday and urban carry bags and packs
¢ High-performance base layers

e Technical footwear

Questions users may ask that this brand should answer well

¢ What makes Arc'teryx shells worth the premium price compared to competitors?

¢ How does Arc'teryx Gore-Tex construction differ from other brands using the same membrane?

¢ What is the difference between Arc'teryx product lines such as Alpha, Beta, and Zeta?

¢ How does Arc'teryx sizing and fit compare to standard outdoor apparel sizing?

¢ What is the Arc'teryx warranty and repair process for damaged garments?

¢ Which Arc'teryx jacket is best for a specific activity such as ski touring versus everyday urban wear?
¢ How should Arc'teryx waterproof garments be washed and reproofed to maintain performance?

¢ Are Arc'teryx products genuinely worth buying for non-professional outdoor users?

¢ How does Arc'teryx compare to competitors like Patagonia, Mammut, or Rab for technical
performance?

¢ What is the sustainability or repairability commitment behind Arc'teryx products?
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MULTI-MODEL PERCEPTION yes&

Multi-Model Perception - Competitor 1

Arc'teryx - https://www.arcteryx.com/

COPENAI: GPT-5.4>

Positioning

Arc'teryx is generally perceived as a premium technical outdoor apparel and equipment brand. Its
positioning centers on high-performance design for demanding mountain and alpine use, with strong
associations to outerwear, shells, insulation, climbing apparel, and minimalist technical aesthetics.

The brand tends to signal:

o Performance-first product design rather than fashion-first positioning

e Premium pricing tied to materials, construction, and durability

s Serious outdoor credibility, especially for hiking, climbing, and harsh-weather use

s Clean, understated visual identity that also gives it crossover appeal in everyday wear

Arc'teryx is often seen as a brand for users who want top-tier technical gear and are willing to pay more
for fit, weather protection, and build quality.

Trust & credibility signals

Arc'teryx benefits from strong credibility markers that users commonly associate with established
technical outdoor brands:

¢ Well-known reputation for high-end waterproof and insulated outerwear

¢ Strong association with technical construction details, patterning, and performance materials

¢ Recognizable flagship product families, especially shell jackets and insulated layers

¢ Perception of durability and quality control relative to mainstream outdoor apparel

s Clear fit with expert-use scenarios such as climbing, trekking, and severe-weather layering systems
e Distinctive brand identity that is widely recognized among outdoor enthusiasts

Signals that likely matter to users evaluating trust:
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MULTI-MODEL PERCEPTION yesﬂ

¢ Whether products justify premium pricing through longevity and performance
¢ How repair, warranty, and after-sales support are handled
¢ Whether sizing, fit, and intended use are explained clearly

¢ Transparency around materials, weather protection, and care requirements

Category fit

Arc'teryx fits most strongly in:

¢ Technical outdoor apparel

e Hardshell and softshell outerwear

¢ Insulated jackets and layering systems

¢ Hiking and trekking clothing

¢ Climbing apparel and equipment-adjacent gear

¢ Qutdoor packs and accessories

Premium performance lifestyle outerwear
It is less likely to be perceived as:

¢ Budget outdoor gear

Casual basics-first apparel

Broad family-value sporting goods

¢ Fashion-only outerwear without technical credibility

Questions users may ask that this brand should answer well

¢ What is Arc'teryx best known for?

¢ Are Arc'teryx jackets worth the price?

¢ Which Arc'teryx shell is best for rain, snow, or everyday use?

¢ What is the difference between hardshell, softshell, and insulated Arc'teryx jackets?
¢ How does Arc'teryx sizing and fit run?

¢ Which Arc'teryx jacket is best for hiking, climbing, skiing, or commuting?
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MULTI-MODEL PERCEPTION yesﬂ

¢ How durable are Arc'teryx products over time?

¢ How should | wash and care for Arc'teryx outerwear?

¢ Does Arc'teryx offer repair services or warranty support?

¢ What are the warmest Arc'teryx jackets?

¢ Which Arc'teryx products are most versatile for layering?

¢ How does Arc'teryx compare with other premium technical outdoor brands?
¢ What materials and waterproof technologies are used in Arc'teryx shells?

¢ Which Arc'teryx backpack or pack is best for day hikes or alpine use?

s s Arc'teryx more technical-performance focused or lifestyle focused?
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MULTI-MODEL PERCEPTION yes&

Multi-Model Perception - Competitor 1

Arc'teryx - https://www.arcteryx.com/

(GOOGLE: GEMINI 3.1 PRO (PREVIEW))

Positioning

Arc'teryx is positioned as a premium, ultra-high-performance outdoor apparel and equipment brand. It is
widely recognized for technical precision, minimalist aesthetics, and the use of cutting-edge materials
engineered for extreme weather conditions. Originally targeting elite climbers, alpinists, and mountain
guides, the brand has successfully expanded its appeal. It is now simultaneously viewed as top-tier
technical gear for outdoor professionals and a luxury lifestyle status symbol within urban fashion and
streetwear communities.

Trust & credibility signals

s Strategic partnerships with leading material technology companies, most notably its extensive and
historically significant use of Gore-Tex waterproof-breathable membranes.

s Rigorous field-testing protocols involving professional athletes, mountain guides, and
search-and-rescue teams.

¢ Highly detailed construction techniques, such as micro-seam allowances, water-tight zippers, and
articulated patterning for mobility.

e Structured product naming conventions (using modifiers like SV for Severe Weather, AR for All Round,
LT for Lightweight) that project engineering precision and purpose-built design.

¢ Brand initiatives focused on product longevity, including comprehensive warranty services and
dedicated repair and upcycling programs.

s Strong historical legacy in climbing hardware, specifically the development of advanced
thermoformed climbing harnesses, which established its reputation for innovation.

Category fit

¢ Premium technical outerwear (waterproof hardshells and breathable softshells)

¢ |nsulated mid-layers (synthetic and responsibly sourced down jackets)

¢ Alpinism and climbing equipment (harnesses, chalk bags)
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MULTI-MODEL PERCEPTION yesﬂ

¢ Performance activewear (moisture-wicking base layers, trail running apparel)

Outdoor footwear (approach shoes, technical trail runners, mountaineering boots)

¢ Technical backpacks and daypacks

Urban and lifestyle weather protection apparel

Questions users may ask that this brand should answer well
¢ What are the specific differences between the Alpha, Beta, and other hardshell jacket lines?

¢ What do the two-letter acronyms (SV, AR, LT, SL, FL) in the product names stand for, and which one is
right for my activity?

o What is the proper way to wash, dry, and reapply the DWR (Durable Water Repellent) coating to my
Gore-Tex jacket?

s How does the sizing and fit accommodate layering systems for cold-weather activities?

s |s a specific synthetic insulated jacket designed to function primarily as a mid-layer or a standalone
outer layer?

¢ What is covered under the product warranty, and what is the process for submitting a damaged item
for repair?

¢ What are the brand's sustainability practices regarding material sourcing and circularity?
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MULTI-MODEL PERCEPTION

Multi-Model Perception - Competitor 2

The North Face - https://www.thenorthface.com/

(ANTHROPIC: CLAUDE SONNET 4.6)

Positioning

The North Face occupies a premium outdoor performance tier, positioning itself at the intersection

of serious technical mountaineering gear and mainstream lifestyle apparel. The brand communicates
exploration, endurance, and human potential in challenging environments, anchored by a heritage tied
to elite alpinism and expedition culture. Its visual identity and messaging consistently reinforce themes
of pushing limits, environmental respect, and adventure at scale. Over time, the brand has successfully
expanded from a core base of dedicated outdoor athletes into a broader cultural audience without
abandoning its technical credibility, making it one of the most recognizable names in the outdoor industry
globally.

Trust & credibility signals

Long-standing brand history with roots in technical climbing and mountaineering equipment, giving
it deep category authenticity.

Association with sponsored athletes, expeditions, and explorers who use the gear in genuine
high-stakes environments.

Widely distributed through premium retail channels alongside specialist outdoor retailers, reinforcing
perceived quality.

The FUTURELIGHT and APEX technology platforms are associated with genuine material innovation
in the waterproofing and breathability space.

Sustainability commitments, including use of recycled materials and participation in broader
environmental initiatives, aligh with values held by its core audience.

Parent company VF Corporation's institutional backing adds operational scale and supply-chain
credibility.

Consistent product warranties and a reputation for durable goods contribute to long-term consumer
trust.
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MULTI-MODEL PERCEPTION

Category fit

Technical outerwear and mountaineering apparel

Hiking and trail footwear

Backpacks and expedition-grade carrying systems

Camping and base camp equipment

Athletic and fleece mid-layers

Lifestyle and streetwear-adjacent apparel (particularly puffer jackets and fleece)
Ski and snow sport outerwear

Youth and junior outdoor apparel

Questions users may ask that this brand should answer well
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Which jacket is best for high-altitude or alpine conditions?

How does FUTURELIGHT waterproofing compare to Gore-Tex in real-world use?

What is the warmth-to-weight ratio of specific down and synthetic insulation products?
Are the products genuinely suitable for technical climbing or primarily lifestyle wear?
What sustainability practices are behind the materials and manufacturing?

How do sizing and fit compare across performance versus casual lines?

Which backpack is appropriate for multi-day or expedition-length trips?

What is the warranty policy and how is it enforced in practice?

How does The North Face compare to competitors like Patagonia, Arc'teryx, or Mammut for specific

use cases?

Which products use recycled or responsibly sourced materials?
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Multi-Model Perception - Competitor 2

The North Face - https://www.thenorthface.com/

COPENAI: GPT-5.4>

Positioning

The North Face is positioned as a premium outdoor apparel and equipment brand associated with
performance, durability, and exploration. It is widely perceived as serving people who want technical
outerwear, insulated layers, fleece, footwear, packs, and related gear for hiking, climbing, trail use, cold
weather, and everyday wear.

The brand also has strong crossover appeal beyond core outdoor use. In many user conversations, it is
likely to be perceived not only as a functional gear brand but also as a recognizable lifestyle label for
jackets, puffers, fleeces, and backpacks. That gives it a dual position: serious outdoor credibility plus
mainstream style visibility.

Key positioning themes users are likely to associate with the brand:

Technical outerwear and layering systems

Cold-weather protection and weather resistance

Durable gear for outdoor activity

Premium pricing relative to mass-market apparel

¢ Recognizable, established brand with broad consumer awareness

Outdoor identity that also works for casual daily use

Trust & credibility signals

The North Face benefits from strong brand recognition and long-standing visibility in the outdoor
category, which tends to signal legitimacy and product familiarity to users. It is commonly associated
with specialized outdoor apparel rather than generic fashion basics, which supports perceived expertise
in jackets, insulation, shells, fleeces, and packs.

Trust and credibility signals users may infer:
s Well-known brand name in outdoor apparel and gear

¢ (Clear association with performance outerwear and equipment
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MULTI-MODEL PERCEPTION yesﬂ

¢ Broad product range across jackets, layers, packs, and footwear

¢ Consistent identity centered on exploration and outdoor use

¢ Premium brand perception that often implies higher material and construction expectations
¢ Frequent comparison set with other established outdoor performance brands

Potential trust questions users may still have:

¢ How technical a given product is versus lifestyle-oriented

¢ Whether a jacket is waterproof, water-resistant, windproof, or insulated

¢ How durable products are under repeated outdoor use

¢ How fit runs across shells, puffers, fleeces, and footwear

¢ Whether the price premium is justified for a specific use case

Category fit

The brand fits strongly in:

¢ Qutdoor apparel

e Technical outerwear

¢ Insulated jackets and cold-weather clothing
¢ Fleece and layering pieces

¢ Hiking and trail apparel

¢ Backpacks and bags

e Outdoor footwear

¢ Travel-ready outerwear and packs
¢ Qutdoor lifestyle apparel

It also fits adjacent consideration sets where users compare function and style:

Everyday winter jackets

Commuter outerwear

Campus and casual backpacks
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MULTI-MODEL PERCEPTION

Premium athleisure-adjacent outerwear

Questions users may ask that this brand should answer well
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Is The North Face a good brand for outdoor gear?

Is The North Face worth the price?

What is The North Face best known for?

Are The North Face jackets actually waterproof or just water-resistant?

Which The North Face jacket is best for winter?

Which The North Face jacket is best for rain?

How warm are The North Face puffer jackets?

How does The North Face sizing fit?

Are The North Face backpacks durable?

Is The North Face good for hiking or more for casual wear?

What is the difference between shell, insulated, and fleece options from The North Face?
Which The North Face products are best for layering?

Are The North Face shoes or boots good for trail use?

How do | choose the right The North Face jacket for my activity?

How should | wash and care for a The North Face jacket?

How long do The North Face jackets typically last?

What are the best everyday The North Face products for commuting and travel?

How does The North Face compare with other premium outdoor brands?
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Multi-Model Perception - Competitor 2

The North Face - https://www.thenorthface.com/

(GOOGLE: GEMINI 3.1 PRO (PREVIEW))

Positioning

The North Face is positioned as a premium outdoor recreation and lifestyle brand. It bridges the

gap between high-performance technical gear designed for extreme outdoor exploration (such as
mountaineering, alpinism, skiing, and snowboarding) and fashionable, everyday streetwear. The brand
emphasizes extreme durability, technological innovation in weatherproofing and insulation, and a core
commitment to empowering outdoor exploration.

Trust & credibility signals

Extensive brand heritage and decades of established presence in the outdoor equipment industry.
¢ Sponsorship of elite athletes, professional expeditions, and outdoor professionals.

¢ Implementation of advanced proprietary and partnered material technologies, including advanced
waterproof-breathable membranes and high-fill-power down insulation.

s Arobust warranty program, historically offering lifetime guarantees on many garments and equipment
against manufacturing defects.

s [ntegration of recognized sustainability standards, such as utilizing the Responsible Down Standard
(RDS) and incorporating recycled materials into product lines.

¢ High-profile collaborations with major fashion and streetwear designers, validating its status in the
lifestyle apparel sector.

Category fit

s Quterwear and heavy winter jackets

¢ Mountaineering and climbing equipment

s Tents and sleeping bags

¢ Backpacks, duffels, and technical daypacks

¢ Qutdoor, hiking, and trail-running footwear
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Activewear, base layers, and performance fleece

Lifestyle apparel and streetwear

Questions users may ask that this brand should answer well

What temperature rating does this down jacket have, and is it suitable for extreme winter weather?

What is the difference between your proprietary waterproof breathable technology and other
industry-standard waterproofing membranes?

How should | properly wash and care for my down-insulated jacket to maintain its loft and warmth?

What exactly does the lifetime warranty cover, and how do | submit a repair claim for a broken zipper
or tear?

Which backpack capacity is best suited for a multi-day hiking expedition versus a daily urban
commute?

Are the down and synthetic materials used in this specific product sustainably sourced or recycled?
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SEARCH TERM VISIBILITY

Search Term Visibility

Competitive ranking - score 0—10 - FB = focus brand, C1/C2 = competitors

Ye5r

Each brand is scored per query based on its position in the Al model's recommendations and

the strength of the framing it receives, grounded in Google's E-E-A-T framework (Experience,

Expertise, Authoritativeness, Trustworthiness). Higher scores reflect higher placement and

stronger endorsement language. The consensus indicator shows how consistently the three

models agree.

sustainable outdoor clothing brands
Consensus: HIGH consensus - brand avg 10.0
Anthropic: Claude Sonnet 4.6

OpenAl: GPT-5.4

Google: Gemini 3.1 Pro (preview)

best fleece jackets for hiking
Consensus: HIGH consensus - brand avg 10.0
Anthropic: Claude Sonnet 4.6

OpenAl: GPT-5.4

Google: Gemini 3.1 Pro (preview)

FB

C1i

c2

(10.0)

(6.0)

(8.0)

(10.0)

(60)

(s.0)

(10.0)

(3.0)

(5.0)

FB

C1

c2

(10.0)

(1.0)

(7.0)

(10.0)

(9.0)

(7.0)

(10.0)

(7.0)

(7.0)
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eco-friendly waterproof jackets
Consensus: HIGH consensus - brand avg 10.0
Anthropic: Claude Sonnet 4.6

OpenAl: GPT-5.4

Google: Gemini 3.1 Pro (preview)

high performance outdoor gear
Consensus: HIGH consensus - brand avg 8.7
Anthropic: Claude Sonnet 4.6

OpenAl: GPT-5.4

Google: Gemini 3.1 Pro (preview)

ethically made adventure apparel
Consensus: HIGH consensus - brand avg 10.0
Anthropic: Claude Sonnet 4.6

OpenAl: GPT-5.4

Google: Gemini 3.1 Pro (preview)

Also indexing well across one or more terms: Cotopaxi - Outdoor Research
Black Diamond - Columbia - Fjallrdven - Mammut - Mountain Hardwear -
- Rab -

Clothing - Fjallraven - Icebreaker - Nau - Picture Organic

FB

Ci

Ye5r

c2

(10.0)

(8.0)

(7.0)

(10.0)

(8.0)

(7.0)

(10.0)

(5.0)

(7.0)

FB

C1

Cc2

(8.0)

(10.0)

(7.0)

(9.0)

(10.0)

(7.0)

(9.0)

(10.0)

(o0)

FB

Ci

c2

(10.0)

(7.0)

(4.0)

(10.0)

(4.0)

(6.0)

(10.0)

(6.0)

(6.0)

prAna - tentree
Norregna - Picture Organic
REI Co-op - Salomon
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GEO Readiness

On-site readiness - score 0-10

Five dimensions evaluate how prepared the homepage is for Al extraction, each laddering to
one or more E-E-A-T pillars (Experience, Expertise, Authoritativeness, Trustworthiness). Higher
dimension scores indicate the homepage contains clear, structured, and citable signals that

Al systems can extract and represent accurately. Overall score is the mean of applicable

dimensions.

e ™
Patagonia AUDITED BRAND
https://www.patagonia.com/
Entity C D
Citability e )
Structure C D @
LLM e ) @
Local n/a
Overall C D

. y,
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Arc'teryx
https://www.arcteryx.com/

Entity C )
Citability —>
Structure C ) @
LLM C—
Local n/a

Overall — (25)

The North Face

https://www.thenorthface.com/

Entity C )
Citability  G—
Structure ¢ )
LLM C )
Local n/a

Overall ¢ )
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Content Structure Analysis

Patagonia

https://www.patagonia.com/

¢ Mission & Values Statement: Earth Is Now Our Only Shareholder — with attribution to Yvon Chouinard's
letter (Homepage hero/banner section) > Highly citable, distinctive claim that Al systems can attribute
directly to Patagonia when answering questions about brand ownership models, corporate social
responsibility, or mission-driven businesses

o Brand Narrative / Founder Story: Yvon Chouinard shares his motivation for starting Patagonia Provisions,
and why it's important to offer delicious, nutritious foods that restore, rather than deplete, our planet
(Homepage promotional module linking to Provisions content) > Anchors the founder's identity to a
specific product line decision, giving Al systems a retrievable cause-and-effect narrative about brand
diversification

¢ Named Product Taxonomy in Navigation: Capilene® Cool Tech Tees, Nano Puff® Insulation, Baggies™
Shorts, Black Hole® Bags — listed as Patagonia Favorites (Primary navigation / mega-menu) - Registered
product line names with trademark symbols provide machine-readable brand identifiers that Al can
associate with Patagonia as canonical product names, reducing attribution ambiguity

s Guarantee & Policy Statements: We guarantee everything we make — Ironclad Guarantee; Free Shipping
on Orders Over $99 (Homepage footer signals and body content) 2 Short, named policy statements are
easily extracted as factual claims by generative engines responding to purchase-intent or brand trust
queries

¢ Activism & Nonprofit Integration: Patagonia Action Works — Sign a Petition, Attend an Event, Donate,
Volunteer Your Skills; 1% for the Planet (Navigation and homepage footer area) > Named programs
with specific action types give Al systems concrete, attributable details when answering queries about
corporate activism or environmental giving, beyond vague 'sustainability’ claims

Arc'teryx

https://www.arcteryx.com/

e Campaign/Promotional Headline Copy: 'Fresh off the line — Unlock that weightless moment with new
lightweight climbing kits' (Homepage hero and rotating banner sections) > Slogans and taglines are not
citable or factual; Al models cannot extract meaningful brand or product information from them, reducing
the page's utility as a knowledge source.
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¢ Named Product Feature: 'The Norvan LD 4 — Run any terrain with confidence in this highly responsive
shoe' (Homepage featured product section) = The product name is a positive entity signal, but the
absence of Product schema and any technical specification means Al cannot surface structured product
details in response to user queries.

e Sustainability / Resale Program Mention: 'ReBIRD RESALE — Made for more. Mountain-proven,
rock-ready, and ready for its next season.' (Homepage lower section) > A named sustainability initiative
is a differentiating entity signal, but the lack of explanatory prose means Al cannot accurately describe
the program or cite it as evidence of brand values.

¢ Sub-brand Identification: 'Veilance Summer '26: Designed to Adapt' (Homepage carousel/banner) >
Naming the Veilance sub-brand creates a weak entity signal, but without descriptive context, Al systems
cannot reliably distinguish or explain Veilance relative to the parent Arc'teryx brand.

¢ Brand Film / Editorial Content Reference: 'Arc'teryx Presents: Hello, Beautiful — A journey to redefine
sport, self, and beauty. Watch the film' (Homepage editorial section) - Editorial film content suggests
brand depth and storytelling, but since the content is video-only with a one-sentence description, Al
models cannot index or cite its narrative, neutralising the potential visibility benefit.

The North Face

https://www.thenorthface.com/

e Product Listing: Men's GORE-TEX® Mountain Jacket $450.00 / Men's Retro Denali Jacket $200.00
(Homepage main content carousel and product grid) > Product names and prices are technically
parseable as plain text, but without Product schema they cannot be structured as machine-readable
product facts; Al models receive these as unstructured strings rather than attributable product
knowledge.

» Navigation Taxonomy: Shop By Activity: Hike, Trail Run, Camp, Water & Sun, Climb, Snow (Primary and
secondary navigation menus) = Activity-based category labels communicate topical relevance (outdoor,
hiking, climbing) and may reinforce Al associations between the brand and specific use-case domains,
but the absence of descriptive prose means this is a weak citability signal.

¢ Loyalty Programme Description: XPLR Pass — Free to join. Free shipping. Exclusive gear. Birthday gifts.
Points on every purchase and rewards. (Footer join prompt and in-page promotional section) = This is one
of the few factual prose passages on the page; it is brief but structured enough that Al systems could
extract and reproduce it as a factual summary of the programme's benefits.

e Sustainability / Resale Statement: We refurbish used and damaged gear, fine-tuning it for another
lifetime of exploration. Shop Renewed. (Mid-page promotional banner for the Renewed / resale
programme) - A short but factual claim about the brand's circular economy programme; Al systems may
cite this as evidence of sustainability positioning, though the lack of supporting detail limits how deeply
it can be characterised.
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¢ Proprietary Technology Labels: FUTURELIGHT™, DryVent™, VECTIV™, FUTUREFLEECE™, Ventrix™,
DotKnit™ (About Us navigation submenu under 'Our Technology') - Proprietary technology names are
present as navigation labels, creating potential brand-specific term recognition; however, the absence of
any descriptive copy on this page means Al systems cannot extract functional definitions or differentiated
claims for these technologies.
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GEO Signal Inventory

Patagonia

https://www.patagonia.com/

s Patagonia has Organization JSON-LD schema with sameAs array linking to Wikipedia and six social
platforms on Homepage <head> structured data, producing Strong entity disambiguation — Al systems
can cross-reference Patagonia's identity across authoritative sources, reducing conflation with other
entities.

o Patagonia has WebSite schema with SearchAction (Sitelinks Searchbox pattern) on Homepage <head>
structured data, producing Signals to Al crawlers that the site is navigable and searchable, reinforcing
the brand's web entity completeness.

s Patagoniahas ItemList schema mapping all seven primary navigation categories with URLs on Homepage
<head> structured data, producing Gives Al systems an explicit, machine-readable map of the brand's
content taxonomy, supporting accurate category-level retrieval.

e Patagonia has Distinctive ownership/mission declaration ('Earth Is Now Our Only Shareholder') with
named author attribution on Homepage hero banner, producing Functions as a quotable, attributable
brand statement that Al can surface in response to queries about mission-driven or unconventional
corporate ownership.

¢ Patagonia has Named, trademarked product line identifiers (Capilene®, Nano Puff®, Baggies™, Black
Hole®, Regulator®, Snap-T®, Retro-X®) on Primary navigation mega-menu, producing Trademarked
product names act as persistent, unambiguous brand signals that Al systems can anchor to Patagonia
across training data.

¢ Patagonia has Named programs with distinct URLs: Patagonia Action Works, Worn Wear, Patagonia
Provisions, 1% for the Planet on Homepage body and footer, producing Each named program creates a
discrete, citable entity that Al can reference when answering questions about Patagonia's environmental
or social initiatives.

Arc'teryx

https://www.arcteryx.com/

s Arc'teryx has Page title tag on HTML <title> element, producing Communicates brand name and core
category (outdoor clothing, technical outerwear, accessories); a foundational entity signal that Al models
use to classify the site..
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¢ Arc'teryx has Meta description on HTML <meta name='description'>, producing Present but only 29
characters — far too short to convey meaningful brand identity or context; Al systems drawing on meta
descriptions for entity summaries will find this insufficient..

s Arc'teryx has Single H1 heading on Homepage main content area, producing A single H1 provides minimal
structural clarity; if it is a campaign slogan rather than a descriptive brand statement, its contribution to
Al entity recognition is limited..

o Arc'teryx has Named product (Norvan LD 4) on Homepage featured product section, producing A specific,
named product is a positive entity signal that could help Al models associate the brand with trail running
footwear, but the signal is weakened by the absence of Product schema and any technical detail..

s Arc'teryx has ReBIRD RESALE program name on Homepage lower content section, producing A named
brand program creates a potential differentiator signal for Al knowledge graphs, but without explanatory
content or schema, the signal is too thin to be reliably extracted or cited..

e Arc'teryx has Semantic landmarks (main, section elements) on HTML document structure, producing
One main and four section landmarks provide a minimal structural scaffold that aids Al parsing of page
regions, though the absence of article elements and lists limits the depth of structured content signals..

The North Face

https://www.thenorthface.com/

¢ The North Face has WebSite JSON-LD with SearchAction on Structured data block in page source,
producing Establishes a machine-readable site entity anchor and enables sitelink searchbox recognition
by Al crawlers; however, it does not supply brand-level facts (description, logo, social profiles) that
Organization schema would provide..

¢ The North Face has WebPage JSON-LD on Structured data block in page source, producing Confirms the
canonical URL and page name as a typed web entity, giving Al systems a minimal but valid page-level
signal; adds little brand knowledge beyond the URL..

o The North Face has Meta description (149 characters, present) on HTML <head>, producing Provides a
concise page-level summary that Al crawlers and search engines use as a fallback descriptor; at 149
characters it is within optimal range, though its content could not be independently verified from the
scraped text..

¢ The North Face has Proprietary technology names in navigation (FUTURELIGHT™, VECTIV™, etc.)
on About Us > Our Technology navigation submenu, producing Named proprietary terms create
brand-specific vocabulary signals; repeated exposure in training data may help Al models associate these
terms with The North Face, but without inline definitions they cannot be explained accurately by Al in
context..
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¢ The North Face has #NeverStopExploring UGC hashtag and @thenorthface handle on Mid-page social
proof / UGC section, producing A recognisable brand phrase that reinforces entity identity across
platforms; Al models may already associate this phrase with the brand from prior training, strengthening
entity disambiguation..

¢ The North Face has Single <main> semantic landmark on HTML body structure, producing Signals to
Al parsers and accessibility tools where primary content begins; reduces ambiguity between navigation
chrome and core page content, though the absence of <section> or <article> elements limits further
semantic differentiation..
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CONTENT GAPS

Content Gaps

Ye5r

Has: signal is present and complete. Partial: signal exists but is incomplete or weakly

expressed. Missing: signal is not present.

GEO SIGNAL

Brand definition

FAQ

Schema markup

Named experts

Named producers

Signature products

Location data

Comparison content

PATAGONIA

PARTIAL

PARTIAL

PARTIAL

PARTIAL

PARTIAL

ARC'TERYX

PARTIAL

PARTIAL

THE NORTH FACE

PARTIAL

PARTIAL

PARTIAL
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Adopt This

Replicable tactics worth borrowing from competitors

Arc'teryx

https://www.arcteryx.com/

One tactic on the Arc'teryx homepage that is working in its favour — and worth building upon — is the explicit
naming of a distinct product (the Norvan LD 4) alongside a brief functional descriptor ("highly responsive shoe")
directly in the homepage body. Even within a page dominated by campaign slogans, surfacing a real product
name with a short performance claim creates a concrete entity hook that Al models can latch onto when
associating the brand with a product category. Any brand looking to improve Al visibility should adopt this
approach and go further: pair every named product or program with one or two factual, declarative sentences
covering its key attributes, intended use, or distinguishing technology. This gives generative Al systems quotable,
specific content to draw on when answering category or comparison queries — transforming a promotional
mention into a citable knowledge signal. Arc'teryx itself could amplify this existing tactic by adding brief
descriptive prose beneath each featured product or initiative on the homepage, rather than relying solely on
taglines.

The North Face

https://www.thenorthface.com/

The North Face surfaces its activity-based shopping taxonomy — Hike, Trail Run, Camp, Water & Sun, Climb, Snow
— prominently in both primary navigation and within product category sections. This approach is worth adopting
because it organises the brand's product universe around user intent rather than product type alone, which maps
directly to how Al systems handle conversational queries (users ask "best jacket for hiking" not "best jacket in
category Outerwear"). Any outdoor or apparel brand looking to improve Al visibility should structure at least a
portion of its homepage and category architecture around named activities or use cases, and back those activity
labels with brief editorial paragraphs explaining what product attributes matter for each scenario — turning a
navigation label into a citable, intent-matched content passage that Al systems can extract and reproduce when
answering activity-specific product questions.
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Vulnerability Map

Patagonia

https://www.patagonia.com/

¢ The Organization schema is complete but missing the fields ‘founder’/ founders™ and ‘foundingDate” —
both of which are directly supportable from publicly known brand history and referenced in page copy
(Yvon Chouinard is named on the page); these fields should be added to enrich the existing schema rather
than replaced.

s No FAQPage schema is present anywhere on the homepage, leaving a significant gap for generative
engines that preferentially surface structured Q&A content in answer-style responses — a FAQ block
tied to brand ownership, the Ironclad Guarantee, or the Worn Wear program would directly address this.

o No Product schema exists at the homepage level for any of the named, trademarked product lines
featured in navigation and promotional modules, meaning Al systems cannot extract machine-readable
product attributes (description, category) for flagship items like Capilene® or Nano Puff® from this page.

¢ Breadcrumb structured data is absent, and semantic HTML landmarks (<article>, <section>) are not
detected — this limits Al crawlers' ability to zone and interpret different content types (editorial vs.
promotional vs. navigational) on the homepage.

Arc'teryx

https://www.arcteryx.com/

¢ Allfour key JSSON-LD schema types — Organization, FAQPage, Product, and LocalBusiness — are absent.
Most critically, the lack of Organization schema means Al systems and knowledge graph crawlers cannot
programmatically confirm the brand's canonical name, description, logo, or social profiles. The absence of
Product schema on the named Norvan LD 4 feature is a direct missed opportunity for structured product
visibility in Al-generated responses.

s The meta description is only 29 characters, making it effectively non-functional as an Al or search
entity summary. A description of this length cannot convey category, differentiators, or brand positioning,
leaving Al models to rely entirely on body copy that is composed almost entirely of marketing slogans.

s The homepage body text contains zero factual, declarative prose — no material descriptions, no
performance specifications, no brand narrative, and no explanation of key initiatives like ReBIRD RESALE.
Without citable factual content, Al systems have no reliable source material to draw on when generating
responses to queries about the brand.
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e There are no list elements (ul or ol) anywhere on the page, and no breadcrumb navigation or
BreadcrumbList schema. This eliminates two of the most Al-friendly content formats — enumerable
structured lists and hierarchical navigation context — leaving the page structurally sparse from an Al
extraction perspective.

The North Face

https://www.thenorthface.com/

¢ Organization schema s fully absent from the page's structured data. The only JSON-LD types present are
WebSite and WebPage, meaning Al systems and structured crawlers cannot extract machine-readable
brand-level facts such as the organisation's name, logo, description, or social profile links. Adding a
complete Organization block is the highest-priority schema action.

¢ Product schema is fully absent despite dozens of named products with prices appearing in the page
text. Without structured Product markup (including fields such as name, description, brand, and offers),
Al systems cannot reliably attribute product knowledge to The North Face from this page alone.

¢ The page is dominated by product colour variant strings, navigation labels, and marketing slogans rather
than factual editorial prose. Al language models extract and cite descriptive, factual sentences; the
near-total absence of explanatory paragraphs about products, technologies, or brand values means the
homepage contributes very little citable content to Al knowledge bases.

e The heading hierarchy is structurally thin — two H1 elements (creating topical ambiguity) and only two
H2s with no H3s across a content-dense homepage. This flat structure provides Al parsers with almost
no signals about which topics are primary or how content zones relate to one another, weakening the
page's overall topical coherence signal.
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Web Presence

Entity & Clarity

Patagonia's homepage establishes a clear, machine-readable entity identity. The Organization JSON-LD
schema is marked complete and includes name, url, description, logo, sameAs, and contactPoint. The
sameAs array links to Wikipedia, major social platforms (Twitter/X, Facebook, Instagram, YouTube,
LinkedIn, Pinterest), which provides strong entity disambiguation signals for Al systems cross-referencing
authoritative sources. The organization description in the schema — "Patagonia is a designer of outdoor
clothing and gear for the silent sports: climbing, surfing, skiing and snowboarding, fly fishing, and trail
running" — is concise and sport-specific, which aids Al classification of brand scope.

A WebSite schemais also present with a SearchAction (Sitelinks Searchbox pattern), reinforcing the site's
identity as a navigable, well-structured web entity. An ItemList schema maps the primary navigation to
structured data, giving Al crawlers an explicit enumeration of the brand's top-level content categories.

The page carries one H1 (the brand name "Patagonia"), nine H2s, and eleven H3s, which is a reasonable
heading hierarchy for a homepage. The meta description is present at 150 characters.

However, four Organization fields are absent: address, founder, founders, and foundingDate. Patagonia's
founding story and its founder (Yvon Chouinard) are referenced in visible page copy, making their absence
from structured data a missed opportunity to anchor key biographical and historical facts for Al retrieval.

Citability
Patagonia's homepage contains several citable claims that Al language models can lift and attribute:

¢ The brand's mission-adjacent statement "Earth Is Now Our Only Shareholder" is a distinctive, quotable
declaration with attribution to Yvon Chouinard's letter, signaling an unusual corporate ownership
model that Al systems can cite.

s The Patagonia Provisions positioning — "a step toward a new kind of future; one filled with flavorful,
nutritious foods that help to restore, rather than deplete, our planet" — is a memorable, structured
value proposition.

¢ The "1% for the Planet" commitment and "We give our profits to the planet" phrasing are short,
attributable statements that appear in site footer signals.

» The Ironclad Guarantee ("We guarantee everything we make") is a named, retrievable brand promise.
e The free shipping threshold ($99) is a factual, extractable policy detail.

Citability is somewhat weakened by the homepage's reliance on visual/campaign content (product
imagery, athlete photography) that does not translate to extractable text. There are no FAQ schema blocks
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to surface Q&A-style content directly to generative engines. No structured Article or editorial content
appears on the homepage itself; stories are linked but not surfaced as Article schema items.

Structure & Semantics

The semantic landmark structure is minimal for a page of this scope: one <main> element is present, but
no <article> or <section> elements are detected. With 51 unordered lists (<ul>) and zero ordered lists, the
page's navigation and product taxonomy are expressed as list structures — appropriate for menus but
not for surfacing ranked or comparative content to Al.

Breadcrumb structured data is absent, which limits Al systems' ability to infer hierarchical context from
the homepage. No FAQPage schemaiis present. No Product schema is present on the homepage, meaning
no individual product entities are machine-readable at this level.

The absence of <article> and <section> elements means the page has limited semantic zoning — Al
crawlers cannot easily distinguish editorial content blocks from navigation or promotional modules.

The Organization schema is complete and does not need to be re-added; it should be enriched with the
missing fields: address, founder/founders, and foundingDate.

Gaps vs Best Practice for Al-Visible Brands

¢ QOrganization schema enrichment needed: founder/founders and foundingDate are absent from an
otherwise complete Organization schema. These fields are directly cited in page copy (Yvon Chouinard
is named; founding context is implied) and their addition would significantly improve Al entity
completeness.

¢ No FAQPage schema: The site lacks any FAQ-structured content on the homepage, a high-value
signal type for generative engines that prefer to surface direct answers. Adding FAQ schema to a
"Why Patagonia?" or mission-oriented content block would improve answer-engine retrieval.

e No Product schema on homepage: Featured products (e.g., Capilene® Cool Tech Tees, Nano
Puff® Insulation) are named in navigation but carry no machine-readable product attributes (price,
availability, description) at the homepage level.

¢ No breadcrumb schema: Without breadcrumb structured data, Al systems inferring site hierarchy
from the homepage must rely solely on the ItemList navigation schema, which is less expressive for
content depth.

¢ Thin editorial surface on homepage: The homepage links to stories but does not embed any
article-level structured content or summaries, reducing the volume of citable, attributable text
available on the root URL.
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Priority Actions

e Enrich the existing Organization schema by adding founder (or founders), foundingDate, and address
fields — all supportable from publicly known brand history.

s Implement FAQPage schema on a homepage content block addressing common brand questions
(e.g., ownership model, environmental commitments, product repair program).

e Add Product schema to at least the featured/hero product mentions on the homepage to make
flagship SKUs machine-readable.

¢ Introduce <article> and <section> semantic HTML landmarks to differentiate editorial, promotional,
and navigational content zones.

¢ Implement breadcrumb structured data to reinforce site hierarchy for Al crawlers.
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Recommendations

1. Enrich the existing Organization schema with missing founder, foundingDate, and address fields (Entity
Clarity gap) The Organization schemais already present and marked complete in structure, but four fields
are absent: address, founder, founders, and foundingDate. These are not optional enrichments — the
founder is named in visible page copy and the founding story is part of the brand's core identity. Adding
these fields directly anchors key biographical and historical facts for Al knowledge retrieval and reduces
dependence on training data that may be unevenly distributed across models. This is the highest-priority
structural action given its direct connection to the MEDIUM perception spread (overall 3.7 out of 10) and
the 1.9 out of 10 OpenAl score.

2. Implement FAQPage schema tied to high-value brand questions (Citability gap) FAQPage schema

is entirely absent from the homepage. Generative engines preferentially surface structured Q&A
content in answer-style responses, and Patagonia's brand story — ownership structure, environmental
commitments, Ironclad Guarantee, Worn Wear program — is precisely the kind of content that drives

Al recommendations on the ethically made adventure apparel and sustainable outdoor clothing brands
queries where the brand already holds a 10 out of 10 position. Adding FAQ blocks aligned to these themes
converts existing brand credibility into machine-readable answer inventory and directly supports the
Citability gap identified in readiness analysis.

3. Add Product schema for flagship product lines featured in homepage navigation and promotional
modules (Citability and Structure gaps) No Product schema exists on the homepage despite named
product lines appearing in navigation and hero content. On the best fleece jackets for hiking query, the
brand scores 10 out of 10 with cross-model HIGH consensus, and model outputs specifically cite named
product lines as justification. Structured product markup would make these references machine-readable
at the source URL, reinforcing Al attribution and reducing the risk that a competitor's better-structured
homepage erodes this advantage as Al systems evolve toward preferring structured entity data over
trained inference.

4. Introduce article and section semantic HTML landmarks to differentiate content zones (Structure
gap) The homepage currently uses one main element and 51 unordered lists but zero article or section
elements. This leaves Al crawlers unable to distinguish editorial content — brand narrative, sustainability
commitments, story links — from navigation or promotional modules. Introducing semantic HTML zoning
would improve the signal quality available to generative systems when parsing the homepage for citable,
attributable content. This is a lower-effort change with a meaningful structural payoff given the readiness
score of 4.6 out of 10.

5. Develop owned content that directly answers high-performance gear queries (Search Term Visibility
gap) On high performance outdoor gear, the brand scores 8.7 out of 10 while Arc'teryx holds a perfect 10
across all three models. Competitor scores on this query range from 10 to 10 for Arc'teryx across every
model. The brand's own scores on this query range from 8 to 9. Closing this gap requires content that
explicitly articulates technical performance credentials — material specifications, construction standards,
activity-specific product guidance — in factual, declarative prose that Al systems can extract and cite.
The brand's current homepage relies heavily on visual and campaign content that does not translate
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to extractable text, weakening its position on performance-first queries relative to its dominance on
values-led queries.

6. Implement breadcrumb structured data to reinforce site hierarchy (Structure gap) Breadcrumb schema
is absent across all three audited brands, but Patagoniais the only one with an otherwise strong structural
foundation. Adding breadcrumb structured data would give Al crawlers explicit hierarchical context from
the homepage outward, complementing the existing ItemList navigation schema and supporting deeper
content retrieval across product and editorial subcategories.
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Final Read

Patagonia is the most structurally legible brand in this competitive set for Al systems evaluating outdoor
and sustainability queries, but that legibility rests on an uneven foundation. The brand holds first position
across four of five tested queries with HIGH cross-model consensus, and its GEO Readiness score of
4.6 out of 10 leads Arc'teryx by 2.1 points and The North Face by 1.7 points. However, the Multi-Model
Perception overall of 3.7 out of 10 — with a MEDIUM divergence spread — signals that at least one major
Al model holds a materially thinner internal representation of the brand than others. The OpenAl score of
1.9 out of 10 against Claude's 5.2 out of 10 is the sharpest internal gap in this audit, and it is a gap that
structured owned-content improvements are well-positioned to address.

The brand's competitive exposure concentrates on one query type: high performance outdoor gear. On
that query, Arc'teryx scores a perfect 10 across all three models while Patagonia scores between 8 and
9, producing a gap of +1.3 in Arc'teryx's favor on the average and a maximum gap of +2. This is the only
query where Patagonia does not hold first position, and it reflects a real perception asymmetry: Al models
reliably associate Patagonia with ethical manufacturing and environmental stewardship more than with
technical performance precision. Arc'teryx achieves this performance-query dominance despite a GEO
Readiness score of only 2.5 out of 10 and no Organization schema on its homepage — meaning the gap is
driven by trained brand knowledge, not by structural web advantage. That is a vulnerability for Arc'teryx
and an addressable opportunity for Patagonia through better-structured performance-oriented content.

The most critical structural gaps are the absence of FAQPage schema, missing Product schema at

the homepage level, and the four absent Organization schema fields (founder, foundingDate, address).
These are not marginal improvements — they represent the difference between a brand that Al systems
can cite from structured data and one that relies on inference from training data alone. Given the
MEDIUM perception spread already present in the data, reducing that reliance is the highest-leverage
direction for improving consistent Al representability across models. Arc'teryx and The North Face both
lack Organization schema entirely, meaning any enrichment Patagonia makes to its existing schema
immediately widens an already meaningful structural lead.

The strongest analytical point from this audit is the combination of near-dominant query visibility and
moderate perception scores: Patagonia achieves first position on four of five queries largely through
earned brand authority and values differentiation, but its 3.7 out of 10 Multi-Model Perception overall and
MEDIUM spread suggest that this dominance is more fragile than query rankings alone imply. Structural
improvements to the homepage — schema enrichment, FAQ markup, semantic HTML zoning — are the
most direct path to converting existing brand authority into durable, model-agnostic Al visibility.
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Methodology

Methodology

The yeb.ai GEO Brand measures Al brand visibility across several distinct dimensions, each capturing a
different facet of how generative engines surface, recommend, and represent a brand. All measurements
are unified by Google's E-E-A-T framework (Experience, Expertise, Authoritativeness, Trustworthiness).
The framework uses 22+ weighted factors and is continuously calibrated against evolving generative
model behavior.

Multi-Model Perception captures pre-trained brand awareness: each Al model's understanding of the
brand from training data alone. This reflects how the brand is represented in the historical data each
model was trained on, distinct from any live web behavior.

Search Term Visibility measures live competitive positioning. For each query, each model produces
recommendations, and the resulting visibility per brand is scored. A consensus indicator shows how
consistently the three models agree on each query.

GEO Readiness measures on-page structural readiness for Al extraction across five dimensions: Entity
Clarity, Citability, Structure and Semantics, LLM Recommendability, and Local Business Signals. Each
dimension evaluates whether the brand's homepage carries clear, structured, and citable signals.

Content Gaps classifies eight signal categories (Brand definition, FAQ, Schema markup, Named experts,
Named producers, Signature products, Location data, Comparison content) as Has, Partial, or Missing.

Content Structure Analysis, GEO Signal Inventory, Adopt This, and Vulnerability Map are qualitative
sections grounded in direct analysis of the fetched homepage. They surface the specific named entities,
content patterns, and structural gaps that inform the quantitative scores in earlier sections.
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