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1Mirosław Kocot, Better Product CEO 

Editors: Your company is young, but it is 

made up of people with many years of 

experience. Household market in Poland 

is not alien to you. 

Mirosław Kocot, CEO: Exactly. Twenty 

years of experience in household articles I 

have acquired in my previous job. I was the 

first employee of the company. Over the 

years I created a team whose work shaped 

the needs of our customers. We have 

introduced products from the lowest price, 

but corresponding to the tastes and riches of 

the portfolio of customers in our target 

group. The products we offered did not 

create the needs, but they were only the 

answer. Innovative projects have occurred, 

but rarely, because it was not the strategy of 

the owners of the firm. A strategy based on 

selling cheap mass-produced products over 

time is no longer effective. The needs and 

structure of consumers have changed. The 

basic needs for cheap products began to 

match the brands own retail chains, and 

especially discounts. Competition for first-

tier products has become stronger. Prices 

fell, followed by trading mark-up. The 

structure of consumers, as a result of the 

richness of society, as well as increased 

interest in quality and innovation, was 

evolving towards better and more expensive 

products. When making changes to the 

company I managed was impossible, I 

decided to leave and implement my own 

ideas for myself. The mission was to 

persuade consumers to choose innovative 

products of good quality, interesting design 

and not necessarily branded by well-known 

brands. Some of my team followed me, 

which created the foundations of the new 

GOTIE project, based on the previous 

knowledge and experience. 

Polish firm, Polish capital, modernity 

and innovation. How else can you 

characterize the Better Product? 

Better Product is a name that matches our 

mission in the household articles market. 

The constantly growing group of products 

in segment B is the future of this market. 

Famous brands from segment A are nothing 

special. The first segment C is still 

associated with low quality, tedious design 

and repeatability of the same product under 

many more or less associated brands. In 

segment B you can afford a bit of 

imagination, an innovative product or a 

chance to have some extra color options. 

Such a product may stand out, and this is the 

only chance for development at the moment 

for both manufacturers and commercial 

chains. We are not quite strong enough to 

compete with foreign manufacturers in 

segment B, but from month to month we 

gain trust and increase turnover. It is not 

without significance that we are Polish firm 

with Polish capital, well-organized service 

and logistics. 

Quality or price? What are the Polish 

consumers and what is more important 

for you as a distributor of equipment? 

"Prestige in standard" is our guiding motto. 

We try to convince consumers that for a 

little more money than you can now have at 

home nice, durable and safe products. 

Quality costs but does not necessarily ruin 

your home budget. So we choose the 
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components of our products wisely and we 

negotiate their prices to allow our trading 

partners to realize fair mark-ups at 

reasonable retail prices. We want the 

GOTIE brand to be associated with some 

added value in the form of innovation or 

unmatched design as well as high quality 

and durability of the products. This is our 

fundamental principle. Sometimes, in 

response to market inquiries, it is difficult to 

resist the temptation to make large orders 

for products at a lower price, at the expense 

of quality. However, we have a strategy that 

excludes such solutions. 

Can you reconcile low price with good 

quality? 

Low price rarely goes hand in hand with 

high quality. Quality of the materials, 

including feedstock used in the production 

process depend on their prices.  The better 

technology solutions applied on production 

lines the more expensive they are. 

Divergence in prices of components and 

subassemblies can reach up to several 

hundred percent. 

Examples include off-switches for cordless 

kettles, whose quality directly affects 

durability and safety of use of the product . 

In this regard we do not compromise and 

use only reputable Strix brand components. 

We also take care of packaging  - better 

quality can be more expensive. 

Do you think the Polish market is ready 

for sale atypical devices both in terms of 

destination, design and solutions? 

If I had a different opinion, I would still roll 

out  boring and repetitive products. Polish 

consumers are becoming increasingly 

demanding. Wireless kettle, in addition to 

its basic function, should look nice, a 

blender should select a correct speed for 

mixing on its own.  Progressive fashion on 

electronic devices, the desire to own 

gadgets, ubiquitous LCD displays and 

subsequently the blanket facilitations in 

everyday life encourage the selection of 

innovative and assisted products of the 

latest available technologies. Currently, the 

average polish kitchen is lit  by the lamps, 

diodes and displays. Yes, customers want 

their mixer to follow their smartphone. 

You distribute not only your own brand 

but also foreign. What do you pay 

attention to when making co-work with 

specific companies? 

First and foremost, we have one 

fundamental principle. We select partners, 

not suppliers. We build relationships based 

on honesty and trust. Partnership gives you 

a chance for long term cooperation. 

Usually, when I engage in something, I do 

it with whole heart and with all my might 

therefore I can get involved in the long run 

only. At the same time we strive to be seen 

as a good partner. 

We build long-lasting relationships, which 

gives fair results. We are not able to be a 

professional in every field. Sometimes you 

have to benefit from the knowledge and 

experience of others hence our offer is filled 

with foreign brands. 

What do you conduct yourself when it 

comes to chosing the devices that you 

distribute? 

The basic choice criterion is not our 

preferences, needs or individual taste. We 

realize that long years of work with 

domestic appliances  have fixed 

stereotypes. We reach for the opinions of 

both the consumer of our  target consumer 

as well as our business partners when 

assorting design and the coloring. We often 

choose Product deliberately  under a 

specific distributor. We analyze the market 

and we try to be as unique as possible 

How do you position your products? 
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Name “GOTIE”  is naturally well received 

- it's easy to remember and associates 

nicely. It won the approval, and that was 

half the battle. The other half is hundreds of 

hours of Internet working, social media, 

publications in newspapers or products 

presentations. Our business partners are 

extremely helpful, who apparently see the 

future in cooperation with us, what makes 

me so happy. We do everything to make 

GOTIE items associated with prestige and 

quality. This can only be done by 

introducing good, interesting and 

innovative products, what we obviously 

doing. 

And what is their biggest advantage? 

They are better than others. We do not 

economize  by the engines or the 

subassemblies. Our 1000 W blenders amaze 

with low level of vibration and noise. 

Juicers are equipped with a vibration 

reduction system - despite 16 thousand 

rotations, they are stable and quiet. High-

powered  Hair dryers are much lighter than 

competing products. Electric blankets are 

equipped with a microprocessor controller 

which cares for maintaining a safe 

temperature. Each our product must have a 

quality that distinguishes it in the market. 

You attach great importance also to the 

details, among others design of the device 

or appearance of the packaging itself. 

Contrary to appearances, the packaging is 

not only used for transport. It is as important 

as its contents. Packaging should be solid 

and good looking. Our products are 

frequently bought as a gift. The graphic 

design of the packing should be interesting 

and aesthetically pleasing, so the extra 

wrapping of gift paper is unnecessary. 

Informations placed on the packaging are 

limited to the simple graphic message - 

easier to comprehend than many text lines. 

Principle is simple: our packaging must 

look equally prestigious as their contents. 

In the GOTIE brand you can find a few 

standout items. An interesting 

proposition is low speed rotary squeezer  

and jug blenders with LCD display. To 

what type of consumers are you directing 

these products? 

Designs such as electronic control juicer 

and extruders are the result of the work of 

whole teams. An idea for a concrete 

technical solution is a response to the need 

for innovation. However, there is a long 

way to go from idea to implementation. To 

have a solution we need a design first, then 

we have to produce unique subassemblies, 

run multi-hour tests, make corrections and 

modifications. Such process from the very 

idea to the  final product may last even a 

year, and the market does not want to wait. 

The recipients of the Innovations are young 

people mainly. For them  the display or 

multifunctional control button is not a 

barrier. We also take care of customers, who 

come to the electronics cautiously. An 

example may be GSJ-400 manual squeezer 

and its modification the GSJ-800 with 

electronic control. 

How do they manage our market? 

Surprisingly well. At the moment we do not 

keep pace with the production of several of 

our models, which our sales partners have 

to wait up to a month from the order. We did 

not expect such interest and we were 

prepared for less sales. It is difficult to 

predict certain market reactions. We 

continually increase our production plans 

and adjust them to the demand for our 

products. The success of the GOTIE brand 

is the realization of my dreams. I believed 

that would happen. I did not expect it'd 

happen so fast. We have the ambition to 

increase market share dynamically and 
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compete effectively with segment A 

products. 

Are there any novelties waiting for us? 

We are working on novelties roundly. As 

we offer a new model, another product is 

already being developed. We cannot 

duplicate anything,  we cannot be delayed 

or overtaken by the competition, because 

the market does not tolerate the vacuum. 

Our business partners are pressing for new 

models. They also want to offer something 

unique, which will attract customers. 

Introducing a new product to the market 

crowned with a decent resale gives great joy 

to our entire team. 

What we do, we do not only for the business 

itself, but for satisfaction, self-fulfillment 

and mission fulfillment. My dream is to 

make the GOTIE brand perceived as a 

synonym of prestige and high quality. 


