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APPROACHES TO UNDERSTANDING GOODS AS AN OBJECT OF MARKET EXCHANGE IN INDUSTRIAL MARKETING
Enterprise marketing is based on a key object of market relations - goods. In the context of value management marketing, it is important for the consumer to understand what the product is and how the consumer perceives the product and the benefits derived from its use. Against this background, it is necessary to investigate the changes in the emphasis on the essence of the product as an object of exchange. For this purpose it is necessary to rethink the essence of the goods and on this basis to distinguish the main epochs from the point of view of the essence of the product offer by the components of the goods.
There are three main approaches to product interpretation: political, legal, and marketing. 1) Political Economy Approach: a product is all value (consumer and exchange value), created and offered for sale [1]. 2) Legal approach: goods are tangible and intangible assets (resources that bring economic benefits), which are used in any transaction except their issue and redemption [2]. Within this approach, the terms goods, services, and works are used, with appropriate pricing approaches. 3) Marketing Approach: A product is any form of item exchange that meets the needs of the consumer. In terms of marketing, the object of the sale is not the product, but the solution to the problem. Therefore, the product of an industrial enterprise operating in the industrial market is a triad: Product: = <product, function, technology>. Thus any industrial commodity is a) actually a product; b) a function implemented (used) by the consumer, and c) technology to meet the needs of the consumer on the basis of this product. Based on this, taking into account the state of competition and the pace of the scientific and technical progress, there are four main approaches to understanding and shaping the commodity as a subject of market exchange to solve the customer problem. Each has its own time limits (Fig. 1).
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Fig. 1. Basic approaches to the understanding and formation of goods.

The first approach was relevant until the 1950s, when the product was perceived as a product (only the first component of the triad). The consumer, when buying the product, had to: master the technical characteristics of the product; master the technology of meeting the needs embedded in the product; to determine the functional nature of the use of goods within the existing production and technological processes.
[bookmark: _GoBack]The era of integrated goods took place over the period from 1950 to 1990. It was characterized by a technical complication of production in the context of changing technological arrangements and led to the emergence of a three-level product concept when a material product sold by the manufacturer is immersed in a service envelope (third level, pre-sales and after-sales services). The third level of goods allowed the consumer to avoid the problems of functional use of the goods while maintaining all other characteristics. The development of this trend has led to the fact that in the 90s leading companies received up to 60% of profits from the sale of services.
The 1990s were characterized by high turbulence of market processes, which made manufacturers rethinking approaches to formulating a product offering. The shortening of the life cycle of the product has led to the fact that the goods produced by the manufacturing enterprise became obsolete before the companies depreciated the equipment for its manufacture. Leasing, renting, leasing and sharing (sharing) are the main forms of use of goods (in particular, industrial), which helps to reduce the costs of goods and equipment and simplify entry as the initial capital requirements decrease. This form of use of the goods has become intermediate, since the consumer companies need not the goods as such and not services, and seek satisfaction of the need to ensure their functionality.
The next epoch (from 2010) becomes the epoch of providing functionality when the product is a function. Manufacturers sell the function to the consumer, leaving the obligation to maintain, service, maintain the equipment and ownership of the equipment. For the industrial market, such operations are becoming more commonplace and widespread. For the consumer market, you should mention a variety of services, such as online home accounting. Consumers pay for the time they use the tools to solve the problem, or for the number of products produced (tasks solved). However, from the point of view of resources, only large companies can afford this approach to work with the market, which leads to the monopolization of the market, increasing the market power of the largest producers.
Further research in this area may envisage the improvement of commodity management as an element of marketing activity of the company in the context of a marked change in the essence of the product offer by the components of the product.
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Annotation
The paper deals with the issues of understanding the product as an object of exchange, which considers changes in the emphasis on the essence of the product and highlights the main components of the product offer over different time periods.
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ПІДХОДИ ДО РОЗУМІННЯ ТОВАРУ ЯК ОБ’ЄКТУ РИНКОВОГО ОБМІНУ В ПРОМИСЛОВОМУ МАРКЕТИНГУ
 
Анотація. Робота присвячена висвітленню питань розуміння товару як об’єкту обміну, задля чого розглянуто зміни в акцентах на сутність товару та виділено основні складові товарної пропозиції за різних часових періодів.
Ключові слова: товар, продукт, функція, технологія.

