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CORPORATE DATABASE SCREENING
AS A FACTOR IN ENTERPRISE BUSINESS MODEL ADAPTATION

The aim of the study is to develop and test a methodological approach to identifying potential buyers in foreign mar-
kets based on the screening of corporate databases as a factor in adapting a company’s business model. The following
methods were applied: case studies, screening of the Orbis database using NACE codes, a weighted assessment of pro-
file relevance, composite ranking, profile verification using artificial intelligence, and logistical adjustment. A five-stage
algorithm was proposed: from a screening of 8,878 companies, a database of 374 verified counterparties was compiled.
Screening is viewed not as a technical procedure, but as a factor in restructuring the customer segment of a business model
when entering foreign markets. The scientific novelty lies in the combination of deterministic ranking with the verification
of buyer profiles using artificial intelligence. The methodology is suitable for export-oriented enterprises.
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Kyxkypy3sa I'puropiii Boroaumuposua
acnipaum,
Yepriseyvkuil Hayionanvrutl yHieepcumem imeri FOpis @edvrosuua

Jlonaruncskuii FOpiii Muxaisiosua
O00KMOPp eKOHOMIYHUX HAYK, npogecop,
npogecop kagheopu Oiznecy ma ynpasiiHHs nepcoHaioM,
Yepriseyvruil Hayionanvuuil ynieepcumem imeri FOpis ®edvrosuua

CKPHUHIHI' KOPIIOPATUBHUX BA3 TAHHUX
SAK YMHHUK AJANTALI BI3BHEC-MOJEJI HIAIIPUEMCTBA

Y mpoMy JOCHIKEHHI PO3pPOOJICHO Ta MEpPEeBIPEHO METONONOTIYHHMN IIXiJ IO BHSABICHHS Ta BH3HAYCHHS
MIPIOPUTETHOCT] TMOTEHIIIHUX TTOKYIIIIB Ha 30BHIMIHIX PHHKAX NUIIXOM aHaNi3y KOPIOPaTUBHUX 0a3 MaHUX. Y HHOMY
TaKWi aHaNi3 PO3MTIAIAETHCSA SIK OJTUH 13 YMHHUKIB afanTarii 6i3Hec-mMozeni mianpuemctsa. JlociimkeHHs moOy1oBaHo 3a
CXEMOIO BHBYEHHS OKPEMOTro BHIIaJIKy. MarepiajioM JOCIiKEHHs € peasli30BaHnil aHATITHYHHUNA [TPOEKT BUXO/Yy Ha PHU-
HOK JUIsl YKpaiHCHKOTO BUPOOHHKA CyXHUX Oy/iBEbHUX CyMillleil Ha TiNCOBii ocHOBI. [lo IIMX METO/IB HaJeXaTh: aHAII3
koprioparuBHoi 0a3u nmanux Orbis 3a kogamu NACE Tta ¢(inaHcOBMMHM HMOPOTOBUMH 3HAUYCHHSIMH; SKCIICPTHA OIiHKA
rairy3eBoro npo¢imo komOiHamiii nepBUHHUX Ta BropuHHHX KoAiB NACE; Hopmanizanis (hiHaHCOBHX ITOKAa3HUKIB 3a
TIPOIEHTHISIMA B MEXaX CTPYKTYpHO OJHOPITHUX TPYIT; KOMIDIEKCHUI PeUTHHT; 30araueHHs Ta Bepudikamis mpodimis
KOMIIaHiH 3a JOIIOMOTOI0 BETMKUX MOBHHUX MOJIEINEH 13 3aCTOCYBaHHIM KOHCEPBATHBHOTO NTPABWJIA BiIXUICHHS; @ TAKOX
KOPUTYBaHHsI IPIOPUTETIB HA OCHOBI JIOTICTUYHHUX MIPKyBaHb. Y JOCIHIIKEHHI IIPONOHYETHCS 11 ITUETAITHUNA aJITOPUTM.
AJITOPUTM TIEpPETBOPIOE HEOOPOOICHNIT MacHB JIaHUX, OTPUMAHUI B PE3yNbTaTi MONEepeTHHOTO BiI0OPY, Ha BIOPSIAKO-
BaHWH 32 PEHTHUHIOM Ta MEpeBIpeHUI KOPOTKHUH CIMCOK KOHTpareHTiB. 3 8 878 xoMmaHii, 0 MPOWILIN HONepeaHini
BinOip, aBTOpU omparoBany 1 064 mpodini 3 HaWBUIIUM peUTHHIOM i BimiOpamwm 374 mepeBipeHHX KOHTPAreHTIB i3
¢dinancoBumMu mpodiasIMH Ta KOHTaKTHUMH maHuMH. KoedimieHT xoHBepcii craHoBuTh 35,2 BinmcoTka. [eorpadiuna
CTPYKTypa OTpUMaHOi 0a3u JaHWX CTABUTH ITiJl CYMHIB iIHTYITHBHY Opi€HTalio Ha cycinHi puHkd. Ha Icmanito, benbriro
ta Himeuunny npunanae 48,4 % HiJZ[TBep)DKCHOFO nornury. Y cTpykrypi rany3i JIOMIHYIOTh T'€HEepaJbHI Hi[[pﬂ):[HI/IKI/I
(57,8 %) Ta nuctpub’roTopr OymiBENbHUX MarepialliB (36 6 %). OT)Ke, CKpUHIHT BUKOHY€ HE (YHKIIII0 TeXHIYHOT npo-
LIeTyPH, @ € YUHHUKOM, 110 ()OPMYE CETMEHTH CIIOKHMBAYiB Ta KaHaIM 30y Ty Oi3HEC-MOIeIi i/l Yac BUXOIY Ha 3aKop,u0HH1
PHHKH. Y CTarTi MOENHYIOThCS IeTEPMiHOBaHNH OaraTOKpHUTepialbHUN PEHTHHT Ta MepeBipka MpodiIiB MOKyIMIiB 3a 10-
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TIOMOTOFO BEJIMKUX MOBHHX MoJiesield. Kpim Toro, y Hiif 371HCHIOETHCS OTepaliioHai3anis KOpnopaTHBHUX MiKPOJAAHHX JUIs
BUPILIEHHS TPAaKTHYHOTO 3aB/IaHHS — 1ICHTU(IKALI] KOHTPAreHTIB y 30BHILIHIN TOPTiBIIi; Y HAYKOBHX JIOCIIUKEHHSX TaKi
JlaH1 BUKOPUCTOBYIOTBCS IIEPEBAKHO ISl aHAJII3y MAKPOCKOHOMIYHHX MMOKA3HUKIB Ta IPOXYKTHBHOCTI. Lls MeTomomnoris
MoOyke OyTH 3aCTOCOBaHA JI0 €KCIIOPTHO-OPI€HTOBAHNX MAJIMX Ta CEPEeIHIX IMiAIMPHEMCTB 00pOOHOT ITPOMHUCIOBOCTI, KOH-
CAIITHHTOBHX KOMITaHil Ta OpraHi3aniif 3 MpOCYBaHHs €KCIIOPTY 3a YMOBH MepeKaniOpyBaHHS IIKAJIU OI[iHIOBAHHS Tally-

3eBHUX MPOMLIIB ISl IHIIMX CEKTOPIB.

KorouoBi ciioBa: ineHTudikaiis MokyImuiB, CKpUHIHI KopriopatuBHux 0a3 nanux, Orbis, komu NACE, kommno3utHe
paHXyBaHHs, BEJIMKI MOBHI MOJICI, EKCIIOPTHA CTPAaTeris, afanTaris 0i3Hec-MOIei.

Problem statement. Adapting enterprise business
models to a changing market environment is crucial
for the Ukrainian economy. For domestically oriented
manufacturers, particularly those in the building
materials sector, the full-scale war has had an
extremely negative impact on domestic demand due
to demographic losses, falling purchasing power, and
the destruction of logistics [5]. One key response is
export diversification. It generates cash flows that are
less dependent on the domestic cycle, and it utilises
surplus production capacity. However, Ukrainian
merchandise exports remain largely based on raw
materials, and informational barriers, among other
factors, restrict the entry of processing enterprises into
EU markets [1].

Designing an export strategy starts with the most
resource-intensive question: who to sell to. Enterprises
need a named list of potential buyers, including their
financial profiles and contact details. This is where
the main informational barrier to EU markets arises.
Customs statistics are only available in aggregated form,
and data protection rules prevent importers from being
identified at company level. While the Eurostat Comext
database will inform enterprises that a country imported
their product group for tens of millions of euros [12], it
will not tell them who bought it. Bill-of-lading platforms
reveal supplier-to-buyer connections for maritime
shipments to the United States, but they do not cover
intra-European trade. Trade fairs result in isolated
contacts at a high participation cost, and business-to-
business catalogues contain self-declared, unverified
financial data.

Commercial corporate databases are the most
comprehensive source of structured data on European
companies. The leading database is Orbis (formerly
Bureau van Dijk, now part of Moody's), which
aggregates standardised reporting for hundreds of
millions of companies worldwide [19]. However, a
raw sample drawn from such a database by industry
codes holds thousands of irrelevant records. This alone
does not establish whether a given company is likely
to buy a given product. The following methodological
problem then arises: how to convert a screening sample
into a ranked, verified shortlist of counterparties in a
reproducible way that is fit for direct use by a commercial
department. This article solves that problem.

Analysis of recent research and publications.
The stage model of the Uppsala school continues to
serve as the theoretical foundation for research on
internationalisation. Johanson and Vahlne described
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foreign market entry as a process of gradually
accumulating market knowledge and commitments
[14]. A later revision shifted the emphasis from
psychic distance to the firm's position within business
networks [15]. Root proposed that the choice of market
and the choice of entry mode should be considered as
one strategic decision [22]. Leonidou and Katsikeas
produced an integrative review of empirical models of
export development [17].

Papadopoulos and Denis systematised methods
of international market selection [20]. Cavusgil set
out practical guidelines for organising export market
research [8], and subsequently demonstrated with his
co-authors that country clustering and country ranking
are complementary approaches for preliminary screening
[9]. Douglas and Craig emphasised the importance of
context when evaluating international opportunities
[11]. These models all focus on the country level. They
address the question of which market to choose, rather
than which company to sell to.

Cadogan and his co-authors developed the
informational dimension of export decisions by
focusing on export market orientation [6]. Souchon and
Diamantopoulos conceptualised and measured the use
of export information [24; 10]. Morgan, Kaleka, and
Katsikeas demonstrated that informational resources are
significant precursors to export venture performance [18].
Calof and Wright positioned competitive intelligence
as an interdisciplinary practice at the intersection of
academic science and business [7].

A separate strand of literature covers the use of
corporate microdata in economic research. Pinto Ribeiro,
Menghinello and De Backer described the OECD
research infrastructure based on Orbis [21]. Kalemli-
Ozcan et al. developed a methodology for constructing
nationally representative samples of firms from this
database, documenting its coverage and reporting
features [16]. Academic work mainly applies Orbis to
macroeconomic and sectoral studies of productivity.
However, applied methodologies that use corporate
databases to identify foreign trade counterparties
remain the domain of consulting practice and are rarely
documented in scholarly periodicals.

This article uses a business model framework to
interpret the export decision, drawing on the work of
Teece [26] and Zott, Amit and Massa [27]. Foss and
Saebi conducted a systematic review of business model
innovation [13]. Saebi, Lien and Foss demonstrated
empirically that business model adaptation is more
likely to respond to threats than opportunities [23].
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Lisova traced the development of views on the business
model concept within Ukrainian scholarship [2].

This study is set in the context of Ukrainian
scholarship from the wartime period. Ishchuk and
Sozanskyi analysed the structural challenges of
merchandise exports [1]. Meanwhile, Pashchuk and
Makaruk developed criteria for selecting countries for
the international expansion of information technology
companies [4]. Soboliev and his co-authors investigated
the building materials market during the war [5].
Lopatynskyi, Kindzerskyi and Ostapenko outlined how
the institutional environment for economic activity has
transformed in response to global changes [3]. However,
documented, reproducible methodologies for converting
corporate databases into named buyer databases with
multi-criteria ranking and verification are practically
absent from Ukrainian literature. This article aims to
address this issue.

The purpose of the article is to develop and validate
a methodological approach to identifying potential
buyers in foreign markets through corporate database
screening, treated as a factor in the adaptation of an
enterprise business model.

Presentation of the main research material.
The study uses a single-case design, which is well-
suited to research questions of the 'how' type. The
subject of the study is a Ukrainian producer of dry,
gypsum-based building mixes, whose domestic market
contracted sharply during the war. Due to commercial
confidentiality, anonymisation is required, so the text
refers to Enterprise B; however, all numerical parameters
remain authentic. The empirical basis is an analytical
project carried out in 2026. This project addressed three
key questions for exporters: who to sell to, at what price,
and how to enter the market. This article addresses the
first and most fundamental of these questions: how to
construct a verified database of potential buyers. Price
intelligence and the economics of distribution channels
are covered in a separate publication.

Choice of the core of the methodology. Table
1 categorises different methods of finding buyers
in foreign markets according to their completeness,

verifiability and cost. A combined approach centred on a
corporate database mitigates the cumulative limitations.
Orbis [19] is complete and financially verifiable, and
gains market context from trade statistics [12], tender
portals [25] and the trade press. Verification against open
web sources filters out false-positive records.

Stage 1. Construction of the screening sample.
The initial Orbis screening [19] used seven NACE Rev.
2 codes to cover the dry building mixes consumption
chain: 4673 (wholesale of wood and building materials);
4120 (construction of residential and non-residential
buildings); 4331 (plastering); 4339 (other building
completion and finishing); 4110 (development of
building projects); 2362 (manufacture of plaster products
for construction purposes); and 2364 (manufacture of
mortars). Two thresholds were used to exclude companies
with insufficient purchasing potential: annual revenue of
atleast 10 million USD, and a minimum of 15 employees.
The screening process yielded 8,878 companies.
Table 2 shows the structure of the extracted fields.

Stage 2. Scoring of the industry profile.
Classification by the principal NACE code alone is not
specific enough. The unit of scoring is therefore the
combination of the primary and secondary codes. Each
combination is given a score from 1 to 10, depending
on how directly a company uses or resells gypsum-
based mixes (see Table 3). Plastering contractors with a
comprehensive finishing profile received the maximum
score. Producers of analogous goods (code 2364)
received the minimum score, as they are likely to be
competitors rather than buyers.

Stage 3. Normalisation and composite ranking.
The absolute values of turnover and productivity are
strongly skewed. Formula (1) normalises them by
percentile rank, dampening the influence of outliers and
making the scales comparable:

R.=100 (1)
n

where 1; is the ordinal number of the i-th company
within a group ordered by ascending values of indicator
X, and n is the number of companies in the group.
The percentile ranks of turnover (Rggy) and of revenue

Table 1

Comparison of approaches to identifying buyers in foreign markets

Approach Advantages

Limitations

Trade fairs and trade missions .
demonstration

Direct contact and trust; product

High cost of participation; fragmentary
and slow market coverage

Business-to-business
catalogues and marketplaces

Rapid access to contact details

Self-declared data; no financial verification;
incompleteness

Bill-of-lading platforms

Named supplier—buyer pairs

Do not cover intra-EU trade

Customs statistics
(Eurostat Comext)

Volumes, dynamics, unit values

Anonymised at company level

Corporate database screening

Completeness of coverage; financial

False-positive records; subscription cost;

(Orbis) profiles; ownership structure; contacts |reporting lag
Combined approach Named verified database with ranking | Labour intensity; need for analytical
(proposed) of potential expertise

Source: systematised by the authors
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Table 2
Data fields of the screening sample and their function
Block of fields Fields Function within the methodology
. . . . . Matching against registers and web sources;
Identification Company name (Latin script), country, region logistics adjustment
Classification Primary and secondary NACE Rev. 2 codes Scoring of the industry profile
Scale Tum9ver for the latest ava1le.1ble year, thousand Threshold selection criteria; percentile ranking
USD; number of employees; reporting year

Derived Revenue per employee Proxy for productivity and type of business

Source: compiled by the authors

Table 3
Scoring scale for combinations of NACE codes
Primary NACE | Secondary NACE (one of) | Score Rationale
4331 4120/ 4333 / 4334 / 4339 10 gig%cle;ing contractors with a comprehensive finishing
4339 4331/4333/4334 9 Full-cycle finishing contractors including plastering work
4673 4120/ 4331/ 4613 / 4752 8 Building materials distributors with confirmed
specialisation
4120 4331/4339 8 General contractors with in-house finishing units
2362 — 5 Producers of plaster products — niche buyers of binders
4110 4120 4 ](?evelopers — influence specification but do not purchase
irectly
4120 — 4 General contractors with an undefined procurement profile
Producers of dry mixes — probable competitors rather than
2364 - 2 .
clients
Source: developed by the authors
per employee (Rgpz) were calculated separately domicile and the company's presence in neighbouring

within two groups: manufacturing and contracting
(codes 4110, 4120, 4331, 4339, 2362, 2364) and
wholesale trade (code 4673). These groups have
different economic structures, so a wholesale distributor
and a plastering contractor are not comparable in terms
of turnover or productivity. Formula (2) calculates a
company's composite rank:
R=0,45R, -z +0,30-R,,,, +0,25:R,,. 2)
where Ry,cr 18 the profile score (Table 3) multiplied
by 10. The weights were set by expert judgement
(0.45; 0.30; 0.25). The industry profile is the strongest
predictor of interest in the product, followed by business
size and productivity. Where a company was entered
into the sample under several combinations of codes, the
record with the highest composite rank was retained.
Stage 4. Enrichment and verification of profiles.
Scoring by NACE codes is necessary, but not sufficient.
Code 4673 covers distributors of dry mixes, as well as
timber and roofing material traders. Code 4120 covers
general contractors, both with and without in-house
finishing units. Therefore, a pipeline based on large
language models enriched and verified the profiles of the
1,064 highest-ranked companies by checking each one
against open web sources, such as the company website,
industry registers, and public profiles. The pipeline
locates the company website and matches it against
the database record. It then determines the country of
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Ukrainian markets. Next, it generates a description of
the company's activities and forms a binary conclusion
on whether it fits the profile of a potential buyer. This
conclusion is justified. In the second wave, the pipeline
collects contact details. A conservative rule applies:
companies with an unconfirmed profile are rejected.
Companies domiciled outside Europe and those with
Russian affiliation are also excluded.

In the first wave (composite rank > 75), 189 out of
519 companies passed verification, which equates to
36.4 per cent. In the second wave (rank < 75), 185 out
of 545 companies passed (33.9 per cent). This produced
a database of 374 verified counterparties, accounting
for 35.2 per cent of the processed sample. Companies
were mainly rejected for specialising in adjacent
product groups, for general contracting without in-house
finishing, for development activity without direct
procurement, and for several records belonging to one
group of companies.

Stage 5. Logistics adjustment. Logistics costs have
a significant impact on the competitiveness of products
with a low value per tonne. Formula (3) therefore adjusts
the final priority of a counterparty based on distance:

R'=0,70-R+0,30-R,,s, 3)

where Ry 4 1s the percentile rank of the average road
distance from the production site to the capital of the
counterparty's country; a shorter distance gives a higher
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rank. Hungarian counterparties (707 km) score 99.5 and
German ones (1,194 km) score 95.3. Other things being
equal, this raises the priority of geographically closer
companies without excluding attractive distant ones.
Table 4 summarises the funnel of the methodology.

Structure of the resulting database. As shown
in Table 5, the geographical distribution of verified
counterparties indicates that the largest clusters of
demand are located in Western Europe rather than
neighbouring countries. Together, Spain, Belgium and
Germany account for 48.4 per cent of the database.
This result challenges the expectations of a first-time
exporter, who usually only considers neighbouring
markets. Screening by industry and financial criteria
opens up a much broader range of opportunities, and
the logistics adjustments made in the fifth stage strike a
balance between the attractiveness of a counterparty and
the cost of delivery.

As illustrated in Table 6, the industry structure of
the database is dominated by general contractors and
building materials distributors. This segmentation has
a direct commercial application. Distributors require a
diverse product range with precise price positioning;
general contractors necessitate specifications for project-
based supply; niche plastering and finishing companies
require technical support. Two auxiliary sub-samples

were formed separately: Eight operators from the target
and neighbouring markets and twenty-four producers of
dry mixes and plaster products from Poland, Romania,
Hungary and Slovakia. The latter serve a dual purpose
as both a map of competitors and potential partners for
contract manufacturing (private label).

Limitations of the methodology and conditions for
its reproduction. Firstly, Orbis coverage varies across
countries and size groups. Smaller private firms are under-
represented or report with a substantial delay [16; 21].
In jurisdictions with weak coverage, national registers
and industry associations should supplement screening
efforts. Secondly, expert judgement was used to set the
profile scoring scale (see Table 3) and the weights of the
composite rank for one product group; other industries
require recalibration. Thirdly, despite the conservative
rejection rule, large language models require selective
human quality control of critical fields. Ultimately, the
conversion of counterparties into commercial contracts
will be the true test of the database's effectiveness, and
this process is still being monitored.

In terms of the business model framework [26; 27],
this buyer database is essential for transforming two key
structural elements of the enterprise model: customer
segments and distribution channels. It is therefore a
means of adapting the business model in response

Table 4
Funnel of screening and selection of potential counterparties
Stage Content Companies | Conversion
1. Orbis screening Seven NACE codes; revenue > 10 million USD; 8.878 _
> 15 employees
. . Profile score; percentiles within groups; formulas (1)—(2);
2. Scoring and ranking deduplication 8,878 -
3. Verification, wave 1 Rank > 75; profile verification against web sources 519 — 189 36.4 %
4. Verification, wave 2 Rank < 75; additionally electronic mail, LinkedIn, telephone | 545 — 185 33.9%
5. Final database Logistics adjustment according to formula (3) 374 35.2 %
6. Auxiliary sub-samples Operators of neighbouring markets; neighbouring producers 8+ 24 7
(private label)
Source: compiled by the authors on the basis of the project results
Table 5

Geographical structure of the database of verified counterparties

Country Number of companies Share, %

Spain 67 17.9
Belgium 58 15.5
Germany 56 15.0
Netherlands 25 6.7
United Kingdom 24 6.4
Sweden 22 5.9
Denmark 19 5.1
Ireland 16 4.3
Italy 16 4.3
Lithuania 13 3.5
Others (15 countries) 58 15.5
Total 374 100.0

Source: calculated by the authors; the sum of shares may deviate from 100 % due to rounding
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Table 6
Industry structure of the database of verified counterparties
NACE group Profile of activity Number Share, %
4120 General construction contractors 216 57.8
4673 Building materials distributors 137 36.6
4331 Plastering contractors 11 2.9
4339 Finishing contractors 9 2.4
4110 Developers 1 0.3
Total — 374 100.0

Source: calculated by the authors

to threats in the business environment, which Saebi,
Lien and Foss identify as the strongest trigger of such
change [23]. Without a usable, named database of
counterparties, a company's intention to export will not
result in commercial action.

Conclusions. This study developed and validated
a methodological approach for identifying potential
buyers in foreign markets by screening the Orbis
corporate database. This approach resolves the issue of
information asymmetry caused by the anonymisation of
customs statistics at company level.

The methodology is comprised of five stages. Firstly,
NACE codes and financial thresholds are used to screen.
Secondly, the industry profile of code combinations is
scored. Thirdly, the financial indicators are percentile
normalised within structurally homogeneous groups,
with a composite ranking at weights of 0.45/0.30/0.25.
Fourthly, the profiles are verified by large language
models under a conservative rejection rule. Finally, the
logistics adjustment of priorities is 70/30.

The approach was validated by a producer
of dry building mixes. Of a screening sample of
8,878 companies, the authors processed 1,064 top-
ranked profiles and created a database of 374 verified
counterparties — a conversion rate of 35.2 per cent.
The geographical distribution of the results contradicted
the initial restriction to neighbouring markets:
Spain, Belgium and Germany together accounted for
48.4 per cent of verified demand. The industry structure

is dominated by general contractors (57.8 per cent) and
distributors (36.6 per cent).

There are two elements of scientific novelty. The
study combines deterministic, multi-criteria ranking
with the verification of profiles by large language
models. It also operationalises corporate micro-data
for the practical purpose of identifying foreign trade
partners within a business model adaptation framework.

The practical significance lies in reproducibility. Once
the profile scoring scale has been recalibrated for their
product group, export-oriented processing enterprises,
consulting companies and export-promotion institutions
can apply the methodology. The segmented database
can then be used to plan differentiated commercial
campaigns.

Further research should assess the conversion of
the database into contracts ex post and compare the
predictive power of the composite rank with actual sales.
The analytical cycle should also be extended to include
price intelligence and the economics of distribution
channels.

KonduikTt iHTepeciB: crmiBaBTOp € YICHOM pelak-
idHOI Kouterii *xypHany. [l 3a0e3nedeHHs He3aIex-
HOCTI PENaKLiHOTO IpOoIeCy PYKOIHC pPO3IISIaBCs
penaKkTopoM, KM He MaB KOH(IIKTY 1HTEpeciB 31 CIii-
BaBTOpOoM. CriBaBTOp HEe OpaB ydacTi y BigOOpi pereH-
3€HTIB, MPOIIECI PELCH3YBaHHS Ta MPUUHATTI PIlICHHS
o010 My OiKaIii ctarti. Pykomuc npoios cTaHaapTHY
MPOIIEAYPY NOABIHHOTO CIIIIOTO PeIeH3yBaHHS.
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