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Abstract
The abstract is written with Times New Roman 10 font and it will not exceed 300 words. It will not include charts, tables, multimedia items, underlining or color highlighting elements, and lists.
An abstract should include, in one paragraph (usually), the major aspects of the entire paper:
· the question(s) you investigated (or purpose):
· state the purpose very clearly in the first or second sentence.
· the experimental design and methodology used:
· clearly express the basic design of the study;
· name or briefly describe the basic methodology used without going into excessive detail-be sure to indicate the key techniques used.
· the major findings including key quantitative results, or trends:
· report those results which answer the questions you were asking;
· identify trends, relative change or differences, etc.
· a brief summary of your discussion and conclusions:
· clearly state the implications of the answers your results gave you;
· clearly identify the added value of the work and the original contribution of the author / authors.
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1. Introduction (Times New Roman, 12, bold)
Leave 2 blank lines (Times New Roman, 12) before Introduction. For the paper main content use Times New Roman, 12, regular font style. Type area on a page is standard A4 (8.27'' x 11.69''). Margins for this type area: top 1'', bottom 1"; left 1", right 1".
First line of all paragraphs should be indented at 0,4'' and there should not be line gaps between consecutive paragraphs.
All text should be fully justified and single spaced.
Levels of subheads should be easily distinguishable from each other with the use of numbers. There should be one line spaces before each subhead and no space after each subhead.
Headings: Bold sentence case. (Times New Roman, 12)
Sub Head (Times New Roman, 12)

1.1. Figures (images) and tables
Figures and tables may appear printed directly in the text. Figures and tables should appear near the citation in the text. Figures and tables should always be cited in text in consecutive numerical order.

1.2. Captions for figures
Text type should be 10-point Times New Roman, italic, bold, centered (eg: Figure 1. Caption). A caption should be provided for each figure. The caption should be typed into the manuscript, directly beneath the figure.
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Figure 1. Resident population and number of emigrants (10 point Times New Roman, italic, bold, centered)
Source: Kosler and Argont, 2013, p. 50 (10 point Times New Roman).

Captions are to be listed in numerical order, labeled as “Figure 1”, “Figure 2”, etc.
Between figures caption and following paragraphs you must leave one line space (12 point type, Times New Roman). Figures and tables should be followed by an indication of their Source written 10 point Times New Roman, excepting authors own research results.

1.2. Title for tables
Text type should be 10 point Times New Roman, italic, bold, centered (eg: Table 1. Title). A title should be provided for each table. The title should be typed into the manuscript, directly above the table.

Table 1. GDP Index evolution (10 point Times New Roman, italic, bold, centered)
	Indicators
	Symbol
	2009
	2010
	2011
	2012
	2013

	GDP, current prices, bill. USD
	GDPB
	491.27
	523.21
	564.65
	615.55
	671.24

	GDP index, current prices
	IGDPB
	1.0031
	1.0650
	1.0792
	1.0901
	1.0905

	GDP index, constant prices
	IGDPcB
	0.93
	1.0037
	1.0235
	1.0388
	1.0433


Source: Herman, 2014, p. 213 (10 point Times New Roman).
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