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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).
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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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