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1. INTRODUCTION – CAMBRIA HEADINGS WITH SMALL CAPS, 12 
All paragraphs of the paper, except first page and the bibliography should be in this style – Cambria Headings, 11, with space of 6 points before and 6 points after each paragraph, no indentation. No extra space should be put between the paragraphs and the titles or subtitles of the chapters.
Literature Review
Subtitle - CAMBRIA HEADINGS WITH SMALL CAPS, 11
Please ensure that sources are cited as shown in here.
This is an example for how to cite sources (Salamzadeh & Kesim, 2017). Morris and colleagues (2002) proposed a different approach based on milestones and thresholds.
This is an example of multiple citations (Celeste & Bettencourt Moniz, 2019; Paternoster et. al., 2014; Salamzadeh & Kesim, 2017; Teixeira et. al., 2018).
Subtitle - Cambria headings with small caps, 11
Subtitle - Cambria headings with small caps, 11
This is an example of an excerpt: “marketing processes tend to be informal and dominated by reactions to customer demands and market changes” (Kraus et al., 2010, p. 9). 
Subtitle - Cambria headings with small caps, 11
And just below you may find the example of a figure (see Figure 1).
[image: ]
Figure 1 – Example of the legend of a figure 
Source: EU-Startups (2019) – note that all figures must indicate the source and be mentioned in the text!
2. METHODOLOGY
Here you should ensure that you describe the methods used. And this is an example of a Table (see Table 1).
Table 1 – Example of the legend of a table
	Column 1	
	Column 2
	Column 3
	Column 4

	Text
	Text
	Text
	Text


Source: Carson & Gilmore (2000) – note that all tables must indicate the source and be mentioned in the text!
3. RESULTS
Some more text goes here. 
4. DISCUSSION
Some more text goes here. 
5. CONCLUSIONS
Some more text goes here. 
BIBLIOGRAPHICAL REFERENCES
All references are in Cambria 10, pending on second line at 0,85 cm, 6 points before and after each line. You must respect the style (APA 7th adapted for these proceedings), as per the following examples:
For books:
Surname, N. (publication year). Title (edition ed.). Publication Place: Editor. 
For book chapter:  
Surname, N. (publication year). Chapter title. In Book Title (edition, pp. pages). Publication Place: Editor.
For journal articles:
Surname, N. (publication year). Title. Journal Title, volume(number), pages.
For conference articles: 
Surname, N. (year). Paper title. Proceedings Title (Vol. volume, pp. pages). Presented at the Conference Name, Place, Country: Editor. 
For reports:
Surname, N. (publication year). Report Title (No. report number). Place: Institution. 
For Theses:  
Surname, N. (year). Title (Master’s Thesis / PhD Thesis in Scientific Area). Higher Education Institution, Place. 
For Web pages:  
Surname, N. (publication year). Web Page Title [Online]. Available at: URL [Accessed on access date].
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