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Rules for placing mathematical formulas in a thesis

Equations and mathematical formulas shall be placed in a thesis with the use of equation editor
functions. Formulas shall be continuously numbered within chapters or the entire thesis (1.1,
1.2 or 1, 2, respectively).

Editorial requirements: the number of the formula aligned to the right in round brackets,
centered.

EXAMPLE FORMULA

To this end, the Spearman’s rank correlation coefficients was used, defined by the following
equation:
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where . d;— the difference between the ranks corresponding to the values of x; and y;, N — the
number of observations.

Rules for placing tables in a thesis

Before placing a table, it is necessary to refer to it in the text of the thesis (e.g. Table 1
summarizes the characteristics and types of strategies for product expansion into new markets).
Tables shall be continuously numbered within chapters or the entire thesis (Table 1.1, Table 1.2
or Table 1, Table 2, respectively). If possible, tables should not be divided, they should fit on
one page.

Editorial requirements: title aligned to the left, font 12 pt; inside the table font 10-11 pt; source
aligned to the left, font 10 pt. The title shall be placed above the table.



EXAMPLE TABLE

Table 1. Characteristics and evaluation of product strategies targeted at new markets

Characteristic . . Expansion based on Expansion based on
Geographical expansion . . . .
features product modifications product innovations

pursuit of the growth of sales of [expanding outlets for a expanding outlets for a
Essence the existing product by entering |modified product new product
new geographic markets

- limited sales opportunities |- limited sales - limited innovation
in the existing market opportunities in the capacity of the current
- significant potential existing market market

involved in the product significant potential search for expansive

Dominant message

involved in the product developing markets

and its modifications allowing a chance to
grow to an innovative
company

Source: W. Wrzosek (ed.), Strategie marketingowe, Szkota Gtowna Handlowa w Warszawie, Warszawa 2001, p.
127.

Rules for placing figures in a thesis

Before placing a figure, it is necessary to refer to it in the text of the thesis (e.g. Figure 1 shows
a hierarchical structure of the research in detail). Figures shall be continuously numbered within
chapters or the entire thesis.

Editorial requirements: title aligned to the left — 12 pt font, centered figure, source aligned to
the left, page numbers - 10 pt font, key or explanation above the title — 10 pt font The title shall
be placed under the figure. Similar rules as to placing figures, apply to charts, diagrams,
photographs, and maps.

MODEL FIGURE
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Figure 1. Hierarchical structure of market and marketing research by spatial scope

Source: own study

or own study based on W. Wrzosek (ed.), Strategie marketingowe, Szkota Gtowna Handlowa w Warszawie,
Warszawa 2001, p. 127-129.
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the thesis. It should only contain literary items (non-serial publications and journals) used in



the thesis and referred to in the footnotes. Literature items should be listed alphabetically
according to surnames of authors and editors of collective theses and should be numbered.
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Legal acts should be listed by rank and chronologically, they also should be numbered. The
following hierarchy of legal acts applies in Poland: constitution, laws, ratified international
agreements, regulations, local legal acts. In the event of a conflict between an international
agreement and a law, the international agreement (Articles 87 and 91 of the Constitution of the
Republic of Poland) takes precedence.
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LIST OF OTHER SOURCES

Other sources include internal materials of the researched entity and Internet sources. Other
sources should be listed alphabetically and numbered.
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BIBLIOGRAPHIC FOOTNOTES - EXAMPLES

1. Types of footnotes:
— bibliographic footnotes, containing descriptions of sources from which citations or
information in the text originate, are placed at the bottom of the page in the form of



a bibliographic note, providing the page numbers. Initial of the first name and full surname
of the author shall be provided in bibliographic footnotes.

content notes, i.e. explanatory notes commenting on the text, are placed at the bottom of the
page in the form of a bibliographic note indicating the source with page numbers. The note
is preceded by the information on the use of the source, e.g. Compare : For more information
see..., Developed on the basis of ... Other opinions can be found in ... Examples of
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