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ABSTRACT (16 PT, ALIGN LEFT)
The abstract should be brief, indicating the aim, significance, methodology and results of the research. Please, do not use symbols, special characters or footnotes in the paper title or abstract. The title and abstract play an important role in the communication of the research. Without a proper title and abstract, most papers may not be read or found. The title and abstract play an important role in the communication of the research. Without a proper title and abstract, most papers may not be read or found. The abstract should be brief, indicating the aim, significance, methodology and results of the research. Please, do not use symbols, special characters or footnotes in the paper title or abstract. The title and abstract play an important role in the communication of the research.
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INTRODUCTION (14 PT, ALIGN LEFT)
In the introduction state the objectives of the work and provide an adequate background, avoiding a detailed literature survey or a summary of the results. This section should also describe the object and the aim of the research in such a way that it may be understood and appreciated by experts from other research disciplines. 

In the introduction state the objectives of the work and provide an adequate background, avoiding a detailed literature survey or a summary of the results. This section should also describe the object and the aim of the research in such a way that it may be understood and appreciated by experts from other research disciplines.
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THEORETICAL BACKGROUND AND LITERATURE REVIEW
Recent scientific literature regards festive advertising as an independent and rapidly developing branch of advertising industry. The greatest number of such studies are dedicated to television festive advertising – its content (Çetin 2019), symbolical and attributive code (Kurochkina 2015), and techniques of impacting, mostly on the example of the trade of production targeted at children and young people. (Buijzen, Valkenburg 2000; Pine, Nash 2002; Pine et al. 2007; Holiday et al. 2018)

RESEARCH PROCEDURE AND METHODOLOGY
Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text Text
RESEARCH RESULTS
It must be admitted that the results of the survey of residents in Pskov region on the whole demonstrate a situation that is very similar to that in Latgale region, yet there are some essential nuances.

CONCLUSION (14 PT, ALIGN LEFT)
The main conclusions of the study may be presented in a short Conclusion section. 
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