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The 14 articles and cases included in this issue have been developed by academics from 
around the world. It is a pleasure to bring together works that have been done in 
developing countries as well as areas of the globe that are regarded as more ‘modern’. 

The debate on global standardisation versus international adaptation has captured 
the interest of both practitioners and academics and the selection of an optimal stance 
seems to be an integration of the two approaches. The selection of the parameters 
seems to be based on a number of organisational characteristics and micro/macro 
environmental forces. 

The contribution from Australia looks at the global effects of branding. The Cypriot 
contribution examines the effect of country of origin, which when read with the 
American contribution on mass customisation makes good reading. 

The examination of individual country culture is also interesting. The Scottish 
contribution examines SMEs in the Czech Republic. From Denmark we have the 
examination of the small shop concept, whilst from Spain we have an investigation into 
brand choice. The Croats look at the effect of pricing whilst a joint effort between the 
Croats and the English, examines the effect larger stores has on smaller retailers. A joint 
initiative between Cyprus, England and Croatia examines the expansion of a state 
business and the effect this has on small enterprises in Hungary. From Italy we have a 
piece that compares hospitality issues in both the UK and Italy. Finally from the UK we 
have two interesting contributions. One is about the diversification of an English tradition 
the rural Pub, whilst the other is explaining the importance of knowledge transfer to small 
entrepreneurs. 

In reality we have put together a series of papers that are truly global and 
international and that gives various perspectives to the characteristics and variables that 
differing entrepreneurs value in their own environment. 


