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Abstract

This paper aimed to find the proactive proctices of small and medium enterprises
(SMEs) under the obstructive enironment comparing to passive practices and to explore the
result relating to innovation. The research was qualitative by analysing content from three cases
selected by purposive technique. The proactiveness by changing environment after
understanding related context was found including 1 extending products covering all application
processes to increase customers, two targeting overlooked market to decrese competition, and
three changing customers’ attitude to be consistent with products, not the opposite, resulting
in innovation processes including creating products that must be used along with main products,
pricing differently from competitors, developing quality of traditonal products. For managerial
application, SMEs can apply for these examples. For academic contribution, the result closed
the gap of lacking practices according to theory.
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