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This study is research and development, with the objectives of studying consumer
behavior and creating a business model canvas and the corporate identity of imported snack stores
on Facebook through study from both the perspective of consumers and shops. The purpose is to
test and validate the idea of creating an imported snack store brand on Facebook . The study
examined the opinion and behavior of members of Generation Y living in Thailand, aged between 20-
40, and their behavior towards imported snack stores with online questionnaires and a survey using
the convenient sampling method, combined with the information from interviewed imported snack
stores to create a business model canvas and the corporate identity prototype, and then the
prototype was given to experts in both design and business to evaluate their performance in order to
develop and optimized a business model canvas and the corporate identity brand book. The
research showed that members of Generation Y that imported snack consumed were 69.5% for
females, aged between 20-30 living in Bangkok, employed full time workers and students. They liked
to purchase potato chips and chocolate from storefront, E-Marketplaces and Facebook, spending
around 300 baht per order. Also, the study of imported snack store business canvas showed that in
order to creating a strong brand one must find a unique product to differ from other stores while
focusing on first jobber as a priority target. Brand also needed to be easy to access and many online
channels while maintaining good relationships with customer and suppliers by listening to consumer
feedback, creating an event or promotion and forming a partnership with suppliers. Income was from
sales order only and the costs to establish a brand as a business can be in a range of 20,000 bath to
more than a million bath for a bigger scale operation. In the process of creating an Imported snack
store corporate identity, the study showed the brand should be fun, playful and colorful while also
being professional.The content inside corporate identity have to stand out and following the same

direction, making the brand whole and trustworthy.

Keyword : Brand development, Imported snack store, Facebook
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6.1 Business Model Canvas (BMC)

The Business Model Canvas
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7.Design Thinking Process
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