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The study’s purpose was to test the relationships between image, risk and value to 

understand satisfaction and behavioural intentions within a food truck context. By 

assessing these relationships, readers may learn what appeals and deters consumers. 

Panel data were collected by self-administered survey and distributed by Qualtrics. 

Items were modified from previous literature. Through SPSS and AMOS software 

analysis, all hypotheses were supported. Image significantly influences perceived risk 

and experiential value. Perceived risk has a negative association and highly influences 

experiential value and satisfaction. Image and experiential value are positively 

associated and strongly influence satisfaction. Satisfaction is positively associated with 

and strongly influences repurchase intentions. CFA indicated an acceptable model fit. 

Constructs are valid and measurement items are reliable. Due to the relatively recent 

rise in food truck popularity, there is a large gap for the addition of a study that assesses 

simple but well documented conceptual relationships. 
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1 Introduction 

Food trucks are a street food innovation that have proven to be viable competitors in 

food consumption operations. They are a large, rapidly growing sector of the food 

service industry evidenced through a past projection of 2.7 billion in sales in the United 

States, alone, for the year 2017 (Belicena, 2012; Shankman, 2015). Food trucks are 

mobile food vendors that provide a fast-casual way of enjoying various dishes like 

fusion foods and novel takes on classic American favourites like hamburgers to name a 

few. The concept of food trucks is not new. Food service by a mobile nature came about 

in the late 1600s with push carts (Myrick, 2018). The concept began to rise is in the 

1900s with ‘lunch wagons’ during World War One (Hawk, 2013). Although food trucks 

have a long history, it is only in recent years that they are a noticeable emerging 

phenomenon. With the introduction of gourmet food trucks in 2008, existing literature 

has indicated a need for research on the driving factors of consumer satisfaction of food 

trucks (McNeil & Young, 2019). 

 

Within academic literature, food trucks are mainly studied through a qualitative lens. 

While qualitative findings yield a contribution to the industry and literature that is rich 

and nuanced, they are not generalizable due to their case specificity. Quantitative 

studies specific to food trucks are still in their infancy and limitations pertaining to 

specific studies prohibit generalizability. For example, Yoon & Chung (2018) aimed to 

understand why millennials purchase from food trucks. The authors’ methodology 

indicated that data was received by university students on one campus resulting in a 

small sample size. This prevents a universal understanding and requires further study 

for verification. Empirical academic literature needs to be increased in order to provide 

universal understandings of the factors that influence consumer decision-making of food 

trucks.  
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A major component of the former, is the image of food trucks that has been projected to 

the market. Image has been identified as a meter to measure quality of a consumption 

experience and patronage (Jin, Line & Merkebu, 2016). It is also used to attract 

consumers and influences customer value, satisfaction and behaviour intentions 

(Bloemer, de Ruyter, & Peeters,1998; Kandampully & Suhartanto, 2000; Ryu, Han, & 

Kim, 2008; Ryu & Han, 2010; Demirgüneş, 2014). Image has been studied in relation to 

consumer behaviour through various contexts such as but not limited to, retail store 

environment, countries and corporations (Sherman, Mathur & Smith,1997; Thang & 

Tan, 2003; Han, 1990; Flavian, Guinaliu & Torres, 2005). Cognitive image or the 

physical appearance of food trucks like design, colour and lighting are important cues 

influencing consumers’ decisions (Baker, Grewal, & Parasuraman, 1994). A favourable 

ambience created by the physical cues also plays an important role in attracting 

consumers (Jang, Ro, & Kim, 2015). For example, consumers may want to purchase 

from food trucks that are captivating and inviting due to their well-maintained 

appearance and visual presence of other patrons that signal popularity. Whereas, 

consumers are less likely to purchase from food trucks who are perceived as having a 

poor appearance, resulting in a deterrence rather than an invitation. The physical cues 

induce affective images or emotional feelings that influence consumers purchase 

decisions (Russell & Pratt, 1980; Pike, & Ryan, 2004; Lin, Morais, Kerstetter, & Hou, 

2007). Characteristics of affective image include unpleasant/pleasant, 

distressing/relaxing, sleepy/arousing and gloomy/exciting (Russell & Pratt, 1980; Pike, & 

Ryan, 2004; Lin et al., 2007; Baloglu & McCleary, 1999; San Martin & Rodriguez del 

Bosque, 2008). For example, if food trucks are evoking the feeling of excitement 

consumers are more likely to make a purchase. On contrast, if feelings of boredom are 

present, consumers may not partake in purchasing. For the purposes of this study, 

image encompasses both cognitive and affective image items.  

Food truck evaluation of image can be associated with other customer decision making 

criteria such as perceived risk and experiential value. Perceived risk has been assessed 
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within hospitality contexts like hotel service and restaurant menu (Burton & Creyer, 

2004; Sun, 2014). Risk for eating from food trucks may deter and prevent consumers 

from purchasing consumables and cause consumer uneasiness. Food safety concerns 

have been linked to poor operator hygiene, uncleanliness, cross contamination, 

improper food handling and inadequate storage which all may discourage consumers 

(Bryan, Michanie, Alvarez, & Paniagua, 1988; Clayton, Griffith, Price & Peters, 2002; 

Muyanja, Nayiga, Namugumya & Nasinyama, 2011). These concerns may be attributed 

to the limited space and mobile nature of food trucks. Due to the difficulty of frequent 

inspections as a result of mobility, operators and employees may become careless and 

negligent, leading to consumer concerns of food borne illness (Faw & Tuttle, 2014). 

Other perceived risks associated with food trucks may include traffic congestion and 

excess litter of disposables (Lasserre, 2014). The perceived risks associated with food 

trucks may result in a negative impression as consumers could be deterred entirely from 

making a purchase or consumers may feel that there was no value in exchange for 

money spent.  

Experiential value encompasses the notion that consumers’ want more than a monetary 

exchange for goods or services. It focuses on the consumer assessment of an 

experience and may identify factors causing phenomenon and trends. Experiential 

value has also been used as a determinant of behavioural intentions. For example, 

experiential value was utilized to better understand the rise in popularity of pop- up 

restaurants (Taylor, DiPietro, & Fung So, 2018). Like Pine and Gilmore’s (1998) 

findings, the results indicated that diners want more than an exchange for goods and 

services. Patrons want an experience that differs from a traditional dining transaction. 

Experiential value provides a means of determining the level of worth or eminence of an 

exchange above and beyond a monetary exchange. Experiential value has been 

studied in food service settings to determine how to successfully design a layout, attract 

and satisfy customers (Wu & Liang, 2009). Experiential value dimensions such as 

aesthetics, playfulness, service excellence and customer return on investment (ROI) 
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provide a holistic understanding of the value attained from a specific experience 

(Mathwick, Malhotra, & Rigdon, 2001). This serves as an opportunity for operators to 

capitalize on.  

Based on these major customer evaluation criteria, consumer satisfaction can be 

assessed. For example, if minimal perceived risk is present, along with positive 

experiential value, it is likely that consumers will be satisfied with their food truck 

participation. Alternatively, if high perceived risk and low experiential value are 

conclusions of consumers, it is less likely they will be satisfied. The level of consumer 

satisfaction is directly linked to consumers intent to repurchase, as past consumer 

behaviour studies have validated (Yang, 2009; Patterson & Spreng, 1997; Namkung & 

Jang, 2007). The more satisfied food truck patrons are, the more likely they are to make 

food truck purchases again. Exploring the context using image, risk and value can guide 

operator’s decision making when determining what appeals and deters consumers. By 

better understanding their targeted consumers, operators can maintain a competitive 

advantage, test out conceptual ideas for expansion, and increase their market share by 

enhancing the consumers perception and expected outcome for participating in the 

action. As well, exploring these facets of consumer evaluation will add merit to well-

known constructs and showcase their applicability to new or understudied contexts. 

Lastly, the context has yet to be assessed using image as an antecedent and may 

contribute an interesting interpretation of the effects image has on consumer behaviour. 

Practically, the study may serve as information for food truck operators by identifying 

consumer concerns and value to gain new consumers and maintain existing ones. 

Theoretically, this study contributes to the body of consumer behaviour literature by 

investigating an understudied context. It will allow for generalizability that can aid future 

studies. The objective of this study was to test the relationships and paths of influence 

of cognitive and affective image to perceived risk and experiential value to determine 

their influence on satisfaction and repurchase intentions for food trucks. Online panel 
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data were analyzed and interpreted using IBM SPSS (Statistical Package for the Social 

Science) and AMOS (Analysis of a Moment Structures).   
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2 Literature Review and Hypotheses Development 

2.1 Food Trucks  

Food trucks are defined as, “…large wheeled vehicle[s] from which food is sold that 

typically contains cooking facilities where the food is prepared” (Merriam-Webster’s 

Collegiate Dictionary, 2018). The food truck industry has been defined as, 

“…establishments primarily engaged in: preparing and serving meals and snacks for 

immediate consumption from motorized vehicles or non-motorized carts” (Mobile Food 

Services, 2018).   

They have been categorized into traditional food trucks (TFT) and gourmet food trucks 

(GFT) (Alfiero, Giudice, & Bonadonna, 2017). Food trucks, for this study are inclusive of 

both (TFT), (GFT) and refer to any type of mobilized vehicle food vendor that visits 

various locations. Chefs or entrepreneurs who were looking to practice without the 

financial limitations of a restaurant during the United States recession of the early 2000s 

helped in the rise of food truck popularity with North America (Wessel, 2012). While the 

US and Europe felt the severity of the recession, Canada was not spared. The 

Canadian economy too felt the result of the recession. As an outcome, there was a 

decline in Canadian employment (Gordon, 2017). Food trucks are attractive for 

entrepreneurs because of the low-cost operations- respective to restaurant operational 

costs. The food truck model provides an experience that is casual and quick with an 

approachable nature that appeals to consumers. This approachable nature may be 

attributed to the familiarity between operator and consumer. Often, it is the operator or 

chef in direct communication with the customer creating an almost chef demo 

ambiance. The food truck model of food service has ensured its longevity within the 

food service industry, demonstrated by the establishment of government issued policies 

and protocols. For example, there are stipulations and bans on food truck proximity to 

restaurant locations (Lasserre, 2014). Prospects for restauranteur innovation and 

expansion also highlights the permanency of the phenomenon. For example, existing 
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restauranteurs can use food trucks as a platform to test new menu items (National 

Restaurant Association, 2012). 

Existing literature assesses contexts globally, from New Zealand to Italy and Canada 

with a heavy presence in the US. Quantitative literature looks at the role of technology, 

place, community and social media regulations, assessment of Italian food trucks, trade 

associations and millennial attitude and visitor intention towards food trucks. (Anenberg 

& Kung, 2015; Wessel, 2012; Williams, 2013; Lasserre, 2014; Alfiero, et. al, 2017; 

Esparza, Walker, & Rossman, 2014; Yoon & Chung, 2018). Qualitative literature 

includes the food truck movement through rhetoric, an assessment method for where, 

when, or what vendors sell, food trucks as a culinary tourism attraction, health and 

safety, and locally and organically sourced food inventory (Lucan, Varona, Maroko, 

Bumol, Torrens, & Wylie-Rosett, 2013; Thomas, 2016; Moe, 2015; Faw & Tuttle 2014; 

Holmes, Dodds, Deen, Lubana, Munson & Quigley, 2018). 

2.2 Image 

The way food trucks and their offerings appear to consumers is critical as the 

antecedent of the decision-making process. Physical appeal has a greater impact on 

customers intent to purchase in comparison with variety, price and caliber of product 

(Baker, et al., 1994). As such, visual enticements have a significant impact on 

consumers (Delwiche, 2012). Image may be extracted by two main elements: cognitive 

and affective image, also interpreted as functional and emotional characteristics (Dobni 

& Zinkhan, 1990; Baloglu & Brinberg, 1997; Baloglu & McCleary, 1999; Marinkovic, 

Senic, & Mimovic, 2015; Ayaz, Manzoor, & Khan, 2016). Cognitive image refers to 

knowledge and involves tangible and physical attributes (Baloglu & McCleary, 1999; 

San Martin & Rodriguez del Bosque, 2008; Lin et al., 2007). Elements of cognitive food 

truck image include the products offered, physical appearance like signage, colour 

scheme, lighting, ambience, location, and price. Affective images are identified through 

emotional features (Baloglu & McCleary, 1999; San Martin & Rodriguez del Bosque, 
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2008). They can be triggered by the physical cues coming from the truck or indirectly 

through word of mouth (WOM), advertising or social media. For example, food trucks 

that are conspicuous, have music playing, showcase visible patronage and enthusiastic 

vendor interactions may trigger feelings of excitement and intrigue for consumers. 

There are two schools of thought amongst researchers. One stream believes that 

cognitive image supersedes affective image (Baloglu & Brinberg, 1997; Lin et al., 2007). 

The second stream believes that affective and cognitive image are equally important 

within the decision-making process (Dobni & Zinkhan, 1990; Keaveney & Hunt, 1992; 

Steinberg, 2005; San Martin & Rodriguez del Bosque, 2008). This study adopts the 

latter stream and will demonstrate both cognitive and affective images as equally 

important when determining significant paths of influence. An example that highlights 

the latter would be ice cream trucks. Nowhere in sight yet a familiar sound that instantly 

brings forth memories of pleasant and excitingly sweet happiness. In this case, the 

affective image is significant and identifies how strong affective images may be within a 

context. Both cognitive and affective image will be utilized in order to provide a holistic 

understanding of image in relation to food trucks. 

Image has been used to measure travel destination choice, motivation and subjective 

well-being (Gallarza, Saura, & Garcia, 2002; Lin et al., 2007; Kim, Lee, Uysal, Kim, & 

Ahn, 2015). Some of the types of image identified within consumer behaviour literature 

are, corporate image, place image, brand image and store image (Jang et al., 2015). 

Store image is defined as, “a multidimensional construct that describes the consumer's 

perceptions of both tangible and intangible aspects of a store” (Chang & Tseng, 2013). 

The tangible and intangible aspects may be likened to cognitive and affective image. 

Image can provide operators with a distinct position within a market-that being a 

competitive advantage (Ryu, et al., 2008; Jin, et al., 2016). Image allows for a value 

proposition that cannot be imitated by brick and mortar restaurants, mainly due to the 

mobile nature. This lack of imitability is achieved through a balance between cognitive 
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and affective images. For example, the more exposed and bold a food truck is, the more 

attractive it is to consumers as it comes across as fun, cool and exciting. Encouraging 

emotional reactions and maintaining consistency amongst the functional attributes of 

cognitive image like, price, menu and the façade in terms of colour and design 

enhances the food truck experience resulting in higher value.  

 

 

 

 

2.3 Perceived Risk 

Perceived risk within consumer behaviour literature was first established by Raymond 

Bauer in 1960. It has been defined as, “the subjective expectation of a loss” (Sweeney, 

Soutar & Johnson, 1999, pp. 81). Perceived risks are unfavourable outcomes that result 

from an unknown consequence which can potentially arise from making a purchase or 

participating in an action or experience (Johnson, Sivadas, & Garbarino, 2008). To 

counteract perceived risks, which influence purchase intentions, perceived benefits or 

buying goals are also in existence to attract consumers and negate from the associated 

risks which may deter potential consumers (Kim, Ferrin, Rao, 2008; Chang & Tseng, 

2013; Choi, Lee, & Ok, 2013). While it is important to acknowledge that there are 

perceived benefits, the focus of this study is on risk assessment.  

Perceived risk and food consumption have been studied within existing literature such 

as, wine purchase decisions in fine dining restaurants, fine dining restaurants and 

grocery shopping (Lacey, Bruwer, & Li, 2009; Jin, et al., 2016; Mitchell & Harris, 2005). 

The different adaptations of risk measurement are similar to one another with only slight 

variations or additions. Notably, there are two popular measurement scales used in 
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perceived risk literature. First, the categorization of perceived risk into five dimensions: 

financial, performance, physical, psychological and social (Jacoby & Kaplan, 1972). 

Secondly, Schiffman & Kanuks’ 2006 rendition included six dimensions: functional, 

physical, financial, social, psychological and time (Lacey et al., 2009). Financial risk 

refers to monetary loss; performance refers to the functionality or usefulness; social 

refers to the perception of others opinion; physical refers to a person’s well-being in 

terms of health; psychological refers to mental well-being; and time refers to the loss of 

time (Lim, 2003).     

Physical risk, particularly food safety risk is known to influence consumer purchase 

behaviour (Yeung & Morris, 2001). For this study, physical risk will be utilized as the 

context encompasses food; a framework where physical risk, namely health and safety 

are of concern. Physical risk is defined as, “the risk that the performance of the service 

will result in a health hazard to the consumer” (Mitchell, 1992, p.27). Food safety, 

generally speaking, has received a lot of attention and is of concern for consumers 

(Lobb, Mazzocchi, & Traill, 2007). This is evidenced by the majority of foodborne 

illnesses, like salmonella, that are reported to the Centers for Disease Control (CDC) as 

a result from eating in a food and beverage outlet (Gould, Rosenblum, Nicholas, Phan, 

& Jones, 2013). Risk factors like improper hand washing, malfunctioning refrigerator 

units, improper refrigeration, unsuitable internal food temperatures, cross contamination 

and poor sanitation procedures are examples of physical risk attributes (Faw & Tuttle, 

2014).  

It is important to note that because food trucks are mobile, the physical risk is higher in 

comparison to a brick and mortar restaurant as audits and inspections can be difficult to 

carry out (Faw & Tuttle, 2014). In general, scholars argue that image and perceived risk 

are closely linked. Image may be likened to describing the personality of an outlet, like 

that of store image (Martineau, 1958; Porter & Claycomb, 1997). Whereas, risk may 

then be likened to a determinant of patronage intention as consumers will utilize their 
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risk evaluation. Within tourism image, the risk perception is based on the image 

portrayed. For example, the image of a destination may be perceived negatively due to 

safety and security concerns. A prime example is Africa being perceived as risky due to 

a consumer image of various barriers, instability and safety issues (Lepp, Gibson, & 

Lane, 2011). Comparatively, food truck cognitive images may be perceived as risky 

which will affect consumers decision making to purchase from mobile food vendors. 

Food truck affective images may relate to physical risk attributes like apprehension, 

concern or uneasiness, which are known to negatively affect consumer satisfaction 

(Johnson, et al., 2008).  

Generally speaking, safety concerns may negatively affect image (Becken, Jin, Zhang, 

& Gao, 2017). Physical risk may occur at both the pre-purchase and post purchase 

phases. Pre-purchasing in relation to risk and image include the variety and perceived 

quality of menu items (Arnold, Oum, & Tigert, 1983; Buttle, 1985; McGoldrick, 1998). 

The assortment and quality of items may be assessed before consumers make the 

purchase. Customers can visually observe what other consumers have purchased and 

can assess different menu items that are displayed. The image to risk relationship post 

purchase, are a direct result that occurs after consumption. For example, if a consumer 

feels ill after eating from a food truck, it is likely that they will link their illness to what 

they consumed. Images are more effective than verbal incitements. The images 

presented, albeit the truck itself, and food items is what consumers base their quality 

perception on (Baker, Shin & Kim, 2016). In terms of physical risk, the cleanliness of the 

food truck is an important factor for risk assessment (Hansen & Deutscher, 1977). 

Although consumers do not have access to the inside of the truck, based on what is 

visible from the outside, they are able to gauge if the front displays are tidy, organized 

and assess the physical appearance (Mitchell, 2001). Consumers may look at the 

cleanliness of the truck’s exterior, whether or not the operator is wearing gloves, if other 

people are lining up to purchase and seeing what others have purchased. If customers 

have an undesirable or unenthusiastic view of food trucks because of the way they look, 
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it will result in a higher level of risk assessment. Consumers can also base their 

decision on how they feel about food trucks based on the aforementioned physical 

characteristics. 

 

H1: Cognitive image has a negative association with perceived risk 

H2: Affective image has a negative association with perceived risk 

 

 

2.4 Experiential Value 

Consumer value, if high, aligns with and allows for an operators’ goal to come to fruition. 

That goal is to maximize profit and have customers returning. Consumer value identifies 

the potential benefits that may be achieved from investing time, effort and money into 

an action. Perceived value offers a holistic understanding to consumer value and has 

been studied extensively in literature (Sheth, Newman, & Gross, 1991; Sweeney & 

Soutar, 2001; Akhter, 2009; Phau, Quintal, & Tekle, 2014; Gonçalves, Lourenço, & 

Silva, 2016). Experiential value focuses on the value attained from a specific experience 

(Zeithaml, 1988). It is more detailed and breaks down how value is attained from the 

experience itself. Holbrook and Hirschman’s 1982 findings indicate that experiential 

value is about the means of consuming an experience, rather than the actual product or 

service itself (Lin & Wang, 2010).  

 

Holbrook (1994) categorized experiential value theory into four sections known as 

active/reactive and intrinsic/extrinsic. The experiential value scale (EVS), developed by 

(Mathwick et al., 2001) was based on Holbrook’s typology and provided further 

measurement into the value of a transaction. It is comprised of dimensions known as 

aesthetics (visual appeal/ entertainment), playfulness (escapism/enjoyment) service 
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excellence and customer ROI (efficiency/economic value). The customer ROI refers to 

what the consumer gets in return, the service excellence refers to the customer 

appreciation of a provider who delivers on their promises; aesthetics refers to the way 

something looks; and playfulness regards a distraction from the everyday norm 

(Mathwick, et al., 2001). Generating an optimal experience will lead to higher value 

which in turn leads to consumer satisfaction (Lin & Wang, 2010). However, to have 

consumers partake in the experience, they need to want to partake in it. This is 

achieved through cognitive and affective images that entice consumers. The positive 

cognitive and affective imagery in conjunction with minimal risk will lead to a positive 

experience from food trucks and therein higher value of food trucks. The EVS has been 

adapted to different contexts such as, international industrial exhibition and food 

branding in tourism (Ahn, Hyun, & Kim, 2017; Tsai & Wang, 2017). 

 

Food trucks have access to a variety of locations. This allows for a new consumption 

experience for consumers. The mobile nature of food trucks enriches the consumer 

experience as it can enhance novelty that cannot be achieved by other food and 

beverage outlets. Once food trucks establish themselves and generate a following, they 

are able to draw consumers out of their traditional areas and into new environments 

which creates a unique experience.  

The food truck model does not have servers; there is direct communication between 

back of house and the consumer which contributes to the novelty of food trucks. Food 

trucks may be comparable to a chef demo as the consumer is engaged, making it an 

interactive experience. 

Consistency in maintaining a pleasing image is important for consistency in high value 

perception and ultimately satisfaction (Ryu, Lee & Kim, 2012). Similarly, food packaging 

is intentionally prepared to be appetizing and can influence flavour perception and 

choice (Spence, Okajima, Cheok, Petit & Michel, 2016).  When a positive image exists, 
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consumers believe the purchase is worth their time effort and money, resulting in a 

positive experience. 

 

Image can attract consumers which may lead to higher value in the experience. Food 

and safety concerns, if high, result in a low-level experience. However, when minimal 

risk is perceived, and the food truck image is inviting, consumers are more inclined and 

eager to try the food truck and engage in the experience. Breaking down the experience 

into various value dimensions can potentially identify what is concerning for consumers, 

triggering consumers to experience food trucks, and provide insight into market 

sustainability and expansion. 

 
H3: Cognitive image has a positive association with experiential value 

H4: Affective image has a positive association with experiential value 

H5: Perceived risk has a negative association with experiential value 

 

2.5 Satisfaction 

Consumer satisfaction is an important aspect of any operation. It leads to customer 

retention, provides an understanding of purchase intentions and offers a competitive 

advantage (Demirgüneş, 2014). Customer satisfaction is defined as, “the consumer’s 

fulfillment response” (Oliver, 2010, p.23). It is determined by the outcomes generated 

from an action. In this case, it is the overall experience based on purchasing 

consumables from mobile food vendors.  Similarly, to the give and take trade-off within 

consumer value, and the potential hazards/benefits within perceived risk, there needs to 

be an exchange (Zeithaml, 1988; Kim, et al., 2008). In order to ensure high levels of 

customer satisfaction, the outcomes need to out-way the causation. Low perceived risk 

and an enjoyable experience will transition, indirectly into repurchase intentions from 

food trucks. 
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Testing of the constructs discussed will allow for the identification of significant 

influential relationships amongst them, that determine the factors impacting the 

decision-making process of food truck consumers. Satisfaction was found to be a 

significant indicator of consumers behavioural intentions (Ryu, et al., 2008). Therefore, 

one of the main goals for customer satisfaction is to increase profitability through repeat 

business, potential expansion and growing market share (Kandampully & Suhartanto, 

2000). When a consumer has had a previous experience that resulted in high 

satisfaction, their perceived risk is lessened, and they are more likely to repurchase and 

less likely to focus on subjective expectations of a loss (Jin, et al., 2016).  Value was 

found to be an important indicator of satisfaction (Ryu, et al., 2012; Lee, Yoon, & Lee, 

2007). High value as a result of a favourable image and lessened perceived risk results 

in consumer satisfaction with their experience. Gaining value from a purchase is directly 

linked to the level of satisfaction that is obtained through a purchase (Patterson & 

Spreng, 1997). 

 

 

H6: Cognitive image of food trucks has a positive association with satisfaction 

H7: Affective image of food trucks has a positive association with satisfaction 

H8: Perceived risks has a negative association with satisfaction  

H9: Experiential value has a positive association with satisfaction  

 

2.6 Repurchase Intention 

Repurchase intentions indicate a willingness to purchase again (Mosavi & Ghaedi, 

2012) and are positively associated with satisfaction (Yang, 2009; Patterson & Spreng, 

1997; Namkung & Jang, 2007).  Consumer repurchase intentions occur during the post 

purchase phase of a transaction. The intent to repurchase serves a determinant of 

repurchase behaviour. For example, in the case of food trucks, consumer repurchase 

intentions will happen once consumers have already purchased from food trucks. The 



 

 

 

 

 

16 

repurchasing behaviour will occur when the same consumer actively purchases from 

the same food truck again or visits a new food truck that successfully meets the same 

assessment criteria as previous pleasurable food truck experiences. Food trucks allow 

for an escape of every day food consumption routines, making the experience fun, 

thrilling, novel and hedonic. The more innovative the food truck is, the better the 

experience a consumer will have resulting in higher value. This leads to high levels of 

satisfaction which is linked to a likelihood of repeat purchase. 

H10: Satisfaction is positively associated with repurchase intentions   

Figure 1. illustrates the hypothesized relationships. 
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Figure 2.1: Conceptual model. 
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3 Methodology 

3.1 Study Population and Sample 

The study population consisted of residents in Canada and the United States. To the 

best of researchers’ knowledge, no other study examines the context of food trucks 

through this lens quantitatively.  Therefore, this study will allow for insight into how 

American and Canadian consumers make their decisions to purchase from food trucks. 

As the phenomenon is growing and evolving within North America, it would be valuable 

to assess the progression between Canada and America. This could lead to interesting 

results that differentiate the two locations. The sample included consumers who have 

purchased from food trucks within the last twelve-months and are 18 years of age or 

older. These conditions were chosen to filter unqualified respondents and allow more 

time to recall the experience. The latter is due to accessibility for those that reside on 

the east coast (limited during winter months) and west coast (operational year-round). 

Convenience sampling via online panel data was used to capture the sample. Qualtrics 

LLC, an internet-based survey company was chosen to distribute the survey and recruit 

qualified participants. Qualtrics, an incentivized member only operation, shared the 

survey link to potential participants that showcased interest in the research topic. Upon 

completion, participants were awarded points for their Qualtrics account.  

 

 

3.2 Sample Size 

The confidence interval approach was used to define the sample size. A formula used 

to determine the sample size was published by the National Education Association 

(Krejcie & Morgan, 1970) and is as follows: 
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  n =                                X2NP(1-P) 

                                     (d2(N-1))+(X2P(1-P)) 

Where: 

n= Sample size 

X2= Chi-square for the specified confidence level at 1 degree of freedom  

N= The population size 

P= The population proportion (assumed to be .50 since this would provide the 
maximum sample size) 

d= Degree of accuracy (expressed as proportion) 

 

The population of America is 330,016,639 (United States Census Bureau, 2019) and 

the population of Canada is 37,589,262 (Stats Canada, 2019). With a 95% confidence 

interval and 5% margin of error, the minimum sample size required is 384.  To account 

for any statistical error, a sample of 525 was used to represent the Canadian and 

American Population. 

 

3.3 Data Collection 

The study collected quantitative panel data using an online survey that was distributed 

and published by Qualtrics LLC. Qualtrics distributed the survey link to interested panel 

members that exclusively met the study’s sample criteria and self-selected to 

participate. The survey criteria included the screening question “Have you purchased 
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from a food truck in the last twelve months?” along with a consent form. Additional 

stipulation for Qualtrics included, general population in Canada (200N) and the US 

(300N) who are 18+, approximately 50% M/F. As food truck consumers are both male 

and female, it was important to get an equal number of male and female respondents or 

as close to equal as feasible to see if there were any differences among gender 

perceptions regarding the context. Of specific interest, is the physical risk component. 

Research has indicated that women are more conscience with their food consumption 

decisions-They are more aware of nutritional aspects of food and other factors like 

dieting etc. (Manippa, Padulo, van der Laan, & Brancucci, 2017). It would be interesting 

to see if women perceive the physical risk more highly than men. 

The survey consisted of two major parts. First, addressing the constructs used in this 

study: Cognitive image, affective image, perceived risk, experiential value, satisfaction, 

and repurchase intention. The second part included the demographic questions to 

better understand respondent characteristics. The survey was developed using 

measurement items from existing literature relevant to each construct. The survey 

yielded 525 respondents. After data cleaning, 421 surveys were used for analysis. 

 

3.4 Measurement Scales 

To gain a better understanding of the study’s constructs, a literature review was 

conducted. The constructs measurement items were adopted from existing literature 

and to negate any double-barreled questions, items were modified to fit this study. A 

pretest was completed by committee members to ensure the questionnaire was 

expressed well and answer options are not too similar with one another. Structure of the 

questionnaire was also assessed along with any challenging areas and question 

ordering. A pilot test was used to determine the practicality of the questionnaire. It 

allowed for testing of the questionnaire from start to finish with a small group of the 
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sample size to identify any necessary changes before distribution to the panel. The pilot 

test was completed by 10 current and past graduates in the Tourism and Hospitality 

program at the University of Guelph.  

 

The conceptual model contains 6 variables (cognitive image, affective image, perceived 

risk, experiential value, satisfaction and repurchase intentions). The items used for each 

variable were measured using a 7-point Likert scale. The 7-point scale ranged from 1= 

‘strongly disagree’ to 7= ‘strongly agree’ and was used for all sections except for 

demographic data. 

Cognitive image initially had 7 items, after CFA, it was measured using 2 items modified 

from Marinkovic et al., (2015) study, like “food trucks are clean”, 1 item from Jang et al., 

(2015) study, and 1 item from Ryu et al., (2012) study, resulting in 4 items for cognitive 

image. To measure affective image, there were initially 4 items. After CFA, 3 items were 

utilized from Lin et al., (2007) study, like “food trucks are exciting”. 10 Perceived risk 

items were adopted from Choi et al., (2013) study, such as, “food trucks are unsanitary”. 

No items were removed for this construct. Experiential value initially had 14 items. After 

CFA, 9 items were utilized from Mathwick et al., (2001) study, like “I find food trucks to 

be a source of enjoyment”. Satisfaction was measured using 2 items from Namkung & 

Jang’s (2007) study, like, “I am usually satisfied with the service from food trucks”, and 2 

items from Ryu et al., (2012) study, resulting in 4 items total for satisfaction. There were 

initially 4 items for repurchase intention. However, after CFA,  2 items were modified 

from Ryu et al., (2012) study, and 1 item from Mathwick et al., (2001) study, such as, “I 

would like to purchase from food trucks again in the near future”, resulting in 3 items 

total to measure repurchase intention. 
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4 Results 

SPSS 25 software was used to test and analyze descriptive statistics, inferential 

statistics and linear regression and AMOS software was used for confirmatory factor 

analysis (CFA). The results can be identified within 4 sections: frequency analysis for 

demographic profiling, CFA for validity and reliability of each measurement item, 

correlation between variables, and regression and path analysis for testing between 

constructs. 

4.1 Demographic Profile of the Sample 

Table 1 showcases the demographic profiles of the qualified respondents collected from 

Qualtrics LLC. The majority of respondents were between the ages of 30-39 (26%) and 

over 60 (24%). Of the 421 qualified participants, 237 (56%) were female and 184 were 

male (44%). Approximately 45% of the participants were married and 29% identified as 

single. Of the participants, 83% identified as white or Caucasian ethnicity. In regard to 

country of residence, the majority of participants, 57%, reside in the United States. The 

majority of respondents obtained a 4-year University qualification and earn between 

$20,001-$49,000 USD or CAD. More than half, 52% of respondents have full time 

employment. The majority of respondents, 192 (46%), made their last food truck 

purchase within a major metropolitan city, followed by 86 (20%), having their last food 

truck purchase within a small city/town. Of the respondents, 35% made their purchase 

at a festival and 27% considered their purchase to be an unplanned decision. 

Table 4.1: Respondents profile (n=421). 

Demographic 
Characteristics 

Frequency % 
Demographic 
Characteristics 

Frequency % 

Age Annual household income 
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19-29 years 57 13.5 Below $20,000 USD/CAD 49 11.6 

30-39 years 110 26.1 
$20,001 – 49,999 
USD/CAD 

128 30.4 

40-49 years 73 17.3 
$50,000 – 79,999 
USD/CAD 

119 28.3 

50-59 years 81 19.2 
$80,000 – 99,999 
USD/CAD 

48 11.4 

60 years or older 100 23.8 
$100,000 – 149,999 
USD/CAD 

59 14 

Country of Residence Over $150,000 USD/CAD 18 4.3 

United States 241 57.2 Employment Status 

Canada 180 42.8 Full time 219 52 

Education    Part time 52 12.4 

Less than high school 10 2.4 
Unemployed looking for 
work 

18 4.3 

High school diploma 106 25.2 
Unemployed not looking for 
work 

13 3.1 

2-year College 116 27.6 Retired 69 16.4 

4-year University 140 33.3 Student 11 2.6 

Graduate School 49 11.6 Disabled 23 5.5 
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Ethnicity Other 16 3.8 

White or Caucasian 350 83.1 Marital Status 

Black or African American 34 8.1 Married 190 45.1 

American Indian, 
Indigenous   

4 1 Single 123 29.2 

Asian 33 7.8 Domestic Partners 45 10.7 

Gender Divorced 51 12.1 

Male 184   43.7    

Female 237 56.3 
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4.2 Confirmatory Factor Analysis 

The standardized factor loadings are all acceptable and meet the cut off of 0.5 or 

higher. The Average variance extracted (AVE) for each construct is 0.5 or above and 

therefore suggests adequate convergent validity. The composite reliability (CR) for each 

construct is 0.7 or higher indicating adequate convergence (Hair, Black, Babin, 

Anderson, & Tatham, 2009). In accordance with, Hooper, Coughlan, & Mullen (2008), 

most indices indicate that the model is an acceptable fit to the data as follows: χ²= 

955.270, p<0.001, d.f.= 442, χ²/ d.f.= 2.16, GFI=0.88, AGFI=0.84, NFI=0.93, TLI=0.95, 

CFI=0.96, RMSEA=0.05. All indicators have successful reached the acceptable 

threshold under parsimonious fit and partial incremental and absolute fit condition 

(Awang, 2015). Parsimonious fit criteria require a Chi-Square/df< 3.0 and this study’s 

value is 2.16 (Awang, 2015). The criteria for an incremental fit is; AGFI>0.90, CFI>0.90, 

TLI>0.90, and NFI>0.90 (Awang, 2015). This study satisfies all criteria but AGFI which 

is 0.84. Lastly, the criteria for an absolute fit is RMSEA<0.08 and GFI>0.90 (Awang, 

2015). This study satisfies the RMSEA criteria but does not satisfy the GFI criteria as it 

is 0.88. CFA required the removal of several measurement items from each construct 

due to low factor loadings. This can also influence the GFI value. While it is 

recommended to remove low factor loading items one must not remove more than 20% 

in order to still accurately represent the construct (Awang, 2015). Notably, experiential 

value items, through CFA, were recategorized into two dimensions: entertainment value 

and monetary value. Entertainment value was generated using aesthetics and 

playfulness dimensions, which include sub dimensions like visual appeal, entertainment, 

escapism and enjoyment. Monetary value was generated using the customer ROI 

dimension, inclusive of the economic sub dimension. No service excellence items were 

used as they were removed due to low factor loadings and crossover.  As the 

experiential value scale had significant modifications, the relationships between the 

remaining dimensions and other variables were looked at closely. The renamed 
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entertainment value and monetary value were tested with the other constructs in the 

study.  

Below, Table 2. identifies the factor loading for each measurement item along with the 

composite reliability, average variance extracted, standard deviation and mean value of 

the constructs in which each respective item belongs. 

Table 4.2: Results of CFA (n=421). 

 

 Factor  CR AVE SD 𝑥 ̅ 

 Loading     

Cognitive Image 0.8 0.52 0.97 5.27 

Food trucks have enough eating space. 0.455 

   

 

Food trucks offer a unique atmosphere. 0.677 

   

 

Food trucks are clean. 0.789 

   

 

Food trucks offer good quality service. 0.893 

   

 

Affective Image 0.76 0.53 1.05 4.94 

Food trucks are exciting.  0.824 

   

 

Food trucks are relaxing. 0.768 

   

 

Food trucks are arousing. 0.555 
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Entertainment Value  0.92 0.62 0.93 5.4 

I think that most food trucks have aesthetic 
appeal. 0.692 

   

 

I think that most food trucks are attractive. 0.785 

   

 

I think that most food trucks have an entertaining 
theme. 0.772 

   

 

Food trucks are entertaining to me. 0.818 

   

 

I find food trucks to be a source of enjoyment.                                   0.845 

   

 

Food trucks are a fun change from my daily food 
options. 0.774 

   

 

Food trucks are a great break from my dining 
routine.                     0.814 

   

 

Monetary Value  0.9 0.83 1.13 5.29 

I think that food truck menu prices are 
acceptable.   0.914 

   

 

I think food trucks menus offer good value for my 
money.             0.909 

   

 

Perceived Risk  0.96 0.7 1.26 2.81 

Food trucks do not use fresh ingredients. 0.718 

   

 

Food trucks have poor food quality. 0.911 
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Food trucks serve nutritionally unbalanced 
foods. 0.673 

   

 

Food trucks are unhealthy. 0.806 

   

 

Food trucks have improper food storage.                                  0.855 

   

 

Limited water supply in food trucks is 
concerning.                    0.773 

   

 

Food trucks are unsanitary. 0.916 

   

 

Food trucks are not safe for me.                                                      0.938 

   

 

Food trucks will cause me physical harm.                            0.895 

   

 

Food trucks will give me food poisoning.          0.87 

   

 

Satisfaction  0.89 0.66 0.87 5.73 

I am usually satisfied with the service from food 
truck.                     0.837 

   

 

My food truck encounter is usually satisfactory.  0.720 

   

 

I am making the right decision when I eat from 
food trucks. 0.783 

   

 

I am usually happy to buy from food trucks. 0.903 

   

 

Repurchase Intentions  0.94 0.83 0.93 5.87 
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I would like to purchase from food trucks again 
in the near future. 0.858 

   

 

I would say positive things about food trucks to 
others.           0.942 

   

 

I would recommend food trucks to my friends 
and others. 0.938 

   

 

Note: CR= Composite Reliability, AVE=average variance extracted, SD=standard 
deviation, �̅�=mean value, Model fit: χ²= 955.270, p<0.001, d.f.= 442, χ²/ d.f.= 2.16, 
GFI=0.88, AGFI=0.84, NFI=0.93, TLI=0.95, CFI=0.96, RMSEA=0.05. 

 

 

Variance inflation factor (VIF) is a commonly used indicator for multicollinearity issues. 

The regression analysis indicated that, VIFs were a minimum value of 1.3 and a 

maximum value of 3.9. The constructs that teeter around the cusp of just over 3 but not 

over 3.9 are entertainment value, satisfaction and repurchase intentions. Hair, 

Anderson, Tatham, & Black (1995) identify the value of “10” as being the acceptable 

threshold cut off for detecting multicollinearity issues. Ringle, Wende, & Becker (2015) 

identify the VIF value of “5” as the threshold cut off.  In either case, this study’s 

constructs do not have any severely problematic multicollinearity issues. Rather, there 

are slight areas of concern, like entertainment value, satisfaction and repurchase 

intentions. This is to say that although closely related, the former are not too similar that 

the items become redundant. Table 3. identifies the association between each construct 

and measures how closely related they may be. 

 

Table 4.3: Correlation matrix. 



 

 

 

 

 

30 

Note: SAT= Satisfaction, CI= Cognitive Image, AI= Affective Image, EV=Entertainment 
Value, MV= Monetary Value, PR= Perceived Risk, RI=Repurchase Intentions, CR= 
Composite Reliability, AVE= Average Variance Extracted, SD= Standard Deviation, �̅� = 
Sample Mean. 

 

4.3 Regression and Path Analysis 

Table 4. indicates the path coefficients which measure the strength and direct causal 

effect of the independent variables to the dependent variables. All hypotheses were 

supported and are statistically significant. Positively significant paths include CI-->EV 

(𝛽=0.657, t=17.862, p <0.001), CI-->SAT (𝛽=0.661, t=18.047, p <0.00), AI-->EV 

(𝛽=0.728, t=21.733, p <0.001), EV-->SAT (𝛽=0.711, t=20.688, p <0.001), MV--

>SAT(𝛽=0.632, t=16.706, p <0.001), SAT-->RI (𝛽=0.821, t=29.458, p <0.001). 

Particularly, entertainment value is strongly affected by affective image, satisfaction is 

Constructs SAT CI AI EV MV PR RI CR AVE SD 𝑥 ̅     

SAT 0.814 

      

0.886 0.662 0.87 5.73   

CI 0.841 0.722 

     

0.805 0.521 0.97 5.27 

AI 0.778 0.815 0.725 

    

0.764 0.526 1.05 4.94 

EV 0.801 0.787 0.9 0.787 

   

0.919 0.619 0.93 5.4 

MV 0.699 0.7 0.687 0.605 0.912 

  

0.908 0.831 1.13 5.29 

PR -0.478 -0.469 -0.223 -0.321 -0.231 0.84 

 

0.959 0.705 1.26 2.81 

RI 0.918 0.751 0.745 0.789 0.61 -0.498 0.913 0.938 0.834 0.93 5.87 
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strongly affected by entertainment value, and repurchase intentions are strongly 

dependent on Satisfaction. Comparatively, perceived risk is strongly dependent on 

cognitive image (CI-->PR (𝛽=-0.346, t= -7.545, p <0.001), while entertainment value, 

monetary value and satisfaction are strongly influenced by perceived risk. PR-->EV (𝛽=-

0.297, t=-6.367, p <0.001), PR-->MV (𝛽 -0.223, t= -4.690, p <0.001), PR-->SAT (𝛽=-

0.435, t=-9.885, p <0.001). Although affective image does influence perceived risk (𝛽=-

0.143, t=-2.960) it is not a strong influence and only statistically significant at p<0.01. 

 

Table 4.4: Results for path analysis. 

 

Hypotheses 
Path  

Coefficients 
t-value R2                 Result 

 CI-->PR -0.346*** -7.545 0.120       Supported 

 CI-->EV 0.657*** 17.862 0.432       Supported 

 CI-->MV 0.588*** 14.882 0.346       Supported 

 CI-->SAT 0.661*** 18.047 0.437       Supported 

 AI-->PR -0.143** -2.960 0.020       Supported 

 AI-->EV 0.728*** 21.733 0.530       Supported 

 AI-->MV 0.556*** 13.708 0.310       Supported 

 AI-->SAT 0.598*** 15.267  0.357       Supported 
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 PR-->EV -0.297*** -6.367 0.088       Supported 

 PR-->MV -0.223*** -4.690 0.050       Supported 

 PR-->SAT -0.435*** -9.885 0.189       Supported 

 EV-->SAT 0.711*** 20.688 0.505       Supported 

 MV-->SAT 0.632*** 16.706 0.400       Supported 

 SAT-->RI 0.821*** 29.458 0.674       Supported 

Note: CI= Cognitive Image, AI= Affective Image, EV=Entertainment Value, 
MV=Monetary Value, SAT= Satisfaction, RI=Repurchase Intentions, PR= Perceived 
Risk. ***statistically significant at p<0.001. ** statistically significant at p<0.01. 

 

  



 

 

 

 

 

33 

5 Discussion 

The objective of this study was to test the relationships between image, perceived risk, 

experiential value, satisfaction and repurchase intentions, within a food truck context. A 

key component to finding out the influence of image on risk and value was to 

demonstrate how important it is in deciding whether or not to consume, showcase to 

consumers how beneficial a positive image can be and demonstrate how food trucks 

that have a high positive image, low risk assessment and high value assessment can 

better the a location by bringing the community together, promoting social justice, 

positively affect tourist perceptions of destinations, and stimulating innovative urban 

revival tactics. Overall, the study confirmed that all proposed hypotheses were 

supported. 

As expected, negative path coefficients are significant between both cognitive and 

affective image to perceived risk. This is to say that the image presented to consumers 

highly impacts the risk assessment of the food truck. This confirms previous findings 

that identify image as a barometer for risk assessment (Bansal-Travers, Hammond, 

Smith, & Cummings, 2011). 

The relationship is negative, confirming previous literature that states when a high 

image is perceived, low risk is present, and vice versa, when a low image is perceived, 

higher risk is associated (Baker, et al., 2016). Perceived risk in this case, was of higher 

concern to males than females. Contrary to previous findings, and albeit the variation is 

slight, the mean response of males in regard to the perceived risk construct was 3, or, 

they somewhat disagreed to the items in the questionnaire. Comparatively, females had 

a mean of 2.6, or disagreed with the items presented in perceived risk. With respect to 

affective image, there is a stronger influence of cognitive image to perceived risk than 

affective image to perceived risk. The physical attributes are slightly more impactful to 

consumers than emotional cues. This finding confirms previous literature that identifies 



 

 

 

 

 

34 

cognitive image attributes like cleanliness as a determinant of consumer risk 

assessment (Hansen & Deutscher, 1977; Mitchell, 2001).  

The measurement items within experiential value dimensions (aesthetics, playfulness, 

service excellence and customer ROI) were tested and low factor loading items were 

removed. Through CFA, the remaining items were regrouped and named entertainment 

value and monetary value. The entertainment value contained measurement items from 

the aesthetic and playfulness dimensions of experiential value (visual appeal, 

entertainment, escapism, and enjoyment). Whereas, the monetary value contained 

measurement items from the customer ROI dimension (economic value) of experiential 

value. Compared to females, males agreed that food truck menu prices were 

acceptable and good value for money. Females somewhat agreed with the former.  

Cognitive and affective image both significantly influence and have a positive 

relationship with experiential value (entertainment value and monetary value). When 

consumers have a favourable image of food trucks based on tangible and intangible 

cues, they will also place high value on the anticipated experience from food trucks. As 

the relationship is positive, comparatively, when an unfavourable image is present, low 

perceptions of value are inevitable. This finding confirms existing research that states 

the more pleasing an image is, the higher the perception of value is (Kim, Holland & 

Han, 2013; Ryu, et al., 2012). Affective image proved to be a stronger influence for 

entertainment value than cognitive image. Therefore, emotional attributes were more 

impactful on the aesthetic and playfulness assessment of a food truck experience than 

the physical components. Cognitive image was slightly stronger than affective image for 

influencing monetary value. The manner in which the food trucks appear is more 

impactful on consumer evaluations of value for money than an emotional response.  

Positive path coefficients are significant between cognitive and affective image to 

satisfaction. This finding indicates that when image-both tangible and intangible cues 

are favourable to consumers, they will be satisfied with their decision to purchase from 
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food trucks. The result is confirmed by previous literature that assesses favourable 

images with high satisfaction (Chi & Qu, 2008; Espinosa, Ortinau, Krey & Monahan, 

2018), As the relationship between image and satisfaction is positive, when the image is 

unfavourable, consumers are unsatisfied, and the likelihood of repurchasing is low.  

As hypothesized, negative path coefficients are significant between perceived risk and 

experiential value. With a high perceived risk assessment, consumers will likely have a 

low experiential value assessment. As the relationship between the constructs is 

negative, conversely, if low risk is perceived by consumers they will have a high 

experiential value assessment. The negative causal relationship between perceived risk 

and value confirmed previous findings in literature (Sweeney, et al.,1999; Chang & 

Hsiao, 2008). Specifically, results indicated perceived risk has a stronger influence on 

entertainment value than on monetary value. 

The results also indicated a negative relationship between perceived risk and 

satisfaction. As was the case with value, when high perceived risk is identified, 

consumers will have a low satisfaction assessment and vice versa. This finding 

confirmed previous literature on the negative effect perceived risk has on satisfaction 

(Jin, et al., 2016). Physical risk is of great concern when in assessing consumer 

behaviour. This is evidenced through existing literature and confirmed in this study. To 

mitigate the concerns, each provincial government could work with their local 

municipalities to implement one manifest or list of criteria per province highlighting and 

explicitly detailing food truck regulation within each respective province. A compulsory 

stipulation to join a province regulated food truck association for all operators could 

benefit both consumers and operators. Operators can feature their certification and 

membership of the association and consumers would know that the particular truck is 

deemed safe to consume out of. The association could carry out inspections and allow 

for consistency within the industry. This would benefit researchers as each province can 

track and provide data on operators. It could also create new government jobs that 
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focus specifically on monitoring, registering, tracking etc. food trucks. They could also 

partner with social media to help campaign food trucks and DMO’s to further showcase 

food trucks as a tourist attraction. Heavy government sponsorship towards media 

advertisement of the association would further showcase to consumers that consuming 

from a truck that features the association, amongst others, is safe and will not cause 

physical harm.  

If experiential value has a positive path coefficient with satisfaction. As the relationship 

is positive, when experiential value is high, satisfaction is also high. This finding 

corroborates previous literature that identifies value as having a positive causal 

relationship with satisfaction (Dwaikat, Khalili, Hassis & Mahmoud, 2019). Entertainment 

was a stronger influence on satisfaction than monetary value. Therefore, factors like 

visual appeal, entertainment, escapism and enjoyment meant more to consumers than 

the economic value attained.  

As predicted, satisfaction has a positive causal relationship with repurchase intention. 

When consumers are highly satisfied, they more likely to repurchase from food trucks. 

This result confirms previous studies that discuss the positive relationship between 

satisfaction and repurchase intentions at length (Qin & Prybutok, 2009; Ryu & Han, 

2010; Dwaikat, et al., 2019).  

The increasing rise and permanency of food trucks calls for generalizable findings. 

These findings provide consumers, researchers and operators with a basis for better 

understanding the context. To achieve a universal understanding, food truck literature 

needs empirically tested data to verify consumer perceptions. Due to the lack of existing 

empirical literature on food trucks, this study assessed relationships to determine the 

significance of influence amongst well known consumer behaviour variables. The 

chosen variables have been researched extensively in past consumer behaviour 

literature. Such constructs were needed to form foundational understandings of food 

truck consumer behaviour that may be expanded upon in future studies.  
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With regard to ethnicity, White or Caucasian, Black or African American, American 

Indian, Alaska Native, or Indigenous, and Asian participants somewhat disagreed to 

disagreed with the perceived risk items. Out of each ethnic background, Asians highly 

somewhat disagreed and or felt indifferent to the perceived risk items. Regarding 

cognitive image items, all participating ethnicity’s felt indifferent to somewhat agreed. In 

particular, each group felt indifferent towards item 5 which stated Food trucks have 

enough eating space. The American Indian, Alaska Native, or Indigenous group were 

most agreeable with the cognitive image items. Affective image items yielded all neutral 

to somewhat agree responses by all participants. Image item 13 in particular was 

regarded as unimportant or disinteresting to respondents. Item 13 stated, Food trucks 

are arousing. Entertainment value items were somewhat agreeable for, White or 

Caucasian, Black or African Americans but were neutral to somewhat agreeable for 

American Indian, Alaska Native, or Indigenous, and Asian participants. In particular, 

Asian respondents were more indifferent to Entertainment value items than any other 

ethnicity. Monetary value items were somewhat agreeable to all ethnicities except for 

Asian participants were indifferent to all items. Each ethnic group was somewhat 

satisfied. Specifically, Black or African American respondents were highly somewhat 

agreeable while Asian participants were indifferent to barely somewhat agreeable. 

Repurchase intentions among the different groups identified that all were somewhat 

agreeable with the repurchase intention items. Yet, Black or African American 

participants were highly somewhat agreeable and Asian participants were barely 

somewhat agreeable. 

In regard to gender, across all items within each construct, both males and females 

selected somewhat agree. Of specific notes: 

1. Cognitive image item 5 and affective image item 13 were flagged as neutral 

selections as was the case with ethnicity.  
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2. Within the somewhat agree spectrum, females had higher values in terms of 

likelihood to repurchase than males. 

Divorced respondents agreed most with the satisfaction, repurchase intentions and 

entertainment value items than any other group. Unemployed participants who were 

both looking for work and not looking for work as well as the ‘other’ category of 

participants were most agreeable with entertainment value, satisfaction and repurchase 

intention items. 

All age groups somewhat disagreed to disagreed with the perceived risk items. As well, 

all age groups were neutral to somewhat agreed with the cognitive image, affective 

image. Specifically, the same cognitive image and affective image items, 5 and 13 were 

neutral (Food trucks have enough eating space and Food trucks are arousing). 

Regarding entertainment value, all respondents except for the age group, 60 and 

above, had more neutral selections. And the age group 30-39 had two agree items: 

1. Item 6, Food trucks are a fun change from my daily food options. 

2. Item 7, Food trucks are a great break from my dining routine. 

Regarding the monetary value and satisfaction level amongst age groups, all somewhat 

agreed with the items. The most agreeable age group for repurchase intention items 

was 50-59. 

All income groups somewhat disagreed to disagreed with the perceived risk items. As 

well, all groups somewhat agreed with entertainment value, monetary value, satisfaction 

and repurchase intention items. Items that were flagged were cognitive image’s item 5 

and affective images item 13.  

All 241 Americans and 180 Canadians selected somewhat disagree to disagree for 

perceived risk items. Both Americans and Canadians were neutral to somewhat agree 

with both cognitive and affective image items. As expected cognitive image item 5 and 
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affective image item 13 were neutral responses. Regarding both entertainment and 

monetary value items, both Americans and Canadians somewhat agreed. Overall, 

Americans were more agreeable in terms of the satisfaction and repurchase intention 

items than Canadians. 

In regard to education, respondents who had less than high school education somewhat 

disagreed to disagreed with perceived risk items, neutral to agree with cognitive image 

items, somewhat agreed with affective image items, neutral to agree with entertainment 

value items, somewhat agreed with monetary value items and agreed with both 

satisfaction and repurchase intention items. Respondents who had a high school 

diploma, 2 years of college and 4 years of university all somewhat disagreed to 

disagreed with perceived risk items. Graduate school participants somewhat disagreed 

or were indifferent towards perceived risk items. 

All educational groups somewhat agreed or were indifferent towards the items in 

cognitive image. As expected, image 5 was the neutral response across all groups. As 

was the case with affective image items. All groups were indifferent to somewhat 

agreed in terms of the affective image items, item 13 being the neutral response. 

All educational groups somewhat agreed with the entertainment value items, monetary 

value items and satisfaction items and repurchase intention items.  

The sample for this study has identified key triggers that appeal and deter consumers 

from food trucks. It has identified particular attributes that are more influential than 

others. This can help operators properly allocate their investment into ensuring 

maximum profit is achieved. As well, this study being the first to explore image as an 

antecedent of consumer behaviour with regard to food trucks has brought to attention 

how important a positively perceived truck can be to so much more than just an 

operator, but to the local community as well. 
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6 Implications 

6.1 Theoretical Implications 

Theoretically, the study contributes to existing knowledge of the food truck industry. It 

offers tested insight into attaining and maintaining food truck consumer satisfaction. 

Previous literature has identified many gaps in food truck research, like the scarcity of 

existing studies on consumer patronage and has expressed a need to better understand 

consumer satisfaction, along with other relationships in this context (Shin, Kim, & 

Severt, 2018; McNeil & Young, 2019; Yoon & Chung, 2018). While qualitative studies 

have offered rich and nuanced findings related to food trucks, they are case specific. 

The lack of empirical research on food trucks demonstrates a need for universal and 

generalizable findings. While food truck brand personality has been explored (McNeil & 

Young, 2019), and albeit although similar to, the assessment of image is severely 

lacking within food truck literature. This may be attributed to operators not knowing the 

potential of what food trucks can do, like, restaurant expansion, concept testing, menu 

testing, capturing more of one’s target market, revitalization of unused or underused 

urban areas, community involvement-bringing people together, and the social justice 

aspect which allows for job opportunities for new Americans and Canadians. 

Alternatively, operators many not realize how significant an influence image has on 

consumers engaging food trucks. This study, to the best of the researcher’s knowledge 

is the first to address cognitive and affective image as predictors of experiential value 

and perceived risk within a food truck context. Results indicated that cognitive and 

affective image were high influencers of experiential value, perceived risk, satisfaction 

and ultimately repurchase intentions. This study highlights and confirms previous 

literature in saying that cognitive and affective image are both significantly influential 

antecedents.  
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Using a validated food truck image scale would allow for an accurate representation of 

the context. The measurement items selected were modified from existing literature and 

were not a perfect fit for a food trucks resulting in the removal of several items. With the 

rise of food trucks and other limited food and beverage operations, like, pop-up 

restaurants or meal vending machines, having a validated scale to measure food truck 

image would be valuable.  

This study confirms previous findings by (Erickson, 2015; Yoon & Chung, 2018; Choi et 

al., 2013) that demonstrate the importance of perceived risk in dining experiences that 

occur outside the norm of brick and mortar operations. Consumer concerns like, usage 

of fresh ingredients, food quality, nutritional value, food storage, water supply, 

sanitation, physical safety and illness, greatly influence consumers perceived value 

associated with dining from a food truck. As previously mentioned, the negative causal 

relationship between risk and value is linked to satisfaction and repurchase intentions. 

Perceived risk within this study assesses negative items, or the undesirable aspect of 

dining from food trucks. Comparatively, value within this study, assess positive items or 

desirable aspects like enjoyment. The two constructs provide a wholesome framework 

by addressing both consumer deterrents and attraction towards food trucks.  

Furthermore, this study identifies the most significantly influential components of an 

experience that impact food truck consumer assessment. The findings showcase the 

kind of experiential value consumers have towards food trucks, namely, entertainment 

and monetary. While past literature has addressed value within a food truck context 

(Shin, Kim, & Severt, 2019), to the best of the researcher’s knowledge, there is no study 

that tests specific value dimensions attainted from the experience of purchasing from 

food trucks. This study is the first to test experiential value’s influence on consumer 

satisfaction within the context. The benefit of this is twofold. First, readers can identify 

the specific components of an experience which merit the greatest value to consumers. 

Researchers may expand upon the relevant experiential value dimensions to further 
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contribute to food truck literature. Operators can heavily focus on specific dimensions 

that yield satisfaction to induce repurchase intentions, maximize profits and decrease 

costs. Past literature has identified that experiential value is directly linked to having a 

competitive advantage and is considered a prerequisite for success (Jin, Merkebu & 

Line, 2019).  

Secondly, the study demonstrates the need for validated measurement scales that are 

specific for the food truck context. Having a validated scale for food truck experiential 

value would allow for precise measurements of each dimension within the context. As is 

the case with this study, several items were removed due to CFA. This resulted in the 

removal of the service excellence dimension and efficiency subdimension of experiential 

value. Past literature has found that both service excellence and efficiency were not 

only predictors of customer satisfaction but can justify prices and contribute to a 

competitive advantage (Jin, et al., 2019). As food trucks are an interactive experience 

that uses a small window of time for consumption, it would be valuable to test service 

excellence and efficiency within a food truck context. 

 

6.2 Practical Implications 

The permanency of food trucks is evident through its implementation into the local food 

culture of cities across Canada and the United States. The enforcement of stipulations 

and proximity bans further evidence the longevity of food trucks (Lasserre, 2014). 

Requirements to operate food trucks differ depending on location. However, most stem 

from policies created for ice cream trucks (Williams, 2013). While some municipalities 

are strict with regulations, for example restricting large areas for access, others are less 

stringent, for example minimal restriction for access, and others are in transition, for 

example, municipalities who are restructuring existing policies (Williams, 2013). To 

further demonstrate the phenomenon’s stability, urban planners have begun to 
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investigate the benefits of food trucks for urban revitalization and ingenuity of unused 

public spaces (Sheppard, 2013). Previous literature has identified the longevity of the 

phenomenon. Practical implications of this study identify factors contributing to operator 

longevity based on consumer perceptions. Practically, the study can aid food truck 

operators who are looking to capture a larger market, maximize profits and maintain 

customer retention. The study may help operators who are in the inception stage of their 

food truck business development. It may also be beneficial for seasoned operators who 

are interested in changing their food truck model or are simply looking for new 

innovative ways to stay relevant. The study may also benefit restauranteurs who are 

looking to test out their concept or menu items (National Restaurant Association, 2012; 

Williams, 2013). As well as access more of their desired target market. The latter is 

exemplified by Caplansky’s Deli, who has multiple locations in Toronto and recently 

began operating a food truck. The Caplansky’s food truck is highly conspicuous and 

boldly advertises their contact information and highlights other services such as 

catering.  

Food trucks also promote social justice. New Canadian’s and American’s can utilize 

food trucks as entrepreneurship and opportunity to make a living in their new country. 

Operators such as these can showcase their native cuisine. This can promote 

community awareness, involvement and education of cultures, as well as provide an 

immeasurable but comforting piece of home to their new country.  Operators should pay 

particular attention to minimizing any physical risks as they are a deterrent for 

consumers. Operators may form an organization to address the local government 

regarding physical risk associated with mobile food service. Initiatives can be generated 

to put consumer concern at ease and demonstrate the importance of consumer health 

and safety to operators and local municipalities. 

Due to the concern of perceived risk associated with food trucks, it would be beneficial 

for operators to feature accolades and health and safety certifications that are visible to 
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consumers (Yoon & Chung, 2018). Consistently representing the brand by working with 

locally sourced suppliers, promoting fresh ingredients and meals that are unique and 

exciting, having high employee standards, ample eating space, good value for money 

are all examples of how operators can gain a competitive advantage, retain customers 

and mitigate risk perception.  The research is also beneficial to urban planners and 

destination marketing organizations (DMOs). The study highlights the factors that 

appeal to consumers and deter consumers from visiting food trucks. As such, marketing 

agencies can focus on featuring particular food trucks as “must try’s” when visiting a 

city. They can utilize the factors that effect consumers’ decision making to choose which 

food trucks to feature. For example, a DMO could feature a food truck that is well 

branded, offers an exciting atmosphere, showcases certifications, appears to be clean 

and is generally very popular due to the aforementioned. A feature like this could 

increase revenue for the food truck and maximize profits.  

Food trucks could be specifically located in high traffic tourist areas and can enhance 

the fun, youthful, entertaining and exciting essence that these areas exude, like Nathan 

Phillips Square in Toronto. Tourists may potentially use this imagery as a factor in their 

overall assessment of their visit to the area. For example, if the image and value of food 

trucks are high while the risk is low, tourists may attach this positive assessment to their 

overall opinion. Comparatively, if food trucks are seen as very risky and exemplify poor 

cognitive and affective image attributes, while effectively showcasing a low value 

assessment, tourists may attach this negative association with the tourist area itself. 

The notion of food trucks working with DMO’s is not new. Thomas (2016) identified the 

potential of food trucks as a viable option for food tourism. Findings indicated that 

operators felt they can be regarded as a cultural attraction.  Urban planners can work 

together with government officials and policy makers who oversee food truck services 

e.g. permits and regulations, to capitalize on unused space and create low cost 

initiatives to recover and develop urban environments (Sheppard, 2013).  
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7 Limitations and Future Studies 

The first limitation of the study regards the measurement items selected for each 

construct. Items were selected from previous literature on cognitive image, affective 

image, perceived risk, experiential value, satisfaction and repurchase intention, that did 

not relate to the food truck context specifically. Therefore, items were modified to fit the 

context in order to test the variable relationships. Through CFA, low factor loading items 

were removed from their respective constructs. This resulted in the removal of 5 

cognitive image items (food trucks sell different kinds of food, food trucks sell tasty food, 

food trucks offer simple food, food trucks are usually conveniently located, and food 

trucks have reasonably priced menus), 1 affective image item (food trucks are 

pleasant), 5 experiential value items (besides the food items, I enjoy the idea of food 

trucks, I find food trucks are a convenient way to buy food, I find food trucks to be a fast 

way to satisfy my hunger, I think food trucks offer excellent menus, and generally, I get 

excellent service from food trucks) and 1 repurchase intention item (I intend to continue 

buying from food trucks in the near future). Having a validated measurement scale that 

encompass both cognitive and affective images specific to the food truck context would 

be beneficial. It would accurately represent image and mitigate the removal of 

measurement items.  

Future studies could also present a validated scale for perceived value specific to the 

food truck context. With validated food truck image and value items and scale 

development, future research can focus on structural equation modelling (SEM). SEM 

analysis would allow for further analysis on the relationship between measured 

variables and latent constructs as well as identify any measurement errors within the 

construct. Future studies may benefit from a mixed study. Having a quantitative 

component is valuable due to its universal applicability. However, qualitative results 

would offer rich and nuanced data that may not be captured quantitatively, yet important 
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to practical and theoretical implications. Such data may include interviews with 

operators that provide detail on their day to day operations, the kinds of consumers 

(business associates, families, millennials, etc.) they receive verses their intended 

market, the kinds of questions consumers may ask most frequently, to name a few. 

 

Secondly, the survey was self-selected and incentivized which may be perceived as a 

study limitation. Incentivized surveys may influence who participates in the survey 

(Hsieh & Kocielnik, 2016). The participant is awarded points to their Qualtrics account. 

Participants may decide to take the survey because of the amount of points offered and/ 

or their level of interest in the study context.   

Lastly, the study did not focus on differentiating between settings for food trucks. 

Although the results of this study indicated that the majority of participants had their 

encounter in a major metropolitan city, the study did not delver further into how this 

segment was different from others. Future studies may yield more detailed analyses 

when a particular segment of food truck consumers is assessed. This may provide an 

accurate universal understanding of a particular demographic of food truck consumers. 

It would be beneficial for future studies to assess Canada and America again to 

compare future findings with this study’s findings. As well, differentiating between east 

and west coast may also be beneficial in a future study. Largely due to weather and 

seasonal operation limitations, results may differ drastically from the west coast who 

can operate year-round versus the east coast who can also operate year-round but with 

much greater difficulty. 
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APPENDICES  

Appendix 1: Questionnaire. 

 
Dear participant, 
  
We are conducting a research project to assess food trucks from the consumers 
perspective. The questionnaire will allow for the collection of information from 
consumers who have purchased from food trucks within the last 12 months. Results of 
this study can offer a better understanding of perceptions regarding food truck image, 
perceived risks, and experiential value. In addition, contribute to existing literature and 
provide insight into the trend in its entirety. 
  
Your help is important to the success of this study.  It takes about 20 minutes to 
complete this questionnaire.  Your participation is strictly voluntary, and you have the 
right to withdraw at any time. You must be at least 18 years old of age to 
participate.  Your anonymity is guaranteed, and no names are associated with any of 
the information provided. No individual response will be reported. Only aggregate 
responses will be reported. 
  
Your cooperation and contribution to this study are greatly appreciated. 
  
Sincerely, 
  
  
WooMi Jo, Ph.D. 
Principle Investigator 
  
Katya Van Embden  
Graduate Student Investigator 
  
  
  
For additional information about the research study, please feel free to contact Katya 
Van Embden at kvanembd@uoguelph.ca or Dr. WooMi Jo at woomi@uoguelph.ca. If 
you have any questions regarding your rights as a participant or the manner in which 
the study is conducted, please contact Sandy Auld, Director, Research Ethics with the 
University of Guelph at 519-824-4120 Ext. 56606 or sauld@uoguelph.ca. 
                                                   
 
"I read the details of this research study described above and had all questions 
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answered to my satisfaction.  I am aware that my information given in the survey will be 
included in a Master’s Thesis and academic journal article. I was informed that I may 
withdraw my consent at any time without penalty. I am willing to participate in this study 
being conducted by Dr. WooMi Jo and Katya Van Embden." 
  
  
“By clicking Accept, I agree to participate in the online survey”. 

 

2. Food trucks are defined as, “a large wheeled vehicle from which food is sold that 
typically contains cooking facilities where the food is prepared” (Merriam-
Webster’s Collegiate Dictionary, 2018) 

 

3. Have you purchased from a food truck in the last twelve months? 

____Yes 

____No 

 

4. How many times have you purchased from food trucks within the last twelve months? 
Insert only a number below. 

 

5. Where did you make your last food truck purchase? 

-Within a major metropolitan city 

-Within a small city/ town 

-Within a suburban area 

-Within a rural area 

-Festival/ event 

-Other (please specify) ______ 
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6. What occasion led to your latest food truck purchase? 

-Lunch break during work week 

-meal time during school 

-A festival 

-A concert 

-A specific food truck sought after 

-No specific occasion, unplanned decision 

-other (Please specify) 

 

DIRECTIONS: The following statements are related to the image of food trucks. 

There are no right or wrong answers.  Please mark one response according to the level 
of agreement with each factor.  When a statement is not applicable for you, check N/A.  
(1 = strongly disagree; 4 = Neutral; 7 = strongly agree). 

                                    Strongly           Strongly  

                                    Disagree  Neutral    Agree  

Food Truck Image 

Cognitive 
        

1. Food trucks sell different kinds of food 1 2 3 4 5 6 7 N/A 

2. Food trucks sell tasty food 1 2 3 4 5 6 7 N/A 
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3. Food trucks offer simple food 1 2 3 4 5 6 7 N/A 

4. Food trucks are usually conveniently located 1 2 3 4 5 6 7 N/A 

5. Food trucks have enough eating space  1 2 3 4 5 6 7 N/A 

6. Food trucks offer a unique atmosphere 1 2 3 4 5 6 7 N/A 

7. Food trucks are clean 1 2 3 4 5 6 7 N/A 

8. Food trucks offer good quality service 1 2 3 4 5 6 7 N/A 

9. Food trucks have reasonably priced menus 1 2 3 4 5 6 7 N/A 

Affective         

10. Food trucks are pleasant 1 2 3 4 5 6 7 N/A 

11. Food trucks are exciting 1 2 3 4 5 6 7 N/A 

12. Food trucks are relaxing 1 2 3 4 5 6 7 N/A 

13. Food trucks are arousing 1 2 3 4 5 6 7 N/A 

DIRECTIONS:    The following statements are related to your food truck experience.  

There are no right or wrong answers. Please mark one response according to the level 
of agreement with each factor.  When a statement is not applicable for you, check N/A.  
(1 = strongly disagree; 4 = Neutral; 7 = strongly agree). 
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                    Strongly                  Strongly  

                                  Disagree  Neutral     Agree  

Experiential Value         

1. I think that most food trucks have aesthetic 
appeal 

1 2 3 4 5 6 7 N/A 

2. I think that most food trucks are attractive 1 2 3 4 5 6 7 N/A 

3. I think that most food trucks have an 
entertaining theme 

1 2 3 4 5 6 7 N/A 

4. Food trucks are entertaining to me 1 2 3 4 5 6 7 N/A 

5. I find food trucks to be a source of enjoyment 1 2 3 4 5 6 7 N/A 

6. Food trucks are a fun change from my daily 
food options 

1 2 3 4 5 6 7 N/A 

7. Food trucks are a great break from my dining 
routine  

1 2 3 4 5 6 7 N/A 

8. Besides the food items, I enjoy the idea of food 
trucks 

1 2 3 4 5 6 7 N/A 

9. I find food trucks are a convenient way to buy 
food 

1 2 3 4 5 6 7 N/A 

10. I find food trucks to be a fast way to satisfy my 
hunger 

1 2 3 4 5 6 7 N/A 

11. I think that food truck menu prices are 
acceptable 

1 2 3 4 5 6 7 N/A 
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12. I think food trucks menus offer good value for 
my money 

1 2 3 4 5 6 7 N/A 

13. I think food trucks offer excellent menus 1 2 3 4 5 6 7 N/A 

14. Generally, I get excellent service from food 
trucks 

1 2 3 4 5 6 7 N/A 

DIRECTIONS:   The following statements are related to the level of risk you identify 
with food trucks. 

There are no right or wrong answers. Please mark one response according to the level 
of agreement with each factor.  When a statement is not applicable for you, check N/A.  
(1 = strongly disagree; 4 = Neutral; 7 = strongly agree). 

 

                             Strongly           Strongly 

                                       Disagree  Neutral   Agree  

Perceived Risk         

1. Food trucks do not use fresh ingredients 1 2 3 4 5 6 7 N/A 

2. Food trucks have poor food quality 1 2 3 4 5 6 7 N/A 

3. Food trucks serve nutritionally unbalanced foods 1 2 3 4 5 6 7 N/A 

4. Food trucks are unhealthy 1 2 3 4 5 6 7 N/A 

5. F Food trucks have improper food storage 1 2 3 4 5 6 7 N/A 

6. Limited water supply in food trucks is concerning 1 2 3 4 5 6 7 N/A 
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7. Food trucks are unsanitary 1 2 3 4 5 6 7 N/A 

8. Food trucks are not safe for me 1 2 3 4 5 6 7 N/A 

9. Food trucks will cause me physical harm 1 2 3 4 5 6 7 N/A 

10.  Food trucks will give me food poisoning 1 2 3 4 5 6 7 N/A 

 

DIRECTIONS:    The following statements are related to your overall level of 
satisfaction with food trucks.  

There are no right or wrong answers. Please mark one response according to the level 
of agreement with each factor.  When a statement is not applicable for you, check N/A.  
(1 = strongly disagree; 4 = Neutral; 7 = strongly agree). 

 

                        Strongly           Strongly  

                                 Disagree     Neutral     Agree  

Satisfaction          

1. I am usually satisfied with the service from 
food trucks 

1 2 3 4 5 6 7 N/A 

2. My food truck encounter is usually 
satisfactory 

1 2 3 4 5 6 7 N/A 

3. I am making the right decision when I eat 
from food trucks 

1 2 3 4 5 6 7 N/A 

4. I am usually happy to buy from food trucks 1 2 3 4 5 6 7 N/A 
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DIRECTIONS:    The following statements are related to your intention to purchase 
from food trucks again.  

There are no right or wrong answers. Please mark one response according to the level 
of agreement with each factor.  When a statement is not applicable for you, check N/A.  
(1 = strongly disagree; 4 = Neutral; 7 = strongly agree). 

   

                                       Strongly               Strongly  

                                       Disagree   Neutral   Agree  

Repurchase Intention          

1. I would like to purchase from food trucks again in 
the near future 

1 2 3 4 5 6 7 N/A 

2. I intend to continue buying from food trucks in the 
near future 

1 2 3 4 5 6 7 N/A 

3. I would say positive things about food trucks to 
others 

1 2 3 4 5 6 7 N/A 

4. I would recommend food trucks to my friends and 
others 

1 2 3 4 5 6 7 N/A 
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DIRECTIONS: Please provide the following information about yourself.  (Please, 
remember that the information provided is kept confidential). 

 

1. What gender do you identify with? 

      

_____ Male 

_____ Female  

_____  

 

2. What is your age? 

 

_____ Under 18 

_____ 19-29 

_____ 30-39 

_____ 40-49 

_____ 50-59 

_____ Above 60  

 

4.       What is your education level?  

_____Less than high school 

_____High School Diploma 

_____2-year College 

_____4-year University 

_____Graduate School 

 

5. What is your marital status? 

 

_____ Married  

_____ Single 

_____ Domestic partners 

_____ Divorced 

_____ Other 

 

6.  Where is your current residence? 

_____ United States 

_____ Canada 

 

 

7. What is your annual household 
income?  

 

_____Below $20,000 USD (or CAD) 
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_____$20,001 - $49,999 USD (or CAD) 

_____$50,000 - $79,999 USD (or CAD) 

_____$80,000 - $99,999 USD (or CAD) 

_____$100,000 - $149,999 USD (or 
CAD) 

_____Over $150,000 USD (or CAD) 

 

 

8. What is your employment status? 

 

_____Full time 

_____Part time 

_____Unemployed looking for work 

_____Unemployed not looking for work 

_____Retired 

_____Student 

_____Disabled 

_____Other 

 

 

9. What is your ethnic background? 

_____White or Caucasian 

_____Black or African American 

_____American Indian, Alaska Native, 
or Indigenous  

_____Asian 
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Thank you, for your participation. Your anonymity is guaranteed, and no names are 
associated with any of the information provided. 

 

Appendix 2: Research Ethics Certification. 
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