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HOW DO AUTHENTICITY AND QUALITY
PERCEPTIONS AFFECT DINING EXPERIENCES
AND RECOMMENDATIONS OF FOOD TRUCKS?
THE MODERATING ROLE OF PERCEIVED RISK

Kiyan Shafieizadeh a,*, Salman Alotaibi b, Chen-Wei (Willie) Tao a

a School of Hospitality and Tourism Management, Spears School of Business,
Oklahoma State University, 365 Human Sciences, Stillwater, OK, USA b
Department of Tourism and Hotel Management, College of Tourism and
Archaeology, King Saud University, Building 16, Riyadh, Saudi Arabia

ABSTRACT

A growing number of food trucks differentiate themselves in the
competitive market by serving ethnic foods. The purpose of the study was
to investigate the effect of customers’ authenticity and quality perceptions
of ethnic food trucks on their memorable dining experience (MDE) and,
consequently, word of mouth (WOM) while considering customers’
perceived risk. Data were collected from 540 customers who had dined
at ethnic food trucks in the U.S. Structural equation modeling and
hierarchical regression were employed to test the proposed hypotheses.
The results indicated that authenticity perceptions influence quality
perceptions and dining satisfaction directly, and MDE indirectly through
dining satisfaction. Moreover, dining satisfaction affects WOM directly
as well as indirectly through MDE. Among the three dimensions of
perceived risk, hygienic risk mitigates both of the relationships between
authenticity perceptions and dining satisfaction as well as between quality
perceptions and dining satisfaction. Implications and suggestions for

future research were discussed.
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