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Customer Preferences Toward Turkish Semolina Dessert Food Truck

Food trucks are more creative than restaurants

| follow food trucks on Instagram

Location affects my purchase decision

Product quality is more important than price

| prefer food trucks over traditional restaurants

| prefer trying new products like Turkish Semolina Dessert

0 1 2 3 4
Average Rating (out of 5)
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English Abstract 5.3

:Abstract

This study aims to assess the feasibility and market potential of launching a food
truck that specializes in Turkish semolina dessert in Jeddah, Saudi Arabia. The
research investigates consumer preferences, analyzes market opportunities, and
identifies key factors that influence the success of such niche food truck
.businesses

A descriptive-analytical methodology was applied, and data was collected from
120 respondents via a structured questionnaire. The results revealed a strong
local interest in culturally distinctive food products and highlighted the critical
role of product quality, location, and social media marketing in influencing
.purchase decisions

The study concludes with practical recommendations including maintaining high
product standards, strategic site selection, and leveraging Instagram-based
campaigns for effective brand positionin
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