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Abstract

This article aimed to synthesize a number of researches in both Thai and international
context related to the management of food truck, and summarize the knowledge of how
to manage food truck successfully. The result of research syntheses found two main factors
driving the success of food truck: the management factor and the service marketing mix
factor. Those empirical researches found that the most influential management factor was
strategy of being difference and uniqueness of each food truck. The two most influential service
marketing mix factors were promotion via using social media to communicate with customers

and product which is outstanding and using of high quality ingredients.
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Sanjutha Jamroonwat, 2016; Phongsakorn Boonprat and Apiwat Krommuang, 2016; Kotchanipa
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2014)
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$uUsN"s (Penate, 2015) NSEUIUNITHIDIMNSLAFTUTUADUNIBRAZAZAIN NISLAUSNITNTIALS)
wazdunsgiu danusansuazgnieddunisfnduwaznewiu viligndnlddossefu e
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(Sanjutha Jamroonwat, 2016) dunauni1ssnAnarnshiusn1seg1adusyuu (Phongsakorn
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2017) wiinaudiarudaudlalundndausivesiiu (Sanjutha Jamroonwat, 2016) Buuduudsla
walausnns danuenlald wazlimnunsedoseiulunisliuinis (Phongsakom Boonprat and
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War3ANDIAUANAT (Sanjutha Jamroonwat, 2016; Phongsakom Boonprat and Apiwat Krommuang,
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