
Index

• Symbols & Numerics •
@ sign, 256, 261
# hashtag, 256
 | pipe symbol, 258
401(k), fi nancing with, 82
501(c)(3), 99
501(c)(6), 99

• A •
accountants

choosing, 94–95
overview, 93–94
tasks for, 94

Accounting For Dummies (Tracy), 73
acquiring a vehicle

customizing a vehicle, 32
leasing, 30–31
new vehicle, buying or building a, 31–32
overview, 30
previously owned vehicle, purchasing a, 

32–33
action oriented as trait of food truck 

owner, 14
action plan for rebranding, 297–298
added value, 130
additional insured certifi cates, 106
advancement, offering opportunities for 

staff, 184
advertising

competition, fi nding data on your, 48
on Facebook, 268–269
marketing message, advertising used to 

promote your, 240
African cuisine, 20
agents, 95
alcohol and drug policy, 173
American cuisine, 20

Amplifi cation Probability score (Klout), 274
analysis

competitive, 48–50
differentiation plan, creating and 

utilizing a, 52
SWOT, 50–52

appearance of truck. See decoration
appendix in business plans, 64–65
appointment for health inspections, 

making an, 322
Asian cuisine, 21
assembly-line layout in commercial 

kitchens, 143–144
asset-backed borrowing, 85
assets, 63, 77
Association of Small Business Development 

Centers, 43
@ sign, 256, 261
atmosphere

importance of, 24–25
sound effect, 25
visual effects, 24–25

attendance
calendar, 170
policy, 173

attorneys. See also legal issues
choosing, 93
employee applications and documents, 

creating and maintaining, 92
fi nding, 92–93
overview, 92
potential liability associated with 

operating a food truck, evaluating, 92
state and local laws, staying in 

compliance with, 92
working with, 93

attracting and keeping customers, 16–17
average spending per customer, 

estimating, 67–68
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• B •
back of house (BoH), 162
bacteria, 200–201
balance sheet

creating a, 77–78
overview, 63

bánh mi, 21
banned, avoiding having your Facebook 

account, 266–268
benefi ts for staff

basic benefi ts, providing, 181
creative, 181–182
insurance, 181
retirement plans, 181

benefi ts of your truck, 44–45
Benun, Ilise (Public Relations For 

Dummies), 244
best (and worst) selling items as key 

performance indicator (KPI), 225
beverages, 21
bios in Twitter, 257–259
blogs on websites, 250
BoH (back of house), 162
brand

rebranding
action plan for, 297–298
challenges in, 298–299
guidelines for, 297
need for, 296
overview, 296
reasons for, 296

website as refl ection of your, 247
breakdown, what to do in event of a, 221
break-even point, analyzing your, 73–74
brick-and-mortar restaurant based on your 

food truck, opening, 294–295
brokers, 96
burns, 211–212
buses, 29–30
business broker used for selling your food 

truck, 301–302
business formation laws, 100
business license, 102
business parks and offi ce complexes, 

parking your truck at, 112
business personal property insurance, 105

business plans
appendix in, 64–65
components of, 57–65
executive summary, 57–60
feedback on, receiving, 57
fi nancial projections in

guidelines for, 65–66
overview, 63–65
sales, forecasting, 66–69

importance of, 56–57
management team section in, 64
market analysis, 61–62
overview, 55–57
preventing failure with, 312–313
table of contents, 61

Business Plans For Dummies (Tiffany and 
Peterson), 55

Business Plans Kit For Dummies (Peterson, 
Jaret, and Schenck), 55

business structures
corporations, 98, 100
overview, 96
partnerships, 97–98
sole proprietorships, 96–97

bustaurant, 29–30

• C •
call forwarding, 191
call waiting, 191
Caller ID, 191
campylobacter jejuni, 200
capital funding

beginning with 12 months of, 313
corporations, 98
debt capital

with government assistance, 87
with local bank, 85–87
overview, 84–85

equity capital
compensating your investors, 90
family and friends, borrowing from, 89
online investors, 89–90
overview, 84, 88
partnerships, 88–89

overview, 83–84
carts, 26–28
cash fl ow, projecting, 75–76
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cash-only operation, 193–194
catering services, providing, 292–293
celebrity chef, I’ll be a (myths about food 

trucks), 307
certifi ed food handlers, 319
Certifi ed Public Accountant (CPA), 94
characteristics of food truck followers, 

276–277
check average, 68
chef, 163
Chinese/Thai food, equipment for, 126
Choi, Roy (Kogi BBQ), 262
chuck wagon, 12
churches and synagogues, renting a 

kitchen from, 147–148
Cinnamon Snail, 286
classifying your business on Facebook, 264
cleanliness of truck kitchen

health inspections
critical items, 209
employee health, 210
food safety knowledge, 209–210
noncritical items, 209
overview, 208
potentially hazardous foods, 209

overview, 206–208
supplies for, 205–206
tasks for, 206–208

clostridium botulinum, 200
clostridium perfringens, 200
collateral, 85
college campuses, parking your truck at, 

113
color

of logo, 116
in menu design, 133

comment cards and print surveys, 230
commercial auto liability insurance, 105
commercial kitchens

assembly-line layout, 143–144
churches and synagogues, renting a 

kitchen from, 147–148
equipment in, inventory of, 141–143
ergonomic spaces, 144
evaluating, 141–146
fi nding, 140–141
green, 146

layout, 143–144
licenses, 141
location of, 145
options for, 140
overview, 139–140
restaurant kitchen, renting a, 147
schools, renting a kitchen from, 148
shared-use, 140
size needed, determining, 144–145
social clubs, renting a kitchen from, 148
zone-style layout, 144, 145

commercial offi ce
advantages of, 187
appearance of, 187
cost of, 188
disadvantages of, 188
fi nding, 187–188
location for, 187
size of, 188

communication
with customers, calm demeanor for, 287
encouraging open staff, 183

competition
advantages of, 40
analysis

competitive, 48–50
differentiation plan, creating and 

utilizing a, 52
SWOT, 50–52

data on your
what you need to know, 46–47
where to fi nd, 47–48

direct, 45
direct observation of your, 47
distinguishing your food truck from your, 

285–286
expansion by, 291
indirect, 46
menu items in common with, 124
menu pricing affected by, 129
overview, 39–40
tag line used to distinguish your food 

truck from your, 285–286
competitive advantage, 308
competitive response cycle, 41
computer, offi ce, 190–191
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concept
atmosphere, importance of, 24–25
beverages, 21
cuisine, sticking to one basic, 22
culinary skills necessary for your, 23
current food trends, keeping up with, 22
customer base, narrowing your concept 

to your, 23–24
desserts, 21
easy to understand, importance of your 

concept being, 22
food options, 20–21
inspiration for, 22–23
matching your menu to your, 124
overview, 20
passion for, 23
savory foods, 20–21
selecting a, 22–23
staff necessary for your, 23
time of day you plan to operate, 23
unique concept, importance of, 22

conciseness of marketing message, 239
consistency

in marketing message, 239
striving for high level of, 315
in treatment of customers, 283

consultants used to design menus, 136–137
consumer protection laws, 100
content of tweets, 259–260
controllable expenses, 72–73
cooking

equipment for, 142
food safety, 201–202

cooks, 163
cooler shelves, cleanliness of, 321
cooperative kitchen, 140
corporations, 98, 100
covers, 67
CPA (Certifi ed Public Accountant), 94
creativity, competition effecting, 40
credit cards, fi nancing with, 83
credit-card processing

Intuit GoPayment, 195–196
overview, 194–195
Square, 195

critical items in health inspections, 209
cross-contamination, preventing, 202, 203
crowd at grand opening event, 

expecting, 314

cuisine, sticking to one basic, 22
culinary experience, I’m ready to own a 

food truck since I have (myths about 
food trucks), 307

culinary skills necessary for your concept 
for your food truck, 23

current assets, 78
current food trends, keeping up with, 22
current liabilities, 78
Custom Vehicle Wraps, 118
customer indicators as key performance 

indicator (KPI), 226
customers

attracting and keeping, 16–17
base, narrowing your concept to your, 

23–24
characteristics of food truck followers, 

276–277
communicating with, calm demeanor 

while, 287
competition, fi nding data on your, 48
consistency in treatment of, 283
ego, connecting to customer’s, 283
empathy, showing, 287
estimating customer count, 66–67
example, setting an, 283
experience of, 279–280
feedback from, 229–232
fi rst impression, making a great, 282
Foursquare, rewarding repeat customers 

on, 271
happy, some people will never be, 288
identifying and analyzing, 42–45
knowing and understanding your, 277–278
knowledge as added value to, 283
observing and listening to, 278–279
overview, 275–276
problems with

fi nding true nature of, 287
solutions for, 287–288

repeat customers, turning unsatisfi ed 
customers into, 286–288

treating customers well, guidelines for, 
282–283

unsatisfi ed, 286–288
written policies for interaction with, 287

customizing a vehicle, 32
cuts, lacerations, and puncture wounds, 212
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• D •
data on your competition

what you need to know, 46–47
where to fi nd, 47–48

day in the life of a food truck owner 
(typical), 10–13

days of operation on websites, 249
D.C. Empanadas, 12
debt capital

with government assistance, 87
with local bank, 85–87
overview, 84–85

decoration
exterior, what to include on the, 114
graphics company, fi nding a, 117–118
logo, creating a, 115–116
overview, 114
painting your truck, 117
vinyl, wrapping your truck in, 116–120

delivery schedule, negotiating, 154
demographics

overview, 42–43, 238
research fi rm as resource for, 43–44
small business associations as resource 

for, 43
survey, 24
U.S. Census as resource for, 43

descriptions of items on menus, 134
design

of menus
colors in, 133
descriptions of items, 134
fonts in, 133–134
layout, 134
overview, 133
print materials, take-away, 135–136

of vehicle wrap, 118
of website, 247

desserts, 21
direct competition, 45
direct costs affecting menu pricing, 129
direct deposit for staff, 182
direct message (Twitter), 256
direct observation of your competition, 47
disciplinary measures for staff, 174–176

Dismore, Andrew G. (Running a Restaurant 
For Dummies), 295

Dismore, Heather (Running a Restaurant 
For Dummies), 295

distinguishing your food truck from your 
competition, 285–286

documentation for selling your food truck, 
300–301

dog wagons, 12
domain name, 246–247
Dorsey, Jack (Twitter creator), 195, 254
DoubleTree hotel, 266
driver, 164
driving accidents, 213–214
drug and alcohol policy, 173
Dunay, Paul (Facebook Marketing For 

Dummies), 269

• E •
E. coli (Escherichia coli O157:H7), 201
easy, running a food truck is (myths about 

food trucks), 305–306
easy to understand, importance of your 

concept being, 22
Eat Street (television program), 305
economies of scale, 290
education plan for staff, 182
ego, connecting to customer’s, 283
EIN (Federal Employer Identifi cation 

Number), 103
e-mail marketing, 283–284
emergencies, action in, 215–216
emergency contact card, 170
empathy, showing customers, 287
employee handbook

advantages of having an, 170–171
overview, 170–171
what to include in, 171–173

employees. See staff
employment laws, 100
engineering menus, 135
environmental laws, 100
equipment

in commercial kitchens, 141–143
linking your menu to your, 125–127
offi ce, 189–193
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equity, 63, 77
equity capital

compensating your investors, 90
family and friends, borrowing from, 89
online investors, 89–90
overview, 84, 88
partnerships, 88–89

ergonomic spaces in commercial 
kitchens, 144

ethnic cuisine, menus matching concept 
for, 124

evaluating
commercial kitchens, 141–146
your business

with feedback, 228–234
with key performance indicators (KPIs), 

223–228
your competition, 62

exceeding expectations, 281–282
Excel For Dummies (Wiley), 65
excess liability insurance, 105
executive summary

example of, 59–60
expansion plan section of, 58
fi nancing section of, 58
management team section of, 58
mission statement section of, 58
overview, 57–58
products and services section of, 58
sales forecasts section of, 58

expansion
capital, 80
by competition, 291
economies of scale, evaluating, 290
executive summary, expansion plan 

section of, 58
fi nancial requirements for, 291
overview, 290
your role, changes in, 291–292

expectations
exceeding, 281–282
setting, 281

expenses
controllable, 72–73
non-controllable, 73
overview, 70–72

experience of customers, 279–280
exterior, what to include on the, 114
exterminator, inspection by an, 320

• F •
Facebook

advertising on, 268–269
banned, avoiding having your account, 

266–268
classifying your business on, 264
competition, fi nding data on your, 47
Foursquare, Facebook option on, 269
inviting your friends, 265
mobile phone, setting up your, 265
overview, 263
personal profi le page, avoid using a, 

267–268
setting up, 263–266
status updates, posting, 265
survey links through, 229
using, 17
website, promoting your Facebook page 

on your, 265
Facebook Marketing For Dummies (Hayden, 

Dunay, and Krueger), 269
face-to-face feedback, 230–231
factor pricing, 132
failure, preventing. See preventing failure
falls, slips, and trips, 213
farmers’ markets, parking your truck 

at, 113
features of your truck, 44–45
Federal Employer Identifi cation Number 

(EIN), 103
feedback

analyzing and using, 231–232
on business plans, 57
customer, 229–232
employee, 232–233
face-to-face, 230–231
food critics, 233–234
online, 229
overview, 228
print surveys and comment cards, 230

fee-for-service insurance plans, 181
fi nancial analyst used to value your food 

truck, 301
fi nancial projections in business plans

balance sheet, creating a, 77–78
break-even point, analyzing your, 73–74
cash fl ow, projecting, 75–76
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expenses
controllable, 72–73
non-controllable, 73
overview, 70–72

guidelines for, 65–66
overview, 63–64, 65
profi ts, estimating, 74–75
sales

average spending per customer, 
estimating, 67–68

customer count, estimating, 66–67
overview, 66
yearly sales, estimating, 68–69

fi nancing
capital funding

debt capital, 84–87
equity capital, 84, 88–90
overview, 83–84

with credit cards, 83
executive summary, fi nancing section of, 58
expansion, fi nancial requirements for, 291
401(k), using your, 82
with home equity loan, 83
menu creation, fi nancials infl uencing, 125
with personal loan, 83
personal savings, using your, 82
your own funds, using, 82–83

fi nding
commercial kitchens, 140–141
staff, 164–165
suppliers, 151–152

fi re certifi cates, 102
fi rst food truck in your area, becoming 

the, 103
fi rst impression, making a great, 282
fi rst year, determining how much money 

you will need for, 79–81
fi rst-aid kit, 214–215
Fitton, Laura (Twitter For Dummies), 257
501(c)(3), 99
501(c)(6), 99
fi xed assets, 78
fi xed expenses, 73
focus groups, 43–44
FoH (front of house), 162
fonts in menu design, 133–134
food cost

controlling, 315
menu pricing affected by, 129

food cost percentage as key performance 
indicator (KPI), 225

food critics, feedback from, 233–234
food handler’s license or permit, 102
food options for concept for your food 

truck, 20–21
food photography, 251
Food Revolution, Jamie Oliver’s, 28
food safety

bacteria, 200–201
cooking food, 201–202
cross-contamination, preventing, 202, 203
hand-washing procedures, implementing 

proper, 203–205
knowledge, employee, 209–210
overview, 200
prepping food, 201–202
storing food, 201–202
during taste tests, 128

Food Technical Consulting, 24
food truck industry promotion on 

Foursquare, 271
food truck meet-ups/events, parking your 

truck at, 112
food-cost percentage pricing, 131–132
foot traffi c

calculating, 109–111
overview, 108
researching, 108–111

footwear, 213
forecasted cash fl ow, 63
forecasted expenses, 63
forecasted sales, 63
401(k), fi nancing with, 82
Foursquare

customers, rewarding repeat, 271
Facebook option on, 269
food truck industry, promoting, 271
mayor, rewarding your, 271
overview, 269
setting up, 269–270

franchisees, 293
franchises

advantages of, 37
disadvantages of, 37–38
opportunities for, 38
overview, 36–37, 293–294

franchisor, 293
free or discounted meals for staff, 182
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frequency of tweets, 260–261
front of house (FoH), 162
frying

equipment for, 142
safety, 212

fuel costs, 217–218

• G •
Garvey, Michael (Running a Restaurant For 

Dummies), 295
general liability insurance, 105
general partnerships, 88, 97
general tweets, 260
Goodnight, Charles (chuck wagon 

inventor), 12
Google search for fi nding data on your 

competition, 47
government forms for staff, 170
grand opening, having a, 314
graphics company for wrapping your 

truck, 117–118
The Great Food Truck Race (television 

program), 12, 305
Greek/Middle Eastern food, equipment 

for, 126
green commercial kitchens, 146
Groupon, 272–273
Gruen, Michael (Twitter For Dummies), 257
guidelines

for fi nancial projections in business 
plans, 65–66

for menu creation, 124–125
for press releases, 244
for rebranding, 297
for treating customers well, 282–283

• H •
hand-washing procedures, implementing 

proper, 203–205
hard worker as trait of food truck owner, 14
# hashtag, 256
Hayden, John (Facebook Marketing For 

Dummies), 269

Hazard Analysis & Critical Control Points 
(HACCP), 319

health department doesn’t inspect food 
trucks (myths about food trucks), 
309–310

health department permit, 102
health inspections

appointment for, making an, 322
cooler shelves, cleanliness of, 321
critical items, 209
employee health, 210
employees, informing, 322
exterminator, inspection by an, 320
food safety knowledge, 209–210
noncritical items, 209
overview, 208, 317
personal coffee mugs/water cups, 

cleaning your, 321
potentially hazardous foods, 209
previous inspection reports, using, 320
of refrigeration, 320–321
self-inspection, practicing monthly, 

318–319
staff meeting to delegate tasks, 

scheduling a mandatory, 319
water temperature, checking, 321

Hispanic food, equipment for, 126
history of mobile food industry, 12
holding/warming, equipment for, 143
home equity loan, fi nancing with, 83
home offi ce, 186–187
home page, 248
hours of operation

menus matching, 124
on websites, 249

• I •
I-9 form, 170
identity, developing and maintaining an, 

311–312
income statement, 63
incorporating, 98, 100
Indian cuisine

equipment for, 126
overview, 21
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indirect competition, 46
indirect costs affecting menu pricing, 129
industry description and outlook in market 

analysis, 61
injuries

avoiding, 211–214
overview, 199

inspections, health. See health inspections
inspiration for concept for your food truck, 

22–23
installation of vehicle wrap

by graphics company, 117–118
by yourself, 118–120

insurance
additional insured certifi cates, 106
business personal property, 105
commercial auto liability, 105
excess liability, 105
general liability, 105
overview, 104–106, 181
umbrella liability, 105
unemployment, 105
workers’ compensation, 105

insurance providers
agents, 95
brokers, 96
choosing, 95–96
overview, 95

interviewing
staff, 166–169
suppliers, 153

Intuit GoPayment, 195–196
inventory

amount of, determining your proper, 
156–157

number of days of inventory, 156–157
overview, 155–156
theft, preventing, 158–159
waste, reducing, 159–160
weekly food costs, calculating and 

monitoring, 157–158
inventory value as key performance 

indicator (KPI), 225
inviting your friends on Facebook, 265
Italian cuisine

equipment for, 126
overview, 21

item quantity, negotiating with suppliers 
for, 154

• J •
Jamie Oliver’s Food Revolution, 28
Jaret, Peter E. (Business Plans Kit For 

Dummies), 55
job descriptions for staff, writing, 166–167
job title, 166

• K •
Kent, Peter (Search Engine Optimization 

For Dummies), 252
key performance indicators (KPIs)

best (and worst) selling items, 225
customer indicators, 226
food cost percentage, 225
inventory value, 225
labor hours, 226
marketing and advertising indicators, 227
marketing and public relations costs, 227
metrics to use as, 224–227
overview, 223–224
press mentions, 227
response rates, 227
sales and kitchen indicators, 225
sales inquiry conversion rate, 227
sales per head, 225
staff indicators, 226
total labor cost, 226
turnover, 226
using, 227–228
weekly sales, 225

keywords
in Twitter bios, 258
on website, 251–252

Kickstarter, 90
Kirshenbaum, Richard (Public Relations For 

Dummies), 244
kitchen incubator, 140
kitchen workers, 164
kitchens, commercial. See commercial 

kitchens
Klout, 273–274
Klout Score, 274
knowing and understanding your 

customers, 277–278
knowledge as added value to customers, 

283
Kogi BBQ, 124, 262
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KPI Library, 224
KPIs. See key performance indicators
Krueger, Richard (Facebook Marketing For 

Dummies), 269

• L •
labor hours as key performance indicator 

(KPI), 226
lacerations, cuts, and puncture 

wounds, 212
Lacy, Kyle (Twitter Marketing For 

Dummies), 257
launching your business, 16
layout

commercial kitchens, 143–144
menu design, 134

learner as trait of food truck owner, 14
leasing a vehicle, 30–31
legal issues. See also attorneys

business formation laws, 100
consumer protection laws, 100
employment laws, 100
environmental laws, 100
fi rst food truck in your area, becoming 

the, 103
labor laws, 172
local laws, familiarizing yourself with, 

100–101
overview, 100–101
tax laws, 100
trademark and patent laws, 100
for vehicle wraps, 118
zoning laws, 100

liabilities, 63, 77
licenses and permits

business license, 102
commercial kitchens, 141
defi ned, 101
fi re certifi cates, 102
food handler’s license or permit, 102
health department permit, 102
liquor license, 102
music license, 102
overview, 101
paperwork for, 101–104
vehicle license, 102

lighting, 25
limited partnerships, 88, 97
links on Twitter, 260
liquor license, 102
listeria monocytogenes, 201
LivingSocial, 272–273
Lloyd, Ken (Performance Appraisals and 

Phrases For Dummies), 183
loans. See also debt capital; fi nancing

home equity loan, fi nancing with, 83
personal loan, fi nancing with, 83

local chamber of commerce used to fi nd 
business brokers, 302

local laws, familiarizing yourself with, 
100–101

local newspaper and trade magazine 
advertisements used for fi nding 
staff, 165

local parks, parking your truck at, 113
local schools used to fi nd staff, 165
location for your truck. See parking 

your truck
location of commercial kitchens, 145
logo

color of, 116
designing, 115–116
simplicity in, 115

long-term liabilities, 78
long-term planner as trait of food truck 

owner, 14
love to cook so I should open a food truck 

(myths about food trucks), 306

• M •
maintenance of truck, 16, 219
managed care insurance programs, 181
management team section in business 

plans, 58, 64
managers, 163
map on websites, 249
market analysis

industry description and outlook in, 61
preventing failure with, 312
target market information in, 61–62

market share, estimating, 62
market test results, 62

31_9781118287385-bindex.indd   33231_9781118287385-bindex.indd   332 6/29/12   7:05 PM6/29/12   7:05 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



333333 Index

marketing
e-mail, 283–284
message

advertising used to promote your, 240
conciseness of, 239
consistency in, 239
overview, 237–238
public relations used to share your, 

240–243
steps for creating your, 238–239
target customers, characteristics of 

your, 238
with press releases, 243–245
tag line used to distinguish your food 

truck from your competition, 285–286
with websites, 245–252

marketing and advertising indicators as 
key performance indicator (KPI), 227

marketing and public relations costs as key 
performance indicator (KPI), 227

Martinez, Raul (owner of fi rst taco 
truck), 12

mayor, rewarding your Foursquare, 271
mechanic, fi nding a, 220
media used to reach target audience, 62
Mediterranean cuisine, 21
menu boards. See menus
menus

changing, 137–138
consultants used to design, 136–137
creating

concept, matching your menu to 
your, 124

equipment, linking your menu to your, 
125–127

fi nancials infl uencing, 125
guidelines for, 124–125
overview, 123, 124–125

designing
colors in, 133
descriptions of items, 134
fonts in, 133–134
layout, 134
overview, 133
print materials, take-away, 135–136

engineering, 135

pricing
competition affecting, 129
direct costs affecting, 129
factor pricing, 132
food costs affecting, 129
food-cost percentage pricing, 131–132
indirect costs affecting, 129
methods for, 130–132
overview, 128–129
price points, determining, 129–130
psychology, 132–133

taste tests for, 127–128
metrics to use as key performance 

indicators (KPIs), 224–227
Mexican cuisine, 20
Mexicue, 256
Miami Trailers, 31
mission statement section of executive 

summary, 58
Mobi Munch, 24, 31
Mobile Cuisine, 22, 61
mobile food industry, history of, 12
mobile phone setup for Facebook, 265
morale, boosting staff, 183–184
motivating and retaining staff, 180–184
motivation for running a food truck, 13–14
motor vehicle reports (MVRs), 105
moving to other locations with your truck, 

111–113
music, 25
music license, 102
myths about food trucks

celebrity chef, I’ll be a, 307
culinary experience, I’m ready to own a 

food truck since I have, 307
easy, running a food truck is, 305–306
health department doesn’t inspect food 

trucks, 309–310
love to cook so I should open a food 

truck, 306
rent, food trucks don’t have to pay, 308
restaurants, food trucks compete unfairly 

with, 308
rich by owning a food truck, I’ll be, 306
traffi c and pollution, food trucks create, 309
trendy areas, food trucks only go to, 308–309
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• N •
naming your food truck

options for names, coming up with, 34–35
overview, 33
researching and registering your name, 

35–36
National Association of Catering 

Executives (NACE), 292
Nation’s Restaurant News, 22
negative comments on Twitter, 262–263
negotiating with suppliers, 153–154
Network Score (Klout), 274
new vehicle, buying or building a, 31–32
newspaper and magazine articles used to 

fi nd data on your competition, 47
Nielsen, 43
Nom Nom Trucks, 21
non-controllable expenses, 73
noncritical items in health inspections, 209
nonprofi t organization for mobile food 

truck vendors in your locale, 
creating, 99

number of days of inventory, 156–157

• O •
Obama, Barack (president of the United 

States), 12
observing and listening to customers, 

278–279
offi ce

commercial
advantages of, 187
appearance of, 187
cost of, 188
disadvantages of, 188
fi nding, 187–188
location for, 187
size of, 188

computer, 190–191
equipment, 189–193
home, 186–187
phone, 191–192
point-of-sale (POS) system, 192–193

setting up an, 185–189
virtual, 189

offi ce complexes and business parks, 
parking your truck at, 112

Oliver, Jamie (chef), 28
one-time start-up costs, 80
online postings to fi nd staff, 165
online searches for suppliers, 152
online surveys, 229
operating reserves, planning for, 81
opinions, being open to other, 316
opportunities for your business, 51
order tickets, tearing up, 158
other controllable expenses category, 73

• P •
painting your truck, 117
parking your truck

at business parks and offi ce complexes, 
112

at college campuses, 113
at farmers’ markets, 113
at food truck meet-ups/events, 112
foot traffi c

calculating, 109–111
overview, 108
researching, 108–111

at local parks, 113
moving to other locations, 111–113
options for, 111–113
vehicle traffi c

overview, 108
researching, 108–111

partnerships, 97–98
passion for concept for your food truck, 23
patent and trademark laws, 100
payment issues

cash-only operation, 193–194
credit-card processing

Intuit GoPayment, 195–196
overview, 194–195
Square, 195

refund policy, 196
suppliers, negotiating terms with, 154
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payroll, 185
Performance Appraisals and Phrases For 

Dummies (Lloyd), 183
performance reviews for staff, 182–183
permits. See licenses and permits
personal coffee mugs/water cups, cleaning 

your, 321
personal liability protection, 98
personal loan, fi nancing with, 83
personal profi le page, avoid using a 

Facebook, 267–268
personal savings, fi nancing with, 82
personality in management section of 

business plan, 64
Peterson, Steven D.

Business Plans For Dummies, 55
Business Plans Kit For Dummies, 55

phone, offi ce, 191–192
photographs on websites, 249, 251
physical presence, having a, 316
 | pipe symbol, 258
point-of-sale (POS) system, 192–193
Portland, Oregon, food carts in, 28
Poston, Leslie (Twitter For Dummies), 257
potential liability associated with operating 

a food truck, evaluating, 92
potentially hazardous foods, 209
PR agency, 242–243
prep work, equipment for, 141–142
preparing to start your food truck 

business, 15–16
prepping food, safety while, 201–202
presenting your vehicle. See decoration
press mentions as key performance 

indicator (KPI), 227
press releases

elements of, 243–244
guidelines for, 244
overview, 243
sample, 245

preventing failure
with business plan, 312–313
capital, beginning with 12 months of, 313
consistency, striving for high level of, 315

employees, putting effort into hiring and 
training, 313–314

food costs, controlling, 315
grand opening, having a, 314
identity, developing and maintaining an, 

311–312
with market analysis, 312
opinions, being open to other, 316
physical presence, having a, 316

previous health inspection reports, 
using, 320

previously owned vehicle, purchasing a, 
32–33

price points
determining, 129–130
overview, 129

pricing
competition effecting, 40, 129
direct costs affecting, 129
factor pricing, 132
food costs affecting, 129
food-cost percentage pricing, 131–132
indirect costs affecting, 129
methods for, 130–132
overview, 128–129
price points, determining, 129–130
psychology, 132–133

primary keyword, 252
primary target market

characteristics of, 61
size of, 62

print materials, take-away, 135–136
print surveys and comment cards, 230
problems with customers

fi nding true nature of, 287
solutions for, 287–288

product prices, negotiating with suppliers 
about, 153–154

products and services section of executive 
summary, 58

profi ts
estimating, 74–75
overview, 40–41

promotional tweets, 260
Prosper, 90
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psychology of menu pricing, 132–133
public relations

defi ned, 240
overview, 240–241
with PR agency, 242–243
by yourself, 241–242

Public Relations For Dummies (Yaverbaum, 
Benun, and Kirshenbaum), 244

puncture wounds, cuts, and lacerations, 212

• R •
reasons for running a food truck, 13–14
rebranding

action plan for, 297–298
challenges in, 298–299
guidelines for, 297
need for, 296
overview, 296
reasons for, 296

recipe contest, 256
recurring start-up costs, 81
referrals for business brokers, 302
refrigeration

equipment for, 143
inspection, 320–321

refund policy, 196
registering and researching your 

name, 35–36
relationship with suppliers, 154–155
rent, food trucks don’t have to pay (myths 

about food trucks), 308
repeat customers, turning unsatisfi ed 

customers into, 286–288
requirements/qualifi cations for staff, 166
research fi rm as resource for

demographics of your target customers, 
43–44

researching and registering your name, 35–36
response rates as key performance 

indicator (KPI), 227
restaurant based on your food truck, 

opening brick-and-mortar, 294–295
restaurant industry trade shows used to 

fi nd suppliers, 152
restaurant kitchen, renting a, 147

restaurants, food trucks compete unfairly 
with (myths about food trucks), 308

retirement plans, 181
retweets, 256
rich by owning a food truck, I’ll be (myths 

about food trucks), 306
Road Stoves, 31
Running a Restaurant For Dummies (Garvey, 

Dismore, and Dismore), 295

• S •
safety issues

burns, 211–212
cuts, lacerations, and puncture 

wounds, 212
driving accidents, 213–214
emergencies, action in, 215–216
fi rst-aid kit, 214–215
footwear, 213
fryer safety, 212
injuries, avoiding, 211–214
overview, 211
slips, trips, and falls, 213
sprains and strains, 213

sales and kitchen indicators as key 
performance indicators (KPIs), 225

sales forecasts
average spending per customer, 

estimating, 67–68
customer count, estimating, 66–67
executive summary, sales forecasts 

section of, 58
overview, 66
yearly sales, estimating, 68–69

sales inquiry conversion rate as key 
performance indicator (KPI), 227

sales per head as key performance 
indicator (KPI), 225

sales price for selling your food truck, 
setting, 300–301

salmonella, 201
savory foods, 20–21
SBA (Small Business Administration), 87
SBDC (Small Business Development 

Center), 43
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Scan/US, 108
scheduling staff, 178–179
Schenck, Barbara Findlay (Business Plans 

Kit For Dummies), 55
Schillace, David (Mexicue), 256
Schillace, Kelly (Mexicue), 256
schools, renting a kitchen from, 148
Search Engine Optimization For Dummies 

(Kent), 252
search engine optimization (SEO) for your 

websites, 250–252
secondary keyword, 252
seed capital, 80
selecting a concept for your food truck, 

22–23
self reliant as trait of food truck owner, 14
self-inspection, practicing monthly, 

318–319
selling your truck

business broker, using a, 301–302
documentation for, 300–301
fi nancial analyst used to value your food 

truck, 301
overview, 299
sales price, setting, 300–301
when to sell, 300

sending tweets, 259–262
service window attendants, 162–163
ServSafe Certifi cation, 163
setting expectations, 281
setting up

an offi ce, 185–189
Facebook, 263–266
Foursquare, 269–270
Twitter, 255

shared-use commercial kitchens, 140
shigella, 201
short-term planner as trait of food truck 

owner, 14
silent partners, 88
simplicity in logo, 115
size of commercial kitchen needed, 

determining, 144–145
size of logo, 115
slips, trips, and falls, 213
Small Business Administration (SBA), 87

small business associations as resource 
for demographics of your target 
customers, 43

Small Business Development Center 
(SBDC), 43

social clubs, renting a kitchen from, 148
social media. See also Facebook; 

Foursquare; Twitter
competition, fi nding data on your, 47
Groupon, 272–273
importance of, 253–254
Klout, 273–274
LivingSocial, 272–273
overview, 253–254
Yelp, 272

sole proprietorships, 96–97
sound effect, 25
Southern California Mobile Food Vendors 

Association (SoCalMFVA), 12
sprains and strains, 213
Square, 195
staff

advancement, offering opportunities 
for, 184

applications and documents, creating and 
maintaining, 92

back of house (BoH), 162
benefi ts

basic benefi ts, providing, 181
creative, 181–182
insurance, 181
retirement plans, 181

chef, 163
communication, encouraging open, 183
concept for your food truck, staff 

necessary for, 23
cooks, 163
delegate tasks, scheduling a mandatory 

staff meeting to, 319
disciplinary measures, 174–176
documents for, 169–170
driver, 164
effort into hiring and training, 313–314
employee handbook

advantages of having an, 170–171
overview, 170–171
what to include in, 171–173
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staff (continued)

employees of the month, rewarding, 184
feedback from, 232–233
fi nding, 164–165
front of house (FoH), 162
government forms for, 170
health inspections, informing employees 

of, 322
health of, 210
interviewing, 166–169
job descriptions for, writing, 166–167
job title, 166
kitchen workers, 164
managers, 163
morale, boosting, 183–184
motivating and retaining, 180–184
overview, 162
performance reviews, 182–183
requirements/qualifi cations for, 166
scheduling, 178–179
service window attendants, 162–163
surveys, 232–233
taste testings for, 128
training, 176–178
wages for, offering competitive, 180

staff indicators as key performance 
indicators (KPIs), 226

start-up capital, 80
start-up costs, 80–81
state and local laws, staying in compliance 

with, 92
status updates for Facebook, posting, 265
stealing food or taking supplies, 159
storing food, 201–202
strengths of your business, 50
streptococcus A, 201
suppliers

choosing, 153
competition, fi nding data on your, 48
delivery schedule, negotiating, 154
fi nding, 151–152
interviewing, 153
item quantity, negotiating, 154
negotiating with, 153–154
online searches for, 152
overview, 151

payment terms, negotiating, 154
product prices, negotiating, 153–154
relationship with, 154–155

supplies. See also inventory
list of, creating a, 150–151
for truck kitchen cleanliness, 205–206

surveys
employee, 232–233
online, 229
print, 230

SWOT (strengths, weaknesses, 
opportunities, and threats) analysis, 
50–52

Sysco, 152

• T •
table of contents in business plans, 61
tag line used to distinguish your food truck 

from your competition, 285–286
target customers, characteristics of your, 

238
target market information in market 

analysis
evaluation of your competition, 62
market share, estimating, 62
market test results, 62
media used to reach target audience, 62
overview, 61
primary target market

characteristics of, 61
size of, 62

resources for, 62
taste tests for menus, 127–128
tax benefi ts for corporations, 98
tax laws, 100
tax-exempt entity, 99
tech savvy as trait of food truck owner, 14
temperature in truck, maintaining 

comfortable, 216–217
terminology, Twitter, 256
Thai cuisine, 21
theft

of inventory, preventing, 158–159
order tickets, tearing up, 158
preventing, 158–159

31_9781118287385-bindex.indd   33831_9781118287385-bindex.indd   338 6/29/12   7:05 PM6/29/12   7:05 PM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



339339 Index

stealing food or taking supplies, 159
under-ringing sales, 158

threats to your business, 51
three-way calling, 191
Tiffany, Paul (Business Plans For 

Dummies), 55
time of day you plan to operate, 23
timing of grand opening, 314
“Tips for Starting Your Own Street Food 

Business,” 12
toll-free number, 191
total labor cost as key performance 

indicator (KPI), 226
Tracy, John A. (Accounting For Dummies), 73
trademark and patent laws, 100
traffi c and pollution, food trucks create 

(myths about food trucks), 309
trailers, 28–29
training staff, 176–178
traits of food truck owners, 14
treating customers well, guidelines for, 

282–283
trends

current food trends, keeping up with, 22
in logo, avoiding, 115

trendy areas, food trucks only go to (myths 
about food trucks), 308–309

trips, slips, and falls, 213
trucks. See also decoration; parking your 

truck; selling your truck
acquiring a vehicle

customizing a vehicle, 32
leasing, 30–31
new vehicle, buying or building a, 31–32
overview, 30
previously owned vehicle, purchasing 

a, 32–33
breakdown, what to do in event of a, 221
fuel costs, 217–218
maintenance, 219
mechanic, fi nding a, 220
moving to other locations with your, 

111–113
naming, 33–36

overview, 26
temperature, maintaining comfortable 

inside, 216–217
True Reach score (Klout), 274
turnover as key performance indicator 

(KPI), 226
tweets

content of, 259–260
followers, engaging with your, 261–262
frequency of, 260–261
general, 260
overview, 256
promotional, 260
sending, 259–262

Twitter
bios, 257–259
competition, fi nding data on your, 47
keywords in bios, 258
links on, 260
negative comments, 262–263
overview, 254–255
sending tweets, 259–262
setting up, 255
survey links through, 229
terminology, 256
username, 255
using, 17
websites, Twitter feed on, 249

Twitter For Dummies (Fitton, Gruen, and 
Poston), 257

Twitter Marketing For Dummies (Lacy), 257
types of vehicles

buses, 29–30
carts, 26–28
overview, 25–26
trailers, 28–29
trucks, 26

• U •
umbrella liability insurance, 105
under-ringing sales, 158
unemployment insurance, 105
unexpected events at grand opening, 314
unique concept, importance of, 22
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United States Patent and Trademark Offi ce 
(USPTO), 35–36

unsatisfi ed customers, 286–288
U.S. Census as resource for demographics 

of your target customers, 43
US Foods, 152
username on Twitter, 255

• V •
vehicle license, 102
vehicle traffi c

overview, 108
researching, 108–111

vehicles, types of, 26–30
venture capitalists, 88
vinyl, wrapping your truck in, 116–120
violations, driving record, 105–106
virtual offi ce, 189
visual effects, 24–25
VoIP (voice-over-Internet protocol) 

services, 192
Vucurevich | Simons Advisory Group 

(VSAG), 24

• W •
W-4 form, 170
wages for staff, offering competitive, 180
Wall Street (fi lm), 40
waste, reducing, 159–160
water temperature, checking, 321
weaknesses of your business, 51
websites

blog on, 250
characteristics of good, 246–248
components of, 248–250
days of operation on, 249

Facebook page, promoting your, 265
home page, 248
hours of operation on, 249
map on, 249
overview, 245–246
photographs on, 249, 251
search engine optimization (SEO) for 

your, 250–252
Twitter feed on, 249

weekly food costs, calculating and 
monitoring, 157–158

weekly sales as key performance indicator 
(KPI), 225

word of mouth for fi nding staff, 165
workers’ compensation insurance, 105
wrapping your truck, 116–120
written policies for interaction with 

customers, 287

• Y •
Yaverbaum, Eric (Public Relations For 

Dummies), 244
yearly sales, estimating, 68–69
Yelp

competition, fi nding data on your, 47
overview, 272

your own funds, fi nancing with, 82–83
your role, expansion causing changes in, 

291–292

• Z •
Zagat guide, 12
zone-style layout commercial kitchens, 

144, 145
zoning laws, 100
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