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Abstract 

This research describesthe consumer’s financial behavior when they are offered free Wi-Fi in public area 

such as restaurants, cafeterias and cafes. Advanced telecommunication technology such as tablets, 

smart phones and laptops makes communication becomes everyday needs for businessmen, workers, 

even students. Free Wi-Fi facility becomes important in downtown people busy life. We conduct 100 

respondents who are visiting restaurant, cafeterias and cafes; along with using free Wi-Fi facility in 

Bandung to know their financial behavior. Initially, consumer’s decision in choosing free Wi-Fi in public 

place may lower their expenditure, but this free facility may make consumer becomes higher than their 

thought. This description research shows consumer’s financial decision is ‘tricked’ by free Wi-Fi facility. 

Keywords:financial behavior, financial decision, consumer’s decision, free Wi-Fi facility, 

telecommunication technology. 

 

INTRODUCTION 

The advanced communication technology makes the needs of information 
increase nowadays. This need can be said as opportunity for other industry to develop 
its business.Telecommunication industry is one of developing industries. One industry 
that is developing rapidly is telecommunications. Communication makessocieties in 
every country are able to connect with other people and delivers information without 
limitation of space and time.  

Thishigh demand opportunity creates strength for telecommunication industry. 
One industry that receives the impact of the increasingly high demand of information 
and technology is a service industry such as restaurants, cafes, places of education and 
other entertainment facilities. Many places of business and public facilities that offer 
access to data or providing free information on the consumer in the form of free Wi-
Fi. 

The sophisticated developing communication technology is growing fast. It can be 
said starting from telegram, analog telephone, digital telephone, Internet, wireless 
phone, and also wireless Internet connection or Wi-Fi. Communication device also 
have a rapid growing, from fixed phone, cellular phone, and tablet.  
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Wi-Fi is a wireless network that allows us to be able to connect to the Internet. 
Through the use of Wi-Fi free of charge, the public can access data and information as 
much as possible without worrying about the cost of data access. Opportunity is 
widely seen by industry players to attract more consumers to shop. With the 
availability of free Wi-Fi facility, is expected to save consumers time to shop for 
longer, more purchases and repeatedly. From the consumer side, the provision of free 
Wi-Fi will impact directly or indirectly on their financial behavior. Direct provision of 
free Wi-Fi will affect the money they spend to buy products, i.e. food and drinks. It will 
indirectly also affect desire and saving obligations they have to do the appropriate 
initial commitment. This would be a contradiction because on one hand, consumers 
will find great savings funds should be issued for the cost of access to data and 
information, but on the other hand consumers would not want to keep spending 
money to buy products for the cost of health insurance use of data and information 
for free. 

Consumer financial behavior can basically be formed through habit;however, such 
behavior sometimes changes according to the environment that influences it. A 
consumer who at first is that many people do saving in financial arrangements 
sometimes feel that to spend some money to access data and information is an 
extravagance that he will try to seek access to data and information free of charge 
both for data access as well as places that provide it. This place is usually as a means 
of education and libraries. 

Nevertheless, a consumer can choose to use the free Wi-Fi at places that sell the 
products instead of using the data access and information for free, such as 
restaurants, cafes, malls and other entertainment venues. It is said that the tendency 
of a consumer when choosing the style of life and environmental influences, which 
will look more stylish if it looks to access the data and information in such places. It is 
becoming an impact on spending some amount of money which may exceed the 
amount that must be paid if the person is buying access to data and personal 
information. 

This study aims to describe how the consumer level or the selection of a visit to a 
café or a restaurant that has free Wi-Fi, how it compares to the level of consumer 
spending and saving between using a personal data access with free Wi-Fi as well as 
the election of the consumer in deciding to pay credit purchase phone for data access 
or purchase of products (i.e. food and drink) to get free Wi-Fi. 

Wi-Fi  

Williams and Sawyer (2008) states that “Wi-Fi is a short-range wireless digital 
standard aimed at helping machines inside offices to communicate at high speeds and 
share Internet connections at distance up to 300 feet; it connects to a kind of local 
area network known as the Ethernet.”Forouzan (2013) declare that “Wi-Fi (short for 
wireless fidelity) as a synonym for wireless LAN. Wi-Fi, however, is a wireless LAN that 
is certified by the Wi-Fi Alliance, a global, nonprofit industry association of more than 
300 member companies devoted to promoting the growth of wireless LANs.” 

According to Mur and Ribes (2012), “the Wi-Fi technology is quickly being adopted 
by new types of devices that pose stringent requirements in terms of energy 
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efficiency. In order to address these requirements the IEEE 802.11 group developed in 
the recent years several power saving protocols that are today widely used among 
devices like smart phones.” 

Brain, Wilson and Johnson (2001) state “Wi-Fi has a lot of advantages. Wireless 
networks are easy to set up and inexpensive. They're also unobtrusive – unless you're 
on the lookout for a place to watch streaming movies on your tablet, you may not 
even notice when you're in a hotspot.”Hemalatha, Prithviraj, Jayalalitha and 
Thenmozhii (2011) state “Wi-Fi, short for Wireless Fidelity is a wireless digital 
communication system, operating in 2.4GHz ISM band with channel bandwidth of 
25MHz is intended for LANs with coverage of few hundred feet.” 
 
Consumer decision about buying and saving 

According to Gitman and Joehnk (2008), consumer uses money to buy product or 
services. The goal is to get the satisfaction from each money he/she earn.  Altfest 
(2007) define the method through which people select goods and services to satisfy 
their needs as theory of consumer choice. Consumer decides whether the goods or 
services are satisfy or not, thus they make decision to buy. 

Consumer’s buying decision can be based on timing purchases, store selection, 
brand comparison, label information and price comparison (Kapoor, Dlabay& Hughes, 
2010). Consumer usually compare about those things especially price. Wise consumer 
counts the cost and benefit for the product or services that they buy.  
 According to Choudhury (1999), saving as “total of factor payment, which equal 
national income, may not be fully spent in buying back all the goods and services at a 
time.”Altfest (2007) define saving as the cash left over after operating, capital 
expenditures, and debt activities. Sonuga-Barke and Webley in Furnham (1999) define 
saving as“in terms of the quality of a set of actions (going to the counter and 
depositing money), made in relation to one or other institutions (bank or building 
society).”Attanasio and Banks (2001) state “saving is an issue of fundamental 
importance to academic economist and policy-makersalike. While, for an individual 
household, saving is essentially a way to move resources over time, for the economy 
at large, the supply of saving represents an important source for the financing of 
investment.” 

 
METHODS 

The method used in this study was to conduct a survey of 100 consumers who had 
visited and use Wi-Fi is available in the café or restaurant in Bandung. The sampleis 
100 people in which the criteria of the sample is taken from people who have visited 
and use Wi-Fi is available in the café or restaurant in Bandung. 

 
Result and Discussion  

We collect 100 respondents who have visited free Wi-Fi facilities as our sample and 
process it descriptively. The results were prepared using tables. The table shows the 
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number of respondents in using the facilities free Wi-Fi is provided in the restaurant or 
café, as well as expenditure and saving respondents. 

 

Number Questions Amount Percent 

1 Gender 
Male 60 60 

Female 40 40 

2 Ages 

≤19 67 67 

20-40 33 33 

> 41 0 0 

3 Visit the Restaurant or Cafe that have free Wi-Fi 
Yes 100 100 

No 0 0 

4 Using free Wi-Fi 
Yes  94 94 

No 6 6 

5 The main factor in choosing a Restaurant or Cafe 
Yes  25 25 

No 75 75 

6 Consumer Buying Decisionand Saving 
Data Access 45 45 

Free Wi-Fi 55 55 

7 Access Data Versus Free Wi-Fi 
Data Access 73 73 

Free Wi-Fi 27 27 

Source: Results of the Questionnaire, 2014 

 

The table above can be explained as follows. 
1. Gender 

The table shows 60 percent of respondents are male. It can be said that majority 
respondents who visit the restaurant and cafearemale. 

2. Age 
The table shows that 67 percent ofrespondents are teenager.  

3. Visit the Restaurant or Café that have free Wi-Fi 
Based on data collected, all respondents had visited a restaurant or cafe that has 
free Wi-Fi facility. It is because the respondents are consumers who visit a 
restaurant or cafe that has such facilities. 

4. Using free Wi-Fi 
The result shows that not all respondents using Wi-Fi when they visit a restaurant 
or cafe that has such facilities. There are six percent of respondents who does not 
use free Wi-Fi facilities that is available at the restaurant or cafe. It is because 
there are lots of consumers who do not prefer to search for information via the 
Internet or play games when visiting a restaurant or cafe. Consumers prefer to eat 
and drink without being followed by information searching activity. Another 
reason is that consumers prefer to use personal data access in the restaurant or 
café although they have to go to Wi-Fi facility. However, the majority of 
respondents still choose to use the facilities free Wi-Fi provided by a restaurant or 
cafe. 

5. The main factor in choosing a Restaurant or Café 
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The table shows that 75 percent of respondents do not use free Wi-Fi facilities as a 
major factor in choosing a restaurant or cafe. It is because the primary election 
respondents in choosing a restaurant or cafe is the flavor and diversity of products 
(i.e. food and beverage) offered, location, price, as well as recommendations from 
friends or family. These results show that the promotional efforts made by the 
restaurant or café to provide free Wi-Fi facilities have not been able to fully attract 
consumer interest. Most consumers believe that the presence of free Wi-Fi is a 
plus but is not the main reason they are in choosing a restaurant or cafe. 

6. Consumer Buying Decision and Saving 
In this section respondents were asked to choose between two statements that is 
a bigger production and saving less because they have to buy recharges mobile 
phones to access data or whether production becomes larger and saving less 
because they have to buy a product (i.e. food and beverage) in a restaurant or cafe 
to get facilities free Wi-Fi . The results showed that a total of 55 percent of 
respondents choose the second statement that is a bigger production and saving 
less because they have to buy a product (i.e. food and beverage) in restaurants or 
cafes to get free Wi-Fi facilities. This illustrates that consumers are aware enough 
about the existence of a restaurant or café that provides free Wi-Fi and those 
interested enough to visit a restaurant or cafe that has the facilities, but they also 
realize that the facilities provided by the restaurant and the café is just one 
promotion of a restaurant or cafe is up if they continue to patronize restaurants 
and cafes just because they want to enjoy the facilities free Wi-Fi so the impact 
should they feel is increasingly growing steadily declining production and saving . 

7. Data Access Versus Free Wi-Fi 
The table shows that 73 percent of respondents would prefer to pay the purchase 
cellular phonecost for data access or information. This is consistent with results 
obtained previously, namely that most consumers are aware of the spending 
becomes larger and less saving having to buy a product (i.e. food and beverage) at 
the restaurant or cafe to get free Wi-Fi facility. 

 

 

 

CONCLUSION 

The results show that the majority of respondents were male and never use 
the facilities free Wi-Fi provided by a restaurant or cafe. However, the facilities free 
Wi-Fi is not a major factor in choosing a restaurant or cafe. Some respondents stated 
that they visit the restaurant or café for consideration of product, price, location and 
reference. Consumers realize that if they make the free Wi-Fi becomes the main 
reason for visiting a restaurant or café in the expenditure will be greater and saving is 
reduced. Therefore, consumers prefer to pay the purchase cellular phone pulse to 
access data or personal information. 
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Basically the provision of free Wi-Fi facilities is a good thing because with the 
increasing number of free Wi-Fi facilities available to make citizen more open to new 
things such as the development of technology and modern ideas. Facilities Wi-Fi has 
also be added value for society and industry. But besides all the advantages of this 
facility are still required limits and regulations governing the installation and use of 
Wi-Fi facility. One thing to note is the use of the term ‘Wi-Fi’. It should be explained 
and emphasized whether the use of the term ‘free’ is really free or is there a payment 
that follows as well as the provision of free Wi-Fi facility in a restaurant or café. 
Nowadays consumers are smart enough to realize that free Wi-Fi facility is one form of 
promotion of a restaurant or cafe in attracting customers. Consumers have also begun 
to think about and consider other funds that should be allocated for this facility are 
purchasing products (i.e. food and beverage) that they may not actually need. 
Moreover sometimes providing free Wi-Fi facility is not followed by a strong network 
so that consumers will feel ‘cheated’ because it was already ordered food and drinks 
but still can not access data or information. Therefore, restaurant or café 
entrepreneurs should also be aware of to keep thinking about the interests of 
consumers above the interests of the company because it is unethical to make free 
Wi-Fi facility to attract buyers if the facility itself cannot be delivered optimally. 
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