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3G and Economic Impact: A Case of Thailand

Abstract

The purpose of this study is to create better understanding of an impact of 3G network
investment on economic growth and investment in Thailand. Using quantitative analysis,
this study reports an impact of 3G communication technology development on Thailand’s
economic figures, including the number of wireless internet users, the employment rate,
and the GDP, over the period of 15 years from 2011 to 2025. The result indicates that 3G
network investment immensely affects Thailand’s economic growth. An increasing amount
of investment along with early initiation of the investment could actually boost up the
number of mobile phone and wireless internet users, leading to higher employment rate
and the GDP.
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Figure 1: Illustration of economic harm from delayed adoption

i - Dasgupta (2009)
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Table 1: ajUdunuandelantaanauadlun1swawsiu 36 lulssmalnewSeuiisuniy

9

Uszmeaunazduie
Type of Benefits
(US $ terms) China' India’ Thailand
Chalmers® LECG® NIDA
Consumer Welfare effect $32 Billion | $8 Billion | $1.84 Billion [$0.63-1.26 Billion
$7.74-$12.45
GDP benefit from 3G Network $9.77 Billion $8.9 Billion Billion
Investment (NPV) $211 Billion | $95 Billion | (2011-2014) (2011-2014) (2011-2014)
Type of Loss (US $ terms)
Lost GDP from investment $a.12-$4.62
delay of two years $37 Billion | $16 Billion | $6.42 Billion 4.60 Billion Billion

i - 1. 1ng Raheel Kamel, Qualcomm
2. lae Bohlin, E (2008)
3. Ine Dasgupta, K (2009)
VUL :
e Consumer Welfare Effect fin Auuana1aasnisinselill 3G vesd1uiu Subscriber
Aad ARPU
o GDP benefit from 3G network investment (NPV) fg yaendagiuresdselenian
nsaeulu 3G




01SaNsuUSISSSND UM

21nM13197 1 U K. Dasgupta (2009) Ifinsdnwmavesnsamulu 36 Uszsimelne
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dmsunsnuiluadstiognielfausfigiuiidn Interet Penetration Rate ifis 30% Tu 5 ¥
vidoldeiiia 6% sl uazaINNANIANYIWEY World Bank #15zyi1iile Intemet Penetration Rate
it 10% aeduald GDP wiindu 1.21% azdud Intemet Penetration Rate lutsgimelveidiy
Wle 6% 910138 3G il GDP LRuTuUsEanM 0.726% @4lu A.f. 2010 GDP vaslnediyadn
Wity $318.85 tudnu agiun1sll 3G azanunsaifia GDP veslngldiafeUssana $2.315 Wud
nansAnEINUI Msfiuszmalneszasnisamuluszuy 36 widuna 2 ¥ vhldiAnaugyde
Al 4.12-4.62 siududsgansy warldldfuuselomian 36 fidwansenuse GDP Andu
Yae 7.74-12.45 suauvisegyansy (a.e. 2011-2014)

dnsulusinsUszmaiefunisfinunieanuddguesnisiivarnsiam 36 Fsn1s@n
Tuduuazduiy agunaladn wmndnisvzaenisamuly 3G avinasie Consumer Welfare Effect
voadufnluyan 32 Wudunsogansy wazvesduifsfnduyant 8 Wudu diuluiiuves
nansgnuse GDP Tuiu wui 3G dima 311 Wuau d@udulie 95 Wud1u uwagnavesnis Delay
nnsaavu 3G 2 U Tuidu avdwmadie GDP 37 Wudu luduify 16 Wudu

Peazuann1sfnulud1auseimenudn nsamuly 3G 9inase Internet Penetration
WAL ALEINARDNITINNTY HAZNITVIUAININATEFAD
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yadlnsdmiiiadeuiiuazuinisaneg Tuuszmalneves Dasgupta. K (2009) wWuin wansgvuwdn
MnMafivturesuTeauUuALay 3G wady

1. wansevunansdluszesdu Sedrogrannssuidudnanduduas fndditugmannnss
INsANWIALLAYERAMNTTUINIANUIAY

2. wansgnusotAssgialunmniie dufemuanuaiunsolunssdnuagivuseansam

avulugpamnssuiihuseawuuduas 3G W Wy §5Aausn1svedsuIng gsiamUanuazands
Jusiu uenanfifufiudasinisiivlnvesgnavnssuiieatos wu nsimuilsuugesienis
ilUussgndlduazairationlaniniu wieservssidunisiauignaimnssugenduag saudenis

afausagelalviiinnsaun Application wag Content
a '3 . .
NANT3IATIZUEAUNITONNDY (Regression Analysis)

mﬁﬁﬂmLﬁaﬂsmﬁué’unumLﬁsﬁ,amamqLﬁwgﬁamﬂmmdﬁwaqmﬁhjﬁwmizw 3G
I dasefidmanesnsniniulaves GOP wasdasnisiulavesnisdisnu wldlunisussidu
Tnetasefivnnduiudsine fiswelui

1. Broadband/Fixed line per household

2. Broadband/Fixed line per population

3. Fixed Penetration

4. Non-voice/Voice Revenue Ratio growth per qoq (%)

5. RPM (Baht/Minute)

Lﬁaﬁ’m’mwsm%’agaﬁluaﬁm‘luﬂazmwﬂm Faudlasinai 1 vos . 1993 ddlasunai 1
903 .6, 2011 wieldlunsadrsaunisannes (Regression Analysis)
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Table 2: Results of simple regression for GDP Millions of Baht growth per qoq (%)

Variable Coefficient p-value R-square | Null Hypoth

Significant

Broadband/Fixed line per household 0.0075 0.9511 0.0001 Can’t reject

Broadband/Fixed line per population 0.0310 0.9540 0.0002 Can’t reject

Fixed Penetration -1.0956 0.5550 0.0275 Can’t reject

Non-voice/Voice Revenue Ratio -0.0080 0.9471 0.0005 Can’t reject

growth per goq (%)

RPM (Baht/Minute) -0.1941 0.2505 0.1180 Can’t reject

Table 3: Results of simple regression for Employment growth per qoq (%)

Variable Coefficient p-value R-square |Null Hypoth

Significant

Broadband/Fixed line per household -0.0291 0.7799 0.0026 Can’t reject

Broadband/Fixed line per population -0.1062 0.7823 0.0025 Can’t reject

Fixed Penetration -1.3450 0.2535 0.0990 Can’t reject

Non-voice/Voice Revenue Ratio 0.1081 0.1179 0.2265 Can’t reject

growth per qoq (%)

RPM (Baht/Minute) -0.0194 0.8661 0.0027 Can’t reject

aqﬂmamiﬁﬂmmﬂmiwﬁ 2 uag 3 1991 Broadband/Fixed line per household, Broad-
band/Fixed line per population, Fixed Penetration , Non-voice/Voice Revenue Ratio growth
per qoq (%), RPM (Baht/Minute) laiflaudusiusifadunsaiuidesifuinisiivulnues GDP way
Wedusnmsiulavesnisdranuiissiuiadday 95%
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Abstract

To design proactive training courses, HR officers need to locate effective tools to help
identify appropriate training subjects that can meet specific training needs among various
groups of learners. This research study utilizes principle concepts of need-based motivation,
locus of control style of personality, and the perception of happiness.

Target participants were Thai employees who attended the Joint Training Program
offered by the Social Security Office and the Employers’ Confederation of Thailand. Key
results of the study found that, at statistically significant level .05, male respondents scored
higher in power needs than female respondents while administrative positions had higher
scores in all categories than the operation staff. Moreover, high achieve group scored higher
in the internal locus of control than the low achievers. In conclusion, the study can lead
to an effective design of training courses that accommodates various learners’ needs and

styles.

Key words: Motivation, Locus of control, Training Needs
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Frequency Percent Valid Percent Cumulative
Percent
Valid U1E 96 43.8 43.8 43.8
Y 123 56.2 56.2 100.0
Total 219 100.0 100.0
A15199 2: mqmaeéj’ﬂamwuaaumu
Frequency Percent Valid Percent Cumulative
Percent
Valid 35 ¢ LLawcll’Wﬂi'l 119 54.3 54.3 54.3
36 U uargand 100 457 457 100.0
Total 219 100.0 100.0
A1399 3: FEAUNTTANYIVBIEMBULUUFBUATN
Frequency Percent Valid Percent Cumulative
Percent
Valid fnUsees 109 49.8 49.8 49.8
UInygywSuazgend 110 50.2 50.2 100.0
Total 219 100.0 100.0
M58 4: AU mTNYaERBULUUHRUAIY
Frequency Percent Valid Percent Cumulative
Percent
Valid  fufjURa 125 57.1 57.1 57.1
WINTUUAZE IS 94 42.9 42.9 100.0
Total 219 100.0 100.0
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M13199 5: Atefen1sTuivasiaulsniy

N Minimum | Maximum | Mean Std. Deviation
ANNABINITANENSA 219 16.00 35.00 27.6712 4.02306
AUABINITOIUD 219 12.00 33.00 23.4521 4.01502
AUABDINITAURUSA N 219 13.00 34.00 25.0000 3.75145
nsfuseiuAualudin 219 6.00 35.00 22.3836 4.84900
annderiilundsmy 219 1.00 5.00 4.4338 82337
Valid N (listwise) 219

Tudruseluazilunisiiauenanisinsigrinisiuseuifisuaaisvedseiunsigala
AN Ul UNS I ULAYAIINGY BINANTITIATIZITAT

1. MaTyuiiguARasnsIuIIUUNAaLNe
WethAnaden1siuiseaunsialanndinnediiuAnduunauauU sy Sudunngy
wAgekangaudn Tanuwanddluataionisiuivewnaeniiaedsniuioin1snug s

o v o

WAZANABINITEUREIN T NANIee i@ AgyNseau 0.05 Asanslumsed 6

o

Gl']i’]\‘iﬁ 6: N153LAT121 ONE-WAY ANOVA : GENDER FACTOR

Descriptives

95% Confidence
Interval for Mean

Std. Lower Upper
N Mean |Deviation| Std. Error| Bound Bound |Minimum | Maximum
ANUABINTG jigtd! 96 |[28.2708 | 4.29315 43817 | 27.4010 | 29.1407 16.00 35.00
ANNEISD WS | 123 27.2033 | 3.75032 | .33816 | 26.5338 | 27.8727 18.00 35.00

o

Total | 219 |27.6712| 4.02306 | .27185 | 27.1354 | 28.2070 16.00 35.00
AUABINITEIUD Etd] 96 |(24.1562| 4.08676 | .41710 | 23.3282 | 24.9843 15.00 33.00
nYs | 123 [22.9024 | 3.88654 | .35044 | 22.2087 | 23.5962 12.00 33.00

o

Total | 219 (23.4521 | 4.01502 27131 229173 | 23.9868 12.00 33.00

AUADINT ggtd] 96 |25.3750| 3.86958 | .39494 | 245909 | 26.1591 16.00 34.00
AuRusn N we | 123 [24.7073 | 3.64564 | 32872 | 24.0566 | 25.3580 13.00 33.00
Total | 219 |25.0000 | 3.75145 | .25350 | 24.5004 | 25.4996 13.00 34.00
ms%’ujfm'mq% Score ¥1¥ 96 |(22.0833 | 4.95807 | .50603 | 21.0787 | 23.0879 8.00 35.00
NS | 123 [22.6179 | 4.76930 | .43003 | 21.7666 | 23.4692 6.00 35.00
Total | 219 |22.3836 | 4.84900 | .32766 | 21.7378 | 23.0294 6.00 35.00
AdesuNE ey ggtd] 96 | 4.4479 | 91617 .09351 4.2623 4.6335 1.00 5.00
wYe | 123 | 4.4228 | 74667 06732 4.2895 4.5560 2.00 5.00

o

Total | 219 | 4.4338 | .82337 .05564 4.3241 4.5434 1.00 5.00
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ANOVA
Sum of
Squares df Mean Square F Sig.
ANNABINITANNASY  Between Groups 61.452 1 61.452 3.846 .051
Within Groups 3466.877 217 15.976
Total 3528.329 218
ANUABINITOUD Between Groups 84.761 1 84.761 5.363 .021
Within Groups 3429.486 217 15.804
Total 3514.247 218
AMUABINITANAUSAIN  Between Groups 24.037 1 24.037 1.714 192
Within Groups 3043.963 217 14.027
Total 3068.000 218
nssuanuge Between Groups 15.407 1 15.407 654 419
Within Groups 5110.374 217 23.550
Total 5125.781 218
Audatiundmy Between Groups 034 1 034 050 823
Within Groups 147.756 217 .681
Total 147.790 218

2. MaTguiguANRfEN1TTUIIIMUNANE
WietA1edeN15TU3TEAURTIRIRIN IR TIERNIEN FuunnINeIgNUd TAuwAneIa
TuAnafsnssuiveangueny 36 Yuuld AdAadenNfensANLd15 ANEY LavAuTesy

'
o w a

WU genINguey 35 Yuazanitegrelideddgiseau 0.05 dawandlunisan 7

A15797 7: N1591A5129 ONE-WAY ANOVA : AGE FACTOR

Descriptives

95% Confidence
Interval for Mean
Std. Lower Upper
N Mean |Deviation| Std. Error| Bound Bound |Minimum | Maximum
ANUADINTS 218 35 1
o o T 119 |27.0252| 4.07652 37369 26.2852 | 27.7652 16.00 35.00
AUETD LaEAININ
218 36 U
! . 100 |28.4400| 3.83846 .38385 27.6784 | 29.2016 19.00 35.00
LAZEINIT
Total 219 [27.6712| 4.02306 27185 27.1354 | 28.2070 16.00 35.00
ANNADINTG 218 35 1
R T 119 |23.2353| 3.87015 .35478 22.5327 | 23.9378 14.00 33.00
27U LaEAININ
218 36 U
! c 100 |23.7100| 4.18582 .41858 22.8794 | 24.5406 12.00 33.00
LAZENNIT
Total 219 |23.4521 | 4.01502 27131 229173 | 23.9868 12.00 33.00
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@159 7: N1591A12Y ONE-WAY ANOVA : AGE FACTOR (@)

Descriptives

95% Confidence
Interval for Mean

Std. Lower Upper
N | Mean |Deviation|Std. Error| Bound | Bound |Minimum | Maximum
AIUABINTT 918 35 U
o o s, | 119 |24.7563| 3.39483 | .31120 24.1400 | 25.3726 18.00 33.00
AUNUSAN LagAINI
918 36 U
) . 100 [25.2900| 4.13484 | .41348 24.4696 | 26.1104 13.00 34.00
AENNIN
Total 219 |25.0000 | 3.75145 .25350 24.5004 | 25.4996 13.00 34.00
nssusANEY 91y 35 U
° ! o | 119 [21.2353| 4.74914 | .43535 20.3732 | 22.0974 6.00 32.00
LaEAINIT
91y 36 U
| 100 [23.7500| 4.62836 | .46284 22.8316 | 24.6684 10.00 35.00
HAZEINIT
Total 219 |22.3836 | 4.84900 32766 21.7378 | 23.0294 6.00 35.00
Audetiundmy oy 35 Y
Yy 119 | 4.3277 | .85479 .07836 4.1726 4.4829 1.00 5.00
LagAINI
918 36 U
) .| 100 | 4.5600 | .76963 .07696 4.4073 47127 1.00 5.00
KAZEININ
Total 219 | 4.4338 .82337 .05564 4.3241 4.5434 1.00 5.00
ANOVA
Sum of
Squares df Mean Square F Sig.
ANNABINITANNASY  Between Groups 108.764 1 108.764 6.902 .009
Within Groups 3419.564 217 15.758
Total 3528.329 218
AMUABINITOUD Between Groups 12.245 1 12.245 .759 .385
Within Groups 3502.002 217 16.138
Total 3514.247 218
AMUABINITANAUSAIN  Between Groups 15.477 1 15.477 1.100 295
Within Groups 3052.523 217 14.067
Total 3068.000 218
ms%fuimmqm Between Groups 343.619 1 343.619 15.592 .000
Within Groups 4782.162 217 22.038
Total 5125.781 218
AMUTDRUNRINU Between Groups 2.931 1 2.931 4.391 037
Within Groups 144.858 217 .668
Total 147.790 218
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3. MswSsuiiisuAedsnisiuiuunaunisane

idednadenisiuiszduussgalasniinseiiiiudy Suunmumsdninuii e
uanssludadsnsiuivesngumsAnmsyiuUiyaneiuargeaninddnadsanudeaniseudiie
ANUFBINITEINT ALFBINITALTUS AW WazAudesiundany ganiingunisAnyiAinia

o o A

UeygnsegnslitedAgszdu 0.05 aulanslun1sei 8

AN5197 8: N1531AT1298 ONE-WAY ANOVA : EDUCATION FACTOR

Descriptives

95% Confidence
Interval for Mean
Std. Lower Upper
N Mean |Deviation| Std. Error| Bound Bound |[Minimum | Maximum
ANUABINTS Oﬁgﬁﬂﬁﬂ%zyiym% 109 |27.1468 | 4.10471 39316 26.3675 | 27.9261 16.00 35.00
AudIse  Usaed
. 110 [28.1909| 3.88952 .37085 27.4559 | 28.9259 19.00 35.00
LLﬁSQ\‘iﬂ'ﬂ
Total 219 |27.6712| 4.02306 27185 27.1354 | 28.2070 16.00 35.00
AINABINTS G?’m’hﬂ%iyiy’lm% 109 [22.6147 | 3.91083 .37459 21.8722 | 23.3572 12.00 31.00
91U YSeyaas
q 110 |24.2818| 3.96112 37768 23.5333 | 25.0304 14.00 33.00
wazgend
Total 219 [23.4521 | 4.01502 27131 229173 | 23.9868 12.00 33.00
AUABINTS G?Wﬂi’]ll%iyiy’lm% 109 [24.4679 | 3.74554 .35876 23.7568 | 25.1790 13.00 32.00
fuiusnw  Ugaes
. 110 [25.5273| 3.69902 .35269 24.8283 | 26.2263 17.00 34.00
wawgand
Total 219 [25.0000 | 3.75145 .25350 24.5004 | 25.4996 13.00 34.00
mssuj fndUsyed | 109 [21.9083 | 5.49670 | 52649 | 20.8647 | 22.9518 |  6.00 35.00
A Uigaes 110 |22.8545| 4.07912 | 38893 | 220837 | 236254 | 1600 | 34.00
wazgend
Total 219 [22.3836 | 4.84900 32766 21.7378 | 23.0294 6.00 35.00
mmﬁaﬁu G?Wﬂi’]ll%iyiy’lm% 109 | 4.2844 90361 .08655 4.1128 4.4560 1.00 5.00
NI Ueyeyma
. 110 | 4.5818 | .70881 .06758 4.4479 4.7158 2.00 5.00
wazgInd
Total 219 | 4.4338 .82337 .05564 4.3241 4.5434 1.00 5.00
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ANOVA
Sum of
Squares df Mean Square F Sig.
ANNABINITANASY  Between Groups 59.686 1 59.686 3.734 .055
Within Groups 3468.642 217 15.985
Total 3528.329 218
AUABINITEUD Between Groups 152.166 1 152.166 9.821 .002
Within Groups 3362.080 217 15.493
Total 3514.247 218
AMUABINITANRUSAIN  Between Groups 61.444 1 61.444 4.435 036
Within Groups 3006.556 217 13.855
Total 3068.000 218
mﬁuimmqm Between Groups 49.026 1 49.026 2.096 .149
Within Groups 5076.755 217 23.395
Total 5125.781 218
Adetiundmy Between Groups 4.843 1 4.843 7.352 007
Within Groups 142.947 217 .659
Total 147.790 218

4. MIWTEUIgUANRREN1TTUIIINUNAUA UMY
et ALRAEN15TUITEAULTIRIRIINTATIEINAANTILUNAIUAILILNIU NUdIEAY
wanansluaaienissuivesnguiminnuiidnadeainudeinisanudnia anuden1ssuia

'
o v a4 [y

ANUABINITANTUTAIN ey ANUWeTUNGIY gendnduiuiRaueegrailiuddgnsydu 0.05

AILEAILUAITIN 9

Gl'ﬁ’]\iﬁ 9 : N153LAT1%% ONE-WAY ANOVA : POSITION FACTOR

Descriptives

95% Confidence
Interval for Mean

Std. Lower Upper
N Mean |Deviation| Std. Error| Bound Bound |Minimum | Maximum

AUADINT AUfURY 125 [26.9600 | 4.10429 | 36710 | 26.2334 | 27.6866 16.00 35.00

ANENSY  Fntheunes
94 | 28.6170| 3.72757 .38447 27.8535 | 29.3805 19.00 35.00

HUSYNS

Total 219 (27.6712| 4.02306 27185 27.1354 | 28.2070 16.00 35.00
AMUADINIG Qﬂﬁﬁaﬁu 125 |22.8320| 4.01356 .35898 22.1215 | 23.5425 12.00 33.00
871U19 FANTNULAY

RS 94 [24.2766| 3.88658 .40087 23.4805 | 25.0726 14.00 33.00

Total 219 |23.4521| 4.01502 | 27131 | 229173 | 23.9868 12.00 33.00
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A157497 9 : N1531A12% ONE-WAY ANOVA : POSITION FACTOR (fia)

Descriptives

95% Confidence
Interval for Mean
Std. Lower Upper
N | Mean |Deviation|Std. Error| Bound Bound |Minimum | Maximum
AILABINTS Q’Uﬁﬂ'ﬁmu 125 124.4320| 3.91716 .35036 23.7385 | 25.1255 13.00 33.00
fuiusnim  Wanthaeuues
Q’U%mi 94 | 25.7553| 3.39413 .35008 25.0601 | 26.4505 18.00 34.00
Total 219 |25.0000| 3.75145 .25350 24.5004 | 25.4996 13.00 34.00
m'i%‘u’;;' AIGNEN 125 (22.1840| 4.92588 | .44058 | 21.3120 | 23.0560 8.00 35.00
ANEY Wmthauway
sy 94 [22.6489| 4.75803 | .49075 | 21.6744 | 23.6235 6.00 33.00
Total 219 |22.3836 | 4.84900 | .32766 | 21.7378 | 23.0294 6.00 35.00
mmﬁaﬁu Q’Uﬁﬁ'ﬁd’lu 125 | 4.2880 .88733 .07937 4.1309 4.4451 1.00 5.00
WA WntnauLas
Q‘tﬁmi 94 | 4.6277 | .68759 .07092 4.4868 4.7685 1.00 5.00
Total 219 | 4.4338 .82337 .05564 4.3241 4.5434 1.00 5.00
ANOVA
Sum of
Squares df Mean Square F Sig.
ANNABINITANNASY  Between Groups 147.316 1 147.316 9.455 .002
Within Groups 3381.013 217 15.581
Total 3528.329 218
AUABINITOUD Between Groups 111.966 1 111.966 7.141 .008
Within Groups 3402.281 217 15.679
Total 3514.247 218
AMUABINTANAUSAIN  Between Groups 93.956 1 93.956 6.855 .009
Within Groups 2974.044 217 13.705
Total 3068.000 218
nsSuAnugY Between Groups 11.598 1 11.598 492 484
Within Groups 5114.183 217 23.568
Total 5125.781 218
Adetiundmy Between Groups 6.190 1 6.190 9.486 002
Within Groups 141.600 217 .653
Total 147.790 218
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5. nMsiU3suiiisuAeanisuivesaudssnisanudFafufanUsauguLazay
Woslundanu

dehdedsnisiuinnudeanisanudiiauniinszdfiagy nedwunidungudd
ANLFBINITANNANTITZAUFY (AvUuAY 80% 1Y) warUunans (AxUUL 79 wagsnin) wui

o <

fiauuand1gluAnadon1ssuivenduaufeInIsAINd1sage Iaadeainuieiundiny

o v A

ganInguausieINsaudusalunawagsegiited Ay Tiszau 0.05 Auwandlunisned 10

o

Gl'ﬁ’]\‘l‘ﬁ. 10: N153LAT129A ONE-WAY ANOVA : ACHIEVEMENT FACTOR

Descriptives

95% Confidence
Interval for Mean
Std. Lower Upper
N | Mean |Deviation |Std. Error| Bound Bound |Minimum | Maximum
ns¥u3 ANUADINTT
AINEY Audsa 104 | 22.0192 | 5.01063 49133 21.0448 22.9937 10.00 35.00
Y1unanuazen
mr]mla\lmi 115 | 22.7130 | 4.69558 43787 21.8456 23.5805 6.00 35.00
AUANIVG
Total 219 |22.3836 | 4.84900 32766 21.7378 23.0294 6.00 35.00
Anudeiu  udesms
NAIAU e GAlT) 104 | 4.2885 .84386 .08275 4.1244 4.4526 1.00 5.00
Y1unauazen
ﬂ’J’lmlaimi 115 | 4.5652 .718506 .07321 4.4202 4.7102 1.00 5.00
ANANIVG
Total 219 | 4.4338 .82337 .05564 4.3241 4.5434 1.00 5.00
ANOVA
Sum of
Squares df Mean Square F Sig.
mi%"uiﬂ’nmfu Between Groups 26.289 1 26.289 1.119 .291
Within Groups 5099.492 217 23.500
Total 5125.781 218
AMUTDRUNAINUY Between Groups 4.183 1 4.183 6.321 013
Within Groups 143.607 217 .662
Total 147.790 218
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6. NMIUTIUIEUANRRENTTUVRIAUABINITIUINAUAIUUIANUFVLAZANTBIIY

WAINY

dlethAwdenssuianudosnssiunauninszidady lneduunidunquiianudenis
gIUNTEAUEY (AzuuiY 80% TulY) wazUunane (Azwuu 79 wazm1nd) lanuanuuwansnsly

ARRYNNTTUIVBINALAINABINITENUNIGIUALNAUANABINTE NN AL AeE il Aty
M5z 0.05 Aawandlumisned 11

A15797 11 : N15IATIZH ONE-WAY ANOVA : POWER FACTOR

Descriptives

95% Confidence
Interval for Mean
Std. Lower Upper
N | Mean |Deviation|Std. Error| Bound Bound |[Minimum | Maximum
nsiug ANUADINS
AU 91ualIunas | 185 |22.1892 | 4.96640 36514 21.4688 22.9096 6.00 35.00
wazen
Tmmmms 34 | 23.4412 | 4.05411 69527 22.0266 24.8557 13.00 30.00
DU
Total 219 |22.3836 | 4.84900 32766 21.7378 23.0294 6.00 35.00
Aoy anudesnis
WAIAU 91unaUunae | 185 | 4.4486 78630 .05781 4.3346 4.5627 1.00 5.00
waze
ﬂfmmqmi 34 4.3529 1.01152 17347 4.0000 4.7059 1.00 5.00
UGN
Total 219 | 4.4338 .82337 .05564 4.3241 4.5434 1.00 5.00
ANOVA
Sum of
Squares df Mean Square F Sig.
ms%’uimmqm Between Groups 45.020 1 45.020 1.923 167
Within Groups 5080.761 217 23414
Total 5125.781 218
AMUTORUNAIAU Between Groups 263 1 263 387 535
Within Groups 147.527 217 .680
Total 147.790 218
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7. nMswSsuiiisuaniadsnnsiuivesnnudesnnsduiusnwiUfuUsANIgULAz AN
Woslundanu

dethAedsnisiuianudesnisduiusaimuniieseiifisdy Tnsduundunguidl
ANUADINTAUNUSAINTEAUAS (ATLULLAY 80% 1Y) wazunans (Azuuu 79 uagsnd) wui

v W

fanuuansnsludadenisiuivesndunudeIn sduiusnInas IAnaden1ssuinugugani

[y

nauAMUABINITAITUANUIUNaN AR lidud A NSEAy 0.05 Aakandlunisied 12

A58 12 : M3IATIZIH ONE-WAY ANOVA : AFFILIATION FACTOR

Descriptives

95% Confidence
Interval for Mean
Std. Lower Upper
N | Mean |Deviation|Std. Error| Bound Bound |[Minimum | Maximum
nsiug AVIUABINTT
AU dusiusnn 165 | 21.6485 | 4.92976 .38378 20.8907 22.4063 6.00 35.00
Yunansuazen
Fimfmmmi 54 | 24.6296 | 3.83281 .52158 23.5835 25.6758 15.00 35.00
FUWUENINGS
Total 219 |22.3836 | 4.84900 32766 21.7378 23.0294 6.00 35.00
Anudeiu  anudesms
SIGAGM! AuNUsAIN 165 | 4.4364 74319 .05786 4.3221 4.5506 1.00 5.00
YIuNauazen
G‘l’J']iJG]ENﬂ’]S 54 4.4259 1.03890 .14138 4.1424 4.7095 1.00 5.00
dunusnINGS
Total 219 | 4.4338 .82337 .05564 4.3241 4.5434 1.00 5.00
ANOVA
Sum of
Squares df Mean Square F Sig.
ms%’ué"mmqm Between Groups 361.576 1 361.576 16.469 .000
Within Groups 4764.205 217 21.955
Total 5125.781 218
AT DI UNAINU Between Groups .004 1 .004 .007 936
Within Groups 147.786 217 .681
Total 147.790 218
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Tundsdnenimay Feazdsmaliuummensianiyaainsiiiaiosdielunsussidugitriuniseusy
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Abstract

The objective of this study is to test which investment strategies, between value
investing and growth investing, will be better for investor in term of return and risk. The study
covers the period since 1999 to 2010, totally 12 years.

This study separate and select stocks by P/E and P/BV, then compute return of each
portfolios year by year.

The result of comparing portfolios’ return with each other and the market (SET Index)
found that value investing strategy provides significant higher return than the market and
growth investing strategy.

And when compare risk-adjusted-return using Jensen’s alpha, the result suggested
that the value investing provides higher risk-adjusted-return than growth investing.

In conclusion, this study concludes that the value investing better than the market

and growth investing, in both return and risk perspectives.
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1. unun

1.1 NumazANEIAY
Wuszeziiargniuiuivnawusnsdunisnisidussansamninlinisamuly
naravdnnindannsaasimansuLnunkaraiennulifigegaliuinueld F8n1siansaniu

¥ '
Y =2 A

wainuateguluuuldgnAnduduiiadunwinislunisidenamuluiuudazdi lnge1afiarsanis

e

Sndumeniaitu Yedeiugiumagsia uaslenaluninfivln d93snisamuuiiasGentui
nsaspulasfinsaniadeiug ludligtunsamulasfiasaniadoiuguiuiaodsdduisan
UBENTIUIN A NMTaImULUULTUAAT (Value investing) wagnIasuwuuiunsiiule (Growth
investing)
dwiuuumnanisamuiaessisililinguionguifidnsimualidundnnisnied
mnudfisdiinsdenagnslunsfiansaniu wayiinisasuihiiy il Gendiuluuuamis
ey uwifeafinnuunndsiuluseanBendieg vioenadanuAniuveudazyaaaliisids
Hlule egnslsfmudaidnuazsiuviegadaunnvesusazuuimsigausisoniuiulaeimly
e wumssasusuuiunuAinidenamuluiuiineign lasenaialéainan P/E uas

P/BV nia191 TunianduiuiuInianisamuluutiunisiivle dndenasuluiunidnsinis

=

Aulngs asindseuns Tngeaialdandr P/E uay P/BV fiflanga

TushsUsematy Soufnvidenarsatuiivinisinuiieitestuuuimisnisamuuuy
WA wazuuvnamsasuuuuiunniule Tneutazatuiuiinsesnuuunisifouagsinms
Anwilunaavdnmingosssmanineg sailfiolfannsaneudeasduvasiauliin uumansammu
wuulafifiuszansnmanifululivesmaneuunuuazanades uidmivluusemalnoudad
lirosfimahnsinyideludnuas tinnin

Tassmsideifsjamtinvifielfldmmeuin seviauumisnisamuuuuidunmuan uas
LL‘IJ’JVI’NﬂﬁanULLUULﬂumiLaUIWj’lu wamanslafiansoaiamanouwnuiiandiu uasseinns
Anuluduresnudssfie TnensAnuilivdnningvamunlunaiavdnningursussmnedlng
Fadupaaialug (Emerging market) \ushagnslunisiinw

1.2 IngUszasAvaInIsivy
121 lefniunmisnsamuiuuiunam waguuvnamsawuLuuIiuin sl
Tonaneuunuiiginisaneuwnulaesmanaaaviolsl
12.2 flofnNINTeniniuIMNINITAmULUUILAMAT LaTILIMNINTAMULUUIL
nMaduln wumslaiilinaneuwnudianiuinasmu
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1.2.3 iefinwriinisdanesaludlonisamuausuinislaludisduiniinanouuny
MRIIINMTUTUANLLESLARN I

1.3 auufgulunside
1.3.1 wanauunuannesalnaleviunumgnitnanauwnulagsuneaIanannineg

HO: u,-pm, <0
H,: pu,-u,>0
1.3.2 wanpuwnuannesalialovuaulagaindnanauunulagsuanaaauanning
Ho‘ Ho =ty < 0
H,: Ho - My > 0
1.3.3 HanaUWMUIINNRIALUFLDY0IUANAIEINIINANDULNUAINNDTAINAVD YUY
Wwule
Ho‘ M- iy < 0
H,: u,- Hy > 0

1.3.4 wanauunuduiuannesalndleviunuigininanauwnuainnesalnale

VuAule
Hy: a,-a < 0
Hy:a,-0, >0
Tnoivuald 4, = waneuunuedsveswesalwdleviunue
M, = HansuLURABYDmBsALIETTuAUL
4, = wanouwnuadsvemiulunainvanning

o, = Jensen’s alpha veanasalualaunnean

@, = Jensen’s alpha vasnasnlualevuiuls

oQ

1.4 YUWAYDINTSINY
1.4.1 vhmsdnnlaedadenvuududadu 2 ndu nduag 30 @ ML
TuparanannsnauisUseinelne Tuunazd
142 vhnsAnwiluszezne 12 U Tnodudaundud a.d. 1999 quiisaul a.d. 2010
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1.5 Uszleyuiaadnazlasu
unauiiauendng uannIdifinwvesnaiananninglny waziuziwin1sinnesnlnale
N13839U

2. PNEITHAZNAUIYNNYITDS

lupfnlatluiTeninn1sAn v Re i URLININITARGEENTY UALYIINIINAGBUNANBULNY
dounas FalunuiTuaiuluglimnudAgiudiaunienisiiu wu P/E, P/BV, ROA #se ROE (dudu
lAgLWIAAANTIAEITRITURILaININITRUWETT AD NTINANUANANYDILAAIYDIMANTNINE Lay

mmamwsaiuﬂWiﬁwﬁwlisuaawé’ﬂm%’wéﬁ?m Farushegnuddeiiiedostelul

Basu (1977) \ufusnivinis@nuanuduiussening P/E vosmdnningfunaneuuny
Foleutunan uazldnadn msasulundnnindii p/e sy avadranadiganiinansldlag
TaifpeAnilai Mé’ﬂm%’wEjﬁ?u%ﬁgﬂammmwmmmm (Market Capitalization) Ejﬂi/i%’e]ﬁi;? Fama uag
French (1992) vhnsanwinaneuunuvemesnlialovemdnninddisl B/M g isurunesnlng
FDWEANINERT B/M ¢ wazdunuinesmnaleusniinaneuwnuiianiy Capaul, Rowley uay
Sharpe (1993) levinnsAnwinesalnalovesiuamuaiuaziuiule lagld P/BV ratio TunisAnuen
Fu wansAnUain wesalwalevesunmeiinanouunugsnitlunaussmedivhnsfing soun
Lakonishok, Shleifer wag Vishny (1994) lovinnis@nwmdnnindluanszowsng uazlanadin
ndnnmeAd B/M, E/P vide /P getiuaglinanouumilasiadeiiinimdnningdiil B/m, E/P vie
C/P ¢ ATEEnTunTleues Fama uaz French (1998) lévhn1sAinmndiusnsnanauinuvos

v 1

A kaguiulaluvaieUseme wagaunudn lueunnussmavuauailinaneuwnunand

q 9
1% a

suduln uarliiaansolingul CAPM wnesunenanouunuiigsiaun@tuld Chan way Lakonishok
(2004) TFvinsAnwiuazsiinisaguin nmsasulusunmardulfnanouunuiigeaniinisasu
Tusfwduln Snsdadunudnet dusssmansuuuiulilfiinindnatlumsamuusedile
Faugere, Shawky wag Smith (2005) laviin1snaaeunesnlndloveanisaaunin 4,754
woiolvale uardunut wedalrialefiianuiimiu fuuilihivedsnuusveinsamuuuuitunme

dmivludssinalng TeAdoiiAsades Wy vuideves inagaTsn (2549) Falddnwn
aufivszAniuareanisiinssidadelugiusonaneuunuvosiulueuanlasAnyidayanin
sumsiiuvesuisnitannzidousglunaavdnninduisusemelne Tudisd e, 2545 fa wa. 2547
wagnuinguuivnidasuuutedefiugiudiunisiugedsnsmanouunurosiuaidoninniy
nauuisnitzuuuiladeiiugrudunisduh widwsuadeiugudunadulnvesuon nauuisn
fifazuuutafoiugrudiunisiiulameuisngaldldfidnswansuunuresiuiaisuinn i,

77 '
v A &

nauusEnnilazuuuladeiugiuaunIsiulnvesuseve MalienaisswnantiessesiaInuu
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Anw 1urieditnasuliaudfyfuauiiaiosnimnianisiiy snninsivlavesiianis
nuATeBnTuniaduves Fe3¥antedud (2552) dslivinnisinuluside nisasuuuuiumen
Tupaiarannindurisssinalve : seninedygiumnieinisty du gnsnisvenedvesilsgns tned
FnquszasdifonaaeunrmausalunslinansuLLsE N NS A ULUUILR A AULRUANS
aspuluuivlngdlutssmelnedousd wa. 2538-2550 Taefinslidyaimumaniaiuievsd
fevuiilaniuniwvnanisuitauagldAeenannguiunuuiiuaueld annisfnwmuin gy
ysnsduanansaliidususivuiifoonsniulimundguusuuiiunmald nanunsolinansuuny
WwAsnniMsasLuuIiugaAeg R eUTzan 4.3% ot Jyalniua (2552) Téinnsdnun
nanoulyuIINMsasluuresuisniitedudulsundlng 10 Susfuusn Adnadulae Wall Street
Journal Asia T,ma%amuﬁluﬁ:umdwﬁ?ué’aaé’ﬂdmwh6] fiu (equally weighted portfolio) waglu
907 Yagshnsuiudadaunisasuauideulafllddaly (rebalancing) 9nndudwinisdiua
nanouwvamasalndleiioiSsuifisuiusnsranouunusImnamavdnnindwsisUszmalne
uonnEuddliisnsuladadrumsamulaefinnsanainyarinainlagsiu (market capitalization)
LagNsLUsdREUnLMg U] Portfolio Optimization Fsfiansanainendesriuvesesnlialose
namsAnwInuI madanesnlnlalovesuiiniidededulssmalnsansaainssaneuuniligani
panandnnsndednsdituddaymsetnnenyis

dufunuitetuiifunsdesonnisinuiisnsamuiuutiuamuagsnsamuuuuiiu
maiule leglddnsdmmenstudundninasimsdndoniiu waddlavhnsiuSeuiisunaneuun
uazaudssvesisasmeselnale dimaiouisuiiaesuduivinlvinamsdnuiienuaseunay
uazdnauIInGay

3. s2gUI57Y

lunssuiunisAinemanauwnuannisasulusaianannsndlne Inglduuinisnisamu
WUURUANAT LazkuInen1sasuRuUiunsiulalldisns39e@eUsedng (Empirical Research
Methodology) kagtuns3seliesunu (Quantitative Research) Ineiisneazidensias) sil

3.1 Ussunsuaznguieeng
3.1.1 Usgrng fo Snaundnnindsomelunainndnning daudd ae. 1999-2010
3.1.2 nqudege wheendu 2 nau Ae
3.1.2.1 wesalialovosiuana Usznoude siu 30 dlunanavdnnindiisl p/e
wag P/BV GTI’]‘?]I?M
3.1.2.2 wosalialovosiuduln Usznoude viu 30 dlunanavdnnindisl p/e
Wy P/BV qaﬁqﬂ
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3.2 1aedlafildlunside
TUsunsud5agU Excel waz StatTools 5.5 add-in

3.3 uvasiiuvesdoya
foyadlilunsdnuiomnduteyanfiond (Secondary Data) 9nna1AndnyIng
wislseinealng Usenaume
e Price to Earnings Ratio (P/E Ratio)
® Price to Book Ratio (P/BV Ratio)
e Closed Price
e Dividend

3.4 nsaaTevideya
3.4.1 vhnsSesdoua P/E wag P/BV vewunmmualunaavannindluudasUaniy

[

Jeinsdadiduves P/E waz P/BV vesuudazia neSesinatdlumeanas waidaidiay
MAReaRuNNTINAY Faiuniinasiuman 30 sudutussilveglunesalndlovunum duiul
finasugegn 30 udutuhleglunesaludloviuiuln

Y 9

3.4.2 NsUTEHIUNARD UMWY ULsREAIUTEIUAIY Horizon Return laedwiailel

Ml
( P1 - PO + Dl)
Horizon Return : R.= ——————
i P
0
lgfmuald R = wansuunuvewiulas

~
I

smesiutiu a Fud
P, = sienvesiutiu o full
D, = Guiuwavivuaiiintussninenn
3.4.3 n1sUsziiunanauunuvesnesalnaloUssifivainnisldanadsnuuiavadn
(Arithmetic Mean) WnAsnanouunuvesiuusasi tnekauufgiui amulufuusasiafedadan
Fiviniu
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3.4.4 M3WSEUigUARRENARBUWLNUEITENIINDIALNELoNTaUAUNaA UL
YoInaauazasUNa lagldatiagaayunu (Statistical Inference) iaTaslanwadanldfe One-sample
t-test lngnAAoUNAIAILTRNY 95%

X -l
S

n

t =

3.4.5 nsiSeuifisuAafonanauwnusenItanesalialeannuuIninIsamu
aeaLuukazasUnalngl¥atiflgounu (Statistical Inference) n3asilon1vadifinlife Independent
two-sample t-test lagvaaauNAIANTeIU 95%

Xi-X,
2
SXer'«/%

3.4.6 MsUsziluranauLudiuYemesnlnaloagld Jensen’s alpha TnsAiuiadls

t =

ae
he

Jensen’s alpha : & =R,- [Rf -ﬁp.(Rm-Rf)]

TagAmunli R, NANULVIULRAEYRINDIALYEALD
B, = Beta wdgvomneinlidle (ngaziin1suiulean beta vosriu
WAAYANIUEAT adjusted beta : £, = 0.67-45,+0.33 - 1)

R, = HamauLnuvaInaInnannsng

R, = NamdULNUINNNUSURTIZUZEN
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A1981995N15AUUN5IY

é’hashﬁ%msoﬁ'wLﬁumﬁ%’aﬁtﬂumiLLamﬁﬁy’umamLaﬁ%ﬂﬁma6] Wielianunsasniunisane
wagldmnoudnsvausfgiuildnatum Tnslunsauiunsideidlilusunsu Microsoft Excel
Hundn uavdmiushegredeluil avl¥3snmevilud e, 1999 FadulildBurhnisdne TaeiRsnms
Fasolud

1. thifuisualunainnGestu audesiay P/E way P/BY musogafidiuluam

1

8 |ADvANC 39.42 5.18
13 |aHC 5.45 0.40
19 |ALucon 7.83 0.56
20 |AMATA 10.00 0.50
24 |apav 0.00 0.00
25 |arc 0.00 0.00
26 |APRINT 5.26 0.52
27 |apure 0.00 0.00
28 |arpx 0.00 0.00
31 |asia 2.46 0.17
132 |asiAn 1.31 0.31
35 |asp 8.33 2.55
36 [AVlUD 6.99 0.50
38 [sanpu 1.22 0.42
39 [BAT-3K 3.57 0.49
43 see 0.00 0.00
44 Bec 47.27 7.20
46 [prIT 178.57 2.76

[y

2. dndiuves P/E wag P/BV vesviuusiasia Ingldmds =RANK

RATE v (> % v |[&| -RaNK(B2,8:8,1)
A B C = TSN N SO WU - S—— F— T —(_— VPR SRS " T T WSS Fo—

il PE rank  PBV rank Total rank
2 |ADVANC 39.42 5.18)2B:8,1) | 145 282
_ 3 |AaHC 5.45 0.40 60 30 90
"4 |Awcon 783 056 77 63 140 ndfamsfrn e [ SR
5 |AMATA 10.00 0.50 92 52 144
"6 | APRINT 5.26 0.52 57 57 114 it :
"7 |asia 2.46 0.17 13 2 15 Number |3 = 39.42307692

8 |ASIAN 1.31 0.31 4 19 23 Ref [B:8 = [PE 1999739.4230769230763;5....
"9 lasp 8.33 2.55 81 137 218 order [1 B - mue

10 |Ayup 6.99 0.50 73 53 126 -
_11 |sANPY 1.22 0.42 3 4 44 dnaudmaduAivasdnan sy fagt mnwudﬂ"‘ua—z‘ uﬁixmq: Adauniduagfuaiaas
12 [AT3K 3.57 0.49 28 47 75 rie Bt
13 |BeC 47.27 7.20 138 147 285 Number Judiasfinadasnanea@dud.
14 |BFIT 178.57 2.76 147 138 285

15 [BGH 66.67 0.35 140 23 163
16 |BIC 10.32 0.89 95 99 194
17 [k 4.98 0.32 54 21 75 HEARESInNATES Ll
18 [sur 4.30 0.26 46 8 54 Sl AnAlidut
19 | 5.40 1.58 59 123 182
20 |CENTEL 36.96 0.63 135 73 208
21 |CFRESH 1.51 0.27 6 i 17
22 |cGS 14.77 2.15 111 134 245

23 |CHARAN 10.63 0.44 96 43 139

24 |CHOTI 3.83 0.87 37 96 133

28 lrm a1? na’l a? inn 147
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SC5MG
TCOAT

BANPU

BUI

DCC

RATE -
4 B C [_E
Bl PE rank  PBV rank |Total rank
| 2 |ADVANC 39.42 5.18 137 145 282
13 laHC 5.45 0.40 60 30 90
" 4 |Awcon 7.83 0.56 77 63 140
' 5 |amaTA 10.00 0.50 92 52 144
| 6 |APRINT 5.26 0.52] 571 57|=D6+E6
[ 7 lasia 2.46 0.17 13 2 15
| 8 |AsiaN 1.31 0.31 4 19 23
19 |asp 8.33 2.55 81 137 218
|10 Avup 6.99 0.50 73 53 126
11 |BANPU 1.22 0.42 3 4 44
|12 [sAT-3K 3.57 0.49 28 47 75
|13 BEC 47.27 7.20 138 147 285
(14 [sFIT 178.57 2.76 147 138 285
15 |sGH 66.67 0.35 140 23 163
116 BiC 10.32 0.89 95 99 194
117 sa 4.98 0.32 54 21 75
118 suI 4.30 0.26 46 8 54
19 cm 5.40 1.58 59 123 182
20 |cenTEL 36.96 0.63 135 73 208
4. YINNSINANU a19UTIN DNASINLS
A B C [ E NN 6 [ H [ 1
PE rank PBV rank |Total ral~
LEE 0.75 0.23 1 4 4| Gwadunmiagigalivanaiaa
GFPT 1.37 0.14 5 1 21 Gmadumnnnaigallniasiae
ASTA 2.46 0.17 13 2 AL
CFRESH 1.51 0.27 6 11
TWEP 2.81 0.22 17 3 W | avedansasaanain "Total rank”
ASIAN 1.31 0.31 4 19I nsasaud
3.07 0.25 18 6 fnsasday
TONHUA 0.85 0.40 2 32 7 (Baniome) T
3.25 0.28 2 13 &5 F
KWH 1.63 0.40 7 29 #6
1.22 0.42 3 4 ~[15
THL 3.26 0.39 23 28 -
keI 242 0.42 12 40 20
430 0.26 46 8 P24
TR 3.64 0.36 32 24 34
LRH 4.42 0.27 48 10, -[35
ToPP 3.66 0.38 34 27 i
WACOAL 3.59 0.41 29 35 [ ena | [ omdn
450 0.28 51
S&J 3.09 0.48 20
suC 3.65 0.41 33
RCL 3.54 0.44 26
BAT-3K 3.57 0.49 28
BKI 4.98 0.32 54

R

Sheetl | Sheet6 . Value .~ Growth < %J
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5. d@eoniu 30 fMnidsudussfign Wuiulunesalnaleviunman uaziiu 30 M Nlidusiu

9 9

suganigaluiulunesalndleviuduln

B | ¢ | p | E | F | 6 |
2.46 0.17 13 2 15
1.51 0.27 6 11 17
2.81 0.22 17 3 20
1.31 0.31 4 19 23
3.07 0.25 18 6 24
0.85 0.40 2 32 34
3.25 0.28 22 13 35
1.63 0.40 7 29 36
1.22 0.42 3 4 44
3.26 0.39 23 28 51
2.42 0.42 12 40 52
4.30 0.26 46 8 54
3.64 0.36 32 24 56
4.42 0.27 48 10 58
3.66 0.38 34 27 61
3.59 0.41 29 35 64
4.50 0.28 51 14 65

6. AIMNARBULNUTBIIULAaEFd luLiarwesaliEle 91nans Horizon Retum

RATE * QUEF] -(Masm3-Na)/Ng

A | B C D E F G H 1 J K L M N

1

_2 |

3 |AHC Dividend 0.00 110 125  1.00 150 200  3.00  3.00 275 1500  1.00] 0.82
4 Closed Price. 67.00 6250 47.00 59.50 89.50 69.50 50.00 57.00  29.00 1470 9.0 9.00]
5 | Return 7.20% 35.32% -18.91% -32.40% 30.94% 43.00% -7.02% 106.90% 115.99% 78.02%|=(M4+M3#D1v/0!
6

7 |ASIA Dividend 0.00 050 200 0.00 000 000 000  0.00 0.00 0.00  0.00 0.00
8 Closed Price. 3175  34.00 40.50 46.25  4.60  4.60  4.60  4.60 460 565 810  8.00
9 Retumn -6.62% -14.81% -8.11% 905.43% 0.00% 0.00% 0.00% 0.00% -18.58% -30.25% 1.25% #DIV/0!
_10 |

11 |ASIAN  Dividend 0.00 000 000 000 000 025 050 075 0.87 090 050 0.00
(12 | Closed Price. 438 3.38 160 142 290 505 535 1110 590  3.95 425  2.00
13 | Return 20.59% 111.25% 12.68% -51.03% -42.57% -0.93% -47.30% 100.85%  71.39% 14.12% 137.50% #DIV/0!
14

15 [BANPU  Diidend 0.00 16.00 1200 850 750 1250 550  4.00 260  1.60  4.00  3.00
16 | Closed Price.  620.00 576.00 228.00 400.00 182.00 131.00 152.00 128.00  33.00 25.00 17.00 27.00
17 | Return 7.64% 159.65% -40.00% 124.45% 44.66% -5.50% 23.05% 300.00%  42.40%  56.47% -22.22% #DIV/0!
_18 |

19 |BAT-3K  Dividend 0.00 450 2.00 400 250 325 3.00 225 225 150 150 150
20 Closed Price.  50.25  64.00 30.00 68.00 49.00 60.00 58.00 6250 3875 24.00 18.00 21.00
2 Retumn 7.42% 128.33% -52.94% 46.94% -14.17%  9.05% -2.40% 67.10%  70.83% 41.67% -7.14% #DIV/0!
(2

23 |BKI Dividend 0.00 1200 12.00 825 12.00 12.00 12.000 1500  12.00 11.50 12.00 10.00
24 Closed Price. 215.00 240.00 186.00 274.00 224.00 262.00 224.00 316.00 206.00 166.00 117.00 90.00
25 Return -10.42% 35.48% -27.74% 26.00% -9.92% 22.32% -25.32% 60.68%  31.33% 51.71% 43.33% #DIV/0!

B

_ Sheetl . Value
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| RATE ~ QX ¥ fe | =AVERAGE(M121,M117,M113,M109,M105,M101,M97,M93,M89,M85,M81, M77,M73,M69,M65,M61,M57,M53,M49,\
A [ B [ ¢ [ b | e[ F[ 6] |l 1 [ 313 [ kK [ L [ m]NI[ o
102
103 [TOPP  Dividend 0.00 3.00 230 225 225 225 265 150 200 175 050 140
104 | Closed Price|  66.50 57.50 3625 4100 42.50 42.00 50.00 45.00 3850 3500  17.25 20.00
105 | Return 15.65% 66.90% -5.98%  1.76%  6.55% -11.50% 17.00% 20.78%  15.71% 113.04%] -11.25%] #DIV/0!
106
107 [TPCORP  Dividend 000 025 030 050 075 0.85 0.0  0.80 070 045 040 025
108 | Closed Price. 945  9.95 12.00 13.80 17.60 2040 20.40 2140 1110  7.90  6.10  2.50
109 Retum -5.03% -15.00% -10.87% -18.75% -10.05% 4.17% -0.93% 100.00% 49.37% 36.89% 160.00%) #DIV/0!
110
11 [TR Dividend 200 100 130 160 110 120 110  0.90 080 070  0.60 0.50
112 | Closed Price|  71.00  48.00 28.00 76.00 35.00 42.00 35.40 39.80  20.00 10.90  7.50.  8.00
113 ] Retum 52.08% 75.00% -61.45% 121.71% -14.05% 22.03% -8.29% 103.50%  90.83% 54.67%)| 1.25%] #DIV/0!
114
115 [TWFP  Dividend 0.00 850 550  4.00 3.50 500 10.00  9.00  16.00 175 125  1.00
116 | Closed Price|  136.00, 129.00 72.00 79.50 66.00 103.00 105.00 87.50 4175 24.00 1575 14.00
117 Retum 5.43% 90.97% -2.52% 26.52% -32.52%  2.86% 31.43% 131.14% 140.63% 63.40%)] 21.43%)] #DIV/0!
118
119 |WACOAL  Dividend 000 150 150 130 130 110 110  1.10 090 0.80 070 055
120 | Closed Price|  44.00  40.00 33.50 3450 34.00 33.75 3250 32.00  18.20 15.80  12.60  7.50
121 | Return 10.00% 23.88% 1.45%  5.29% 4.59%  7.23% 5.00% B81.87%  20.89% 31.75%| 77.33%]#DIV/0!
122
123
124 Portfolio Ret 23.13% 68.22% -18.57% 38.44% -1.80% 18.28% -8.28% 90.28% 84.70% 49.04%| AVERAQ#DIV/0!
125
126
L Sheetl _ Value %

8. VmunsEuIuNsivng U

(%
Y =]

FaLey 1999-2010
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4. HAaNSAAIIZNTVDYA
nmseszideya mafildwiadulszsinusingeg Aweluil
4.1 MSWIBUTIEUNANaULVILYDIND SN INElaTUANAT AUNAABULNUYDINATA

nmsaianesalnalovuaman lnudadoniuiillan P/E uag P/BV ffian 30 dusy

ANNFOAUINNANBULVILLREY ward U lenuunInIgIu 19RIm1519n 1

M50 1 : A1T1eEAINARIULNURABLAZEITBLULNINTEIUYaIWa A LWE LaviuAnAT

ﬂqeﬂﬁwﬂaau WﬂjﬂiﬂﬁiﬂﬁUQjJﬁ’] NANBULLNUIIUVBINAIN
NARNBULLNULRAY AIULVYIVUNINTZIU
1999 123.09% 1.3628 36.05%
2000 69.12% 1.2330 -42.36%
2001 88.19% 0.9246 14.94%
2002 170.52% 3.0385 20.04%
2003 230.51% 4.8523 118.48%
2004 108.10% 2.2397 -10.73%
2005 125.17% 4.3679 10.21%
2006 200.45% 59768 -0.51%
2007 26.73% 1.6751 29.53%
2008 -21.34% 0.4528 -40.99%
2009 146.74% 1.3271 66.90%
2010 54.65% 0.7251 20.03%
iammmuy 96.92% - 11.12%
LRAYLLUUNUNU

a7l 1 redutiusnuansdsdfivhmavaaey Inedudusd a.a 1999 9uilsd a.a 2010
Tunodutinanouunuiade Lansdnsmansuwnuisvesfuianualunesnlnalofuame Tny
AN AT HARB ULUT NI ULAaLdT LM sAaEenidmesalnale (Snsnaneuuyusm
Usenauluaiy dnsIHanaulnuIINgIusINeIn wagsnInanauwnuaniuluna) waidei
nanauknurawiuisnualunesalualonnads Tnslidnaiunisamuindu Tnswdefiansan
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nanauuyuvane Smlvlalefilsadanlusazd szifiuit neselnaleRuanaunsnaiisranouuny
Huwan 11 9 anviun 12 Silvhmsinu lureduidesnuansdiudesuunnsg fafunmsia
nMInsraefvessnTmane UL suLarilune fnlnaleloifisuiunanuuuinds e
ynndlunesalndle d1uau 30 Yu nedunadudsnvunsgulmiynUainsfunesalnale
yndrudesuuninsgiudidminuuieainuin sasmansuunuvesiulunesnlnalefinng
N321EFIN UarADSUTAATININANDULILTINTDINAIN FD SNITHARBULNUTIIVOIHLTIVLR
Tunan (Insagsamiananauknuaindiuinesial waziduluwauiy) Tudesgaienans
KaneULTURALUUNURUDsansweialnale Tnenednlnalouanaiinanouunuadsnuy
NUF 96.92% sl YnuzTinanULMUIRABLUUNUAUYBIRAIARD 11.12% fel Inwoinlnale
VuRAtasaaiamaneuLnuligninanegataay
Mnduislévhmauisuisunanouunuvamesninalefuauerfunanouunuyanain
Tngldnisnaaeunsadd auauufgiuseduiiin nansuunuvesnesnlnalofuameliganis
NARDUUNLINAAANENNING uazaNuAgiuniadeniiin nameuumuveamesalnalevuaAgndn
NanULLIINAaIAvaNnIng lngldnanisadevauufgiudaiiuandunissdaly

A1399 2 1 AITIEAIHANITNAFIUNNED ATENINARREHARBULUYRIWRTALWE TavuAMIA

NUNARBULNUYDINAIA
drsUiinagou t-value ij‘anﬂﬁﬁﬁfﬂi 0
0" v Tm=
1999 3.498184 Reject null hypothesis
2000 4.952049 Reject null hypothesis
2001 4.339053 Reject null hypothesis
2002 2.712528 Reject null hypothesis
2003 1.264565 Accept null hypothesis
2004 2.905944 Reject null hypothesis
2005 1.441556 Accept null hypothesis
2006 1.841638 Reject null hypothesis
2007 -0.09172 Accept null hypothesis
2008 2.377363 Reject null hypothesis
2009 3.295461 Reject null hypothesis
2010 2.614724 Reject null hypothesis

* Critical Value (at 95% confidence level) = 1.697261
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151991 2 wansranIsadeuneadntagld One-sample t-test fisvduaudesiu 95%
Tumedul t-value uaRsHANIIAUINAT tstatistic ntudshluiUFeudioudy citical value lag
Tunseiilfian critical value wirfu 1.697261 Tunedniaevineuansanissnduls Tasmnen t-value
a1 critical value agvinsUfiasauufgiuiedu vievansaudt nednlnalovugmeianise
A5 19HANULNULAGINTINANBULIUAINAGTIN WiNINAT t-value lalgenda critical value Aggousy
anufgusiasiu Fearlianmsoagulddn naneuunuannesnlnalerunmaignimanauumLan
na1n wan1saapuLsTimenlnaleuauedaladsnanouuLgsninaInegaiitdAgmis
adid Wuna 99 910 12 Yivihnavaseu vizeenananliin weslvialeuanransnieyugnain
Ialuszazend

4.2 A5WIBUIEUNANaULILYRIND SR INE laruAUlAiUNARBULNUYRINAIA

Pnmsaianesalnalovuduln lnedadioniuiiian P/E way P/BV gaiign 30 dusu antu
ANNT0AUINNANBULVILREY ward U lenuuInIgIU l9RIn1519n 3

M50 3 : ATEAINARBULNURABLAZEITBLULNINTgIUYRIWa AW LavuAUTn

ﬂ?ﬁﬂﬁﬂﬂﬁ’ﬂi] Wﬂjﬁiﬂﬁiﬂﬁmﬁjﬂﬂ NARNBULLNUIINVBINAIN
NARNBULLNULRAY AIULVYIVUNINTZIU
1999 6.40% 0.5753 36.05%
2000 -19.46% 0.3457 -42.36%
2001 72.95% 3.2407 14.94%
2002 9.18% 0.4616 20.04%
2003 29.58% 0.7091 118.48%
2004 -37.94% 0.3176 -10.73%
2005 -14.51% 0.4140 10.21%
2006 -14.80% 0.4138 -0.51%
2007 1.91% 0.3262 29.53%
2008 -41.40% 0.3053 -40.99%
2009 15.14% 0.3040 66.90%
2010 4.13% 0.2542 20.03%
BiaGIEJULmuy -3.18% - 11.12%
LRAAYLLUUNUN U
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MNeNT17 3 AedniusnuanssTiivhnsnagen Tnsdudusd a.a. 1999 Ui a.a. 2010
Tunedutinaneuunuiade wansdnsraneuLuadsvosiuianualuneialndlovuivln Taeld
Bnsrmnauwuuiigiunedalialeruaned neidefinsamansuunuveamesnlnalofildaion
Tuwsiasr® Wi weselnaTovudulnansnsoadssanouunuduuin 7 U andavan 12 Yivhng
Anw lunedutsonuansdrudsavuuinigiu adunsinnisnszaefuesdasnansuuny
vosuudazilunesnlndlewlofisuunansuuuindsvesiunndalunedalnale $1ui 30 vu
Tnefunadudsavuinasguluinndifinsdiunesalnale mndnudosvunnsgiudaun
MEANUINTNT AR URNUTDWILlunTalWETeININTELMININ LazADRUlanYNENanDULNY
$ur099aI0 fe SrTHanaULNuTINTasiunualunan Tudesanrinonansanauunuiads
wunudureiaesmaialnale Tnsnedalnalovuiulnainanouunuaiouuunudu -3.18% sod
VTN ULURABLUUNUAUBIRATR Fo 11.12% setl Inowesalnalevuidulniinanouuny
fnimanmegnetaion

Mntudaldvinaiesuiisunaneuunuresweialnaleduiiuln funanauunuvamain
Tngldn1snaanunieada auauuAgiudaiuiin sansuunuzesmesalualevudulaliganis
NARDUUNLINAAANENTNING uazaNuAgIuIadeniiin nameuumuveanesnlnalevuiulngandi
wanouunLInaaemanning lngldnanmmaaevauuigiufaiinansumsedialy

M1599 4 : AITUEAINANITNIAFDUNIADATEAINALARENanaULNUYBIWaSA WA laviuAULR

NUNANDULNUVBINAIN
Hreliinageu t-value nan1sanaula Hy: pl,-pt, <0
1999 -2.82319 Accept null hypothesis
2000 3.629368 Reject null hypothesis
2001 0.980544 Accept null hypothesis
2002 -1.28849 Accept null hypothesis
2003 -6.86738 Accept null hypothesis
2004 -4.69346 Accept null hypothesis
2005 -3.27059 Accept null hypothesis
2006 -1.89157 Accept null hypothesis
2007 -4.63746 Accept null hypothesis
2008 -0.07301 Accept null hypothesis
2009 -9.32557 Accept null hypothesis
2010 -3.4275 Accept null hypothesis

* Critical Value (at 95% confidence level) = 1.697261
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A151991 4 wansranIsadeun1eadftagld One-sample t-test fisvduaudesiu 95%
Tunedul tvalue uandnanIsALAIMAT t-statistic nBuTsirluivisufisuiu critical value
Tnelunsdlasdian critical value Wiy 1.697261 lureduiiaainenananisiaduls Tnevnen
t-value 2901 critical value agvinisUfiasauufgiusiaiy viomneanudt weselnalavudule
#1071508319WANDULNULAZINTIHANBULNUIINARAIA WAnINAT t-value lalganda critical value
wwoufvannigiudedy dearldanansnazuliin nanouunuainwesnlnaleduifivinganis
NARNDULMIUIINARIA Han1TAdauysdin wesnlwalosudulniidladonansuunuginiinain
agnaifedfvieadd Wunanfiswd 1 U 910 12 ivihnisnegeu viieenananilain wesminale
vuiulalianunsaevusnainlaluszesen

4.3 mswWIpuiigunanauwnuvanasnlndiuamaAiunasalnalanuaule

IINMINAFRUNNETRTENI AR UWIUYBINe SalnalauRuAIiunan waznainlnale
Y o a Y o § v o v o s a 1% ] = =i ] ¢ a
vuivladunaa vinliuesiiuwnlduinesalvdlouaueiaziinanauununainiinesaliale
uivle AalgrinisneaeunisadfiionSeunanauwnuvawisanasalnile lnelauufgiuissiu
Aa Wanauwnuvaseialidlovuaual dindwanaulnuvamesalidlovuiule uarauuRgy
Madion Ao nanauuwuvenasalnalevuama ligdlundt nansuunuveanesalnaleviudule
lanan1svageuaNugIuskanslumsenly

M15199 5 : AT NUEAINANITNATOUNAAINNNEIAVIINANBUUNUIRRETZNIIND T LW LaviuRaA
3 a %4 a
wazwasalwalaviuauln

FasUiinasou t-value nan1sanaula Hy:p,-p, <0
1999 4.320788 Reject null hypothesis
2000 3.788541 Reject null hypothesis
2001 0.247585 Accept null hypothesis
2002 2.875296 Reject null hypothesis
2003 2.244303 Reject null hypothesis
2004 3.536019 Reject null hypothesis
2005 1.743705 Reject null hypothesis
2006 1.967888 Reject null hypothesis
2007 0.79642 Accept null hypothesis
2008 2.011986 Reject null hypothesis
2009 5.294504 Reject null hypothesis
2010 3.601266 Reject null hypothesis

* Critical Value (at 95% confidence level) = 1.697261
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M1519% 5 wansn1snaasunisanslaely Independent Two-sample t-test N15zAU
d‘ Q:I d‘ ] 1 d' o ¥ = = (% U o . ¥ U 1
AT 95% Waten t-value NidwInild WisuWieuiuen critical value ey wudel tvalue
fiAnaandn critical value Wudwau 10 U ann 12 Yivinsveaeu nuneranudi wesalwalovuaae
¥ 1% 1 6 at ¥ a 1 a v o W < o = a = 421' A
annsoaiwanauunulaganinnesalnaleuiulnegaiveddgydudnuim 10 Y uasdn 2 UNvde
szlianunsoauladn wesaludlevuauaiaiuisaaitmanauunulaaniinesaludlovuiiuls
pgefitedAny edslsinuainfimsenuuulalanisnsnansuwuAgLUUNUAUTDINBSALYELD
Y oA "o o N v s a Y A a v
MUAMAIIANIINAY 96.92% wardnsnanauwnuRiskuunuauveInasaldlouaulaiiainiy
=1 P s a o | A a v a ' = P
-3.18% aguiuladn wesalndlouamuaidnsmansuLnuafLUUNUALNEINIIIN Fasulai
nosnlnalovunnAzaunsavusnaslnalouiuls uaznanald lugisssegafiviinisinm

4.4 mswWIeuiigunisasulunasalndlaviunndi wasalnalaviuiuln uaznain
4.4.1 lunsaifiawuiesnsasen (lump-sum investing)

M13197 6 : anssansyarIn1Tasnulunasalnalauaudl wasalualaiuiula uaznain

Tneawmuasafien
Yihmsamu | yadmednlvalodugaudt | yarwesalwaleduiul |yadinisamumunain
1999 223,090 106,399 136,050
2000 377,287 85,697 78,419
2001 709,999 148,214 90,135
2002 1,920,666 161,822 108,198
2003 6,348,034 209,684 236,391
2004 13,210,540 130,137 211,026
2005 29,745,917 111,256 232,572
2006 89,372,830 94,792 231,386
2007 113,258,367 96,604 299,714
2008 89,089,642 56,610 176,862
2009 219,821,674 65,179 295,182
2010 339,949,000 67,870 354,307

91599 6 unsauuAnisasuludud aa. 1999 1Wudwwly 100,000 vm luusas
wosnlnale umdninsamunudeulvveudasneialiile fie wesnlndlovunne wasalngle
Muiule wagwesaludlefiamuniunain Inelenamiuly 12 U Aedud a.a. 2010 wosalnale

v I

VuRAEYaAT 339,949,000 um wasalWaleviuiaulaiiuan 67,870 U warnwesalndlefiawmu

q 9




01SaNsuUSISSSND UM

AIuAa1nfiyanl 354,307 UM AINNANITAINULIWIY wesalnaleunmeAl Tyad1uinndndn

goanesalndleagndaiau lnelyamunnnivaieing

4.4.2 Tunsalvinsiadenisamu (money cost averaging)

M19197 7 @ ansesansyarin1sasnulunesalnalauandt wasalwalaiuiule uaznain

Taeladonsamu
Umvhnsamu | yarmedalnalevunman | yarwesalnaladudln |yadinsamuaanain
1999 2,231 1,064 1,361
2000 5,464 1,662 1,361
2001 12,164 4,605 2,713
2002 35,612 6,119 4,457
2003 121,007 9,225 11,923
2004 253,902 6,346 11,537
2005 573,958 6,280 13,817
2006 1,727,483 6,203 14,741
2007 2,190,433 7,340 20,389
2008 1,723,793 4,888 12,622
2009 4,255,791 6,779 22,135
2010 6,583,027 8,100 28,489

N5 7 WumsausAnisasulasazudsiuamududnnutuiidy Ae 1,000 v
Tundagnofalnalonng ¥ udrIvimsasuaudeulvveudazneinliale Ae woinlnale
Funman wosalwalevuivle wagneialnalofiasmununan Tnedenawiull 12 T Aedud
A.f. 2010 wasnlndlaviunneniyacn 6,583,027 un weosnlndleviuiAulaiiyadi 8,100 UM wag
wosalialofiasyumunaiadiyan 28,489 UIm AnaNTsaTUITLIN Nesnlnaleviunuan flyari
wnnBnasaneinlnalesgredaiay lasdlyad1uinnimatgmiiduiediuisnisaamuiiies

ASILAY
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4.4.3 lunsaiifmvuaszeziain1samu 5 U (Munnsasuiuy LTF)

M19197 8 : AnsuansyarIn1sasnulunesalnalauanal wasalualaiuiula uaznain
Tngld35nsasyuwuu LTF

Yvihmsamu | yadmednlvalodugadt | yaswesalwaleduiule |yadinisamumunain
1999 - 2003 2,984,943 447,298 236,391

2000 - 2004 812,455 362,114 155,109

2001 - 2005 734,642 388,052 296,576

2002 - 2006 3,509,772 281,463 256,711

2003 - 2007 6,629,143 293,360 277,005

2004 - 2008 212,011 34,981 74,817

2005 - 2009 1,057,730 100,401 139,879

2006 - 2010 598,365 84,219 152,343

¥ ) a s a L o

nasreuuidunsauuinisamulunesalndlonudnuaznisamuiuy LTF (e
szaznaIn1samu 5 U) wevhnsidseuiisuisldaunan amuluwsaznesalndlodudiuiuiu
wiriufe 100,000 UM AnGeNuALReUlvramesalnEleunuAuaznesalialovuAULn 21Nty
Jedenuoliauasu 5 U ddduusasUldinsuSunesalndle uadnihyad1veusaznosaligle
wnUIguLiiguriv

U ! 1 ! = av v ! v 14 4 @ ! !

miavluwdazgaaunansyarinisamuamueuluilandnuiwadludiaiu Tnewiuin yadd
n1sawuresesalialeuamAgInityanInIsamuemesavaleiuduls waznainag1uil
o LidnezBuamudlefiny suzderduyadinisamureamesalialeudulaliauisaas
HanaUWMUMLona1nlaeg197nau 1ngangaaniaInIsamu 8 933 A=l 5 Fisatinesalale
% a 2/ s a 1% 1 IS 1 A 4 a 2/ a
Muivleaansaasimansuwnuvesnesalidloliainiinain wazll 3 Yrswinesalnalevuiiule
aimansunuvamesalialelaniniinain

nsnnesalnalaasamanouwnulauandaiuluusazdany a1afinainan1iznain o 939
waBuamu Wessndunisamuuwuudeudifodussezinag 5 U wmnvinistevaziinainiig
AnANIraInsnasImanauLnulaEs wivnderaeinainiddumnizasimanauwnulem

4.5 msW3suifisunanauunuduiiuanaruiesssninmwesnlnaletuquen uaz
wasnlnalauaula lagld Jensen’s alpha

31nn1sneaaud1sduandliiiiugg nesalwalaiuamuaiaiuisaasiawanaulnu

finilenimaneuunuainaanuaswesalnaleudulnldegadiuldda fadanvmuomanouuny
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o & a a A ] I3 as v I My a & o ANy P
milenionainnnanudesiganitvesmeialndlevunnails Juiadumounidesd@nyisiedn
HanauLuveInesalnaleuauaAtulauANAlaisuiuALdsmTell Wsoludnuinide
wosalnalovunuAdnanaulnudwALaRINUSUAMLES AR LY

M15199 9 : MITIMEAINANITAIUIN Jensen’s alpha vaswasalWalaiunual wazwasnlnale

Auaula
C md Jensen’s alpha ¥84 Jensen’s alpha ¥84 AUA193TNINN
YUMo s oAy : ¢ Soay v s ¢ o
wasalvalariuame wasalwalevuiauln doanasnlnale
1999 0.92 - 0.25 1.16
2000 0.98 0.18 0.80
2001 0.75 0.60 0.15
2002 1.52 -0.11 1.63
2003 1.30 - 0.69 1.99
2004 1.14 -0.22 1.36
2005 1.16 -0.24 1.41
2006 1.99 -0.12 2.11
2007 0.05 -0.28 0.33
2008 0.13 - 0.02 0.16
2009 0.86 -0.26 1.12
2010 0.38 -0.12 0.50

Mnmsiananauknudluiunnanudsesisasmeinliale Tagld3snsduan
Jensen’s alpha a¢ldnadsnnsnsdi 8 Inemnen Jensen’s alpha firnusalldfidnannndt 0 muneany
1 nesalwaleannsoatsmanouinuldganianudsmeseselnalotug lunisduin Jensen’s
alpha thilda Beta AduannisiadeulmussraneuwnuvesuLdaziIsuTUNaRa UL
Mneaiaaieniusserinat 3 U uasnanouunuiilifinnundes Risk free rate) Sulddns
HanaULNUUSTRS 10 U 91983dayavinsuinswisUsemalng

nmaadiui weselialedunmadl Jensen’s alpha ganin 0 favim 12 Bfiviinsmaaen
Fauanain wesnlnalovesunumaninsaaiwansuufiviieninaundedlalunniviinisamu
waznaialialevuivlad Jensen’s alpha end1 0 Wusmau 2 3 Mnduauienun 12 T auans
Tdndlvgudmesalnaloviudulnliausaairssaneuumuiioninrandedls

Aofnianvnerdudiusnaseing Jensen’s alpha sewiaraaswedalale Tunsdifieuans
Tureduigavnoiduuinuuieainuin wesalnalevunuiiinanounnundaninuivainudesd
andmeialnaleviuiuln Tnsalumssuanssaduuaniomn 12 3
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5. d5Una aAUTIENaNISANYT uasdatauauue

5.1 d3una uazafusienanisAnen

31nUsziiunis@nwiusnludiunisiseuifisunanauunuvesnesalndlonuaned
wazwesalndlovuivle Aunanauunuaneatn AsEl A.A. 1999-2010 Fuluszazinanviay
12 Yidu lanan1snageun19adngl wosalnalovunnAa1unsoainanauwnuaIniIna1neeis
fipdfgdudiuau 9 U 90 12 Ynvinisveaeu wazwesalvalauiulnaunsaasimanouwnu
! ' AU o W [ (J = A o o 4 V1 s a
gandmamegdidudAgdudiua 1 U an 12 Wvihnsmeaeu vilvanunsaaguladn wesalale

v 1

uAansalevuaaalaluszezen Tuvagiinefalwalovudulaliaunsaevuznainly
szgre1la

dmsunsiieudfisunaneuunusswianealnalounman uaznesalnaloudulndy
lananiamaaaun1saininesalndlovuamAiaiuisoasiananauunulaandinesalvdleu

o w

a AW < o = aa o a O el' v
LG\UIW@HW\TNUEJ&'W’]QJJLTJU%WU?U 10 ¥ 910 12 UNMINISNAEDU DNYINNARNDULNULRASLUUNUAU

v 1

yaaneinlndleviuama nosalualeviuauln uaznain Ao 96.92%, -3.18% wag 11.12% mud 1y
ylmiulddaeudn nansuunuedsuuunuiuvesesalnalevunuigsnitnesalnalevuiula
wazaatausgieunn wazmnasulunesalnalovunmen waznesalvalovuiuls lnvanu
117w 1,000 vwlumeudud a.a 1999 a &ull a.a 2010 wosnlnaleflyad 2,198,217 V1M uay
652 U mudU wazvnnasudutudiuau 1,000 vwwindulunng U wesalnalediyan 6,583,027
UM 4ag 8,100 um muaiu 15139813a3Ula70 wesalvalevunuAaiunsaeguznasaliale
uivlalalusgezen

Tudssiiiunsfinuaniing fe msfinunameuunuduAuanaAseaemaialiale
lagly Jensen’s alpha Tumsiana lnglonanisfinynin wesalndleviunuenilan Jensen’s alpha
a1 0 luyndivinnsmaaey daumesslnalevuiulatull Jensen’s alpha gend 0 tigud 2
90 12 Yihnsnaaeu Fsanansaaguliin wesmlndlevugamamsaaiisansuumiliganiy
auidss uwinesalialevuiulnlasdiulngiuliannsoadsmanouunuiinioninudssld
wazaNMITUTeuey Jensen’s alpha sewinsaeswedalnalotunuin wesnlnalevunmen

il Jensen’s alpha gendmasalndlovuiaulalunninviinismaaey Fmuieaiddl wesalale
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5.2 dadninlun1sin

Tudr0IN1THANTUITNTAMNU NMIATUANHLUINNNTAN URUURIUANAT UAZUUIN
n1samusUUunIsEule lun1samuasey duavdedisn1siansannazidennit Bnviadenasly
vadayalelinauardayalsnanmatugiu AsiunisAndenyiusiesnsidu P/E uay P/BV 1y
JuisnsndaliaziBunanefivzaseunauisnisamunsaesuinie JWuiiswuafiogiaiian1siny
Wiy

Tukdrasisnisneaes aunfigiulunis@nwianee wu nisdeduladeviananning
= $ o g oA A 1% ] v & ] 1 v ¥ o X = 1%
WigenTused s dautluudasl vie msawuluiuusdazdnduyanning duidu fWuuiely
nsfnwdanududeutasas antadensueniliifertesiuimdelunisfinuilitesas uagyili
anunsaiuranisanwliegneatanuniniu lunisamuasadsliensamunuauuigiulunisfing
AsUULLA

Tundresnisagunanisdine esainisnisAnviguidunisfinwdounds (Back-

. = & a ¢ a ) -] A o a [y

tracking) Flun1siigaunasnluednviniu ldlmdunsduduimansuununazlasulueuian
sgwmilauriuluann

5.3 ULEAUDLUZ
= 1 L4 = Qsll U aa v A v U Yo =
nsAnweNTtan1sAnulanunsauuliisnsandenvannindluiiauaziden
110U TAED19LANRTIEIUNINITRUAY AFlun1THITUT TagdnTndiunin1sRuluIzaes
fianuaesndesiuuuImansawuilifnuiie wagenaaunsauUastayadausunueineg usuly
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AARNUIN

A13euEReTIBTalunAnanlAluY A.A. 1999-2010
1999 2000 2001 2002 2003 2004
VALUE GROWTH VALUE GROWTH VALUE GROWTH VALUE GROWTH VALUE GROWTH VALUE GROWTH
AHC ADVANC AHC ADVANC AFC ADVANC AFC ACL ASK AEONTS AFC AH
ASIAN ASP ASIA ASP ENC ALUCON Al ADVANC BLISS AP ASK APC
ASIMAR BEC ASTAM BEC BUI ASP AMATA AEONTS BUI ASP BLISS BEC
BERC BXC BAMPU BFIT CIRKIT BEC BGH ASP CMR BECP CHUO EH
ETNC CEI BAT-3K CGE5 CPH BFIT BRC BEC CPH BEC CITY BROOK
BUI OGS BKI DELTA DCC BIGC CPH CIG DRACD CFRESH CNT CK
CENTEL CK BUI DTC C-MARK CPI GFM CIMET EASOM CIG CPH C5L
CPF CHE CFRESH GRAMMY GFPT EASTW GFPT EE EPCO oM EASON oTM
CsC cTw DCC HANA IEC GRAMMY IEC ESTAR GRM GRAMMY GRM ESTAR
GFPT DELTA FANCY HTC KK KBAMK KWH GOLD LOXLEY ILINK HMPRO FOCUS
GOLD EASTW GFPT IRC MAMNRIN KYE NEP GRAMMY MK LALIN IS GENM
HEMRAY | GRAMMY KGI KK NIPPON MAKRC NIPPON HANA NEPR LH KC GLAND
IRPC HTC KWH KWC OGC NMG RAM HMPRO PERM MILIMNK L&E IRPC
JUTHA ITD LEE MAKRO PRANDA NOELE SCIE ILIMNK PF MPIC LTX I
LEE MAKRO LRH MEK SCE OHTL SCEMG INET PRAMDA NOELE MK KEST
MANRIN MALEE LTX MINT SCEMG PATO SMK KBANK RCI OHTL NIPPON MACO
NC MINT RCL OHTL SFP POST SPALT KGI RCL PATO PERM MIDA
PG OHTL S5&] PATEL S5F PTTEP 5TA LH ROCK POST SECC MME
RAM PATO SC5MG PATO Suc RATCH suc ML SALEE ROH 5LC NCH
5&] POST suc PL TC ROH S5VH PATO SITHAL 50CC SOLAR N-PARK
SITHAIL PTTEPR TCOAT POST T Sap TCOAT POST SOLAR SCHYL SPPT OHTL
SPI Sap TIC PTTEP TCOAT SCCC ™D QH 551 SE-ED STA QISHI
SP5U SAUCE W SE-ED TEAM SHIN TPIPL RCH SuUC SIRI Suc PLE
TIW SORKON THL THAI TMD SI0CO TR SAM SUSCO SMM T 5F
TONHUA 55C TOMHUA THCOM TOPP SV TRUEE SCCC TICON TSTE TPROP SIRI
TPCORP THAI TOPP TPC TR THAI TTTH SHANG TMD UPCIC TRC SPORT
TPIPL THRE TPCORP TRS TRUEE THCOM TWFP SHIN TOPP us TTTH STEC
TR TMI TR UFM TTTM THRE VARD SPORT TWFP UVAN ™I SVOA
TWFP UFM TWFP VNT TWFP UpOIC VNG TCCC YUASA VNG UEC THNITY
VIBHA ZMICO WACOAL ZMICO UsT uy WG THAI NIPPON VNT UKEM TTA
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ANseuanIeTeruiiaaaanlalud a.d. 1999-2010

[

9

2005 2006 2007 2008 2009 2010
VALUE GROWTH [ VALUE | GROWTH | WALUE GROWTH | VALUE | GROWTH | WALUE | GROWTH | VALUE GROWTH
AFC ACAP ASIA A ACL A BAT-3K AMATA AH A ASIA ACVANC
EASON ADVANC BCP ADWVANC ASIA AL BLAND BEC AMC ADWVANC ASK AGE
EPCO Al BSM Al BFIT APURE CEN BGH ASIAN BEC BCP BEC
GL ASCON CHUQ APURE BRC APX CHOTI BH BLAND BGH BTS BH
GSTEEL BEC CI BEC BSEM AS CHUO BLS CI BH CsC BOL
IFEC BGH CPH BGH BEM ASCOM CsC BWG CPL BOL F&D CK
KC CK EPCO BH CHUQ BEC DRACD CK DRACO CPALL LHK CPALL
KXE CPALL EVER FOCUS CPL BGH DTCI CPALL F&D CPN MALEE C5P
LFH FoQUs GFPT FORTH CsC BH GFPT CPN KK C5P MK CYBER
MK FORTH GSTEEL GBX GSTEEL CAWOW GOLD EIC KYE EIC MLINK DBEMCO
NEF GBX IFEC GLAND IFEC CPALL GSTEEL | INZJRE LFH IHL NC FORTH
PA G13 KYE GRAMMY KC CPN KMC I METCO VL NOBLE GBX
PAE IHL LTX IRCP MDA EMC LL KEST METRO KIAT NPK KASET
FF IRCP ME my ME EVER LRFH LH ME MINT NSI KSL
POWER m NMCL KEST PAP IRCP MK LIVE MLINK OHTL RASA MINT
FPC my NSI KGI RCI MAJOR MLINK MAX NC FQST s5C NFC
PRECHA KEST FF MAIOR SITHAI MAX NIPFON MINT NOBLE RAM SECC OHTL
SITHAI LH PPC MID SORKON | METRO NOBLE OHTL NS5I ROH 5IRI 0IZHI
sMC METRO PRECHA MME 551 MINT FF PQST PF SABINA | SORKON FB
SORKON MFEC ROCK FERM STA 0IZHI ROCK FTTER FFC SAMART STA FTTEF
T ML SIRI POST suc FAE SCAN RAM FREB SAMTHEL suc RS
TCOAT NWR SORKON SCCC 5V POST SCP SALEE PRIN 5CG SUsCo SABNA
TIW RICH suc SF T PRECHA | TCOAT | SAMTE sC 5IM SYNTEC SCCC
TOPP 51M 5V 5GP THIP RS THCOM 5CCC SECC 55T TCOAT 5IM
TPIPL STAR TCC SINGHA TIW SAMTEL THIP SF SIRI THRE THAI STEEL
TPROP STEC THIP STEC TOPP 5GP ™D SHIN STA TIFCO THIP TGCI
TSF STRD TOPP STRD TPIFL THH TOPP 51M SYNTEC TU-PF TIW TWZ
1Tl TCC TWP TTW TRUBB W TPIFL THDT TNPC TWZ TFIFL ™M
TTTM™ TNITY WAROD UKEM TWP TUCC TFP TUCC TR M TTTM M3
TWP TucC ¥CI WIN VARO TWZ TWP TWZ TTA VIBHA VARO UNIQ
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Y 4 ax 4 1
M131uERINanauLnuvasiulunasnlnalaviunme

V1999 V2000 V2001 V2002 V2003 V2004
96.40% 12.22% -22.31% 44.55% 0.00% -31.62%
5.26% 1.25% 71.43% 1069.35% 179.35% 90.00%
66.67% 137.50% 6.98% 142.27% 208.70% -8.87%
-50.00% -22.22% -36.99% 86.36% 170.63% 118.31%
13.89% -7.14% 183.33% -47.10% 234.76% 0.00%
300.00% 43.33% 129.47% -39.08% 102.56% 735.00%
191.67% -43.75% 45.26% 72.58% 37.33% -25.00%
260.00% 536.36% 47.14% 1156.58% 0.00% 366.67%
150.00% 5.56% 42.11% -24.69% 104.84% 16.45%
93.60% 215.00% 56.25% 55.43% 672.15% 694.52%
96.00% 56.25% 250.00% 128.72% 258.33% 0.00%
-33.33% 46.67% 49.00% 64.03% 39.53% 0.00%
183.33% 63.85% 305.61% 417.24% 0.00% -17.92%
0.00% 370.00% 341.22% 100.00% 33.33% -1.64%
625.00% 26.56% -14.94% 61.11% 55.88% -40.20%
0.00% 57.89% 91.67% 18.18% 234.56% -24.53%
66.67% -32.50% 101.79% 232.56% 299.06% 250.00%
137.50% 105.17% 168.77% 87.88% 163.87% 130.00%
0.00% 56.63% 25.53% 40.37% 100.00% -25.82%
175.00% 4.00% 34.12% 6.25% 26.50 707.00%
36.36% 30.00% 3.45% 43.06% 18.47% 6.25%
210.00% 0.00% 10.77% 160.33% 0.00% 140.17%
220.00% 10.50% 87.00% 8.55% 340.51% -23.73%
63.20% 166.67% 49.38% 90.83% 51.13% 0.00%
100.00% -15.00% 113.04% 47.24% 90.41% 0.00%
175.00% -11.25% 54.67% -6.56% 596.55% 11.76%
300.00% 160.00% 75.31% 140.63% 100.00% -20.19%
183.33% 1.25% 101.59% 61.33% 20.78% 69.00%
7.14% 21.43% 63.49% 829.08% 131.14% 127.50%
20.00% 77.33% 211.43% 68.42% 21.48% 0.00%
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NAUNTNA (14) @1u1savAIAMNuLUsUTIUlaR 9T

VAR(AS) = VAR() (g, (15)

aunsfi (15) wandlsiiuindle shock Afstulunainaudiusiuduuuunns (permanent
shock) %38 £, wiadunils AnuudsUsInvessnsnsdsunlassafames axdidnvifuaany
wUsUs3U (variance) 989 shock ‘1‘7iLﬁmﬁu‘lumamauLmuﬂuaaswmﬁuﬁwﬁugm‘luﬂwﬁ’u (spot return
shock) Tnglslamilefassasnandiuaudunsngsnads

srarfu Samuelson Hypothesis snduasdlalagligutunsauulsusines shock fiintu
1uma1m§uﬁwﬁummﬁ'alﬂé"'iumuﬁmummaﬁmm Anouilonaves shock fifldanisannisaisian
(mavmaumum € ) whosoyuns slesvavnanasuimuadugonuuty (1 daunnty) daide
mimwmaumwuﬁm mamaﬂwm“miaauﬂammamLaaaamauaamamu (at least partially
mean reverting) g

[

i Y a Yo
L3ENUTOANBYRUSVRENNTN (15) Ladall

dVAR(AS)

_ de,

'
=

aun1s9 (16) kandliiuinanuiurIuressIAhlesAasulUatlunmuseeznaInsunIug

Y

oy (1) FuegiunsiivundasvesrinuBaneu € desvuzhanasuivuadyan (7) [Time
to Maturity] Arflagfesiim@nauvingi 399vili Samuelson Hypothesis [uass Wueiiiossey
nawuluAves g azAneq YFudanas tuvanela shock MAnTulunainduiiiugiuszdes

fidnuauziiu shock 13A5M (temporary shock) [ €_< 1] wnTuiilonaduly
nsAneTIUsZINWINNBITee (Empirical studies)

MATEUsEAnYiNeItesiu Samuelson Hypothesis @nsagnuiudeents 2 Uselan
muravesduAiugIu Tk AUAM9NIsRY agdurmiunensusedunlnadue

a

1. deyy W ARD3IVBIAUAIMIINIFTRU

HanTIetssliansolisinoulduuou (mixed results) Tnsnuauidersiiaiuayy
waghlatiuayu Samuelson Hypothesis gy lua Chamberlain (1989) Ssvageu Samuelson
Hypothesis #8738 GARCH Model lu FTSE-100 Index Futures Ussimeidangulaglddoyaduseiu
nan1sanuibde Tunuamuduiusseninmnuiuniuresdyyifeeswarsseznaineuty

ATUBNEdyyIMatiuayy Samuelson Hypothesis Tudyailaaeslugaiow March 1985 usindu
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Wummé’mﬁuﬁ‘ﬁaﬁuaqu Samuelson Hypothesis Tudtyaiaaeslugaiion June 1985 @1 Chen
et al. (1999) 19 GARCH Model naaau Samuelson Hypothesis Tu Nikkei-255 Stock Index Futures
mamsﬁﬂmwummé’uﬁuﬁ‘ﬁiﬁaﬁuaw Samuelson Hypothesis TagWU11 AMURUNIUTDIE YT
faesiunlianauileargdyautilndTuasuimue

Floros and Vougas (2006) Ihaunisannes (Regression) ez GARCH Model nagau
ANLAURLYeA Stock Index Futures lunann@ouganamthusyinen3a (Athens Derivative Exchange)
Han1sAN¥IETuayY Samuelson Hypothesis Tnenan1sadnfilaveiads Linear regression
uaz GARCH Model Wudﬂé’ggigﬁ\hLf\]as‘%ﬁmmﬁumuumﬁmﬁaLﬂé’fﬂﬂﬁi’umuﬁmummqﬁmm
(maturity)

[

U TLUENTILATOUAGUAUANUFIUNAINNABUINTUNT DATOUARNTY QY1 9D

N

[ a s

Tumanenann ufiddey 1w Akin (2003) 8914 GARCH Model Fnwnauduniuresdyaiiiees
Aunsngnianisiu 11 vile mamquﬁq Tlwessasuaniasy Thmeifulsau fieessng
ponile wagfiesuuitustng uenandésldmuauiuusuinmunisdens (trading volume)
LLaziJ%mmé’zyzyﬂﬂawa%ﬁﬁaq (open interest) Likuudnaesiy Nan1sAnwInuRENgIUaTuaAYY
Samuelson Hypothesis Tuiliaa$dnsuaniudsy wagnundnguaiuayuuau (mixed results)
dmsu Feesdvdneiu uaziesdnsnonde

Duong and Kalev (2008) lavinn1smagau Samuelson Hypothesis #t GARCH Model tag
dun1sanney (Regression) lunndgye faesaunsndynisnisiu Tu CBOT, CME, NYMEX, MGEX,
DCE, TOCOM Tagldfoyasevinetu lutisssernaiud unsiau 1996 & nanau 2003 wan1sAnw)
limunuduiusiiatiuayu Samuelson Hypothesis Tududmisnisiiu

2. dyarieesvasdudminisinensusagudilaanue

mu’i%’&%qﬂw%’ﬂﬁimaehuimyj%wumma”mﬂ’uﬁ‘ﬁaﬁuaw Samuelson Hypothesis Tugayan
W05V09EUAINITINYAT LWL N13ANYIVBS Duong and Kalev (2008) lavinn1snageu Samuelson
Hypothesis #38 GARCH Model uagasinsannet (regression) lugaudaafiaieesvesdudnisinums
lu CBOT, CME, NYMEX, MGEX, DCE, TOCOM lagld¥ayaseningiu T09 2952 821a B
uNTIAN 1996 F9 MA1AN 2003 WaNsANYINY ANuduiusTatiuayy Samuelson Hypothesis
dwduauinisninuas luReuynaaiedildinnis@inu

Allen and Cruickshank (2002) lavnageu Samuelson Hypothesis Tudaifaaasuns
dudnsinunsiizennely SFE, LIFFE, SIMEX #e GARCH Model Inglddoyaseiu nan1sinw
wuAMudUsafuayy Samuelson Hypothesis Tudyanfluaefvesduinisinunsiviinnsanw

Hudulug




NIDA BUSINESS JOURNAL

NMATyTEEEnaRzAmUANAIRUSLTY takA USunain1s@eve (trading volume) wagu3unn
dyey1aaesidley (open interest) {BAIUANNITUNNIVOITBLAYIIANTINUNG VDS Anderson

o

and Danthine (1983) 7idfty léun 91uv84 Ripple and Moosa (2009) lévinisAnwsiaisiufu

AMIILAINUI USUIUNT15T0918 T RLTUILINUAMUAUNIUTDIT AN druuSuadyan
Tvesieguinazyinlimnuiuniuanas wastadumailiiinaunnninssesianAsuimunvedayan

A1 Samuelson Hypothesis Tun1siAuAAURUNIUYBITIATILADS

3. 35A1UUN15I98 (Methodology)
3.1 Jayauazn1dnsesdoya (Data)
luns@nwagldmslianesiiBesann (Quantitative Research) uwaglidoyanssn
(Secondary Data) a1naaianannsneuisuseinalng lurae we. 2549-2553 loun 511051874
09 SET50 Index Wag SET50 Index Futures Tngl#mandiaves SET50 Index wausiuil 28/04/2549
fatufl 29/06/2553 waz SET50 Index Futures L‘%'m%gmm'é’mwaynu,snﬁa S50M07 (28/04/2549 -
29/06/2549) audedeyay1 S50M10 (29/06/2552 - 29/06/2553) Ay 17 duan Weilluusiay

o = o

q
dyanagiituasuimuaiuanaisiusenlulu 4 Yraan e dey

oo

asuimusludeuiuiay (H)
fguieu (M) NMugngu (U) uazsunau (2)

Toyas1nTaves SET50 Index Futures azgmitundniFosdrdumudnygyriilndiu
muﬁmumﬁqmau Lﬁ'aﬁai’umuﬁ’mummé@mﬂﬁiﬂé’ﬁqmLLé’aﬁ%ﬂﬁwmﬂmmaqé’mfywﬁiﬂé’i’u
asufmusdigalunadaluunGewioruly wafléffe eunsuia1vesIAITn SET50 Index Futures
dmsudyailndTuasudmuaiian wdminduinieynsunaivesa@uaei (time series of
closest to maturity futures prices) fina WIFAWIALREMINARSUWILLUUSBLIY (continuous
return) e Turesdayanihiee? deeunnsdneansil

t-1

a

Tnedien R, #o naneuuvuvesdyanimesdeiu o van t, F Ao 5117019035 & an t
ueg F_ Ao s1ATlaes Tufuenoreunth

Heilsifedanndn ﬁm%’mﬁaﬂﬁé’mﬁapﬂ?\hLﬂ@%ﬁﬂﬁuﬂsuﬁwwumiui’uﬁ t wo SeusiAves
Foyariaaeslutud t+1 1N ILIRIYATRLY (next futures series) Foulunsiuaa
MHANBULNUTINAY via9aniuaTuAMUAvedy1¥aneu (expiry of the current futures series)
Jedesimatsuiisunaineesluiud t+1 fusaieesvesyaiieiiu (same series) Tuiuil t
Lildsenieesluiunounhioglueynsunaessaiies
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a

lupsallfianisuiamevesteyaluuisiuduilisanainlidiinissevedyaniuaesluiuny

o

suwihlnldanuisamuanisidsuntassiauuuseiiewssnatadygiiaees a nan t Wesuiu
wan -1 1 (Wesnnlufideyasianiiuees a an t-1 Tues) nuadetRddiznsnaneuunuaie
wnu Tnsunuilazlda w nan t1 Aldarsaiaes a var tm (ee?l tm e Tunidin1stevie

t

F

-m

INUY

\aguassilnangaiudeniuluania t) iliamnsomeal R, ldanauns R = In

o

thendilduduadelnemsiie m iflomuansuwnuedynileesadere TudmsutiaIafau t
udean tm LLaz‘LGi'fﬁhﬁLmuﬁhmamaULmumaaé’zyﬁyﬁ\hLﬁ]aﬂmmnmﬁmdn

AuaneuLLYBsdg e fillothinEosedu fagilinldmeynsunavemanouuny
maﬂﬁﬁymﬁﬂaLﬁ]@%ﬁm%ﬁ’ﬁy@ﬁmﬂﬁmuﬁ?%uﬂﬁqm (time series of futures return based on closest
to maturity futures prices)

Ny 1513shawansuwnuvesdyg iesneiunduialadieiu sudanduan
ANMUAUNIUT BT UL AR ULIUYEd ey 17ataas (Dialy Volatility) suaunistnsansil

o7 (daily) = 100. ‘RtF ‘

AR duaruuruie Ty walunsieseiisagldranuduniusey Aoy 39vn1s
wUasendrerulnduamnuduriusetlnensaasiersniidewesinuiuiugeviglunilad Jaiien
WA 245 U (Trading Day) Mu@un1s19a19il

o! (annually) = o7 (daily) /245

mﬁlﬁwgﬂﬁwm%’@L‘%ENLﬂuauﬂimLamﬁummmﬁumumamamauLmué’ﬁgmﬂﬂawai‘ﬁiﬂé’
ﬂiUﬁﬂwuﬂﬁqm (time series of annual volatility of closest to maturity futures returns) viiofie
Aude L51agSeneunuaIiian Nearbyl

ﬁm%’u%amﬂaﬁmﬂmmué{’zyzm?\l3L%%ﬁiﬂé’muﬁmuﬂﬁﬁuﬁﬂiﬂ (Second closest to
maturity Futures Price) N9ggninandm3eemunuuinud19iy wdanhunmuinmakanausny
LLazﬁﬂmmﬁumﬂmL%EJﬂaﬁ,gﬂfmL’Jafmaqm’mﬁumumawamammué’mmﬂﬂaLf\]as‘ﬁiﬂé’muﬁmum
ﬁqmﬁﬁﬁuﬁam (time series of annual volatility of second losest to maturity futures returns) 21
Nearby2 lnansla38iAeniu 151798 A1BYNTNNAITBIAMURUNILTDINANB UL U YY1 T3
Flndnsurmunasudalulasn lABSENABYNTULIANAING1YIN nearby3 way Nearbyd anuafu

Lﬁ@iﬁ%’ﬂﬁﬁa;&aLLé’quii’]’aﬁwudw A19UNTIIAN Nearby 1 AD ANAIUAUNILYBIHARDULNY
suaqa“fagayﬁ\hLaaﬂusﬁ’mzamm&”’um 0 feUsvann 62 Fuewe nauATUNNUABNYNN d3U
aUNIULIAN Nearby2 fig ﬁhmmﬁumwamamauLmu%qa"’cyiyﬂ?\hLaaﬂuﬁmszazL’Jmﬁ’jm,wiﬂszmm
63 feUszanm 124 Jufeve NOUATUMVUARYHYA dIUBUNTULIAY nearby3 B ANAINRUNIY
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Yo INanOULNLTEIE 10T lutasTTezIa R uAUsTIIM 125 elszann 186 JuTeuns
NOUATUNVIUADIEAN waLaATIY BYNTULIAT Nearby 4 AID AIAIURUNIUYDINANDULNUYDS
é’agzyﬂﬁ?\hLaaﬂuﬁtmizaznm&y’uwiﬂszmm 187 faUszunas 246 TuTeve NBUATUNVUABYHER

ot e fisvezing S tudeuasufmuavetudazeynsuaa Nearby iduuAdUszana
Amsngin é’wuaui’u%ams;Jﬂ'auﬂiuﬁmumaqsqmaaa"’ﬁyfgﬂaLﬁ]ai‘ (series of futures contract) 7
Tndnsuimuniign uazlndasuimuadifusosamnsusiuans aw vie 3 aeuiiduidusynsunm
Nearby1-4 pugsutiu fisruaufudeunsuimun (Time to Maturity) ﬁLwﬁaagﬂmmuau ANUTZUIN
d9siu fe Suaututorereunsuimungegaiinulugedoya

dmiudmanouwnuYes SET50 Index $183u (R) wazA1nuiuniIuyesduningonsds
(Spot Volatility) fignAmuailalunwimnafieiuisdnsiu

a

TuITed FMUUTINUARD AMUEUNIUYDINANDULNUVDIF IR UL AZA91787

A7}

MUBUNTULIEAT Nearbyl-4 uazlifiuUsdaszfe sreviiailivievesdyny (Time to Maturity)

g 7]

WATBUNTUNAVBIANUKUNIUYBIHARDULNY SET50 Index (Spot Volatility)

3.2 NM1INAEdYU Samuelson Hypothesis %uﬁuﬁ'w Non-parametric Test

nsMAdeu Samuelson Hypothesis tuguasyilnensiieudiournadsvesruiumnnmg
YosranaULUdgIieesluusartinie WienaaeuinAeisvein Ui UNIUYDINARDULNY
é’fy,iyﬁ\hLﬁ]ai‘%Lﬁw‘ﬁulﬁaLi’fﬂﬂf’ﬁuﬂﬁuﬁmumawé’mmw‘%abj Iagan Samuelson Hypothesis
Jusdsudrindsvesianuiumiumueynung Nearbyl AsazannniAiadsvesanuiuniy
MLBUNTULIEAT Nearby?2 wagannninAIuas Nearby3 uazA1v8e Nearbyd anuansu

el eranansndenialein A1L88999AURUNIUYDINARDURNUTOIT Tl 0%
Tughesvezinadaus 0 feUszana 62 Tudove NBUATUBNYHER AsREiANINNIALRAE eI
ﬁumuﬁumwamaumeaqé’agﬁgﬁ\hLﬁ]aﬁuﬁzifmzamafmzmsiﬂﬁzmm 63 feUszanas 124 Fudevne
Femsaziannnnitdnadsvesenuiunoulugicszana 125 Sesvanm 186 uewe sfiens
sediinunniAadsvesnuiurdlugicssane 187 SeUszanas 246 Sufewe founsuiinua

Bnsmeadffiidmaaeufie JT Test Uonckheere-Terpstra Test for Ordered Alternatives)
%ﬂLi‘ﬁJumsmaawamﬂﬁagm (Median) U893 URUNIUTDINAND UL U Q1 Lae s Tulsaz Y
wanauAsUirunegdyy) dawiiunseliieis

(%
Y A

Vallanunsadeuiuanyfgiunnsadalacail
H0 o)

HI:O'1
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ICEER 0, > 0,>0,>0,

ANUAIRU FIALVOUDISLULIAINNLTUTDVUINDUATUAMUA MULABLY19a1 AnuNlaaSurelidnany

Ae A58 1UYDIAIAIUAURIUNILBUNTULIAT Nearbyl-4

3.3 MsnNaaaUlngaNn1sanaaeLtaduy (Linear Regression)

fiail flesandeyaiiinanliinmeiidutoyaoynsuna (time series data) feifu deunns
Ansginsadindiemsliaunisonnssieianudniudemeaaeudn doyaeynsuanmdrdil Unit
Root w3ela d1vndeyail Unit Root Aezidunisassioudn deyafenanidnvuzmaadanlaid
@iusnIn (Non-Stationary) waglianunsadnunimsizvselanieisaunisannses Tunsnageu Unit
Root Test $1W3seilld38 ADF Test (Augmented Dickey Fuller) Lﬁamaausﬁagadaﬂuﬁméfn
angnsdifiauRgiuii Foyail Unit Root gnufiasainnisnaaeu ATy ldvhnTlesed
Aelumgaun1sannae

nsnndevarldaunisannesdnansdl Taewn Samuelson Hypothesis tJuasaudan

o a

dulsvansiusudiuldvesszagianeunsuivun (TTM) wie B avdesianiuau
o =a+ ,B.TTMt +€

oy 6 fie AIWRUNIUYDIHARDUUMUYDId QY T3 & a1 t, TTM fie szesiianniou
AsufmUn & 1an t nemhedusuuiudos (trading days) ABUATUAYMIUA WAL € AD AR
AANALAAEUNINEDA ol 1aan t

yonanaNNsTduLdr useidslden Natural Logarithm wes o, Juiudsany [In(c)]
iieL3suiieunanisagousnaay el mwmmwa‘vﬂ,mLuamLLUsmuLﬂu 6. v (o) v
wansneRusal

a

AENUTEANS B 199ANANNUS TN NAMURUNILTDINAR D UL U IR0 TR UTE Y

[Ag7)

[
a

narfeuAsuimua Tildainduusniy o fimnumneno frnuTuieneriutugn 1 Ju Aeny
ﬁumumaamamammumaqé’fyw?\hLﬁ]ai‘amﬁu%uwfﬁu B miheniievesnuiunIudaintu
Wosdusined
drlunsaifidaudseny Téun In(c) A1 B flafierumnede S1snutuderedfiutusn
19U mmmﬁumuﬁuaqmamauLmusuaaé’@cyﬂaLa]a%awt,ﬁu%uwhﬁ’u Bo% anArluunaunin
uonIINi Lﬁammma%aamﬂwaLéi’fwaqsi’fau”asdnaﬁ (Information Flow) #ifisianay
HUBIUTDINanDULNUYOSd 1 laes mATeiEddRusuUsmuie AruiunuTesHanaULNL

284 SET50 Index (Spot Volatility) puELnsaaelud
o =a+ ,B.TTMt +y.Volspot + &,

1ng Volspot, A9 AMURUNIUTDINANDULNUYDY SET50 Index & 11a1 t (Spot Volatility)
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3.4 Magaulaglduuudines GARCH

WUURNADY GARCH (Generalized AutoRegressive Conditional Heteroskedastics) Wuwuu
Sraesdmiudeyasynsunm (time series) Fsazvioufielsngnsaiiin ANNRLHILYINARDULNY
YoaAUNENEM9N3TY (financial returns) MAnduluiudl dndusgfuaruiumuiiiatuluefin
WIIEANNRUNINTRManuLnudnlanwazinzngulumeiu (Volatility Clustering)

ansnsodeusuudaedugUanns s

R=p+¢ g 19Q,,~N(©,0%

n n
2 _ 2 2
o= +2105"€t-1+,21’5i'o;-1 + 8.TTM,
Jj= =

lay R, Ao namuunuveddyqfnees a 1ian t, g Ae A1AILARIALAA DUNIIADR
M LIa0 t, o;2 A9 AULUTUTIU (variance) UDINanDULNUA Y WID9T U 1180 t Lag TTM, Gh)
STHTIANDUATUAMUATOIA QYIRS & e t dmsuszeziiandeounadluluefn (lag length)
luiuudnaes Ao A1 n wag m azgnUszanaIandeya tneld BIC (Bayesian Information Criterion)
Wil Samuelson Hypothesis axiduass Arowdlemduusyans o fianduau

UBNINUUUSAB T UiULE Mo adlduuusiansiiil Autroregressive Term YaINanaULII
Wleazvioudsdnunuzvomanauuiidnvazdiusiuestumiana (Autocorrelation) MagUluy
dunseiedl

_ 2
R = uy+ R +¢ g 19, ~NQ©,0°)

n

m
- 2 2
o7 = +) o.el+) B0+ 0.TTM,

Jj=1 i=1

3.5 msmaavﬁau‘lmae Samuelson Hypothesis quuﬁ%aa Bessembinder

Bessembinder et al. (1996) Wgaun1amgufiin Samuelson Hypothesis astduasale
freiilensdsuuaswesiununsiionsesdunings1sds (Cost of Carry) Aumsasuulaswes
seilagiiu (Spot Prices) fiAnuduiusiifiamanssiudiuiu (Negative Covariance)

mAfeivinsmegeuiouluinaiy Tnedunmdunueinisiionses (©) MnAAuy
vpansiUAsuLlasnailaeed Weisudusatagiu (Futures term slope) wazszoziian
reuAsUfmuA (TTM) samnisdneansdl

o= log f-log s
- TTM
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lng c Aa AuvuNIstenses (Cost of Carry), f AB1ANUBIRNYINIADT Uag s ABTIAIVRY
Auninge19dedenAe SET50 Index

[

nswisunUasasuyunisionsed (Ac) anunsamuialanadl

N15MANFURUS 81T TUREULUAIVRIAUNUNITAATEY (AC) KATNARNBULNIUYDS
SET50 Index anunsavinlalagldaunisanaeesialuil

_ K
Ac = Oy + 01 + &

oy 7* Ao NamUUNUYY SET50 Index o4 1181 t
Viallnnunguijves Bessembinder et al. (1996) 111n Samuelson Hypothesis 1ua3eudn
Adssdns o, agfosdldnduay

4. ¥an13338 (Results)

nuTedudwamsinwiseniiiu 4 dwu fe mInedeu Samuelson Hypothesis
Non-parametric Test, 115ILATIERMIENNITANOOY (Regression analysis), ATILATIZAMIBLUUTIADY
GARCH LLa%huzjmﬁmLfJumimmmﬁmﬁuﬁ‘izijmsLU?{smuﬂawm@fmqumiﬁamaaLLas
NARBULNUYBY SET50 Index

4.1 MSNAFIUALY Jonckheere-Terpstra Test

MA3Filth Jonckheere-Terpstra Test wnldiiteviinisvaaeudn Afsegiu (Median) ves
AURUNIUYDINANDULNUF Y IT 1905 LULARZYINIAINDUFYYIATUAINUA ANUBYNTULIAT
Nearby1-4 fevifunielsl Tnefauufgiudsil

Hy: 0= 0)= 0y=¢,
HI:O'1 20‘220320;1
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A1519% 1 Nan1snAaau Jonckheere-Terpstra Test

Futures Return Volatility J p-value
(Descending Ordered Alternative)

Volatility -1.507* 0.0659
Log of Volatility -1.464% 0.0716

'
N v =

IR %, *, ¥ ynefa Adeddgnseiu 10%, 5%, 1% auaiy

Futures Return Volatility A A1AIUALNILYDINANDURNUTBIF YY1 FLIDTINNRUNTULIAT
Nearby1-4 &uf1 Log of Volatility A9 1 natural logarithm ¥84A1AIUNUHILALBYNTULIAN
Aanad drwaads J lglunsmeaeuinadsegiu (Median) vesAtauiianvindursalld dmsu
VNBYNIULIAT Nearby

NaN1SMA@BY Jonckheere-Terpstra Test WU 151anUsaUiasauyAgIuman (HO) i
AIAMURLNIUYBIHAR UL LA TRa s AUl fisgdutudfynneadn 10% tned
Toagumuauyigiuses (H) Ianuduniuveswansuunudgiuaeiluwiazyisiaiieunsy
a1 dyynienlaivindu TneAranuiuraessiutuiiorasaneunsuimunvesdyaiiees
(Time to Maturity) anad @aaAdednu Samuelson Hypothesis

4.2 NM5IATITHRIBENN15aN0DY (Regression Analysis)

doyafithuldlunsinneiduteyaiiiveynsunan (Time series data) faurouns
Ipziieaun1sanney w13 ludemadeuinteyaeunsuiian Nearbyl-4 § Unit Root wiell
lngl¥38n Aoy ADF Test

AN5197 2 Augmented Dickey Fuller Test (ADF)

AUNTULIAN Nearby1 Nearby2 Nearby3 Nearby4 Spot Volatility

Z -24.473 *** -23.454 *** -20.676 *** -18.884 *** -22.828 ***

VMR *, **, 2 yiyngfis dudAgiseau 10%, 5%, 1% AuaE1au Spot Volatility Manefiaeynsusial
ANUAUNILYBINANDULNUYDY SET50 Index

‘ﬂl U aa 1 IS K% o U ‘NI L o 1% a a U
M99 2 wansadand Z ddeddAgnsedu 1% MbisiaiunsaUasauyfgiunan
A W P . a a1 o ) ) A oA
N319uUsounsuIall Unit Root wagajuNan1uauyfigiusaanitfmudssenaiiiianesan
9@ (Stationary) Fatl AINURUKILYBIHANDULNUYDIA QYY1 TIRBIALOUNTUIAT Nearbyl1-4
WarauNsua1 Spot Volatility anunsagninluldlumsiiesevsmeaunisanaesla
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A15197 3 WARINANTTIATIZVAEEUNITONDDY TEWINAIUHUNIUVDINANDULNUYDS

Fyeyiaes (0) Auszezainauasumuua (TTM) Aduuszansussanuduiusnlagiulng

LufidediAgnieada nandfe wildaiunsaufiasauyfgiunaniin Ardudszansaenaiian
wihiuaudle mafilaliatiuanu Samuelson Hypothesis

Y 9
[ 7 4
v A

el Tifeerrduuszansilaannisusyiivaunisanaes Taslddaaaa 0 Seuszuna
62 Julows eutuasurinug ANUBUNTUNIAT Nearbyl il fifdedndynisadnfisedu 5%
wiesomnefldnduiianduuin assdnufu Samuelson Hypothesis nanafie nafilduandin
AANAUNILTBIHaRB ULNUS YT Retedranas WedlndTuasurmue

AN9eTl 4 uanINanITiATedeaInIsannse senineArden (natural logarithm) ves
AMUAUNILTB AR UL e Tees [Ln(o)] Auszevnanneuasufiviun (TTM) aduuszans
vosmuduiusalalifdod Agmaadfluyniaanm feufuasuiivua namnAelidimazionsan
Toyaaun T lAYeIAIURUNIY 133910 Nearbyl 2ufs Nearbyd 157filsinuauduiusaiue
MU18Y83 Samuelson Hypothesis

pgalsfimy ndmsediisaunsanneslunsed 3 way ¢ Juieanisdnseidudu
wiiiu isesdalaildmununaves feyat1aans (information Flow) Asviguiives Anderson and
Danthine (1983) flonafinasienisiuriuvemanouwnudyaniaeesls Wudndadendauenain
J2YLIAINOUATUAIMUANIY Samuelson Hypothesis

fiail nslemeiseaunsonnesdfudaly lunsed 5 uay 6 L5198YINNIATUANNAAINE

[
Y A

AIBAIAIINAUNIUTDINANDUUNIUTDIAUAINUFTIUTINAD HAanOUUNUTEY SET50 Index HuLes
L3L3UNAIAURUNIULIT Spot Volatility

A58 3 duNNsaRReY O, = o + BTIM, + ¢,

1291281 uudaya AnduUszans F-statistics R-squared

0-62 1016 0-0920 ** 4.49 * 0.44%
(0.0434)

0-124 1974 0.0240 233 0.12%
(0.0157)

0-186 2864 0.0061 0.49 0.02%
(0.0087)

0-246 3589 0.0008 0.02 0.00%
(0.0059)

a v

VB %, % yanefia Seddiseau 10%, 5%, 1% mud1au Annegluaadufe A Standard Error of the
estimated coefficiency
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A58 4 dunnsanney In(0) = o + BTTM + ¢,

291781 Iuudaya induszans F-statistics R-squared
0-62 1005 0-0018 0.72 0.07%
(0.0021)

0-124 1951 0.0003 0.11 0.01%
(0.0007)

0-186 2827 -0.0003 0.55 0.02%
(0.0004)

0-246 3544 -0.0003 1.07 0.03%
(0.0003)

o

VB %, ¥, 2% e Seddynsedu 10%, 5%, 1% mud1du Annegluasdufe A Standard Error of the
estimated coefficient

AT 5 LARINANTITIATIEARIEANNITAN00Y TEVII9AINAUNILVDINANBULUE R
#9935 (0) fuszeznainouasuiium (TTM) WazAURUNIUYEY SET50 Index (Spot Volatility)
wafildnuinAduussanduesssesnainounsuiivun (B) dedfynsadafisedu 1% deu
frsanszaviasaus 0 auisvana 246 SuTene eudeiuasuiiuun (hanfe Lﬁam"[ﬁ’fsé’faaﬁa
AUNTULIAN Faud Nearbyl 9ufls Nearbyd) tndosmneiildidurdemuneay axvieuliifiui
ArAuiuRIuTeNanauLny dyanianesiuvwilduananilolndTuasufmun denndaiu
Samuelson Hypothesis ag13bsfiniy i1lainuna Maturity Effect ffifeddanieada Weofinnson
faszETIRTAUAT fo Aaus 0 euszunas 186 TuTewe dewTureunsufivun

L1 UNANLAUNIUYDS SET50 Index (Spot Volatility) nasnaa Ui UNIUYINAAD ULIY
FygyrihiaesedralitvdrAnlunndaana Tnedanuduiusivluiienmadediu aenndaiungud
989 Anderson and Danthine (1983)

ANINT 6 UARINANTIATIZRAEAINISANa0Y SEieden (natural logarithm) v@IAIY
HUKIUTDINARDULNUAYQYIAL995 [Ln( 0 )] AUTzEZAIRUATUAIMUA (TTM) LazANRUNIUYDS

SET50 Index (Spot Volatility) wafilanuinadnlszansvesszuznainounsunivue ( B) Siuddgy

aada

MeadRATsEAU 1% Wasfinnsanszoznatsaus 0 uicsyana 246 Yudone AeufTuasuimun
waefidfneadffisedu 5% desfinnsansveviandaus 0 uiszanm 186 Tudere
noURTIUATUAIAUA Lﬂ%‘lawmwaﬁlé’LﬂuLﬂ%wmaau doAAaBIAU Samuelson Hypothesis &u
AIAUEUNIUTDY SET50 Index (Spot Volatility) giasiinaluiianisfeiiunoninuiduniuge
HaRoUWNUA N TIeT agedidudAglunnyisia
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Liﬁmﬁ]aqﬂléfﬂw LINENUNSUDY Maturity Effect 11 Samuelson Hypothesis fnaiile
IIIPUALHAANAUTUNILYDIHARBULNY SET50 Index Fadudumnsds wagfiansantiaszesiaan
AounsufmMuATeIdy g ey ﬂdﬂ’;ﬁ@%%ﬁ@ﬂﬂi@ﬂﬂqm@?ﬂm 0 udsUszuIu 186
Suflowne (MiaUszananiniiew) feufuasuinun Wusdelos umsnarlinunaves Maturity Effect
Foifinsundisssznantouasusivuedidundniu wafildaiuayy Samuelson Hypothesis
fimudusnuveNanauwny SET50 Index futures duwltduaviiutudedlnduasusivua
agnatesfiluunadlu (partial support) wazaenardosfunanisdnelusnsUsenadulngfidnny
ndngruatuayy Samuelson Hypothesis dwsufinaeivesdudmisniadu Tufesunsdauminy

(mixed results)

A3 5 dUNSaN0RY O, = o + ﬁ.TTMt +y.Volspot + &,

$2a981 | S1usudeya | erduussAvd | eiduussAud | Fostatistics | R-squared
(TT™) (Spot Volatility)

0-62 1016 0.0145 0.9966 *** 2055.39 *** 80.23%
(0.0194) (0.0156)

0-124 1974 0.0063 0.9992 3660.64 *** 78.79%
(0.0073) (0.0116)

0-186 2864 -0.0047 0.9671 *** 4703.35 *** 76.68%
(0.0042) (0.0099)

0-246 3589 -0.0085 *** 0.9226 *** a4877.10 *** 73.12%
(0.0030) (0.0093)

Y = Y

VLR, *, ¥, yynefa AdedAyisedu 10%, 5%, 1% mua1su Anelunadufe A1 Standard Error of the
estimated coefficient
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A151971 6 AuN1TAADRE Ln(o) = a + BTTM + y.Volspot + &,

%0981 | Sousudeya | erduussAvd | erduussBud | Fostatistics | R-squared
(TTM) (Spot Volatility)

0-62 1005 -0.0009 0.0343 *** 370.30 *** 42.50%
(0.0016) (0.0013)

0-124 1951 -0.0003 0.0342 *** 706.45 *** 42.04%
(0.0006) (0.0009)

0-186 2827 -0.0007 ** 0.0334 *** 929.08 *** 39.69%
(0.0003) (0.0008)

0-246 3544 -0.0006 *** 0.0319 *** 1071.03 *** 37.69%
(0.0002) (0.0007)

o o

MBI ¥, neds duddafisedu 109%, 5%, 1% awaiu mnieluisduiie A1 Standard Error of the
estimated coefficient

4.3 N1SAATIZHABUUUINABY GARCH

TunsusefiuAmuuuusiass GARCH th dususniausidudeomeisveznadounds
1UTuedn (lag length) Tuluudassde A1 n Lag m Lﬁ@%lﬁt,wuﬁﬂaaqﬁmmsamﬁ’u%;&a ATt
14A1 BIC (Bayesian Information Criterion) tdunanlunisidensregiiandeunds lagisinuin
LUUS1383 GARCH (1,1) Wiensh BIC fisdian fedus3dlduuusassiifundnlumsdne

AN9197 7 wanaNan1sUsTIIAINIERAcieuUUsIaed GARCH (1,1) NanSAN®INUI
AduUsEaNs (8) vesssavnanounsuimun (TTM) Sanduau wasiideddymeadfisedu 1%
dwSunndaesreziainouAsuegdyny Na1IAD AUNUNIUYRINARBULNUYRIF Y IN LIRS
sufintudlodlndunsufmun denndeciu Samuelson Hypothesis

ANSNT 8 UARIHARIHANISUSEINAUATMSERAGIBLUUSIa0Y GARCH (1,1) wasiiudauys
Autoregressive Term wrluluaunsuanauwnuvesdya fwesiieWasoudwunltufinaneuuny
NNTRUN NS N WU ALALTUS T8I N9 ULBITINT9I87 (Autocorrelation) NaAISAAMINYTN
AduUsEans (8) vesszezaneuasuiinua (TTM) Ssrafianduay wasdivoddyneadnfissiu
1% dmdunndsszeznantouasuivuaeydayan wiloudunalumsisil 7 aenndesiu Samuelson
Hypothesis Tuauefien Autoregressive Term () hififoddgmeaiia FIARNII AN VLNV
dyaAnreslundaziu lﬁlﬁsﬁuagﬁumamuLmumaaé’maun?\hwaﬂui’udawﬁw
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A vSurndulsEaviavosiuusians GARCH (1,1) AoAn o uaz B v aultdAgyseia
fisvsu 1% lunsaosuuusianstredy WunsBuduin mslduuusiass GARCH lunsinseyt
NaReULTUTRId N Thme sTunzauds wardafunsiuduni naneuwuvesdyy Tliees
Afldnwazmiloutunanouununienisduiily nanie ArANRuNILYD AR ULLTUT 9L
\menguiiu (Volatility Clustering) waztinawuannsavusaanudumuiissdnduluounanld
Ima@mﬂmmmﬁumﬂuaﬁmﬁﬁqLﬁﬂﬁu

o 2 2
M990 7 GARCH (1, 1) R = u +¢, ,0 = o + a.g? |+ po  + 6.TTM,

Y291981 0-62 0-124 0-186 0-246

U 0.0977 * 0.0989 ** 0.1192 ** 0.1135 **x
(0.0556) (0.0438) (0.0346) (0.0314)

ARCH (&) 0.1103 ** 0.1021 *»* 0.1289 *** 0.1327 **x
(0.0152) (0.0108) (0.0108) (0.0097)

GARCH (/) 0.8669 *** 0.8628 *** 0.8420 *** 0.8264 **x
(0.0121) (0.0110) (0.0097) (0.0092)

TTM (&) -0.0650 *** -0.0065 *** -0.0062 *** -0.0030 ***
(0.0167) (0.0006) (0.0003) (0.0002)

Constant (@) -1.3406 *** -1.4651 *** -1.3523 **x -1.3436 **
uIudeya (N) 1016 1974 2864 3589

WBIAR: *, **, o mneds duddfisedu 109%, 5%, 1% awaiu Amneluisduiie A1 Standard Error of the

estimated coefficient
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5199 8 GARCH (1, 1) R = ty+ iR  +& ,o;2= W+ ““%2-1 +,6’.a£1 + 5.ITMt

Y2981 0-62 0-124 0-186 0-246

Ho 0.0967 * 0.0981 ** 0.1190 *** 0.1138 **
(0.0546) (0.0430) (0.0346) (0.0317)
Hy -0.0240 -0.0244 -0.0027 0.0060
(0-0374) (0.0271) (0.0223) (0.0197)

ARCH (¢r) 0.1088 ** 0.1006 *** 0.1286 *** 0.1333 **x
(0.0151) (0.0107) (0.0108) (0.0098)

GARCH (/) 0.8682 ** 0.8643 *** 0.8422 ** 0.8257 ***
(0.0122) (0.0111) (0.0097) (0.0092)

TT™M (§) -0.0648 *** -0.0064 *** -0.0062 *** -0.0030 **
(0.01676) (0.0006) (0.0003) (0.0002)

Constant (@) -0.6551 *** -1.4741 *** -1.3538 *** -1.3406 **
uIuteua (N) 1016 1974 2864 3589

'
a

W8N *, **, o myeds Sduddiiseiu 109%, 5%, 1% awawiu Amnegluisdufie A1 Standard Error of the
estimated coefficient

4.4 nMvadauANUFNRUSSERIIMaIUAsuLasRsiuuNsTianTas (Cost of Carry)
LATNANDULNUVDY SET50 Index

M9197 9 uanINaNTIATITTILaLINTann0Y SErilmsAsullasdiuyunisiionses
Auditugiuresdyyiaes (cost of carry) uaskanuuNLvBsALAUsUTRD HaRULNY
284 SET50 Index wansAnsmuanuduiusiinnduiu (negative relationship) widdudszans
yeswanenand (o) narulsifidudAgveaiia

NaT19A U805 U931 Vinluisndeldnyu Maturity Effect m1a Samuelson Hypothesis
pgadmauluynganm Tasamelussezdu (Bifu 124 fuders) delneidheaunisnnnes
(regression) inHafwTIzIANNEUTUSANNfuiuTENINsFuuNsTonTesduM T UNAnD UL
vosduffiugiy suludoulumanguiiid foues Bessembinder et al. (1996) thy lsifuasa
grilfien nngiufgdaranuduiusluiansmsstufufadudduanuduiusigou (weak
relationship) Tnedunaldainanduussansiliiteddaymeads
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o o log f-log s
AN 9 dunnsanReY Ac, = oy + o.ri+ € Tagdl c= %
fauus AnduUszans F-Statistics R-squared
7 -0.2636 0.8470 0.0000
S
(0.1366)

'
o o o

UNBIR: ¥, *, 2 ynefa edAgnseiu 10%, 5%, 1% auaiu

17

r} vaNeDe NaRaULUYBY SET50 Index 4 1381 t

5. YadAgyvaanan1sAne (Implications)

Asfinufuninvessiailaeestuurliuundudlossevnainsuimuntesainia
Samuelson Hypothesis d@swaltunisidanldynvasduayifnges (futures series) Tun1susnmg
AEe Q’U%mimwmﬁm (risk manager) arferiledn uidyanimessverdy (closest to
maturity futures contract) %ﬁamméaqqqﬁqm wanddeidene %ﬁmmﬁumuﬁqmdﬁ@mﬁﬁ
S2o¥a1ATUMNUABININNTY drudyiifissernainasuiinuauiy (long maturity futures
contract) wiaziidaidansafilidesfianineaes uraeiidefnseiiin avdanufuniuiishnindya
svavdu fulunmsdonliduyaniiuees QU%msmmLﬁaﬂ%ﬁmﬁﬁﬁaﬁﬁaﬁLU?&ULﬁ&JUﬁU%’aL?w
Fanan (tradeoff) vesdaniineesdsyevdunazsozeiiolannsadonlddualdoramnzay

uon il JUIMIAALID1AaE A sARsUI USRI TUsEiunLLEs (hedge ratio)
Thmraununnuiuniuwesdyy ilmesiudouuladdiflossernansuimunduasnuian
ﬁshulﬂLLasﬁamﬁumuLﬁuqﬁumm Samuelson Hypothesis

6. #3UNan15938 (Conclusion)

Samuelson (1965) L@uangufifiviungdn anudunuvessaflaees AIsaTERLINTY
dledyaudlnd Tuasufivue ﬁwﬁflmaﬁgﬂﬁaﬂﬁiamdw Samuelson Hypothesis WazNava9
SzEvIAATUAIUATEIE QA ees (Time to Maturity) fifiseaufuniuvessiafiees
gni3unsieandn Maturity Effect wag?l Anderson and Danthine (1983) nanaifianfisinguuuy
ANNFNRUS TEMIANAUNINYDIIAT R s fUsTEIaNATUNMUATed e AzidugUiuy
oty duviedalusgfunmainuazmadnvestayatniarslunain (information Flow) dieya
Fraesdundielndansuimunvesdyy Aufuriuresdyyifasfinunndy doun
Bessembinder et al. (1996) figauin1emgu)31 Samuelson Hypothesis anfusielsith Talls
Juogifuniadnunesdoyatmanslunaaiissesauien widiiuegfuamuulsusiusimvesmi
FutusTinsaiuduiu (Negative Covariance) izwmmim?ismuﬂawmmmﬁuﬁwﬁugm (Spot price)
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uarmsUAsuulamesdiununisiensesosduiineddudyniluees (Cost of Cany) fidesanad
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The effect of e-recruitment on individuals’ perception
of organizational attractiveness - the theoretical background
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Abstract

In recent years, the use of e-recruiting has increased gradually. To achieve a better
understanding of e-recruiting, this current paper provides an overview of how the Internet is
being used in the recruiting process and how Internet-based recruitment affect applicants’
perception of organizational attractiveness, which relates to the intention of these applicants
in pursuing job applications. Additionally, the paper indicates some advantages of using
Internet as a recruiting source and provides some points to consider in developing effective

e-recruiting websites.

Keywords: e-recruiting, Internet recruiting, online application, recruiting process, recruiting

source
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1. Introduction

The labor market has become more competitive due to the changes in workforce
demographics. As society ages; the birthrate decreases and skilled employees become
scarce (Beckhaus et al., 2002). These phenomena make human resource management,
especially the recruiting process, more challenging. The ability to attract and to retain highly
skilled and qualified employees is an essential component to enhance organizational
competitive advantage (Pfeffer, 1994; Turban et al.,, 1997). Organizations that can attract more
qualified applications will have a larger pool of candidates to choose from, consequently,
the organizations attain greater utility for selection systems and higher possibility to select
the right candidate for the job position (Boudreau & Rynes, 1985).

At present, Internet technology plays an important role in doing business. It does not
only boost efficiency in the market place by enhancing the information exchange between
buyers and sellers (Maurer & Liu, 2007) but it has been widely used in human resource
functions, which include attracting the candidate, selecting the right one and contacting or
welcoming the new employees into the organization (Cappelli, 2001). The advantage of using
the Internet in job recruitment has been seized through the growing number of e-recruiters
(Maurer & Liu, 2007). Researchers found that using the Internet for recruitment can help
the organization increase the speed of hiring as well as reduce costs. Through this, the
organization can reach a larger number of qualified candidates (Cappelli, 2001; Gill, 2001).

The aim of this paper is to review the use of the Internet for the job recruiting purpose.
The study will focus on the recruiting procedure, in which organizations choose recruiting
sources, communicate with the potential job candidates and attract them to pursue jobs
within their organizations. This study is done on the basis of existing literature. The research
questions have been formulated as follows:

1. How is the Internet being used in the recruiting procedure?

2. How do e-recruiting characteristics attract job applicants?

3. What are the benefits of Internet recruiting?

4. How can organizations develop an effective e-recruiting website?
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The following sections provide answers to these questions. The first section of this
paper gives an overview of the recruiting process and how the Internet is increasingly involved.
The next sections describe the role the Internet has in the recruiting procedure; with
theoretical background and the benefits from using Internet technology. The last section of
this paper provides some points to consider in developing an effective recruiting website;

and the conclusion at the end.

2. The recruiting process

Recruiting refers to activities or practices that define the characteristics of applicants
for a specific job (Daft, 2010). Rynes (1991) defined the recruiting process as organizational
practices that influence the number and types of individuals who are willing to apply for job
vacancies. Breaugh & Starke (2000) defined recruitment as the practices or activities which are
done in a process and carried on by the organization in order to identify and attract potential
employees.

Once the human resource need and vacancies are identified, the organization
will begin the hiring process. This starts with human resource planning, in which the
organizations have to answer some fundamental questions such as whom to recruit
(what skills, knowledge, abilities are they looking for), where to recruit (internal vs. external)
and which recruitment sources should be used. There are various employee recruiting
sources, for example, advertising in newspapers, or in professional journals, employee
referral (via agencies or job firms), headhunters, or the college placement office. These are
seen as traditional sources. Today, the recruiting process has been modernized as
information technology and the Internet is extensively used. Internet recruitment, or
e-recruiting, as a modern recruiting source has enjoyed explosive growth since the late 1990’s
(Lee, 2007).

2.1 The use of Internet in the recruiting process

The main advantage of Internet technology for business is that it increases market
efficiency. Internet enables business transactions to be undertaken at anytime from anywhere.
It has radically changed the way of how people do business. Buyers and sellers can exchange

information quickly. Thus, the market has become more transparent and borderless.
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Internet is widely used for private and commercial purposes and in both public and
private organizations. It is also used in the recruiting process. The term Internet recruitment
can be defined in many ways. Kuhn (2003) defined it as taking advantage of Internet
technology to fill vacancies in the organization. Hausdorf & Duncan (2004) suggested that
Internet recruitment refers to the use of Internet as a channel to provide information about
vacancies with respect to the application process. In other words, Internet recruitment is any
method used to attract applicants to apply for a job that relies heavily on the use of the
Internet.

According to a study done by Recruitsoft/iLogos on 50 of the Fortune 500 companies,
an average company can cut about 6 days off its hiring cycle of 43 days by posting job
advertisement on the Internet instead of using newspapers. Further, the companies can save
a week by using Internet in screening and selecting job candidates (Cappelli, 2001).
Drawing on the financial benefit of Internet recruiting, the study reported that it costs only
one-twentieth as much to hire someone online as through other traditional methods,
which means organizations can save up to 90% of their hiring costs (Sylva & Mol, 2009). The
payoffs of Internet recruiting can be significant and this has been seized through the rapid
and successful adoption and integration of the Internet in the recruiting procedure.

Statistics show that Internet sources now hold 110 million jobs and that US online
recruitment revenues will top $2.6 billion in 2007 (Li et al,, 2002). Approximately 90% of
large US companies are already recruiting via the Internet and 949% of Global 500 companies
now use their websites for recruitment; it was only 29% in 1998 (Greenspan, 2003).
The increasing trend of using the Internet in the recruiting procedure exists in many
countries. For example, 94% of German organizations use online recruitment (Bundesverband
Informationswirtschaft, 2009) and also, online job ads have risen by 25% across the EU (Onrec,
2011). Further, in Thailand, 92% of the SET 50 companies use their corporate website to
provide information about job applications. Internet recruitment is not only preferred by
the recruiting organizations, but also by the job seekers, as this facilitates a prompt
information exchange between recruiters and jobseekers. And, it enables jobseekers to
access the recruitment portal at anytime from anywhere (Cappelli, 2001; Sylva & Mol. 2009).
Hence, 45% of job seekers in the UK mentioned Internet recruiting as their preferred
method of looking for a job (NORAS, 2004). And, more than 4 million Americans use the

internet to search for a job (Pew Internet and American Life Project, 2002).
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We use the word Internet recruiting (or e-recruiting) as a generic term, but the Internet
recruitment methods differ from each other. The following section provides an overview of

e-recruiting sources in existing literature.

2.2 The classifications of e-recruiting
Since the mid-1990s, e-recruiting has been introduced into the labor market, but no
formal system has been developed for categorizing different e-recruiting sources (Cullen, 2001,

Lee, 2006). Based on existing literature, e-recruiting sources can be categorized as follows:

® General-purpose job board

General purpose job boards, also known as career enhancement sites, provide a
comprehensive online recruiting solution for both recruiter organizations and job seekers
across different industries. Job boards comprise of a similar function to the newspaper’s
job advertising function but in electronic form, and it is twofold used, which means that
job seekers can search for jobs by category such as: industry, job functions, experience,
location or any combination of these attributes. The recruiter organizations can search for
the resume of potential job applicants provided in the job boards’ databases by skills, years
of experience, education, job preference, etc. In other words, job boards serve as a matching
platform that collects information about job offers, provides them to jobseekers, collects
the resumes from the jobseekers and stores this data in the database for recruiters.
Notification is another important function of job boards. When job postings match with a
jobseeker’s profile, this person will be notified. Conversely, when qualified job applicants
are available and their qualifications are compliant with a recruiter’s requirements, the
recruiter will be informed. Among the general-purpose job boards, Monster.com, Career
Builder.com and Hotsjobs.com are counted as most effective and popular. These three
accounted for 22.8 percent of all Internet hires in the US (comScore, 2009). In Thailand,
Jobtopgun.com, Jobbkk.com and jobdb.com are the most visited job board websites

(Googleinsight, 2011).

® Niche job board
A niche job board provides the same basic functions as a job board; however it has
a narrower focus. A niche job board serves a highly specialized job market such as a specific

profession, industry, regions, countries, or the combination of these special attributes.
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For example, MarketingJobs.com, Joblogistics.com, banksjob.com, Medicaljobs.com belongs
to the niche job board category, where jobseekers can search for specific job offers
(Lee, 2006).

@ E-recruiting application service providers (ASPs)

E-recruiting application service providers offer specialized software referred to as
recruitment software, as well as specific management expertise such as recruitment process
management, personal training and also development of recruiter organizations and job
boards. The goal of an ASP business is to outsource some of the recruiting functions in order
to reduce the cost of in-house software distribution and maintenance, especially in small
and medium sized organizations. Using an application service provider can help a recruiter
organization develop a career website on its own server in less time consume and with
a smaller budget. Some of the well-known application service providers are Oracle and SAP.
These software developers operate worldwide and provide recruiting software for large

scale use.

@ Hybrid recruiting service providers

Hybrid recruiting service providers are recruiter organizations that are former
traditional media organizations that have expanded their service into e-recruitment, as
newspaper advertising use has declined, which has often been seen as ineffective and
expensive (Lee, 2007). The hybrid form combines the use of paper-based job advertisements
(offline) with internet-based recruiting service (online), at the same time, to attract
potential job applicants. The advantage of a hybrid recruiting service provider is the ability
to differentiate its service from the job board and corporate career website, as it contains
more functions than job ads. For example, The New York Times once was a recruiting
provider, i.e. it used paper or newspaper to publish job ads. Today, it offers a variety of
e-recruiting services such as job search engines, resume and interview guides, and job market
research report for recruiters and job candidates using the Internet (New York Times, 2011).
Another example of a hybrid recruiting service provider in Thailand is the Bangkok Post.
Bangkok Post, besides its existing newspaper service, provides online job advertisements
and useful information about job application. Moreover, Bangkok Post focuses on the career
needs of executives, managers, and professionals, because these are its targeted reader
group (Bangkok Post, 2011).
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® [E- recruiting consortium

An e-recruiting consortium is a cost effective recruiting source, in comparison to job
boards (Lee, 2007). The term “Consortium” is generally referred to as an association of
individuals, organizations or companies working to achieve a common goal. An e-recruiting
consortium is a form of cooperation between different groups of stakeholders such as
colleges, universities, companies, and employer unions that have the mutual goal of
constructing an effective recruitment process. An example of an e-recruiting consortium
is NACElink. NACELlink is a cooperation between Direct Employers Association (a non-profit
organization established by executives from top US firms) and the National Association of
College and Employers (NACE). The aim of NACElink is to provide a recruitment platform
for colleges, students and employers. Besides offering information about job vacancies,
labor market surveys, and employers, member students can enjoy the utility of other
webpage features such as resume builders, interview training, and live career chat. Employing
organizations can post job ads, search for the prospective employees in the pool and share
the information among the employers and other members. The cost of using NACELlink to
promote job vacancies is less than the costs of job boards as this is a non-profit organization.
Over 900 schools in the USA and nearly half a million employers participate in the NACElink
Network (Lee, 2007; NACELlink, 2011).

® Corporate career web

The Corporate career website is the most widely used source of e-recruiting (Lee, 2005).
It is a virtual medium that provides information about the company and its products,
including human resource information. Jobseekers can find information about job descriptions,
job specifications, employee benefits and recruiting procedures. Moreover, the jobseeker can
directly apply for a job using an online application form provided on a corporate website,
saving both time and the cost of postage making the corporate career website a favorite
among jobseekers. Recruiter organizations can also save on their long-term hiring costs,
in comparison to using a job board. This is because after the career website is implemented,
the organization can post an unlimited amount of open positions without additional costs,
as in job boards. Also, the applicants’ information can be saved for future use. However, the

cost of preliminary development of a good career website can be immense (Lee, 2007).
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Since there are many e-recruiting sources, the recruiter organization can select which
source provides it with the most advantages. The recruiter organization can choose the
recruiting source that best meets the organization’s need, among the many variables such as:
organization size, IT infrastructure, number of vacancies, specific job candidates (or the job
attributes), and aspects about cost. When choosing a specific method the image of the
organization, or the perception of the jobseekers, should be considered by the organization
as the function of e-recruiting is not only to post job ads on the Internet but also to attract
the applicants to pursue job vacancies. Using corporate websites for recruitment purposes can
affect organizational attractiveness as well as the satisfactions and perceptions of prospective
employees. The next section discusses how e-recruiting sources attract job applicants and

e-recruiting attribute that can influence applicant perceptions of e-recruiting.

3. E-recruiting and perceived organizational attractiveness

Attracting the right types of job candidates and selecting the right prospective
employees is a salient activity for the organization’s success in terms of creating a competitive
advantage (Rynes & Barber, 1990). As the labor market has become a real market and the
demand and supply of human resources is unequal, the war for talent has begun (Laumer
et al., 2009). Based on this fact, promotions, advertising and other marketing efforts are
increasingly used by organizations to influence prospective employees and consumers
(Cappelli, 2001).

The corporate career website, which is the most widely used form of e-recruiting,
can play an important role in recruitment procedures. In recent years, a number of research
projects have been conducted to identify the website features that may have an influence
on applicants’ perception of recruiter image and organizational attraction (Cober et al., 2003,
Sinar, et al., 2003; Van Hoye & Lievens, 2007, Allen et al., 2007; Thompson et al., 2008).
A few studies have investigated the role of the corporate career website in communicating
organizational culture to jobseekers (Braddy et al., 2006). Based on existing research projects,
a link between attitude formation and behavioral action towards an e-recruiting website
has been defined in a two-part sequential model, through which an e-recruiting website

affects an applicant’s pursuit of job openings (Maurer & Cook, 2011).
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Fig. 1 Two-part sequential model of attitude formation and behavioral action
(Adopted from Maurer & Cook, 2011)

The first stage of the model is called the attitude formation stage. It starts with the
influence of the website’s attributes, namely, usability, efficiency, navigation, information
provision and other features about jobseekers’ attitudes towards an employer and jobs.
This can lead to positive (perceived attractiveness) or negative perception (perceived
unattractiveness) of their prospective employer. This phenomenon has been proven by a
number of scholars. Allen et al. (2007) stated that there were significant path coefficients
between perceptions of a recruiting website and the image of the recruiter, i.e. employer.
More recently, Braddy et al. (2008) revealed in their research that jobseekers’ favorability
toward organizations and organizational attractiveness perceptions were affected by their
viewing of corporate career websites. This is similar to the results from a study by Thompson
et al. (2008) which reported that job seekers’ perceptions of the corporate career website
was strongly related to the impression they had of the hiring organization.

The second stage is a consequence of the first stage, in which jobseekers make
a decision to pursue employment. Jobseekers are more likely to apply for a job when they
have a positive impression about the employer after viewing its corporate website (Allen
et al,, 2007; Maurer & Liu, 2007; Thompson et al., 2008). This translation of corporate
website into organizational attractiveness perceptions can be explained by the following

theories.
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3.1 Theory of usability

The usability concept is an important component that has been often mentioned
in the Technology Adoption Model (TAM). Usability refers to the users’ subjective evaluation
of the extent to which a new technology can be used to achieve specific goals with
effectiveness, efficiency and satisfaction (Karat, 1999). Several studies have investigated
the relationship between website usability and the viewers’ impression of an organization.
For example, Braddy et al. (2003) found a link between the ease of navigation to a job
advertisement on a company website and perceived impression of the organization.
The navigational ease develops the organizational attractiveness (Braddy et al., 2003). Cober
et al. (2003) suggested that positive usability perceptions drove the willingness to pursue
a job within an organization. Additionally, research from Sinar et al. (2003) confirmed that
the user-friendliness of the website and information provided also have an influence on
jobseekers’ evaluations of organizational image. This is because when people feel
comfortable using corporate websites and they are able to navigate and find the job
related information they want, or in another word, they are satisfied with the usability of
recruiting homepages, then they are more likely to develop positive impressions about
these organizations. As a consequence, they will have a strong willingness to pursue job
employment; and the ease of corporate website usage will support this. Otherwise, the

jobseekers will abandon the online job application process before it is done.

3.2 Signaling theory

Signaling theory is another theory that could explain how recruitment sources affect
jobseekers’ perceptions of recruiting organizations. Signaling theory (Spence, 1973, 1974) implies
that a jobseeker has incomplete information about a recruiting organization; therefore they
use other information as a cue to predict how the employment in an organization would be
(Rynes et al,, 1991, Turban, 2001). In the context of Internet recruiting, signaling theory suggests
that jobseekers will use peripheral cues such as the structure and design of the website,
the amount of information provided, and the content of the corporate website to draw a
picture of an entire organization (Braddy et al., 2003). For example, if a website is difficult
to navigate, this may generate negative impressions among jobseekers. Eventually, they
would assume that the other practices and policies within the organization are similarly
implemented. Or, when the corporate career website is disorganized, jobseekers may assume

that the organization is also disorganized (Rynes et al., 1991).
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In conclusion, the perceptions that jobseekers have of an organization is related to
the composition of that organization’s website. This may have an effect on the intention of
jobseekers in applying for jobs, since jobseekers use the corporate career website to presume
how the organization really is. They will be more likely to apply for a job in an organization

when the website signals the positive attributes of that recruiting organization.

3.3 Social cognitive theory

Social cognitive theory attempts to explain human behavior by understanding the
thought processes. The theory proposes that individual expectations are primary determinants
of affective outcomes. Or, in another word, individuals make the choices that make the
most sense to them and they strive toward these choices (Bandura, 1986). In social cognitive
theory, the outcome expectancy and self-efficacy are the main component that may impact
individuals’ behavior and affective reactions. Outcome expectancy refers to an individual’s
belief that the engaging behavior will lead to a desired outcome. And self-efficacy refers
to an individual’s belief that he will be able to perform specific task in a given situation.

Based on this theory, when people believe that a specific task might lead to a
favorable consequence (outcome expectation) and they are able to perform this task
(self-efficacy), they will have a positive perception and can perform this task successfully
(Hitt et al., 2009).

Drawing this on an e-recruitment context, when jobseekers believe that using the
Internet to search and apply for jobs increases the possibility of becoming employed, this
builds a positive perception about Internet recruiting. And when self-efficacy exists (In this
context, it means when jobseekers have the ability to use corporate recruiting websites
to search and find jobs), they will feel more comfortable in using Internet-recruiting
websites and will evaluate this recruiting method and the organizations using e-recruitment
as positive. As a consequence, they are more likely to apply for the job (Venkatesh & Davis,
1996; Williamson, et al., 2003).

In summary, there is a strong relation between the use of the Internet in the recruiting

procedure and a jobseeker’s perception of organizational attractiveness.
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Fig. 2 The relationship between a corporate recruiting website and

organizational attractiveness

Attracting a great number of potential employees is one of the many benefits from
using Internet-recruiting. The next section provides more information about the advantages of

using e-recruiting.

4. Benefits of e-recruiting

As personnel recruitment becomes a challenging task, organizations try to improve
the efficiencies of recruiting methods. In the early 1990’s, Internet-based recruiting, or
e-recruiting, was introduced, and since then, has been widely adopted among organizations
(Lee, 2005). In comparison to the traditional recruiting process, which is typically based on
paper, and characterized by a combination of hard-copy forms and handwriting, e-recruiting
improves the recruiter’s efficiency in handling job applications and job postings. It does this
by reducing paperwork, automating key recruiting processes and establishing a database
system.

The advantages from e-recruiting have been investigated in many studies. According
to a study from Aberdeen Group (2004), using Internet-based recruiting could reduce hiring

cost by an average of $900, i.e. when a company is hiring 10,000 new employees, the total
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cost savings will reach $9 Million. This is because Internet-based recruiting reduces various
costs such as advertising costs, the costs for application processing, candidate evaluation,
screening and interviews (Lee, 2011). Internet job postings enable organizations to give as
much detail as warranted for each and every job opening without additional costs per word
or per inch.

Moreover, e-recruiting helps an organization increase recruiting process efficiency,
as it achieves a faster turnaround time for sourcing candidates. According to a study by
Recruitsoft/iLogos done on 50 of the Fortune 500 companies, companies reported
achieving a time savings of 6 days from the hiring cycle of 43 days when using online job
advertising, and a time savings of 4 more days when jobseekers apply for the jobs online.
In the competitive labor market with so many companies competing for qualified
workforce, speed of hiring is a crucial success factor (Cappelli, 2001), because job candidates
expect to be screened, assessed, and hired as soon as possible. The first company that
makes contact often has a high possibility to capture a qualified workforce; otherwise
that workforce will go to competitors (Cullen, 2001).

The most frequently cited advantage of e-recruiting is the ability to reach a wide
range of job candidates (Cappelli, 2011). This increases the probability of finding employees
with the desired specifications (Rynes, 1991). Additionally, an effective recruiting website
may integrate online screening or assessment tools into the system, which help organizations
to shorten the selection process. With the pre-filtering and screening processes, organizations
can cut off the irrelevant candidates and focus quickly on the most appropriate ones.
Furthermore, Internet recruiting also simplifies the data collection and storage processes.
Organizations can store a number of applicants’ resumes and other types of applicants’
information in the databank for future use. This allows organizations to build up a talent pool
of candidates.

The advantages of e-recruiting are not constrained by recruiter organizations. By using
the e-recruiting method, job applicants can conduct a wider job search as well as gain more
information about the company, both at a lower cost. They can access the website and
submit the application form at any time. And they are more likely to find more job openings
from internet recruiting than from traditional recruiting sources and to have a better chance

to get job offers from better-fit companies (Lee, 2011).
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Along with the advantages and opportunities for both recruiters and jobseekers,
internet has been successfully integrated into HR functions. But to make Internet recruiting
an effective tool to attract and acquire new talent, a good strategy is essential. The next

section provides a strategy to develop an effective recruiting website.

5. Developing effective e-recruiting source

A number of studies have acknowledged the following: (1) Internet recruitment websites
affect viewers’ perceptions of organizational attractiveness; (2) there are strong links between
website usability and viewers’ impressions of organizations, in general; and (3) potential
employers’ (Zusman & Landis, 2002; Braddy et al.,, 2003; Braddy et al., 2008, Thompson et al,
2008) design and attributes of corporate career websites are seen as crucial factors for
recruitment success. Therefore, a poorly designed website can lead to a negative perception
of the recruiting organization, and it also discourages job applicants from pursuing job
positions. A study done by Pastore (2000) reported that more than one-fifth of jobseekers
have abandoned job opportunities because of a poorly designed recruiting website.

As the labor market gets more competitive, recruiting can no longer be viewed as
reactive. Utilizing a marketing approach is a key for human resource management. Hence,
job candidates need to be treated in the same way as prospective customers are treated,
wherein they have to be carefully seemented and targeted, attracted to the organizations
and finally sold on the job (Cappelli, 2001). To increase the marketing of jobs, organizations
should know the target market of persons; they have to understand the need and motivation
of jobseekers and the job product knowledge characteristics. Nevertheless, jobseekers are
individuals and job characteristics differ from each other, therefore different approaches to
the different levels of jobs may be essential. For example, when recruiting for the positions
of executives and also managers it might be better to use traditional methods. The same
applies to some very low-skilled positions, both of which probably could not be reached
through Internet sources (Maurer & Liu, 2007). And, personal touch is still necessary in the
recruiting process (Cappelli, 2001).

Other attributes, such as form, content and function of the recruiting website also
play a significant role in attracting job candidates (Cober et al., 2003; Cober et al., 2004).
As mentioned before, these characteristics of the corporate career website are seen by

jobseekers as a signal that hints how the work in that organization is likely to be. And,
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jobseekers may develop positive perceptions, when their expectations of the website are
fulfilled, or in other words, they are satisfied with the usability of the website and they are

capable of using it.
The following demonstrates how the corporate career website should be constructed.

® Form of corporate career website

The construction and aesthetic quality (such as pictures, colors, animation) of the
recruiting corporate career website has been found to affect attraction towards the employer
(Coyle & Thorsten, 2001; Zusman & Landis, 2002). Therefore, a corporate website must not
only be well-constructed but also be well-designed having matching color and pictures,
as these can reflect the organizational philosophy and culture and can also serve to attract

the prospective job applicants.

® Content of corporate career website

Just as consumers try to use product related information in making their purchasing
decisions, job applicants actively acquire a variety of information when making decisions
regarding their job pursuits (Cober et al.,, 2003). The type of content and amount of
information provided in corporate career websites, such as compensation and benefits, culture
and career development, have been found to influence jobseekers’ interest in recruiting
organizations (Barber & Roehling, 1993; Cober et al.,, 2004). Jobseekers may perceive an
absence of information as a cue that an organization is careless or disinterested in recruiting

quality applicants (Barker & King, 1993).

@ Function of a corporate career website

The function of the website, which is defined as the usability and the ability to interact
and navigate a website, can also enhance the attractiveness of e-recruiting (Braddy et al. (2003).
An effective organizational recruiting website should facilitate application, which means,
it must be accessible and be user-friendly as well as make the application process easy
for candidates and also reduce the hiring time. It is important to have a highly structured
recruitment website which allows candidates access to the information they wish to see
and to apply for the desired jobs under the desired category without confusion. Specific
information about the application process and data privacy should be provided, as these
are also major concerns for online-job applicants, and finally, security issues may discourage

jobseekers from submitting application forms via the Internet (Lee, 2011).
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Conclusion

The aim of this article is to review the use of the Internet in the recruiting process. It
has been cited that Internet-based recruitment, or e-recruiting, is one of the most widely used
recruiting sources, as this does not only increase the efficiency in the hiring process but also
e-recruiting can affect the applicant’s perception of organizational attractiveness which has
been proven in a number of research projects.

In the war for talent, speed of hiring and the perceived attractiveness play an important
role in acquiring a qualified workforce. An online application system enables a faster selection
process by using an integrated pre-filtering function and it also helps the organization to reach
a broader range of job candidates domestically or internationally, which increases the
chances of finding prospective talent.

To establish an effective recruiting website, there are some points to consider, in order
to promote a good impression of the organization in general and as an employer. Usability of
the website, form, content and functions of a corporate career website can convey a positive
impression of the organization, which subsequently leads to higher intentions by job seekers
to pursue a job within an organization.

The future of Internet recruiting is vast, despite the research that has been done so
far on the role of Internet for the recruiting purpose. In Thailand, it is still very much in its
infancy. More and more organizations recruit new employees via job boards or from their own
career websites. Further studies on the Thai employees’ perceptions of online job application
and how to increase Internet-recruiting efficiency and organizational attractiveness will be

necessary to enhance the utility of e-recruitment.
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Management Practices

Engagement by chief executive officers (CEOs) is a hallmark of the
Global Compact, and this is reflected in survey results - with
69% of companies reporting that corporate responsibility policies
and strategies are developed at the CEO level - the same figure
reported in 2008. This finding is consistent across all demographics,
including company size and the length of time the company has

participated in the Global Compact.

Increasing engagement by Boards of Directors is an area that
continues to be a priority for the Global Compact. 49% of
companies report Board engagement on corporate responsibility
issues, a slight decrease from 53% in 2008. To help advance this
area, the Global Compact - together with an expert group of
participants and academics - released “Moving Upwards: The
Involvement of Boards of Directors in the Global Compact” in June
2010 outlining how, and in what specific areas, the engagement
of Boards of Directors can act as a crucial reinforcement of the
leadership role of CEOs in advancing implementation of corporate

citizenship in general, and the Global Compact specifically.

Overall, only 36% of companies report having a position for a
corporate responsibility or ethics officer - down slightly from 2008.
Companies with more than 5,000 employees report having such
a position at a much higher rate than smaller companies, however
this figure fell significantly between 2008 and 2009 - from 71% to
58%. The economic downturn is a likely culprit in this sizeable

reduction of corporate responsibility officers in larger companies.
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“Increasing trust in the company” took the top

At what levels are corporate

spot when companies were asked to list the responsibility policies and strate-

top five reasons for engagement in the Global
Compact. The top 5 reasons were consistent CEO
with 2008 results, however trust moved to the
first position from second place last year - not
surprising in the wake of loss of trust and Middle management
confidence in markets and business following

the financial crisis. While still ranking relatively

gies developed and/or evaluated?

Board of directors

Corporate responsibility /
ethics officer

Senior management

Subsidiaries 11%

1 1 ! !

69%

. L
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low, the reason “addressing climate challenges”

80

rose significantly between 2008 and 2009 (from 20% to 27%), suggesting that the intense focus

on climate externally and through Global Compact efforts resonated with participants. “Pressure

from external stakeholders” and “financial market expectations” continue to rank in the lowest

positions.

/

Governments play a key role in promoting corporate responsibility and private sector engagement in
development. The Global Compact enjoys the support of the UN General Assembly and has also been recognized

in a number of other inter-governmental contexts, including by the G8.

In December 2009, in the resolution “Towards Global Partnerships” (A/RES/64/223), the UN General Assembly renewed
our mandate, encouraging “the United Nations Global Compact to continue its activities as an innovative public-private
partnership to advance United Nations values and responsible business practices within the United Nations system and

among the global business community”.

Additionally, the 2009 G8 Leaders Declaration called for “enhanced efforts to avoid wider consequences of the finan-
cial crisis and to promote responsible business practices”, referencing the Global Compact as a key initiative in this

regard.

Governments also provide essential financial support to the Global Compact Office through our trust fund. Over time,
generous supported has been provided by the following Member States of the United Nations: Sweden, Norway,

Switzerland, Denmark, Spain, Germany, UK, Italy, Finland, France, Republic of Korea, Colombia, China and Brazil.

In June 2010, the Global Compact and Bertelsmann Stiftung jointly released the paper “The Role of Governments
in Promoting Corporate Responsibility and Private Sector Engagement in Development”. It provides an overview of
policies around the world relating to corporate responsibility and provides suggestions on policy interventions and
instruments that can foster responsible business practices. The paper is intended for Governments that wish to

develop policies to encourage voluntary business activities.

~
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Supply Chain

Given the scope of supplier relations today
for companies of all sizes, it is essential for
business to extend their commitment to
responsible practices to their value chains.
They must do so not just to protect against
the social and environmental risks and the
governance challenges the supply chain
poses, but also because of the rewards
supply chain sustainability can deliver -
namely advancing corporate responsibility
globally and helping to achieve develop-

ment objectives.

State of Supply Chain Implementation

Ensuring that supply chain partners adhere
to the Global Compact principles is rising
on the agenda of companies of all sizes -
though it remains a challenge to translate

policy into action.

66% of companies indicated in the 2009
annual survey that they consider the issue
- with 12% requiring suppliers to comply with
Global Compact principles in order to be

selected as a partner.

To what extent do you consider adherence*
to the Global Compact principles by supply
chain partners?

35
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**“Adherence”
does not require
participation

in the Global
Compact

% of companies

How does your company assess adherence
by suppliers to Global Compact principles?

Audits by company staff 36%

Self-assessment
questionnaire
Assessed during
regular reviews
Verification of
remediation activities

35%

Audits by third party

What actions does your company take to
assist supply chain partners in improving their
adherence to Global Compact principles?

No actions taken 28%

Setting and
reviewing goals
Training on
specific issues
Review remediation
plans

Refer to third party experts
Provide resources
for improvement projects

Training on
management systems

1 1 ]
0 5 10 15 20 25 30 35 40

Companies reported an increase from 2008 to 2009 in their policies related to suppliers, across

allissue areas: human rights (+7%), labour (+4%), environment (+9%) and anti-corruption (+3%).

In the cases of human rights, labour and anticorruption, the increase represented the only area

of improvement with regard to groups for which policies apply (e.g., employees, subsidiaries,

communities).
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Moving beyond policy is proving quite difficult for companies. Of those that report being
concerned with responsible practices in the supply chain, there is much room for improvement
in actions taken when selecting new partners and in assessing current partners. Approximately
one-third of companies conduct audits by company staff, and equally rely on self-assessment
questionnaires by new and current partners. Less common are audits by third parties and

verification of remediation activities.

While companies are struggling to assess performance of suppliers, they are even more
hard-pressed to assist suppliers in improving adherence to Global Compact principles. In this
regard, 28% of companies report taking “no actions”, and less than 25% are taking key steps,
such as assisting with setting and reviewing goals, reviewing remediation plans, or providing

training on management systems.

A fair number of companies - 17% - still do not even consider supplier adherence to

responsible practices. This number is significantly lower - at 6% - for companies with over.

50,000 employees, a postitive trend given their typically large supply chains. The top reasons
cited by companies for failure to consider supplier adherence to the principles are: lack of
capacity, not a priority, and lack of knowledge on how to integrate principles into procurement

practices.

] Advisory Group and Guidance Materials

SUPPLY CHAIN
SUSTAINABILITY

wwwwwww — To strengthen focus and guidance on supply chain practices, the Global Com-
pact established an advisory group in 2009 comprised of business participants

and stakeholders, with the task of providing input to the initiative’s overall

strategy and work around supply chain sustainability. The advisory group is

chaired by Mr.Mads Ovlisen, a member of the Global Compact Board.

With the support of the advisory group, the Global Compact and BSR jointly developed
strategic guidance materials. Launched in June 2010, “Supply Chain Sustainability: A Practical
Guide for Continuous Improvement” is intended for companies with significant sourcing
activities that are interested in learning how to incorporate sustainability into their supply chain
management strategies and practices. It outlines practical steps companies can take and

presents examples to inspire action.
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As a complement to this new guide, the Global Compact and BSR also have produced an online

self-assessment and learning tool for companies to determine their current level of supply chain

sustainability implementation and to learn how to make progress over time in implementing

a holistic approach.

/

What is Supply Chain

Sustainability?

Supply chain sustainability is the management of environmental, social and economic
impacts, and the encouragement of good governance practices, throughout the lifecycles
of goods and services. The objective of supply chain sustainability is to create, protect
and grow long-term environmental, social and economic value for all stakeholders

involved in bringing products and services to market.

~
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Subsidaries

In 2009 companies maintained efforts to spread their commitment to the Global Compact
throughout their subsidiaries - with little change from 2008. 80% of companies with
subsidiaries report making at least moderate efforts - with 30% requiring subsidiaries to engage
in responsible practices. Only 6% report not taking any action beyond headquarters - down
from 9% in 2008. For the first time, in 2009 companies identified actions taken to spread their
Global Compact commitment at the subsidiary level, which include: establishing a corporate
responsibility position (or similar) in subsidiaries; monitoring subsidiary actions through

reporting to headquarters and conducting awareness-raising sessions for subsidiaries.

Does your company spread its Actions your company takes to
commitment to the Global Compact spread its commitment to the Global
throughout its subsidiaries? Compact throughout subsidiaries
35— Corporate responsibility 47%
30 position in subsidiaries ’
Evaluate subsidiary actions 43%
9 25
c Training and awareness-raising
g 20
IS} Connect Global Compact
“; 15 principles to local issues 38%
® 10 Partnerships at local level 30%
5 Encourage joining Local Network 24%
0 4 Encourage joining 0
Not Required multi-stakeholder consultations ‘ -
considered
| | 1 | J




From Learners to Leaders

Corporate responsibility

performance of participants

1007
80f
60t
40t

20r

35%

Beginner ———p Advanced
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The global issues, challenges and opportunities of the 21°*
century call for a new level of corporate performance which
generates long-term value for both business and society. The
ultimate goal of Global Compact participation is for a company
to fully intergrate human rights, labour, environment and
anti-corruption principles into the organization’s DNA. This
requires a long-term commitment from the highest levels of
a company and willingness to take action over time that

improves performance and deepens engagement.

Given the range of participants in the Global Compact - for example, in terms ofcompany size,

length of time in the initiative, and development level of home-country economies - there is

a large spread in actions taken to advance sustainability issues.

Companies engage in the Global Compact at very different stages of understanding, imple-

mentation and innovation on sustainability issues - a fact proven out by both experience and

our annual survey findings. When asked in the 2009 Implementation Survey to assess their

overall level of corporate responsibility performance, a majority of businesses rated themselves

in the beginner to intermediate range. Only 7% of Global Compact participants consider their

implementation of sustainability issues to be at an advanced level.
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POLICY IMPIEMENTATION BY ISSUE

The Global Compact’s broad participant base - ranging from sustainability learners to leaders
- translates into a wide spread in actions to implement policies related to the ten principles.
The charts below illustrate this spread - bringing to light areas where both beginners and
advanced performers are challenged, such as anti-corruption in the supply chain or human

rights operational guidance. Also it is evident that in many cases a company’s level of

Human Rights Labour
100 - 100
oo ool 7%
[ [
2 eof £ 601
@ @
Q Q
£ £
8 3
5 40 5 40
ES X
20 20
0 > 0 >
1 2 3 4 5 1 2 3 4 5
Beginner Advanced Beginner Advanced
—— Within overall corporate code —— Specific human rights code ——  Non-discrimination —— Child labour
—— Complaint mechanism —— Operational guidance notes —— Equal opportunity —— Forced labour
—— Risk assessments Impact assessments — Form/join trade union

Driving higher levels of performance by companies - whether just starting on the path of
sustainability or at the cutting-edge of practice - is critical. The Global Compact has worked
over the past decade, together with key partners and experts, to develop tools and resources
in all issue areas (see Annex B for a full list of resources). Additionally, a number of issue-
specific platforms - such as Caring for Climate and the CEO Water Mandate - have been launched

for companies seeking to lead the way to new solutions and actions.
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4 )
Civil society organizations are active partners in Global Compact issues areas. They are
members of all Working Groups - in the areas of human rights, labour, environment and
anti-corruption - and also active in special projects, particularly the CEO Water Mandate,

supply chain sustainability and responsible investment in conflict-affected areas.

Additionally, civil society organizations actively participate in most Local Networks around
the world - in many cases collaborating on partnership projects and commenting on
Communications on Progress. Following the Annual Local Networks Forum in Istanbul in
2009, recommendations are being developed on how to increase engagement with civil

society locally and globally.

Moving forward, the Global Compact seeks to strengthen the role of civil society in the
initiative - both in its role to hold companies accountable for their commitments under

the Global Compact and as partners on common causes.

\_ J

performance is linked to its ability to advance policies, for example on environment measure-

ment and tracking systems. Despite the range in performance, overall, the 2009 survey findings

show that companies are implementing key policies on human rights and anti-corruption at

lower rates than labour and environment - which is consistent with 2008 findings.

Environment Anti-Corruption

100 — 100 —
80 — 80—
60 — 60 [~

40 40

% of companies
% of companies

20 — 20—
0 > 0 >
1 2 3 4 5 1 2 3 4 5
Beginner Advanced Beginner Advanced
—— Performance targets & —— Sustainable consumption & ——  Within overall code Pre-approve facilitation
indicators responsible use objectives — Specific anti-corruption policy payments
Company's own codes —— Measurement & tracking —— Zero-tolerance policy —— Suppliers must have policies
—— Cleaner & safer systems — Management systems —— Limit value of gifts

production objectives “Triple bottom line"
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Building on ten years of experience, in June 2010 the Global Compact released two new
resources designed to drive sustainability management and performance - one targeted for
“learners”, the other for more experienced companies. The “UN Global Compact Management
Model”, developed in collaboration with Deloitte, is especially useful for new participants
seeking to align practices with the ten principles. For more advanced participants, the
“Blueprint for Corporate Sustainability Leadership” assists in both broadening and deepening

sustainability implementation - with criteria for leadership-level practices identified.

Management Model

The “UN Global Compact Management Model” guides companies through the process
of formally committing to, assessing, defining, implementing, measuring, and communicating
a corporate sustainability strategy based on the Global Compact and its principles. It is a
simple, yet broad and flexible, model to guide companies of all sizes through the process
of organizational change to embrace corporate sustainability. Produced in collaboration
with Deloitte and a range of corporate sustainability and management experts, the model
is particularly helpful for those just entering the sustainability realm, but also offers guidance

on Leadership Practices for more experienced companies.

COMMIT
Leadership commitment to mainstream the Global Compact
principles into strategies@nd operations and to take action
in support of broader UN goals, in a transparent way ASSESS

Assess risks,
opportunities, and
impacts across
Global Compact
issue areas

DEFINE

Define

goals, strategies,
and policies

MEASURE

Measure and monitor

impacts and progress
toward goals IMPLEM ENT
Implement strategies and
policies through the company
and across the company’s
value chain




Defining Leadership
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The “Blueprint for Corporate Sustainability Leadership” is designed to inspire advanced

performers to reach the next level of Global Compact sustainability performance. The Blueprint

identifies leadership practice in the following areas:

e Maximizing implementation of the ten principles, as well as fully leveraging the Global

Compact’s special platforms - for example, linked to climate and water;

e Producing a “Leadership” Communication on Progress that demonstrates adoption and

performance; and

e Aligning with and building greater linkages to the UN system in order to advance broader

societal goals and issues, including the Millennium Development Goals.

By outlining leadership criteria, the Blueprint will assist third-party stakeholders - including

investors, educators, civil society groups and Governments - in gauging the advanced

performance of companies.

Implementing the
Ten Principles into
Strategies and Operations

1. Full Coverage and
Integration Across Principles

2. Management Policies

and Procedures and Philanthropy

3. Mainstreaming into
Corporate Functions and
Business Units

4. Value Chain

Implementati
Engaging with

the UN Global Compact

1. Local Networks and Subsidiary Engagement
2. Global and Local Working Groups
3. Issue-Based and Sector Initiatives

4. Promotion and Support of
the UN Global Compact

Taking Action
in Support of Broader
UN Goals and Issues

1. Core Business Contributions
to UN Goals and Issues

2. Strategic Social Investments
3. Advocacy and Public
Policy Engagement

4. Partnerships and
Collective Action
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Cities have the potential to make enormous strides in
creating sustainable societies - where economic, social,
political and environmental issues are integrated and
advanced. Recently, we have scaled up efforts - through our
Global Compact Cities Programme - to advance urban
engagement in the initiative and provide support to city

leaders in demonstrating this commitment.

The Global Compact Cities Programme, launched in 2003,
is dedicated to helping cities translate the ten principles
into day-to-day urban governance and management.
It focuses on collaboration between all levels of
Government, business and civil society to find solutions
to complex urban challenges. As of April 2010, the Cities
Programme provides three levels of engagement: signatory,
reporting and innovating. Each successive level involves a
progression in terms of the commitment by the city, as well

as the advice and tools provided.

Additionally, “Sustainable Cities: Volume 1” has been
released, providing the first comprehensive review of the
Cities Programme and its member cities. Administered
by an International Secretariat based at the Global Cities
Institute at RMIT University in Melbourne, Australia, the
Global Compact Cities Programme provides expertise

and guidance to approximately 40 cities around the world.

/




Matters Raised by
Issue Area
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Note: Matters that are raised will

often encompass multiple issue areas.
Further, issue areas often overlap in
subtle ways; some subjectivity by the
Global Compact Office, therefore, must
be taken into account

Global Compact
Inter-Agency
Team

Seven UN agencies that are
closely associated with the
Global Compact's Ten
Principles comprise the
Inter-Agency Team:

OHCHR Office of the
UN High Commissioner for
Human Rights

ILO International Labour
Organization

UNEP United Nations
Environment Programme

UNODC United Nations
Office on Drugs and Crime
UNDP United Nations
Development Programme
UNIDO United Nations
Industrial Development
Organization

UNIFEM United Nations

Development Fund for
Women
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Governance

The Global Compact governance framework is designed to foster
greater involvement in, and ownership of, the initiative by
business participants and other key stakeholders. Governance
of the initiative is shared by seven entities which collectively
represent all stakeholder groups: Global Compact Leaders
Summit; Local Networks; Annual Local Networks Forum; Global
Compact Board; Global Compact Office; Inter-Agency Team

and Government Donor Group.

Integrity Measures

The Global Compact Integrity Measures are comprised of the
Communication on Progress (COP) policy, logo policy and dialogue
facilitation process. Implementation of these measures is

overseen by the Global Compact Board.

Dialogue Facilitation

In 2009, the Global Compact Board adopted a set of Frequently
Asked Questions (FAQ) to help clarify the purpose and
functioning of the dialogue facilitation procedure. The FAQ
reiterates Global Compact’s nature as a learning platform

and not as a system of sanctions, nor an adjudicatory body.
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In 2009, 17 separate matters alleging abuses of the ten principles by business entities were

raised with the Global Compact Office:

e 2 were handled under the Integrity Measures dialogue facilitation mechanism;

e 6 did not fall within the “systematic or egregious” definition of abuse and as such were not
appropriate for formal dialogue facilitation:

e 4 matters were not further pursued by the raising party;

® 3 matters related to companies that were not participants of the Global Compact; and

® 2 matters were raised by concerned individuals who were not stakeholders and thus, formal

dialogue facilitation would not have been appropriate.

Global Compact Logo Policy

%A Co, Global Compact participants are encouraged to use the “We Support
N @

§ ‘E‘%\'E the Global Compact” logo as a way to further show commitment and raise

\“A !21! awareness of the initiative, for example on corporate websites. Organizations

WE SUPPORT must request permission from the Global Compact Office - and submit a
sample of desired usage - before each use of the logo. In 2009, 1,155 logo

requests were received.

" )
Global Compact Brand and Visibility
Unique visitors to the Global Compact Global Compact mentions in
website (per year) media and press releases (per year)
500,000 - 3500
3000 |-
400,000 -
2500 [
300,000 - 2000 -
200,000 |- 1500 [
1000 [
100,000 |- 500
0
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