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Abstract

This qualitative research aimed to 1) To study the current situation of museums in
Thailand 2) To find the business model of museums to present the business canvas of museums.
The study employed the grounded theory approach through in-depth interviews with eight key
informants, including private museum directors, curators, and scholars in museum studies and
creative economy. Findings revealed that most private museums in Thailand face financial
instability, lack of sustainable business models, and limited strategic management capacity,

resulting in the closure of several museums, especially after the COVID-19 pandemic.



11381INNFATNITLENIN IR 09 15 Uil 3-4 (N9NYIAN - FUIAN 2568)

The analysis led to the development of a Self-Sustaining Business Model integrating
Osterwalder and Pigneur’s (2010) Business Model Canvas with Elkington’s (1997) Triple Bottom
Line framework to balance social, environmental, and economic values. The model identifies
four major revenue streams—ticket sales, museum shops, commercial spaces, and income-
generating activities (workshops or cultural collaborations)—supported by the application of
Integrated Marketing Communication (IMC) strategies to enhance audience engagement and
long-term community participation. Policy recommendations include establishing a National
Private Museum Fund (Matching Fund), incorporating Museum Management and Cultural
Creative Business courses in higher education, and promoting cross-sector collaboration among
government, private, and academic institutions to strengthen Thai private museums as

sustainable drivers of the creative economy and national soft power.
Keywords: Museum, business model, non-profit, museum situation
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Customer Segment |[.813%u UnAnw Unvieadien faulafauzuasinusssy

Customer NNsaseYLYUALBeNY (Community Engagement) ’ufanssulaslodien
Relationship dife

& s A o ¢ o _a | a a
Channels Aules, dedsruesulal, Wustinsnsvieaiien, 1sasou

TRTLUWH, STUANANSAUI, NISKINUN, NISIANINTTUBALANTIINHNER
Revenue Streams

AUAIMITIAIUSITY
Key Resources AoaLANTUIRgIALans, yransdnmsing, in3etieiusiing
Key Activities IAUNTIFANNT, W’wmﬁam, Snovsw/isadou, deansnmsnann
Key Partners ey, 1nIne1ds, Lenw, Yuuviesdu
Cost Structure AlgINayAaINs, A1UI3I5NY), AMUTEIAURUS, Avmumalulagadva
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a (Y (4

LmumwaeﬁﬂsznavqsnaﬁﬁﬁnmsmLan?ju‘lma (Thai Private Museum Business Canvas Model)

VALUE PROPOSITION
fifisfauanduundadons ussdumala uasiufiaduassdiiasfiousndnualfiasin
CUSTOMER SEGMENTS CHANNELS CUSTOMER RELATIONSHIPS
w1y thinw dnvieadiey | uled dedsnueeulat aagrudBonvusy
denlafauzuaziausssn | usiinsmsvieadlen Tsadou | Aanssuuaslei@uaiiife
KEY RESOURCES KEY ACTIVITIES KEY PARTNERS
roaLdnduinginuans Safinssans Waunidom n1ASF WNINYNY LN
yransfumsing iedetne | daeusu/isndeu deans guBUYD Y
Wslns NIAAA
REVENUE STREAMS COST STRUCTURE
st Srudiidisdoust mawniiud Aanssuadeselday Alddngymans M
N133UNANFUAIMIITAIUTTIY Un393n1 AUseduius
A nAlulagadva

muews: wnunniiunuuiassesdUsznougsfafiwaunlagdeainiuifn Business Model
Canvas 984 Osterwalder & Pigneur (2010) wazdeyaidsdnangidervgluifissusi
wonvulve lngagviouanndeulossninsnuamsdinunaziassgialuuiunasugia
asvassAvesUseinalne.

dyuna

nan15IveansliliuIInsaluwesiiisdusiensulneluswiandndudeseanseduain
mMsftanInsuIanauazsuatuayu lugnsumsuuuitaonnuies Taglduuddn Business Model
Canvas $2uffU Triple Bottom Line 1 9@319A210@310a 5813190 AN IALUATHANDULNUNNS
wiswsha etnsUszendldnaluladuaznagns IMC asduiladdnluniswamnifisSasiingld
Aulnegnadsduluuiunasugioadeassd

aAUsena

mMyideiFes “sUnuvssdUsznougsAaifissusienvululsemelne” f9asjamneiiefin
anunsaitagiuvesiifisfamionvulve waviannguuuulieagsiafimnzauiuuiundsesinelu
gALATYENAES19ETIA NaNIIANYI9INNITEUN WAl TIENUATNITIAT 18T Vg ufavviouliiiiy
wualtidde ¢ Usvans il

1. 4l uanuIUANS A 9N v ANNUTIZUIININITRULAEATTIANIT KANITIFY
Flduinfifisfuslonvululsemalneduwilivanduiuasedwaiies Insamgndanisuns
szuiaveslsalain-19 fedenansznuseselfuasdnnugidrvaesiegunss AfisFusidnoumnges
Tadaatans1imionnns iesainlianunsnsunmszanldineduyaainsuagnisvisednuld
anun1snit aenadestun1sfinuuns Olav Velthuis waz Marton Gera (2024) fiseyinfifis sl
onvuilanwdgdayadeadaiu fe ﬁqwﬁfiaﬁgﬁwLﬁmLLaxéu’]mﬂ'riaﬁUﬁuum&ﬂ’ﬁL‘q’umﬂ%’g
danaliiAnauussunsluddaseadeesdng vasfiafssadionsulvediulng Seindunulu
dnwauy “esAnsdasy” Tuldedrdnsuyrainsuazuiamadenlesiuindeneiusinsmagsia
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(%
LYY [

oy msansuuRiisAaeiadilddiedymidsudsrananrindy widadunan n1sva
Tuinagsafidedu way mslifinalnuimsdnnisiinevaussdensiasuuasesuilnagalvs 7
WuUszaun1salinnNIINIsInLaningLilesag1aLmen

2. sUNUUgIAIMUUTIALIS Msoonwisnudaiu namidenuinlunaiivnzauiian
dmiuiiisAnsienvulnefe “sULuugsAauUURmAULes” (Self-Sustaining Model) %mﬁqagjuu
LNAMUeN Social Enterprise AinauHaUsEINsiusAansdsnuuaznalnnisgsia

WUANN9T doARd DI UNTaULUIAA Triple Bottom Line (People—Profit-Planet) 1
Elkington (1997) Fuiauslviesdnsimunetuaunatiasnu “au” (People) “Auinden” (Planet) uay
“HAPDUIMUMNATYERY” (Profit) mMatuwaAnduldluuiuniifisfusitasliaunsaadunmands
Hsnuuaziasughaldndoutu wu madatuiligueuidiuiamatisinisens msldfanoysng
danndeslunisdauans msaiunelinnianssudsaisassduasdeinusssm

suwuuiaenadastunsdifinuuesiifisAusiszaulan 1wy Louvre Museum (H¥aua) wag
Te Papa Museum (13uaus) ﬁaﬂmiaﬁﬁﬂagﬂﬁé’wizwiwﬁwmasu'aqmq T3S EuA
AvAS MsTumdneouudtumAENTY warnsdadnssanmayuisuludonded

Tuuiunlne mablusetuiulfastsannisfivnsulssnuainmasy uaraioussgdla
Tumsiaun “gsRvtamsssy” fanansaduirdeunuiesldodsoiiles

3. MIysANMISAsasnImann AisAnsienvulnediulnajimnanagndiunisdoasd
AU dawalinisasianssus (Awareness) wazninanual (Image) soansisaudsegluseiudnmia
NaMTISe TN AfsAeiTithuuAn IMC 3nld Wy nmsiadesrihudsesulatl (Storytelling) msldde
daueeulatiednausyuu warmsiuileduniegseviedemary szanmnsadiudwugidvauas
venpgufatvayuldesiediszansaw uuAnilaenndasiu Duncan (2010) uay Kotler & Keller
(2016) figdU1ein MamaATsysanMsTIElfnsaeansanA1vesesdns (Value Proposition) FmLau
wardiondnuaininiu Tnsiawglugaddvaifuilnalviauddyiu “Ussaunisal” wnndins
USINATBYALUUNIGAYY

Tuvdunfifissastonsulne uumsiannsoiluldldes wu nsadounaiosuesulad
Yosifisfus NMsHAnADUMLALAE0IIIVRsARALEN T Wazn159mTToRy Influencer MsAaUzIaz
msvieailen fanuadlazdeliffisfusinaredu “wusudmetausssn Adenloafudunldesn
i

4. MafdmnveuvuLaziATegRaviosiiu: AfisAumigurLvuLitewIAn SnuilsUseiiu
ddildanmeidede Anssusiensuivszaunnuduatindelemaligururosdudunid
520lUNIFUTMTIANITUAZETININTINAN 9 LTU 11397 Workshop, nsilauenasufalzussny
Tuitufl, uaznsTananaTausssy (Cultural Market) stheldifs Sasinaedy “Huiaisisnzids
5ouf” (Learning Commons) Aineulandiasugiaaisassaluseiuyuyy

wldufananaenadesiuuuifnues Stephen Weil (2020) AuesinfifisAnsigalmsidos
.Ju “Social Institution” w3ean1un1sdanufiairsnmansan (Shared Value) 5ewi1989AnTAY
Uszorwy tnefiunumiduniinisiiuingdanans widunalndaasuanuiduud wesguaunas
Sndnualiiesdu
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Sy AfssurionsulneTensiaulugsuuuy “Afisfasifoguau” (Community-based
Museum) filafuiidiusunisiFeus nsadsassd wagnsidiusuvenssrvu Ssagtnsensed
s Asinunaseyintg indesdletuindounsugiaiamsssuetnaddy

d5unnsiunsanusie

Ingasy nan151deuazeiunenaluafsiazioudn “n1saunluinassAUsEnaugsna
fifis fusienaulng” msdauuifa msumadeaiassduasdadu Aysannsanuunundn Tiun
anusuamensiuaslassaiagsiaifienmuedld msafrnuAmsdinuuas gty
fiusiaTussan waznisliinaluladuasmsnaiaideysannisiitevesgiuguauasdatuayy

NIEULIARTAEARZBITULLAMINIS AN “\AiTugnaaseassAlng” (Creative Economy)
Asguradaaialviifisiasiudrunisvenaln Soft Power wiswd uazanmnsaiduusstuindou

wsegnatausssuluszauUszmaliog 9Lz

darauaug

darauauuziBauleuny

1) Masy sdads “neswuatuayuiifisfaurienvuuisend” ludnuae Matching Fund
sEysssuasnmeny Leduasuliifisfusianansafimungsiadeainsassdegiedsdu Tnenau
fanameaslinsatuayuisnusuUszana mslimuinemagsia waznismaindansssy

2) MHENUUlEUIEA UL IAIUSTTULALLATYAIETNATIALYUY NTENTITAIUSTIY wazdn
duafuATugiaaineassd (CEA) msfvuaulouisdaady “Aisiasienvuduinnsm”
aayarfisaAswgiannyumatamsssy Taeldundn Soft Power Wunseunsamn

LRIGIRIRIEGRIR

1) pafidisiueienyy  AsHawT “Auinlulunagsna (Business Canvas)” Ua9nutadly
aonadosfuiiusAamadany Wemmeiausssy uasuiuniiud Weadaendnualvosiifisf o
Fovau neludRvesnisiauans nsnann waznsaseelduuuiionaues Tnaaslinnud @i
nseRNWUUUsEAUN1SAlYY (Visitor Experience Design) warnsianIsnsnennsegied iy

2) @n1Uun1sAny) MITUTIVINIVTOMENGATANY “N15IANTANSI A Loy “§Inaaieassd
fausssn” Tusedugaufinu Wewwuyamnsulmifdausseudu feduiamusss n1suims
Jnns wagmsmaneasitln Jeatieiaudnenmuenamsiifisdusiinelusyezen

3) mAenu AslFuuInanuswilenuy “nasg-tenyu” WeatuayuAanssuves
sl 1wy nssawdainssans mslimuativauuanssumedaly wiensldauiffsfoe o
anundnRanssuesdns ielviiisAusiiseldmyuisunasverogudva

4) JUsMsiisiuel aasiuwifn uag Storytelling Strategy mﬂszqﬂﬂﬁﬂumsﬁ'amiﬁu
dus Ineifunsainaiessn fagvieusnanualvosfifisinsiuayidoulostudsraunisalvosdidne
iieai1emnuanduarALgnRUsE Iz USROG AU

Horausuuziian1siaulusunan

1) Mmadenlsaeioineifisiudt msaueietneserinfifisfusionsuiuifisiriaiads
uNIMedy wagmhonuiiesiu ilewanideussdmnuy wielulad wazgugousuiu
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2) nsuunalulagAdnauldlunisusuisinssugiaisiinalulad AR, VR waysguu
gudeyasoulatinltlumsdauansuazuimsians elfindszansammsithdangudmsnelsl
Tnglamznguienvumastinves i

3) MswauuwImeUsediunnud Suvesiifisfusienvuasiinisaing “fdinanudidu
vosifissasienvulve” WoldRnau Ussifiuna wasimuiegrsadoslusysuuloune
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