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What is “Economics of Museum”?
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1. A museum can be looked at as an economic unit. A firm provides certain
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What is “Economics of Museum”?

2. Applying an economic way of thinking to museum involves assuming that

iIndividuals pursue their utility within the constraints imposed by institutions and

the environment, especially where resources are scarce.
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Economics of Museum: Topics
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1. qﬂaﬂﬁu‘%ﬂ’ﬁﬁ’mﬁﬁﬁﬁmsﬁ(Demand for Museum Services)
- Private Demand aUsdfi@auuAAA
- Social Demand aUaIfiUaIFIAN
2. admunsuIMInTuAsAMH (Supply of Museum Services)
- @Tunumﬁu‘%miﬁﬁﬁﬁ’msﬁ (Cost Structure)
- ﬂaawﬂﬁﬁwa@iaé’unmaaﬁﬁﬁﬁwﬁ (Cost Function)
WEADWH (Firm Structure)
ﬁﬁﬁmeﬁ(Museum Behavior)
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1. Demand for Museum Services
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1. aUdIAUINIIATUNNS AN (Demand for Museum Services)
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- Private Demand qﬂaaﬁmuqﬂﬂa

- Social Demand qﬂaaﬁmaaﬁ%ﬂu



1. Demand for Museum Services
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1. Private Demand for

Museum Services: Determinants
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1. Private Demand for

Museum Services: Determinants
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The inelasticity of demand suggests that museum could generate
significant increase in revenue through increasing admission fee. mmw
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1. Private Demand for

Museum Services: Determinants

il.  Opportunity Cost of Time (m%ﬂummﬂ amamaamm%m
CHERT))
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1. Private Demand for

Museum Services: Determinants
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1. Private Demand for

Museum Services: Determinants
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Quality of Collection Matters
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Quality of Collection Matters




2. Social Demand for Museum Services

Museums have effects on society which go beyond the experiences of

the actual museum visitors.
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. NANIenuUN8wan (Externalities)

i. NANIZNUADAAA (Effects on markets)
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i. External Effects: wansznumeauen

(Non-use benefits)

Museums creates social value for which they are not compensated in
monetary terms. WNSAMAEIIEIIAAUAINIIFIANN e Tndsziiiuandu
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Non-Use Value u1id11%
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ects: wansznumeauon

Non-use benefits

Non-Use Value (718)
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(Benefits and Costs Measurement of Non-Use Value)

1. Conducting representative surveys of both visitors and non-
visitors to a museum ﬂ’]imi’mLﬂ‘.U"]JanamNLm’lelmeJ
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2. Approach of revealed behavior of individuals ﬂ’]‘sa’ﬁ’aﬁ]"uaua‘}’ll,flﬂl,ml
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ii. Effects on Markets: wansznusenain

(Non-use benefits)

Museums creates monetary value for other economic actors by creating

additional jobs and commercial revenue, particularly in the tourist and restaurant

iIndustries.
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2. qﬂmumsu‘%msﬁmﬁﬁﬁﬁm

(Supply of Museum Services)

i.  Cost Structure (é’unumsﬁmiﬁﬁﬁﬁmﬁ)
i.  Cost Function (Ja3tNANadadUNUANTLINIRNSAUH)

ii.  Firm Structure (}ATIR31929ANTNNTA )
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i. Cost Structure (AUNUNITUINITWWINUN )

Museums have cost structures that differ from those of other firms in

the service industry in at least 4 respects. Iﬂﬁdﬁ%”mﬁunumﬁuﬁ‘mi
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2 Marginal costs are closed to zero. @u‘nummwmm’ﬂﬂaﬂuﬂ A Thb
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i. Cost Structure (AUNUNITUINITWWINUN )

3. Dynamic Costs

- Problem of productivity lag that constitutes to produce financial
problems. Jeymienunianinlunsaininyldvesnnsaus uazdniang
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4. High Opportunity Costs wwmmmmmaumaw%’wﬂﬁumwam
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ii. Cost Function (Uaanaicasanununicnom)
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