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Abstract

This academic article aims to synthesize and propose a “Business Canvas Model for
Private Museums in Thailand,” integrating three key theoretical frameworks: (1) the Business
Model Canvas (BMC) by Osterwalder and Pigneur (2010) as a systematic tool for value creation
analysis; (2) the Triple Bottom Line (TBL) concept by Elkington (1994), emphasizing the balance
among People, Planet, and Profit; and (3) Integrated Marketing Communication (IMC), which
highlights strategic communication, audience engagement, and brand development for
cultural organizations. The conceptual synthesis reveals that the sustainability of modern
museums depends not merely on exhibitions but on effectively managing cultural values to
generate balanced social and economic outcomes. Private museums in Thailand should adopt
a Self-Sustaining Model that integrates BMC, TBL, and IMC principles to generate revenue while
preserving and promoting cultural heritage. The policy recommendations suggest that the
government should support private museums as part of the national Soft Power Strategy
through financial incentives, training, and tax benefits. Museum managers should employ BMC
and TBL for strategic planning and IMC for creative communication to expand audience
engagement. Ultimately, the article proposes an Integrated Business Model that positions Thai
private museums as Cultural Entrepreneurial Organizations, capable of achieving harmony
between cultural mission and economic sustainability.
Keywords: Business Model Canvas, Private Museums, Cultural Sustainability, Integrated

Marketing Communication, Creative Policy
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Weuiudnenwlunisdans a¥useld wagiamnesdnrmdlin Inglinssnuseiusisasisas
4. Waun “szuuteyaRt W sAmaiusiag1@ (National Museum Data Hub)” §nis
grudeyanarsvesfiisdueilneidl oldlunisisunugnsmans n15idoidaulouie uaznis
Usgmdusiuslusgivunnid sadadugiudoyadna (Open Data) fianuisathlusesenlusy
Anwwazanavnssuasnaassa
YatauaideufuRdmTuduivnsniisiaen
1. [lana BMC i3 asiielunisananagnsesdns fuimsaasin Business Model
Canvas 11Uszgnaldlunisesnuuuiaryseiiiunszuiumsaiiivauvesiiiisiue lngiangludiuy
84 “Value Proposition” Wag “Revenue Streams” Iiloadisannudaduniansfumugiuiusia
Nadany
2. Wannvaaneneldl (Revenue Diversification) fifissiausilonvuaisifiuguiuunis
asumeldnianssuiisonadofuuiumemy Wy madaduiligufiofanssumsialy n1sdn
Workshop Me3musssy Nsnandudiavansvesifisdue nsadisszuvaudnged (Museum
Membership) tioassgrugativayuszozen
3. y301N15UUAA Triple Bottom Line Tun1susnissny fifissmsiaasdrdadeis
“People-Planet-Profit” lunndumew 1y msdranuauluyuwy (People), msldndinuazenuas
YaoFlaAaluiivngsans (Planet), wagmynsszuudyTifionruilusdalunisuims (Profit
4. s¥euusuduaznnsdeansi@enagns (Strategic IMC) 1 U5 115259 MU “ Museum
Branding Strategy” Ffunisiandes (Storytelling) LLazﬁszaumiair%’ﬁum (Visitor Experience) t1u
doooulat iuled wazAanssusmdvyusy WeaienmdnvaififisAusiliduundsSouismar
waztdufinsiudsny
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1. NAILAANEAT “NITUSHITIANTISNNSAUNLAZTINAINUSTIY (Museum & Cultural

Y 9
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2. InAeAUGAITENNSAUIMIIN (Museum Research & Innovation Center) oty

ANUTINTDTENINNTNIYINT Suniny wazdusmsinssueiluniswmuiasdausing 1wy n1s

¢ aa v

Ipnsiiisingienfvvia (Digital Curation), N1seeniuuUsEaUNIalwd (User Experience Design)

)

waznsUseiluyarmedinuvesiiiissiae (Social Impact Evaluation)
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3. dadtun1saiuaIeYieIdesendnssema aontunisAnwasnandulviiisdousing
W1579ULASINTSIFYAUBIANTANIUTENA LU UNESCO, ICOM wag ASEM LﬁaLLamU?{aummiLLas
wUfTAT AR (Best Practices) funsuImsfinssioei
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2. dusFunisidiusiuvasyuvulugiuedsauaineandn (Co-Creators) NNsAnIAT

A a

Daduiliguruiivnuimlunsesnuuuiinssanisviefanssumeinusssy eadsaruddndy
11983993 (Sense of Ownership) FaaztaglifisAasinaredugudnatmeinusssuvesvis iy
GIRNISIEPR
datauauuzdmiunsianluauian

1. MU lunaRINannsAus (Digital Museum Model) fiisdausinaslainalulad
Advia Wi Virtual Reality (VR) kag Augmented Reality (AR) Lﬁasumaﬂ’m%"ﬁw}uu wazasesele
PNMITATNTIANSIETOUIT

2. n15a31958uuUsEiiunalBen A (Value-Based Evaluation) A75WRIUITEUY
UstiliunaRfisAusidnddoiedfinedong wsugia warTansssy wu myiananszmuseyusu ms
WAILLE1IYU MTONTAT AR LATEEAUTITMUTTIH

3. msﬁauimﬁﬁﬁﬁm%ﬁuLﬁi‘ﬂgﬁﬁ]ﬁaﬂﬁ'u (Local Economic Integration) Wils g4l
aaduguinandlunistuiedeugsfaviosdu wu nevedudiiudies nsdaadunisies ey
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