
Introduction 
 

This study investigates the relationship between the value of the painting and its characteristics 

with the artist attributes. We focus on some specific artists from 19th and 20th centuries who 

have played significant roles with their styles and objects in art literature. The theoretical model 

is modified from Rosen (1974) to art auctions by using reservation price. We use a hedonic 

pricing model with data that includes auctioned paintings of 15 artists.  

 

The hypothesis involves whether buyers care about the artists’ style such as cubism, surrealism 

and artist’s object such as clock, ballerina or they just care about the name of the artist. Do the 

bidders want to have any Picasso’s painting or a Picasso’s cubist painting? Do they want to 

have any Degas’s painting or Degas’s ballerina/dancer painting?   
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Dali Picasso Cassatt Miro Klimt Magritte 

Modern Art = I could do that + Yes, but you didn’t 

By Miro, Sold for $2,5 million in 2008 at 

Christie’s in London Miro’s exhibition, Barcelona 

*** significant at the 0.01 level , ** significant at the 0.05 level,  *significant at the 0.1 level 
Adj R2   = 0.6 4, N=1012 
Note: 1) Only the main findings are shown in the table. 2) Watercolor is the base for the medium. 3) London is 
the base for the city of the auction. 

ÅDali is the most famous representative of Surrealist movement. The 

result shows that style for Dali’s painting has a positive effect of on price. 

ÅKlimt is famous with erotic paintings. Eroticism decreases the price of 

Klimt’s painting. The social moral effect might be the reason of this 

result. Therefore, people might not want them on their wall. 

ÅDegas is especially identified with the subject of the 

dance/ballerinas. Presence of ballerina has a positive 

significant effect on price for Degas’ paintings. 

 

 

 

       Hedonic Pricing Model 

We run OLS with a hedonic regression. Hedonic price function reveals information about the 

structure of the preferences of the consumers and shows the relationship between a product’s price 

and its characteristics.  

We estimate the following equation: 

 

 

Where Prt is the price of the painting r sold at time t, zir the ith characteristics of the painting r .i 

does not necessarily depend on  the year in which the painting is sold. wrt is a dummy variable 

taking the value of 1 if the painting is sold in year t and 0 otherwise. 
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The Model 
 

       The Consumption Decision for Paintings 

The model developed for this research focuses on a hedonic hypothesis which is that each good 

is differentiated by the set of all its characteristics,                         . The budget constraint is 

represented as                                 where  m is income and      is buyer’s premium (fee) which is 

added to the winning bid and is part of the total purchase price and hence part of the budget 

constraint. The buyer will reach utility  U (uniform utility level) , under the condition of 

                                                    where                          is the reservation price a bidder is willing 

to pay for values of the set of all characteristics of painting, zi .Specific utility function can be 

defined with z1 and z2 for object and style, respectively. 

 

The buyer's bid price function is derived by maximizing utility.  

ÅThe buyer is willing to pay more for the painting which includes artist’s object and style. If U1 > 

U2 then B1>B2 . Therefore, the buyer is willing to pay more for object than style.  

ÅThe reservation demand price is increasing in income but at a decreasing rate with the buyer 

premium. 

Å Finally, maximum utility, reservation price should equal to p(z).  

 
 

*** significant at the 0.01 level , ** significant at the 0.05 level,  *significant at the 0.1 
level,  
Adj R2   = 0.6  , N=1012 
Note: Only the main findings are shown in the table. 

 

ÅIf the painting was given as a gift to its first owner or exchanged with another 

artist, this has a negative effect on the price of the painting (27% lower than 

otherwise). 

 

ÅThe number of auctions has a negative effect on price.  

 

ÅThe effect of object is greater than the effect of style on the price and they are 

both positive. (F-test is significant at the 0.05 confidence level)   

 

*** significant at the 0.01 level , ** significant at the 0.05 level,  *significant at the 0.1 level 

Note:  1)Only the main findings are shown in the table. 2) For this model, these 8 artists were selected regarding of the data availability in 
terms of number of observations and relatively most famous ones.  

                            Object 
     Style 

0 1 

0 0 0.7719  

1 0.3654  0.8535  

Style=0 

Object=1 (portrait of 

Olga) 

Style=1 (cubism) 

Object=0 

Style=1 (cubism) 

Object=1 (portrait of Dora 

Maar) 

ÅIf the painting has the artist style but not the artist’s object, then the price of the 

painting increases by 37%. 

ÅIf the painting has the artist object but not the artist’s style, then the price of the 

painting increases by 77%. 

ÅWith a negative influence of 0.28, having artist’s primary object and style together 

has less influence on the resulting price. If the painting has the artist object and 

style, then the price of the painting increases by 85%. 

 

ÅExample:  

 

      Picasso 

 

 

From the table 3; Effect of object and style 

Conclusion       
 

Our research represent s the importance of having a primary style and object for price. 

ÅPrimary style paintings of an artist are more expensive. Also, presence of primary 

object of an artist increases the price of the painting. 

ÅThe buyer is willing to pay more for object than style.  

ÅOn the other hand, having object and style together has positive effect on the price 

but this effect is not much more than having only an object.  

ÅIf the painting was a gift to the first owner, this affects the price in a negative way. 

Negative effect shows that buyers think if the artist was willing to give the painting as 

a gift, then that painting may not be as precious as the paintings which were sold to its 

first owner. 

ÅThe more the painting has been sold at auctions until its last auction , the less the 

price was sold for. This might be the reason of attainability. 
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This figure shows the artists in our sample with their auction prices and rank trends which is number of Google 
hits. We see that the trends of popularity and the price move in the same direction.  

"I have come to the conclusion that all my eccentricities, analyzed a 

posteriori, constitute the most sacred part of my personality. Nobody 

before me had the idea of painting a soft watch." -Salvador Dali 

Salvador Dali 

Edgar Degas 

Selected Results 
 

1) The model for 8 artists- Table 1 

Klimt 

ln(Auction 
Price) Picasso Dali Magritte Klimt Matisse Kooning Chagall Degas 

Style 0.2049 .8140*** -0.1979 1.3852*** .4972** .9010** .7323*** 0.4610 

Object .3918* 0.2317 
 

1.2381*** -1.258*** 0.2335 .8233*** .4813*** .6270** 

2) The model with Google hits (Popularity Effect)- Table 2 

 

The information on the number of Google hits per search word is used as an approximate measure of 

the popularity of each artist. For this model, to avoid the multicollinearity, we discard the artist 

variable. Popularity of an artist is important for the resulting price at auction market for famous 

artists. This conjecture is confirmed with a factor of 0.28 which means that 1% increase in popularity 

(Google hits) results in a price increase of 28%.  

 Y= ln(Auction Price ) Coefficient Standard  Error 
Painting 

Style .4970***  0.1330 
Object .8263***  0.1398 

Object & Style -.3674** 0.1640 

Popularity (log Google hits) .2803***  0.0423 
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Adjusted Price Rank(12/2/2011) Linear (Adjusted Price) Linear (Rank(12/2/2011)) 

Cassatt 

Price Google hits 

Data  
Artist: 15 artists: Picasso, Dali, Munch, Klimt, Degas, Matisse, 

Cassatta, Miro, Kooning, Picebia, Chagall, Wassily, Hassam, 

Marc, and Magritte- dummy variables for each artist, age 

variable 

Paintings: 1103 paintings and 26 variables; medium, number of 

previous owners, size, executed date, signature, exhibition, gift 

to first owner, estate of the artist, style and object. 

Auction houses: Christie’s and Sotheby’s, city of sale; Paris, 

London, New York 

Time period: Sale year between 1998 and 2011. 

 

 ln(Auction Price) Coefficient Standard  Error 
Painting 

Oil 1.0438*** 0.1387 
Pencil -.4801***  0.1618 

Other type of medium .5245***  0.1505 
Style .3655** 0.1453 

Object .7719*** 0.1501 
Object & Style -.2838* 0.1699 
tŀƛƴƎǘƛƴƎΩǎ age 0.0053 0.0057 

(tŀƛƴƎǘƛƴƎΩǎ age)2 -0.0000 0.0000 
Number of Owners .0913***  0.0209 

Dimension (cmSquare) .00008*** 0.0000 
(Dimension (cmSquare)) 2 -0.0000*** 0.0000 

Number of Auctions -.1602*** 0.0526 
Estate of the artist -0.0565 0.1026 

Gift to the first owner -.2710* 0.1457 
Literature .4528***  0.0898 

Signed .4956***  0.1045 
Exhibited .3672***  0.0811 

Auction House 
New York .1630** 0.0769 

Paris 0.1039 0.1817 
ActionHouseό/ƘǊƛǎǘƛŜΩǎҐмύ -.1894***  0.0696 

Artist 
!ǊǘƛǎǘΩǎ !ƎŜ .0545***  0.0136 

(!ǊǘƛǎǘΩǎ !ƎŜύ2 -.0005***  0.0001 

3) The model  with all artists- Table 3 

Rene Magritte 


