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Abstract: Objective: the aim of this article is to present the contributions of
digital transformation to the process of managing museum collections.
Methodology: this study is descriptive and analytical. It focuses on the
"implementation of digital transformation in the management of museum
collections in the city of Yaoundé, Cameroon". The research itself, along with
direct and participant observations, took place from 1 February to 30 March
2022. The qualitative research made it possible to take stock of the conservation
of collections in the museums of Blackitude, the Fondation Salomon Tandeng
Muna (FSTM) in the district of Yaoundé 1, and the Bénédictins - in the district
of Yaoundé 2, the political capital of Cameroon, which is also the experimental
zone. The collection and analysis of non-quantifiable data led to the following
results. Results: Digitised collections, websites, virtual spaces... these are just a
few examples of the multitude and variety of systems that have gradually
become part of the museum world. However, museums in general, and those in
sub-Saharan Africa in particular, still face challenges that cannot be managed
manually. These include the organisational and technical changes brought about
by the use of digital technology, and the financial problems that arise when
museums have to manage themselves. Digital technology is bringing new
business models to the fore. Lastly, there is the problem of employability for
young people, because according to the experts, 80% of digital jobs are still
unknown to the public. Conclusion: The use of digital technology in the
management of museum collections is leading to organisational changes in both
the conservation and display of collections, new working methods, a new
economic model, new professions (IT security, digital hanging, digital labelling,
etc.) and those that will remain unchanged (cleaning, disinsectisation).
Keywords: Organisational change, museum management processes, business
model, new professions, digital transformation.
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INTRODUCTION

civilisation's recent report notes that the presentation of
a major exhibition generated 12 million visitors. The

The Statistics Canada report on cultural
indicators (2010-2014) states that the direct economic
impact of cultural industries, particularly in the arts,
culture and heritage sectors, amounted to $61.7 billion
in Canada in 2014, or 3.3% of the country's GDP;
700,100 jobs were directly linked to this. Between 2010
and 2014, the GDP of the cultural industries grew by
16%, compared with a 12% increase for the economy as
a whole. In a recent study, the French government
highlighted the fundamental role of culture in the
economy, pointing out that the added value of this
sector represents 3.2% of GDP and 670,000 jobs, 7
times more than the automotive sector. The Musée de la

Agence Francaise de Développement (AFD) describes
the contribution of CCls to the economy: "CClIs
generated $818 billion in revenue in the Asia-Pacific
region (3% of GDP), compared with $124 billion in
Latin America (2.2% of GDP) and $49 billion (1.1% of
GDP) in Africa. 4 million jobs are directly linked to
these sectors in Asia-Pacific, 2 million in Africa and 1.9
million in Latin America". Charles Houdart (2018: 8).
The eighteenth century marked the evolution of
museums insofar as not only were collections opened
up to the public for their enjoyment, but also collections
of curiosities became a set of systematic objects whose
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presentation was more reasoned. In sub-Saharan Africa,
the concept of a museum is not part of everyday
vocabulary. The collections of objects found in the
storerooms of traditional chieftaincies are kept for
collective use during political, social or religious events
(Abbia 1964). The names given to these storage areas
vary according to language and religion. "With the
globalisation of museums, most of the collections of
priests, pagans and chiefdoms have been turned into
museums. In Cameroon, the very first private museum
was created in 1920 by His Majesty Ibrahim Njoya,
King of the Bamoun. The first public museum dates
from 1953 with the creation of the Cameroon Museum
in Douala (Ondobo, 2014: 3). This led to the creation of
museums in almost every town in Cameroon.

From the end of the twentieth century, and
more precisely in the 1990s, we have witnessed a new
global revolution known as the digital revolution.
According to researchers such as Atsa (2019) and
Fouda (2022), this digital revolution is characterised by
four fundamental factors: digital information, hyper
connectivity (connecting objects together), artificial
intelligence  (replacing humans with specialised
machines) and cyber space, which is a new living space
just like land and water. These key factors are
contributing to the transformation of people and their
way of life in society. In an age of technological
innovation, Information and Communication
Technologies (ICTs) are being introduced in almost
every sector of activity. Today, digital technology plays
an important role in the growth and emergence of all
sectors of the global economy. Industrialised countries
have shown that the digital economy in general and
ICTs in particular contribute directly to 5.9% of GDP in
Europe and 7.5% in the United States. In countries such
as Kenya and Nigeria, the digital economy contributes
8% (Mutegi 2016) and 11% (Adepetun 2016)
respectively. In Cameroon, for example, digital
transformation has integrated the education and banking
systems. In 2015, Cameroon's GDP grew by around
5.77% compared with 2014. What's more, according to
estimates by the International Monetary Fund,
Cameroon's GDP is set to grow by around 5.3%
between 2021 and 2022. The authorities also believe
that the sector can make a significant contribution to
improving the country's revenues. According to the
Ministry of Posts and Telecommunications, the digital
sector's contribution to Cameroon's GDP should double
from 5% in 2016 to 10% in 2020. Beyond its economic
contribution, ICTs are stimulating innovation and job
creation, leading to an explosion of new professions.
According to expert forecasts, 80% of ICT occupations
are still unknown to the general public. What's more, by
2022, the adoption of ICTs will generate $300 million
worldwide. Faced with this opportunity, museologists
cannot afford to stand on the sidelines. The oil of the
21st century will generate new sources of income and
new jobs to transform our untapped subsoil and
unprocessed raw materials (Atsa, 2019).

Faced with all these changes, museum
specialists are looking ahead to the management of
these institutions in the digital age. Digitised
collections, websites, virtual spaces... these are just a
few examples of the multitude and variety of devices
that have gradually become part of the museum sphere.
However, museums, especially those in sub-Saharan
Africa, are faced with difficulties related to manual
management. These include: organisational and
technical changes brought about by the use of digital
technology; financial problems, as museums have to
manage themselves through digital technology by
implementing new economic models; and finally, the
problem of employability of young people, given that,
according to the World Bank (2022), in sub-Saharan
Africa, 11 million young people enter the job market
every year.

METHODOLOGY

This study is descriptive and analytical. The
descriptive method consists of describing, naming or
characterising a phenomenon, situation or event so that
it appears familiar. Qualitative research involves
collecting and analysing non-quantifiable data. This
work, which focuses on "implementing the digital
transformation of museum collection management
processes in the city of Yaoundé - Cameroon”, was
carried out in the city of Yaoundé, the political capital
of Cameroon, mainly in the Blackitude museums,
Fondation Salomon Tandeng Muna (FSTM) - Yaoundé
1 district, and the Benedictines - Yaoundé 2 district.
The research itself took place between 1 February and
30 May 2020. Based on scientific observation, it
provided an overview of the state of conservation of the
collections. The descriptive method is also used when it
is not possible to measure and test a large number of
samples. This qualitative approach enabled us to assess
the state of museums in Cameroon, specifically in the
city of Yaoundé, the political capital, which is also the
experimental zone. However, the results of descriptive
research can never be used as a definitive answer, hence
the need to combine it with the analytical method. This
consists of breaking down the object of study from the
most complex to the simplest. This method looks for the
smallest possible component, the basic unit of
phenomena. It also highlights the changes that occur
during a transformation.

This method is defined as a systematic analysis
of all the information gathered. To achieve this, the
various means used to collect data are: Documentary
research. We have secondary data available on the
management of collections in museums in the city of
Yaoundé. This information was collected in the
following documentation centres: the national archives,
the Institut Francais du Cameroun, the libraries of the
Musée des Bénédictins and the Blackitude, the library
of the Faculty of Arts Lettres et Sciences Humaines, not
forgetting Internet research. The aim was to gather
information by means of comparison, in order to
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eliminate the less prominent and study the relevant ones
in depth. Several field visits were carried out. The data
collection techniques used were: discussions with
teachers, fellow students, museum professionals, direct
observation and participant observation. The
discussions enabled new directions to be taken and new
avenues of research to be explored. Direct observation
called on our own sense of analysis during field trips to
the targeted museums. Participatory observation came
into play during our collaboration with museum
managers. In addition, we used techniques for
collecting iconographic documentation that are
recognised as important data-gathering tools. These
include images taken from books, websites and museum
institutions. Webographic sources: This refers to
information obtained via the Internet.

RESULTS

The results were analysed with the help of the
directors and managers of the Museums and the
Department of Arts and Archaeology. The digital
revolution is bringing about a paradigm shift in the
museum world. It is stimulating innovation, economic
growth and job creation. Digital technology is driving
the digitisation of museum collection management
processes in a highly agile way, with new tools and new
ways of working. Faced with all these changes, museum
specialists are looking ahead to the management of
these institutions in the digital age.

Strategies for the digital transformation of museum
collection management processes

For a digital transformation of museum
collection management processes in the Yaoundé 1 and
Yaoundé 2 districts, most museums begin their digital
transformation by focusing on purely operational
technologies, whereas they should take a step back and
define a strategy. The strategy proposed in this article
takes into account: the vision of the project, the
strategic objectives, the redefinition of the business
model, the financial resources and the technologies
used.

A physical and cybernetic vision of the museum

The vision is the starting point for any digital
transformation. By analysing the market, it provides the
direction to follow in line with the objectives that have
been set. It also highlights strengths, weaknesses and
threats. The physical vision enables the type of digital
strategy to be defined. To successfully carry out the
digital transformation of museums, we strongly
recommend using the modular strategy of investing for
the long term and keeping in mind the dynamic pace of
technological change. As a result, updates need to be up
to date. Digital technology must be given a prominent
place in the performance of museum functions
(conservation, communication, research and animation).
In the digital age, the cybernetic vision enables us to
project ourselves onto the key elements: digital
information, hyper connectivity, artificial intelligence

and cyber space. It makes it easier to understand each
element on the basis of the physical or real component
of the object and the cybernetic or digital component.
This makes the collection management process a
ubiquitous activity, i.e. one that will be carried out face-
to-face, because physical museums will always exist,
and remotely, because of digitised management. In
addition, digital transformation will be used to highlight
the components of the collections management process
in order to: facilitate remote access to collections;
establish a proof of property through the always unique
identity of an object; locating a specific object; knowing
the total number of objects making up a collection;
linking information to an object by highlighting the role
played by the object in its society of origin, dimension;
conservation/restoration interventions to which objects
have been subjected; contributing to the security of
collections ; insurance assessment; the interest of
collections for the public and researchers; analysis of
collections with a view to collecting; preventive
conservation planning, organisation of reserves;
intervention in the event of the destruction of works;
building public loyalty; reducing access to original
works in order to ensure their survival.

Redefining business: Business model

The business model is the way in which a
company generates or will generate profitability. It is a
description or coherent representation of the means of
generating income from an activity. Several business
models can be envisaged for managing museums in the
digital age. Websites, platforms, start-ups and mobile
applications can all be set up to put the museum online.
3D printing: once the museum is online, visitors can
take home a souvenir of the museum and generate
income at the same time. Advertising: the museum can
offer advertising space on its site to earn money.
Remuneration methods can take into account the
number of visitors, likes or the number of visitors who
interact. In You Tube, for example, the museum is paid
through advertising on its site: ads placed before, during
or after videos (which may or may not be deactivated);
superimposed ads: banners appearing at the bottom of
videos; ads located on the right-hand side of the screen;
commercials located on the right-hand side of videos.
The calculation depends on a number of parameters
(length, theme, video content, etc.). The estimated
remuneration is around €1 per 1,000 views (or even
less), i.e. €1,000 per 1 million views. For videos
published by its partners (You tubers recognised as such
by the platform), You tube pays them a percentage of
the revenue generated by the advertising. To be
considered as a partner, your channel must reach 10,000
views in public mode to be examined by Youtube and
join the "Partner Programme". You will need to sign a
charter, create a Google Adsense account to collect
your revenue, choose your monetisation preferences (ad
placement), and wait for acceptance from You tube.
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Digital ticketing

More and more museums are equipping
themselves with a digital ticketing system available on
an online website. This is a great way for tourists to
make reservations.

Collaboration, experimentation, continuous
evolution and agile work organisation

There are several ways of working.
Collaboration, which enables all the museum's staff to
be involved in the transformation in order to facilitate
the cultural revolution that we want to implement.
Experimentation, to test transformations in certain
aspects of the museum before reproducing them in the
entire structure. Continuous evolution, which is used to
reshape the changes already made if the need arises.
Agile Work Organisation, which advocates ease and
speed in the way we work. It not only emphasises the
hand-in-hand technique, self-managed teams, iterative
rather than cascading procedures, but is also based on
three  closely interlinked pillars: transparency,
inspection and adaptation. Their application requires the
use of an empirical method that explores the sensitive
world through experimentation and observation. The
same applies to the evaluation process, which makes it
possible to sort through the scientific knowledge
produced while retaining, over time, what remains
valid. The advantages of this form of work organisation
are: quality production; customer satisfaction; better
control of the market; improved project predictability;
reduced risks; continuous improvement, etc.

Promoter or museum website

It is important to identify the issues facing future
customers by creating a fictitious representation of the
ideal customer. In order to attract the attention of
Internet users and get them to visit the museum's or
promoter's website, certain aspects need to be taken into
account: creation of quality content; optimisation of
pages and content for natural referencing, also known
as SEO (Search Engine Optimisation); use of social
networks to promote content. Once visitors have been
attracted, it is essential to capture their attention and
convert them into leads. At this stage, you need to offer
specific content to prospects, depending on how far
along they are in the decision-making process.

ATTIRER

Blog Formulaires
SEO Calls-to-Action
Réseaux sociaux Landing pages

CONVERTIR

New marketing techniques: inbound marketing and
outbound marketing

Marketing is a human activity aimed at
satisfying needs and desires through exchange (Kotler
P. 1997). In other words, it is the set of methods used
by a museum to market its products and services to a
target market. Marketing techniques can be grouped
into two main categories. The first, "outbound
marketing"”, incorporates traditional online and offline
marketing techniques. It involves going out to find the
customer. Mass emailing, telephone canvassing and
door-to-door  canvassing,  billboard  advertising,
Adwords campaigns, TV and radio ads, sponsored
links... all these methods are ideal for imposing a
product or service on a customer. "You didn't choose to
see this message, but it was dropped in while your
attention was focused on something else”. Without
being obsolete, Outbound Marketing is showing its
limits in the age of Inbound marketing, which literally
translates as "inbound marketing”, refers to a marketing
strategy that aims to attract consumers to a brand by
carrying out a number of specific actions. This strategy
adopts a precise methodology involving four stages:
inbound marketing aims for long-term results, unlike
outbound marketing. This strategy, which allows
customers to deliberately choose a brand, is widely used
in digital marketing. The promoter does not force them
to do so, but instead favours quality content to arouse
their interest.

The advice given is that if you want to attract
targets to your products, services or whatever, don't
prospect them directly and abruptly. Attract them to
your website with quality content that is likely to
interest them. Also work on your SEO if you want your
content to appear in the first results of search engines
when your targets enter keywords. Once your prospects
are attracted by your products/services and try to
contact you. Use outbound marketing to speed up the
process and close the deal. Generally speaking, the two
marketing strategies can be combined: Inbound
marketing to attract customers and Outbound marketing
to retain them by sending messages that present new
products and services every time. Unlike inbound
marketing, which is based on permission marketing,
outbound marketing is interruptive marketing. The
following diagram sets out the four stages involved in
setting up a successful inbound marketing campaign.

VENDRE COMBLER

CRM Questionnaires
Mailing Personalisation
Marketing automation Reporting media sociaux

Figure 1: Inbound marketing stages
Source: Jimmy Hoareau (2016)
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It should be noted that the success of this
marketing approach cannot be achieved by choosing
between inbound and outbound marketing. These two
strategies are complementary. Using them separately
would reduce the effectiveness of the marketing
approach.

Financial resources and technologies used

Digital transformation requires enormous
financial resources. Museums are classified as cultural
and creative industries. No company can commit to an
investment if it is not sure of making a profit. So they
need to generate the revenue streams to run themselves.
Digital transformation should take into account the
financial resources available. However, subsidies from
the state or certain international bodies such as
UNESCO can enable institutions to take such an
initiative. To achieve this digital transformation, a range
of software, communications and network equipment
will be used to meet the technological challenges and
digitization requirements. These include: Collaborative
suites: we can use Google's Gsuite, which offers tools
for sharing information in real time and facilitating
communication, e.g. Gmail, Docs, Drive, Agenda, etc.
Using the Microsoft Office 365 collaborative suite
enables you to use tools for communicating, writing and
storing information, e.g. Word, Excel, etc.
Communication platforms: There are several, including

online video on You Tube, mobile applications,
professional Ges on Facebook, etc.; new-generation
intranet platforms; CMR (Content Management
System) tools; project management tools; online storage
tools; 3D modelling software will be highlighted to
enable images to be processed and edited. Schematic
operationalisation of the digital transformation of
management processes new activities linked to the use
of ICTs museum collections. The digital transformation
of museum collection management processes
exemplifies the activity theory on which we have based
our work, because it allows us to highlight activities.
Activity is what a subject develops in the course of
carrying out a task: not only his or her externalized
actions, but also the inferences and hypotheses he or she
makes, the decisions he or she takes, what he or she
does and what he or she refrains from doing. Activity
also includes the way in which the subject manages his
time and his personal state: workload, fatigue, stress,
enjoyment of work, as well as his interactions with
others in the work situation. We will apply the strategy
of modularity, which consists of investing for the long
term and bearing in mind that the pace of technological
change is evolutionary, so updates must be up to date.

Critical analysis of the summary table defining the
new activities linked to the use of ICTs

Table 1: summary of new activities linked to the use of ICTs

Domaine/ Sous- Activité ancienne/ Activité liée au TIC/ analyse | Nouveaux métiers
processus processus description du du processus
processus (activités mutées et crées)
Diagnostique Diagnostique numérique Diagnostique num.
o Documentation Documentation num. Documentation num.
Acquisition Nettoyage Nettoyage numérique Nettoyage numérique
des Etiquetage Etiquetage numérique Etiquetage numérique
collections Isolement Isolement /
Contrdle Contrdéle Numérique Contrdle Numérique
/ Conservation digitale dans Conservation digitale
’acquisition dans I’acquisition
Manutention Manutention /
Stockage Entreposage Entreposage numérique Entreposage num.
des Soclage Soclage virtuel Soclage virtuel
collections/ Emballage Emballage /
conservation Réglage de la Réglage de la luminosité Réglage de la
luminosité Numérique luminosité numérique
Réglage de la Réglage de la climatisation Réglage de la
climatisation numérique climatisation num.
Nettoyage Nettoyage numérique Nettoyage numérigue
Désinsectisation Désinsectisation /
Gardiennage Sécurité informatique Sécurité informatique
Vidéosurveillance Sécurité informatique Sécurité informatique
Contrble Contrdle numérique Contrdle numérique
/ Conservation digitale dans le Conservation digitale
stockage dans le stockage
Manutention Manutention /
Scénographie Scénographie numérique Scénographie num.
Accrochage Accrochage numérique Accrochage numérique
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Domaine/ Sous- Activité ancienne/

Activité liée au TIC/ analyse

Nouveaux métiers

processus processus description du du processus
processus (activités mutées et crées)
Soclage Soclage virtuel Soclage virtuel
Réglage de la Réglage de la luminosité Réglage de la
Exposition luminosité Numérique luminosité numérique
des Réglage de la Réglage de la climatisation Réglage de la
collections climatisation numérique climatisation num.
Nettoyage Nettoyage numérique Nettoyage numérigue

Gardiennage

Sécurité informatique

Sécurité informatique

Vidéosurveillance

Sécurité informatique

Sécurité informatique

visite

Visite numérique

Visite numérique

/

Communicateur web

Communicateur web

Billetterie numérique

Billetterie numérique

Modeleur 3D

Modeleur 3D

/
/
/

Conservation digitale dans
1I’exposition

Conservation digitale
dans I’exposition

This summary table presents the new activities
linked to the use of ICTs in a sample of tasks taken
from the management of museum collections. Looking
at the table above, we can conclude that with digital
technology, the old activities will remain because the
physical museum will remain. This is the case for
activities such as diagnosis, manual documentation,
cleaning, labelling, isolation, control, handling, storage,
pedestalling, packing, adjusting the lighting, adjusting
the air conditioning, disinsectisation, caretaking,
scenography, hanging, etc. However, with digital
technology, some of the old activities will change.
Others will be created, giving rise to new professions.
Others, on the other hand, will disappear. Some of the
activities that will change include: digital diagnostics,
digital documentation, digital cleaning, digital labelling,
digital warehousing, digital control, virtual docking,
digital brightness control, IT security, digital
scenography, digital tours, etc. Other activities include:
digital conservation in acquisition, digital conservation
in storage, web communicator, digital ticketing, 3D
modelling, digital conservation in exhibition. Digital
technology is a solution for digitising and preserving
museum collections and related information. It will
make it easier to restore objects and reproduce them in
the event of loss or destruction by natural disaster. To
solve the problems of theft, damage when touched and
access to information, a digital platform is welcome to
limit contact between people and collections.
Deterioration caused by touch will also be resolved by
3D modelling, which will enable an object to be
presented from all angles. 3D printing is a solution that
will allow visitors to take home a souvenir of the
museum, and is also a source of revenue.

Pitfalls to be overcome before the digital
transformation of museum collection management
processes can be put into practice

Digital transformation is far from a smooth
ride. Its implementation presents organisational,
communication and technological challenges. The
organisational challenges are: the lack of experience in

change that the organisation has to overcome, the
limited budget, the non-existent specialised human
resources that the organisation has to recruit and the
resistance to change within the organisation.

Lack of change experience and limited budget

Lack of experience of change can mean that
digital transformation is something new. As a result,
managers are less acculturated to digital issues. To
successfully complete a digital transformation project, it
is necessary to combine talent with technology. Digital
transformation is overturning the old methods on which
the museum is based. These good old methods are still
favoured by managers because they continue to be
perceived as the most effective. For the most sceptical
managers, it is above all difficult to accept the
irremediable break with the old "we've always done it
this way" model. Yet most of them use a smartphone
and social networks. The delay in digital transformation
is due to a lack of knowledge of the various digital
tools, which employers and employees recognise as
being too complex to implement. If employee training
has been neglected, and their knowledge has not been
properly passed on, they may not be ready to take part
in the innovation process. The same applies to the
technology used by the museum on a day-to-day basis.
Some systems no longer meet the museum'’s current
needs. The promoter will need to be aware of the tools
that may be needed to encourage the museum to adapt
to the digital world. To remedy this, they could call on
consultants, chartered accountants or agencies
specialising in digital transformation processes to help
them move forward safely and avoid mistakes or
delays. An external digital strategy consultancy can
have a real positive impact. If employees have the
necessary knowledge, a human resources manager can
recruit additional staff for the team.

Resistance to change

The benefits of digitisation for a business are
clear: greater efficiency, faster processing times, fewer
errors, lower process costs, better customer service - the
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list goes on. However, managing the human resources
involved in the transition remains a major challenge for
museum promoters. At a fundamental level, digital
transformation in a museum means a change in
professional roles. So, even if not everyone is
necessarily affected, a certain percentage of employees
will be faced with a change in the way they work on a
daily basis as a result of digitisation. It is this
expectation of change that very often provokes
underlying resistance. The benefits of digital
transformation for employees and teams are not always
so clear and the uncertainty surrounding the future often
leads to fear among those involved. The main factors of
resistance to change are: fear of changes in their work;
fear of a change of role, fear of losing their job; fear of
having to learn new skills, new technologies or new
ways of working; uncertainty about future steps and
actions; lack of information about the ins and outs of
the project (objective, constraints, impact...); lack of
confidence and fear of not being up to the job; the
impression that someone new is trying to impose a hew
way of working on them.

According to Rosabeth Moss Kanter, a
Harvard business management lecturer, the factors that
resist change lead to different forms of resistance, in
particular: Indifference or inertia: the employee does
not protest, but neither does he or she participate in the
progress of the project; this is in fact an absence of
reaction to change. Argumentation: the employee
discusses the decisions taken, negotiates, argues and
expresses their opinion with conviction. This is the
most common form of resistance. Rebellion: if the
individual feels they have no other recourse, they may
express their resistance by actively protesting (union
action, strikes, resignation, etc.). Sabotage: through
apparent  submission and excessive zeal and
commitment, the individual will resort to manipulation
and stratagems designed to compromise the success of
the project. Resistance to change can therefore have
very different causes and modes of expression,
depending on the individual or the group, hence the
importance of providing individualised and collective
responses and solutions. Although some people like
change, the most common position in the business
world is to stick with the way things have always been
done. Digital transformation implies a profound change
in mentality and, ideally, it should be encouraged by
management. To overcome this problem of resistance to
change, companies need to: focus on honesty by being
transparent: every individual will tend to want to
challenge a decision that is suddenly imposed on them,
without them having been able to prepare for it or
express their opinion. This is why any change must be
accompanied by transparent, clear and explicit
communication upstream of the project; be clearer
about expectations by explaining the new vision and
objectives:

Museum decision-makers and operational
managers will be able to detail every aspect of the
change process: the reasons for the transformation, why
it is essential, what is at stake, the benefits and impacts
at individual and collective level, the expected
contribution, the actions to be deployed, the planned
deadlines, etc. Whatever the type of transformation to
be carried out, it will be essential to convey to the teams
the need for and the benefits of the project, through a
strong, motivating and meaningful vision. This will
necessarily involve a clear, coherent and convincing
message, highlighting the benefits of the project at
collective, organisational and individual levels.
Managers and directors will also have to set an example
to inspire their staff, by sincerely demonstrating their
enthusiasm, optimism and enthusiasm; Rewarding
employees: Rewarding is a stimulus that encourages
employees to adapt to change; Involving employees in
change: As well as communicating closely, you need to
ensure that employees are actively involved in
implementing the transformation. Local managers will
be able to mobilise teams, gather their opinions and
suggestions, involve them in the decision-making
process, call on their collective intelligence, etc.; Giving
employees a voice: To counter resistance to change
within the company, it is essential to give employees a
voice, through individual interviews, group meetings,
intranet tools, etc. With a reassuring forum where
everyone can express themselves in complete
confidence, employees will feel freer to share their
fears, doubts and apprehensions about the change. The
role of the manager and the human resources team is
therefore to open a benevolent dialogue, without
judgement, and to demonstrate active listening and
open-mindedness in order to create a bond of trust and
closeness. The next step is to find personalised, tailored
solutions, with concrete actions to address each person's
concerns.

These discussions will also be an opportunity
to highlight the benefits and advantages of the change
for employees (better pay, more optimal working
conditions, increased skills, improved quality of life at
work, etc.). However, while it is important to convey
the benefits of the change, the potential risks associated
with the project should not be downplayed either. Here
again, transparency is the key to winning the trust and
support of your teams: Throughout the transformation,
regular communication will be needed to keep the
teams informed of the progress of the project, the
actions taken and the objectives and results achieved.
This will also be an opportunity to thank and reward the
various people involved in the project; Show patience
and understanding: It's normal to want to speed up the
change to achieve the objectives set as quickly as
possible. But we mustn't forget that it takes a long
process to move from a position of resistance to one of
complete acceptance.
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Specialised human resources recruitment challenges

From the dematerialisation of data to the use of
new digital tools such as business applications, digital
transformation is clearly about more than simply
updating technologies or business processes. It's a far-
reaching cultural change, and one that companies need
to prepare for in order to provide the best possible
support for their employees. Training, coaching and
consulting are some of the essential tools for supporting
employees through the digital transformation. It has
become a major challenge for human resources, putting
people at the heart of the digitalisation of businesses.
Digital technology is changing our personal and
professional lives, bringing with it obvious behavioural
changes to which we need to adapt. To make a success
of its digital transformation, every company needs to be
able to count on the full support of its employees and
the enlistment of specialist human resources. Change
must be driven upstream by digital specialists, but also
co-constructed with employees. Specialised human
resources can be recruited, consulted or partnered with
specialist agencies.

Communication problems: reaching a wider
audience

Digital technology is an opportunity to
establish a direct, personalised relationship with
consumers. One of the communication challenges is
that of customer culture: with the digitalisation of the
economy, the customer is making a dramatic entry into
industrial thinking, leading companies to question a
model in which it was essentially the product that was
king. Most managers are now thinking first and
foremost about their customers, their uses and their
expectations, before imagining new collections of art
objects, solutions or purchasing paths. Digitalisation is
therefore shifting the focus from collections to the
customer. The visitor or customer base is no longer
stable. The number of enthusiasts or the curious is no
longer a given. We need to renew, surprise, open up,
establish dialogues, collaborations and partnerships. So
many avenues to explore in the short and long term.
Reaching a wider audience also means addressing
categories that were previously not part of a natural
target. These categories can be: Children: once
neglected, except on traditional school outings, young
visitors have become a major challenge for museums.
Exposed to digital technology at an even earlier age
than their elders, they demand above all a fun,
interactive approach. A young audience that demands a
major rethink of the way it is presented, the way it
engages in dialogue and communicates in ways that are
unique to them. Disabled people: people with reduced
mobility (who may also be elderly) or those with
sensory impairments are demanding better accessibility.
These requirements often involve work and
improvements to establishments. But in Cameroon,
mainly in the Yaoundé 2 and Yaoundé 3 districts, the
infrastructure of museums and other businesses often
fails to take account of the difficulties faced by people

with reduced mobility. However, digital technology
offers an excellent alternative means of discovering or
rediscovering a cultural establishment or other business.
Foreigners: how do you make yourself known? How
can we arouse the curiosity of people whose culture is
sometimes totally foreign to us? How do we address
them? These are all questions that can be answered by
making better use of digital tools.

Building customer loyalty

Building customer loyalty is the most important
step. Keeping a customer costs less than acquiring a
new one. The museum needs to have a number of
marketing levers at its disposal in order to achieve
customer satisfaction: customer service, loyalty
programmes, surprises, questionnaires and satisfaction
surveys. all these methods are designed to continually
improve the customer experience. It all boils down to
new marketing techniques. Building customer loyalty
also involves deploying a marketing and sales process
and actions to build a lasting relationship with
customers, encouraging them to repeat their purchases
over a more or less long period of time. Building
customer loyalty means developing a long-term
attachment to a particular audience through an
appropriate policy. To do this, the museum must make
itself available to the general public in order to establish
a special relationship with them, a relationship that
must be maintained. There are several types of loyalty:
Induced or suffered loyalty: this is the type of loyalty
that the customer or consumer feels towards a collection
or an art object, because this loyalty is not the result of
a relationship of attraction between the brand and the
customer. This type of loyalty is seen in cases where the
museum or art object in question has a monopoly on the
market. Geographical proximity to the customer can
also explain this type of loyalty. This type of loyalty is
involuntary, as it is not the result of a choice. Targeted
loyalty: this is a way of attracting customers by
implementing various marketing actions and specific
strategies.

Museums, especially those in sub-Saharan
Africa, face challenges that are still beyond the reach of
manual management. Among the challenges that can be
met by digitisation are the organisational and technical
changes brought about by the use of digital technology.
Financial problems, because museums have to manage
themselves and digital technology is revealing new
business models. Finally, the problem of employability
for young people. Since the revision of the ICOM Code
of Ethics in 2007, the notion of collection has
encompassed both tangible and intangible works. It
includes a wide range of items and objects, specimens,
works of art, documents and artefacts, representing
natural, cultural and scientific heritage. All the
operations involved in acquiring, documenting,
presenting and securing a collection constitute what is
known as a collection management process. The
management of museum collections can be defined as
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the entry of works into the collections until they are
exhibited to the public, studying the conditions of
conservation of the works in the museum reserves, the
methods of their circulation in particular, through loans
or deposits, but also the question of their restoration.
Digitising the collection and putting the results online
would increase the availability of works. Visitors and
professionals no longer have to travel to find out about
the contents of a museum'’s collections. We can assume
that, in the medium term, this digitisation will increase
the recognition of works in the collection. Researchers
would then be more likely to be interested in the objects
in the collection, and museums would tend to ask for
more loans and collaborations. Generally speaking,
management describes the guidelines for developing
collections. It makes it possible to specify how
acquisitions should be made, how they should be
recorded and documented, and defines the actions to be
prioritised in terms of their maintenance or disposal.
These will be all the easier to integrate into the running
of the institution because of their clarity, simplicity,
accessibility, knowledge, support, respect, acceptability
to all and, finally, their adaptability to the changing
context of administrative structures. Collections
management is a guide, or rather a reference, that looks
at the preservation and use of collections and the
conservation of data, as well as the way in which
collections support the museum's mission and
objectives.

Collections management comprises the
following elements: registration or acquisition of
collections, conservation and control of access to
collections. Acquisition is the activity by which an
object or group of objects legally becomes the property
of a museum institution and is incorporated into its
collections. The selection criteria can be based on the
following elements: relevance to the mandate: the
proposed object must fit within the museum'’s collecting
scope. It must be significant enough to be included in
the collections; the historical, aesthetic, material and
financial aspects of the objects must be taken into
account; the importance of the creator or manufacturer
and information about him or her must not be
overlooked; the state of conservation of the object as
well as legal and ethical considerations must also be
taken into account. Each collection must be properly
documented. With regard to documentation, ICOM
believes that it is an important professional
responsibility to ensure that all objects accepted
temporarily or permanently by the museum have
detailed documentation to facilitate their provenance,
identification, condition and treatment. The purpose of
documentation is to ensure the understanding, security
and easy management of the collections, as well as the
establishment and control of the inventory. As
documentation is a scientific process, it should be set up
in a number of stages: registration, numbering,
cataloguing, photography and computerisation of data.
Conservation is the second important and active aspect

of collections management highlighted by ICOM. It is
therefore a mandatory activity for all museum
institutions that are concerned with preserving their
tangible and intangible heritage for future generations.
The museum itself is the first line of protection between
the outside world and the collections. Most objects
remain in storage for a long time, where they are
protected against external aggression, accidents,
disasters and theft, while at the same time being
preserved for posterity.

This is why, far from being a dead space where
nothing happens, it is a place where collections are
actively preserved. However, atmospheric conditions,
climatic variations, the environment, lighting and the
action of harmful insects should be controlled in order
to protect the collections against parasites, mould, rust,
cracks, etc. Collections are kept in storage for long
periods, so it is essential to choose stable, non-reactive
contact materials for packing and storing objects.
Suitable furniture includes cabinets with galvanised or
enamelled steel shelves. Before being placed in storage,
small, stable objects should be wrapped and bagged or
placed in boxes to protect them from external damage.
Large or fragile items that cannot be wrapped should
preferably be stored in cupboards or on shelves. Objects
should be spaced out so that they can be handled and
grasped. They should not be piled up on shelves or in
drawers, as this will make it more difficult to move
them without damaging them. A fire-fighting system is
also a possibility. The final part of collections
management as envisaged by ICOM is based on access
to the collections. Access to the collections is organised
around temporary or permanent exhibitions from the
museum's own collections or those on loan from other
institutions. This way of presenting collections to the
public enables the museum to fulfil one of its basic
functions. Unfortunately, the reserves, where almost all
of a museum's collections are kept, are not open to the
public. However, museum staff and certain researchers
may have the privilege of accessing them.

A survey of the city of Yaoundé, the political
capital of Cameroon, reveals a number of museums.
These include the National Museum, the Benedictine
Museum, the Blackitude Museum and the Salomon
Tandeng Muna Foundation Museum. In terms of their
state of the art, it has been noted that these museums are
implementing the collections management process as
prescribed by ICOM. However, these institutions have
not yet carried out an effective digital transformation of
their institution. There are organisational problems,
such as the remote monitoring of collections and the
management of reserves. These days, it is no longer
possible to function without digital technology. This
new revolution is present in all sectors of activity,
including the museum sector. The digital revolution
implies a paradigm shift in the world of work. Digital
technology advocates a highly agile way of organising
work, with new tools, new ways of working and the
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need to acquire new skills, leading to the emergence of
new professions and the disappearance of others. This
lack of organisational overhaul of our museums in
Cameroon was recently felt during the Covid19 health
pandemic that hit the whole world. The museums
remained closed and non-functional during the period
of confinement. In addition to this health problem, the
flow of visitors often leads to the loss of documentation
on the objects on display. As a result, we find ourselves
with a documentation problem, as some objects are
presented as bouquets of flowers, objects for
contemplation, without any information to help us
understand them. The flow of visitors also exposes the
collections to damage caused by touch, as many visitors
want to touch the works on display up close. These
multiple touches contribute in the long term to the
gradual deterioration of the works, which are sometimes
unique pieces. What's more, the way the collections are
presented to the public is also a threat, insofar as the
public may turn out to be too numerous, clumsy or
undisciplined, exposing the objects to total destruction.
As well as the organisational problem, there is also the
problem of financial resources, as museums have to
manage themselves, and finally the problem of
employability of young people.

Generally speaking, digital transformation is
an essential lever for development these days.
Implementing it in the various sectors in Africa, which
are still vast worksites with traditional habits, is an
opportunity for the continent to catch up. Particularly
with its considerable human resources, which according
to experts are more than 60% of the young population
aged under 30. The digital transformation aims to take
advantage of the new data introduced by the widespread
use of the Internet, such as: the concept of real time,
which reduces temporal barriers to nothing; the concept
of space, which favours the disappearance of spatial
barriers; the concept of mobility, which enables each
individual to connect to any location. This is one of the
most compelling symbols of digital transformation;
outperforming the competition; improving customer
satisfaction; boosting turnover; increasing visibility and
brand awareness, both online and in the real world;
recruiting more effectively; attracting, training and
retaining talent; the concept of the Internet of Things,
which applies digital functionalities to physical
hardware; the use of new technologies as part of a
marketing strategy. Digital transformation is also
affecting human resources, changing the way people
work together and encouraging the emergence of new
professions: teleworking is now possible thanks to
video-conferencing tools and other collaborative
platforms; hierarchies no longer have a place in the era
of digital transformation, in favour of cross-functional
management that carries less hierarchical weight. The
most important challenge of digital transformation is to
enable people to develop, wherever they are, in a more
collaborative way.

In particular, as far as museums are concerned,
digital transformation makes it easier to visit museums
remotely, reconstitute collections that have disappeared
or deteriorated, bring out the details of an object on
display, document visitors after their visit, take account
of visitors' opinions, preserve archives, enhance
collections, provide access to information and share
culture. There are different strategies for digitizing a
structure: Upgrades or improvements are strategies
generally reserved for companies that have already
begun the digitization process throughout the business,
and already have digital know-how in all or almost all
departments (from the manufacturing process to
customer  support and  corporate  culture).
Experimentation, on the other hand, is a digital
transformation strategy that enables the company to set
up an innovation laboratory tailored to its customers.
Creativity, security and modularity. In general terms,
whatever type of digital strategy is put in place, the
following elements need to be taken into account.
Analysis of the market situation: this provides an
understanding of the market's strengths and weaknesses,
the opportunities targeted and any threats that could
affect the project; definition of the objectives of the
digital strategy, which must comply with the SMART
acronym; analyzing your competitors' digital strategy;
defining your target audience in terms of age, needs,
motivation, social networks used, etc. Define your
communication strategy (social networks, online video
on YouTube, launching a newsletter by email, website,
blog, creating a mobile application, etc.) Implement a
content creation strategy (outbound marketing or
inbound marketing) Measure your web performance
using views, likes, etc.

There are many issues involved in defining a
digital strategy. The change of mindset, which refers to
the ability to unlearn in order to relearn. Taking
business risks and supporting jobs that take them from
start to finish, managers need to make it clear that risk
is not only accepted but actively encouraged and
rewarded, and that employees will not be punished for
(initially) unsuccessful attempts at innovation. In order
to achieve such far-reaching changes, the company had
to accept all this change. Creating skills to achieve
objectives. If a company is about to fundamentally
transform the way it operates, it needs to invest in
employee training. And those employees must be
willing to change the way they work. Employees and
employers must all embark on developing new skills
and new habits. Companies that succeed in establishing
a digital transformation strategy see a significantly
higher rate of attraction and retention of better
employees. They save money through more efficient
processes and deliver a superior customer experience.
And finally, transformation thrives in a collaborative
and socially engaged work environment, but falters in a
workplace that prioritises access to information.
Companies that succeed in implementing a digital
transformation strategy value the ideas of their
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employees and encourage collaboration among them.
As a business rebuilds itself, staff need to trust, be
inspired by and motivate each other to inspire their
colleagues. Transforming the way a business operates
opens new doors, offers exciting new perspectives and
attracts new customers.

The vision of the digital transformation
strategy for museums that we have set up is to use the
strategy of modularity, which consists of investing for
the long term and keeping in mind that the pace of
technological change is evolutionary, so updates must
be up to date. The aim is to give digital technology an
important place in the performance of museum
functions (conservation, communication, research and
animation). The strategic objectives are as follows: To
redefine the organisational and technical structure of
museums as a result of the use of digital technology; to
develop new economic models; to solve the problem of
employability of young people through the creation of
new professions. The business model is based on
advertising, as the museum can offer advertising space
on its site to earn money. Remuneration methods can
take into account the number of visitors, likes or the
number of visitors who interact. 3D printing, which
allows visitors to take home a souvenir of the museum
while generating revenue. The principle is to position
the link in the descriptions and encourage your visitors
to click on it. Digital ticketing: more and more
museums are equipping themselves with a digital
ticketing system available on an online website. This is
a great way for tourists to make reservations. However,
organisational, = communication,  financial  and
technological challenges can hamper  the
implementation of digital transformation. As far as
organisational challenges are concerned, they are
characterised by a lack of experience of change, a
limited budget, resistance to change and the challenges
of recruiting specialised human resources. As for the
communication challenges, these relate to reaching a
wider audience (children, young people, adults, people
with reduced mobility) and building audience loyalty.
As for the technological and spatial challenges, these
are based on adapting to technological innovations and
cyber-space.

Digital transformation is a solution for
redefining the organisational and technical structure of
museums brought about by the wuse of digital
technology. To achieve this, it will promote
collaborative and remote working by museum staff in
order to highlight the new activities linked to the use of
digital technology in the management of museum
collections. The presentation of collections to the
general public through online exhibitions; remote
access to collections; the restoration of objects; their
reproduction in the event of loss or destruction by
natural disaster. Reducing the problem of objects being
stolen, because with digital technology, inventory
becomes easier and access to collections is reduced;

Reducing the deterioration caused by touching works
that are sometimes unique, because contact with the
public is reduced; Presenting collections from all
angles; Searching for information relating to
collections; Preserving museum collections and related
information. Secondly, TG will make it possible to
solve the problem of the financial resources that
museums often need to meet their needs. In addition to
the subsidies sometimes granted by the state, the
initiatives of private museum promoters, as is the case
in most of Cameroon's museums, donations and income
from the management of physical museums
(exhibitions, sales, conferences, etc.), new economic
models resulting from the use of digital transformation
will be added. These include The production of
souvenirs for visitors who want them thanks to 3D
printing, the creation of sources of income thanks to
advertising, the number of visitors, online purchases,
online conferences, etc. Finally, the TG of the
management processes of museum collections will
make it possible to solve the problem of employability
of young people through the creation of new
professions. TG has created a number of activities that
did not previously exist in the management of physical
museums. Digital conservation in acquisition, digital
conservation in storage, web communicator. The use of
digital technology in the management of museums is
contributing to the emergence of new professions
thanks to the transformation of old professions (IT
security, digital hanging, digital labelling, etc.) and
professions that will remain unchanged (cleaning,
disinsectisation). These new professions are the result
of the introduction of new working methods and new
technological tools.

Digital technology is turning museology
upside down, with its contribution at the socio-
economic, socio-cultural, spatio-temporal and human
levels. Generally speaking, the impact of digital
technology on the transformation of museum collection
management processes can be seen as positive, although
there are certain limitations. Digital transformation has
certain limits, namely the disappearance of other
professions on the web, cybercrime and the dispersion
of attention. This work ended with the application of the
Digital ~Transformation of museum collections
management processes through the creation of a
professional page in an ordinary Facebook account. On
this Facebook page, we published a number of
collections for sale. We have also created an account for
professional online sales and purchasing (payPal) and
online banking (Keecash) platforms, showing all the
steps involved. As formidable as the opportunities
provided by the digital transformation of museums, and
consequently of works of art, are, they raise a number
of questions, particularly ethical and legal ones. The
digitisation of images and texts aims to produce a
dematerialised copy of the works, which can be
circulated on the networks because they are encrypted.
In artistic circles, this has given rise to violent debates
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about the rivalry between photography, painting and
engraving. In this fast-changing world, where it is no
longer possible to live without digital technology, we
are called upon to show that the decline of the aura
through digital technology also has positive values.

Surprises

They are also catalysts for building customer
or audience loyalty. A surprise can be a discount for
customers and new buyers. It's a good way of getting
customers to buy something else. It's every buyer's
dream to treat themselves without spending more. By
encouraging a new buyer to make another purchase
with a discount, you get them used to coming back to
your brand regularly. In addition to the discount, there
is also the surprise gift, which can be a complementary
product to the purchase or simply a free sample tailored
to the customer's tastes. As long as the customer isn't
expecting it and the surprise has value for them, they
are likely to be delighted and feel valued. Whatever
loyalty strategy they adopt, companies need to reach out
to customers through outbound marketing (mass
emailing, telephone canvassing and door-to-door
canvassing, billboard advertising, TV and radio
commercials, sponsored links, etc.). Similarly, they
must use inbound marketing, which is designed to
attract the customer’s attention. Opening up to other art
forms. News no longer comes exclusively from radio or
television. It can now be found on a wide range of
specialised sites, whether paid or free, or on the news
pages of search engines. Every question, every doubt
and every query can now be answered on the web,
whether it's about homework for the younger
generation, a recipe or the name of an author we've
missed. Social networks are a powerful ally in this.
Other tools, such as the website and newsletters, can be
used to highlight current events and open up a channel
for exchange. On social networks, the site needs to be
updated frequently to keep abreast of the latest news
and to avoid being overtaken by the competition. Posts,
photos, videos and shares must all be consistent.

Adapting to technological innovations

Companies need to support their employees
with appropriate tools. There are tools that no longer
meet the needs of today's businesses. To achieve this,
workspaces need to be redesigned to provide employees
with a working environment that is adapted to the
digital world. New technologies are not at the heart of
digital transformation. But it is impossible to implement
the  transformation  without involving  them.
Implementing digital transformation in a company is a
gradual process. Consequently, adapting to innovative
technologies must also be done gradually. It is
advisable to consult specialists to find out which types
of technology to use, according to the degree of TG,
and to avoid unnecessary expenditure.

Adapting to cyberspace

Cyber space, just like land or air space, has its
own way of operating that must be respected. For those
who use the Facebook social network, there are the
commercial rules for sellers, which cover product
advertising and the use of merchant and commercial
functions in section 1, payments in the second section,
refunds in section 3 and, finally, in section 4, the
general conditions specific to the country and to the
seller's function (see appendix II). There are also
Facebook's advertising rules, which cover the
presentation of advertising, the ad review process,
measures to be taken in the event of refusal, prohibited
content and general information (see appendix Il1). The
museum itself is the first line of protection between the
outside world and the collections. Most objects spend a
long time in the storerooms, which protect them against
external aggression, accidents, disasters and theft, while
safeguarding them for posterity. This is why, far from
being a dead space where nothing happens, it is a place
where collections are actively preserved. However,
atmospheric  conditions, climatic variations, the
environment, lighting and the action of harmful insects
should be controlled to protect the collections against
parasites, mould, rust, cracks, etc. Collections spend a
long time in storage, which is why it is important to
choose stable, non-reactive contact materials for
packing and storing objects. Suitable furniture includes
cabinets with galvanised or enamelled steel shelves.
Before being placed in storage, small, stable items
should be wrapped and bagged or placed in boxes to
protect them from external damage. Large or fragile
items that cannot be wrapped should preferably be
stored in cupboards or on shelves. It is advisable to
space objects apart so that they can be handled and
grasped. They should not be piled up on shelves or in
drawers, as this will make it more difficult to move
them without damaging them. A fire-fighting system is
also a possibility. The final part of collections
management as envisaged by ICOM is based on access
to the collections. Access to the collections is organised
around temporary or permanent exhibitions from the
museum's own collections or those on loan from other
institutions. This way of presenting collections to the
public enables the museum to fulfil one of its basic
functions. Unfortunately, the reserves, where almost all
of a museum's collections are kept, are not open to the
public. However, museum staff and certain researchers
may have the privilege of accessing them.

The vision of the digital transformation
strategy for the museums that have been set up is to use
the strategy of modularity, which consists of investing
for the long term and bearing in mind that the pace of
technological change is evolutionary, and updates must
therefore be up to date. The aim is to give digital an
important place in the performance of museum
functions (conservation, communication, research and
animation). The strategic objectives are to redefine the
organisational and technical structure of museums as a
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result of the use of digital technology; to develop new
economic models; to solve the problem of
employability of young people through the creation of
new professions. The organisational challenges are
characterised by a lack of experience of change, a
limited budget, resistance to change and the challenges
of recruiting specialised human resources. As for the
communication challenges, these relate to reaching a
wider audience (children, young people, adults, people
with reduced mobility) and building audience loyalty.
As for the technological and spatial challenges, they are
based on adapting to technological innovations and
cyber-space. Firstly, the digital transformation of the
museum  collections management process itself;
secondly, new forms of working (agile, self-regulated,
etc.); and thirdly, the emergence of new professions.
Digital transformation is first and foremost a solution
for redefining the organisational and technical structure
of museums as a result of the use of digital technology.
To achieve this, it will promote collaborative and
remote working by museum staff in order to highlight
the new activities linked to the use of digital technology
in the management of museum collections.

CONCLUSION

Museums in Africa, especially those in sub-
Saharan Africa, face challenges that are still beyond the
reach of manual management. Among the challenges
that can be met by digitisation are the organisational
and technical changes brought about by the use of
digital technology. Financial problems, because
museums have to manage themselves and digital
technology is revealing new business models. Finally,
the problem of employability for young people.
Digitising the collection and putting the results online
would increase the availability of works. Visitors and
professionals no longer have to travel to find out about
the contents of a museum'’s collections. We can assume
that, in the medium term, digitisation will increase
recognition of works in the collection. Researchers
would then be more likely to be interested in the objects
in the collection, and museums would tend to ask for
more loans and collaborations. Management describes
the guidelines for developing collections. It makes it
possible to specify how acquisitions should be made,
how they should be recorded and documented, and
defines the actions to be prioritised in terms of their
maintenance or disposal. These will be all the easier to
integrate into the running of the institution because of
their clarity, simplicity, accessibility, knowledge,
support, respect, acceptability to all and, finally, their
adaptability to the changing context of administrative
structures. Collections management is a guide, or rather
a reference, that looks at the preservation and use of
collections and the conservation of data, as well as the
way in which collections support the museum's mission
and objectives.

Collections  management comprises the
following elements: registration or acquisition of

collections, conservation and control of access to
collections. Acquisition is the activity by which an
object or group of objects legally becomes the property
of a museum institution and is incorporated into its
collections. The selection criteria can be based on the
following elements: relevance to the mandate: the
proposed object must fit within the museum's collecting
scope. It must be significant enough to be included in
the collections; the historical, aesthetic, material and
financial aspects of the objects must be taken into
account; the importance of the creator or manufacturer
and information about him or her must not be
overlooked; the state of conservation of the object as
well as legal and ethical considerations must also be
taken into account. Each collection must be properly
documented. With regard to documentation, ICOM
believes that an important professional responsibility is
to ensure that all objects accepted by the museum on a
temporary or permanent basis should have detailed
documentation to facilitate their identification.
provenance, identification, condition and treatment. The
purpose of documenting collections is to make them
easier to understand, secure and manage, and to set up
and control inventories. As documentation is a scientific
process, it should be carried out in the following stages:
registration, numbering, cataloguing, photography and
computerisation. Conservation is the second important
and active aspect of collections management
highlighted by ICOM. It is therefore a compulsory
activity for all museum institutions concerned with
preserving their tangible and intangible heritage for
future generations. As formidable as the opportunities
provided by the digital transformation of museums, and
consequently of works of art, are, they raise a number
of questions, particularly ethical and legal ones. The
digitisation of images and texts aims to produce a
dematerialised copy of the works, which can be
circulated on the networks because they are encrypted.
In artistic circles, this has given rise to violent debates
about the rivalry between photography, painting and
engraving. In this fast-changing world, where it is no
longer possible to live without digital technology, we
are called upon to show that the decline of the aura
through digital technology also has positive values.

REFERENCES

e Abba Ousman, M. (2018). Les musées au
Cameroun : état des lieux et besoin en formation,
UNESCO.

e  Akrich, M., Callon, M., & et Latour, B. (1988). A
quoi tient le succes des innovations? 2 : Le choix
des porte-parole, Gérer et comprendre, Annales des
Mines, 12, pp.14-29. Consulté le 25/04/2023

e Ambouroue Avaro, A. et DE Guichen, G. (n.d). la
documentation des collections de musées
pourquoi ? comment ?

e André, G., et Noemie D. (2006). « La Muséologie:
histoire, développements, enjeux

© East African Scholars Publisher, Kenya

459



Maguia Momo Danielle Prudencienne et al., East African Scholars J Edu Humanit Lit; Vol-6: Iss-9 (Sep, 2023): 447-461

Atsa Etoundi, R. (2019). ICT adoption and
implémentation for African sustainable
development. Yaoundé le 26-28 Novembre 2019,
WILEY

Barbier, R., & Trépos, J.Y. (2007). Humains et
non-humains : un bilan d’étape de la sociologie des
collectifs, Revue d’anthropologie des
connaissances, 1(1).

Beaud, S., & Weber, F. (n.d). guide de [’enquéte
de terrain, Edition La découverte, Paris XI1I®
Beaud, M. (2001). L’art de la thése. comment
préparer et rédiger une thése de doctorat, un
mémoire de DEA ou de maitrise ou tout autre
travail universitaire. Paris. La découverte

Bela, C.B. (2007). Les expressions sculpturales au
sud-Cameroun : le cas du pays Dbeti.
These de Doctorat université de Paris .

Bela, C.B. (2020). Enjeux et difficultés du
patrimoine naturel et culturel camerounais : cas
des régions du Centre, du Sud et de I’Est (Sud-
Cameroun forestier)

Belaén, F. (2011). « Petite chronologie de ’'usage
du numérique dans les musées », Site du Culture

blog, en ligne:
<http://cblog.culture.fr/2011/06/17/petite-
chronologie-de-1%E2%80%99usage-du-
numerique-dans-les-musees>. Consulté le

03/04/19Mveng, E. (1980). L’art et l’artisanat
africains. Yaoundé. Cle

Benoist, L. (1971). Musées et Muséologie. Presse
Universitaire de France. Paris

Bergeron, A. (1992). L’éclairage dans les
institutions muséales. Québec

Braudel, F. (2011). La Dynamique du capitalisme.
Portefeuille de lecture. Camille Portejoie

Brianso, I. (2017). « Le musée a 1’ére du tourisme
de masse », in MAIRESSE Francois, Définir le
musée du XXle siecle. Matériaux pour une
discussion, Paris, ICOFOM, p. 152-155.

Brigitte, G. (2014). « Réinventer le musée ».
Callon, M. (2006). « Sociologie de I’acteur réseau
», pp. 267-276, in : Akrich M., Callon M., Latour
B., éds, Sociologie de la traduction. Textes
fondateurs, Paris, Presses des Mines de Paris
Centre National des Arts Plastiques (CNAP). [site
en ligne, guide-annuaire de I’art contemporain
Code de déontologie de I’ICOM, 2007, 2022.
Catherine, B., Poulot, D., et Marie-Annick M.
(2004). Musées en Europe: une mutation
inachevée. La Documentation Francaise.

Danet, H. (2006). Le travail scientifique, repéres
méthodologiques. Paris. L'Harmattan. Collections
« études africaines »

Davallon, J. (1992). « Le musée est-il vraiment un
média ? » Publics & Musées, n°2, 99-123.

Deloche, B. (2001). Le musée virtuel : vers une
éthique des nouvelles images. Paris, PUF
Desvallees, A. et Mairesse, F. (2010). Concepts
clés de la muséologie, Paris, Armand Colin.

Duplain, M. N. (2006). Vers un Musée virtuel de la
Suisse ?
www.duplain.ch/virtualmuseum/complet.pdf
Exposition Jean Mohr, Musée de [’Elysée, Clé
USB.

Ezrati, JJ. (1991). Guide pour [’éclairage des
musées, des conditions particuliéres et de galeries
d’art. Paris

Fayon D., & et Tartar, M. (2014). Transformation
digitale: 5 leviers pour les entreprises. Pearson.
Fournier, Marcel et Myrtille Roy-Valex (2001), Art
contemporain et internationalisation. Le réle des
galeries et des foires, Rapport de recherche,
Québec, ministere de la Culture et des
Communications.

Frangoise, B. (2008). « Interventions de I’Etat et
culture ». La revue du Trésor, no 5.
Gaudreault-Perron, J. (2017). L’apport du
numérique dans la collaboration école-musée.
CEFRIO

Gauthier, B. (Dir).(1984). Recherche sociale : de la
problématique a la collecte des données. Ste-foy.
Presses de I"université du Québec

Herreman, Y. (2006). Comment gérer un musée :
Manuel pratique,.UNESCO. Paris

Heumen Tchana, H. (2016). Musées dans [’aire
culturelle Grassfields au Cameroun : Collections,
Management et Enjeux Actuels, Thése présentée en
vue de I’obtention du Doctorat/PhD. en Muséologie
HEUMEN Tchana, H. (2017). « Réouverture du
musée national du Cameroun: Exposition,
Fonctionnement, Perspectives », African
Humanities. Revues des Sciences Sociales, vol. 11 et
111, Ngaoundéré/ Cameroun, p. 413-446.

Heumen, Tchana. H. (2014). Musées Nationaux
d’Afrique : roles et enjeux, le musée national de
Yaoundé. Harmattan.

ICOM CANADA, (2019). Proposition d’une
définition de musée. Disponible en ligne sur:
https://www.icomcanada.org/wp-
content/uploads/2019/04/ICOM-Canada_Proposed-
Definition_FR.pdf (consulté le 15 juin 2023).
ICOM, Comment gérer un musée Manuel
pratique, p.17

JUANALS, B., & MINEL, J.L. (2020). « Museées et
monde numérique. Stratégies éditoriales des
museées. Une approche de la médiation par 1’accés
ouvert aux données numérisées », Culture et
Musées, 35, p. 49-75.

Kokou Aithnard, M. (1976). « Le musée et le
développement socio-économique en Afrique »,
Museum (Le musée africain a la recherche de son
avenir), vol. XXVIII, n° 4, p. 184-191.

L’Art Camerounais Monasteére Bénédictin du mont
Fébé Yaoundé, Nancy W. Edelman, Washington,
1989

Langenegger, M. (2015). Le numérique: facteur de
croissance de [’économie, la Vie Economie. vol,
11.

© East African Scholars Publisher, Kenya

460


http://www.duplain.ch/virtualmuseum/complet.pdf

Maguia Momo Danielle Prudencienne et al., East African Scholars J Edu Humanit Lit; Vol-6: Iss-9 (Sep, 2023): 447-461

Makou, L. (2018). « Les musées a 1’épreuve de la
promotion du tourisme au Cameroun : I’exemple
des musées de Yaoundé », Revue ivoirienne de
Géographie des savanes, n° 4, p. 278-295.

Meyer, Céline. L'art en bibliothéque publique.
2009, 1 vol. (113 f) :ill. ; 30 cm, Bibliogr. f. 75-
85. Index. Mémoire d’études diplome de
conservateur des bibliothéques : ENSSIB, janvier
2009. Sous la direction de Gérard Regimbeau.
Ministére des postes et de Télécommunication du
Cameroun, Allocution de Madame la Ministre, du
17 Mai 2017, Ouverture du Forum International sur
le Numérique en Afrique. I’hotel Hilton de
Yaoundé

NDOBO, M. (1999). « Les musées publics et privés
au Cameroun », Cahiers d'études africaines, vol.
39, p. 789-814.

Nizésété B. D. (2007). « Musées et
Développement : réflexion sur les enjeux et défis
des musées camerounais pour la valorisation du
patrimoine culturel », Annales de la faculté des
arts, lettres et sciences humaines, Université de
Ngaoundéré, vol. 1X, p. 5-36.

Ondobo, L.B. (2012). Les problémes des musées du
Cameroun le cas des musées de Yaoundé,
Mémoire de Master en Histoire de 1’Art, Université
de Yaounde I.

Ondobo, L.B. (2014). Les musées de Yaoundé a
I’épreuve du  professionnalisme, éditions
K20TEURS, Paris, pp. 215-232.

Panosfsky, E. (1969). L’ccuvre d’art et sa
signification, Paris Gallimard.

Perrois, L. (1997). Patrimoines du sud Collections
du Nord. Orstom. Paris

Pierre, B. (2001). Science de la science et
réflexivité, Paris, Editions Raison d’agir.

Poulot, D. (2006). Musée et muséologie, collection
Reperes, France

Raymonde, M. (2000). Le marché de [art.
Mondialisation et nouvelles technologies, Paris,
Flammarion.

Rebecca, A. (2013). International
Exhibitions: Toward a Profitable Business.
Statut de I’'ICOM adopté lors de la seiziéeme
assemblée générale de ’ICOM, au pays-bas le 05
septembbre, 1989

Tchana, H. (2020). « Musées Communautaires au
prisme des théories et dynamiques muséologiques
contemporaines au Cameroun : la muséologie de
contexte », in GIRAULT Yves & ORELANNA
RIVERA Isabel (coord.), Actas del Coloquio
International Museologia Participativa, Social y
Critica, Chili, Ediciones Museo de la Educacion
Gabriela Mistral, p. 357-364.

Temgoua, B. D. (2019): « Quelles ressources
humaines pour le tourisme de mémoire? Le profil
des agents prestataires de services lors des
funérailles bamilékés du Cameroun », Mondes du
Tourisme [en ligne], n°® 16. Disponible sur:
https://doi.org/10.4000/tourisme.2462 (consulté le
7 avril 2020).

Walter, B. (2003). L'euvre d'art a l'époque de sa
reproductibilité technique. Paris: éditions Allia,
Welger-Barboza, C. (2001). Du musée virtuel au
musée médiathéque : le patrimoine a I'ére du
document numérique. Paris: L'Harmattan,

Willet, F. (1990). L’art Africain, Thames &
hudson.

Wolton, D. (dir) (2011). Les musées au prisme de
la communication, Paris, CNRS EDITIONS.
Wozny D. & Cassin B. (2014). Les intraduisibles
du patrimoine en Afrique Subsaharienne, Paris,
Démopolis.

Touring

Cite This Article: Maguia Momo Danielle Prudencienne, Bela Cyrille, Atsa Etoundi Roger (2023). Implementation of the Digital
Transformation of Museum Collection Management Processes in the City of Yaounde — Cameroon. East African Scholars J Edu
Humanit Lit, 6(9), 447-461.

© East African Scholars Publisher, Kenya

461



