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then validated via the intensive interviews with five members of the digital
marketing team of the museum, and three external digital content marketing
experts. Results have concluded that digital content marketing is indispensable
form of marketing for any organization to continue. This type of marketing
keeps the customers engaged with valuable, relevant, and entertaining content.
This maintains customer loyalty and increases conversion.

Recommendations for Action for NMEC:

NMEC publishes relevant and authentic content via its various digital
platforms. It focuses on presenting the different workshops with limited
interference of historical information. It is recommended that more compelling
video storytelling be incorporated into its digital content to boost the potential
for sustainability. NMEC places a high value on the number and regularity of
posts especially on Facebook, and Instagram. However, following the
investigation, it is recommended that more focus to be placed on the technique
of video storytelling. Unlike other platforms, LinkedIn does not gain the same
regularity as the others. It is recommended to post on LinkedIn the newsletters
that are published quarterly on the website. Another recommendation for
expanding the content marketing strategy is the use of paid advertising in the
form of native advertising or influencer advertising. It is highly recommended
to provide the web address in posts of social media platforms to increase
landing and conversion. It is also suggested to have a more interactive website;
an integration of Al technologies should be implemented, such as chatbots to
facilitate the acquisition of information.
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Yin, 2020) who assured that educational activities are an indispensable product
that should be offered by museums.

The content of NMEC is in an ongoing process of modification according to
what customers need. NMEC is very responsive to the informational needs of
the customers which contributes greatly to the engagement. As reflected in
(Jarvinen & Taiminen, 2016; & Johnston, 2017), being an active listener and
monitor enables the company to produce valuable and relevant content.

The importance of websites has not been ignored by NMEC. Still under
reconstruction for the integration of virtual tour, the website of NMEC is a rich
platform that exhibit a good deal of the museum’s collection online, showing
visitors a hint of what to expect to view in reality and become actual visitors as
reflected in (Richards, 2010) who acknowledged such opportunity of adding a
digital self to the reality of museums.

NMEC does not currently employ paid media, focusing on the owned media
that in turn would result in earned and shared media. This have been supported
by (Koroleva & Smolskaya, 2021) who claimed that although museums have
the budget for paid advertising, they have the opportunity for successful
creation of a community around the museum through the owned media.

NMEC have caught a wide scope in earned media. With the outstanding
activities, events, workshops, and seminars, NMEC is continuously featured
over different news, influencers, bloggers’, and public figures platforms and
harvesting high reach and engagement. The importance of earned media has
been highlighted by (O'Neil, and Eisenmann, 2017) who found out in his study
that earned media earns more trust from the audiences’ end. The content of the
earned media will definitely outstand, because according to (Heino, 2021) the
earned content is usually unique and witty. This was obviously apparent in the
Pharaohs’ Golden Parade that received a wide coverage worldwide.

Aside with the earned media, stands the shared media where NMEC
prominently brightens up. NMEC has received many shares through visitors,
public figures, and in-museum stores for their actual visits or for the events held
in the museum. The achieved shares have been out there in Facebook, Twitter,
Instagram, LinkedIn, YouTube, and TikTok which in turn receive high audience
engagement. These shares are of utmost importance as they go viral reaching
millions of people at a time. Auler, & Huberty, (2019) have declared that the
company should put together interesting high-quality information to get the
chance of sharing its content.

Conclusion:

This study examines the use of PESO Model as framework for successful
strategic digital content marketing in the National Museum of Egyptian
Civilization (NMEC). The researcher has used quantitative and qualitative
content analysis to analyze the content of the website, mobile app, and social
media platforms for the paid, earned, shared, and owned media. The results are
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Figure 14: Screenshot for Media Coverage
of Backstreet Boys Visit to NMEC

Figures 10 & 11 present a screenshot for public figures visit to NMEC.
Figures 12, 13, &14 present examples for media coverages (earned media) for
the visits of those public figures to NMEC. These visits definitely grab the
attention of the public due to their social status and influence, and also grab the
attention of the media as they are newsworthy events. This illustrates how the
visits of public figures are translated into earned media.

CME3: “public figures are catalysts of media attention.”

Discussion:

The digital content marketing of the National Museum of Egyptian
Civilization (NMEC) has been analyzed in accordance with the PESO Model
including the four types of media: paid, earned, shared, and owned. Each type
of media has been analyzed quantitatively and qualitatively to access the
integration of the different elements and platforms for maximum marketing
benefit.

It has been detected throughout the analysis that NMEC have well-utilized
its owned digital media platforms for exceptional content marketing. The
objectives of NMEC are to educate people and inform them about Egyptian
culture and heritage within an entertaining context. This is achieved by the
regularly published content that creates a kind of brand journalism. The content
has focused on informing people about the history of Egypt, and on announcing
workshops, seminars, and events. The importance of regularity has been
supported by (Kadriu, 2019) which keeps the audience engaged. The regularly
organized workshops and events have escalated interest in the museum. This
can be found across all digital media platforms of NMEC and would definitely
contribute to visitors’ attraction as indicated by (Hooper-Greenhill, 2013; &
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Figure 8 & 9: Screenshot for an Example for Earned Media

araohs' Golden Parade /S

Figure 8 & 9 present two examples for earned media; FilGoal.com is a digital

platform for covering soccer news, however, it deviated once from its main
focus to cover The Pharaoh’s Golden Parade. Also, the website
foodtodayeg.com has covered the event of “Tabliet Masr” held by NMEC.
The strategic events of NMEC render storytelling scope which seize the
attention of the world, generate earned media throughout different platforms,
and arouse curiosity about the museum offerings. The different activities held
by NMEC position the museum as a global cultural entity that deserves
exploration. The resonance of the earned media for these events significantly
shares in online and offline engagement.

NMEUC is continuously welcoming a number of public figures either through
independent visits or planned visits organized by the Egyptian General
Authority for Tourism Promotion. Those figures have great impact on achieving
earned media; they have the ability to draw the attention of the public and media
outlets, contributing to high levels of exposure of the museum.

ME: “visits by public figures are very common in NMEC. Some figures come on
their own and others come through the Egyptian General Authority for Tourism
Promotion.”

CC2: “people are encouraged to visit the museum when they see their favorite
singer or athlete there.”
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Table 4 shows the distribution of the purpose of the content in posts across all
PESO categories. The results reveal that NMEC concentrates foremost on two
fundamental purposes of content: awareness and brand journalism. In owned
media, particularly NMEC’s social media platforms and website provide these
purposes. Furtherly, influencer marketing represents a prominent part in earned
media. These results propose that NMEC has focused primarily on storytelling
as well as educational content to increase familiarity and engagement,
coinciding with its mission and vision of presenting the tangible and intangible
Egyptian cultural heritage to the whole world.

Table 5: Frequency of Content Theme Among PESO Categories

Content Theme Owned Earned Shared Paid Total
Exhibit Promotion 22.8% 8.6% 4.9% 0.0% 36.4%
Behind-the-Scenes 0.3% 0.0% 0.9% 0.0% 1.2%
Historical Insights 13.9% 0.9% 2.5% 0.0% 17.3%

Community Engagement 2.5% 9.9% 16.0% 0.0% 28.4%
Workshops/courses 7.4% 0.0% 0.0% 0.0% 7.4%
Other 8.0% 0.9% 0.3% 0.0% 9.3%

Table 5 shows the percentage of frequencies of the content theme for posts.
The dominating theme is the Exhibit promotion which focuses on posting about
events and collections across the owned, earned, and shared media. Historical
insights have gained a good deal as well as workshops in owned media.

The results in Table 5 demonstrates NMEC’s focus on exhibit promotion as
a prominent theme which coincides with the mission of NMEC to display its
exhibits and events. The emphasis also on the historical insights affirms the
commitment of NMEC in presenting educational content about the Egyptian
civilizations throughout the ages. In addition, the theme of community
engagement in the earned and shared media suggests that NMEC is vigorously
engaging with its audiences and boosting a sense of belonging through its
cultural initiatives. These themes of content of NMEC contemplate its strategy
of storytelling, and mission to connect, educate, and engaged with audiences.

4. Earned Media Generated via NMEC:

The Pharaohs’ Golden Parade has marked the inauguration of NMEC. Earned
publicity has reached its highest levels contributing to an influx of visits once
the museum opened its doors for visitors.

ME: “The Pharaohs’ Golden Parade has attracted the attention of the whole
world, which contributed to a great resonance for NMEC'’s inauguration.”

CC2: “People come from all around the world to see the museum, walk, and
take pictures at the parade’s site.”

The events and seminars held in the museum have greatly contributed to the
generation of earned media. For example, the initiative of “Tabliet Masr” for
promoting Egyptian culinary culture with the participation of different popular
restaurants. The initiative started 19 February 2023 and ended 12 July 2023.
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3. Content Marketing Strategies Applied in the PESO Model of NMEC:

Table 3: Frequency of Content Forms Among PESO Categories

Form of Content Owned Earned Shared Paid Total
Written post, blogs, articles, guides, and more 39.8% 9.6% 15.4% 0.0% 64.8%
Links to external content 6.2% 2.8% 2.8% 0.0% 11.7%
Images 42.0% 7.4% 18.8% 0.0% 68.2%

Videos 10.2% 12.3% 4.3% 0.0% 26.9%

Video stories 0.0% 0.0% 0.3% 0.0% 0.3%

Live videos 1.5% 0.0% 1.2% 0.0% 2.8%
Infographics 0.3% 0.0% 0.0% 0.0% 0.3%
Testimonials and review 1.2% 2.5% 0.6% 0.0% 4.3%
Announcements 15.1% 1.9% 0.9% 0.0% 17.9%
Holiday 0.3% 0.0% 0.0% 0.0% 0.3%

Other 0.3% 0.0% 0.0% 0.0% 0.3%

Table 3 represents the frequencies of the different forms of content among
the different media of the PESO Model. Results have shown that images have
the highest share 42% aside by the written posts 39.8%, followed by
announcements 15.1% in owned media. The highest share in the earned media
is for the videos followed by the written posts. As for the shared media, the
images aside by the written posts have the highest percentages.

NMEC is strongly emphasizing on images as a main visual content,
throughout the PESO categories. In owned media, this appears in the form of
announcements about upcoming or running events, workshops, or shows, as
well as the educational content that is mainly associated with images. Written
content, in the form of posts and articles, is common as well, manifesting an
obligation towards tooling up content that is informative and educational. In
earned and shared media, users utilize images to demonstrate their presence in
the museum or to circulate information. In both owned and earned media, the
existence of videos sheds light on their significance in audience engagement.
These results propose that NMEC holds a balanced content strategy which plays
on different forms of media to boost its digital involvement and reach out to
distinct audience who is concerned with history and Egyptian civilization.

Table 4: Frequency of Content Purpose Among PESO Categories

Purpose of Content Owned Earned Shared Paid Total
Awareness 37.3% 14.5% 20.4% 0.0% 72.2%
Website traffic 0.0% 0.0% 0.6% 0.0% 0.6%
Engagement 6.8% 0.0% 0.9% 0.0% 7.7%
Brand ambassador programs 9.9% 0.0% 0.0% 0.0% 9.9%
Link building 4.9% 0.0% 0.3% 0.0% 5.2%
Community service 5.9% 0.0% 0.0% 0.0% 5.9%
Co-branding 4.0% 0.3% 0.9% 0.0% 5.2%
Brand journalism 38.6% 11.1% 7.7% 0.0% 57.4%
Influencer marketing 1.2% 12.0% 1.9% 0.0% 15.1%
Other 0.3% 0.0% 0.0% 0.0% 0.3%
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Figure 7: Screenshot of an Example of Shared Media

Figure 7 presents a screenshot of an example of shared media posted by
Koshari Abou Tarek about its participation in the event of “Tabliet Masr”
hosted by NMEC. The number of views is 3M which indicates that it has
captured wide attention and interest of audiences. Consequently, the event
created a buzz and achieved media coverages (earned media) as shown in
Figure 6.

The importance of shared and earned media has been amplified by the

content marketing experts (CME).
CME 2: “Both of earned and shared media are interrelated. Sharing content
that is outstanding and original would go viral and create a buzz that will
consequently grab the media attention (earned media), resulting in wider
exposure.”
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Regarding the earned media, NMEC’s content have gained a wide media
coverage, influencer and blogger marketing, as well as testimonials of
celebrities on the different digital media platforms. Among these earned media,
different news outlets whether traditional like newspapers or printed magazines,
or digital like news websites or social media platforms. The content creator
(CC) in NMEC has assured this success.
CCl1: “Everyday there is a least one news story about NMEC either in news
digital platforms or traditional media, this is in addition to the testimonials
from different public figures who visit the museum.”

The type of content in earned media is always accompanied by photos or
videos from the museum with the purpose of creating awareness, brand
journalism, or influencer marketing. The influencer Relations have gained the
highest frequency with 56.1% followed by the media relations with 36.4%.
Coverages are also obtained because of the continuous events and workshops
that are held on daily basis in the museum.

Jo0 - 29 - Follow
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Figure 6: Screenshot for an Example of Earned Media

As for the shared media, people usually share their experience in the
museum through private social media accounts. This is done to encourage
others to visit the museum through private social with 36% and organic social
with 28%. The most used social media platform sharing content is Instagram
with 10.8% of the whole analyzed sample, followed by Facebook with 9%.
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Figure 4: Screenshot of the Website of NMEC

Mobile App of NMEC: the launch screen of the mobile app of NMEC
intends to generate leads, as it asks users to create an account or continue as a
guest. On the one hand, the user interface (UI) is characterized by simplicity
and incomplexity. It is constructed via the same color palate of the website:
beige, navy, and white. The number of tabs as well as the information provided
is limited. It has collection tab, tickets booking tab, facilities tab, museum map
tab, and a tab for the science educators called behind the scenes. Regarding the
user experience (UX), the app is user friendly and accessible. Due to the
limitedness of information, the navigation time is relatively short.

NMEC is the first museum in the arab world
focusing on the earliest civilization in history - the
ancient Egyptian civilization. It is the only museum
in Egypt that offers the visitor a general overview of
all the different historical periods that encompass
Egypt.

Read more.....

Museum Opening Hours v
Saturday to Thursday from 9:00 AM to 5:00 PM

Friday from 9:00 AM to 5:00 PM and from
6:00 PM to 9:00 PM
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@ Ain Elsira -El fustat, Cairo, Egypt
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Figure 5: Screenshot of the Mobile App of NMEC



74 WWW.jpIT.epra.org.eg JmMR_W WWW.epra.org.cg @

background information about the museum, and the sponsors. The Visit tab
includes instructions for planning a visit, the map of the museum, the facilities,
and information for visitors with special needs. The What’s on tab includes
information about the upcoming events, conferences, cultural activities, and
news. The Collections tab includes photos from each hall to provide an insight
about the collection of archeological pieces in the museum. The Media tab
includes videos and photos of the different events taking place inside the
museum, in addition to the quarterly published newsletters that include an
overview of the different events. The Research tab includes information about
the in-museum library, research publications, and the laboratory that can be
used by scientists from different universities. The last tab is the Learn tab which
includes information about the different learning and educational centers.

As for the user experience (UX), all views on different devices have short
loading time, user friendly and accessible. The user can easily plan a visit and
book the ticket even for visitors outside Egypt. For visitors, the website
provides the user with an insight about collection expected to view in the
museum, the different workshops, and events that will be held for better visit
planning. For researchers, the website provides an insight about the available
laboratories and research facilities in the fields of archeology and

biotechnology.
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CC1: “The historical information is sent from the archeological department to
the content creation department, and then it is formulated in an easy way to be
more appealing to the audience.”

ME: “we change our strategy according to results of the monthly monitoring of
KPIs.”

NMEC’s content strategy revolves around presenting historical information in
an interesting and simple way that makes the audiences yearn to knowledge;
thus, keeping both local and international audiences engaged. This also suggests
the audience-centric approach in the content creation strategy.

The Instagram account of NMEC has 10.3K followers. It is characterized by the
prevailing of reels that communicate the same information posted on Facebook.
CC2: “audiences are very attracted to reels.”

The Twitter (X) account of NMEC has 1,937 followers. All tweets are
presenting news about events, seminars, and workshops that were held in the
museum in Arabic and English. It does not include tweets about upcoming
events. Still a number of posts is retweets from the ministry of tourism and
antiquities.

LinkedIn of NMEC has 924 followers. The total number of posts is five
posts only. The account appears to be inactive as there is no evidence of
regularity; the most recent post goes back to May 2023. NMEC posts content on
LinkedIn that is relevant to the context of the platform; for example, a post
announcing a scientific laboratory workshop, another one an experiment day
using Augmented Reality. Although the content is relevant to the professional
and academic nature of the platform, it fails to engage the audiences. This
would pertain to the very limited content.

The YouTube channel of NMEC has 529 subscribers with a total number of
26 videos. The channel is concerned only with the concerts and events that take
place in the museum. A regularity problem exits in the YouTube channel as
well which consequently affects the audience engagement.

CC2: “all concerts held on the museum premises are posted on NMEC YouTube
channel.”

Website of NMEC: the website is responsive; the web design is optimized for
the user device. The content on the website is presented in two languages:
Arabic and English. The website is under reconstruction as indicated by the
General Manager of the NMEC, as the virtual tour is being implemented.
Regarding the user interface (UI), the website is simple and dynamic; the
interface has a color palate of beige, navy, and white. The homepage includes
animated content exhibiting the different halls inside the museum and external
view of the museum, visit planning and ticket purchase, visit timings, address,
and a tab for watching The Pharaohs’ Golden Parade of the Royal Mummies.
Thus, providing content encouraging conversion. The website homepage
includes seven tabs (NMEC, Visit, What’s on, Collections, Media, Research,
Learn). The NMEC tab includes information about the mission and vision,
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the marketing team. Therefore, the museum defrays the printing cost only of the
printed materials. Figure 2 presents a screenshot for the in-door promotional
screens.

As for the owned media, NMEC owns seven digital media platforms through
which 1t communicates about its collection, activities, and events. It owns a
website, mobile app, and social media platforms including Facebook page,
Instagram, Twitter, LinkedIn, and YouTube channel as confirmed by NMEC
marketing executive (ME).

ME: “NMEC uses Facebook, Twitter, Instagram, YouTube, LinkedlIn, website,
and a mobile app.”

The visual content has the highest percentage among other forms of owned
media with 39.4%; however, the brand journalism still accompanies the visual
content with 31.2% which focuses on the content that is seeking brand trust and
recognition. This is obvious in the content related to workshops, events and
seminars.

Table 2: Frequency of Posts in Social Media Platforms in Each PESO Category

Paid Earned | Shared | Owned

Facebook 0% 0.6% 9.0% 30.2%
Instagram 0% 6.8% 10.8% 11.4%
Twitter 0% 8.0% 4.9% 10.2%
YouTube 0% 4.9% 0.0% 1.5%
LinkedIn 0% 0.0% 0.0% 1.5%

Table 2 shows the frequency of posts in social media platforms in each PESO
category. Within the selected time period, the percentage of posts is 30.2 in
Facebook, followed by 11.4% in Instagram, 10.2% in Twitter, 1.5% in
YouTube and LinkedIn.

Social Media Platforms of NMEC: the Facebook page of NMEC (124k
followers) has the largest number of posts among the other owned social media
platforms. It is obvious that there is regularity in posting and updates. At least
one post is published every day.

CC1: “there is a post every day on Facebook and Instagram.”

The Facebook page is overwhelmed with information on different workshop,
events, and seminars. In addition, announcements about different activities other
than the historical exhibition exist, such as news about the shopping mall and
food court available in the museum. Interfering posts about historical
information also exist in four languages: Arabic, English, French and German,
which proves the commitment of the museum to reach wide, diverse, and
multilingual audiences.

CC2: “each Friday we post a historical information about an artifact,
summarized in one sentence in four different languages.”
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achieve its objectives of visitor-centrism is to have a content that corresponds
the customers’ expectations and to present the museum as a cultural hub.

CCl1: “We test the content strategy by watching the level of engagement, to
present the museum content with a customer tailored structure.”

CC2: “We are in a fierce competition among other museums worldwide,; each
one is trying to outstand among the enormous count of museums. Therefore, we
should provide the content that will grab the attention and keep the audience

yearned.”

Table 1: Frequency of PESO Category

Paid Freguency |Earned Freguency |Shared Freguency |Owned Freguency
Social Media Ads {0 |Blogger Relations 3% | Madia Bharing Sites 4.30% | Brand Journalism 31.20%
Boosted Content 0 [Influencer Ralations 56.10% | Private Social 8.70% | Customer Stories 0.30%
Fan Acquisition 0 {Investor Relations 1.50% |Media Sharing Sites 6.50% | Employee Stories 0.30%
Lead Generation 0 {Link Building 1.50% | Organic Social 28% | Videos/Webinars 11.10%
Sponsored Content 0[{Media Relations 36.40%: |Private Social 36% | Visual Content 39.40%
Paid Publishing 0|Word of Mouth 1.50% [Reviews 17% |Audio/Podcasts 0.30%

Content Marketing 17.40%

2. The PESO Model in NMEC’s Digital Content Marketing Strategy

Table 1 shows that NMEC has employed three elements only of the PESO
Model; it used the earned, shared, and owned media. On configuring the
different digital media platforms, no paid advertising or content has been
detected which conforms with NMEC marketing executive (ME) assertion.

ME: “NMEC is a governmental institution, so it is difficult to ask the
government to pay for a foreign establishment; that why we don’t have
sponsored advertisements on digital platforms.”

‘Self Checkdin Caunters
Iy

[n

NMEC uses paid traditional media represented in in-door promotional
materials in the Egyptian airports. This is a cooperation initiative between the
Ministry of Tourism and Antiquities represented in NMEC and the Ministry of
Civil Aviation represented in Sphinx international airport. Promotional videos
are broadcasted inside the airport, as well as promotional prints such as banners,
flyers and brochures with a QR code for an easy access for the museum. The
production of these promotional materials is done internally in NMEC through
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visuals, and information, and user experience (UX) in terms of accessibility,
comfort, and easiness.

In-depth Interview Guide: two interview guides were used by the researcher
for conducting the in-depth interviews. The first interview guide designed to
conduct interviews with the digital media team of the museum. The second
interview guide designed to conduct interviews with the external content
marketing experts.

The code book, qualitative content analysis guide, and the interview guides
were examined by a number of university professors to assure their external
validity.

Data Collection:

Within the selected three-month timeframe, the researcher analyzed a total
of 324 posts: 129 in Facebook, 90 in Twitter, 79 in Instagram, five in LinkedIn,
and 21 in YouTube within all categories of the PESO Model. The data was
statistically analyzed and tabulated using Microsoft Excel. The researcher also
qualitatively analyzed the content of the website and the mobile App and
interviewed five members of the digital marketing team in NMEC, and three
external digital content marketing experts.

Results:

The study used the PESO Model to analyze the digital content of the
National Museum of Egyptian Civilization (NMEC) in which 324 posts,
distributed among the four media (paid, earned, shared, and owned), are
analyzed quantitatively and qualitatively. This section presents the results of the
study organized according to the outlined research questions.

1. NMEC Objectives and the Implemented Content Strategy

NMEC objectives are mainly focusing on the visit experience; it is not about
the historical information that visitors would gain, but it is about the valuable
time they will spend in the museum. NMEC is seeking to make visitors enjoy
their visit through learning and entertainment. The marketing executive of
NMEC confirms this vision. For example:

ME: “Our objective in NMEC is to keep the museum away from being a source
of dull historical information, instead, we want visitors to enjoy their visit.”
ME: “Our main focus is culture, heritage, education, and entertainment. We
seek that the visitor enjoy the whole experience.”

Content marketing experts (CME) have acknowledged the role of social media
in providing the content that help establishing the organization. For example:
CME1: “Employing social media enabled marketing experts to discover new
ways to reach and influence prospective clients.”

The content creators (CC) of NMEC have agreed on harmonizing the customer
needs with the content is of utmost importance. The approach of NMEC to
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For the purpose of this research, the four categories of the PESO Model are
used as a framework to examine the digital content marketing strategy of the
National Museum of Egyptian Civilization (NMEC).

Research Methodology:

This study intends to examine how the National Museum of Egyptian
Civilization (NMEC) employed the PESO model to build its digital content
marketing strategy. The study uses quantitative and qualitative research
methodologies to dig into way National Museum of Egyptian Civilization
(NMEC) creates a strategic digital content. To effectively explore the case of
National Museum of Egyptian Civilization (NMEC), the researcher uses the
quantitative research methodology of content analysis to analyze the social
media platforms of the museum which are Facebook, Instagram, Twitter,
YouTube, and LinkedIn. The unit of analysis is the post. The study population
comprises all posts in the different social media platforms (Facebook,
Instagram, Twitter, YouTube, TikTok, and LinkedIn) mentioning the National
Museum of Egyptian Civilization (NMEC) in English or 3 basll _aall Casiall

4 y»adll in Arabic. Although the TikTok includes thousands of shared videos
about NMEC, it is excluded from the study sample as NMEC does not have an
owned account on this platform which will be resulting in data imbalance that
will consequently impact the statistical analysis. The timeframe of the study is
three months starting from 1% of June 2023 to 31 of August 2023 to provide an
updated and substantial insight about the nature of content presented within
these platforms. This is applied for all media types: paid, earned, shared, and
owned. The researcher uses qualitative content analysis for analyzing the
website, and the mobile App. The researcher also uses the qualitative research
methodology of in-depth interviews with the museum’s digital media team
including marketing executive, graphic designer, photographer, editor, and
content creators. In-depth interviews are also conducted with external content
marketing experts. The researcher uses purposive sample as the interviewees are
chosen according to their qualifications and knowledge in the field of digital
content marketing.

Research Instruments:

Quantitative Content Analysis Code Book: the research uses a coding sheet
to analyze the content of the NMEC social media platforms. The code book
consisted of five codes of analysis including the type of digital platform, its
PESO category, type of content, purpose of content, theme of content, and
engagement metrics.

Qualitative Content Analysis Guide: the researcher uses a content analysis
guide upon which the website, and mobile app are analyzed. The analysis is
based on two main categories: user interface (UI) in terms of design, use of
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Huberty, 2019). All content created and distributed primarily through independent
editorial media channels and by consumers without direct engagement from the
company (Kadriu, 2019).

Shared media relates to company content that is voluntarily shared by other
users via social media and is commented on and discussed there. Companies
have very little influence on this, users can comment on events and take a stand

on them. Similar to earned media, this form of media must also be “earned”
(Auler & Huberty, 2019).

As earned media, the shared media is also about the distribution of different
content (images, videos, etc.). However, this is only about social media and
forums. Because just like on social media, companies can also start discussions
on forums to trigger interactions. This means that when users on different social
media channels and various forums share, discuss or otherwise interact with the
content of a company, this is called shared media (Kadriu, 2019).

Owned Media describes the last media type in the PESO model, which shows
high relevance with regard to content marketing. Because here it is up to the
companies to decide which content they want to publish, via which channel and
at what time, free of charge (Kadriu, 2019). These are all media that a company
owns and also controls and monitors independently. it includes publishing
content on the company's own platforms, such as its own website, newsletter,
podcasts, corporate blog or social media channels. The different media types do
not just exist side by side, they interact with each other. Paid media can push
owned media channels and shared media. Earned media can increase the

success of content perception in owned media. This is called "converged media"
(Auler & Huberty, 2019; Kadriu, 2019).
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MEDIA RELATIONS
INFLUENCER RELATIONS
INVESTOR RELATIONS
BLOGGER RELATIONS

CREDIBILITY

TRUST

THOUGHT LEADERSHIP
AUTHORITY

REPUTATION ‘

. EARNED LINK BUILDING
WORD-OF-MOUTH
MARKETING COMMUNICATIONS | MEDIA
INFLUENCER MARKETING . COMMUNITY
EXPERIENTIAL MARKETING = COMMUNITY BUILDING
EVENT MARKETING ENGAGEMENT
,,,,,,,,,, DETRACTORS
LOYALISTS
PAID MEDIA ADVOCATES
SOCIALMEDIAADS | [ . . . . . . . BRAND AMBASSADORS
BOOSTED CONTENT USER-GENERATED CONTENT
FANACQUISITION |
spoh%%%gghé%?;ém SHARED PARTNERSHIPS
PAID PUBLISHING MEDIA s | SHARMY TENS
o .| COMMUNITY SERVICE
CSR
LEAD GENERATION CO-BRANDING
EMAIL MARKETING i
AFFILIATE MARKETING [ ... ... . SHARED MEDIA
INBOUND MARKETING : ORGANIC SOCIAL
CONTESTS, QUIZZES S REVIEWS
: .. .| sociaL Forums
. SOCIAL MONITORING
OW N E D . PRIVATE SOCIAL
OWNED MEDIA . : MEDIA SHARING SITES
CONTENT MARKETING MEDIA .
VIDEOS, WEBINARS .
VISUALCONTENT | ... ...........%
AUDIO, PODCASTS DISTRIBUTION AND PROMOTION
BRANDJOURNALISM | Ty . CONTENT DISTRIBUTION
EMPLOYEE STORIES CONTENT CURATION
CUSTOMER STORIES SEARCH ENGINE OPTIMIZATION . PUBLISHING PLATFORMS
SERPS EAT [ ovuuuuos
M SPINSUCKS VOICE SEARCH DOMAIN AUTHORITY ©2020 Spin Sucks

Figure 1: The PESO Model
Source: http.//spinsucks.com/the-peso-model/
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Theoretical Framework:

The PESO Model:

The PESO model is an abbreviation of paid -, earned -, shared - and owned
media. It was first developed by Public Relations and marketing expert Gini
Dietrich in 2014, to encourage Public Relations professionals to switch from
depending on traditional media buying in print, radio, broadcast, and digital.
Content marketing, inbound marketing, and social media marketing have all
been gaining traction, and the PESO model has become a common way for
companies to plan out their marketing communication strategies. Basically, it is
a way to spread content and messages across different channels. The PESO
model makes it easier to fill in gaps in a company’s current marketing plan and
make sure all marketing opportunities are identified (Mansika, 2018).

Brands can choose from among these media types to publicize, advertise, or
promote their campaigns; they are not restricted to just one type of media.
Additionally, it is claimed that successfully utilizing more than one type of
media has a greater impact than successfully utilizing just one type of media
(Dietrich, 2014).

In the digital age, the traditional communication process (sender, message,
channel, receiver) is no longer up to date because the basic conditions have
changed. Traditional media companies no longer have the sole monopoly on
“broadcasting”. Thanks to digital production and distribution options via social
networks, practically anyone can become a news sender. Consumers are senders
and receivers at the same time, the same applies to media companies such as
publishers and newspapers. In 2009, a new media model emerged that better
captures the different media types in the digital age, the so-called PESO model.
It is the most comprehensive model for displaying the media and channels for
content promotion. It was first used by Nokia in 2008 for media planning and
presented to a larger public by Forrester in 2009, but still as a "PEO" model.
The "Shared/Social" channel was later added Gini Dietrich in 2014 (Dietrich,
2023). The acronym PESO stands for Paid, Earned, Shared and Owned Media.
Each of these four media types uses different online marketing tools. The
selection of the appropriate channels is made depending on the target group and
the marketing goals (Auler & Huberty, 2019).

Paid media refers to the placement of content on media and platforms for
which a company has to pay, such as banners, display advertising, Pay Per Click
(PPC), advertorials and sponsorships. It also includes non-digital media such as
TV advertising, print advertising, outdoor advertising, etc. (Auler & Huberty,
2019). Wherever money flows to get more reach, one speaks of paid media.

Earned media is content about a company that is published voluntarily on
platforms by others without payment, for example as an article in a topic portal,
blog or online newspaper. Being able to publish a guest article on a third-party
website and seeding content is also part of earned media. A company must
“earn” the dissemination of its content by journalists or bloggers (Auler &
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Problem Statement:

Museums and other cultural organizations have been turning more and more
to digital platforms and content marketing techniques in recent years to increase
their exposure and interaction with a variety of audiences. However, there is a
knowledge gap in our understanding of the content marketing strategies used by
organizations, and the underlying factors for such strategies. Since the PESO
model has become a well-established paradigm for allocating marketing
resources among various media outlets. It is of utmost importance to fill the
current gap of knowledge in this realm of content marketing and discover the
PESO model's advantages with a special focus on museums and tourism.

Importance of the Study:

The importance of this study lies in 1) its prospective for improving
marketing strategies, provide support and promote cultural institutions in a
digital age. 2) It demonstrates practical inclusion for both the cultural sector and
the field of content marketing on a broader scale.

Objectives of the Study:

This research aims at examining how the National Museum of Egyptian
Civilization (NMEC) used the PESO model as a framework for its strategic
digital content marketing as it intends to:

1. Explore how NMEC utilizes the paid, earned, shared, and owned media.

2. Analyze the digital strategies employed by NMEC.

3. Contribute to the knowledge base of the practical use of the PESO Model
In museums.

4. Provide recommendations for NMEC for optimizing the use of the PESO
Model as a framework for strategic digital content marketing.

Research Questions:

Since this study intends to explore the implementation of the PESO model
within the context on museums and tourism, the research questions are mainly
focusing on providing insights into the strategies and the effectiveness of this
implementation.

1. To what extent NMEC objectives coincide with the implemented

strategy?

2. How are the elements of the PESO model integrated into the NMEC
digital content marketing strategy?

3. What are the main content marketing strategies applied within each
element of the PESO model to promote the NMEC exhibitions, activities,
and cultural offerings?

4. How does NMEC generate earned media?
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good basis for the further expansion of the content marketing strategy in order
to achieve the company’s content marketing goals (customer loyalty, brand
awareness, traffic increase, lead generation, conversion) in the long term.
Credibility has been detected also in the survey results. Kadriu (2019) asserted
that credibility usually results in user trust, and trust is in turn generated by
regularity, among other things. This means that the company also has strengths
with regard to the regularity of publications, since a large number of articles are
published every day, including articles that correspond to content marketing. In
addition, the majority would like to see entertaining storytelling content — that
means quality over quantity. The effectiveness of the PESO Model in the digital
context was also confirmed by M. Lahandi Baskoro (2020). The study of
Baskoro (2020) used the PESO Model as framework for analyzing the thematic
context of the digital content created for a visual communication design study
program to induce and increase the number of enrolled students. One sample
from each category of the PESO Model was analyzed. The study concluded that
the PESO Model acts as a facilitator for determining the digital media for
getting a higher impact and reach. Heino (2021) asserted in his study on the
brewing industry in Finland, that according to the conclusion framed by the first
three PESO models, companies should include the role of their own media more
effectively in the planning of marketing communication. The company should
also take responsibility for sharing the content itself and give up the idea that it
would be possible to reach all stakeholders with one message. The fourth
conclusion summarizes the answer to the research question, according to which
the message that reaches earned media is characterized by surprising, unique,
topical, inventive and witty, and one that is difficult for competitors to credibly
copy. The fifth conclusion concerns the differences between the messages
presented in the material. According to it, the cost or size of the operation does
not automatically correlate with the amount of earned media achieved.

In conclusion, the reviewed literature has highlighted the importance of the
PESO Model in the context of corporate communication and Public Relations.
The studies highlighted the growing influence of digital and social media, as
well as the crucial role that shared and social media play in promoting two-way
communication and strengthening stakeholder engagement. In particular, social
media has become an essential element of strategic communication.
Importantly, their predictions indicated that shared and owned media would
continue to grow in importance, but that earned media would remain dominant
due to its inherent credibility and trust through reviews and opinions. The
significance of producing messages that are unexpected, one-of-a-kind, timely,
imaginative, and tough for competitors to credibly imitate in order to achieve
success in earned media has also been largely emphasized.
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Literature Review:

The importance of the PESO model to Public Relations and corporate
communication practitioners have been highlighted through the study of
Macnamara, Lwin, Adi, and Zerfass (2016). The researchers surveyed 1200 PR
and corporate communication practitioners from China, Singapore, Australia,
India, Malaysia, Hongkong, Vietnam, Thailand, and other countries. Results
have shown that traditional media has been rated to continue as the most
important media, followed by the digital and social media that they call the “big
movers.” This is demonstrated in shared and owned media which facilitate the
two-way communication, contributing to dialogue maintenance and better
communication between the company and its stakeholders which is essential for
PR best practice. Social media was also highlighted as extremely important in
strategic communication. The researchers forecasted that the shared and owned
media would come to top of PESO, as it will be the focus of institutions to start
with their own media outlets demonstrated in the different social media
platforms. Nevertheless, the earned media is of dominant importance due to the
degree of credibility it provides to others in the form of reviews and opinions. In
practice, the PESO model has been used by researchers to provide an overview
of its validity. A different perspective by which the PESO Model was used was
presented in a study by O'Neil, and Eisenmann (2017). The researchers used the
model as a framework for examining the perceived source credibility in the
Paid, Earned, Shared, and Owned classification of sources. Upon exposure to
information in the different respective sources, respondents have indicated
higher level of trust for information of reviews or reports (earned media) and
lower level of trust for information of native advertising (paid media). The
study by Xie, Neil, and Schauster (2018) explored how paid, earned, shared,
and owned media spaces are defined and applied among advertising and PR
agencies in the US and China. Although both Chinese and American
respondents provided definitions of the four media domains, looking at
suggested examples of emerging practices, Chinese managers traditionally fail
to apply the PESO model (paid, earned, shared and owned media) and do not
think that PESO categories can be applied in China's media environment. “I
don't believe we have a clear classification system for all these media types, we
tend to offer everything that customers need,” said a Chinese advertising
executive (Xie, Neil, & Schauster, 2018). It can be concluded that many people
who dominate the media types that make up the “PESO” model, but even those
who are experts in their field have difficulty in making this distinction when it is
put into practice. Kadriu (2019) examined the effectiveness of the PESO Model
as used by the automotive company Daimler AG (Mercedes-Benz). The
researcher surveyed the target audience to evaluate the content marketing
strategy of Mercedes-Benz in terms of the different KPIs. The evaluation of the
survey shows that the company's content marketing to date has strengths in
terms of a large reach on different channels worldwide and thus offers a very
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Social media technology is being used progressively by many museums across
the world to attract audiences outside their physical boundaries. In fact, social
media offers museums more chances to create online communities on their own
websites as well as on well-known worldwide networks like Facebook or
Twitter, which may allow them to expand their cultural outreach beyond
national boundaries (Grincheva, 2011). As a successful content marketing
approach, museums offer cultural programs to provide information and
expertise with both current and future visitors. In this content marketing
approach, the major objective is to increase the number of visitors through
promoting the creation of cultural material for either the promotion of
temporary new exhibits or a new space of exhibition (Mateos Rusillo, 2013). The
most alluring aspect of the cultural program is how it transforms advertising
into content. Its goal is to spark visitors' interest in the exhibits and artwork,
which will definitely boost the number of people who visit the museum (Yin,
2020). Offering educational activities is among products that the museum should
provide. When the museums evolve into organizations that gather, consider, and
communicate information on exhibits, then their role in education expands
(Hooper-Greenhill, 2013). Public visits, specialized conferences for professionals
and specialists, and seminars for children and families are all examples of
educational activities (Yin, 2020). ‘Mobile Museum’ is a valuable vehicle that
would enable the transmission of educational exhibits and museum content to
rural areas that lack cultural resources (Yin, 2020).

Websites for museums have a noticeable role for attracting visitors. It can
also exhibit the museum online and welcome virtual visitors who could (or
might not) become actual visitors, adding a digital self to the reality of museums
(Richards, 2010). Marketing for museums and the Internet are under the category
of mass media and industries of content. To become an essential part of the
society they exist in, modern museums have taken on new initiatives, become
active, and shared them with the public. By establishing museum content
strategies, museums ally themselves with the media. They produce and
disseminate content that may be communicated through media (Richani,
Papaioannou, & Banou, 2016).

Koroleva & Smolskaya (2021) claimed that there are large museums that
have a budget for advertising, they have the opportunity to place social
advertising, but for most museums, the use of paid ads is either not typical, or is
used for major events that do not occur so often. In their study on the social
platforms of the Museum of Cadiz, they found that Cadiz is a successful case
for the successful creation of a community around the museum and
participatory techniques through regular high-quality and diverse content and
social behavior in social networks.
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that the company should be responsive to the informational needs of its
customers to be able to create relevant and valuable content. This is only
achieved via active listening that is practically carried out through constant
monitoring of social media and assemblage of customer feedback.

Social media has paved the way for the digital content marketing. Due to the
content marketing nature of unobtrusiveness, it is possible to have non-
promotional content and interactions about a certain topic in content
communities on social media. This content features the brand as a contemplated
leader alongside acquiring comprehension of the target audience.
Simultaneously, an increase in electronic word-of-mouth and engagement
would result from brand group supporters. Storytelling also results among users
and brands due to the opportunity provided by content community. The firm can
also produce content that personalizes its brands and engages with the target
audience through the demonstration of understanding of audiences’ problems
and needs. Likewise, a co-creation of a story can be done by users that
emphasizes a positive brand perception (Johnston, 2017).

Strategic Content Marketing of Museums:

According to the UNESCO regional classification, the number of museums
worldwide as of March 2021 is 103,842 in 202 countries (Statista, 2023). The
role of museums is to educate society, in addition to collecting, preservation,
research, and exhibiting artefacts. Their function in the tourist industry as
destinations for vacations and cultural outings is likewise becoming more and
more important. This demonstrates how closely connected to their
socioeconomic surroundings today's museums are, and how crucial a role the
many marketing initiatives play in this connection (Yin, 2020).

Today, marketing is an essential element that must be used effectively in
museum management. This seems to be a need, not a choice. Different
strategies of museum marketing have been devised and used since the 20th
century (Hooper-Greenhill, 2013), based on the demands of museums whether
general and specific. The requirement to draw in visitors and progressively
expand the flow of visitors (Gilmore, & Rentschler, 2002), as well as the
enhancement of visitors' engagement and involvement, appears to be a
consistent criterion. Marketing publicizes the museum’s development and
operation, as well as the culture dissemination (Yin, 2020). As a result, the main
goals for using marketing strategies are to attract the public and maximise the
functions of museums (Han and Hyun, 2017). Given this premise, top-notch
products and services should be offered by the museum, such as: guided tours,
cultural activities, exhibitions, lectures, and others, to achieve public
engagement, and improve repeated visit rates in order to fulfil their mission and
responsibility to the Public (Anton, Camarero, and Garrido, 2018).
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cocreation and text circulation. This viewpoint focuses on enhancing Public
Relations thought processes rather than completely replacing one with another.

Digital Content Marketing:

Content marketing is the process of producing and disseminating pertinent
and value material to attract, acquire, and relate to a well-defined and
understood target audience. This is to create customer engagement and loyalty
to the brand, and generate profit (Lou & Xie, 2021). This concept places a focus on
the significance of producing and disseminating valuable, pertinent material that
allows for user interaction (Lopes & Casais, 2022).

In order to start a content marketing strategy, the perspective of the
communication process must be altered. Alternative to sending advertising
messages, businesses use an inbound strategy where the customers are
constantly looking for the brand because it offers them with compelling content
that informs and engages them (Halligan & Shah, 2010; Holliman & Rowley, 2014).

Nosrati et al. (2013) defined content marketing as a format of marketing
that entails developing and sharing content aiming at acquiring customers. It
started to be employed in dissemination of information about a brand and
helping in the development of its reputation. Nosrati et al. (2013) also
acknowledged that the start of the content marketing goes back to 1895 when
John Deere used it in his magazine ‘The Furrow’ to educate farmers about
making more profit through using a certain brand of tractors. Moving to 1900,
‘Michelin’, the tires brand, adopted the concept of content marketing when it
offered information for drivers about maintenance of vehicles and different tips
for traveling (Nosrati et al. 2013). As for more recent examples, through its
magazine ‘Brick Kicks’, ‘Lego’ associated the toys with educational and
pedagogical content, highlighting the concept of Edu-fun (Lopes & Casais, 2022).

These brands attempt to engage the customers, build their trust, and create a
long-term relationship with them (Hollebeek & Macky, 2019). There is a variety of
content that can be published, such as, articles, blogs, photos, case studies,
videos, and so on (Holliman & Rowley, 2014). Still this content should be
attractive, interactive, and interesting enough to achieve high engagement and
attachment (Lopes & Casais, 2022). Within this context, Jarvinen & Taiminen
(2016) determined that in order to produce a content of high quality, you must
bear that it is an ongoing process of learning in which the content goes into
constant evaluation that eventually generates the target audience attachment and
engagement. First of all, customer needs should be met by the content design. In
order to produce content of a high quality, it is essential to provide customers
with value instead of just promoting the services and products of the company.
Rather than focusing on products, perfect content offers customers with advice,
and helps them in problem-solving. The content should provide customers with
information on topics in which the organization specializes, without even
mentioning the company or its products. Therefore, it is of utmost importance
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Abstract

The PESO model (paid, earned, shared, and owned media), by Gini
Dietrich, is a media channel framework for digital Public Relations in an age of
increasing integration across marketing communications channels and
disciplines. The four media types have been converged as a four-media strategy
working together. The model is used to evaluate the effectiveness of the
organizational digital strategies. This study used quantitative and qualitative
content analysis, and in-depth interviews to investigate how the National
Museum of Egyptian Civilization (NMEC) used the PESO model as
a framework for a successful digital content marketing.

Keywords: PESO Model, Digital Content Marketing, National Museum of
Egyptian Civilization (NMEC).

Introduction:

As the communication phenomenon changes, communication
channels are constantly changing. Brands are also adapted to change in today's
competition conditions and seek a new communication channel in order to
differentiate from their competitors.

Marketing is one of the business sectors that has been affected most by the era
of digitalization. Up until the middle of the 1990s, the product was the major
emphasis of all marketing initiatives (Webster, 1992); however, nowadays, in
order to be successful over the long term, this focus has been purposefully
pushed back to allow way for pertinent and worthwhile content. Many
businesses already understood that a long-term reassessment of the marketing
strategy was required since commercials that were previously shown on digital
platforms were viewed as obtrusive. This led to the fundamental idea of
integrating content marketing into company strategy. It was acknowledged that
going forward, consumers should be provided with material that incentivizes
them to notice advertising once more and actively engage with it (Kadriu, 2019).

In an effort to find in it a successful replacement for the conventional digital
advertising measures, there are rising trends that are making the topic of content
marketing a buzzword in every marketing department.

According to Magda Pieczka (2019), the PESO model of communication is
a good place to start when conducting research in Public Relations to get a
deeper knowledge of how the public is formed in connection to the processes of
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