
Case Study: 
Creating Shared 
Ownership of 
Intranet Content

Hilton Garden Inn® is the award-winning, upscale, yet affordable hotel brand that 
enables travelers to discover and connect while on the road. There are more 
than 650 locations worldwide in 26 territories. Their “You Can Count on Us” 
culture promises that team members will do whatever it takes to satisfy guests, 
or their stay is free.

The Situation
For Hilton Garden Inn, migrating their intranet, called the Lobby, to SharePoint 
presented the perfect opportunity to make changes to the site to improve the 
user experience. Over time, the site had become a repository for massive 
amounts of information that was often out of date. HGI Brand Hospitality, the 
team responsible for the intranet, wanted to transform the site to be dynamic, 
engaging and easier to use. The team wanted users to feel confident they would 
be able to quickly find the accurate, relevant, timely information they needed to 
do their jobs. The team also wanted this transformation to be sustaining; after 
spending two years and signification budget on the SharePoint migration, they 
wanted the new intranet to be a trusted, central communications channel that 
delivered results for the company for years to come.

In order to accomplish this, the three-person Brand Hospitality team knew that 
they needed everyone – brand leadership, subject matter experts and even 
users – to all be part of content management long term. While the team owned 
culture content and were responsible for posting all content, they needed the 
subject matter experts to be aware of their shared responsibilities and engaged 
in making sure content remained accurate, timely and relevant. 

The Solution
Spark created a comprehensive Governance plan to manage and maintain the 
integrity of the content on the Lobby. The Content Management Plan included:

• Clearly-defined roles and responsibilities for content ownership and approvals 

• Strategic definitions for the site and channels to guide content location so it is 
easy to post and find information

• Well-defined process for posting and updating information so that content 
remains up to date and relevant for the audience

• Basic timelines for projects so everyone can plan strategically earlier 
   in the process

• Establishment of Governance Committee comprised of Brand Hospitality 
   and brand leadership that meets periodically to review and revise the strategy 

as needed 

• Templates and tools to make the process of creating and updating content 
consistent and easy to follow
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The Execution
To inform the Governance Plan, Spark performed research with more than 800 
users of the intranet to understand their experience with the site and how to 
improve it. By crafting the survey to gain deeper insights, Spark was able to show 
valuable information, such as how out-of-date information and errors on the site 
negatively impacted employees’ perception of the brand. These insights were 
then shared via engaging presentations to gain buy-in from leadership and subject 
matter experts on the importance of content management. The research results 
also let us know that our Governance Plan needed to have a focus on the approval 
process prior to content being posted and a review process that ensured 
information was updated in a timely fashion.

Guided by the research, the Governance Plan was drafted as a detailed document 
that clearly defines what content can be found on each channel, maps out a 
process for determining what information belongs on the Lobby, and defines 
timelines and roles and responsibilities to ensure shared ownership of the 
content. Spark also created content creation templates and process flow and 
responsibilities reference sheets that can be used by subject matter experts as 
guides as they create and update content.

With the content management plan in place, sustaining the quality of the content 
was the next hurdle to tackle. Within the Governance Plan, we outlined a 
process in which the Brand Hospitality team partners with subject matter 
experts to review the content for accuracy and relevance on a bi-annual basis. 
In addition, we established the members and responsibilities of the Governance 
Committee, which will complete a periodic review of the Lobby and the content 
management strategy. To aid the Governance Committee in determining the 
effectiveness of the content management strategy, the Governance Plan defined 
questions that could be asked quarterly to understand users’ perceptions of the 
content quality and their engagement with the Lobby. 

The Results
In the initial measurement after launch, the number of users who felt the 
site supported the company strategy increased to 80 percent from 72 percent 
pre-launch. This number is expected to continue to increase as the Brand 
Hospitality team, content owners and users continue to work together using 
the Governance Plan to ensure that content is timely, engaging and relevant. 
Content owners and senior leadership report that they better understand the 
process and their role for posting and updating information. With everyone on the 
same page regarding the process, the Brand Hospitality team is able to focus more 
on providing strategic counsel for internal communications projects to get the best 
results. Overall, typical comments from intranet users sum up the impact to the site: 
“Convenient!” “Easier to use.” “Smoother process to find things.” “Awesome!”
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