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Content Management in the 
Hospitality Industry

The world has evolved to consumer led content focus with the consumer deci-
ding what they like and value. Consumers want to see what they care about, not 
what you want to show them. In the hospitality industry, this often-insatiable 
desire fuels demand for increasingly granular content in an ever-increasing 
myriad of booking sites. 
Consumer demand coupled with collecting, creating, curating, and then distri-
buting content is daunting. And without factoring in global partners’ differing, 
prescriptive content and image requirements. Conjures a vision of frenzied 
data exchanges hurtling through the connected world. Why is it so complex? 

 
LEGACY CONTENT FORMATS

This complexity is partly due to an industry comprised of legacy systems ini-
tially built years ago. One example: Global Distribution Systems (GDS), ini-
tiated by major airlines decades ago, were built for their internal reservation 
employees and travel agents. They could leverage their travel knowledge to 
learn and understand GDS-centric data inquiry and response information. 
Content written for a different audience who understood travel terminolo-
gy or could be trained to use abbreviated formats, codes, and systems (travel 
agents, internal agents). In this era, there were character restrictions and li-
mitations. 

Moreover, the hotel Central Reservation Systems (CRS), Content Manage-
ment Systems (CMS), and Property Management Systems (PMS) may have 
disparate content originating sources (corporate, regional, on-property au-
thors) and over time, not all the content fields desired or required for third-par-
ty online distributors. However, even with innovative system improvements 

through the years, vestiges of legacy database complexities and connectivity 
idiosyncrasies persist that the hospitality industry must contend with. 

 
CONTENT QUALITY AND RELEVANCY 

Content is an important part of a marketing strategy. It tells the story of all 
types of lodging to potential guests, so why is it so complex? The first issue 
is the amount of curated content required on all booking channels. Each 
channel has its own requirements from images to videos, copy in the form of 
single attributes or values, descriptions constrained by characters and length, 
checkboxes, and free form fill in the blank fields.
Whether at the corporate level, hotel, or lodging location, securing all re-
quired content can be challenging. Keeping content current requires a lot of 
workforces. From working with the hotels to secure current information to 
manually updating content in extranets or via email with spreadsheets for 
partners, the amount of time it takes to update and audit content is overwhel-
ming. And if you cannot comply, a low page display ranking or no display could 
be the price you pay. 

https://www.techtalk.travel/
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STATIC VS. DYNAMIC CONTENT

Content that describes factual and photographic 
information about a hotel is often referred to as 
“static.’ A fallacy and mistaken belief that does 
not reflect the frequency of change in lodging 
content. While rates, inventory, and promotions 
are considered “dynamic.” The reality is that des-
cribing content as static is a misnomer and belies 
its importance. Today’s consumers are looking 
for more detailed and time-sensitive information 
now more than ever. 
The amount of “essential” and time-sensitive 
content required can be overwhelming for hotels 
and lodging providers to keep up with in addition 
to the ever-changing additive content requests 
and/or new requirements from distribution and 
online partners. The pandemic amplified the 

importance of on-property real-time status on 
healthy safety conditions. At the same time, it 
magnified new levels of sanitation and cleaning 
protocols in detail never required by guests be-
fore. Content teams are in constant motion from 
contactless check-in to restaurant and other 
guest service operating hours – creating, audi-
ting, and updating content. Ironically, with the 
pandemic driving business downsizing, content 
teams were impacted, potentially reducing the 
frequency and volume of content updates.

CONTENT SYNDICATION

Content can be your best salesperson. Consu-
mers check a dozen or so online booking web-
sites before booking, potentially causing confu-
sion when they see content that is not the same 
on each website. Syndicating the content across 
multiple global online marketplaces and channels 
can have unintended consequences. In extre-
me cases, critical Information is not transmitted 
across channels. The most basic Information – 
the actual name of the room is not always trans-
mitted or shown on the intended website. 
Part of the challenge is the underlying systems 
that syndicate content to online booking web-
sites. Systems that were originally designed and 
content written for a different audience – not 
consumer direct. Moreover, frequently there 
are differing field length limitations and restric-
tions on certain characters and symbols. As the 
value of marketing and commerce sites and their 

impact on all channels continues its growth, the 
value of improved content becomes very mea-
ningful. Lack of content tools that can exploit 
cross-channel capabilities, support scalability to 
ever increasing online booking website can result 
in inefficient, complex and error prone content 
updates

CONTENT PARITY

Why is it important to have content parity? 
Content parity across channels is just as impor-
tant as rate parity but is a distant second priority. 
Online booking websites are often far better at 
adding the latest content that consumers want, 
which can give them an advantage over hotel and 
lodging providers’ direct channels. Consumers 
searching for the best offer will compare the 
same lodging across multiple channels looking 
for the best deal. Hotel websites typically try to 
tell a story about the on-property experience. 
In contrast, third-party online booking web-
sites are more snippets of facts that can easily 
be compared across hotel and lodging offerings. 
This harkens back to the premise that consumers 
want to see what they care about, not what you 
want to show them. 

 
CONTENT STRATEGY 

A content strategy defines how you will use 
content to meet business objectives and satis-

https://www.techtalk.travel/
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fy consumer needs. Content touches every area of an organization requi-
ring alignment to execute to make it reusable and fulfill customer needs. Too 
many goals lead to one-off content contributing to the content chaos. Wit-
hout a content strategy, content can become channel-centric instead of cus-
tomer-centric. 

It is key to treat content as an asset to be invested in and operationalized, not 
a cost of doing business. Designate someone to lead the charge of collabora-
ting and coordinating consumer-facing content. Establishing a more holistic 
view of content production, redundancies, and inconsistencies will expose op-
portunities to address them.

CONTENT CURATION

Curation guides decisions about 
content throughout its lifecycle, 
from concept to delivery. You can-
not only assess how content is 
managed and delivered. You must 
transform the content itself. Text 
strings into bite-size chunks that 
can be formed into useful compo-
nents, efficiently compiled, and 
displayed for online shoppers. This 

approach also reduces translation complexity and expense. Enforce practices 
that ensure that content is sustainable to keep it updated and relevant. Sus-
tainable content is content you can create and maintain without impacting 
quality.

Often hospitality content sources and operations reside in disparate corners 
of creative services, sourcing, marketing, merchandising, and customer ser-
vice. Form a content landscape to understand the periodicity and require-
ments in streamlining and improving current content operations. 

CURB CONTENT CHAOS

In any industry, things change constantly. Legacy systems will eventually sun-
set. Standards will evolve. Technology will improve. That means your content 
needs to change continually to stay relevant. Again, designate someone in 
charge of content across the consumer-facing enterprise and define the role, 
strategy, and oversight responsibilities. This is where your content strategy 
comes in: content strategy defines how you will use content to meet business 
objectives and satisfy consumer needs. 
 

For now, here are system and process considerations to curb content chaos.

• Invest in technology or providers for image, content, and translation ma-
nagement systems where possible 

• Investigate tools that support cross-channel delivery capabilities and 
content syndication

• A solution that can support a long-term, all-channel approach to aggrega-
ting, building, and leveraging your content while optimizing for efficiency

• Create content with the goal of making it reusable, rather than by someone 
who imagines it for a particular channel, product, or location

• Audit your content as often as possible, or at the very least check your 
content scores on those sites that provide it

• Involve your reservation team or call center as that is where the guest will 
call if they cannot find what they need on your website – use this informa-
tion to address deficiencies

• Improve knowledge sharing and process efficiency for team members 
through improved access to information
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