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Web Content Managers Best Practice Awards (2005)
Best Practice Being Nominated:
Website URL: www.fbi.gov
Best Practice Category  (You can nominate the same website or agency in more than 
one category).   Read descriptions of each category
� 
Website Design 
� 
Website Content
� 
Citizen-Focused Online Services  

� 
Services for Defined Audiences EQ \O()


� 
Governance and Web Management  
Describe the Best Practice:  Please be specific about what it is, why it's a best practice, 
evidence that’s it’s been successful, and how it could be replicated at other agencies.    
(limit one page)
Here’s our best practice:  using original, colorful, and easy-to-read stories on our web site to educate the public about today’s FBI.  

The details:  To meet the heightened threat of terrorism and global crime in a wired world, the FBI has redefined its mission, its structure, and its workforce since the terrorist attacks of 9/11.  At the same time, the Bureau’s pre-9/11 actions, current performance, and future shape have been the focus of intense Congressional and media attention—generating hot debate, a host of critical reports, and thousands and thousands of continuing negative stories and coverage in the media.  As a result, we needed a proactive way to “tell our story’’—not advocating, but helping people understand what the new FBI is and what we are trying to accomplish. 
Two summers ago, we came up with a plan:  turn the front page of fbi.gov into an online newspaper, publishing a “top story” of up to 500 words at least three times a week that covers FBI news, operations, successes, and even controversies.  
Many other agencies use top stories on their web sites.  What makes ours a best practice?  We believe it’s the quality of the writing and the content of the stories.  These are not simply press releases; they are original pieces that we dream up, research, and write ourselves.  We avoid boring, bureaucratic language like the plague.  We use clever headlines, interesting and original graphics, varied formats like quizzes and interviews—anything we can to grab the attention of our readers.  We do plenty of serious stories on counterterrorism, espionage, cyber, and other priority programs, but we’re not afraid to have a little fun with our pieces (e.g.,“All Shook Up: ‘The King’s’ Jewels Stolen from Las Vegas Elvis-A-Rama Musuem”).  We’ve created new series like our “Bytes Out of History” that recount fascinating stories from our past as a way to illuminate current priorities and “Up Close and Personal” interviews with our intelligence analysts, linguists, and cyber experts to help the FBI’s recruiting initiatives.  We also use our stories as an avenue to provide tips and suggestions on how Americans can protect themselves from terrorism, crime, major scams, and Internet frauds.  
The results?  Extremely positive.  Here are three ways we know that these stories are resonating with the public:  
· The index of our archived stories quickly became one of our most popular pages, averaging 100,000+ unique visits each month.

· We have received dozens of compliments from reporters—and more importantly, reporters have quoted our stories and used them as fodder for articles of their own.  Over a six-month period, 265 news stories cited our homepage as source or resource.  In one case, a story we wrote on our “Hogan’s Alley” training facility was closely adapted for an article in the “Kids Post” in The Washington Post. 

· The web sites of government agencies (including congressional committees), consumer organizations, news media, and many more organizations have linked directly to our stories. We found more than 650 such links in a recent search.  

In addition, we recently published all of our 2004 stories in hard copy for reporters, community leaders, key congressional staffers, students, and others, providing a record of FBI cases and initiatives over that period. 

How can this approach be replicated in other agencies?  Many agencies use their front pages to report their news.  Instead of just posting press releases, agencies could take the time to write engaging stories to go with them and create other original pieces to tell their “untold stories” to the public.  To see our stories, go to www.fbi.gov and click on the “Story Index.” Or go directly to www.fbi.gov/page2/page2index.htm.  
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