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B cratbe npobnema npuBaeyYeHnst B CAeACTBEHHbIE OpraHbl KBaNMOULUMPOBAHHbIX KAJPOB PACKPLIBAETCS C TOYKW 3PEHs CO3AaHNs
npoaguxeHuns yaayHoro HR-6peHaa, oTpaxatolero oTHoLIEHKe pabotoaaTens K CBOUM COTPYIHWKAM.

KnioueBble cnoBa: cnenctBeHHblit opraH, HR-6peHs, kayecTBO TPYLOBOWN XU3HN, PHIHOK TpyAa.

HR BRAND OF AN INVESTIGATIVE AUTHORITY

Tsvetkov Yuriy A.
Director of the Research Institute of the Moscow Academy

of the Investigative Committee of the Russian Federation
PhD (Law), Associate Professor

In the article, the problem of attracting qualified personnel to investigative bodies is revealed from the point of view of creating and promoting a
successful HR brand that reflects the employer’s attitude to its employees.
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