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Hay4nast craThst mocssiieHa npooiieMe HeI0CTaTOYHOTO MCIOIb30BaHNUs TEXHOJOTHH KPAyACOPCHHTa B IIpoLecce
pa3paboTku OpeHma TeppHTOpuH. Pa3paboTuNKK TeppUTOPHABHBIX OpPEHIOB HE YNENSIOT BHUMAHHE MECTHBIM YKHTE-
JIIM, KOTOpbIE SIBJIAIOTCS HE TOJIBKO IOTpeOuTesIMu OpeHsa, Ho U ero HocutessiMi. OCHOBHAsE uziest, BHepseMast OpeH -
MEHEe/DKepaMH, JOJDKHA ObITh HOHSATHA M OJIM3Ka XKUTEJSIM, HO NpH ee (OPMY/ITUPOBAHUN UX MHEHHE HE YUHUTHIBACTCS.
Hcnonp30BaHKe KpayICOPCHUHTA MTO3BOJISIET B KOPOTKHE CPOKH Y3HATH «IIPABUIIBHOCTEY pa3paboTaHHON HIeH, IPOTECTH-
pOBaTh €e 1 BOBJICYD JKUTENCH B PeaU3aluio IpoeKTa. IIporecc BOBICYEHHE MECTHBIX JKUTEIICH OYCHb CIIOXKEH, HO €ro
MOYXHO YIPOCTUTB, UCTIONB3YSI OIBIT MOJIOJICKHBIX OpraHU3alLHii 1 COOOIIECTB, KOTOPbIE BEIYT CUCTEMATHYECKYIO pado-
Ty C TOpOKaHAMH, BOBJIEKast X B CBOM psiyibl. CoBMeIIast TEXHOJIOTHIO KPaTyCOPCHHTa, OIBIT MOJIOAGKHBIX OpraHu3aIii
1 IPHBIIEKAst X CAMHUX K MPOEKTY pa3pabOTKH TEPPUTOPUATEHOTO OpEH/1a, MOXKHO CO3/1aTh CHIIbHBIN OpeHI.
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In the research the author reflects the problem of lack of use of the crowdsourcing in place branding. Brand-managers
don’t pay attention to the citizens, who are the consumers of the brand and it’s carriers. The main idea, which is made by
the brand-manager, should be clear and close to the citizens, but it is formulated without regard of their opinion. Using the
crowdsourcing technology allows to know the correctness of the creating idea; to test it and involve the citizens to the project’s
implementation. The process of the involving the citizens is very hard, but it can be simplified by using the experience of
the youth organizations and communities, which are carrying out the systematic work with the citizens, involving them. For
making a strong brand it should be combined the crowdsourcing technology, an experience of the youth organizations and the
organizations and communities itself, which can be involved in the place branding’s implementation.
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ABTOp aHANM3UPYET Takue 0Aa30BbIEC MOHATUS MEXITHUUCCKUX M MEXKHAIMOHATBGHBIX OTHOIICHUH, KaK 3THOC U
HaIMA B KOHTEKCTE ABYX (DMIIOCOPCKIX METOOIOTHI: MeTahU3NUCCKOM 1 AUATEKTHUECKOH. B pesynbrare Hamero uc-
CIICZIOBAHUS BBISBJICHO, YTO B ME)KHALIMOHAJIBHBIX OTHOILEHHAX CYIIECTBEHHOE 3HAYEHUE IIPUOOPETAIOT HOPMBI IIpaBa
U CBETCKasl BIACTh. B MEX3THMUECKMX OTHOLICHUSAX BaKHEHIIYIO POJIb UTPAIOT BHEIPABOBbIE HOPMbI M MHCTUTYTHI
rpakiaHckoro obmectsa. CoracHo MeTahU3MIecKoil METOAOJIOTHH B YIPaBICHIH MEKHAIMOHATBHBIMHA OTHOIIICHH-
SMH TIPUHIDKAETCS] 3HAYEHHE BHEMPABOBBIX HOPM, @ B MEXITHUUECKHX OTHOIICHUSX MPHUHIDKAETCS 3HAUCHHE HOPM
InpaBa U, COOTBETCTBEHHO, POJIb UHCTUTYTOB CBETCKOM BJIacTU. B coOOTBETCTBUM C gmanemnqemcoﬁ MeTOJlOJ'lOFI/Ieﬁ B
MEKHAIMOHAJIbHBIX OTHOIIEHUSX HE YILEMIISIOTCS BHEIIPABOBbIE HOPMBI. B MEX3THHUECKUX OTHOIICHHSIX Pealu3alus
BHETIPAaBOBBIX HOPM HE IIPOTHBOPEUUT HOPMaM MpaBa.
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The author analyzes such basic concepts of inter-ethnic and inter-ethnic relations, as an ethnic group and nation in
the context of two philosophical methodologies: the metaphysical and dialectical. As a result of our study revealed that in
international relations is essential acquire the rule of law and the secular power. In the inter-ethnic relations were essential
extra-legal norms and institutions of civil society. According to the metaphysical methodology in the management of ethnic
relations belittled the value of extra-legal norms, and inter-ethnic relations belittled the value of the rule of law and, therefore
, the role of institutions of a secular government. In accordance with the methodology of dialectical inter-ethnic relations are
not infringed extralegal norms. In the implementation of inter-ethnic relations extralegal norms is not contrary to law.
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