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Heiiko Cepreii FOpbeBnu

STHOEPEHIVMHI' KAK $AKTOP I'APMOHM3AIINA
MEXHAIMOHAJIBHEIX OTHOWEHWNA
B PET'MOHAX POCCHUU

B oOannoii cmamve paccmampueaemcsi 20cy0apcmeeHHblL NPOEKM CO30aHUsl IMHO0EPEGeHb No 6cCell
meppumopuu Poccuu u e2o enusinue Ha 2apMOHU3AYUIO MEICHAYUOHATbHBbIX omHowenul. Ha 63230 asmopa,
VAYUUEHUIO MEPPUMOPUATLHO20 MAPKEMUHSA PE2UOHO8 CIPAHbL 60 MHO2OM MO2YN CILYICUMNb IMHOOEPEGHU —
603MOdICHblEe  Openobl Poccuu 6 eé cmpameecuu paszeumusi. B pabome npocno3upyemcs yiyyuienue
MEINCHAYUOHATILHO2O KAuMama U OAa2ONpusmuoll ammocgepsvl 3a C4ém nocewjeHust dmux o00beKmos
mypucmamu — npedCmasumensimu PAasiuyHblX Hapoooes.

Kutouegvie cnoga: smnooepesnu, 3mMHOOPEHOUH2, IMHOC, MENCHAYUOHALbHbIE OMHOUEHUS,
cmpamezus.

Deyko Sergey Yurievich
ETHNO BRANDING AS A FACTOR OF HARMONIZATION
OF INTERETHNIC RELATIONS IN THE REGIONS OF RUSSIA

The article deals a state project on creating ethnic villages throughout the territory of Russia and its
impact on harmonization of interethnic relations. The author's view, largely to improve territorial marketing
regions of the country, can become ethno villages — these brands in Russia's development strategy. The work is
expected to improve interethnic climate and favorable atmosphere for the account of a visit to these sites by
tourists, representatives of various peoples.
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