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In the article the notion of image of the Armed Forces of Ukraine as a 
socio-psychological phenomena that marked the criteria for its evaluation, 
identifi ed  image through the reconstruction of their image in the semantic 
space of youth, the relationship of image to aircraft with a ratio of young men 
for military service.

Key words: image of the Armed Forces, Youth, associative e periment, semantic 
scaling, ideal image of armed forces, the type of image.
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