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Interpreting the Authenticity of Social Survey

an analysis of the double factor of survey subject and object
MA Tian-fang
(Guangdong Women’s Pro fessional Technical College, Guangzhou, 511450, Guangdong)

Abstract:In fact, any of the social survey will be completed by the investigators and the respondents. In a survey and research
process, the survey subject and object will not only be involved in the construction process, but also become part of cognitive proces-
ses and results. Whether the investigator or the respondents, there will be values, professional quality, capacity conditions and other
factors involved in, affecting the authenticity of the findings. Therefore, in analyzing and processing of survey data, we can not ig-
nore the "peopld' as the survey subject and object itself bringing various errors.
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