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Abstract

The purpose of this study was to examine the influence of social endorsement on message
credibility of health-related fake news on Facebook, using a mixed-method design. Four hundred
and twenty-three undergraduate students, who were enrolled in psychology courses at Tham-
masat University took part in the study. Participants were chosen by convenience sampling and
randomly assigned to one of three conditions: high social endorsement, low social endorsement,
and control group. All three groups were asked to view twenty health-related news articles, half of
which were true and half of which were fake. Participants then assessed each news item’s cred-
ibility. Data were analyzed using a two-way mixed-design analysis of variance (ANOVA). Results
suggested that the type of news (true news and fake news) affected message credibility in that
participants tended to rate true news as being more credible than fake news. This suggests that
prior exposure to correct information can affect message credibility ratings. Results also found
that social endorsement did not affect message credibility, implying that samples did not assess
news articles by heuristic process, despite the presence of heuristic cues. This also implies that
the number of likes simply indicates people’s interest in the news. Potential factors influencing
message credibility could include other elements on Facebook posts, such as reaction buttons,
comments, and shares. Future research might examine the impact of other social cues such as
reaction buttons, comments, and shares to clarify if the valence of social endorsement cues literally
influences message credibility, making the study more relevant to the actual Facebook context.
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2020) WalAFuNALULAALINNNAL AtinnsamadeLANNEEUTatuAIN AR ey an et Asialy]

NAMSIE
- P o o o a | Al
NN99AEA TN Us s aANO AN NI ALINTFLIBIMNAIANI AL TLANANNAINATIYRIT1IN
ananasiaAnuidanaaastnngns Iagldinniafiudeyaannguanetinsanuon 423 Ay utisean
Wi 3 Reula 1) ngunisfusesn1sdaansziuge 2) mn'umﬁmmmdﬁmmyﬁuﬁﬁ 3)
ngwlaiszynisfuseaniedany mnuumwmmm@mwiﬁlﬂwwmmmmmmfam il A unnANaaa
mm@mmmummmummﬁm‘ﬁmﬁhmmLm"]mmmuﬂﬁ‘ﬂmuammqLm‘ummu (Two-way
Mixed-design ANOVA)

M lusssmsioinudosusnmigmvesuun lumsdsfun s
ihfafievermmiveiusdaeniimansy

dou lsmmenes dusiy dnufssuwnnigu
nanfl 1

nm‘mmﬂmm:th‘:m&mm'hﬁ 9.48 2.29

NN 2

nanfetfnuiutnitimau ladion A d

il 3 9.21 2.17
nindethaflwutvsfifdnouladinn ;

ANANET 1 memm@ﬂ (Mean) mummmummﬁm (Standard Deviation) mmmm@ﬂmuuu
Slumiﬂivmumwm defenasinans wudn n@mummm%mummm Lm@m@mmmmmamm@
nmm 11peilAiean 9.48 ifaqmmm@n@wmmw 2 LL@“’WW]@@F)@ NANNAADIN 7 3 InefiAniadg 9.21

mrufRusmmalinmeiarauwdalamuuuiadh(Tests  of  Within-
Subjects Effects)vos)sinnamuanusswsrimuarmsduguen)sinm
MUANNI TN MR IAUM TTU TR NN

Partial Eta
Squared

Ysammuanmusdwenn 1.000 83.367 .000 166

Source df F Sig.

AINAIINN 2 LAANANEDFNATIZTANLLTUTIUL LSRG (Tests of Within-Subjects
Effects) Wu31LsztnnmaIuAINa3eae9110 2 gluuy HAedsaziuuani@anevesd
19@THANFNNAY F(1, 420) = 83.367, p < .001, np2 = .166 aufuliminanuigiuissly
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manfl 3 usmmriinnesdnsudaawsninngs (Tests of
Between-Subjects Effects) uasrdumifusommadenu

Source df F Sig. '?qrggfdm
TauMISuenIdn 2 602 548 003

ANANTET 3 wapsANaRARLATTITA ML s s9usEUd g (Tests of Between-Sub-
jects Effects) WUT17ALNNILI0NNRIANLANZIZAL daNARaAZILLLIRAANNUNTa T T8
d19@nsllwAnFaiu F(2, 420) = .602, p = .548, np2 = .003 GNVLNLﬂuiﬂMWumuumgﬁuﬂﬁﬁqqﬂmm”l,q

dgUnamsias

ANNNIAFENLIN NsTuseanadennine 3 szduliifananasennurdedevetinagns
LA LNNANN AT AT TN 2 ﬂimmﬁ%m%wmm'@mmm’nL%ﬁfﬂﬁu@w’nmmﬂwﬁﬁmﬁﬁﬁt:y
NNADH LL@szifaLi_l?ﬂuﬁﬂuwmmmw@'m@qﬂi:mwmumnm’?wmﬂwwudﬁ LEEREER
Ew%wwi@mmuhL%ﬁﬂmmﬂmma‘mﬂﬂdﬁﬂmﬂ@@umjwﬁﬁﬂéﬂﬁmmmﬁa wanANganLdn
nsUfduiugszudnessAuneiusemedsnnuazlssinnanANaseTesna lilansnasa Ay
nidetievestinnanseeedlieddynieada

andsauamsaas

NANNINARALNNADAAEAIINLLTLTIUABINNULLNAN (Two-way Mixed-design ANOVA)
Lansliifiudn devinmanuaNesatestnai 2 dssnniliasennuyini@edevesinaansunnsii
9 %uﬂﬂﬂmmmuﬁﬂmﬁ%\ﬂ% %”Lﬁiﬁudﬂmjur?TfJfaﬁ"mmmmﬁﬁﬁm%\iﬁmuw:mmemxmmu
ANFNgsEMINNTNNaTnazataenldlussduvils Inadenndaeiaidee Pennycook et al.
(2018) ﬁ’lﬁmmmm'ﬁm@Lﬁmmﬂma“ﬁ'c’im’ha’qumﬁﬁﬂﬁﬂa‘mummiﬁ@wﬁﬁ (Pre-existing belief) vi38
mmmmnummmummwwLﬂuﬁn@ummmn@uum AN EeTevenaa3RwNnITnLlaey

Luawma?mwmimm@uLa_l?ﬂuwmumLfa@mwmmﬂiwmwmumwmmmmwwmw RPLETREY
@Vlﬁwwmmmmmﬂammmqmimmm LummﬂmquummwﬂumummmLfﬁ@mmm
mqmiTmﬂhﬂiv@ummmummﬁuLﬂmm@mamwmmmm\mmwhmwu@umﬂ (Familiarity Heuristic)
Tunnsdndulasetlszaunisailvg dinlimenandeauladeunntulaglidnfhudeddnisdansanain
nsfusanedeanlunstiszidiuanna hidederesingns ﬁfmLwﬁﬂhfm‘%ﬁqﬁ?ﬂm‘%wa[fi@mmm deiie
10411@1sINNdNTILaeN LﬁmmﬂﬁLﬁﬁéqmnﬁiﬁﬁﬂ@ﬁ@@szﬂwuL@@ﬁmﬂ@ﬁ'muﬂﬂﬁeumﬁnmmm@muﬁq

Lﬁlfaﬁmaﬁmwmmmeﬁhwmi”ﬁumﬁmmmqﬁqmJ WA 3EAUN9FLIsa IR 3 sudilal]
SvEnareANLTeRe09110A"s smvl,w,ﬂuvl,ﬂmmummumm% ‘Eﬂﬂmmmmﬂmqm@mm Giudice
(2010) wwufmmmummmﬁmmwmmﬂumﬂm@uuuiummw@’memmuumwm Aedeunty
sunularldlidusaidaanuin manmmmqmmmmemu'anmgﬂumu‘lﬂwmm@umquu G
ﬁqﬁﬁ%m%wmﬁummmﬁﬂﬁﬂmmﬂhqma‘m@Lﬂumﬁﬂa‘xﬂ@uﬁ'uj vt ﬂmmmmm%ﬁﬂ (Facebook
Reactions) auwananlar mmmmmmmmmu (Comment) LaEN1TULS (Share) mnamﬂuﬂmﬂ LU
Wilean1ssseemnadennduiy Lummﬂmiﬂmmmmmmmn NSLARIANNAATILLAZ NS U ANAN
mu%mmqtuméﬂmammm@u"l,ﬂu%umummuLu@mmfmwmﬂmumummfm (Malhotra etal., 2013)
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nuhanmafinsAnelunfsilfaaudaudeiunisdnsneunti enadumazgaulald
Uszananalaelin9amnniean (Heuristic) ﬁnﬁdquﬁﬁqL%@ﬂwﬁq%ﬁﬁmaﬁmmﬁm (Heuristic Cue)
agvauanlar Usngliiiufina (Chen et al., 1999; Oh et al., 2015) ﬁqtﬂum&;maﬁ'@%mﬂdﬁ
LLﬁﬂvﬁﬂoﬁuquL@ﬁﬁLLﬁlﬂﬁi’]\iﬁ/uSLuLLﬁi@vﬂdNLéﬂiﬂ‘ﬂﬂ"lﬁ“i/lﬂ@@xﬁﬁﬁl’m weiidndaunIs3 a9
LLmvn@Nuu l analalldsuaulafunnsreiulunisssfiuannudedevesiinans
AonldAednrespnidetiaresinaslusazngulifianuuanseiuesneditd fymneadi

nansistTennEdAsENLdnNsUTseedeankanseanilusualadlidavinasie
paidetierasinngns 'm@Lﬂm‘wmz;ﬁ’w’qumﬁﬁﬂﬂiz@uﬂmﬁiuu'g@ﬁ\imu@@u”l,@u“imﬂ%
nsAnEAAsMzinnfiayldnednAniesatimnsdeasetnssaulaflunissndula
(Pennycook et al., 2018) ﬁqﬁuﬁqm@ﬁmﬁmﬁLm‘ﬁ:ﬁwqﬁm‘a‘uﬁ'uj W uazsryliianzasuan
'%ufj’]ﬁjﬂuﬁmqﬁmmﬁm'aﬂ'w wiasslunisdszunanadeya laldlszunanadoyaatnaduszuulng
naldneRstinnzitel Ransninnuazarafiasmesdifiegudainiuamideietesinams

ARINNA LUNUIRE

mﬁ@“ﬂm;"ﬁ:ﬁﬂWﬂ%@mﬁﬂﬂmﬂumaﬂixLﬁummﬂmmamuLLuuﬂi:Lﬁuﬂm Appelman & Sundar
(2016) ﬁié’mmnma‘ﬁqwmzﬁ’l,uﬂziuma‘ﬁmgmﬂizmﬂmm*g@Laﬁ‘m 6iun 1) gnsieausiugn (Accurate)
2) \{luangasd (Authentic) ae 3) ide (Believable) PR AN g ATl ing Avsay
AnmesAlsznaunmuanEniznslsviingesanu L%Ifaﬁmmﬂwmﬂﬁmmm’a’mﬁumiﬁmgmﬂizmﬂ
Ingmnlszanaulnadinmdnenilunisdsyiiuaonu L%faﬁ@‘n@wwmmmq% %7 ﬂ’]TLLﬂE\]LL@wﬂ%U’]H
mmmﬁwwmmumﬂwmmLermmm‘mu‘l,ummimﬂmwmu NN NIATEARIERNNILARS
uATsTeaLRELaRERAe facebook com LL@wimmLLm@ﬁuquiﬂnLL@wmiwwmmmuuml&ﬁummuu

v a o &
mﬂlﬂu’ﬂLlugdluqunQﬂﬂiqmﬂulﬂ
VR a oA A 9= LA A X PN
ﬂqi‘qqﬂﬂﬁ‘qmﬂiﬂﬂ’)ﬂwuLLVI@QV]Nr]ﬂu °'| eLmenlﬂ@’mM@WﬂLL@”ﬂ'JWNuWLﬁ@n’aN’mﬂm LLAZAITINH
ﬂ\?ﬂﬂ?yﬂﬂumﬂ\jmq']ﬂustﬁUﬂﬂu°'| St} ﬂNLL@C’N ﬂqqﬂi‘@ﬂ (Facebook Reactions) N17LL& mdﬂ’]’mﬁmmu
(Comment) LL@vﬂ’]i\LLT? (Share) L‘W@ﬁm:mﬁﬂm‘ﬂ\iﬁ‘]Jj‘vﬂ@‘]_l?QuﬂﬂﬂﬂﬁiiUi@\iV}ﬂ\imdﬂmﬁ‘ﬂLLLI‘]_I@‘LWI
@q@N@WﬁW@ﬁ]@V’]Qqﬂuqlﬁ@ﬂ@mﬂ\?ﬂqu@q? ﬂﬁ‘ﬂLLNﬂﬁ‘xW\‘iﬂrﬁ‘ﬂm@\iﬂLW@ﬂunWﬂqumqqgﬂLLUULmN

18 e ldgduunanglunismasesdimnuanassaumiauannsiinaluasauudadinnaaula
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