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ABSTRACT

The current use of social media of Thai people who are steadily
increasing. The social scam also has a new approach as well, one of them is news or
false articles that have distorted information content offer incomplete information
have misinformation by aims to mislead people in the content or even a clickbait in
order to receive the amount of clicks. Which the problem of false articles is abundant
which in foreign countries is often a political matter that has been distort the truth to
hope that people misunderstand the party and turned to vote for his side instead. In
Thailand, even though there are no serious examples at the national level, but at the
household level whether it is health that has misinformation and there are people
who actually put it or trading with exaggerated claims.

This research aims to study the factors that influence people to believe or
sharing false articles on social media to make understand and use it in prevention
including helping to reduce problems of false articles in society this research is a
quantitative research.The amount of samples that were screened is a person who has
ever believed or sharing false articles via social media first for the stability of results in

various factors.
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The results of this research found that the influence that affects the person
applied from the theory of accepting applications technology with factors for or
acquaintances and the number of shares that influence the trust of articles on social
media while attitude factor and the number of sharing influences on article sharing on
social media. In addition, the influence of behavior in social media usage based on the
results of the study, there are only the frequency factors that affect the reliability of
the article on social media, but there are no factors that influence article sharing on
social media which means the influence of behavior in using the work has less effect
than the influence that affects the person.

In addition, this research also studied the relationship between trust and
sharing articles by the result has shown that the trust has a negative influence on
sharing which can be interpreted as if any article is known to be true or not a novelty.
Anyone who knows will not be able to encourage people to share news or that article,
but if it is articles that are not clear, interesting, or seen as useful people will tend to

share more articles
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