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Abstract

Project Code: RUG6290001

Project Title: Knowledge Management: Water Management of Thailand in 2019
Investigator: Mrs. Wimonphon Baison

E-mail address: iandihome@gmail.com

Project Duration: December 1, 2018 - November 30, 2019

This research titled “Knowledge Management: Water Management of Thailand”
was aimed at communicating findings of water management research projects supported
by the Thailand Science Research and Innovation (TSRI) to general public in the ways that
are effective and suitable to the current situation for the second year by simplifying
information with awareness of accuracy and producing various media of public relations,
such as news releases, articles, illustrations, infographics, and short video clips, before
presenting them through appropriate communication channels, including mass and social
media especially the official Facebook Fanpage: Waree Witthaya created for
communicating water knowledge and used as a channel for presenting relevant research
projects to the general people. In addition, this project included selection process of
interesting and socially impactful research topics for further activities, such as press
conferences, press tours, and exhibitions. All activities under this project were designed to
meet three research objectives: (1) to communicate knowledge and research projects
about water management supported by TSRI in order to create awareness, change, and
application, (2) to convert knowledge from these research projects to be presented in
easy-to-understand, modern, and up-to-date formats, such as exhibitions, infographics,
videos, news, and articles, and (3) to present relevant research projects in the channels
that reach the target groups through mass and social media with public accessibility.

The project duration was one year from December 1, 2018 to November 30, 2019.
According to the results of the project, thirty-six research projects related to water
management supported by TSRI were presented. Of which, Produced as a public relations
media 285 pieces ,728 pieces of public relations media were produced consisting of 413
pieces of mass media and 315 pieces of social media. Two subjects of these research
projects were selected and presented in two press conferences. The first press conference

was titled “Community forest: Is wild product (mushrooms) collection illegal? - The case
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of Ban Kang Pla Community Forest, Dan Sai District, Loei Province” held on March 11,
2019. It was participated by fifteen mass media and sixteen pieces of news releases were
presented, accounting for PR value or budget for media buying at 6,571,717.50 baht. The
second press conference was titled “Integrated water management on culturally
ecological diversity" in Samut Songkram Province held on November 14, 2019. It was
participated by twenty-one mass media and seventeen pieces of news releases were
presented, accounting for PR value or budget for media buying at 3,456,771 baht. (*Data
were collected as of the end of December 2019).

In addition, there were four press tours. The first press tour was titled “Research
projects of TSRI with sustainable strategies of Loei Province" in Dan Sai District and Chiang
Khan District, Loei Province, held on March 10 - 12, 2019. It was participated by fifteen
mass media and sixty-nine pieces of news releases were presented. The second press tour
was titled “The situation of the Thai sea and the national interests of the sea into
stability, prosperity, and sustainability” on Talu Island, Bang Saphan Noi District, Prachuap
Khiri Khan Province, held on June 19 - 21, 2019. It was participated by twenty-one mass
media and eighty-nine pieces of news releases were presented. The third press tour was
titled “Resource management of Ko Libong community to conserve the last herd of
dugongs, Ko Libong Sub-district, Kantang District, Trang Province, held on September 27 -
29, 2019. It was participated by nineteen mass media and forty-seven pieces of news
releases were presented. Finally, the fourth press tour was titled “Integrated water
management on culturally ecological diversity" in Samut Songkram Province held on
November 14, 2019. It was participated by twenty-one mass media and fifty pieces of
news releases were presented. It accounted for PR value or budget for media buying at
79,190,684 baht.

Moreover, there was one exhibition where works or activities were presented for
the audience to gain knowledge, impression, and, more importantly, learning experience
extensively as well as to attract visitors to be interested in further learning processes. The
researcher conducted this exhibition after the press conference and mass media tour
titled “Integrated water management on culturally ecological diversity" in Samut
Songkram Province held on November 14 - 15, 2019.

Communications, public relations, and dissemination of knowledge of research

projects related to water management supported by TSRI through mass media could



create a total PR value of 105,229,913.95 baht. For social media via the official Facebook
Fanpage: Waree Witthaya, there were 11,066 likes, 7,738 content shares, 1,241,950
reaches, and 35,230 comment likes.

From the research, it was found that the important strategies for effective and
interesting research communications were (1) research topics correspond to the situation
that is currently in the public interest and links to daily life, (2) simplification of research
content makes it easy to understand in various and appropriate channels and forms of
public relations media, (3) research projects have an impact on a broader audience, (4)
dissemination of public relations media of research information is fast, concise, and
timely, and (5) it focuses on creating knowledge and understanding of water management

to raise awareness of the value and benefits of water to life.

Recommendations

Communications of research results related to water management that will receive
the attention of the media and the public must be presented in many forms and channels,
both mass and social media so that research and knowledge of TSRI are widely
disseminated and passed on. As some research projects have academic content and some
are presented in a policy perspective, most people may find it difficult to understand. In
addition, some research projects are irrelevant and may not get the attention of general
people; rather, only some groups of people need information or knowledge from these
research projects to expand their research results or to use as reference. Local or
community research projects tend to be the subject that gets the most attention from the
media because they are relevant to the people and communities with tangible examples
of achievements.

Therefore, the research presentations must be diverse, including selection of
research issues that the society needs knowledge and understanding of that event or that
they can answer the problems, both in hot and secondary issues. They must have design,
production, and presentation in appropriate channels both through mass media, such as
newspapers, magazines, televisions, radios, and websites, and social media, such as online
articles, infographics, photographs, memes, quotes, short video clips, video clips, and
Facebook Live. However, it is not necessary to present in all types of media; rather, only

media should be chosen to have most value or effect by just one presentation, such as



press conferences or media tours. Social media can present the research results in the
form of infographics, short video clips or golden paragraphs that help in forwarding or
sharing information faster and more timely under the condition “concise and easy-to-
understand messages."

At the same time, there should be a "cross-link of research issues" in order to
present the research results for actual utilization and more expansion. It should also
analyze the target group of "local users" and invite network partners or agencies in the
area to participate in the activity in order to create awareness and understanding that
"research is not far away" and "can be practically used" as well as to create relationship
between TSRI and local organizations and agencies as partners for a stronger research

network.
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