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of millions of workers and trillions of dollars of
economic activity across industries.

® >

RS

YAy
¢

YUY
ey

&%
=

Mobile Internet Increasingly
inexpensive and capable mobile
computing devices and Internet
connectivity

Automation of knowledge work
Intelligent software systems that
can perform knowledge work
tasks involving unstructured
commands and subtle judgments

The Internet of Things Networks
of low-cost sensors and actuators
for data collection, monitoring,
decision-making and process
optimization

Cloud technology Use of
computer hardware and software
resources delivered over a network
or the Internet, often as a service

Advanced robotics Increasingly
capable robots with enhanced
senses, dexterity and intelligence
used to automate tasks or
augment humans

Autonomous and near-
autonomous vehicles Vehicles that
can navigate and operate with
reduced or no human intervention

Next-generation genomics Fast,
low-cost gene sequencing,
advanced big data analytics, and
synthetic biology (“writing” DNA)

Energy storage Devices or systems
that store energy for later use,
including batteries

3D printing Additive
manufacturing techniques to
create objects by printing layers of
material based on digital models

Advanced materials Materials
designed to have superior
characteristics (e.g, strength,
weight, conductivity) or
functionality

Advanced oil and gas exploration
and recovery Exploration and
recovery techniques that make
extraction of unconventional oil
and gas economical

Renewable energy Generation of
electricity from renewable sources
with reduced harmful climate impact
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Knowledge
Symptoms: Coughing, dry cough, dry
throat, frequent snecezing, high fever,
cold, short breathe.

Mode of transmission: person-to-person

transmission, aerosol transmission, and|....

contact with contaminated surface.
Prevention: Social distancing, regular
hand-washing, use of face mask in public
places, coughing into a flexed elbow.

Common inappropriate acts

Face mask rough-handling such as,

* Putting face mask at the jaw while in
public place,

* Dragging face mask from the jaw to
the nose when wearing,

* Removing and wearing face mask
without special caution on which side
was facing the nose.

Misconceptions

« Coronavirus does not last long (beyond
few minutes) in the air,

» Coronavirus is transmitted by mere
touching an infected surface,

« Coronavirus can be removed
(physically) from an infected person,

« The solution to coronavirus is crying
unto God,

« Hand glove is used to prevent
coronavirus from penetrating through
finger pores.

« Coronavirus is not real

Improved Information Strategy
* Proper dissemination of health
information
« Public dissemination of information by
qualified health workers
» Dissemination of scientifically verified
contents

Knowledge-Praxis Gap
General factors responsible for non-
compliance
* Leadership exemplar deficit
* Poor stakeholders’ mentality
+ Adaptation difficulty

1+ Lack or scarcity of proximate

coronavirus cases
* Public distrust in government

Specific factors responsible for face-
mask non-compliance

* Breathing difficulty

* Facial tightness

+ Speaking/marketing difficulties

Specific factors responsible for social
distancing non-compliance
Spatial proximity of market place
Counterproductive government policy
Cultural connotation of social
distancing as disrespectful
Threat to intimacy
Traditional periodic market operation

Demotivation for
prevention and
control practices





