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to preserve and distribute
knowledge.
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Knowledge sharing and
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Knowledge exploration and creative
knowledge-selection and co-creation

ATHgER 2 THTOD
SELN, BART—9H5
DIFEERE=ZIE. EESE
[FERAR D TFICEEZE.
Digital worker&Human
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The advancement of Al and sensing
technology is helping to search for

knowledge from vast amounts of information.

Meed for knowlsdge co-creation between
digital workers and human workers.
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Human inteligence

Futures literacy
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Knowledge creation for humanity
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Meed for knowledge creation to build a
saciety where people can foster their
own well-being under political,
economic, and environmental changes.
Knowledge management that balances

global perspectives on issues with local
practices is needed.
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Kotler, P. (1994). Marketing management: analysis, planning, implementation,
and control (8th ed). Prentice hall. /Z/1%
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We define well-being marketing for consumer goods firms as a business philosophy
that guides the development, pricing, promotion, and distribution of consumer
goods to individuals and families for the purpose of enhancing CWB at a profit (in

the long run) in a manner that does not adversely affect the public, including the
environment.

Sirgy, M.J. and Lee, D.-J. (2008), “Well-being marketing: An ethical business
philosophy for consumer goods firms”, Journal of Business Ethics, Vol. 77
No. 4, pp. 377-403.
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