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Abstract 

This mixed methods research explored user perceptions and engagement dynamics surrounding a proposed 

gamification concept for interior design and interior furnishing procurement. A multi-phase approach combining 

exploratory qualitative and quantitative methods with the Technology Acceptance Model (TAM), Theory of 

Planned Behavior (TPB), and Value Co-Creation (VCC) constructs. Thematic analysis from exploratory 

qualitative interviews revealed perceived benefits around enhanced collaboration, customization, and 

engagement, with expectations for effortless spatial visualization and creative experimentation. However, 

adoption outlook varied across age groups. Exploratory quantitative analysis using PLS-SEM showed perceived 

usefulness and social influences driving favorable attitudes, while confirmatory quantitative analysis with MRL 

constructs using CFA and PLS-SEM demonstrated positive early experiences markedly influencing eventual 

user advocacy. Key Recommendations center on agile, human-centric implementation focused on participative 

value creation for sustained relevance. Blended physical-digital strategies addressing category-specific barriers 

are advised, alongside participative value co-creation sustaining designer and client creativity amid digitization. 

While findings provide measured optimism given strong receptivity and adoption readiness metrics, targeted 

transition sequencing grounded in user realities, not technical proficiency alone, is imperative for contextually 

synchronized platform assimilation. Through meticulous multi-method inquiry, this pragmatic research 

elucidates requisite considerations around human-centric innovation for sustainable industry evolution. 
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INTRODUCTION 

The constant shifts in trends are still transforming the worldwide scene of interior design and 

furniture acquisition, as seen in the sector's strong growth path. Supported by market analyses, this 

growth extends to both economic value and geographical reach, solidifying the industry's position as a 

driving force for advancement. 
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Figure 1. Global Market for Interior Design Services 

Valued at approximately $45.1 billion in 2022 as shown by figure 1, interior design services are 

projected to reach $64.1 billion by 2027, reflecting a 6.4% Compound Annual Growth Rate (Research 

and Markets, 2023). While commercial spaces dominate current market share, the residential segment 

closely follows with a 7.7% forecasted CAGR through 2030. Additional insights reveal a $145.3 billion 

global valuation in 2020 expected to appreciate to $210 billion by 2027, catalyzed by lifestyle shifts 

and improving economic conditions (BlueWeave Consulting).   

The furniture industry echoes this dynamism. After generating $557 billion in 2022, Statista 

predicts rise to $650.7 billion by 2027. Global Market Insights compounds this, citing $545.78 billion 

in 2020 furniture sales directed toward an over 62,000 kilo ton volume by 2027 per a 4.8% CAGR 

(Global Market Insights, 2021). Driving this proliferation are construction sector growth, smart city 

emergence, and manufacturer-contractor collaborations within both established and upstart markets.  

 

Figure 2. Global Furniture Market in 2020 and Forecast of 2027 

Indeed, the Asia-Pacific (APAC) region stands out with its 4.6% CAGR through 2031 (Allied 

Market Research, 2022). Anchored by Western lifestyle adoption and infrastructure development, 2020 

alone witnessed APAC produce over $270 billion in furniture industry revenue (Global Market Insights, 

2021). Coupled with skilled yet cost-effective labor pools, APAC proves pivotal among global furniture 

market players. 
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Yet the industry’s digital frontier may harbor the most potential. Online sales are expected to 

jump from $67.63 billion in 2021 to $112.67 billion by 2026, equating to an impressive 16.79% CAGR 

(Technavio, 2023). While barriers to entry run high, veterans and newcomers alike compete fiercely 

through mergers, acquisitions, and corporate expansion. Still, legacy retailers retain dominance – 60% 

of tech-exposed Millennial and Gen Z cohorts continue patronizing brick-and-mortar establishments 

(CIN, 2022). 

Within this dynamic matrix, Indonesia and its rich natural resource reservoirs command attention. 

Leveraging indigenous woods, the country has manufactured sought-after furnishings that fuel a 

projected 7% domestic CAGR from 2022-2028 (Mordor Intelligence, 2022). This sector demonstrated 

astounding resilience amidst 2020’s COVID-19 crisis, achieving a 51.3% export revenue increase from 

January to May versus 2019 figures – including 51.3% more U.S. exports totaling $582.11 million 

(Mordor Intelligence, 2022). Government initiatives like the IKM e-Smart digital platform now 

cultivate digitally savvy local artisans (Oláh et al., 2020), while e-commerce penetrates the consumer 

mainstream (Kamenova & Haidar, 2022).   

Still, export prioritization has neglected Indonesia’s domestic potential. With 52 million 

economically secure citizens (World Bank), weak 10% domestic contributions indicate an overlooked 

local opportunity. Additionally, market fragmentation challenges global competitiveness assessments 

(Wibowo et al., 2022); creativity must thus inform marketing strategy (Nawanir et al., 2013). One 

solution resides in gamification, which heightens engagement and accessibility by applying game 

elements outside their conventional domain (Ho et al., 2023).   

WSA Construction + Planning is a construction and design firm looking to embrace this gamified 

approach through a digital platform converging design, procurement, and user experience.  

 

Figure 3. WSA Construction + Planning’s Milestone 
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Currently leveraging years of trust-based client service and referrals, the company seeks to 

emulate successful examples like IKEA’s planning tools and The Sims game while allowing direct 

interior furnishing purchases from within the game itself. Alongside in-platform revenue, collaborative 

brand partnerships constitute an additional income stream.   

This innovation intends to maximize convenience while granting client control, facilitating 

seamless transitions from virtual concepts to physical outcomes. WSA Construction + Planning aims 

not only to lead industry disruption but solve prevailing challenges like product uniqueness, scalability, 

waste reduction, and environmental compliance (Hämäläinen & Salmi, 2022). With vast local potential 

still untapped, the company’s aspirations come at an opportune moment to redefine customer 

engagement. 

METHOD 

The research employs a phased, iterative approach spanning qualitative and quantitative 

techniques to ensure depth and rigor, spanning from September until December 2023. An initial 

exploratory phase, that is based on Value Co-Creation (VCC), Technology Acceptance Model (TAM), 

and Theory Planned Behavior (TPB) constructs, utilizes qualitative methods to gain profound, 

contextualized insights into the research phenomena. A subsequent exploratory quantitative phase then 

tests and predicts relationships between key variables using Partial Least Square-Structured Equation 

Modeling (PLS-SEM).  

Moreover, a confirmatory quantitative phase validates measurement models and examines 

structural relationships through Confirmatory Factor Analysis (CFA) and PLS-SEM methods for 

Market Readiness Level (MRL) construct that comprises Ideation, Testing, Traction, and Scaling. 

 

Figure 4. Research Design 
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During the exploratory qualitative phase, semi-structured interviews employing purposive 

sampling were conducted with a diverse group of 8 respondents, including a store manager, sales 

associate, entrepreneurial architects, business professionals, UI/UX designer, a supplier with an 

industrial engineering background, a CTO in a construction technology company, and an influencer. 

Following this, a systematic thematic analysis with rigorous coding was applied to distill rich, subjective 

perspectives into meaningful themes and patterns. The 13 open-ended questions were centered around 

the components of Value Co-Creation (VCC), Perceived Usefulness (PUS), Perceived Ease of Use 

(PEU), Attitude (ATT), Subjective Norms (SNS), and Perceived Behavioral Control (PBC), as outlined 

in Table 1. 

Table 1. List of Questions for Thematic Analysis 

Construct Component Questions 

Value Co-

Creation 
VCC 

How do you think a gamified approach could impact collaboration and 

engagement between interior designers/retailers and their customers? 

From your perspective, how could gamification enhance the value and 

accessibility of interior design services for you or your customers? 

TAM 

PUS 

How useful do you think the gamified platform for interior design and 

interior furnishing procurement would be for you or your customers? 

How might your shopping experience differ using a gamified platform 

compared to traditional channels? 

PEU 

How easy do you think it would be to use the gamified platform? 

What factors would make the gamified platform easier or more difficult to 

use? 

TPB 

SNS 

How receptive do you think customers would be to engaging with a 

gamified platform versus more traditional methods? 

If many people start to adapt to this new technology that is the gamified 

platform, would you think your customers or yourself will start to use the 

gamified platform as well? 

PBC 
I am very confident in my skills and capabilities to fully utilize a gamified 

interface for interior design and interior furnishing procurement. 

TAM & 

TPB 
ATT 

Do you think you will have a positive experience procuring interior 

furnishing or designing your own space using the gamified platform? 

What specific aspects of the gamified platform that you like or dislike? 

Will you use the gamified platform to design your own space? 

Are you likely to procure your interior furnishing from the gamified 

platform? 
 

Moving to the quantitative phase, data from 464 respondents form the basis for the digital 

distribution of assessments, as depicted in Table 2. These instruments utilize a Likert-scale evaluation, 

ranging from Strongly Disagree to Strongly Agree with options numbered 1 to 4. 
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Table 2. Quantitative Analysis Items for VCC, TAM, TPB, and MLR Constructs 

Construct Component Items 

Value Co-

Creation 
VCC 

A gamified approach would significantly impact collaboration and 

engagement between interior designers / retailers and me. 

Gamification would extremely enhance the value and accessibility of 

interior design services for me. 

TAM 

PUS 

The gamified platform for interior design and furnishing would be 

extremely useful for me. 

My shopping experience would be much better using the gamified platform 

compared to traditional channels. 

PEU 

The gamified platform would be easy for me to use. 

There would be few factors that make the gamified platform easier to use. 

TPB 

SNS 

I would be very receptive to engaging with a gamified platform versus 

more traditional methods. 

If many people start to adapt to the gamified platform, I think I would also 

start to use it. 

PBC 
I am very confident in my skills and capabilities to fully utilize a gamified 

interface for interior design and interior furnishing procurement. 

TAM & 

TPB 
ATT 

I will likely have a very positive experience procuring interior furnishing 

or designing my own space using the gamified platform. 

There are many aspects of the gamified platform that I like. 

I am very likely to use the gamified platform to design my own space. 

I am very likely to procure my interior furnishing from the gamified 

platform. 

MLR 

ID 

I acknowledge that the gamified platform is a new idea in interior design 

and interior furnishing procurement. 

A gamified approach seems like an innovative idea that would improve 

my shopping experience. 

TS 

I have an interest in learning more about the gamified platform and its 

features. 

I would be interested in testing an early prototype of a gamified platform 

for interior design services and giving feedback. 

TC 

I am willing to try new platforms for interior design and shopping. 

I would consider being an early adopter of a new gamified platform for 

interior design and interior furnishing procurement. 

I think that the gamified platform can assist in interior design and interior 

furnishing procurement. 
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SC 

I believe that the gamified platform offers valuable solutions for interior 

design and interior furnishing procurement. 

I believe a gamified platform has strong market potential for interior 

design services. 

I would recommend a gamified platform to friends and family if I had a 

positive experience. 

I think companies should devote resources to developing gamified 

platforms for interior design and interior furnishing procurement. 
 

PLS-SEM analyzes the quantitative data, estimating the relationships between variables and the 

predictive accuracy of the conceptual models. CFA scrutinizes the measurement models in the 

confirmatory quantitative phase to ensure observed variables based on MRL construct accurately 

represent underlying theoretical constructs from the factor loading that will be generated from such 

analysis. The descriptive statistics will be provided beforehand as describing the respondents' 

characteristics and questionnaire responses. 

 

RESULTS AND DISCUSSION 

Exploratory Qualitative Analysis - Thematic Analysis 
 

A thorough thematic analysis of qualitative interviews with designers, retailers, and consumers 

unveiled 4 prominent themes, providing valuable insights into attitudes and desired qualities pertaining 

to the gamified solution. These themes encompassed User Interaction, Industry Impact, Physical vs 

Digital Experience, and Market Readiness and Market Response. 

 

a) User Interaction 

The predominant focus revolves around facilitating users, especially those lacking expertise 

in interior design. Participants stressed the importance of incorporating functionalities that 

showcase exemplary designs or curated inspiration galleries. This approach aims to alleviate 

potential barriers for novice users and guide them through the design process. The integration 

of inspirational aids and style filters helps boost creative confidence, particularly for users 

without a clear design vision. In addition to inspirational resources, there is a strong advocacy 

for design automation features such as spatial mapping of rooms. This feature is intended to 

enhance productivity by instantly scanning and digitizing key aspects of existing spaces, thus 

eliminating the need for manual measurements. The emphasis is on making the design process 

accessible for novices while streamlining it for experts. This human-centric approach aims to 

minimize friction and enhance creative fulfillment. 

b) Impact of Technology on the Interior Design Industry  

This theme reflects a generally positive outlook on the gamification platform's potential to 
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enhance productivity for major industry stakeholders – designers, retailers, and consumers. 

Digitizing and automating aspects of the design process are seen as accelerators for interior 

designers, reducing concept iteration cycles and approval lag with clients. For brick-and-mortar 

retailers, there are tangible benefits in using the gamified platform on showroom floors. This 

allows sales associates to visually configure and present options, saving time for both customers 

and sellers compared to traditional processes. However, there is a cautionary note about 

potential adversity for smaller independent designers facing automation in certain tasks. 

Consumers, on the other hand, are perceived as major beneficiaries. The platform's simplicity 

and intuitive navigation empower homeowners to experiment with design ideas independently. 

While technology introduces positive transformations, there are also risks of disruption for 

certain groups within the industry. Increased designer productivity may counterbalance 

potential job impacts on emerging designers due to automation. 

c) Physical vs Digital Experience 

Participants expressed varied perspectives on the utility of virtual channels for interior 

furnishing procurement. While acknowledging the convenience of digital browsing, 

interviewees emphasized the irreplaceability of physical showrooms for certain product 

categories with high emotional or sensory significance. Products like high-end furniture, where 

comfort and sensory qualities are crucial, are deemed to require in-person visitation and trials. 

However, for smaller goods or decorative items, digitization appears more acceptable. The 

familiarity with specific products also enables digital purchasing confidence, particularly for 

repeat orders. The analysis concludes that while e-commerce channels face constraints for high-

involvement categories, a blended strategy that combines digitization for repeat purchases with 

physical experiences for considered buys is favored. This approach reflects an evolutionary 

outlook, seeking responsible adoption rather than outright displacement of traditional models. 

d) Market Readiness and Market Response 

The themes reveals generational differences in preparedness and enthusiasm for adopting 

the proposed gamified solution. Concerns were raised about potential inertia among older 

demographics, with some perceiving a preference for traditional human-led services. However, 

counterbalanced perspectives suggest that continuous digitization may ease adoption barriers 

regardless of age, as user-friendly interfaces and ubiquitous mobile access become more 

prevalent. While younger demographics are seen as probable early adopters, sustained usage 

requires effective communication, cultural alignment, and prudent change management across 

both young and mature lifestyle segments. The analysis indicates that adoption may correlate 

strongly with age, but sustained usage demands thoughtful communication and inclusive 

strategies across demographics. User experience design and progressive transition strategies 

grounded in empathy are deemed crucial for mass acceptance 
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The examination of user interactions, technology impact, shopping experiences, and market 

readiness in the context of gamification platforms reveals intricate dynamics between the theoretical 

frameworks of Value Co-Creation (VCC), Technology Acceptance Model (TAM), and Theory of 

Planned Behavior (TPB). The Theory of Planned Behavior (TPB) highlights essential predictors of 

intentionality, such as attitudes, subjective norms, and perceived behavioral control, shaping initial and 

sustained adoption. The Technology Acceptance Model (TAM) focuses on assessments of usefulness 

and usability as key antecedents for acceptance. Value Co-Creation (VCC) introduces a paradigm shift, 

emphasizing active co-design collaboration within gamified environments. 

Together, these frameworks offer multi-angular analytical clarity regarding factors that influence 

engagement. TPB explains adoption rationales based on personal dispositions and social cues, TAM 

hones in on practical appraisals of workflow support, and VCC heralds participatory co-innovation. 

Exploratory Quantitative Analysis - PLS-SEM for VCC, TAM, and TPB 

Two analyses for this section were performed, one including respondents below 22 years old 

(inclusive analysis) and another excluding respondents below 22 years old (exclusive analysis). 

 

Figure 5. Diagram of Total Effect of Inclusive Analysis 

Figure 5 depicts that perceived ease of use (PEU) shows a strong positive correlation with age, 

indicating older users find the system more intuitive. A negative correlation with perceived usefulness 

(PUS) suggests mismatch in meeting the actual needs or expectations of older users. Age negatively 

influences attitude (ATT), possibly linked to reluctance, perceived usefulness, or past tech experiences. 

Additionally, age slightly increases the impact of social norms (SNS) on system usage among older 

users, emphasizing the role of social influence in their adoption decisions. The negative PEU-ATT 

relationship suggests simplicity may affect the view negatively, while the positive PUS-SNS link 

underscores the importance of system functionality in societal acceptance. The negative SNS-PBC 

impact suggests social pressures overrides individual autonomy in system usage. 
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Figure 6. Diagram of Total Effect of Exclusive Analysis 

Figure 6 outlines the dynamics influencing technology adoption in individuals aged 22 and above. 

Employing the Technology Acceptance Model (TAM), age enhances perceived usefulness (PUS) and 

ease of use (PEU) but negatively affects attitude (ATT). Notably, perceived ease of use positively 

impacts attitude and social norms but negatively affects value co-creation (VCC). Similarly, perceived 

usefulness negatively influences attitude and significantly detracts from value co-creation in interior 

design. The Theory of Planned Behavior (TPB) reveals that attitude negatively influences social norms 

and perceived behavioral control but positively impacts value co-creation. Social norms negatively 

impact perceived behavioral control, with mild negative effects on value co-creation. The negative 

effect of age on value co-creation echoes findings about mixed feelings toward online furniture 

shopping, emphasizing the importance of in-person experiences for significant purchases among 

younger generations. 

In a comprehensive analysis encompassing participants below 22 years of age, distinct variations in 

the total effects within crucial constructs emerge, showcasing differences compared to an analysis 

excluding this demographic. Notably, a consistent positive relationship between Age and Perceived 

Ease of Use (PEU) prevails in both analyses, suggesting older individuals find the gamification 

platforms easier to navigate. However, shared between the analyses is a negative relationship between 

Attitude and Subjective Norms, signifying that a more positive attitude doesn't necessarily heighten the 

influence of social norms on behavior. Furthermore, the persistent negative relationship between 

Perceived Usefulness and Perceived Ease of Use suggests a nuanced interaction between these factors. 

Divergence appears in the inclusive analysis, unveiling a positive relationship between Age and Value 

Co-Creation (VCC), suggesting heightened engagement among younger individuals in co-creating 

value through the platforms. Additionally, the inclusive analysis indicates a more substantial negative 

impact of Attitude on Perceived Behavioral Control among the younger audience, suggesting a 

connection between positive attitudes and a perception of less control over technology use. Notably, in 
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the inclusive analysis, VCC is positively influenced by both Perceived Usefulness and Perceived Ease 

of Use, diverging from the excluding data findings, signifying that for the younger demographic, these 

factors are conducive to the value co-creation process. Subjective Norms also exhibit a stronger positive 

effect on Perceived Usefulness in the inclusive analysis, emphasizing the pronounced influence of social 

factors on perceived usefulness among the younger population. 

Exploratory Quantitative Analysis - Confirmatory Factor Analysis for Market Readiness Level 

The confirmatory analysis serves as a critical step in validating the Market Readiness Level 

(MRL) theory, which comprises essential components of ideation, testing, traction, and scaling. This 

involves scrutinizing the relationships and dependencies outlined in the MRL theory against real-world 

data and observations. 

 

Table 3. Model Fit Result of CFA 

Metrics Values 

Chi-Square test statistic 69.909 

P-value of Chi-square 0.001 

Comparative Fit Index (CFI) 0.901 

Tucker-Lewis Index (TLI) 0.856 

Root Mean Square Error of Approximation (RMSEA) 0.053 

Standardized Root Mean Square Residual (SRMSR) 0.05 
 

The Chi-square test gave a value of 69.909, which means the model is a good match for the data. 

Both the Comparative Fit Index (CFI) and Tucker-Lewis Index (TLI) came out to 0.901 and 0.856, 

which are really close to the ideal score of 1, showing that the fit is decent. The Root Mean Square Error 

of Approximation (RMSEA) was 0.053. On top of that, the Standardized Root Mean Square Residual 

(SRMR) was 0.05, confirming that the model is on solid ground. Hence, overall from all metrics, model 

fits well the data. 

 

Table 4. Factor Loading of Item-Construct 

Construct Item Loading 

Ideation 
ID_1 0.404 

ID_2 0.318 

Testing 
TS_1 0.437 

TS_2 0.46 

Traction 
TC_1 0.402 

TC_2 0.344 
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TC_3 0.356 

Scaling 

SC_1 0.321 

SC_2 0.383 

SC_3 0.481 

SC_4 0.442 

 

Table 4 reveals that questionnaire items represent their respective constructs. For the Ideation 

construct, items "I acknowledge that the gamified platform is a new idea in interior design" (ID_1) and 

"A gamified approach seems like an innovative idea" (ID_2) moderately measure Ideation with factor 

loadings of 0.404 and 0.318. The Testing construct, assessing interest, is robustly represented by items 

such as "I have an interest in learning more about the gamified platform" (TS_1) and "I would be 

interested in testing an early prototype" (TS_2) with factor loadings of 0.437 and 0.460. Traction, 

indicating willingness to try the platform, is moderately captured by items like "I am willing to try new 

platforms for interior design" (TC_1), "I would consider being an early adopter of a new gamified 

platform" (TC_2), and "I think that the gamified platform can assist in interior design" (TC_3) with 

loadings ranging from 0.344 to 0.402. Scaling, evaluating perceived value, is well-represented by its 

items with loadings from 0.321 to 0.481.  

Additionally, a Cronbach’s Alpha of this model is 0.7, indicates the model's reliability, affirming 

that the items collectively measure the constructs effectively. These findings enhance the credibility of 

the study, validating the theoretical framework and offering practical insights into the potential 

application of gamified platforms in interior design. 

Exploratory Quantitative Analysis - PLS-SEM for Market Readiness Level 

PLS-SEM in this section acts as the confirmatory further after the CFA conducted to discover the 

influence strength of each item from each stage. 

 

Table 5. Inner Model Result of PLS-SEM MRL Construct 

Stage Items weight loading 
redundan

cy 

Ideation 
ID_1 0.968 0.988 0 

ID_2 0.155 0.28 0 

Testing 
TS_1 0.57 0.714 0.0581 

TS_2 0.715 0.83 0.0786 

Traction 
TC_1 0.576 0.736 0.0666 

TC_2 0.485 0.634 0.0495 
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TC_3 0.47 0.572 0.0402 

Scaling 

SC_1 0.295 0.502 0.0585 

SC_2 0.381 0.591 0.0811 

SC_3 0.489 0.711 0.1174 

SC_4 0.447 0.625 0.0908 

 

 

In the Ideation stage, participants recognized the gamified platform as a new idea (ID 1, loading 

0.988), but diverged on its innovativeness in enhancing the shopping experience (ID 2, loading 0.280), 

suggesting varied perceptions of practical value. The Testing stage displayed robust engagement, with 

participants expressing interest in learning more (TS 1, loading 0.714) and a willingness to test an early 

prototype (TS 2, loading 0.830), signaling active curiosity and readiness for platform interaction. In the 

Traction stage, there was a clear inclination to try new platforms (TC 1, loading 0.736) and be early 

adopters (TC 2, loading 0.634; TC 3, loading 0.572), indicating a substantial segment of early adopters 

exploring technological solutions in interior design. The Scaling stage unveiled positive beliefs about 

the platform’s value (SC 1, loading 0.502) and market potential (SC 2, loading 0.591). Strong 

recommendations to friends and family (SC 3, loading 0.711) and support for resource investment (SC 

4, loading 0.625) underscored the platform's perceived long-term viability and user advocacy potential.  

Sequentially, each stage positively influenced the subsequent one, with path coefficients of 0.338 

from Ideation to Testing, 0.351 from Testing to Traction, and 0.482 from Traction to Scaling. These 

values signify the escalating impact of each phase on user engagement. Moreover, in terms of 

Goodness-of-Fit, the value is 0.2673, indicating a moderate and acceptable fit for PLS-SEM models. 

 

Figure 7. Diagram Path of Total Effect MLR Construct 

Figure 7 presents nuanced depiction of the interconnected stages in the user journey with a 

gamified platform for interior design and furnishing procurement. The substantial direct influence from 

Ideation to Testing (0.338) emphasizes the critical role of users' initial reactions, suggesting that first 

impressions significantly shape their desire to explore the platform further. The journey from Ideation 

through Testing to Traction (0.1185) underscores the enduring impact of first impressions, indicating 
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that becoming an early adopter is greatly influenced by the initial introduction to the platform. The path 

from Ideation via Testing and Traction to Scaling (0.0572) signifies the growing impact of first 

impressions on users' long-term support and belief in the platform's market success, emphasizing the 

subtle but notable influence of early interactions over time. The direct impact from Testing to Traction 

(0.3508) highlights the pivotal role of the testing phase in users' readiness to become early adopters, 

emphasizing the need for a well-executed testing phase to build a positive view of early adoption. The 

influence from Testing through Traction to Scaling (0.1691) underscores how the testing experience 

shapes long-term user attitudes and their likelihood to recommend the platform. The strong direct link 

from Traction to Scaling (0.4821) emphasizes the significant effect of initial success and early market 

experiences on users' conviction in the platform's long-term value and their advocacy, highlighting the 

value of a positive early market entry phase in fostering user backing and advocacy. 

 

CONCLUSION  

These findings offer valuable insights for optimizing gamification strategies in interior design, 

emphasizing the need to address challenges and enhance the user experience for successful adoption 

and positive outcomes. The platform, positioned to deliver differentiated value for consumers, 

designers, and retailers, requires strategic orchestration across service offerings, technology 

capabilities, organizational preparedness, and financial sustainability. 24-month roadmap, grounded in 

empirical market signals and incremental viability demonstrations, guides the transition from 

conception to commercialization. Early collaborator alignment, agile prototyping, and controlled 

external trials precede wider availability, with directional budget guidance informing investments.  

Backed by research affirming strong receptivity and adoption readiness, realization of the 

gamified interior design concept demands strategic collaboration. This involves assembling 

organizational capabilities and developing robust technological functionalities. A partnership-based 

approach, leveraging interior design expertise and technological competencies, aims to create 

immersive digital environments with intelligent configuration engines as the technology backbone. 

While detailed financial analysis awaits full-fledged development, initial investments adhere to prudent 

directional budget ceilings validated during agile prototyping. Phased enhancements, based on 

demonstrated viabilities, warrant continued commitment aligned with sustainable commercialization. 

Positive research signals merit strategic moves towards mobilizing organizational and technological 

building blocks, paving the way for an innovative gamified vision's responsible and milestone-driven 

entry into the market 
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