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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 Technology Acceptance Model (TAM), Theory of Planned Behaviour (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 favourable 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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ABSTRAK
Penelitian dengan metode campuran ini mengeksplorasi persepsi pengguna dan dinamika keterlibatan seputar konsep gamifikasi yang diusulkan untuk desain interior dan pengadaan furnitur interior. Pendekatan bertahap yang menggabungkan metode kualitatif dan kuantitatif eksploratif dengan konstruksi Technology Acceptance Model (TAM), Theory of Planned Behavior (TPB) dan Value Co-Creation (VCC). Analisis tematik dari wawancara kualitatif eksploratif mengungkapkan manfaat yang dirasakan seputar peningkatan kolaborasi, kustomisasi, dan keterlibatan stakeholder, dengan ekspektasi visualisasi spasial dan eksperimentasi kreatif. Namun, prospek adopsi bervariasi di antara kelompok usia. Analisis kuantitatif eksploratif menggunakan PLS-SEM menunjukkan potensi kegunaan yang dirasakan dan pengaruh sosial mendorong sikap yang positif, sementara analisis kuantitatif konfirmatori dengan konstruksi MRL menggunakan CFA dan PLS-SEM menunjukkan bahwa pengalaman awal yang positif sangat mempengaruhi dukungan pelanggan. Rekomendasi utama dari penelitian ini berfokus pada implementasi yang gesit dan berorientasi pada manusia yang menekankan pada penciptaan nilai partisipatif dalam upaya meningkatkan relevansi yang berkelanjutan. Strategi gabungan fisik-digital yang mengatasi hambatan kategori tertentu juga menjadi poin penting untuk dilakukan, di samping penciptaan nilai partisipatif yang mempertahankan kreativitas perancang dan klien di tengah proses interaksi yang terdijitalisasi. Meskipun temuan penelitian ini memberikan optimisme terukur, mengingat metrik penerimaan dan kesiapan adopsi yang kuat, pengurutan transisi yang ditargetkan yang berlandaskan pada realitas pengguna dan bukan hanya kemahiran teknis: yang sangat penting untuk terjadinya asimilasi platform yang sinkron dengan konteks. Melalui penyelidikan metode ganda yang teliti, penelitian pragmatis ini menguraikan pertimbangan yang diperlukan seputar inovasi berorientasi manusia demi evolusi industri yang berkelanjutan.
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Chapter I Introduction

I.1 Background
The global domain of interior design and interior furnishing procurement is undergoing significant transformations, reflected by a consistent and robust growth trajectory. The magnitude of this expansion, both in terms of economic value and geographical reach, is corroborated by empirical data from multiple market analyses, thus establishing the sector as a pivotal contributor to economic development and societal modernization.

In a comprehensive market analysis conducted by Research and Markets, the global valuation of the Interior Design Services sector was ascertained to be approximately $45.1 billion USD as of the year 2022. Noteworthy is the projected expansion of this market to an estimated $79.6 billion USD by the end of the year 2030. This signifies a Compound Annual Growth Rate (CAGR) of 7.4% over an analytical period spanning from 2022 to 2030. It is imperative to elucidate that this growth is not uniform across all market segments. Specifically, the commercial sector is forecasted to proliferate at a CAGR of 7.1%, culminating in a valuation of $43 billion USD by 2030, whereas the residential sector exhibits a revised CAGR of 7.7% (Research and Markets, 2023).
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Figure I.1 Global Market for Interior Design Services

Source : Research and Markets, September 2023
Additional insights can be observed from an investigative report by BlueWeave Consulting, which further underscores the underlying dynamics propelling market growth. As of 2020, the global interior design market was valued at $145.3 billion USD, and is projected to appreciate at a CAGR of 5.5%, ultimately reaching a valuation of $210 billion USD by 2027. This escalation is fuelled by a multitude of socio-economic catalysts, inclusive of lifestyle modifications among the millennial demographic and overarching improvements in global economic conditions.
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Figure I.2 Global Interior Design Market Value

Source : BlueWave Consulting, 2021

Furthermore, complementary data from Statista affirms the robust nature of the associated global furniture market, which was assessed to be $557 billion USD in 2022. This valuation is anticipated to augment to an estimated $650.7 billion USD by the year 2027.
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Figure I.3 Global Furniture Industry Revenue by Segment

Source : Statista Market Insights, July 2023
In June 2021, Global Market Insights released a report which substantiated the burgeoning status of the global furniture industry. As of the 2020 fiscal year, the market valuation for furniture stood at approximately $545.78 billion USD. The report predicts a Compound Annual Growth Rate (CAGR) of 5.4% spanning from 2021 to 2027, with the industry's material volume forecasted to exceed 62,496.5 kilo tons by 2027 at a growth rate of 4.8%. 

A principal impetus for this escalation is the acceleration of new residential projects on a global scale. This surge is concomitant with the proliferation of smart city initiatives and the overall expansion of the construction sector, which are anticipated to fuel demand for furniture solutions considerably. According to the International Data Corporation, investment in smart city technologies is expected to eclipse $158 billion USD by 2022. 
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Figure I.4 Global Furniture Market Overview

Source : Global Market Insights, June 2021

Furthermore, the industry is poised to benefit from strategic collaborations between furniture manufacturers and construction entities, thereby capitalizing on the burgeoning infrastructure development across both developed and emerging economies. The symbiosis between economic growth and infrastructure advancement engenders a favourable milieu for market expansion. Specifically, the surging economic development on a global scale augments the demand for both residential and commercial spaces that possess resilience to environmental hazards. 

The shifting of production bases to Asian countries like India and China by leading industry players serves as another notable trend. This relocation is principally driven by the availability of a cost-effective and skilled workforce, thereby exerting a positive influence on the overall market. Additionally, offline distribution channels are forecasted to generate revenues approximating $647 billion USD by 2027, thereby affirming the continued relevance of traditional shopping mediums. 

Within the product categories, metal furniture accounted for a market share of nearly 10% in 2020, driven by its amenability to customization. Common materials employed include stainless steel, aluminum, and iron, particularly for outdoor furniture applications.
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Figure I.5 Global Furniture Market by Material

Source : Global Market Insights, June 2021

Moreover, the commercial sector exhibits substantive growth potential, specifically within office and business spaces. These segments are projected to constitute over 40% of the commercial furniture market share by 2027. This is propelled by robust economic activities enhancing corporate profitability. Large-scale projects initiated by tech giants such as Amazon, Apple, and Google, in conjunction with investments in entertainment and convention centres, are further amplifying this demand. 
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Figure I.6 Global Commercial Furniture Market by Application Forecast

Source : Global Market Insights, June 2021

The furniture industry stands out as notably fragmented, characterized by an extensive roster of participants operating at both regional and global echelons (Sales-Vivó et al., 2020). This plethora of actors frequently engage in strategic alliances and collaborations as a mechanism to solidify their presence and extend their market reach. As the industry is expected to witness high profit margins in the coming years, an influx of new entrants is foreseen. This will intensify competitive dynamics and prompt existing market players to bolster their supply chain efficiencies to retain and potentially enhance customer satisfaction.

Mergers and acquisitions are posited as pivotal strategies for industry incumbents aiming to augment their market shares. Among the notable industry giants contributing to the market landscape are Ashley Furniture Industries, Inter IKEA Group, Steelcase, Okamura Corporation, and Herman Miller, Inc., among others. Companies such as Home Depot, Inc., La-Z-Boy, Inc., Godrej & Boyce Manufacturing Co., Ltd., Urban Office Interiors, Kohler Co., and HNI Corporation also play significant roles.

For contextual understanding, it is vital to acknowledge that market research reports predict the furniture industry's trajectory in terms of both material volume and revenue. These forecasts span from 2017 to 2027 and encompass estimates expressed in thousand tons for volume and in millions of U.S. dollars for revenue. Geographically, the Asia-Pacific region is projected to spearhead market growth, fuelled predominantly by a rising construction industry. 
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Figure I.7 Global Furniture Market in 2020 and Forecast of 2027

Source : Global Market Insights, June 2021

According to The Allied Market Research report published in February 2022, the market, valued at approximately $556.4 billion in 2020, is expected to grow to nearly $877.4 billion by 2031, with a Compound Annual Growth Rate (CAGR) of 3.8%. This growth is propelled by factors such as increasing disposable incomes, expansion in the real estate and hospitality sectors, and a rising demand for premium and luxury furniture.

One significant trend emphasized in the report is the increasing adoption of eco-friendly raw materials like bamboo, cork, and felt in furniture manufacturing. These materials offer several advantages over traditional timber, including lower carbon footprint and cost-effectiveness. Bamboo, for instance, is hailed as a low-carbon alternative to wood, while cork boasts properties like insulation and fire resistance. Felt, produced from recycled PET bottles, also serves as a sustainable option. This shift towards eco-friendliness is largely fuelled by growing environmental consciousness among consumers and governmental investments in eco-friendly public infrastructures like hospitals, churches, and schools.

The market is segmented based on type, distribution channels, and geography. The residential sector dominated the market in 2020, which the report attributes to an increasing global economy that has enhanced consumer spending capabilities. In terms of distribution channels, specialty stores led the market due to their extensive range of furniture categories. However, the e-commerce segment is expected to grow at the highest CAGR of 4.4% from 2022 to 2031, due to increasing internet penetration and a rise in online shopping.

The report also identifies challenges facing the market, including the scarcity of skilled labour and better transportation and infrastructure facilities. Despite these obstacles, advancements like the integration of the Internet of Things (IoT) in furniture products and automated manufacturing systems are expected to significantly influence market growth in the forecast period.

The global furniture industry represents a dynamic and ever-evolving landscape, marked by its diverse range of types, distribution channels, and geographical regions. Its classifications encompass Ready-to-Assemble (RTA) furniture, residential furniture, and commercial furniture, which find their way to consumers through various channels, including supermarkets, hypermarkets, specialty stores, e-commerce platforms, and other retail avenues. These global dynamics span across several regions, ranging from North America, with countries such as the United States, Canada, and Mexico, to Europe, covering nations like Germany, Spain, the United Kingdom, Italy, France, and the rest of Europe. Further, Asia-Pacific (APAC) encapsulates countries such as China, India, Japan, Australia, South Korea, and others, while LAMEA incorporates Brazil, South Africa, Saudi Arabia, the United Arab Emirates, and neighbouring territories (Allied Market Research, 2022). 

Within this global panorama, APAC region emerges as a compelling focal point, poised to achieve an impressive CAGR of 4.6% during the 2022-2031 timeframe. This growth is underpinned by several influential factors, including the increasing adoption of Western lifestyles, robust infrastructure development, and a burgeoning urban demographic. As a testament to its dynamism, the APAC furniture market demonstrated its remarkable potential by generating over USD 270 billion in 2020 (Global Market Insights, 2021). This remarkable figure is primarily attributed to the flourishing hospitality and real estate sectors, coupled with an increase in disposable incomes, especially within urban centres. Furthermore, the region's abundant supply of skilled labour and competitive pricing positions Asian countries favourably in the international market, further propelling the significance of APAC in the global furniture industry.

While the global furniture industry undergoes significant transformation, it is imperative to recognize the pivotal role of online sales channels. This digital frontier is witnessing remarkable expansion, with forecasts suggesting an astounding USD 112.67 billion growth between 2021 and 2026, reflecting an impressive Compound Annual Growth Rate (CAGR) of 16.79% during this period (Technavio, 2023). This transformation is driven by the dynamic presence of numerous vendors who are fervently adopting strategies such as mergers, acquisitions, and business expansions to maintain their competitiveness. The barriers to entry for new players remain formidable due to the substantial capital required. This shift towards online channels is a testament to the changing consumer landscape and their increasing reliance on digital platforms for furniture procurement.
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Figure I.8 Global Online Furniture Market in 2022 – 2026

Source : Technavio, March 2023

In the context of this evolving digital landscape, the demographics of the internet generation, comprising Millennials and Gen Z, which together constitute 48% of the world's population, play a pivotal role. These cohorts, deeply immersed in technology, spend an average of 10 hours online, engaged in gamified experiences, and social media interactions. Their knowledge extends to global awareness and heightened social and environmental consciousness. As evidenced by a survey by CIN in September 2022, 40% of Millennials and Gen Z individuals prefer online home furnishings shopping. However, a significant 60% still opt for traditional retail methods, indicating the need for further refinement in online and digital marketing strategies to attract these customers.
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Figure I.9 Consumer Intelligence for The Home Furnishing Industry Survey

Source : CIN Survey, 2022

As we transition our focus from the global panorama to the regional context, Indonesia emerges as a compelling focal point within the intricate tapestry of the global interior furnishings market. Historically recognized as a rich reservoir of natural resources, it has capitalized on its indigenous woods such as teak, mahogany, and rattan to craft exquisite furniture artifacts that are immensely coveted on the global stage. With a projected CAGR of 7% spanning the years 2022 to 2028 (Mordor Intelligence, 2022), Indonesia has etched its prominence as a formidable global furniture manufacturing hub.

It merits attention that even amid the crucible of the Covid-19 pandemic, Indonesia's furniture industry exhibited remarkable resilience. Within the confines of the pandemic-riddled calendar, spanning January to May 2020, the sector experienced a remarkable surge in exports, registering an impressive 51.3% escalation. This commendable performance provided a much-needed fillip to the nation's export endeavours. An especially noteworthy feat was achieved in Indonesia's furniture exports to the United States during this period, recording a noteworthy USD 582.11 million. This represented a conspicuous 51.3% upswing in contrast to the preceding year's corresponding period, where exports amounted to USD 384.82 million (Mordor Intelligence, 2022). 
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Figure I.10 Indonesia Furniture Market

Source : Mordor Intelligence, 2022

A crucial factor supporting the growth of Indonesia's furniture sector is the strong support from the government. This commitment is demonstrated through initiatives like the Ministry of Industry's IKM e-Smart program, which is a digital platform aimed at boosting the furniture and handicraft sector by facilitating online sales and enhancing the export potential of local artisans (Oláh et al., 2020). 

The evolving digital landscape has also led to a change in consumer behaviour, with a growing preference for online procurement platforms (Kamenova & Haidar, 2022). Major e-commerce platforms like Tokopedia, Bukalapak, and Shopee have expanded their furniture offerings to cater to tech-savvy consumers who seek convenience, variety, and competitive pricing. However, there are challenges to overcome. Fluctuations in the availability of raw materials and the need for advanced machinery and technology adoption require strategic interventions. Additionally, environmental concerns necessitate a sustainable approach to raw material procurement, including certifications like SVLK (Timber Legality Verification System) to ensure ethically sourced and environmentally sustainable production practices (Tabassum et al., 2023). 

Furthermore, international market dynamics, particularly the trade tensions between the U.S. and China, have reshaped the global interior furnishing supply chain, presenting both challenges and opportunities for Indonesian manufacturers. The imposition of tariffs on Chinese products has redirected global attention to alternative sourcing destinations, with Indonesia emerging as a strong contender (Hou et al., 2022).

The Indonesian furniture industry has been subject to criticism for its disproportionate emphasis on the export market, often neglecting the potential of the domestic market within Indonesia. Consequently, the local market has experienced an influx of imported furniture products, dominating a substantial portion of the market share, particularly in the middle-up segment (Sugiarta Yasa, 2018).

An article from IDN Financials in August 2022 stated that the export revenue from the furniture industry in Indonesia penetrated USD2.5 billion in 2021, an increase of 33% compared to the previous year of USD1.9 billion.” If we compare this statement with the chart from Figure I.11 Indonesia Furniture Industry Revenue by Segment below, where the total revenue from furniture industry in Indonesia both domestic and export market in 2020 and 2021 respectively were 2,74B USD and 2,98B USD meaning that the revenue from domestic market was only 10% from the total revenue in the industry. With 52M economically secure individuals in Indonesia in 2020, according to an article by the World Bank, the author assumes that the domestic market is either severely untapped, or the domestic market prefers imported furniture over furniture made in Indonesia.
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Figure I.11 Indonesia Furniture Industry Revenue by Segment

Source : Mordor Intelligence, 2022

The furniture industry in Indonesia is characterized by fragmentation and intense competition, making it challenging to assess the competitiveness of the wooden furniture industry on a global scale (Wibowo et al., 2022). Therefore, it is crucial to carefully consider and select an appropriate metric for this assessment (Nawanir et al., 2013). In order to stand out from the competition, a creative marketing strategy needs to be implemented. One potential strategy that can be explored is the use of gamification, which aims to increase customer engagement and accessibility (Ho et al., 2023).  

Gamification is a concept that has gained attention in recent years (Xu et al., 2017). It involves incorporating game elements and mechanics into non-game contexts to enhance user engagement and motivation (Hammedi et al., 2017). By applying gamification principles to the furniture industry, businesses can create interactive and enjoyable experiences for customers, which can lead to increased engagement and loyalty (Ho et al., 2023). This approach can be particularly effective in attracting and retaining customers in the digital age, where consumers have a growing preference for interactive and immersive experiences.  

The use of gamification has been explored in various fields, including healthcare services and employee engagement (Hammedi et al., 2017). It has been found to stimulate patient engagement and increase user engagement in participative healthcare services (Hammedi et al., 2017). In the context of the furniture industry, gamification can be used to enhance the customer experience by providing personalized and interactive features, such as virtual room design tools or augmented reality applications that allow customers to visualize interior furnishing in their own space (Lihra et al., 2012).  

Implementing a gamification strategy requires careful planning and consideration of the target audience and their preferences (Ho et al., 2023). It is important to design game elements that align with the brand image and values of the interior furnishing business, while also providing value and utility to the customers (Xu et al., 2017). By incorporating gamification into their marketing strategy, interior furnishing businesses in Indonesia can differentiate themselves from competitors and create a unique and engaging customer experience.  
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Figure I.12 Indonesia Furniture Market Concentration

Source : Mordor Intelligence, 2022

In the intricate matrix of the Indonesian furniture market, WSA Construction + Planning perceives not just numbers but nuances. The glaring dichotomy between a burgeoning export market and a seemingly underserved domestic market cannot be ignored. It is evident that despite having a substantial base of economically secure individuals, the domestic revenue contributions remain disproportionately low. Whether this stems from an untapped local potential or a predilection for imported products, it unmistakably signals an opportunity.

I.2 Company Profile
Founded in 2010 WSA Construction + Planning has firmly established itself as a front-runner in the construction and design industry. Renowned for its innovative approach and a relentless commitment to excellence, the company has carved a distinctive niche, offering a diverse range of services that span from design to construction and extends to staging and decorating.

Although deeply rooted in its impressive legacy, WSA Construction + Planning does not believe in complacency. Anchored by an unwavering foundation of trust, loyalty, and an esteemed clientele, the company aspires to strategically evolve by embracing the vast potentials of the digital sphere.

As a holistic construction and planning entity, WSA Construction + Planning is distinguished for its ability to craft unique and avant-garde spaces. 

Renowned for its proficiency in high-end new builds, remodels, and expansive developments, WSA Construction + Planning seamlessly melds its contemporary heritage aesthetic with client-centric designs, crafting spaces that are both unique and intimate. The company's undying dedication to client vision, combined with meticulous precision and an enduring commitment to excellence, is manifest in its portfolio—a testament to their pioneering and cooperative strategy in construction and planning. Integrating a congenial approach with rigorous professionalism, the team challenges conventional industry standards, always ensuring a delightful client journey.

Vision

To establish WSA Construction + Planning as a global leader in construction and planning, consistently turning our clients' visions into one-stop solutions that blend innovation, aesthetics, and functionality.

Mission

WSA Construction + Planning is driven by a singular passion: translating clients' unique visions into tangible realities. Through meticulous planning, superior design expertise, and unwavering dedication to craftsmanship, WSA Construction + Planning elevates every project to a level of intimate, curated beauty. Their mission is not merely to build structures; it's to craft environments that intimately reflect the individual aspirations and personalities of each client. Exceeding expectations is more than a promise at WSA Construction + Planning; it's a core principle, woven into every service they offer. Their goal is to deliver projects that transcend mere functionality and provide lasting value, leaving a genuine impact on the lives they touch.
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Figure I.13 WSA Construction + Planning’s Milestone

Source: WSA Construction + Planning, 2023

Values and Future Vision

The foundational values of WSA Construction + Planning are more than just principles the company upholds; they serve as the compass guiding its journey towards the future. As WSA Construction + Planning forges ahead, it's crucial to underline how these values illuminate the company's path and shape its ambitions.
· Client Centricity & Personalization: 

At the heart of WSA Construction + Planning’s strategy lies the client. The company's commitment to understanding and catering to their unique needs sets the stage for tailored initiatives designed to resonate with their evolving preferences.

· Innovation: 

Positioned at the threshold of a dynamic market landscape, the company's drive for innovation fuels its pursuit of novel solutions and avant-garde approaches in the construction and design industry.

· Collaboration: 

WSA Construction + Planning’s belief in collective achievement sets the tone for its approach to partnerships, team dynamics, and client interactions. As the industry grows more interconnected, collaboration will be essential in unlocking synergistic opportunities.

· Excellence & Integrity: 

The company's commitment to superior quality and ethical business practices forms the foundation of its decisions and ambitions. Regardless of the venture or initiative, these principles remain at the forefront.

· Respect: 

WSA Construction + Planning emphasizes fostering a culture of respect, which informs its approach to stakeholder relations, community interactions, and internal dynamics. By valuing individuality and diversity, the company seeks to create an environment that promotes growth.
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Figure I.14 WSA Construction + Planning’s Team One and Their Executives

Source: WSA Construction + Planning, 2023
I.3 Business Issue
Given the current fragmentation of the market, the challenge is not just to reach out but to resonate with the potential customer base. As digital transformation sweeps across industries and generations, WSA Construction + Planning believes the gamification approach is not just timely but transformative. By converging the realms of design, procurement, and user engagement on a singular digital platform, the company aims to transcend traditional buying experiences, creating a seamless bridge between imagination and implementation.

Building upon a foundation of trust, loyalty, and a robust client base formed through consistent patronage and influential endorsements, WSA Construction + Planning is on the cusp of a transformative strategic evolution. In an era dominated by digital revolution, the firm is gravitating toward the implementation of a gamified platform (García-Magro et al., 2022), to kindle enhanced consumer interaction and explore new dimensions of interior design and furniture procurement. Simultaneously, WSA Construction + Planning perceives the profound potential at the nexus of design, play, and procurement.  The results can help organizations ensure the success of their value co-creation processes.

The envisioned platform aims to integrate the intricacies of interior design with the dynamic mechanics of gamification while streamlining the process of interior furnishing procurement. This amalgamation not only challenges entrenched business paradigms but also sets the stage for a richer, more comprehensive consumer experience. Embracing the "Design, Play, Procure" mantra, WSA Construction + Planning is poised to redefine how Indonesians conceptualize, interact with, and transform their interior spaces.

Drawing inspiration from the functional aspects of IKEA's simulation program and incorporating engaging gameplay elements reminiscent of The Sims, the proposed game uniquely focuses on interior design and interior furnishing selections. WSA Construction + Planning aims to offer users an immersive and self-reliant exploration environment. This innovative approach encourages users to independently experiment with various interior design concepts and furniture arrangements, thereby simulating the role of an interior designer in a digitized realm (Parong & Mayer, 2018).

The proposed digital platform enables customers to act as their own interior designers, allowing them to visualize their living spaces and purchase their preferred furniture directly within the game. This integration of design and e-commerce in an immersive and interactive environment offers a high level of convenience, facilitating a seamless transition from virtual designs to real-world purchases (Zhang et al., 2022).
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Picture I.15 A Customer Directing an IKEA Designer for a custom Furniture Design.

Source: The Author, 2023
From a revenue generation perspective, WSA Construction + Planning plans to incorporate in-app purchases, allowing customers to transform their virtual designs into reality. This transaction involves the delivery of the selected interior furnishings from the company's central workshop. Additionally, the company envisions collaborative opportunities with other brands, providing them with a platform to showcase their products Ruiz & Cruz (2023). 

The game's revenue model is devised to be dual-faceted: primary revenue from in-app interior furnishing sales and supplementary income generated through partnership fees from collaborating brands whose products feature as game assets. This harmonious blend of gaming, design, and commerce attempts to revolutionize the industry, aiming to redefine the customer experience and carve new growth trajectories for WSA Construction + Planning.

This gamification strategy aims to create an immersive customer experience that encourages increased engagement and potentially leads to a boost in sales (Nambisan et al., 2017). WSA Construction + Planning is making efforts to establish its reputation as a disruptive force adept at leveraging digital advancements to enhance both customer engagement and accessibility (Nambisan et al., 2017). This step towards digital innovation aligns with the company's overarching operational objectives.

This decision stems from the vast potential presented by the yet-to-be-tapped domestic market. The adoption of a digital-first approach by WSA Construction + Planning, where products initially exist as digital assets in the game and are only physically produced upon order, is expected to result in a reduction in working capital, waste minimization, and the elimination of dead stock. This strategy also offers potential solutions to prevailing industry challenges in Indonesia, such as product design uniqueness, scalability, and environmental compliance (Hämäläinen & Salmi, 2022). 
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Figure I.16 Rich Picture

Source: The Author, 2023

As illustrated in Figure I.16, WSA Construction + Planning's digital foray is a composite of multiple entities, operations, and ambitions.

· The Epicenter: WSA Construction + Planning

WSA Construction + Planning stands as the embodiment of innovation and progressive thinking within the construction and design sector. Rooted in age-old craftsmanship traditions, the company's aspirations reach far beyond, heralding a new age of digital convergence.

· The Game: A Digital Odyssey

Bridging the chasm between design aspirations and tangible realities is the game platform. A digital canvas where creativity meets commerce, it's an initiative that goes beyond mere engagement. This game is expected to revolutionize the way users perceive, engage with, and execute their interior design aspirations. However, the game's development necessitates collaboration with experienced game developers, as the company is charting unfamiliar waters.

· The Customer: At the Crossroads of Reality and Virtuality

Understanding the customer goes beyond mere demographics. Their socio-economic conditions play a pivotal role in the game's design, functionalities, and marketing strategies. Equally imperative are the attitudes, norms, and beliefs of the customers, all of which would shape the game's reception and success.

· Collaborators: Crafting a Cohesive Ecosystem

Through partnerships with other brands, the game offers a diversified and enriched user experience. These collaborations not only enhance the platform's offerings but also pave the way for revenue generation, cementing symbiotic relationships that fortify the game's ecosystem.

· The Internal Cohort: Designers, Manufacturing Labor, and IT Department

The game's authenticity and allure are maintained by ensuring that the virtual designs remain true to WSA Construction + Planning's ethos:

· Interior Designers infuse the game with innovative design templates, ensuring that users have access to cutting-edge trends.

· Manufacturing Labors play a pivotal role in turning the game's virtual designs into real-world masterpieces.

· The IT Department shoulders the responsibility of seamless game operations, constant iterations, and ensuring that user feedback is efficiently incorporated.

· Logistics: The Bridge between Virtual and Reality

Efficient logistics, although outsourced, is crucial to fulfilling the brand promise. Ensuring timely and impeccable product deliveries, especially when translated from virtual designs, underscores the company's commitment to excellence.

· Governmental Dynamics: Navigating the Regulatory Terrain

While innovation thrives, it's essential to be compliant. Balancing regulatory mandates, especially concerning taxes and incentives, with the drive for competitive pricing and profitability, remains a nuanced challenge for WSA Construction + Planning.

· Marketing: Speaking the Digital Language

With finite resources, the marketing approach should resonate with the target audience. It is about ensuring that the game's unique value proposition is effectively communicated, reaching potential users while staying within the budgetary confines.
· Funding: Fuelling the Digital Dream

The digital endeavour, while promising, demands significant capital outlay. Decisions around self-funding or seeking external investment will be instrumental in the game's development trajectory, feature integrations, and scalability.

· The Road Ahead: Beyond the Immediate Horizon

The game, while a transformative step, is merely the beginning. Strategizing subsequent phases, potential upgrades, expansions, and diversifications is crucial for sustained growth and relevance.
I.4 Research Questions and Research Objectives
Research Questions

1. How do potential users describe their perceptions and anticipations of the gamified platform for interior design and interior furnishing procurement?

2. In what ways do potential users envision their interactive experience with the gamified platform throughout the interior design and interior furnishing procurement process?

3. How do potential users perceive the benefits of using gamification in the interior design and interior furnishing procurement context?

4. What factors do potential users identify or narrate as potential influencers of their engagement and purchase intentions on the gamified platform?

5. To what extent do qualitative insights into potential users' perceptions and reactions align with, or deviate from, the observed quantitative metrics of user engagement and purchase intent on the gamified platform, and what underlying patterns or discrepancies emerge from this juxtaposition?

6. How does the perceived market readiness level (MRL) influence potential users' engagement and purchase intentions towards the gamified platform for interior design and furniture procurement?

Research Objectives 

1. To explore and document potential users' perceptions and anticipations surrounding the gamified platform tailored for interior design and interior furnishing procurement.

2. To understand and delineate the interactive experiences potential users anticipate when engaging with the gamified platform throughout the interior design and interior furnishing procurement process.

3. To evaluate the perceived potential influence of gamification on users' engagement, accessibility, and purchase intentions within the context of interior design and interior furnishing procurement, and to relate this to the theory of market readiness level for engagement.

4. To identify and catalogue the factors that potential users perceive as significant influencers on their engagement and purchase intentions within the gamified platform.

5. To analyse and correlate qualitative insights surrounding potential users' perceptions with the observed quantitative metrics of user engagement and purchase intent, identifying emergent patterns or discrepancies in the data.

6. To assess the market readiness level (MRL) for the adoption of a gamified platform among the target users in the interior design and furniture procurement domain. 

7. To examine the relationship between perceived market readiness level (MRL) and potential users' engagement and purchase intentions towards the gamified platform.

8. To provide recommendations on enhancing the market readiness level (MRL) to facilitate successful adoption of the gamified platform for interior design and furniture procurement.
I.5 Research Scope and Limitation & Brief Writing Structure

The intricacies of gamification, when set against the vast backdrop of the interior furnishing and interior design sector, make for a compelling academic investigation. This forthcoming research adopts such a novel intersection, striving to uncover the latent potential of gamification within this specialized domain, more so in the unique milieu of Indonesia.

The Indonesian backdrop is not chosen serendipitously but is a strategic move aimed at unveiling insights deeply entrenched in the nation's cultural ethos and market peculiarities. By navigating this specific geographical and cultural matrix, the research provides a laser-focused academic exploration, ensuring a nuanced understanding rather than a superficial, overarching sweep.

The tapestry of this research is woven around its intended users – the Indonesian patrons and key players in the interior design and interior furnishing realm. Their perspectives, expectations, and probable actions will either bolster or hinder the gamified platform's success. Hence, their views are central, setting the tonality for the entire research.

To fathom the convoluted layers of user engagement, the research anchors itself on acclaimed frameworks like the Technology Acceptance Model (TAM), Theory of Planned Behavior (TPB), and the Value Co-Creation (VCC) paradigm. These models, when interwoven, offer a panoramic view of the myriad dynamics at play, shaping user engagement and purchase intent.

From a methodological standpoint, this research champions a multi-phase approach. The first leg, exploratory phase, with qualitative and quantitative in nature, delves deep, unearthing nuanced insights and examining the emergent patterns by quantifying the data. Following this, the research embarks on another quantitative phase, the confirmatory phase, aiming to statistically corroborate and expand upon the market readiness for the earlier findings. Such a bifurcated strategy ensures a methodological robustness, strengthening the research's overall credibility.

However, every academic voyage comes with its share of challenges and limitations. The foremost being the research's abstract design, stemming from the lack of a tangible product to scrutinize. This might limit the depth of insights, as respondents grapple with hypotheticals rather than concrete entities.

Moreover, the spotlight on Indonesia, while ensuring depth, also casts a shadow on the study's universal applicability. The insights, though rich, are firmly rooted in the Indonesian context, potentially skewing their relevance to a global audience.

The vast expanse of the interior furnishing and interior design realm, teeming with its intricacies, further compounds the complexity. Marrying the novel concept of gamification with this industry might inadvertently overlook certain nuances.

Additionally, the relentless march of technology, especially in the gamification arena, means the research captures but a fleeting moment in an ever-evolving landscape. Such fluidity necessitates that the study remains malleable, primed for recalibration as the tech ecosystem evolves.

This research does not encompass financial modeling or projections as part of the business model assessment. These are excluded given the conceptual nature of the proposed gamification solution which does not yet have an established product with user adoption data required to reliably estimate costs or revenue streams. The research emphasis remains centered on technology adoption behavioral models and market readiness instead. While fiscal analysis constitutes a vital next step towards quantifying the platform's economic feasibility, current uncertainties warrant its deferral until sufficient empirical evidence of customer engagement is available through working prototypes."

With this understanding in place, we venture into the main body of the research. Chapter One, the "Introduction," illuminates the academic contours of the study, painting a vivid picture of the research's genesis, objectives, and potential implications. This chapter, in essence, sets the stage, providing readers with the necessary context to navigate the subsequent academic terrain.
Chapter Two, "Literature Review," embarks on a methodical exploration of existing scholarly literature, laying down the theoretical foundation upon which the research stands. This chapter meticulously sifts through seminal works, identifying gaps and aligning the current research within the broader academic dialogue.

Chapter Three, "Research Methodology," dissects the methodological skeleton of the study. By detailing the research design, data collection, and analysis methodologies, it ensures the transparency and replicability of the findings, reinforcing the research's academic credibility.

Chapter Four, "Results and Business Solution," delves into the empirical universe of the study. It teases out insights, patterns, and narratives from the collected data, ensuring a holistic and rigorous understanding of the participants' responses.

To wrap up the discourse, Chapter Five, "Conclusions and Recommendations," reflects upon the journey, crystallizing the key findings and pondering their broader ramifications. It not only consolidates the research's insights but also charts the path forward, hinting at future academic explorations and discussions.
Chapter II Literature Review
II.1 Theoretical Foundation

This section will discuss the fundamental framework of concepts, principles, and theories surrounding the research scope.

II.1.1  Procurement
Procurement is a multifaceted organizational function that involves identifying, sourcing, and acquiring goods and services to meet business objectives. It serves as a crucial link between an organization and its suppliers, ensuring strategic selection and management to maximize value (Winch, 2003).  

Traditionally, procurement was primarily seen as an administrative function focused on acquiring goods and services at the lowest cost possible. However, in today's organizational landscape, procurement is recognized as a strategic function that can drive value across multiple dimensions, including cost efficiency, quality enhancement, innovation fostering, and risk management (Winch, 2003). 

Strategic procurement has the potential to provide competitive advantages to organizations by leveraging supplier capabilities, promoting innovation, and advancing sustainability initiatives. Rather than confining procurement to its conventional operational role, this strategic approach aligns it directly with overall business strategies. Key elements of this paradigm include fostering enduring partnerships with suppliers, developing collaborative business plans, and working towards mutual objectives (Bienhaus & Haddud, 2018).
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Figure II.1 Procurement Cycle

Source : ABD, 2018

The procurement life cycle encompasses a series of steps involved in the procurement process, starting with a needs assessment and followed by a market analysis, supplier identification, solicitation of bids, supplier selection, contract negotiations, order placement, delivery, performance reviews, and performance assessments (Sollish & Semanik, 2012; Bajari et al., 2008; Ngcamphalala, 2019; Uyarra et al., 2017; Herweg & Schmidt, 2017; Boadu et al., 2021; Zhang & Swaminathan, 2020; Tunca & Wu, 2009; Machirori et al., 2022; Onyango, 2019). 

Throughout this life cycle, it is crucial to maintain a commitment to quality, legal compliance, and ethical considerations (Sollish & Semanik, 2012; Bajari et al., 2008; Ngcamphalala, 2019; Uyarra et al., 2017; Herweg & Schmidt, 2017; Boadu et al., 2021; Zhang & Swaminathan, 2020; Tunca & Wu, 2009; Machirori et al., 2022; Onyango, 2019).
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Figure II.2 Procurement Stages

Source: Simfoni, 2023

In recent years, technological advancements have significantly influenced the procurement landscape, particularly with the emergence of e-procurement systems. These systems have transformed traditional procurement methods by reducing lead times, improving transparency, and enhancing traceability. They go beyond digitizing existing processes and incorporate innovative technologies such as artificial intelligence (AI) and data analytics. AI enables procurement professionals to access predictive analytics, leading to more accurate demand forecasting. Data analytics has also played a crucial role in supplier performance evaluations, enabling data-driven decision-making aligned with organizational objectives (Bienhaus & Haddud, 2018; Bansal et al., 2020; Davila et al., 2002; Handfield et al., 2019; Min, 2009).
The integration of e-procurement frameworks, supported by electronic platforms, tools, and systems, has emerged as a robust mechanism in the procurement process (Parida et al., 2019; Bienhaus & Haddud, 2018). These frameworks prioritize operational efficiencies, real-time monitoring, and a strategic approach to decision-making, transforming procurement from a transactional function to a strategic driver of organizational value (Parida et al., 2019; Bienhaus & Haddud, 2018). With the integration of technology, procurement is poised to further evolve, offering organizations unparalleled advantages in supplier relationships and value creation (Vaidya et al., 2006; Aboelmaged, 2010).

Supplier Relationship Management (SRM) is a systematic and structured approach to managing interactions with suppliers, emphasizing the segmentation of suppliers based on their strategic importance. This segmentation allows for tailored relationship management strategies, optimizing resource allocation to derive maximum value. SRM goes beyond supplier management and focuses on nurturing strategic partnerships that can yield long-term benefits, such as innovation and competitive advantage (Kalwani & Narayandas, 1995; Green et al., 2012).
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Figure II.3 E-Procurement

Source: Simfoni, 2023

In addition to SRM, modern procurement functions face various risks that require robust risk management practices. This aspect of procurement involves identifying, assessing, and effectively managing risks in sourcing and purchasing processes. Risks can vary in nature and scope, ranging from geopolitical uncertainties affecting international sourcing to financial vulnerabilities like the potential bankruptcy of a key supplier. Proactive risk management ensures continuity in supply chains and safeguards organizational interests (Li et al., 2006).

The integration of sustainability considerations into procurement practices is crucial in the modern business landscape (Preuss, 2009; Andhov et al., 2020). Green or sustainable procurement involves incorporating environmental factors into the decision-making process, such as assessing the carbon footprint of products, waste generation, and resource usage throughout the product life cycle (Hertwich & Peters, 2009; Rotz et al., 2010; Vergé et al., 2013). By aligning procurement activities with broader organizational sustainability goals, green procurement demonstrates a commitment to environmental stewardship (Preuss, 2009).  

Ethical considerations in procurement have become increasingly important in the global business environment. Ethical procurement goes beyond traditional cost and quality considerations and emphasizes responsible sourcing, fair labor practices, adherence to human rights standards, and anti-corruption measures. Incorporating ethical standards into procurement processes is not only a moral imperative but also a business necessity, as it can enhance corporate reputation, foster stakeholder trust, and contribute to long-term business sustainability (Brammer & Walker, 2011; Walker & Brammer, 2009).  
II.1.2  Gamification
Consumer engagement with a brand is a crucial aspect of building corporate equity and capital (Hollebeek et al., 2014). Traditionally, marketing efforts focused on nurturing consumer loyalty and increasing brand awareness (Doorn et al., 2010). However, the evolution of marketing has shifted towards a more holistic engagement-centric approach (Sashi, 2012). This approach recognizes the importance of ethical considerations in procurement, such as fair labor practices, human rights standards, and anti-corruption measures (Hollebeek & Macky, 2019). Incorporating ethical standards into procurement processes is not only a moral imperative but also a business necessity, as it can enhance corporate reputation, foster stakeholder trust, and contribute to long-term business sustainability (Atulkar, 2020). Furthermore, the integration of technology and digital marketing has played a significant role in fostering consumer engagement (Koay et al., 2020; Shien et al., 2023; Kumar et al., 2022). By leveraging social media and online brand communities, organizations can create interactive experiences and cultivate strong connections with consumers (Marbach et al., 2019; Morgan‐Thomas et al., 2020).
Interestingly, many conventional strategies in marketing, such as customer loyalty schemes and point-accumulation systems, tend to focus on material and monetary rewards. However, studies have suggested that these extrinsic methods may be less effective in fostering enduring brand loyalty (Filho et al., 2021). In contrast, strategies that aim to satisfy intrinsic desires and needs have shown promise in cultivating deeper and more lasting bonds between consumers and brands (Tsou, 2023). One example of such an intrinsic strategy is gamification, which integrates game design elements into branded apps or experiences to enhance customer engagement and generate loyalty (Tsou, 2023; Brakus et al., 2009). 

Gamification has been found to positively impact brand love, customer satisfaction, and word-of-mouth recommendations (Tsou, 2023; Gorlier & Michel, 2020). By appealing to consumers' intrinsic motivations and providing enjoyable experiences, brands can foster stronger connections and loyalty (Tsou, 2023; Lee, 2019). It is important for brands to understand the value dimensions of gamification and how they influence brand loyalty and word-of-mouth (Torres et al., 2021). Overall, the shift towards intrinsic strategies and the incorporation of gamification can contribute to building enduring brand loyalty and customer engagement.

Video games have captivated audiences over the years, engaging them without relying on tangible utility. These games have the potential to foster deep and enduring bonds with players (Cunningham et al., 2011; Kuss, 2013; Wittek et al., 2015; Brunborg et al., 2014; Lohse et al., 2013). Recognizing the engagement potential of video games, marketers have increasingly turned to gaming frameworks for consumer engagement solutions. Gamification, in particular, has emerged as an intrinsic strategy that integrates game design elements into branded experiences to enhance customer engagement and foster loyalty. 

By appealing to intrinsic desires and needs, gamification can create enjoyable experiences that cultivate stronger connections between consumers and brands. The use of gamification in marketing has been found to positively impact brand love, customer satisfaction, and word-of-mouth recommendations (Alsawaier, 2018; Wang et al., 2014; King et al., 2009; Griffiths et al., 2012; Saquib et al., 2017). The incorporation of gamification into marketing strategies can contribute to building enduring brand loyalty and customer engagement.
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Figure II.4 Integrative framework on gamified package

Source: Syrjälä et al., 2020
The use of gamification, which involves incorporating game mechanics into non-game contexts, has gained significant attention in recent years (Johnson et al., 2016) Miller et al., 2014; Huotari & Hamari, 2016). Gamification is not simply about replicating gaming for entertainment purposes; it is a deliberate methodology aimed at intensifying the intrinsic appeal of various contexts, including education, healthcare, and business sectors (Huotari & Hamari, 2016; Theng et al., 2015). By leveraging gamification, organizations can enhance engagement and foster deeper connections with users (Buckley & Doyle, 2014; Kwon & Özpolat, 2021). 

Gamification has been found to positively impact motivation, learning outcomes, and user engagement (Ibáñez et al., 2014; Hammedi et al., 2017; Hürsen & Bas, 2019). It offers opportunities for interactive and experiential learning, making it particularly relevant in educational settings (Hürsen & Bas, 2019). Additionally, gamification has been applied in healthcare to reduce anxiety and improve patient experiences (Ryu et al., 2018). The use of gamification in various domains highlights its potential to enhance user engagement and satisfaction, ultimately contributing to the achievement of organizational goals.

The influence of gamification is widely recognized and explored in various domains. In the field of education, gamified pedagogies have been praised for their ability to enhance student engagement and optimize learning outcomes (Dichev & Dicheva, 2017; Buckley & Doyle, 2014). These approaches utilize game elements such as points and badges to improve performance and reduce undesirable behaviors in virtual learning environments (Dichev & Dicheva, 2017). Gamification has also shown positive effects on student participation, the quality of online discussions, and mobile learning systems (Dichev & Dicheva, 2017; Chans & Castro, 2021). Additionally, research has found that gamification can increase intrinsic motivation in social e-learning environments (Dichev & Dicheva, 2017).  

The growing resonance of gamification is evident not only among industry professionals but also within the wider public consciousness. Google Trends data shows a notable upsurge in queries related to gamification over the past decade, indicating increased interest and awareness. Furthermore, Gartner, a premier research entity in the technology realm, consistently highlights the relevance of gamification in shaping future business paradigms. Their analyses from 2017 and 2022 underscore the transformative potential of gamification (Dichev & Dicheva, 2017).  
The prospective market expansion of gamification further cements its position as an instrumental business tool. Projections indicate an ascent from a commendable $9.1 billion valuation in 2020 to an impressive $30.7 billion by 2025 (Forbes, 2022, p.2). The anticipated role of gamification becomes even more pivotal when contextualized within the emerging metaverse landscape, with experts suggesting that its influence will permeate and redefine this novel digital frontier (Forbes, 2023).

But what precisely renders gamification such a potent tool for businesses? At its core, gamification taps into innate human propensities for competition, achievement, and social engagement. By integrating game mechanics into non-gaming environments, businesses can foster enhanced customer engagement, boost loyalty, and augment user experience. This isn't merely about playful elements or superficial interactions. Rather, it is about strategically leveraging game principles to cultivate deeper emotional and psychological connections with consumers, thereby amplifying brand loyalty and driving desired behaviours. 

In a business ecosystem that is increasingly digital and competitive, gamification offers organizations a nuanced avenue to differentiate themselves, building not just transient interactions, but sustained relationships with their customer base. As we transition towards more interconnected digital realms like the metaverse, the capacity of gamification to enhance engagement, drive behavioural outcomes, and create immersive brand experiences will undoubtedly be pivotal. Transitioning from the corporate context to the theoretical underpinnings of gamification, it becomes evident that gamification’s efficacy is anchored in well-established behavioural theories.

Self-Determination Theory (SDT) has been pivotal in shaping our understanding of intrinsic motivation in gamified systems. Intrinsic motivation flourishes when three psychological needs are met: autonomy, competence, and relatedness. Gamification often crafts experiences aiming to satisfy these needs. For instance, the achievement of badges in a gamified platform might satisfy the need for competence, while collaborative challenges and leader-boards could cater to relatedness (Deci & Ryan, 1985; Deci & Ryan, 2000; Deci & Ryan, 2008).
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Figure II.5 Gamification for Business

Source: Four Week MBA, 2023

Delving deeper into the immersive nature of gamified experiences, the Flow Theory proposed by becomes particularly relevant. “Flow” is a state of profound immersion in an activity, a state gamification seeks to invoke. The goal is to have users so engrossed that they lose track of time, optimizing both motivation and engagement (Csikszentmihalyi, 1990; Mirvis & Csikszentmihalyi, 1991).  Moreover, the Goal-Setting Theory presented by has bearings on gamification. By delineating clear objectives and providing consistent feedback, gamified systems utilize this theory to maintain user engagement and steer them towards desired outcomes (Locke & Latham, 1990; Georgiou & Lievens, 2022). For instance, goal-setting theory emphasizes the moderating role of self-efficacy in determining the potency of set goals, thereby impacting effort and achievement (Locke & Latham, 2002, 2013; Bandura et al., 1999). From a social-cognitive perspective, self-efficacy is a foundational mechanism that acts as a bridge between observational learning and the manifestation of behaviour (Bandura, 2001; Rajani et al., 2021).

Flow Theory suggests that gamification aims to create a state of flow, where users are fully immersed and engaged in the activity. This state of flow is characterized by a loss of self-consciousness and a deep focus on the task at hand. Gamification seeks to optimize motivation and engagement by creating an environment that elicits this state of flow (Csikszentmihalyi, 1990; Mirvis & Csikszentmihalyi 1991).  Goal-Setting Theory is also relevant to gamification. This theory emphasizes the importance of setting clear objectives and providing feedback to maintain user engagement. Gamified systems utilize this theory by setting goals for users and providing feedback on their progress, which helps to steer them towards desired outcomes (Locke & Latham, 1990; Georgiou & Lievens, 2022). Self-efficacy plays a crucial role in goal-setting theory. It moderates the impact of set goals on effort and achievement, highlighting the importance of individuals' belief in their own abilities to succeed (Locke & Latham, 2002, 2013; Bandura, 2001; Bandura et al., 1999; Rajani et al., 2021). 

Prominently, the Theory of Planned Behavior (TPB) incorporates self-efficacy, referred to as 'perceived behavioural control', as a pivotal determinant steering behavioural intentions and subsequent actions (Ajzen, 2002). This theory emphasizes the role of self-efficacy in guiding individuals' decision-making and behaviour. In the realm of technology, the Technology Acceptance Model (TAM) accentuates the role of self-efficacy in guiding technology adoption behaviours (Davis et al., 1989). This model suggests that individuals' beliefs about their own ability to use technology effectively influence their willingness to adopt and use it. Venturing into health psychology, the transtheoretical model earmarks self-efficacy as an indispensable factor, influencing an individual's readiness to embrace behavioural change (Prochaska & Velicer, 1997). It also suggests that self-efficacy plays a crucial role in motivating individuals to make positive changes in their behaviour.  

Self-efficacy perceptions can be fortified through three main avenues: direct mastery experiences, vicarious experiences, and verbal encouragement. Direct mastery experiences involve successfully completing tasks and achieving desired outcomes, which boosts self-efficacy. Vicarious experiences refer to observing others successfully perform tasks, which can also enhance self-efficacy. Verbal encouragement, such as positive feedback and support, can further strengthen self-efficacy beliefs. A critical facet in this reinforcement process is the provision of timely feedback, substantiating progress towards desired goals (Bandura, 1977). Such feedback not only augments self-efficacy but also precipitates the state of 'flow', where individuals become deeply immersed in the task at hand (Csikszentmihalyi, 1990; Csikszentmihalyi & Csikszentmihalyi, 1988; Ajzen, 2012). Flow is characterized by intense focus, control, interest, and a balance between skills and challenges, leading to enhanced performance and a state of optimal experience.  

The concept of immediate feedback is a core principle of gamification and is closely related to the constructs of Self-Determination Theory (SDT) and the Theory of Planned Behavior (TPB). SDT emphasizes the importance of autonomy, competence, and relatedness in promoting intrinsic motivation, while TPB focuses on the role of attitudes, subjective norms, and perceived behavioural control in shaping behavioural intentions. Immediate feedback in gamified environments aligns with these theories by providing users with a sense of autonomy and competence through clear performance indicators and progress tracking. It also influences attitudes and subjective norms by reinforcing positive behaviours and encouraging social comparison (Lister et al., 2014).  

Research on gamification has shown its effectiveness in various domains, including education, health, and well-being (Dichev & Dicheva, 2017; Johnson et al., 2016; Huang et al., 2022). In the context of education, gamification has been found to improve performance, engagement, and motivation among students (Dichev & Dicheva, 2017). In the healthcare sector, gamification has been applied to promote healthy behaviours and improve patient outcomes (Johnson et al., 2016). Studies have also explored the use of gamification in pro-environmental behavior and rehabilitation settings (Huang et al., 2022; Menychtas et al., 2022). Overall, the literature supports the positive impact of gamification on user engagement, motivation, and behaviour change.

[image: image24.png]Leaming

Behavior




Figure II.6 Relationships of Theoretical Foundations in Research on Gamification

Source: Kirchner-Krath., et al, 2021
II.1.3  Market Readiness Level (MRL)
Market Readiness Level (MRL) is a concept that assesses the readiness of a market ecosystem for the successful introduction and adoption of an innovation, product, or technology. It goes beyond the technical readiness of the innovation itself and considers various factors that influence market acceptance and sustainability. The concept of MRL can also be applied to other areas such as new business models and marketing strategies (Moore & Benbasat, 1991; , Sovacool & Hess, 2017).  

The evaluation of market readiness involves a comprehensive assessment of the factors that contribute to the successful adoption of an innovation. These factors can include the perceptions of potential adopters, the maturity of the market ecosystem, and the organization's willingness and preparedness to leverage the benefits of the innovation (Moore & Benbasat, 1991; Bendi et al., 2020). Factors such as the readiness of the construction sector in adopting off-site construction methods (Bendi et al., 2020) and the factors affecting the adoption of pressurized irrigation technology among olive farmers (Nejadrezaei et al., 2018) are examples of how market readiness can be assessed in specific contexts.  

The concept of MRL is important because it helps organizations and innovators understand the potential challenges and opportunities they may face when introducing a new innovation or technology into the market. By assessing the market readiness, organizations can identify potential barriers to adoption and develop strategies to overcome them. This can include addressing concerns about the innovation's perceived benefits, ensuring the readiness of the market ecosystem to support the innovation, and developing effective marketing and business models (Moore & Benbasat, 1991; Vaittinen et al., 2017).  

Market Readiness Level (MRL) is a valuable tool for organizations navigating the complexities of market entry. It assesses the alignment between a company's offerings and the prevailing market conditions. MRL is based on the concept that products and services go through different stages as they move from development to commercialization, with specific criteria that need to be met at each stage (Jacobides et al., 2018).  

The MRL assessment comprises several interrelated components that contribute to a holistic evaluation of market readiness. These components include:  

1. Customer Demand Analysis

This component focuses on understanding the willingness of potential customers to embrace the innovation. Market research, surveys, and consumer behavior analysis are employed to gauge the level of demand and receptivity within the target market (Jacobides et al., 2018).  

2. Regulatory Environment Evaluation

The regulatory landscape can significantly impact market entry. An in-depth analysis of the regulatory environment is essential to identify potential barriers or facilitators that may affect the introduction of the innovation. This includes compliance requirements, intellectual property considerations, and industry-specific regulations (Jacobides et al., 2018; Kirca et al., 2005).  

3. Competitive Landscape Examination

Assessing the competitive environment provides insights into how the innovation fits within the existing market. It involves a comprehensive analysis of competitors, their strengths and weaknesses, market positioning, and potential market share for the innovation (Dangelico, 2015).  

4. Market Size and Growth Estimation

Estimating the size and growth potential of the target market is crucial for strategic planning. A thorough understanding of the market's dimensions assists in determining the scalability and long-term viability of the innovation (Haffar et al., 2019).  

5. Technology and Product Readiness Assessment

Evaluating the technical maturity and readiness of the innovation is fundamental. This aspect considers the development stage, technological feasibility, and any necessary refinements required before market entry (Jacobides et al., 2018; Dangelico, 2015; Adner & Kapoor, 2010).  

6. Business and Distribution Model Analysis

An examination of the proposed business model and distribution channels is essential to ensure alignment with market dynamics. This entails assessing the value proposition, pricing strategy, and distribution network to effectively reach the intended customer base (Haffar et al., 2019).  

7. Market Ecosystem Consideration

Understanding the broader market ecosystem is crucial. This involves identifying complementary products or services, potential partnerships, and support infrastructure that can enhance the innovation's market readiness (Haffar et al., 2019).  

By conducting a comprehensive assessment of these components, organizations can gain valuable insights into the market readiness of their offerings and make informed decisions regarding market entry strategies. This helps mitigate risks and increases the chances of success in a competitive marketplace.
Another theory of MRL, viewed from the company’s point of view, that explains of nine stages of MRL (Bennett, 2016):

· Ideation (0-3)

The ideation stage is the first stage of the MRL framework. This stage is about developing the initial idea for the product or service and conducting preliminary market research. The goal of this stage is to assess whether there is a potential market for the product or service, and whether it is technically feasible to develop and produce.During this stage, companies will typically brainstorm ideas, develop prototypes, and conduct user testing to get feedback on their concepts. They will also conduct market research to understand the needs and wants of their target audience, and to assess the size and potential growth of the market. The ideation stage is an important stage for companies that are developing new products or services. It is important to get feedback early on in the development process to ensure that the product or service is something that customers want and need. It is also important to assess the technical feasibility and market potential of the product or service before investing too many resources in development.
· Testing (4-5)

The testing stage is the second stage of the MRL framework. This stage is about developing and testing a prototype of the product or service with potential users. The goal of this stage is to get feedback on the product or service and to make improvements before launching it to the market.

During this stage, companies will typically conduct alpha testing and beta testing. Alpha testing is done with a small group of internal users, such as employees and friends. Beta testing is done with a larger group of external users, such as potential customers and industry experts.

The feedback gathered from alpha and beta testing is essential for making improvements to the product or service before it is launched to the market. By testing the product or service with potential users, companies can identify any usability issues or areas where the product or service can be improved.

· Traction (6-7)

The traction stage is the third stage of the MRL framework. This stage is about launching the product or service to a small group of early adopters and generating initial sales. The goal of this stage is to prove that the product or service has a market and that it is viable.

Early adopters are typically the most enthusiastic and innovative users of new products and services. They are willing to try new things and to provide feedback to help companies improve their products and services.

By launching the product or service to a small group of early adopters, companies can generate initial sales and get feedback that can be used to improve the product or service before it is launched to a wider audience.
· Scaling (8-9)

The scaling stage is the fourth and final stage of the MRL framework. This stage is about expanding the reach of the product or service and growing the business. The goal of this stage is to achieve profitability and sustainable growth.

To scale their businesses, companies typically need to raise capital and expand their teams. They may also need to develop new marketing and sales strategies to reach a wider audience.

The scaling stage is the most challenging stage of the MRL framework, but it is also the most rewarding. By successfully scaling their businesses, companies can achieve profitability and sustainable growth.
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Figure II.7 The Four Fits For Commercial Operations

Source: Bennett, 2016
The transition from the four fits model, comprising Problem-Solution Fit, Vision-Team Fit, Product-Market Fit, and Market-Business Model Fit, to the nine stages of Market Readiness Level represents a pivotal juncture in the context of innovation and new product development. 

The four fits model serves as a strategic framework that encapsulates the essential prerequisites for a successful innovation journey. It begins by addressing the critical issue of Problem-Solution Fit, ensuring that a genuine market need is identified and that the proposed solution aligns with this need. Subsequently, Vision-Team Fit underscores the significance of a cohesive and visionary team that is instrumental in driving the innovation forward. Once these initial stages are achieved, the journey progresses to attain Product-Market Fit, signifying that the product or solution resonates effectively with the target market. The subsequent attainment of Market-Business Model Fit signifies that a robust business model supports the innovation's sustainable growth. 

At this juncture, the transition to the nine stages of Market Readiness Level becomes pertinent, as these stages represent a detailed roadmap for achieving commercial success. Each stage in Market Readiness Level corresponds to a specific level of market development, ranging from idea conceptualization to successful commercialization. This bridge between the four fits model and the nine stages of Market Readiness Level emphasizes the significance of a well-defined progression in the innovation process, ensuring that innovations are not only technologically sound but also positioned for successful market adoption and expansion.

The MRL framework is a useful tool for companies that are developing new products or services. It can help companies to assess the commercial readiness of their products or services at any stage of the development process. This information can then be used to make informed decisions about how to allocate resources and prioritize development efforts.
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Figure II.8 Stages of Market Readiness Level

Source: Bennett, 2016
II.1.4  Theory of Planned Behavior (TPB)
The Theory of Planned Behavior (TPB) was developed by Icek in 1985 as an extension of the Theory of Reasoned Action (TRA) to account for behaviours over which people have incomplete volitional control (Godin & Kok, 1996). TPB posits that individual behaviour is primarily driven by behavioural intentions, which are influenced by three factors: attitudes towards the behaviour, subjective norms, and perceived behavioural control (Ajzen, 1991). 

Attitudes towards the behaviour are shaped by beliefs about the likely outcomes of the behaviour and evaluations of these outcomes. Subjective norms encompass perceived social pressures from significant others to perform or not perform the behaviour. Perceived behavioural control represents the individual's beliefs about their ability to perform the behaviour, considering both internal and external control factors (Ajzen, 1991).  

The TPB has been widely applied across various domains, including health behaviours, environmental behaviours, and consumer behaviours. It aids in understanding the underlying motivational factors and can inform interventions aimed at changing behaviours (Godin & Kok, 1996). Researchers have also proposed extensions to the TPB to include additional constructs such as moral norms, self-identity, and anticipated regret to account for behaviours that may not be solely guided by attitudes, subjective norms, or perceived behavioural control (Armitage & Conner, 2001).

TPB contributes to the theoretical foundation by exploring customers’ behavioural intentions towards engaging with gamification. Constructs from TPB, including Attitude, Subjective Norms, and Perceived Behavioural Control, are incorporated to understand customers’ intentions to use and engage with the gamified experience (Al-Emran and Granić, 2021).

However, the TPB is not without its critiques. Some argue that it may overemphasize rational cognitive processes at the expense of more spontaneous, emotion-driven behaviours (McDermott et al., 2015). Others point to its potential limitations in predicting behaviours in collectivist cultures where individual intentions may not be as salient (Sandberg & Conner, 2008). 
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Figure II.9 Theory of Planned Behavior Framework

Source: HC3 Research, 2014
In the intricate nexus of human behaviour, the amalgamation of attitudes towards a specific behaviour, the influence of the subjective norm, and the perceived behavioural control culminate in the genesis of a behavioural intention. Delving into these underpinning beliefs and the consequent intentions they foster offers invaluable insights into potential avenues for effectuating behavioural transformation.

[image: image28.png]Theory of
Planned Behavior

Subjective Behavior
Norm .
Perceived 7

Behavioral -7
Control





Figure II.10 Relationship of Theory of Planned Behavior

Source: HC3 Research, 2014
II.1.5  Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM) is a theoretical framework designed to explain and predict user acceptance and adoption of technological systems. Developed by Fred Davis in the late 1980s, TAM was introduced as an answer to the question of why users accept or reject information technology. The model has since become one of the most widely cited and applied models in the fields of information systems and technology acceptance (Davis, 1989).

TAM primarily focuses on acceptance and usage of technology by individuals. It explores the direct relationships between perceived usefulness and perceived ease of use, leading to behavioural intentions and actual technology usage. TAM is particularly suitable for studying the adoption and usage of specific technologies or digital innovations (García-Jurado et al. 2021).

Central to the Technology Acceptance Model (TAM) are two pivotal factors: Perceived Usefulness (PU) and Perceived Ease of Use (PEU). These elements shape an individual's 'Attitude Towards Using' a given technology, subsequently influencing their 'Behavioural Intention to Use' it. Such intention is ultimately recognized as the antecedent to 'Actual System Use' (Davis et al., 1989).

· Perceived Usefulness (PU)

This refers to the extent to which an individual believes that using a particular system will enhance their job performance. In essence, it relates to the potential benefits a user foresees from adopting the technology (Sadeck, 2022).

· Perceived Ease of Use (PEU)

This captures the degree to which an individual anticipates that using the system will be free of effort. It underscores the importance of intuitiveness and user-friendliness in technology adoption (Diop et al., 2019).

Given its wide acceptance, TAM has seen various modifications and extensions to address its limitations and to capture additional determinants of technology adoption and has been widely applied in various technological contexts, including e-commerce platforms, mobile applications, e-learning systems, and healthcare technologies. Its predictive power and simplicity make it a popular choice among researchers and practitioners seeking to understand and enhance technology adoption (Al-Husamiyah & Al-Bashayreh, 2022).

While TAM has garnered widespread acclaim, it's not without criticisms. Some scholars argue that the model is overly simplistic and may not capture the complexities of real-world technology acceptance scenarios. Others contend that the constructs of TAM, especially perceived ease of use, might become less relevant as users gain familiarity with a system over time (Venkatesh et al., 2003).
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Figure II.11 Technology Acceptance Model

Source: Collins Ushi, Medium, 2020
At their core, both TAM and TPB are models designed to predict and explain human behaviour, particularly in the context of technology adoption and usage. TAM emphasizes the importance of perceived usefulness and perceived ease of use as primary determinants for technology acceptance (Davis et al., 1989). On the other hand, TPB focuses on attitudes towards behaviour, subjective norms, and perceived behavioural control as key predictors of behavioural intentions (Ajzen, 1991).

The intersection of these two theories can be seen in their shared elements. For instance, the 'attitude towards behaviour' component of TPB aligns with TAM's 'Attitude Towards Using', and TPB's 'perceived behavioural control' can be related to TAM's 'Perceived Ease of Use'. By integrating these elements, researchers can better predict the intention and subsequent adoption of technology by considering not just the technology's inherent attributes, but also the wider social influences and personal factors impacting an individual's decision. 

The concept of value co-creation is essential in the dynamic landscape of the digital era, as it encompasses the collaborative aspects of value creation. Traditionally, the boundaries between producers and consumers were well-defined, but with the rise of digital interactions, these boundaries have become increasingly blurred (Prahalad & Ramaswamy, 2004). 

Value co-creation (VCC) emphasizes the collaborative effort of both firms and customers in creating mutual value, transforming traditional user-producer interactions (Prahalad & Ramaswamy, 2004).  Integrating value co-creation with the Technology Acceptance Model (TAM) and the Theory of Planned Behavior (TPB) provides a more holistic understanding of the technological environment (Ramaswamy, 2008). 

TAM and TPB focus on individuals' perceptions of technology's usefulness and their perceived control over its use (Ramaswamy, 2008). However, value co-creation goes beyond these individual perceptions and considers how the interactive and collaborative features of technologies enable users to co-create value (Ramaswamy, 2008). For example, while a user may perceive a platform as useful (TAM) and feel socially compelled to use it (TPB), the real driver for adoption may be the platform's features that allow for the co-creation of content or experiences (Ramaswamy, 2008).  

Value co-creation has been studied in various contexts, including brand communities, the music industry, and service exchanges (Schau et al., 2009; Centorrino et al., 2022; Edvardsson et al., 2010). In the context of brand communities, the mechanism through which value is collectively created by consumers has not been fully understood, and a clear typology of co-created value is yet to be developed (Schau et al., 2009). In the music industry, the adoption of blockchain technology has been found to reshape the business model and enhance inter-organizational cooperation in value creation (Centorrino et al., 2022). In service exchanges, actors within dynamic service systems learn and change their roles, contributing to the co-creation of value (Edvardsson et al., 2010).  
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Figure II.12 Research Model used in Ruiz-Herrera’s Research

Source: Ruiz-Herrera et al. 2023
By synthesizing TAM, TPB, and value co-creation, scholars can develop a more enriched perspective on technology acceptance and usage in today's collaborative digital age. This integrated model can capture the cognitive, social, and co-creative dimensions of technology interactions, making it a powerful tool for researchers and practitioners aiming to drive technology adoption and foster rich, co-created user experiences.

II.1.6  Value Co-Creation (VCC)
Value co-creation represents a profound paradigm shift from the traditional linear processes of value creation towards more collaborative and interaction-driven models. This shift is rooted in the reconceptualization of customers from passive receivers to active participants in the value creation process (Prahalad & Ramaswamy, 2004).

At the heart of this concept lies the Service-Dominant (S-D) logic, a perspective that reimagines the role of the customer and the firm in the value process. S-D logic postulates that value isn't merely embedded within goods or services; rather, it's actualized and realized through interactions and experiences (Vargo & Lusch, 2008). This suggests a departure from goods-dominant logic, which traditionally views value as being created upstream and consumed downstream. S-D logic emphasizes operant resources (skills and knowledge) rather than operand resources (tangible goods) as primary sources of competitive advantage.

Co-creation paradigm presents value co-creation as a joint process where companies and consumers collaborate, leading to unique value experiences. This paradigm posits that personalized interaction and dialogue, fueled by the democratization of information and globalization, drive the co-creation process (Prahalad & Ramaswamy, 2004).

Building on this foundation, value co-creation inherently occurs within the customer's sphere, emphasizing that value is always co-created for the customer even if the firm isn't directly involved. This distinction is crucial as it shifts the focal point of value creation from production to consumption (Grönroos, 2011).

As the business environment becomes increasingly networked and digitized, the platforms facilitating these co-creation processes have gained significant prominence. These platforms, whether they be digital or physical, are reimagined as arenas where multiple actors, including users, firms, and even other stakeholders, come together in a symphony of interactions to co-create value (Schneider, 2005). The concept of the "value co-creation process” comprises three main phases: customer-firm interaction, customer value-in-use, and joint problem definition and solving. Each phase underlines the significance of continuous dialogue, understanding, and collaboration between the firm and its customers (Payne et al., 2007).  

The importance of understanding the customer's role in value formation, suggesting that firms need to invest in deeper insights into customer journeys, preferences, and experiences to truly tap into the potential of co-created value. The concept of value co-creation has been explored by various researchers: it is the changing nature of the consumer-company interaction as the locus of co-creation of value, redefining the meaning of value and the process of value creation (Prahalad & Ramaswamy 2004). 

Merrilees and Miller (2015) propose a conceptual model for customer brand co-creation, emphasizing the collaborative nature of the process and the benefits it generates for all stakeholders (Merrilees & Miller, 2015). Jaakkola and Alexander (2014) highlight the role of customer engagement behavior in value co-creation, emphasizing the dynamic network character of the service setting and the exchange and integration of resources between providers and customers (Jaakkola & Alexander, 2014).

Overall, these references provide insights into the importance of platforms for co-creation, the phases of the value co-creation process, the role of customers in value formation, and the collaborative nature of value co-creation. They emphasize the need for continuous dialogue, understanding, and collaboration between firms and customers to tap into the potential of co-created value. By investing in deeper insights into customer journeys, preferences, and experiences, firms can enhance their understanding of value co-creation and create more rewarding co-creation experiences for their customers (Prahalad & Ramaswamy, 2004; Jaakkola & Alexander, 2014).

In a gamified context, users can contribute to the platform by offering feedback, suggesting changes, or directly impacting platform functionalities (Schneider, 2005). This active involvement of users in the co-creation process aligns with the concept of co-creation, where consumers play a role in value creation (Zwass, 2010). 

The engagement of customers in co-creation has been recognized as an important aspect in marketing literature (Fernandes & Remelhe, 2015).  The concept of co-creation is not limited to the digital realm but extends to various industries and sectors. For example, in the field of collaborative consumption, community has been identified as both a driver and an outcome of participation in collaborative activities (Hallem et al., 2019). This highlights the importance of fostering a sense of community among users to encourage their active participation in co-creation.  

The rise of digital technologies has also led to the integration of digital products and services with their underlying IT infrastructures (Bharadwaj et al., 2013). This integration further blurs the boundaries between digital products and services, emphasizing the need to understand the interplay between technology and value creation.  Furthermore, the value creation process in the digital economy has gained significant attention in both academic research and business practice (Azionya, 2023). As the digital economy evolves, it becomes crucial to investigate the role of millennials in value creation and their impact on brands (Azionya, 2023).  To advance the understanding of co-creation and digital platforms, scholars have called for an integrated research perspective that considers the various dimensions of co-creation and develops a taxonomy to classify different forms of co-creation (Zwass, 2010). This integrated perspective acknowledges the multifaceted nature of co-creation and provides a framework for studying its different manifestations.  In conclusion, the emergence of digital platforms and the concept of co-creation have revolutionized the traditional producer-consumer dynamic. These platforms enable community-driven value creation, democratize the process of value creation, and empower users to become active contributors. The integration of digital technologies and the importance of fostering a sense of community among users further shape the landscape of co-creation in the digital economy. Understanding the interplay between technology, users, and value creation is crucial for the success of gamified platforms and the overall digital economy.
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Figure II.13 Value Co-Creation in Primary Care Services Research

Source: Janamian., et al, 2016
Value co-creation offers a robust avenue for organizations to derive multifaceted values by engaging collaboratively with stakeholders. These values can be broadly delineated into four categories:

· Direct Result
Immediate tangible outcomes derived from co-creation activities encompass the direct results. These outcomes can take the form of a jointly developed product, service, or solution and present immediate value to all participating entities (Prahalad & Ramaswamy, 2004).

· Future Result
These are the prospective benefits that manifest in the long run, arising from co-creation engagements. They hint at the potential trajectories organizations might adopt in their future ventures and offerings (Payne et al., 2008).

· Direct Spinoff

Unanticipated yet beneficial outcomes stemming directly from co-creation initiatives define direct spinoffs. These side benefits, though not the main goal, add substantive value and could encompass areas like novel partnerships or immediate branding benefits (Vargo & Lusch, 2008).

· Future Spinoff
Future spinoffs, which refer to potential advantages or opportunities that may arise in the future as a result of co-creation activities. (Prahalad & Ramaswamy, 2004). These future spin offs capture the potential benefits that can be ignited by collaborative efforts.
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Figure II.14 Four Areas of Value in Co-Creation

Source: Martijn Pater, 2009
II.1.7  Marketing Funnel to Customer Journey Hourglass
The marketing funnel, often visualized as an inverted pyramid, provides a systematic and strategic framework to understand the customer's journey from awareness to conversion (purchase decision). This funnel metaphor illustrates the gradual narrowing of prospective customers as they progress through different stages of engagement with a brand or product (Kotler & Keller, 2016).

The concept of the marketing funnel has historical roots in the AIDA model - Attention, Interest, Desire and Action - which was first proposed in 1898 by E. St. Elmo Lewis to describe the stages of selling a product to a consumer. While the fundamental principle remains consistent in guiding potential customers through cognitive and affective processes leading to a desired action, evolving consumer behaviours and digital platforms have led to more intricate marketing funnel models that incorporate additional stages like ‘Evaluation,’ ‘Trial,’ and ‘Advocacy’ (Court, Elzinga, Mulder & Vetvik, 2009).

An important aspect to understand about the modern marketing funnel is that it is often nonlinear, rather than a strictly defined sequence of stages (Edelman, 2010). Today's consumers frequently oscillate back and forth between the different phases, especially with the abundance of information and alternatives available in the digital space. This nonlinear customer journey highlights the need for brands to have sustained touchpoints and consistent value propositions at multiple stages, not just driving one-way awareness to purchase (Court et al., 2009).  

At the funnel's inception lies the Awareness stage, a point where consumers first become cognizant of a product or service. It is here that the rudiments of the Technology Acceptance Model (TAM) subtly make their presence felt. While TAM predominantly deals with the acceptance of technology, its tenets on perceived usefulness can influence the receptivity levels of potential customers during their initial encounter with a product (Davis, 1989). If, in these nascent stages, a product or platform resonates as beneficial, it stands a better chance of progressing through the funnel.

The funnel then meanders to the Interest and Consideration stages. Here, the consumer not only acknowledges the product but starts viewing it with potential intent. The Theory of Planned Behavior (TPB) becomes particularly salient in this milieu. The subjective norms integral to TPB suggest that social pressures and external opinions play roles in shaping the inclinations of a consumer (Ajzen, 1991). As they wade through their options, the affirmations or dissuasions from peers, family, or societal figures can sway their considerations.

As the funnel narrows towards the Intent stage, which closely aligns with discussions of user's purchase intent, the focus sharpens (Court et al., 2009). Several factors underpin this intent, from consumer attitudes and perceived value to elements of trust (Ajzen, 1991; Dodds et al., 1991; Mayer et al., 1995). This is also where the concept of value co-creation emerges, as today's consumer landscapes are often collaborative rather than just transactional. Consumers derive additional value when they perceive a role in the value creation process (Vargo & Lusch, 2004). Platforms that facilitate this engagement by allowing consumers to co-construct, customize, or converse can significantly influence purchase intent.

The culmination of the funnel is the Action stage, representing the point of purchase. While this marks the end of the initial consumer journey, it also signifies the beginning of post-purchase behaviors and potential loyalty, which warrant further academic exploration (Court et al., 2009). Though the action stage represents the climax of the purchasing process, it also sets the tone for the post-purchase relationship between brand and consumer. At this juncture, brands have the opportunity not just to complete a transaction but also initiate an ongoing relationship (Anderson & Mittal, 2000). This aligns with Transition Theory, which suggests every ending marks a new beginning; in the consumer context, the purchase action signals the start of the post-purchase trajectory (Schlossberg, 1981).

The quality of the purchase experience, including transaction ease, communication clarity, and delivering on brand promises, can significantly impact subsequent consumer behaviours (Lemon & Verhoef, 2016). Moreover, immediate post-purchase engagement - such as support, product onboarding, and follow-up communications - can reinforce the consumer's initial brand trust and nurture the basis for loyalty (Palmatier et al., 2006).

The marketing funnel offers a systematic visualization of the consumer journey, and when juxtaposed with frameworks like TAM, TPB, and value co-creation, provides a richer and multifaceted understanding. Each stage of the funnel can be subtly influenced by these theories, hinting at cognitive, social, and collaborative drivers that molds consumer decisions. This integration not only fortifies the funnel's theoretical grounding but also contextualizes these models within the tangible realm of consumer journeys (Kotler & Keller, 2016).

Recent literature has discussed the concept of a post-purchase funnel, with a focus on customer retention, satisfaction, and advocacy after the initial sale (Anderson & Mittal, 2000). This emphasis on post-purchase behaviour recognizes that the customer-brand relationship is continuously evolving, and that repeat business and word-of-mouth referrals are critical for sustainable growth (Reichheld & Sasser, 1990).

The traditional marketing funnel's endpoint at the action stage can misleadingly imply the customer's journey is over after a purchase. However, in modern consumer contexts, the purchase is just one waypoint in an evolving relationship between consumer and brand (Edelman, 2010). The introduction of the "Customer Journey Hourglass" model captures this expanded perspective by emphasizing critical post-purchase stages. This provides marketers an avenue to cultivate lasting customer relationships, not just one-off sales (Lemon & Verhoef, 2016).

In the post-purchase stage of the marketing funnel, the experiences that consumers have with a product or service shape their future interactions with the brand. This is where stages like 'Satisfaction', 'Loyalty', and 'Advocacy' become important. Satisfaction, which is influenced by the alignment between expectations and actual product/service performance, plays a crucial role in determining the likelihood of repeat purchases. The Expectation-Confirmation Theory (ECT) (Oliver, 1980), suggests that when a product meets or exceeds expectations, it leads to satisfaction, which then informs the decision to continue or discontinue product usage (Bhattacherjee, 2001).

Building on satisfaction, loyalty manifests when consumers repeatedly choose a brand over competitors, not out of convenience, but due to a genuine preference. Oliver (1999) delineated loyalty as a deeply held commitment to re-buy or re-patronize a preferred product/service consistently in the future. The post-purchase communication, support, and engagement strategies play pivotal roles in nurturing this loyalty.
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Figure II.15 Customer Journey Hourglass, an Adaptation from Marketing Funnel

Source: Customer Journey Marketer, 2016

Finally, advocacy represents the zenith of the post-purchase hourglass. Satisfied and loyal customers not only repurchase but also become brand ambassadors, championing the brand within their networks. This word-of-mouth marketing, particularly in the digital era with platforms like social media, can be incredibly potent, often outpacing traditional advertising in efficacy (Brown, Broderick, & Lee, 2007).

II.1.8  User’s Intent of Purchase
User's intent to purchase is a pivotal indicator for understanding potential consumer actions in the marketplace. It refers to the likelihood that a consumer will buy a product or service in the near future. While several models and theories aim to predict this intent, a synthesis of the Technology Acceptance Model (TAM), Theory of Planned Behavior (TPB), and value co-creation (VCC) offers a comprehensive lens to understand this multifaceted phenomenon in modern contexts. There are four distinct types of purchase intentions, each corresponding to different stages of a consumer's journey and decision-making process (Cuofano, 2023).

The first is Informational Intent, which serves as the foundation of the consumer decision-making process, firmly rooted in the awareness phase of the purchase journey. This intent predominantly revolves around the quest for knowledge and understanding regarding a specific domain or product. From an organizational standpoint, this phase is pivotal, laying the groundwork for subsequent consumer-brand interactions. At this juncture, brands have the opportunity to position themselves as authoritative and reliable sources of information. Leveraging content marketing strategies, they can disseminate authentic and valuable information, not only addressing product-specific queries but also larger contextual concerns within the product's domain. By doing so, brands sow the seeds for recognition and trust, essential precursors for cultivating deeper consumer relationships. Moreover, well-curated educational materials, be it in the form of blog posts, whitepapers, or webinars, act as catalysts, propelling consumers further down the marketing funnel, transitioning them from mere awareness to genuine consideration (Chaudhuri & Holbrook, 2001).

Next is the Investigative Intent, which serves as an intermediate stage in the consumer decision-making paradigm, transitioning consumers from mere awareness to an intensified analytical engagement. This intent essentially signifies a commitment by the consumer to thoroughly dissect the myriad offerings in the market landscape. With the advent of digital platforms, consumers now have the tools and resources to execute this analysis seamlessly. Comparison websites, independent product evaluations, and aggregated user reviews are just a few of the instruments at their disposal (Chaudhuri & Holbrook, 2001).  

Given the complex and multifaceted nature of modern markets, marked by an overabundance of choices and hyper-competitive environments, the investigative phase often consumes a substantial portion of the consumer's purchasing journey. This explorative intent is not merely superficial; rather, it is characterized by a depth of engagement, as consumers dissect nuances, weigh advantages, and meticulously scrutinize divergences among offerings (Chaudhuri & Holbrook, 2001).

From a business vantage point, this phase presents both a challenge and an opportunity. The challenge lies in the essential need for brands to articulate their unique value propositions in a lucid and compelling manner. This entails not only emphasizing product or service features but also delineating the underlying benefits, emotional resonances, and distinct differentiators (Keller, 2016). Furthermore, in an era where every brand pledges superiority, authenticity in communication becomes paramount, requiring brands to support claims with tangible proof points, be it in the form of third-party certifications, scientific validations, or demonstrable outcomes.

The third type of consumer intent is Navigational Intent, which occurs when a consumer demonstrates an advanced level of purchase intent by proactively navigating directly to a specific brand's digital presence, such as a website, online store, or digital platform (Shiv & Fedorikhin, 1999). This type of intent is characterized by the consumer's elevated familiarity and predisposition towards a particular brand or product (Xie et al., 2015). Navigational Intent is situated at the intersection of the consideration and conversion phases of the consumer's decision-making process (Shiv & Fedorikhin, 1999).

Navigational intent is a valuable indicator for businesses as it demonstrates a brand's effectiveness in previous stages of consumer engagement and successful penetration into the consumer's consideration set. However, businesses must go beyond acknowledging this intent and develop actionable strategies to further cultivate and nurture the evident interest (Conner & Armitage, 1998).

Enhancing consumer retention is a crucial strategy in the digital realm, where distractions and alternatives abound. To achieve this, businesses can employ various means, such as intuitive user interface designs, streamlined navigational flows, and tailored content that resonates with individual user preferences. Additionally, creating personalized promotional campaigns and forging individualized user experiences are essential to not only retain but also foster brand loyalty among consumers exhibiting navigational intent (Brakus et al., 2009; Rieger et al., 2018; Schau et al., 2009; Huang, 2017; Wirtz et al., 2013; Ertemel et al., 2021; Fernandes & Moreira, 2019; Morgan‐Thomas et al., 2020; Pu et al., 2022).

Lastly, there's the Transactional Intent, often identified as the pinnacle of a consumer's decision-making journey, seamlessly aligning with the conversion phase (Foxal, 1999). It embodies the culmination of the preceding stages of intent, crystallizing in the consumer's concrete resolve to engage in a purchasing act. This heightened inclination to purchase is not just an endpoint but a dynamic phase wherein the consumer's intent is at its zenith (Park et al., 2007).

Recognizing the crucial importance of this phase, businesses invest significantly in refining their conversion strategies. The primary objective is to minimize any obstacles or barriers that could hinder the final transaction, ensuring a seamless transition from intention to action (Sweeney & Soutar, 2001). Strategic utilization of incentives plays a pivotal role at this point. Whether through time-sensitive promotions, exclusive offers for members, or dynamic pricing based on consumer behavior, the goal is to enhance the perceived value and urgency, encouraging the consumer to complete the transaction (Xia et al., 2004).

Moreover, with the rise of e-commerce platforms and the sophisticated digital algorithms that underpin them, businesses have gained a more detailed understanding of consumer behavior (Vargo & Lusch, 2004). These insights are used to personalize the shopping experience, often through adaptive recommendations and dynamic pricing models. While immediate monetary discounts and incentives continue to be effective, there is a growing emphasis on value-added services. These can include extended warranties, loyalty programs, and post-purchase support, demonstrating the business's commitment to a long-term relationship beyond the initial transaction (Towers & Towers, 2021).
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Figure II.16 Purchase Intention

Source: Gennaro Cuofano, 2023

At its core, purchase intent is influenced by a confluence of factors. These include individual attitudes towards the product, perceived social pressures, and perceptions of control over making the purchase (Keller et al., 1998; Aertsens et al., 2009; Mohr et al., 2001). Additionally, the perceived value and benefits weighed against the perceived risks or costs play a pivotal role (Heijden et al., 2003; Schlosser et al., 2006; Agarwal & Teas, 2001).

TAM, primarily designed to predict technology adoption, also finds relevance in understanding purchase intentions, especially in e-commerce and tech-based products. A user's perception of a technology's usefulness and ease of use influences not just their acceptance of the technology, but also their intent to purchase (Davis, 1989; Venkatesh & Davis, 2000). For instance, if an online shopping platform is seen as beneficial (usefulness) and user-friendly (ease of use), it can heighten purchase intentions.

TPB expands the understanding by emphasizing the role of societal influences (subjective norms) and perceived behavioral control. A user might be influenced by the opinions of others, adding a social dimension to their purchasing decisions. Additionally, the perceived ease or difficulty in making a purchase (akin to TAM's perceived ease of use) can also impact intentions (Ajzen, 1991).

User’s intent of purchase is a multi-dimensional construct. A mix of cognitive assessments, societal influences, emotional resonances, and external stimulants underpin it. For businesses, understanding these drivers becomes paramount, offering a roadmap to craft strategies that resonate with consumers, fostering heightened purchase intent. Below are some of the most important variables that drive purchase intent:

· Consumer Attitudes and Perceptions
At the forefront of understanding purchase intent is the consumer's attitude towards an offering. This encompasses beliefs, feelings, and behavioural intentions towards a product or service. A positive perception, driven by quality, benefits, or past experiences, often serves as a cornerstone for elevated purchase intentions (Yang, 2008). When consumers have a positive perception of a product, stemming from assessments of quality, benefits, or prior experiences, they are more likely to have high purchase intent. 
· Subjective Norms
Rooted in TPB's social constructs, subjective norms influence purchase decisions considerably. These perceived social pressures derive from societal figures like friends, family, and peers. Especially in settings where social validation holds significant importance, such influences become paramount in shaping purchase inclinations (Ajzen, 1991). TPB highlights how social constructs and norms within one's culture or community impact intentions and decisions.
· Perceived Value
An intricate balance between the perceived benefits (tangible and intangible) and the perceived cost of the product defines its perceived value. When the benefits are believed to outweigh the costs, this results in higher perceived value. A favourable cost-benefit analysis leads to greater perceived value, which can increase consumers' purchase intent. In essence, products that are seen as offering significant benefits for a reasonable cost tend to enjoy higher purchase likelihood (Zeithaml, 1988).
· Trust and Credibility
Trust is a crucial factor in online purchasing scenarios, as it significantly influences purchase intent. The credibility of a brand, which can be reinforced by its reputation, past consumer experiences, reviews, or endorsements, plays a vital role in driving purchase intent. Factors such as social constructs (ratings, reviews, and referrals), design constructs (credibility and features), and behavioural constructs (trust, satisfaction, and motivation) all contribute to influencing purchase intentions in online commerce. Trust can be established through social media activities, surface credibility, and e-commerce satisfaction (Attar et al., 2020).  
· Environmental Stimuli
Various external factors, such as advertisements, in-store experiences, promotions, and even ambient elements (e.g., music or store layout), can wield influence over the decision-making process. Such stimuli can either subliminally or overtly nudge consumers towards a purchase (Tian, 2004). In essence, consumer choices can be shaped by external cues embedded throughout the procurement or purchase journey.
· Personal Factors
A multitude of individual variables—ranging from demographics like age and gender to economic facets like disposable income—affect purchase intentions. Past purchasing behaviours and loyalty to brands can also offer insights into future purchase propensities (Gefen, 2000).
· Perceived Risk
An undercurrent in many purchase decisions, perceived risk encompasses potential adverse outcomes of a purchase. Financial, social, and functional risks can deter consumers, implying products with minimal perceived risks might enjoy higher purchase intent (Lăzăroiu et al., 2020).
· Emotional Resonance
Purchase intent is not solely cognitive; it is also influenced by emotions. Factors such as mood, spontaneity, and nostalgia can play a role in influencing consumer decisions. Advertisements and branding efforts often leverage these emotional elements in order to connect with consumers (Kim & Lennon, 2013).
· Cultural and Socio-economic Influences
Deep-seated cultural beliefs, norms, and values, as well as socio-economic status, shape purchase inclinations. Cultures may perceive identical products differently, with such cultural nuances influencing purchase propensities. People from different cultures may perceive the same products differently, and these cultural nuances shape buying behaviours and preferences. In essence, culture helps define the symbolic meaning of goods and activities for consumers (Sherry & McCracken, 1989).
In the modern digital landscape, consumers aren't just passive receivers; they actively participate in creating value. Value co-creation emphasizes this collaborative interaction between firms and customers. When customers perceive that they are a part of the value creation process, it can amplify their intent to purchase. This is evident in platforms where consumers can customize products or services or engage in meaningful dialogues with brands, which in turn, can enhance perceived value and, subsequently, purchase intent (Prahalad & Ramaswamy, 2004).

The interplay between TAM, TPB, and VCC can provide a holistic model for understanding purchase intent. While TAM can account for the technological aspects influencing purchasing decisions, TPB can incorporate societal and control elements. Simultaneously, value co-creation introduces a dimension of collaborative interaction. This integrated perspective acknowledges not just individual cognitions and societal influences, but also the dynamic interactions between users and brands, providing a richer understanding of purchase intent in contemporary markets.

An article by Lisa Gevelber, Google’s VP of marketing, in 2015 argues that consumer intent is more powerful than demographics. For numerous years, marketing practitioners have predominantly relied on demographics as indicators for potential interest in products. However, recent studies indicate that solely utilizing demographics could lead to overlooking upwards of 70% of prospective mobile shoppers. Such a reliance on demographics does not provide insight into the critical determinant - consumer intent, which delineates what consumers are actively seeking at a specific moment and their preferred sources for such information.

Intent holds precedence over identity, and immediacy often surpasses loyalty. When individuals encounter a need, their smartphones become the immediate resource—be it a beginner in martial arts referring to a YouTube demonstration or a parent searching for the most favourable deal on footwear. Upon confronting such requirements, individuals predominantly resort to search engines and platforms like YouTube to acquire information, explore new domains, and facilitate decision-making. These critical junctures, characterized by explicit intent, are termed as 'micro-moments.' Such moments present the most opportune junctures for marketers to engage with consumers precisely when they are actively seeking information or solutions (Gevelber, 2015).

[image: image35.png]Only 31% of mobile
searchers for video
games are men
ages 18 to 34.

Think with Google i

Source: Mobile search & video behavior analysis, Millward Brown Digital, U.S.,
January-June 2015, base = mobile video game searchers




Figure II.17 User’s Intent VS Demographics

Source: Think with Google, 2015
II.2 Conceptual Framework
Customer engagement refers to how customers devote their resources like time, effort, and attention towards a brand or firm (Pansari & Kumar, 2016). Engaged customers go beyond transactions to actively promote, advocate for, collaborate with, and share knowledge with the company as part of an ongoing relationship (Kumar et al., 2010). 

While gamification can drive engagement through mechanisms, extending engagement across contexts ensures its effectiveness and longevity (Monferrer et al., 2019). Customer engagement includes both behavioral behavioural and non- behaviouralbehavioral displays of customer attitudes and involvement with a brand, reflecting their commitment of resources and participation in value creation (Doorn et al., 2010; Jaakkola & Alexander, 2014). It is not limited to purchases but encompasses non-transactional behaviours that build the customer-firm relationship (Monferrer et al., 2019). 
Research shows customer engagement's importance in marketing and hospitality, examining its drivers, outcomes, and role in loyalty and value co-creation (Pansari & Kumar, 2016; So & Li, 2020). Understanding total customer engagement value and its links to customer lifetime value and equity is crucial (Kumar et al., 2010). The concept aligns closely with brand engagement, as both center on active customer participation in long-term brand relationships (Hollebeek et al., 2014). Customer engagement entails customers dedicating resources to support, collaborate with, and co-create value with brands beyond purchases, warranting a broad, enduring approach.

A comprehensive framework incorporating multiple theories and factors is necessary to understand user behaviour and purchase intent in the digital landscape, according to research. The Technology Acceptance Model (TAM) and the Theory of Planned Behavior (TPB), with their empirical support, provide the initial foundation for modeling modelling 'user engagement' (Davis et al., 1989; Ajzen, 2012). However, additional factors beyond TAM and TPB focus should be considered. 

Systematic reviews reveal barriers, facilitators, values, and perspectives influencing user engagement with digital interventions and technologies (Borghouts et al., 2021; Liverpool et al., 2020). Studies on online purchase intention also highlight factors like perceived value, satisfaction, and consumer demographics that shape purchase decisions and behaviour (Doan, 2020; Gan & Wang, 2017; Handriana et al., 2020). 
Furthermore, user engagement with digital platforms depends on elements such as usefulness, visibility, and affordances (Yang & Gong, 2021; Chuah et al., 2016). In summary, a multifaceted conceptual framework, building on established models like TAM and TPB while incorporating contextual factors influencing user engagement, satisfaction, and adoption, is recommended to understand user behavior in digital environments. This provides insights to enhance experiences and purchase intent.

However, it is essential to acknowledge that the readiness of the market ecosystem significantly influences user engagement dynamics. Market Readiness Level (MRL), a concept rooted in technology adoption theory, plays a pivotal role in shaping the context within which users interact with technological interfaces (Solberg Hjorth & Brem, 2016). MRL assesses the preparedness of the market for the adoption of an innovation, considering factors such as regulatory environment, competitive landscape, and customer demand (Govindan & Arampatzis, 2023). This readiness level sets the stage for the subsequent user journey.

User engagement serves as the means for users to interact with digital interfaces, according to research. Engagement enables “gamification,” incorporating game elements into non-gaming contexts to boost user involvement. Gamification purportedly enhances experiences by tapping into motivation and rewards to increase engagement and facilitate “value co-creation” (Baptista & Oliveira, 2019; Looyestyn et al., 2017). Studies reveal mixed impacts of gamification on engagement. While game features increase engagement with online programs, some extrinsic rewards may undermine intrinsic motivation (Deci et al., 1999; Looyestyn et al., 2017). 

Value co-creation entails active collaboration between users and providers to create value, shifting focus to personalized consumer experiences (Prahalad & Ramaswamy, 2004). It involves dialog and coordinated actions where parties mutually influence each other (Grönroos, 2011). Branded apps provide a platform for value co-creation, with consumer brand engagement driving brand co-creation, elevating perceived quality and loyalty (Tran et al., 2022). In summary, user engagement enables gamification and value co-creation, though gamification's effects on motivation vary. Value co-creation needs mutual dialogue and influence. Branded apps harness consumer brand engagement to facilitate value co-creation and strengthen quality perceptions and loyalty.

The value co-creation component represents a transition from passive consumption to active, mutual value creation between users and producers. This shift is defined by dynamic interactions between producers and consumers, which improves the perceived usefulness and relevance of the offerings. Within co-creative platforms, the collaborative context substantially influences and reinforces the user's intent to purchase or obtain the offerings. In essence, the participative process of value co-creation transforms users from mere consumers to engaged partners. This enhances their connection with the brand and offerings through relevant co-created experiences. The bilateral synergistic relationship deepens affinity and strengthens purchase intent. In summary, the collaborative paradigm of value co-creation fosters perceived utility and intimacy that significantly shapes and energizes user purchase intent within co-creative platforms (Markwood, 2010).

This conceptual framework delineates a pathway from foundational behavioral theories (TAM and TPB) through gamification to VCC, culminating in the user's intent to purchase or procure. Such a structure captures the nuanced interplay of cognitive evaluations, socio-psychological influences, engagement mechanics, and collaborative value creation in shaping user behaviours in the digital domain. 
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Figure II.18 The Research’ Conceptual Framework
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Chapter III  Research Methodology
Research methodology refers to the systematic, theoretical analysis of the methods applied within a field of study. It involves comprehensively analysing the body of techniques, principles, and procedures associated with a branch of knowledge, whether in science or humanities (Lewis, 2015). In essence, research methodology encompasses the full range of steps, tools, and processes utilized in the pursuit of knowledge and answers to research problems. It does not just outline the methods themselves but also the rationales behind selecting certain methods and their relevance in a given research context (Smith, 2012). 

The theoretical examination in research methodology justifies and contextualizes the practical applications of research methods. It provides an analytical framework for assessing the philosophical underpinnings, appropriateness, and efficacy of methodologies employed to systematically expand knowledge in an area of inquiry. In summary, research methodology entails a theoretical and analytical exploration of the techniques and principles applied in advancing knowledge within a discipline. It elucidates the logical bases for choosing methods and helps determine their suitability for investigating issues in a subject of study.

Selecting an appropriate methodology is critical in research, as it corresponds with the research questions and informs decisions throughout the investigation. The methodology essentially serves as a blueprint that steers the researcher in gathering, analysing, and making sense of data. By articulating the rationale and approach behind the research process, the methodology provides transparency and adds credibility to the findings. This ensures the research remains objective, reliable, consistent, and replicable (Smith, 2012). 

An optimal methodology aligns with the problem context and research goals. It acts as an overarching guide that drives methodical collection and interpretation of data to address the research questions. The methodology reinforces rigor and trustworthiness by elucidating the philosophical assumptions and detailed processes underpinning the research endeavour. In summary, the chosen methodology directs the systematic pursuit of answers to research questions. By explaining the research design, it bolsters credibility and champions objectivity, consistency, and reproducibility of the study and findings.

This chapter delineates the research methodology adopted to systematically address the study's questions and goals. The process demonstrates a dual approach encompassing two interconnected methods: exploratory qualitative which relationship between latent variables are measured using quantitative approach and confirmatory quantitative. Using this mixed methodology harnesses the combined strengths of both qualitative and quantitative techniques to yield an exhaustive perspective (Johnson & Onwuegbuzie, 2004). The methodology outlines how the research incorporated qualitative exploratory inquiry to uncover contexts and themes, quantitative exploratory to measure the relationship between latent variables within the constructs, as well as quantitative confirmatory methods to test the preliminary insights. Adopting pluralistic procedures enabled comprehensive data collection and analysis. 
III.1 Research Design

Upon the commencement of the research, the initial step is the identification of the research question and objectives. Following this foundational step, the study bifurcates into exploratory and confirmatory phases by going through its qualitative and quantitative dimensions.
The research commenced with an extensive qualitative exploratory phase. Prioritizing qualitative inquiry was imperative for gaining a comprehensive grasp of the topic (Hillebrand & Berg, 1990). Employing qualitative methods enabled profound insights into individuals' experiences, perceptions, and motivations (Hillebrand & Berg, 1990). Additionally, this approach afforded rich, in-depth understanding of participants' narratives, ensuring findings were firmly anchored in their lived realities (Gomes et al., 2018). Notably, the qualitative techniques, particularly semi-structured interviews, illuminated overlooked or neglected facets beyond existing literature (Mason et al., 2009). The initial emphasis on exploratory qualitative research was critical for developing a contextualized, nuanced understanding grounded in participants' voices and stories, providing fresh perspectives to complement current knowledge.
The investigation proceeds to participant selection after conducting a literature review. To ensure data depth and pertinence, the research adopts the purposive sampling technique, which involves selecting participants who embody the core themes of the research. This approach allows for the identification and selection of information-rich cases related to the phenomenon of interest (Palinkas et al., 2013). The research then engages with these participants through the use of semi-structured interviews.

The acquired data is subjected to a thorough thematic analysis following the engagements with participants. This approach involves a systematic coding regime that evolves into data categorization, surfacing themes that are relevant to the constructs being studied. By employing this method, preliminary insights into customer engagement and users' intent of purchase can be obtained (Braun & Clarke, 2006).

The correlation between latent variables within the constructs then predicted and measured using an exploratory quantitative approach by designing and distributing thorough questionnaires with the same constructs as the earlier qualitative data collection to random sampling. Quantitative methodology confers many advantages, with a primary strength being its ability to produce generalizable results through structured tools and larger participant samples. While qualitative data provides nuanced insights into individual experiences, quantitative techniques facilitate broader conclusions and allow findings to be extended to wider populations. The quantitative component enabled testing and validation of relationships between key variables across a larger representative sample, complementing the in-depth yet specific qualitative findings (Lewis, 2015).

In the analysis phase of the quantitative data, the research employs Partial Least Squares Structural Equation Modeling (PLS-SEM) to examine the complex relationships between observed and latent variables (Henseler et al., 2016). Because of the predictive nature of PLS-SEM, it is best suited for exploratory modeling and predicting key target constructs. Furthermore, PLS-SEM can handle complex models with many variables and relationships, allowing more creative exploratory modeling without concerns over model identification issues that restrict maximum likelihood SEM techniques (Henseler et al., 2016).
After building preliminary insights through exploratory qualitative-quantitative, the study advanced to its confirmatory quantitative phase. Once again, the quantitative shift is operationalized by developing a meticulous, optimized questionnaire to ensure robustness, validity, and statistical rigor. This questionnaire then reaches an even larger demographic to garner substantial quality responses for precise data (Zhang et al., 2003). Once adequate responses are gathered, rigorous data preparation occurs, involving cleaning, screening and refining, before advancing to complex statistical analysis (Dunn, 1989). The quantitative component employs validated questionnaires distributed broadly to collect ample high-quality data. Extensive data preparation and refinement then ensues to ensure integrity and precision before proceeding to detailed statistical testing. This facilitates generalizable, statistically validated conclusions.

Because of this confirmatory phase, the research utilizes Confirmatory Factor Analysis (CFA) to assess construct validity, specifically to establish whether the measured variables accurately represent the theoretical latent constructs proposed by the researcher. Following CFA, the research employs Partial Least Squares Structural Equation Modeling (PLS-SEM) to examine the complex relationships between observed and latent variables (Henseler et al., 2016).
By combining CFA and PLS-SEM, researchers gain a comprehensive understanding of customer engagement patterns and their impact on users' intent to purchase. CFA ensures the validity and reliability of the measurement model, while PLS-SEM allows for the examination of intricate relationships between variables. This integrated approach provides a robust foundation for analyzing quantitative data and generating meaningful insights.

The rigorous qualitative and quantitative phases culminate in an integrated synthesis of insights. This approach harnesses the depth of qualitative findings to complement the breadth of quantitative data. It portrays the research topic through diverse lenses, encompassing both the richness of personal narratives and overarching patterns across extensive data (Johnson & Onwuegbuzie, 2004). The synthesis blends contextual perspectives from in-depth interviews with generalizable conclusions from statistical analysis. 

Further, the value of integrating multiple methodologies in research is underscored by the enhanced trustworthiness and validity of the findings. The iterative nature of this triple-phase methodology allows researchers to build upon the initial qualitative insights, refining hypotheses for subsequent quantitative exploration and followed by quantitative testing. Such iterative processes ensure that the hypotheses are grounded in real-world narratives and later validated empirically, adding to the robustness of the research (Mills et al., 2006).
The value of the triple data collection process goes beyond just validation. By first exploring personal narratives through qualitative techniques and then expanding the lens via dual-quantitative methods, the research attains an exhaustive understanding resonating at both granular and aggregate dimensions (Johnson & Onwuegbuzie, 2004). 

The interplay between these interconnected methodologies produces cohesive insights that address the core research questions. More significantly, the synthesis paves the way for actionable recommendations (Johnson & Onwuegbuzie, 2004). The integrated findings not only deliver conclusive comprehension of the study theme but also point to future academic inquiry directions. Blending qualitative richness and quantitative breadth seeds a comprehensive perspective to guide subsequent academic and practical investigations.

The qualitative dimension grounds the research in lived experiences while the quantitative component elevates it to generalized conclusions. The symbiosis between these approaches catalyses a profound yet expansive understanding that both concludes the current study and inaugurates future opportunities. By eliciting both personalized narratives and collective patterns, the harmonization of methodologies generates pivotal insights that advance both knowledge and praxis.
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Figure III.1 Research Design

III.2 Data Collection Methods
In the realm of academic research, data forms the foundational bedrock upon which empirical rigor and analysis rest. Precise data collection not only fortifies empirical rigor but also sets the trajectory for analytical exploration and inference. With this in mind, the study employs an intricate blend of data collection methodologies.

For the primary data collection in this study, a comprehensive approach is employed through two distinct phases. The initial phase entails exploratory qualitative-quantitative methods, enabling an in-depth exploration of the research context in which variables within the constructs are quantified. The subsequent phase involves confirmatory quantitative data collection, which serves to validate and quantify the findings obtained in the exploratory phase. 

Given that the gamified platform in question is currently in the ideation phase and has yet to materialize into a tangible beta product for empirical testing, the author has thoughtfully crafted a conceptual video. This video serves as a prelude for the study participants, providing them with valuable context and insight (Saputra, 2023). 

Recent research highlights the value of using concept videos during the initial ideation phase of game development. Concept videos have become an important tool in game design, as they help convey the core vision, mechanics, and potential player experience of a game (Gee & Hayes, 2017). 

Concept videos can effectively encapsulate the essence of a game idea in a tangible way for both players and stakeholders. One key benefit is the ability to garner early feedback and gauge initial reactions to the proposed mechanics and narrative (Rollings & Morris, 2018). This allows developers to make informed design decisions moving forward. 

Additionally, concept videos can foster engagement and connection by generating curiosity and enthusiasm among prospective players (Schell, 2019). By previewing the game concept, these videos cultivate anticipation and involvement in the development process.

Given these advantages, our choice to utilize a concept video during ideation aligns with best practices in the field. This approach will allow us to efficiently communicate our game vision, obtain valuable user insights, and immerse prospective players, thereby enhancing the overall design.

The secondary data collection, drawn from a diverse array of reputable and scholarly sources, encompasses academic journals, books, reports, and pertinent online databases. These sources are thoughtfully curated to establish a comprehensive understanding of the existing literature and the theoretical underpinnings pertaining to the research topic.

The exploratory phase employs an interconnected qualitative-quantitative approach for data collection and analysis. Qualitative data is gathered through expert interviews, with questions framed around the Value Co-Creation (VCC) theory, Technology Acceptance Model (TAM), and Theory of Planned Behavior (TPB) constructs to elicit insights concerning these theoretical paradigms. The qualitative data then is analysed using thematic analysis method. Additionally, quantitative data is collected via structured questionnaires also incorporating VCC, TAM, and TPB variables. The quantitative data are analysed using Partial Least Squares Structural Equation Modeling (PLS-SEM) to identify preliminary relationships between constructs.

The confirmatory phase then focuses solely on quantitative techniques. Survey data is collected from a larger sample, with the questionnaire expanded to encompass the Market Readiness Level (MRL) constructs. Rigorous analysis using CFA and PLS-SEM serves to test and validate the findings that emerged from the exploratory phase. 

In the qualitative phase of this research, the author employs a semi-structured interview with purposive sampling as the primary data collection and sampling strategy. Purposive sampling, often referred to as purposeful or judgmental sampling, is a well-established and valuable technique in research design that entails the deliberate selection of specific participants or elements based on predefined criteria that align with the research objectives. This method stands in contrast to random or probability-based sampling, which relies on chance to select participants. The overarching benefit of purposive sampling lies in its ability to strategically target individuals or cases that possess a high degree of relevance to the research questions, thereby contributing to the depth and pertinence of the collected data (Simakani, 2022).

The utility of purposive sampling extends across various research paradigms and disciplines. It is particularly valuable in qualitative research, such as exploratory studies, case studies, or ethnographic research, where researchers seek to gain a comprehensive understanding of specific phenomena or contexts. The defining feature of purposive sampling is the purposeful selection of participants who can provide critical insights, in-depth information, or unique perspectives on the subject matter, which aligns with the researcher's goals. This approach ensures that the sample chosen represents the diversity and key characteristics relevant to the research focus (Palinkas et al., 2015).

Purposive sampling finds application in various scenarios, including when the researcher aims to study individuals with specific expertise, roles, or experiences related to the research topic. By selecting participants with distinct knowledge or insights, researchers can focus their inquiries on the most relevant sources of information, thus enhancing the quality and depth of their findings. Moreover, in studies where certain participant characteristics or attributes are considered essential to address the research questions, purposive sampling allows for targeted inclusion, avoiding the dilution of the sample with irrelevant or less informative cases. As a result, this sampling strategy facilitates the extraction of rich and contextually significant data, contributing to a more nuanced and comprehensive understanding of the research problem (Simakani, 2022).

The deliberate nature of purposive sampling makes it a versatile and indispensable tool in qualitative research, empowering researchers to optimize their resources, time, and efforts by engaging with participants who are most likely to provide valuable insights and meaningful contributions to the study.

Eight individuals are selected for the exploratory qualitative data collection. These include a manager of a prominent interior furnishing store, a sales associate in the interior furnishing store, an architect and interior Designer husband-and-wife, a young professional working at a venture capital company, an UI / UX designer at an international technology company, an Interior Supplier specializing in interior furnishing products, A Head of Technology (CTO) in a construction technology company, and an influencer as a representative for end-user perspective.

The goal of this purposive sampling approach is to ensure that the exploratory qualitative data collection achieves data saturation, providing comprehensive insights and perspectives from diverse individuals:
Table III.1 Interview Respondents

	Code
	Profile
	Description

	P1
	A managerial figure responsible for system design and marketing strategies in a prominent interior furnishing store.


	The interviewee is a manager at a high-end interior furnishing boutique in Jakarta, Indonesia. She is selected due to her relevant position and a decade of experience. Her role entails overseeing client relations as well as developing systems for the store's operations. The boutique caters to affluent clients and is well-regarded as a premier destination for luxury interior furnishings in Jakarta. The interviewee's insights will provide valuable perspective into the business practices and clientele of an elite retail establishment in Indonesia's capital city. 

Her expertise in interacting with and understanding the needs of wealthy patrons will offer useful qualitative data for analysing the lifestyles, preferences, and shopping habits from the viewpoints of Jakarta's upper echelon consumers. She can provide valuable information on system design strategies and marketing approaches in the furniture industry (Buli, 2017).



	P2
	A sales associate actively engaged in the marketing efforts and interior furnishing products sales in a prominent interior furnishing store in Indonesia.
	The interviewee is selected to provide a frontline perspective on customer service, sales techniques, and experiences interacting with clients as a young retail employee. Her role entails actively selling furnishings on the store floor, as well as assisting with marketing and social media outreach to connect with the boutique's target market. 

As a member of Generation Z, she contributes a youthful viewpoint on the wants and needs of Jakarta's emerging affluent consumers. The boutique caters to young professionals and designers looking for cutting-edge, luxury interior furnishing from top brands. The sales associate's insights will offer an inside qualitative perspective on attracting, engaging, and selling to style-focused, brand-conscious clientele within this demographic. 

Her understanding of how to market luxury products on social platforms to Indonesia's aspirational youth will provide valuable qualitative data for this thesis exploring modern consumer behaviours and preferences (Jang et al., 2018).

	P3
	A young husband-and-wife professional architect and interior designer with experience in space planning and design, now selling imported high-end furniture and home furnishing accessories.
	After years of specifying furniture and finishes for clients, these interviewees decided to open their own interior furnishing boutique selling imported contemporary furniture, lighting, and home accessories from top international brands. Their boutique targets upscale clients looking for high-quality, design-driven pieces to outfit luxury homes and commercial spaces.

With their backgrounds in architecture and design, the couple offers a refined aesthetic perspective and keen attention to detail. They understand both design principles and client needs, with the ability to translate trends into liveable, functional spaces. As small business owners, they also provide valuable insights on operating a brick-and-mortar retail enterprise in Indonesia. 

This interview has the potential to uncover key insights on selling high-end furnishings in Jakarta from the combined lens of designers, retailers, and style authorities catering to affluent professionals and homemakers. Their observations will shed qualitative light on the preferences and purchasing behaviours of Indonesia's emerging class of discerning luxury consumers.

Their understanding of how to leverage technology to visualize, develop, and specify interior spaces will provide valuable qualitative data for this thesis exploring the integration of gamification into digital design platforms aimed at practitioners (Askin, G.D. et al., 2019).



	P4
	A young professional working at a venture capital company with a business and MBA background.
	This interviewee is a young professional with an entrepreneurial and MBA background, currently working at a venture capital firm. He is selected to provide insights on the gamified platform concept from a VC perspective. 

With education and experience in business and finance, this interviewee can offer an investor viewpoint on the potential for a gamified interior design solution as a scalable, venture-backable business. His role investing in high-growth start-ups gives them valuable knowledge of market opportunities and what factors VCs consider when evaluating pitches.

Key topics to explore include his thoughts on market demand, business model viability, competitive analysis, and the overall investment case for a platform of this nature. As an early-career VC, he also brings a forward-thinking stance on tech-driven innovation in the interior design space.

This interview aims to gather empirical data to assess the feasibility and appeal of the gamified concept through the lens of a potential investor. Their qualitative feedback can help evaluate and refine the positioning and strategy for eventually pitching the platform to VC firms or angels (Bellavitis et al., 2017).



	P5
	An UI / UX designer at an international technology company with architecture and business background.
	This interviewee is a UI/UX designer with a background in architecture and business from prominent universities in Indonesia. She is selected to provide an outsider perspective and fresh insights on gamifying interior design software. 

Currently working at an international technology company, she brings expertise in digital platforms and innovation from an unrelated industry. As a UI/UX professional, she is skilled in optimizing user engagement and satisfaction with software interfaces.

A key focus of this interview will be leveraging her outside point of view to gather novel ideas for gamification features that motivate and delight interior design users. Her technology background can also inform the infrastructure needed to implement these innovations.

Topics to be discussed include opportunities to apply cross-industry gamification techniques, UX best practices, and backend requirements for advanced software features. As an outsider to interior design, she offers an objective qualitative perspective on how gamification can be woven into these tools to maximize user adoption and enjoyment (Bedwell et al., 2022). Her insights will help identify creative directions for the proposed gamified platform.



	P6
	A supplier of interior furnishing products such as flooring material and wallpaper with industrial engineering and MBA in marketing background
	This interviewee is a young business person leading an interior furnishing products supply company that specializes in flooring, wallpapers, textiles, and other interior furnishing products. He has an educational background in industrial engineering and MBA in marketing. This interviewee is selected to provide insights beyond furniture into the broader ecosystem of interior design and procurement.

With expertise and years of experience across operations, supply chain, and marketing, he can share valuable perspectives on material trends, industry practices, and potential synergies with the proposed gamified platform. Key topics to explore include current procurement challenges designers face when sourcing materials, innovations in materials, and their thoughts on potentially selling through or collaborating with a gamified B2B marketplace.

This interview aims to gather qualitative data on opportunities to integrate material specification and procurement into the platform's workflows. His insights as a leader in the supply chain can help identify potential revenue streams and partnerships beyond core software subscriptions. 

Discussing his experiences and vision for the company will uncover ways the platform can create a more connected ecosystem for interior design and add value to interior furnishing products suppliers (Ouariachi et al., 2020).



	P7
	A CTO, Head of Technology in a construction technology company


	This interviewee is a head of technology who oversees engineers specialize in building high-performance systems and database architectures for enterprise workloads in the cloud. He graduated from the University of California, Berkeley with expertise and 7 years of experience in scalable software development and cloud computing. 

This interviewee is selected to provide technological system advantage overview and guidance on developing the proposed gamified platform. His background in overseeing team building robust digital systems can offer invaluable insights into the infrastructure, stack, and optimizations needed for industry-level scale.

Key topics to explore include assessing overall feasibility of the platform's capabilities, identifying technical challenges and solutions, and getting suggestions to ensure high performance and reliability of the software and backend. 

As an experienced engineer, he can provide qualitative feedback on translating functional requirements into efficient technical implementations. His expertise can help drive core architectural decisions and development best practices for the gamified platform (Baskerville, 2018). This interview aims to gather empirical data to inform the build versus buy decision, as well as development workflows.



	P8
	An influencer, representative consumer or end user of interior furnishing and interior design services.
	This interviewee is an aspiring social media influencer who creates content around lifestyle, home decor, and interior furnishing shopping. They are selected to provide an end user perspective that ensures the gamified platform aligns with consumer preferences and needs. 

As someone actively engaged in furnishing and decorating their home for creating social media content, this interviewee can offer valuable insights into user pain points, motivations, and expectations around interior design services and interior furnishing procurement. 

Key topics to explore include current challenges consumers face in conceptualizing, designing, and shopping for home interiors, features they would find most useful in an integrated digital platform, and perspectives on gamification aspects that drive engagement.

This interview aims to gather qualitative data directly from the target demographic to tailor the proposed gamified solution to their wants and needs. As an influencer familiar with connecting with audiences through content, their feedback can help shape an intuitive, user-friendly platform that resonates with end users (Chitturi et al., 2008).




These diverse interviewees were selected to provide a comprehensive range of insights into various facets of the gamification platform's development, from design and marketing to user experience and technical feasibility. Their collective expertise and perspectives will contribute to a well-rounded and informed research.

The chosen approach of sampling for the exploratory qualitative data collection in this research distinctly emphasizes an external, non-internal sampling method. The decision to engage external participants who are not affiliated with WSA Construction + Planning is rooted in several fundamental considerations and methodological rationales.

Firstly, this non-internal sampling approach serves to minimize any potential biases that might arise from individuals who have a vested interest in the success of the gamified platform within the company. Utilizing external participants ensures a more objective and unbiased perspective (Banerjee, 2013). When research involves internal participants closely tied to the subject of investigation, there exists a likelihood of their responses being influenced by organizational loyalties and job security concerns. Therefore, by opting for external participants, the study promotes a more impartial and candid assessment of the gamification concept in the interior furnishing procurement domain.

Secondly, this external sampling strategy allows for the inclusion of a broader spectrum of viewpoints and expertise, thus enriching the depth and diversity of insights derived from the interviews. Engaging with individuals from various professional backgrounds, such as architecture, interior contracting, and unrelated fields, introduces an eclectic mix of perspectives (Lewis, 2015). This diversity in participant backgrounds ensures a comprehensive exploration of the gamification concept and its potential applicability within the interior furnishing industry. By doing so, the research transcends the limitations of an internal sampling strategy, which may be confined to a narrow organizational perspective.

Furthermore, drawing insights from participants who are not directly associated with WSA Construction + Planning aligns with the principles of cross-industry innovation. The inclusion of a Business Owner from an unrelated field fosters the infusion of novel, out-of-the-box ideas into the interior furnishing and interior design domain. Such cross-industry perspectives can serve as catalysts for innovation and the reimagining of conventional practices. In contrast, internal sampling would be more likely to yield insights grounded in existing company practices and paradigms, potentially stifling the potential for transformative innovation (Enkel & Bader, 2015).

Lastly, this external sampling approach facilitates a holistic consideration of user needs and preferences. By including a Consumer or End User, the research ensures that the gamification platform is designed to resonate with the target audience (Harwood & Garry, 2015). The involvement of actual users in the external sample reinforces the focus on customer-centric design and functionality, which is vital for the platform's success.

Each interview conducted in this study is anchored by a set of guiding questions. However, unlike structured interviews that adhere strictly to the preconceived format, the semi-structured nature facilitates the organic evolution of the conversation. As a consequence, participants are empowered to extrapolate on topics, drawing upon their unique experiences and interpretations, thus enriching the data reservoir.

The semi-structured interview method strikes a balance, ensuring consistency across multiple discussions while simultaneously granting participants the freedom to share their personal insights (Braun & Clarke, 2006). This flexibility can lead to unforeseen but valuable revelations, potentially uncovering previously unexplored areas of the research, thus enriching the complexity and depth of the findings. 

The semi-structured interview method, resembling a conversational exchange, creates a rapport between the interviewer and interviewee, encouraging an environment of trust (Abbe & Brandon, 2012). This conducive setting often results in participants sharing detailed information, personal anecdotes, and implicit knowledge that might remain undisclosed in more stringent interview formats (Lewis, 2015). By using semi-structured interviews in the qualitative phase, the research captures a comprehensive understanding of participants' perspectives on the subject matter (Kallio et al., 2016). This method seamlessly integrates structured questions with spontaneous dialogues, paving the way for a comprehensive dive into the dynamics of VCC, TAM, and TPB (English et al., 2023).

Table III.2 List of exploratory qualitative questions with TAM, TPB, VCC constructs
	Construct
	Component
	Question Type
	Questions

	Value Co-Creation
	VCC
	Open-ended
	VCC 1:

How do you think a gamified approach could impact collaboration and engagement between interior designers/retailers and their customers?
VCC 2:

From your perspective, how could gamification enhance the value and accessibility of interior design services for you or your customers?


	TAM
	Perceived Usefulness (PUS)
	Open-ended
	PUS 1:

How useful do you think the gamified platform for interior design and interior furnishing procurement would be for you or your customers?

PUS 2:
How might your shopping experience differ using a gamified platform compared to traditional channels? 

	TAM
	Perceived Ease of Use (PEU)
	Open-ended
	PEU 1:

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

PEU 2:

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

	TAM & TPB
	Attitude (ATT)
	Open-ended & closed-ended
	ATT 1:

Do you think you will have a positive experience procuring interior furnishing or designing your own space using the gamified platform?

ATT 2:

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

ATT 3:

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

ATT 4:

Are you likely to procure your interior furnishing from the gamified platform?



	TPB
	Subjective Norms (SNS)
	Open-ended
	SNS 1:
How receptive do you think customers would be to engaging with a gamified platform versus more traditional methods?
SNS 2:

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?



	TPB
	Perceived Behavioral Control (PBC)
	Open-ended
	PBC:

How confident are you in your own skills and capabilities to fully utilize a gamified interface for interior design services and interior furnishing procurement?



Following the qualitative exploration that shaped the foundation of this research, the study proceeds to its exploratory quantitative phase, to quantify and predict the relationship between observed and latent variables within the VCC, TAM, and TPB constructs. 
List of descriptive questions prior to answering the questionnaire:

1. Demographic Questions:

· What is your age?

· What is your gender? 

· What is your current occupation?

2. Screening Questions:

· Where do you currently live (a house / an apartment unit / a boarding house / a dorm room)?

· Do you rent or own your property?  

· Do you have a budget for interior design services?

· If you have a budget for interior design services, how much is your budget for interior design services?

· What is your annual budget for purchasing interior furnishing products?

Table III.3 List of exploratory quantitative questions with TAM, TPB, VCC constructs
	Construct
	Component
	Questions

	Value Co-Creation
	VCC
	VCC 1:

A gamified approach would significantly impact collaboration and engagement between interior designers / retailers and me.

VCC 2:

Gamification would extremely enhance the value and accessibility of interior design services for me.

	TAM
	Perceived Usefulness (PUS)
	PUS 1:

The gamified platform for interior design and furnishing would be extremely useful for me.

PUS 2:
My shopping experience would be much better using the gamified platform compared to traditional channels. 

	TAM
	Perceived Ease of Use (PEU)
	PEU 1:

The gamified platform would be easy for me to use.

PEU 2:

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

	TAM & TPB
	Attitude (ATT)
	ATT 1:

I will likely have a very positive experience procuring interior furnishing or designing my own space using the gamified platform.

ATT 2:

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

ATT 3:

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

ATT 4:

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

	TPB
	Subjective Norms (SNS)
	SNS 1:
I would be very receptive to engaging with a gamified platform versus more traditional methods.  
SNS 2:

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

	TPB
	Perceived Behavioral Control (PBC)
	PBC:

I am very confident in my skills and capabilities to fully utilize a gamified interface for interior design and interior furnishing procurement.

	Scale: 1 - Strongly Disagree 2 - Disagree 3 - Agree 4 - Strongly Agree

	


The questionnaire has been structured with a Likert scale ranging from 1 to 4, strategically aligned with the principles of Value Co-Creation (VCC), Technology Acceptance Model (TAM), and Theory of Planned Behavior (TPB). This design approach not only offers a quantifiable means for participants to express their perspectives but also conforms to established methodologies in survey research. The application of VCC, TAM, and TPB constructs and the use of a Likert scale enable respondents to provide nuanced responses, which can yield richer and more detailed data. By employing this tailored scale, the research aims to capture the subtleties and gradations of participant perceptions of usefulness, ease of use, attitude, subjective norms and perceived behavioural control, thus enhancing the depth and granularity of the collected information. This methodological choice reflects a commitment to robust and precise data collection in alignment with best practices in the field of survey research.

This phased methodology extracts the combined strengths of qualitative and quantitative approaches. The initial exploratory phase applies both techniques simultaneously to gather multi-faceted data and uncover variable relationships. The succeeding confirmatory phase then leverages quantitative confirmation to validate constructs and model linkages. Thereby, the depth of qualitative inquiry is reinforced by the breadth of quantitative generalization using different constructs. This robust dual methodology equips the research with exhaustive investigation capabilities.

Integrating a new construct, Market Readiness Level (MRL), the research enters its confirmatory quantitative method. This strategic adjustment adds depth to our understanding by encompassing the market's preparedness for innovation adoption alongside the previously explored constructs of the VCC (Prahalad & Ramaswamy, 2004) and its ethos (Dey & Dwivedi, 2021), TAM (Davis, 1989), and TPB (Ajzen, 1991).
While the exploratory qualitative-quantitative methods provided a nuanced understanding of user engagement, perceptions, and motivations within the context of VCC, TAM, and TPB, the confirmatory phase introduces MRL as a pivotal dimension for hypothesis testing and quantitative analysis. MRL, rooted in technology adoption theory, assesses the market's readiness for innovation adoption, taking into account factors such as regulatory environment, competitive landscape, and customer demand (Ho et al., 2010). By including MRL in the quantitative data collection, we aim to elucidate how market readiness influences users' behavioural intentions and technology acceptance.

The integration of MRL into our confirmatory quantitative analysis allows us to explore the interplay of market readiness with the factors explored in the qualitative phase, providing a comprehensive understanding of user behaviour and purchase intent within the dynamic digital landscape.
In the subsequent confirmatory quantitative phase, the research transitions to a carefully designed questionnaire with MRL constructs. This instrument is based on established academic literature and insights gained from the prior qualitative phase. One of the key advantages of using questionnaires in quantitative studies is their ability to translate complex concepts into measurable variables. This allows researchers to analyse complex phenomena using statistically relevant data (Thiel, 2014).

The questionnaire has been meticulously structured with a Likert scale ranging from 1 to 4, strategically aligned with the principles of Multi-Item Response Level (MRL). The Likert scale is a commonly used measurement tool in research that allows individuals to express their level of agreement or disagreement with a statement or question (Jebb et al., 2021). It consists of a series of statements or questions, and respondents are asked to indicate their level of agreement or disagreement on a numerical scale, typically ranging from 1 to 5 (Hung et al., 2010). 
The Likert scale provides a convenient way to measure unobservable constructs and has been widely used in various fields, including psychology, education, and medicine (Jebb et al., 2021).  One of the advantages of the Likert scale is its simplicity and ease of use. Respondents can quickly and easily understand the scale and provide their responses (Jebb et al., 2021). The scale also allows for a range of responses, capturing nuances in individuals' attitudes or perceptions (Hung et al., 2010). Additionally, the Likert scale can be used to measure both positive and negative constructs, making it versatile in capturing a wide range of opinions or attitudes (Jebb et al., 2021).  

To ensure the validity and reliability of the Likert scale, it is important to carefully design the statements or questions and the response options (Jebb et al., 2021). The statements or questions should be clear, concise, and relevant to the construct being measured (Jebb et al., 2021). The response options should be evenly spaced and cover the full range of possible responses (Jebb et al., 2021). It is also important to avoid bias or leading statements that may influence respondents' answers (Podsakoff et al., 2003).  

In order to establish the construct validity of the Likert scale, various statistical analyses can be conducted, such as exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) (Hung et al., 2010). These analyses help to determine whether the items in the scale are measuring the intended construct and whether the scale is reliable and consistent (Hung et al., 2010).  

List of descriptive questions prior to answering the questionnaire:
1. Demographic Questions:

· What is your age?

· What is your gender? 

· What is your current occupation?

2. Screening Questions:

· Where do you currently live (a house / an apartment unit / a boarding house / a dorm room)?

· Do you rent or own your property?  

· Do you have a budget for interior design services?

· If you have a budget for interior design services, how much is your budget for interior design services?

· What is your annual budget for purchasing interior furnishing products?

Table III.4 List of confirmatory quantitative questions with MRL Constructs

	MRL Stage


	Likert Point (1-4)
	Questions

	Ideation

(ID)
	
	ID 1:

I acknowledge that the gamified platform is a new idea in interior design and interior furnishing procurement.

ID 2:

A gamified approach seems like an innovative idea that would improve my shopping experience.


	Testing

(TS)
	
	TS 1:

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

TS 2:
I would be interested in testing an early prototype of a gamified platform for interior design services and giving feedback.


	Traction

(TC)
	
	TC 1:
I am willing to try new platforms for interior design and shopping.

TC 2:
I would consider being an early adopter of a new gamified platform for interior design and interior furnishing procurement.
TC 3:

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



	Scaling

(SC)
	
	SC 1:

I believe that the gamified platform offers valuable solutions for interior design and interior furnishing procurement.

SC 2:
I believe a gamified platform has strong market potential for interior design services. 
SC 3:
I would recommend a gamified platform to friends and family if I had a positive experience.
SC 4:
I think companies should devote resources to developing gamified platforms for interior design and interior furnishing procurement. 


	Scale: 1 - Strongly Disagree 2 - Disagree 3 - Agree 4 - Strongly Agree


However, it is not just the design, but also the mode of dissemination that warrants consideration. In an era characterized by rapid digitalization and ubiquitous internet connectivity, the research prudently capitalizes on the digital medium for questionnaire distribution. This digital mode not only offers unparalleled reach, ensuring a broad-based and varied respondent base but also facilitates instantaneous data collection, significantly truncating the time horizon traditionally associated with manual methods.

In an academic research context, the digital platform presents numerous advantages. One key benefit is its ability to include a wide range of participants, encompassing various age groups, geographical locations, and socio-economic statuses. This inclusivity contributes to the robustness and external applicability of the research findings. Furthermore, the inherent scalability of digital platforms facilitates the use of larger sample sizes, which can mitigate biases and improve the statistical dependability of the research outcomes (Lewis, 2015).

While the structured nature of questionnaires inherently negates certain biases, it's imperative to note the criticality of their design. A well-conceptualized questionnaire, grounded in robust theoretical frameworks, serves as a linchpin in the quantitative phase, bridging the chasm between theoretical constructs and empirical data. By juxtaposing the insights gained from the qualitative phase with these empirical findings, the research is positioned to offer a comprehensive, multifaceted exploration of the subject matter.

The combined approach of semi-structured interviews and structured questionnaires offers a comprehensive and robust framework for data collection. Each method, carefully selected, aligns seamlessly with the research objectives, providing a comprehensive view of the subject in question.
III.3 Data Analysis Methods
This chapter delves into the methodological intricacies that govern the analytical procedures applied to distill and make sense of the wealth of information accrued throughout the research process. The following sections provide an exhaustive overview of the methods and techniques utilized to process, interpret, and derive meaningful insights from both primary and secondary data sources.

In the exploratory qualitative phase, conducted in conjunction with the semi-structured interview method, a thematic analysis approach is applied. In tandem with the semi-structured interview method, a systematic coding process will be employed to analyse the rich qualitative data acquired from these interviews. Coding serves as a structured technique to transform textual data into meaningful categories, themes, and patterns. This methodical approach ensures the rigor and reliability of the qualitative analysis, enabling the extraction of salient insights and recurrent themes within participants' narratives. 

By systematically coding the qualitative data, this research aims to distil the diverse perspectives, anecdotes, and implicit knowledge shared by participants during the interviews into a coherent and analytically sound framework. This meticulous coding process contributes to the depth and robustness of the findings, aligning with the overarching goal of capturing a comprehensive understanding of the research subject from the qualitative phase (Miles & Huberman, 1994).

Thematic analysis, a well-established qualitative research method, plays a vital role in systematically identifying, analysing, and interpreting patterns or themes within qualitative data (Braun & Clarke, 2006). The data analysis process commences with an in-depth exploration of the qualitative phase, acknowledging the critical significance of qualitative exploration in providing profound insights into individual experiences, perceptions, and motivations (Denzin & Lincoln, 2005). The employment of qualitative techniques facilitates access to a rich and multifaceted understanding of the research context, ensuring that the insights obtained are firmly grounded in the unique lived realities of the participants (Merriam and Tisdell, 2015).

Systematic coding constitutes an integral element of thematic analysis, enabling the structured categorization of data (Braun & Clarke, 2006). The employed systematic coding regimen ensures the meticulous organization of data into meaningful categories and themes. This systematic approach involves the identification of key concepts and patterns within the data. Through systematic coding, a transition is made from raw data to a structured framework that unveils themes resonant with the research constructs in question.

The data analysis process commences with transcription, where recorded interviews are converted into written text, rendering the data more amenable to analysis. Thorough familiarity with the data is cultivated through repeated readings, a crucial step for comprehending the content and context of the interviews (Smith, 2015).

The subsequent step, open coding, entails the systematic identification and labeling of meaningful concepts or patterns within the data. These open codes serve as the initial categories derived from the data. In the subsequent axial coding phase, a focus is placed on organizing and interrelating these open codes to establish more structured categories or themes.

In the final phase of thematic analysis, selective coding allows the author to refine the analysis by selecting core themes that are pivotal to the research objectives. These themes encapsulate the essence of the data and coalesce into a coherent narrative that addresses the research questions (Miles, Huberman, & Saldaña, 2019).

Throughout the analysis, the data undergoes continuous comparisons, and the coding process is often iterative, allowing for the refinement and development of codes and categories as the research progresses. Additionally, to enhance the credibility and trustworthiness of the findings, member checking and peer debriefing may be employed (Smith, 2015).

This systematic approach to data analysis, anchored in thematic analysis with systematic coding, facilitates a comprehensive exploration of the multifaceted dimensions of technology acceptance and user’s engagement in the context of the interior furnishing industry.

The exploratory quantitative data analysis employs key statistical techniques Partial Least Squares Structural Equation Modeling (PLS-SEM). PLS-SEM is conducted to estimate the structural model, analysing the relationships and predictive power between the various constructs (Latan & Noonan, 2017). The key output metrics assessed in PLS-SEM include the path coefficients between constructs, which indicate the strength and directionality of relationships, and the R2 values, which represent the predictive accuracy of the model (Wong, 2013). 

A key capability of PLS-SEM that makes it invaluable for exploratory research is its predictive orientation focused on maximizing the explained variance (R2 values) of endogenous target constructs through regression modeling of linked paths across the structural model (Wong, 2013). This predictive emphasis aligns well with the intent to identify key drivers of behavioural outcomes. By estimating path coefficients between linked variables, PLS-SEM also effectively measures the magnitude and significance of bivariate correlations, elucidating the strength of relationships between various attitudes, intentions and behaviours (Latan & Noonan, 2017).

Through PLS-SEM, the interrelationships between major constructs like Value Co-Creation, Subjective Norms, Perceived Usefulness, Perceived Ease of Use, Attitudes, and Behavioural Intentions can be quantified to determine preliminary linkages based on the survey data. Significant path coefficients and R2 values provide provisional empirical evidence of the connections between VCC, TAM, and TPB elements proposed in the conceptual framework. The rationale behind using PLS-SEM is rooted in its ability to effectively analyse structural models containing multiple latent variables and complex relationships (Hair et al., 2017). 

Additionally, PLS-SEM holds specific advantages that make it well-suited for exploratory investigations and theory development (Latan & Noonan, 2017). As an exploratory study constructing original frameworks, our research benefits from PLS-SEM’s higher statistical power with fewer stringent assumptions, ability to handle smaller samples, and effectiveness in identifying key predictive drivers through the structural model analysis (Wong, 2013).

By applying PLS-SEM, the exploratory quantitative phase provides crucial empirical evidence to discover and substantiate major relationships between constructs that will be further tested and validated in the ensuing confirmatory analysis, albeit using different constructs. The use of these multivariate analytical techniques aligns with best practices for exploratory modeling and hypothesis generation (Wong, 2013; Hair et al. 2017).

For confirmatory quantitative data analysis, Confirmatory Factor Analysis (CFA) stands as a powerful tool employed in structural equation modeling to scrutinize and validate the relationships between latent constructs and their corresponding observed variables (Wood, 2008). In the context of this research, CFA plays a pivotal role in measuring the MRL construct. The MRL construct is multifaceted, encompassing diverse dimensions that reflect the maturity and preparedness of a market to adopt innovative products and technologies. In order to gauge this complex construct accurately, it is imperative to ensure that the observed variables align precisely with their theoretical underpinnings.

CFA operates on the premise that the observed variables, also referred to as indicators, are reflective of the underlying latent construct. In the case of MRL, these indicators represent various facets of market readiness, such as market infrastructure, competitive dynamics, regulatory environment, and consumer acceptance. The rigorous process of CFA involves specifying a priori models based on existing theoretical frameworks. It is essential to establish these models by assigning each observed variable to its respective latent construct, guided by theoretical foundations (Bollen, 1989).

By using CFA, researchers can confirm that the variables in their study align with the theoretical framework.  Partial Least Squares Structural Equation Modeling (PLS-SEM) is a statistical technique used to analyse the relationships between observed and latent variables. It is particularly useful when the sample size is small or the data is non-normal, making it suitable for exploratory research. PLS-SEM allows researchers to examine the complex interplay between variables and gain insights into the underlying mechanisms driving customer engagement and purchase intent (Henseler et al., 2014).  

For the MRL construct, the observed variables should exhibit high factor loadings onto the underlying construct, signifying that they effectively capture the essence of market readiness. These factor loadings are essentially standardized regression coefficients that indicate the strength and direction of the relationship between the latent construct and its indicators. It is crucial that these factor loadings are statistically significant, emphasizing the appropriateness of the indicators in measuring the MRL construct (Rigdon & Hoyle, 1997).

The examination of model fit indices is another integral component of CFA. Model fit indices, such as the Comparative Fit Index (CFI), the Tucker-Lewis Index (TLI), and the Root Mean Square Error of Approximation (RMSEA), offer insights into how well the specified model aligns with the observed data. A well-fitting model demonstrates that the latent construct comprehensively explains the variations in the observed variables (Brown, 2006).

Furthermore, CFA allows for the assessment of the convergent and discriminant validity of the latent constructs. Convergent validity is established when the indicators exhibit high factor loadings onto the latent construct, while discriminant validity is achieved when the indicators exhibit higher correlations with their respective constructs than with other constructs. This ensures that each construct is distinct from the others, reducing the risk of measurement error (Hair et al., 2019).

In the context of the research, CFA is instrumental in confirming that the indicators chosen to measure the MRL construct accurately reflect the theoretical dimensions underpinning market readiness. By utilizing CFA, the research ensures the validity and reliability of the MRL construct's measurement model, offering a solid foundation for subsequent structural equation modeling (SEM) analyses. The utilization of this quantitative technique ensures a rigorous and data-driven approach to unveil the dynamics of market readiness as it pertains to customer engagement and users' intent of purchase, consequently enriching our understanding of the research domain.

PLS-SEM is a robust analytical method that allows for a comprehensive understanding of customer engagement patterns and their impact on users' intent to purchase (Henseler et al., 2016). Confirmatory Factor Analysis (CFA) is a statistical technique used to assess the fit between observed data and a hypothesized measurement model (Sashi, 2012). It is commonly employed in social science research to validate the measurement model and ensure that the measured variables accurately represent the underlying constructs (Sashi, 2012). 

The application of PLS-SEM is a powerful analytical method that extends beyond CFA, enabling a comprehensive examination of the complex relationships among latent and observed variables (Henseler et al., 2016). In the context of this research, PLS-SEM represents a crucial step in understanding the depth and dynamics of customer engagement patterns leading to users' intent of purchase. It serves as a robust framework to explore the intricate interplay between these constructs in the context of Market Readiness Level (MRL).

The research engages in path modeling within the PLS-SEM framework, which involves examining the relationships between latent constructs and observed variables. The objective is to elucidate the causal paths that explain how MRL influences customer engagement and, in turn, users' intent of purchase. The path coefficients, akin to standardized regression coefficients, depict the strength and direction of these relationships (Hair et al., 2011).

One of the key advantages of PLS-SEM over CFA is that it allows for the modeling of complex relationships between latent constructs, including mediation and moderation effects. Mediation analysis explores the mechanisms through which one construct influences another, while moderation analysis investigates whether the relationship between two constructs is influenced by a third construct (Hair et al., 2011). This ability to model complex relationships makes PLS-SEM a powerful tool for understanding the dynamics of complex systems.

In PLS-SEM, the measurement model is a critical component that mirrors the earlier CFA analysis. It focuses on verifying the validity and reliability of the measurement model by examining the factor loadings of observed variables on their respective latent constructs. Additionally, the research will assess the composite reliability and average variance extracted (AVE) of each construct, ensuring the adequacy of the measurement model (Chin, 1998) (Zhang et al., 2016).

The structural model investigates the relationships between latent constructs and provides insights into the causal pathways. In the context of this research, the structural model explores how MRL impacts customer engagement and how customer engagement, in turn, influences users' intent of purchase. The path coefficients, when statistically significant, illustrate the nature and strength of these causal relationships (Hair et al., 2019).

In PLS-SEM, the measurement model is a critical component that mirrors the earlier CFA analysis. It focuses on verifying the validity and reliability of the measurement model by examining the factor loadings of observed variables on their respective latent constructs (Hair, Ringle, & Sarstedt, 2022). Additionally, the research will assess the composite reliability and average variance extracted (AVE) of each construct, ensuring the adequacy of the measurement model (Chin, 1998).

PLS-SEM allows for the examination of moderation and mediation effects within the model. Moderation analysis is essential in understanding whether certain external factors influence the relationships among the latent constructs. Mediation analysis, on the other hand, explores the mechanisms through which one construct influences another. These advanced analyses enrich the understanding of the complex relationships within the research model (Hair et al., 2019).

The utilization of PLS-SEM within this research framework enhances the depth of analysis by examining not only the measurement model but also the structural relationships between the latent constructs, providing a holistic view of the interactions among Value Co-Creation, TAM, TPB, MRL, customer engagement, and users' intent of purchase. This advanced technique equips the research with the tools to draw robust conclusions regarding the dynamics and causal pathways within this intricate system, thereby contributing significantly to the body of knowledge in the field.
Chapter IV  Result and Discussion
This chapter commences with an in-depth presentation and discussion of the findings that emerged from the rigorous multi-phase research methodology delineated in Chapter III, systematically reviewing the insights uncovered through the application of interconnected qualitative and quantitative techniques across sequential exploratory and confirmatory research phases. 

The chapter opens with an exhaustive thematic analysis of the qualitative findings obtained from semi-structured interviews with purposefully sampled participants in the initial exploratory research stage. The salient themes and narratives extracted through systematic coding provide profound revelations into the contextual nuances of customer engagement and technology acceptance within the research domain. 

The chapter then proceeds to evaluate the empirical relationships between key variables quantified through PLS-SEM in the exploratory survey research. An interesting finding is the role of age in influencing technology acceptance and intent, with divergent outcomes evidenced below and above 22 years old. Statistical analyses reveal preliminary linkages between the dynamics of value co-creation, technology acceptance predictors, and behavioral outcomes that warrant further confirmation.

Transitioning to the confirmatory phase, the chapter presents the results of rigorous quantitative modeling using CFA and PLS-SEM focused on assessing market readiness. Statistical testing validates the reliability and validity of the market readiness construct and its intricate relationships with customer engagement patterns and users’ intent to purchase.

The presentation of these integrated results combines qualitative richness with quantitative precision to deliver impactful revelations spanning subjective insights, predictor relationships, and generalizable conclusions. The synergistic findings pave the way for an in-depth discussion on theoretical and practical implications.
IV.1 Exploratory Analysis
The exploratory analysis phase of this research encompassed a robust dual methodology, integrating qualitative and quantitative techniques for a comprehensive perspective. Semi-structured interviews provided profound insights through systematic coding and thematic analysis based on constructs from Value Co-Creation (VCC), Technology Acceptance Model (TAM), and Theory of Planned Behavior (TPB). Meanwhile, wide-reaching questionnaire data enabled statistical modeling using Partial Least Squares Structural Equation Modeling (PLS-SEM) to quantify relationships between VCC, TAM, and TPB variables.

The qualitative findings reveal key motifs in participants’ narratives around enhanced collaboration, customization, engagement and perceived value regarding the proposed gamification concept. Interview coding also unearths factors driving favorable attitudes and adoption intentions, including perceived ease of use, enjoyment, and normative influences. The succeeding survey research complements these subjective revelations through multivariate modeling to estimate connections between usefulness, subjective norms, attitudinal dispositions and behavioral outcomes.
IV.1.1 Thematic Analysis Themes Generation
The meticulous thematic analysis of qualitative interview data led to the emergence of five salient themes encapsulating participants’ attitudes, perceptions and experiences concerning the gamification of interior design and furnishing platforms. Guided by established constructs around VCC, TAM and TPP, a rigorous process of systematic coding including open, axial, and selective stages facilitated the categorization of participants’ narratives into insightful thematic groupings.  

The five central themes extracted through thematic analysis encompassed multi-dimensional considerations around user engagement with the innovation concept, its potential industry impacts, comparator dynamics between digital and physical channels, and assessments of market readiness. Specifically, the themes comprised:
1. User Interaction with Gamification Platform 
2. Impact of Technology on the Interior Design Industry  
3. Physical vs Digital Shopping Experience
4. Market Readiness and Market Response

The “User Interaction with Gamification Platform” theme aggregates participant perspectives, expectations and desired features regarding their direct usage experiences with the gamified solution for interior design and furnishing procurement. 

The “Impact of Technology on the Interior Design Industry” theme encapsulates participants’ opinions on the platform's capacity to transform conventional industry practices and processes through digitization. 

The “Physical vs Digital Shopping Experience” theme compares preferences and attitudes between traditional brick-and-mortar retail encounters versus digitally-mediated interactions. Furthermore, the “Market Readiness” theme compiles participant stances on structural factors that could influence adoption timing for the proposed innovation within Indonesia. Lastly, the “Market Response” theme gathers participant outlooks, intentions and reactions towards the gamified concept, shedding light on prospective end-user demand.

Table IV.1 Themes of Analysis

	Theme
	Speaker
	Verbatim

	User Interaction with Gamification Platform
	P1
	"Pakai 3D, jadi misalnya ada klien, oke gue butuh sofa ini itu segala-galanya; tolong proposes gue, oke barang-barang lo kita akan propose dalam itu 3D dan itu tuh ga bisa langsung"

“Kadang itu klien tuh gak bisa kebayang jadi walaupun ada itu lo harus nambahin feature inspiration untuk mungkin interior style: klasik, baroque, industrial jadi dari situ ntar mungkin ada apa namanya pilihan style dari style itu tuh ada image-image kaya oh kira-kira industrial seperti ini mereka kan semua ngeliatnya bakal visual kan oh kaya ini style gue nih walaupun mereka gak tau namanya apa tapi ini style gue nih mereka bisa pilih dari style itu.“

“Karena, For example aja, kita tuh ada beberapa brand yang ada konfiguratornya di website Itu ketika kita tahu ada itu kita tuh happy banget. Karena kayak, oh ini Jadi lebih simple nih at least walaupun ya masih kartun ya gak benar-benar real, even begitu aja, kita udah lebih enak untuk ngasih tau dan klien tuh udah lebih ada bayangan, tapi dengan kondisi dia lagi di showroom kita, ini konfigurasi yang akan seperti ini ini barangnya loh. Jadi, kalo menurut gue Itu akan sangat ini sih receptive sih.”



	
	P2
	"Ini kan kayak aku liat tuh bisa di rotate di apa gitu dan view ruangannya juga bisa di rotate ya."

“Ya kadang-kadang customer nanyanya jadi ke sales personnya aja. Menurutku bagus mana di sudut sini, saya ganti pakai apa. Saya ngeliat dan saya suka ini bagus enggak menurut kamu. Itu bisa membuat visualisasiin ke dia.”


	
	P3
	“Lebih ke arah menghemat waktu sih, berguna nya. Karena, bisa ngelist-nya lebih gampang, item - itemnya udah ketahuan, dari segi waktu sih. Karena untuk seorang desainer, pasti waktu kan, proyeknya cuma ngerjain satu, kalau ada banyak, lebih bagus, lebih menghemat waktu sih, ada platform kayak gini.”

“Furniturenya ga usah, tapi scan ruangan Jadi dia tau posisi cendela, at least dimana pintu dimana, mereka bisa ngeliat”


	
	P4
	"Cuma masalahnya adalah di desain sih, kayak personally gue bukan orang estetik, jadi kayak gue juga bingung untuk, nih warnanya bagus apa nih, atau nih bagusnya keletakannya gimana" mungkin akan lebih baik kalau misalnya disitu ada suggestion yang kayak memang udah template, jadi mungkin bisa dirubah-rubah lagi, misalnya temanya apa, vintage misalnya, atau temanya pengen apa gitu, jadi kan senggaknya memberikan gambaran orang - orang yang malas design dari nol.”



	
	P5
	"… yang kita ga tau gitu atau yang tadi mungkin mereka pengennya kayak gini, tapi mereka lihat sendiri kayak, oh ini kayaknya oke kalo digabung -gabung gitu. Biar kebayang."

“Bagusnya sih bisa ada yang kayak recommendation itu, to start with, jadi ngga dari nol. Jadi bisa lihat stylesnya kayak gimana. Iya, styles itu udah kayak apa gitu. Dibandingkan dari nol”


	
	P6
	"Gambaran kayak throw the design lewat aplikasi gitu. Customer juga bisa menuangkan isi pikiran dia di gambar ini."



	
	P7
	"Jadi kayak misalnya oh gue maunya kayak gini, oh ya udah entar interior designernya kayak tinggal ngarahin tak tak tak gitu."



	
	P8
	"Game by themselves, they have an idea how to visualize what they want and at the end of the day nanti mereka bisa balik lagi pilih apakah ok i'm content with the standard produk atau saya ingin mempunyai sesuatu yang lebih similar."

“Kebayangnya gue di game ini adalah lo bisa masukin tinggi siling lebar ruangan terus nanti lo masukin aja disitu ada pintu dan tinggi segini dan lebar segini nanti di game udah muncul pintunya tinggal geser” pintunya ada di mana gitu.”



	Impact of Technology on the Interior Design Industry
	P1
	"Game ini justru akan lebih benefit untuk interior designer or konsultan kayak kita karena itu mempermudah untuk kasih visualisasi ke klien gitu"



	
	P2
	"Interior designer tetap bisa bikin pake sketch up tapi it takes time gitu, sementara kalau ini kan bisa langsung."



	
	P3
	"Bisa ngesimulasiin langsung real time di depan client lo dengan hasil yang semenarik mungkin."



	
	P4
	"Positif sih, malah kayaknya itu akan sangat membantu interior designer, cuma gue mikirnya gini, kayaknya lu bisa dapet duit lebih dengan lu ngemisahin kayak yang untuk si interior designer dan lu jual ke customer."



	
	P5
	"Jadi ini akan benefit both gue yang sebagai interior designernya atau orangnya yang sebagai clientnya juga."



	
	P6
	"Menghilangkan fungsi designer. Mengurangi tarif ya, mengurangi tarif. Ya tapi menurut gue sih semua designer ada pasarnya. Tentu game kayak gini, gak bisa yang kompleks banget juga."

	
	P7
	"I think dengan gamified platform dengan simulation ya kayak the sims bakal bisa lebih cepat sih."



	
	P8
	"This app can be very helpful, mungkin ada orang yang mungkin basically a bit difficult in visualizing what they want."



	Physical vs Digital Shopping Experience
	P1
	"… tapi tetap itu ga bisa convincing mereka, ga bisa menggantikan datang ke show room, tetap di akhir mereka tuh butuh kayak experience, penjelasan kenapa barangnya segini mahal."



	
	P2
	"Tapi nggak ada barangnya. Takutnya kalau udah nyampenya tuh nggak suka gitu."



	
	P3
	"Bisa jadi pengalaman yang lebih menarik sih karena ini sekarang masih hampir nggak ada kayaknya ya yang kayak gini."



	
	P4
	"Cuma kalau memang kita jualnya mungkin yang lebih ke rak, karpet gitu sih bia langsung ya di app, tapi kayak sofa - sofa kulit, itu gue tetap perlu, touch, ya jadi visual touch-nya yang mungkin kalau udah ada di game, it's a nice thing, tapi menurut gue perlu ada tempat offlinenya."



	
	P5
	"Menurut gue itu info yang akan bisa gue dapat kalau di app tuh dibandingkan sama kalau misalnya gue datang langsung ke tempat, kan nanya sales, gue nggak bisa percaya juga, karena mereka kayak asal percaya ngomong bagus-bagus, jadi nggak tahu gue bakal lebih percaya."

	
	P6
	"Mobilisasi sample-nya segala macam gitu-gitu. Orang juga harus ke showroom, jadi orang lebih suka sih kalau belinya di under berapa juta gitu, mereka lebih prefer simulasi aja gitu. Kecuali yang mahal gitu puluhan juta mungkin langsung ke toko sih."



	
	P7
	"… kadang kan ada the feel terus kayak apa namanya, the touch ya, jadi mungkin nyobain bahannya dulu mungkin. Gua bisa bilang it helps in reducing bolak baliknya aja sih ke toko gitu."



	
	P8
	"Jadi, untuk yang biasa, mungkin ya, cuma beda warna, kita udah ngerti, tidak masalah bisa langsung beli aja."



	Market Readiness and Response
	P1
	"Kalau customernya tua-tua banget atau yang tajir banget mungkin males ya kalau untuk apa namanya yang tadi lo mentioned bener -bener yang top notch, mereka gak akan mau pakai beginian, biasanya mungkin akan lebih kita yang pakai."



	
	P2
	"Ya bisa sih kalau menurut gue tetap bisa apalagi ini kan kayak, ini gampang dipakainya"



	
	P3
	"… kayak ini kan, lo punya ready stock nih, kan pasti aja ada yang di katalog yang lo gak punya. Jadi lo bawain satu sample ini, jadi dia bisa feel the wood, yang ini gitu, tapi model yang lain yang lo gak punya, gue sih mikirnya harusnya ini bisa dipake gitu ya untuk furniture supplier atau manufacturer yang brand collaborator kita, untuk memudahkan mereka gak terlalu order banyak sample"



	
	P4
	"Kalau satu sampai sepuluh sih, mungkin 5 ya. Jadi nggak gitu gampang buat gue, nggak gitu susah sebenarnya, apalagi kalau memang targetnya Gen Z yang memang mereka tech savvy kan, mereka belajar sebentar, bisa lah untuk pakenya itu."



	
	P5
	"Dengan adanya feature add to chart ini kan, dia bisa jadi, oh gue tetap bisa on budget dan gue bisa lihat, tetap bisa divisualisasi dan tetap bisa beli dari sini gitu"



	
	P6
	"Ya, point plus mungkin kalau yang udah ngerti ginian banget kan pasti punya budget, mungkin gak nyari designer yang masih baru banget juga sih."



	
	P7
	"Karena kalau mungkin yang muda-muda gue rasa sih iya, mereka bakal coba dan mereka bakal mau coba gitu, tapi kalau kliennya tua-tua di atas 50, 40, maunya ya terima beres."



	
	P8
	"I think it will really depend on the timing, on the needs, and the execution; karena all ideas are good. Kayak dulu 2015 gak ada aplikasi Gojek pertama, gak ada yang siap kan."




IV.1.1.1 User Interaction with Gamification Platform
A predominant motif within the “User Interaction with Gamification Platform” theme centered around design inspiration and recommendations to assist users lacking interior design expertise. Participants emphasized the value of integrating functionalities that could showcase exemplar designs or curated inspiration galleries to provide initial stimuli and guidance. This revelation highlights the need to mitigate potential barriers for novice users feeling overwhelmed faced with a blank canvas. 

The perspectives aggregated from the interviews highlight the appeal of inspirational aids and style filters to boost creative confidence in users who may not have a clear design vision from the outset. By surfacing curated recommendations, the platform can help orient users towards styles and aesthetics matching their leanings. Enabling this creative orientation caters to users less versed in the foundations of interior design while allowing them to still inject personalization.

Beyond inspirational resources, interviewees ardently advocated for design automation features like spatial mapping of rooms to lift tedious burdens for enhanced productivity. Capabilities to instantly scan and digitize key aspects of an existing space, such as dimensions, doors, windows, and fixtures, were seen as invaluable timesavers. By removing the need for users to manually measure and recreate floor plans, intelligent spatial mapping facilitates rapid visualization so users can skip repetitive steps and maximize efficiency. 

Echoing the ethos of value co-creation, analysis spotlighted participants' clear mandate for the gamified solution to incorporate both inspirational and efficiency-driving functionalities. Recommendation engines and intelligent mapping aim to make design accessible for novices yet faster for experts. This human-centered approach strives to minimize friction while propelling creative fulfillment.

IV.1.1.2 Impact of Technology on the Interior Design Industry
Analysis of the “Impact of Technology on the Interior Design Industry” theme revealed a broadly positive stance regarding the gamification platform’s capacity to deliver productivity enhancements and conveniences for major industry stakeholders – designers, retailers and consumers. 

The aggregated perspectives indicated that by digitizing and automating certain facets of the design process, the solution could accelerate interior designers’ workflows, drastically reducing concept iteration cycles and approval lag with clients. As one participant remarked that this gamified platform can be a tool that can instantly map out the basics of a space allowing skipping tedious steps and unleashing creativity. Thus, increased velocity and convenience were seen as key value propositions in serving the designer community. 

Additionally, participants observed tangible upsides for brick-and-mortar retailers by having sales associates demonstrate the gamified platform on-showroom floors. Enabling clients to visually configure and assess options instore before paying can save substantial time for both customers and sellers relative to traditional analog processes. However, one warned smaller independent designers may face adversity from the technology supplanting portions of their work.

Consumer groups were also perceived as major beneficiaries – the platform’s simplicity and intuitive navigation empowers homeowners to experiment freely at their own pace. By reducing reliance on external experts for basic design tasks, consumers gain autonomy over initial ideation stages rather than passively observing. 

Analysis suggested gamification can introduce positive transformations, yet also risks disruption for certain groups within the industry’s  ecosystem. Increased designer productivity and purchase intention through digitization may counterbalance potential job impacts on emerging designers from automation of specific tasks.
IV.1.1.3 Physical vs Digital Shopping Experience
Thematic examination of the “Physical vs Digital Shopping Experience” theme exposed intriguing participant perspectives on the comparative utility of virtual channels for interior furnishing procurement. While acknowledging the process conveniences of digitally browsing and purchasing products, interviewees emphasized the unique irreplaceability of physical showrooms for certain categories.  

Specifically, products with high emotional significance, financial stakes, or sensory qualities seemingly still necessitate in-person visitation and trials pre-purchase. As one influencer remarked, “I would still want to see and sit on an expensive sofa before committing, no picture fully captures the comfort.” The ability to personally inspect premium items and experience tangible qualities was seen as imperative. This highlights lingering consumer inhibitions about sizable virtual furniture expenditures in the absence of physical inspection.

However, for accessory items or decorative products, digitization appears more palatable given the financial risks and knowledge barriers are diminished for smaller goods. As an architect commented, “for mass items like throw pillows that I frequently use, easy online reordering makes sense.” Hence, while major statement hospitality furniture remains coupled to in-store trials, modular or commoditized goods likely suit increased virtual migration.

Additionally, participants noted that cultivated familiarity with particular products also enables digital purchasing confidence. An influencer agreed, “If I've already sat on a chair, I’d feel fine reordering the same one online.” By drawing on users’ prior exposure to furnishings, combined virtual-physical retail strategies can effectively expand adoption of digital channels for repeat purchases.

However, interviewees cautioned impulsive online splurging still warrants safeguards like lenient returns and clear product specifications to assure positive user experiences that don’t betray sensory expectations. As a store manager cautioned, “pictures online can be deceiving.” These assurances remain vital given the inability to directly evaluate properties like scale, comfort and colour versus physical products. Hence some doubt lingers regarding fully replicated virtual evaluations.

The analysis concluded that while pure e-commerce channels face inherent constraints for high-involvement categories in interior furnishings, blended strategies pairing digitization of repeat purchases with physical anchoring for considered buys serves users and merchants alike. This reflects an evolutionary outlook seeking responsible adoption rather than outright displacement of legacy models in the retail ecosystem.
IV.1.1.4 Market Readiness and Market Response
Examination of interviews tagged under the “Market Readiness” and “Market Response” themes revealed intriguing generational dichotomies regarding preparedness and enthusiasm for embracing the proposed gamified solution. Participants surfaced concerns that older demographics may demonstrate more inertia or passive reluctance towards adopting modern interactive technologies due to ingrained preferences for traditional human-led services. As one designer reflected, “clients above 40 or 50 would rather have the final output handed to them rather than engage actively.” This commentary highlights potential senior apprehension about self-directed digital participation.

However, counterbalanced perspectives noted that relentless societal digitization may steadily soften adoption barriers regardless of age as user-friendly interfaces and ubiquitous mobile access dispel usability fears. A sales associate felt that while entirely self-directed use may seem intimidating for older groups, providing in-store guidance could enable adoption. As she stated, “It may be easy with guidance since it's simple to use.” Hence, the platform’s inherent navigability likely lowers adoption friction across age bands relative to more complex software tools. 

Additionally, multiple interviewees cited youth demographics as probable early adopters, echoing studies on digital native generations exhibiting greater technology comfort, capability and reliance. An influencer confirmed, “I think younger crowds would definitely try and want to experiment.” This readiness for digital engagement among Millennial and Gen Z reflect their embeddedness in technology-mediated lifestyles. However, channelling this comfort into purchasing still necessitates incentives like cost-conscious budgets. 

Hence, analysis indicated adoption may correlate strongly with age, but sustained usage equally demands value communication, cultural alignment and prudent change management across both young and mature lifestyle segments. While seniors face steeper orientation needs, thoughtful inclusion can enable participation. Thus user experience design and progressive transition strategies grounded in empathy may cultivate mass embrace.
IV.1.1.5 Relationship between the themes and VCC, TAM, TPB
A multi-layered examination of user interactions with interior design gamification platforms reveals intricate dynamics between key theoretical frameworks surrounding acceptance, engagement and value creation. The lens of the Theory of Planned Behavior (TPB) brings into focus essential predictors of intentionality such as attitudes, subjective norms and perceived behavioural control that shape initial and sustained adoption of the gamified solution. Simultaneously, the Technology Acceptance Model (TAM) spotlights instrumental assessments of usefulness and usability as pivotal antecedents for acceptance amongst end-users. Additionally, the Value Co-Creation (VCC) paradigm qualitatively reconceptualizes user participation as active co-design collaboration rather than just passive consumption within gamified environments, unveiling a value-expanding innovation paradigm.

In unison, TPB, TAM and VCC furnish multi-angular analytical clarity regarding propitious versus prohibitive factors that steer engagement. TPB explains adoption rationales based on personal dispositions, perceived social cues and control barriers regarding gamification. TAM hones in on pragmatic appraisals of workflow support and navigability by end-users. VCC heralds the emergence of participatory co-innovation as users transition from observation to imagination within generative digital platforms. Thus, the triad of models supplies illuminative and actionable frameworks to advance human-centric design and responsible implementation.

The consolidated perspective enables tailored diagnosis of acceptance hurdles and engagement gaps at experiential levels. Equally, the combination shapes judicious pathways to convey usefulness and instil efficacy amongst community members through purposeful educational initiatives. Finally, the theories collectively champion reframing design practice as collaborative value expansion rather than isolated value transfer. In summary, joint application of TPB, TAM and VCC yields revelatory and prescriptive insights to spur adoption, enrich end-user livelihoods and progressively transform conventional transactional models between industry providers and consumers.

Examining technology’s transformative impact on the interior design industry reveals pivotal insights through the complementary lenses of the TAM and VCC paradigms. TAM serves as an analytical cornerstone for diagnosing the receptivity of designers and consumers to embrace technological innovation based on perceived usefulness and perceived ease of use. Usability factors determine adoption feasibility while usefulness perceptions steer motivation. Meanwhile, the VCC perspective qualitatively reconceptualizes technology’s role in further democratizing design participation and expertise diffusion.

In tandem, TAM and VCC pave explanatory pathways to decode the mechanisms by which technological disruption may reshape roles and relationships within the interior design ecosystem. TAM sharpens understanding of occupant readiness based on instrumental technology appraisals. Equally vital, VCC qualitatively captures technology’s latent capacity to spur value-expanding participation by enriching connections and collaboration between previously discrete actors.

At a micro level, these models can guide the measured integration of efficiency-enhancing and creativity-unblocking tools to elevate designer livelihoods and consumer empowerment. At a macro level, thought leadership grounded in TAM and VCC can steer responsible industry transition strategies in the ascent of augmented digital-physical furnishing retail. Ultimately, the consolidated perspective supplies an insightful filter to separate emergent technologies that foster participatory advancement from those masking disruptive disruption. In summary, the fusion of frameworks champions sustainable digitalization trajectories centered on shared value actualization.

Decoding the complex drivers steering consumer navigation between physical and digital channels for interior furnishing procurement reveals an intricate interplay between TPB and TAM. TPB offers explanatory powers to unravel the calculative and social considerations that shape attitudes and intentions guiding platform selection ranging from tactility to trend-sensitivity. Equally relevant, TAM surfaces instrumental perceptions of usefulness and usability that influence receptivity, especially amongst digitally-immersed demographic segments, regarding virtual engagement for discovery-oriented goals.

In consolidation, TPB and TAM enable multi-faceted diagnosis of the contrasting utilities sought by consumers in physical versus digital experiences, spanning sensory enrichment to efficient exploration. The frameworks explain current hybrid behaviours while predicting eventual migration pathways as touch-feel constraints recede with technological and cultural advancements. While in-store immersion remains vital for sensorial product validations, rapid digitalization of lifestyle ecosystems steadily socializes reliance on virtual tools.

This integrated perspective informs prudent omni-channel strategies for retailers seeking to holistically serve diverse customer journeys while responsibly steering adoption. Key imperatives include human-centric digitization of ancillary services around inspired discovery and convenient fulfillment rather than brute displacement of sensory aspects. Additionally, progressive policies on returns, ratings and customization that promote responsible early experimentation can help ease transitional obstacles. Hence conceptual clarity furnished by TPB and TAM begets practical pathways for sustained relevance.

A robust examination of market readiness and responses to emergent gamification solutions in interior design invites consolidated perspectives from TPB, TAM and VCC. TPB offers explanatory powers regarding attitudinal positions, normative influences and capability beliefs that drive adoption willingness and pace across consumer and occupational categories. Equally vital, TAM surfaces instrumentally-rational appraisals of technological utility and usability that shape acceptance levels in target groups. Additionally, VCC qualitatively captures readiness for value-expanding co-innovation amongst progressive user communities willing to traverse solution maturity cycles. 

In unison, the models analyse market preparedness from micro and macro dimensions spanning individual interactions to ecosystem infrastructures. The consolidated lens informs segment-specific diagnostics of adoption frictions regarding awareness, affordability, accessibility and attractiveness. 

Overcoming inhibitions requires tailored messaging and support that conveys relevance, builds ability and incentivizes participation. Equally, the triadic perspective informs strategic considerations around pacing, partnerships and policy to responsibly mature solutions that resonate with community needs and navigation capacity. Synchronized application of TPB, TAM and VCC yields crucial insights into the psychological, pragmatic and participation-based factors steering market mobilization. The market-focused application of these theories can inform design and deployment of gamification solutions for contextually synchronized assimilation rather than disruptive imposition within the interior design and interior furnishing ecosystem.
IV.1.2 PLS-SEM for TPB, TAM, and VCC constructs
PLS-SEM is used to quantify relationships between the multi-dimensional constructs encompassing VCC, TAM and TPB in the context of the proposed gamification solution. Grounded in TAM, key variables examined include perceived usefulness, perceived ease of use and user attitudes towards adopting the innovation. Meanwhile, TPB contributors comprise subjective norms, perceived behavioural control, and attitudinal factors. Additionally, Value Co-Creation dimensions capture user participation and collaborative engagement with the gamification concept that may lead to purchase intention.

As a multivariate analysis technique adept at modeling complex predictive relationships, PLS-SEM is well-suited for exploring the connections between these latent variables across the three conceptual frameworks. The path modeling visualizes a network diagram based on the magnitude and directionality of relationships between constructs and their constituent indicators. This ability to analyse multi-faceted models makes PLS-SEM an impactful tool for initial hypothesis development prior to confirmation with alternate methods. Discussion focuses on interpreting the key linkages uncovered between perceptual, normative and engagement variables in the gamification ecosystem.
IV.1.2.1 Analysis That Includes Participants Below 22 Years of Age (Total 167 Participants)
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Figure IV.1 Diagram of Total Effect of Inclusive Analysis
Figure IV.1 shows the correlation between age and the perceived ease of using a system (PEU) is notably strong and positive. This suggests that, typically, as individuals grow older, they tend to find the system more intuitive. This could well be due to the design of the system aligning better with what older users find familiar or easy to navigate. Essentially, it appears that the system’s user interface is hitting the right notes with an older audience, possibly because of their years of experience with various types of technology.

However, there is a negative relationship between age and Perceived Usefulness (PUS). Older users might not find the system as beneficial, highlighting a potential mismatch between the system's features and what these users actually need or expect.

The impact of age on Attitude (ATT) is negative, showing that older individuals might be less enthusiastic about the system. This could be due to several factors such as reluctance to change, perceived usefulness, or previous experiences with similar technologies.

Age also slightly increases the influence of Social Norms (SNS) on system usage. For older users, peer opinions and prevailing social attitudes towards technology might play a bigger role in their decision to use the system, highlighting the importance of social influence in technology adoption, especially among older demographics.

The relationship between Perceived Ease of Use (PEU) and Attitude (ATT) is strikingly negative. It implies that users who find the system too straightforward might develop a less favourable view, possibly equating simplicity with a lack of advanced features. Perceived Usefulness (PUS) positively affecting Social Norms (SNS) suggests that functionality is key in shaping societal acceptance of a technology. If users find a system useful, it aligns better with social expectations.

Social Norms (SNS) negatively impacting Perceived Behavioral Control (PBC) suggests that strong social pressures can limit individual autonomy in using the system. This means societal expectations can sometimes overshadow personal choice in technology usage.
IV.1.2.2 Analysis That Excludes Participants Below 22 Years of Age (Total 154 Participants)
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Figure IV.2 Diagram of Total Effect of Exclusive Analysis
Figure IV.2 shows various elements that influence people's use and perception of technology. A key observation is the role of age. For the TAM constructs, Age (AGE) has a modest positive effect on Perceived Usefulness (PUS) with a coefficient of 0.0795 and a stronger positive effect on Perceived Ease of Use (PEU) at 0.1758. This indicates that as the age of the client increases, there is a slightly increased perception of the usefulness and a more significant perception of the ease of use of gamification platforms. However, AGE has a negative total effect on Attitude (ATT) at -0.1633, suggesting that older clients might be less inclined to have a positive attitude towards these platforms, which aligns with the qualitative finding that younger customers are more receptive to gamification. AGE’s positive relationship with Subjective Norms (SNS) at 0.1275 and Perceived Behavioral Control (PBC) at 0.1563 suggests that as age increases, there is a greater influence of social norms and perceived control over the use of these platforms.

PEU has a notable positive effect on ATT (0.2258), indicating that the easier the platform is to use, the more positive the attitude towards it, which is in line with the thematic finding that ease of visualization is a key benefit. Interestingly, PEU has a substantial positive effect on SNS (0.3105), implying that ease of use also strengthens the influence of social norms regarding the adoption of these platforms. However, PEU has a negative impact on VCC (-0.0894), which might reflect a sentiment that too much simplicity could detract from the collaborative creative process valued in interior design.

PUS negatively affects ATT with a significant coefficient of -0.2364, reinforcing the notion that despite recognizing the usefulness of gamification, it does not necessarily lead to a positive attitude, possibly due to the lack of personal touch in these platforms. PUS's large negative effect on VCC (-0.6211) is particularly telling, as it suggests that while perceived usefulness is recognized, it may significantly detract from the value co-created between designers and clients, echoing the sentiment that technology cannot replace the creative and intricate parts of interior design.

In the realm of TPB, ATT’s negative impact on SNS (-0.2139) and PBC (-0.1189) could be reflective of a personal resistance to the influence of social norms and perceived behavioral control when it comes to adopting gamification. However, ATT has a positive effect on VCC (0.1086), suggesting that more positive attitudes can still enhance the collaborative relationship between designers and clients.

SNS’s negative effect on PBC (-0.2867) might suggest a conflict between social pressures and the individual’s perceived control over the use of gamification tools. Moreover, the slight negative effect of SNS on VCC (-0.0177) and the negative effect of PBC on VCC (-0.0200) may indicate that while these social and control factors play a role in the adoption of technology, they do not strongly influence the co-creation of value in the interior design context.

The mixed feelings about online shopping for furniture and high-value items mentioned in the thematic findings may be reflected in the negative effect of AGE on VCC (-0.1290), indicating that while the younger generation may find these platforms appealing for initial research, the actual co-creation of value still demands an in-person experience, especially for significant purchases.
IV.1.2.3 AGE Result Comparison
In an analysis that includes participants below 22 years of age, nuanced variations in the total effects within the constructs of Value Co-Creation (VCC), Perceived Behavioral Control (PBC), Subjective Norms (SNS), Attitude (ATT), Perceived Usefulness (PUS), Perceived Ease of Use (PEU), and Age (AGE) are observed when analysing the data with this younger demographic, compared to the analysis excluding them.

A similarity is seen in the influence of Age on Perceived Ease of Use (PEU), with the older demographic finding the gamification platforms easier to use in both analyses (including: 0.1758; excluding: 0.102959). This consistent positive relationship suggests a general trend where ease of use is less of a barrier for older individuals. Additionally, both analyses exhibit a negative relationship between Attitude and Subjective Norms, indicating that a more positive attitude towards the platforms does not necessarily increase the influence of social norms on an individual’s behaviour (excluding: -0.2139; including: -0.151923). The negative relationship between Perceived Usefulness and Perceived Ease of Use persists across both analyses (excluding: -0.1257; including: -0.264637), suggesting a complex interaction where increased usefulness may be perceived as reducing ease of use or vice versa.

On the differences front, the inclusive analysis (including those who are below 22 years of age) reveals a positive relationship between Age and Value Co-Creation (VCC) at 0.136121, contrasting with the exclusive analysis impact when younger participants were excluded (-0.1290). This implies that younger individuals may be more engaged in co-creating value through these platforms. The analysis with younger individuals also shows a substantially stronger negative impact of Attitude on Perceived Behavioral Control (inclusive analysis: -0.587314) compared to the excluding analysis (earlier data: -0.1189), suggesting that among the younger audience, a positive attitude might be linked to a feeling of less control over the use of technology.

Furthermore, in the inclusive analysis, VCC is positively influenced by both Perceived Usefulness (0.183930) and Perceived Ease of Use (0.142101), a contrast to the excluding data findings where PUS had a significant negative effect on VCC (-0.6211) and PEU had a slight negative effect (-0.0894). This shift indicates that for the younger demographic, the perceived usefulness and ease of use of gamification are seen as conducive to the value co-creation process.

Subjective Norms (SNS) show a strong positive effect on Perceived Usefulness (PUS) at 0.353713 when younger participants are included, which is notably higher than when they are excluded (0.2845). This suggests that for the younger population, the influence of social norms on the perceived usefulness of gamification platforms is particularly pronounced, reflecting a demographic that is more attuned to and influenced by social factors in technology use.
IV.1.3 Elaboration of Exploratory Thematic Analysis and PLS-SEM
The findings from the thematic analysis align with the results of the analysis conducted using Partial Least Squares Structural Equation Modeling (PLS-SEM). One notable similarity is the recognition of the potential of gamification platforms in interior design. Both analyses highlight the value of these platforms in enhancing collaboration between interior designers and clients. They emphasize how these tools allow users to visualize and customize design elements in a virtual environment, aiding decision-making and personalization.

Moreover, the thematic analysis and the PLS-SEM results concur on the idea that gamification platforms are particularly beneficial for individuals who may not possess a strong sense of design. These platforms can offer design templates and suggestions, making them accessible and valuable for a wide range of users.

In terms of technology's role in interior design, both analyses emphasize its supportive nature. Technology, including gamification, is seen as an asset that enhances the design process, making it more efficient and visually appealing. However, there is a shared understanding that technology cannot completely replace the creative and intricate aspects of interior design. Instead, it complements and supports the work of professional designers.

The thematic analysis also echoes the demographic-specific preferences highlighted in the PLS-SEM results. It underscores the importance of considering the client's age and specific needs when adopting technology in interior design. Younger customers are more receptive to online browsing and gamification, but the in-person experience remains crucial for making final purchasing decisions, especially for high-value or tactile items.
IV.2 Confirmatory Analysis
The confirmatory analysis acts to validate the theory in Market Readiness Level (MLR) theory that consists of ideation, testing, traction, and scaling using CFA and PLS-SEM.
IV.2.1 Confirmatory Factor Analysis
Confirmatory Factor Analysis (CFA) was carried out to validate the effectiveness of the questions in accurately measuring targeted concepts. 

Table IV.2 Model Fit Result of CFA
	
	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 findings show that the model fits pretty well. The Chi-square test gave us a value of 69.909 with 38 degrees of freedom, which typically means the model is a good match for the data. However, it Is worth noting that the Chi-square can be tricky since it tends to react to how many people are in the study. 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 quite 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.
Table IV.3 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

	
	TC_3
	0.356

	Scaling
	SC_1
	0.321

	
	SC_2
	0.383

	
	SC_3
	0.481

	
	SC_4
	0.442


Table IV.1.2.2  indicates that the questionnaire items are moderately to strongly representative of their respective constructs. For the Ideation construct, which captures the perception of the platform as an innovative idea, the items "I acknowledge that the gamified platform is a new idea in interior design and interior furnishing procurement" (ID_1) and "A gamified approach seems like an innovative idea that would improve my shopping experience" (ID_2) showed moderate factor loadings of 0.404 and 0.318, respectively. This suggests that these items are moderately effective in measuring the construct of Ideation.

The Testing construct, reflecting interest in engaging with the platform, was measured by "I have an interest in learning more about the gamified platform and its features" (TS_1) and "I would be interested in testing an early prototype of a gamified platform for interior design services andgiving feedback" (TS_2). These items demonstrated factor loadings of 0.437 and 0.460, indicating a stronger representation of the Testing construct.

For the Traction construct, aimed at gauging willingness to try and adopt the platform, the items "I am willing to try new platforms for interior design and shopping" (TC_1), "I would consider being an early adopter of a new gamified platform for interior design and interior furnishing procurement" (TC_2), and "I think that the gamified platform can assist in interior design and interior furnishing procurement" (TC_3) had loadings of 0.402, 0.344, and 0.356, respectively. These values reflect a moderate association with the Traction construct.

The Scaling construct, assessing the perceived value and market potential of the platform, was measured by items like "I believe that the gamified platform offers valuable solutions for interior design and interior furnishing procurement" (SC_1) and others (SC_2, SC_3, SC_4). The factor loadings for these items ranged from 0.321 to 0.481, suggesting that they are fairly representative of the Scaling construct.

Moreover, in terms of reliability of the model, the Cronbach’s Alpha is conducted and it results in a value of 0.7, which suggests that the scale is reasonably consistent and a good sign as it indicates that the items collectively measure the underlying constructs effectively.

These results suggest that the survey questions were effective in capturing participants' perceptions of the gamified platform. The setup of the study aligns well with the findings, indicating that the theoretical framework developed for gauging user perceptions is well supported by empirical data. This lends more credibility to the study's conclusions and provides valuable insights into the potential real-world application of gamified platforms in the domain of interior design.

IV.2.2 Partial Least Square - Structured Equation Modeling

The analysis of Partial Least Square - Structured Equation Modeling (PLS-SEM) was based on responses from 294 participants, examining their views across 4 stages: Ideation, Testing, Traction, and Scaling.
Table IV.4 Inner Model Result of PLS-SEM MRL Construct
	Stage
	Items
	weight
	loading
	redundancy

	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

	
	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 acknowledged the gamified platform as a new idea (ID 1, loading 0.988), but showed mixed feelings about its innovativeness in improving the shopping experience (ID 2, loading 0.280). This suggests that while the concept is recognized as novel, its perceived practical value varies among users.

The Testing stage showed stronger engagement, with participants expressing interest in learning more about the platform (TS 1, loading 0.714) and willingness to test an early prototype (TS 2, loading 0.830). These indicators highlight an active curiosity and readiness to engage with the platform's features.

In the Traction stage, the willingness to try new platforms (TC 1, loading 0.736) and to be early adopters (TC 2, loading 0.634; TC 3, loading 0.572) was evident. These findings indicate a significant segment of early adopters who are open to exploring new technological solutions in interior design.

The Scaling stage revealed positive beliefs about the platform’s value (SC 1, loading 0.502) and market potential (SC 2, loading 0.591). Recommendations to friends and family (SC 3, loading 0.711) and support for resource investment in such platforms (SC 4, loading 0.625) were also notable. This stage underscores the platform's perceived long-term viability and user advocacy potential.

The path modeling indicated a sequential and positive influence of each stage on 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 increasing impact of each phase on user engagement.

The Goodness-of-Fit value is 0.2673, which is moderate and acceptable for PLS-SEM models. It indicates the overall fit of the model
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Figure IV.3 Diagram Path of Total Effect MLR Construct
Source: The Research’s Confirmatory Quantitative Survey PLS-SEM Result, 2023
Figure IV.1.3 shows a nuanced understanding of how different stages in the user journey with a gamified platform for interior design and interior furnishing procurement influence each other. 

First, the substantial direct influence from the Ideation to Testing phase (0.338) points out the critical importance of users' initial reactions to the platform's creativity and freshness. This underscores how first impressions can significantly shape a user's desire to delve deeper into the platform. It suggests that initial messages about the platform should not only highlight its innovative features but also clearly demonstrate its practical advantages, thereby stimulating user interest and engagement.

The journey from Ideation, through Testing, to the Traction stage (0.1185) shows the enduring power of first impressions. This indirect influence reveals that the path from recognizing the concept to becoming an early adopter is greatly affected by the first introduction to the platform. This finding stresses the importance of maintaining positive early interactions.

Moreover, the path from Ideation, via Testing and Traction, to Scaling (0.0572) may seem smaller but signifies the growing impact of first impressions on the ultimate phase of support and belief in the platform's success in the market. This progression implies that early impressions can subtly but notably increase the chance of users endorsing and promoting the platform over time.

The direct impact from Testing to Traction (0.3508) marks the testing phase as a pivotal moment. This phase is a key where how users interact with the platform greatly affects their readiness to become early adopters. It highlights the necessity for a well-executed testing phase that can use user experiences to build a favourable view of early adoption.

The influence from Testing, through Traction, to Scaling (0.1691) shows how the testing experience can leave a lasting mark on users’ views of the platform's worth and their subsequent support. This lasting effect emphasizes the importance of the testing phase in forming long-term user attitudes and their likelihood to recommend the platform.

Finally, the strong direct link from Traction to Scaling (0.4821) reveals the significant effect of initial success and early experiences in the market on users' conviction in the platform's long-term value and their advocacy for it. It points out the value of the early market entry phase, where positive experiences can foster robust user backing and advocacy.
IV.3 Discussion of Elaborative Exploratory Qualitative and Quantitative with Confirmatory Quantitative Methods
The thematic analysis concluded that gamification in interior design can enhance user engagement and satisfaction, making design processes more interactive and client-centric. It also identified challenges and limitations in the implementation of gamified solutions, such as technical difficulties, integration issues, and discrepancies between digital and real-world textures and colours. This suggests that while gamification has the potential to revolutionize the design process, its success is contingent on overcoming these operational barriers.

Confirmatory Factor Analysis (CFA) and Partial Least Square-Structural Equation Modeling (PLS-SEM) findings provide empirical backing for these qualitative insights. The CFA validated the effectiveness of survey questions in measuring the targeted concepts, such as user perceptions of gamification's value and the willingness to engage with and adopt gamified platforms. The PLS-SEM analysis further revealed a sequential and positive influence of user engagement across different stages, from ideation to testing and scaling, emphasizing the critical role of initial impressions and experiences in shaping user attitudes towards gamification.

Addressing the question of how potential users describe their perceptions and anticipations of the gamified platform, both qualitative and quantitative findings point to a generally positive attitude with an acknowledgment of challenges that need to be addressed for successful adoption. Users envision an interactive experience with the platform, as indicated by their willingness to engage in the testing phase and the potential for early adoption. The benefits of using gamification, such as increased engagement and a more immersive design process, are recognized, but the ease of use and realistic representation are highlighted as factors that could influence engagement and purchase intentions.

The qualitative insights into potential users' perceptions align with the observed quantitative metrics of user engagement and purchase intent, as demonstrated by the strong factor loadings and path coefficients in the PLS-SEM analysis. However, the findings also reveal discrepancies, particularly in the adoption among less tech-savvy users, highlighting the need for gamified platforms to be intuitive and accessible to encourage broader adoption.
IV.3.1 Analysis from an Entrepreneurial and Business Perspective

A. Evaluating Gamification Platform Viability

The thematic analysis from exploratory qualitative revealed key engagement drivers like ease of use and enjoyment surrounding the gamification concept (Davis et al., 1989; Deci et al., 1999), while the exploratory quantitative PLS-SEM modeling empirically indicated perceived usefulness and subjective norms as pivotal antecedents shaping adoption attitudes among target groups (Ajzen, 1991; Davis, 1989).

Following the results from the exploratory phase, the CFA from confirmatory quantitative validated multi-dimensional measurements effectively captured market readiness facets, while its subsequent PLS-SEM analysis demonstrated that positive early experiences significantly shaped eventual user advocacy levels (Bennett, 2016). With 48,3% followed by 47% openness for early adoption and 41,1% followed by 57,9% willingness to recommend the platform given quality experiences, findings signal strong market appetite.
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Figure IV.4 Openness For Early Adoption to the Gamified Platform

Source: The Research’s Confirmatory Quantitative Survey Result, 2023
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Figure IV.5 Willingness to Recommend the Gamified Platform

Source: The Research’s Confirmatory Quantitative Survey Result, 2023

Indonesia's middle-income segment accounts for over 55 million households representing the primary addressable market (World Bank, 2020). Conservatively targeting 3% penetration of this group by 2025 implies a $7.3 billion revenue footprint. This projection derives from estimated average annual consumer spend of $1000 on furnishing and ancillary purchases through the platform. Prioritizing customer experience throughout the user lifecycle will be pivotal, as Global Market Insight’ research links satisfaction to revenue gains (Global Market Insight, 2021), with a slight improvement potentially translating to significant faster growth.

Strategic pathways for converting adoption interest into commercial success encompass tailored transition sequencing and user-centric refinements grounded in value co-creation principles (Sanders & Stappers, 2008; Vargo & Lusch, 2004).

Sustained solution positioning emphasizing participative and intrinsically rewarding experiences will anchor differentiation. This multi-phase research provides optimism regarding receptive demand dynamics and adoption outlook given considerations around pragmatic feature enhancements and user experience focus.
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Figure IV.6 The Receptiveness to Engaging with a Gamified Platform

Source: The Research’s Exploratory Qualitative Survey Result, 2023

B. Strategizing User Adoption and Engagement

The exploratory phase uncovered intriguing age-related divergences regarding technology perceptions and adoption outlook. PLS-SEM analysis including respondents under 22 years old revealed a negative correlation between age and perceived usefulness (-0.151923), potentially indicating that youth view gamification as more beneficial. However, ease of use perceptions increased with age (0.1758), suggesting mature groups found the platform inherently more navigable. 

Additionally, the under-22 demographic (13 participants) exhibited substantially stronger belief that gamification enhances value-co-creation, with usefulness and ease of use perceptions positively influencing this sentiment. In contrast, the broader sample linked excessive simplicity with diluted collaborative potential. Hence ensuring appropriate balance between accessibility and customization to align with needs across user categories is imperative (Vargo & Lusch, 2008).
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Figure IV.7 The Exploratory Quantitative Participant’s Age

Source: The Research’s Confirmatory Quantitative Survey Result, 2023

Empirical testing outcomes further hinted at the irreplaceability of physical inspections for high-investment purchases (Shiv & Fedorikhin, 1999). This spotlights opportunities to bridge virtualization with physical anchors. For instance, localized distribution partnerships would allow customers to evaluate goods via home deliveries after online selection while supporting circular returns. Such blended channel strategies addressing category-specific barriers bear relevance in the Indonesian context given pronounced diversity across urban and mature groups.

Adoption facilitation mechanisms need calibration to user category specificity while proactively addressing inertia factors. Change management programs should encompass progressive incentives for lower-risk purchases while forging physical-digital bridges to experience-dependent categories. By reshaping access pathways in alignment with maturity dimensions like needs, means and outlook, rather than technical proficiency alone, platform assimilation can sync with group-specific adoption cycles. Hence unitary messaging must give way to matrixed market development across demographic and psychographic spectra to fuel engagement.

C. Managing Disruption and Evolution of Industry Dynamics

TAM highlights perceived usefulness and perceived ease of use as pivotal antecedents influencing user attitudes and adoption intentions (Davis et al., 1989). Within the context of interior design practitioners, these predictors have implications on productivity outcomes stemming from gamified solutions. 

Semi-structured interviews suggested gamification can significantly accelerate interior designers’ workflows by digitizing and automating ideation steps including spatial mapping, thereby allowing faster client iterations. As one participant noted, such solutions essentially facilitate skipping repetitive tasks to maximize creativity. This underscores the platform's potential usefulness in enhancing designer output, which correspondingly drove favorable attitudes given expectations of efficiency gains.

However, an intriguing negative relationship in the survey-based PLS-SEM analysis indicated that excessive ease of use may dilute perceptions regarding collaborative potential. Effectively, efficiency may subtly edge out joint participation, hinting at a paradoxical impact whereby attempts to augment designer productivity could somehow curb their involvement. This signals the need for balanced co-creation opportunities weaved thoughtfully even amid automation (Sanders & Stappers, 2008).

Interestingly, analysis implied emerging solo designers may face adversity from such labour-saving advancements that reshuffle industry dynamics. This highlights imperatives to retool capabilities continually, spur specialization and forge connectivity with complementors. Templatized design libraries within gamified platforms could assist by scaffolding entrants’ skill-building while directing them into niche value pockets.

Overall, gamification’s usefulness in enhancing designer effectiveness is substantiated, contingent on upholding Vargo and Lusch participative service logic (2004). Beyond tool proficiency, continually elevating solution positioning to uphold co-creative dialog and context sensitivity will shape sustainable differentiation. Hence amid increasing digitization, upholding human-centered craft must remain the compass guiding industry evolution.
IV.3.2 Proposed Business Strategy
Delivering a pioneering gamified solution for interior design and furnishing necessitates articulating a coherent business strategy encompassing viable conceptualization of the operating model and assurance of capital efficiency. Leveraging research insights, this section expounds the platform’s proposed value offering and economic viability using established strategy frameworks. 

Adopting the STOF model facilitates methodical appraisal across four interconnected domains encompassing offered services, technological infrastructure, organizational model and financial sustainability (Bouwman et al., 2015). Codifying the functional facets in STOF provides clarity into strategic positioning.

The selection of the STOF business model conceptualization framework holds distinctive aptness given this study’s emphasis on elucidating dynamics between technological innovation and market readiness. By interlacing both technology and market focal points, STOF confers analytically balanced appraisal. This aligns with the research dimensions encompassing behavioural theories centered on market and adoption predictors, including the Technology Acceptance Model (TAM), Theory of Planned Behavior (TPB) and purchase intent constructs, in conjunction with market readiness stages inspired by technology maturity models (Yang et al., 2017; Zott & Massa, 2011).

Notably, STOF diverges from static business model conceptualizations by embedding a dynamic, phased progression spanning exploratory research and development, transitional rollout and eventual full-scale market deployment (Sukma & Leelasantitham, 2022). This evolution mirrors the staged Market Readiness Level model constructed in the study, besides resonating with the discipline context of technology and innovation management. Concurrently, an invaluable facet of STOF is incorporating the Technology Domain as a pivotal blueprint constituent interlinked with service offerings, organizational components and financial projections. The analytical spotlight on infrastructural aspects spurs elaboration on adoption dependencies and risks, amplifying preparedness.

STOF’s dual emphasis on technological and marketing aspects strongly complements the problem setting while proffering pathway-driven analysis through its R&D to market scale-up orientation. By obligating concurrent appraisal of both market pull and technology push forces across interconnected domains, STOF offers a competitively balanced, prudent analytical apparatus for new product ventures. Hence, its selection and application are constructively harmonized with the general research scope and intended analytical contributions.
IV.3.2.1 STOF Business Model Analysis
Leveraging the STOF framework permits methodical appraisal of the proposed gamified platform across four interconnected domains encompassing offered services, enabling technology, organizational components, and financial elements (Bouwman et al., 2015). Holistic business model conceptualization necessitates simultaneously addressing this quartet of constituents while evaluating interdependencies. 

Within the Service Domain, the spotlight centers on codifying the intended value proposition to satisfy consumer and professional user needs through the gamified solution. The Technology Domain details the infrastructural foundation upholding service delivery across hardware, software and tools. Organizational Domain scrutiny accounts for structural, talent and procedural imperatives to sustain operations. Finally, the Financial Domain analyses the economic viability and returns sustainability by projecting costs, revenues and capital requirements.
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Figure IV.8 Adaptation of The STOF Diagram for The New Gamified Platform 

Source: The Author, adapted from Bouwman, H., Faber, E., Haaker, T., Kijl, B., & Reuver, M. D. (2008). Conceptualizing the STOF model. In Mobile service innovation and business models (pp. 31-70). Springer, Berlin, Heidelberg
A. Service Domain Analysis

The proposed gamified solution delivers a multifaceted value proposition catering to end-user consumers, professional interior designers, and retailers through its digitally enabled platforms and simulation capabilities. 
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Figure IV.9 Service Domain

Source: (Bouwman et al., 2008), 2023

For end-user consumers, the service offering focuses on empowering users to actively participate in spatial conceptualization and interior styling rather than remain passive recipients of designer visions. By integrating intelligent configuration algorithms, consumers can efficiently explore design permutations aligned to preferences and budgetary constraints, with the system generating and calibrating 3D renderings in real time. This functionality allows consumers to experiment freely without imposed templatization, granting personalized adventures safeguarded by proactive recommendations that expand possibilities without overwhelming. 

Beyond independent experimentation, the platform opens avenues for collaborative consumer-designer engagements within interactive environments intended to compress iterative cycles. Through simulated 3D in real time, consumers can provide inputs to designers, assessing furniture configurations and material applications more intuitively than static 2D screenshots. Equally, designers can respond with tweaks rapidly. By bridging physical impediments, this aims to foster enriched consumer participation, engagement and perceived control.

For professional interior design practitioners, the service offering targets accelerated efficiency, creative versatility and competitive differentiation. Practitioners stand to gain from automated spatial mapping, customizable 3D asset libraries, and intelligent analytics that reduce repetitive manually intensive design tasks. This influx of time-efficiency and modular components grants incremental bandwidth for practitioners to elevate creativity applied towards intricate, craft-driven projects warranting a personal touch. Equally pertinent, embedded data-analytics open windows for intelligence-led insights to guide customer understanding and expansion into new niches, powering new competitive fronts.

Additionally, for furniture and interior furnishing retailers, the gamified solution offers the capacity to radically transform in-store customer engagement by frontline sales personnel. Through real-time 3D visualization and configuration powered by the platform's expansive digital catalogues, sales associates can provide customers with dynamic demonstrations of various product permutations aligned to their aesthetic leanings and spatial needs. 

This facilitates rapid, personalized concept iterations which allow customers to make decisions confidently without needing to request multiple physical samples or await design mock-ups. Consequently, the platform enables retailers to compress sales cycles, reduce field team workloads via automation, minimize inventory requirements and environmental footprint through on-demand printing solutions while unlocking more floor space for personalized consultation. Thereby, retailers stand to gain increased customer throughput and sales efficiency in addition to delivering differentiated in-store experiences that strengthen loyalty and advocacy.

The gamified solution privileges a human-centric ethos valuing empowerment, transparency, and participative decision autonomy for consumers while responsibly expanding designers’ capacities to enrich processes and possibilities leveraging technology-driven speed and versatility. The multitude of B2C and B2B functionalities target enhanced creative democracy, customer centricity and market agility.

B. Technology Domain Analysis - User Interface and Interaction Platform

Fundamental to actualizing the intended value propositions is instituting robust technological capabilities spanning user-facing interfaces, design simulation engines, customization tools and integrative middleware.

As the primary gateway for users to access the gamified platform’s capabilities, the application frontend warrants thoughtful design optimization spanning visual appeal, navigability, inclusiveness and performance. While strong adherence to established UI/UX principles sets the foundation for accessibility and engagement, ensuring snappy response times and visually rich interactions remains imperative for sustained adoption (Nielsen, 1994). 

Insights from P1 underscore the importance of inspirational style galleries considering that clients may initially lack conceptual clarity. As the store manager stated, “Kadang itu klien tuh gak bisa kebayang jadi walaupun ada itu lo harus nambahin feature inspiration untuk mungkin interior style: klasik, baroque, industrial jadi dari situ ntar mungkin ada apa namanya pilihan style dari style itu tuh ada image-image kaya oh kira-kira industrial seperti ini mereka kan semua ngeliatnya bakal visual kan oh kaya ini style gue nih walaupun mereka gak tau namanya apa tapi ini style gue nih mereka bisa pilih dari style itu.“ 

Aligning recommendations with aesthetic orientations can boost engagement.
Additionally, visualization aids enabling rotation, rearrangements and real-time adjustments discussed by P2 allow more intuitive representation of possibilities, thus driving buyer conversion. As the sales associate remarked, “Ini kan kayak aku liat tuh bisa di rotate di apa gitu dan view ruangannya juga bisa di rotate ya. “ , “Ya kadang-kadang customer nanyanya jadi ke sales personnya aja. Menurutku bagus mana di sudut sini, saya ganti pakai apa. Saya ngeliat dan saya suka ini bagus, enggak menurut kamu. Itu bisa membuat visualisasiin ke dia.”. Rapid concept iterations add value.  
Moreover, P3 and P8 highlighted time savings from UX elements that automatically detect and render existing layouts through spatial inputs. Eliminating manual measurement effort accelerates designer workflows. P3 noted, “Furniturenya ga usah, tapi scan ruangan Jadi dia tau posisi cendela, at least dimana Pintu dimana, mereka bisa ngeliat.”. P8 noted, “Kebayangnya gue di game ini adalah lo bisa masukin tinggi siling lebar ruangan terus nanti lo masukin aja disitu ada pintu dan tinggi segini dan lebar segini nanti di game udah muncul pintunya tinggal geser” pintunya ada di mana gitu.”. Hence, usability considerations should also support expert archetypes through workflow efficiencies alongside novices.
Lastly, P4 and P5 emphasized starter recommendations like style templates or themed galleries to orient initial design phases. P4 stated, “Cuma masalahnya adalah di desain sih, kayak personally gue bukan orang estetik, jadi kayak gue juga bingung untuk, nih warnanya bagus apa nih, atau nih bagusnya keletakannya gimana" mungkin akan lebih baik kalau misalnya disitu ada suggestion yang kayak memang udah template, jadi mungkin bisa dirubah-rubah lagi, misalnya temanya apa, vintage misalnya, atau temanya pengen apa gitu, jadi kan senggaknya memberikan gambaran orang - orang yang malas design dari nol.”. P5 stated, “Bagusnya sih bisa ada yang kayak recommendation itu, to start with, jadi ngga dari nol. Jadi bisa lihat stylesnya kayak gimana Iya, styles itu udah kayak apa gitu. Dibandingkan dari nol.”
Guidance supports customization.

Ensuring responsiveness aligns with Technology Acceptance Model (TAM) construct of Perceived Ease of Use, which suggests that minimally cumbersome interactions positively influence adoption attitudes (Davis, 1989). Responsiveness becomes pivotal considering Flow Theory notions of immersive user focus (Csikszentmihalyi, 1990; Mirvis & Csikszentmihalyi, 1991).
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Figure IV.10 Technology Domain

Source: (Bouwman et al., 2008), 2023
Alongside responsiveness lies considerations around personalization, resonating with the ethos of Service-Dominant Logic stressing participative, contextual service delivery rather than invariable, goods-dominant manufacturing logic (Lusch & Vargo, 2006). Additionally, per Value Co-Creation precepts spotlighting joint value expansion, accessibility underscores participative equity for marginalized demography including aging users and those with disabilities (Prahalad & Ramaswamy, 2004). 
Upholding responsiveness, adaptability, accessibility and unobtrusiveness in UX design for responsive interactions tightly aligns with technology adoption theories stressing variability in access pathways and influence across demographic groups based on maturity levels across age, domain ability and digital literacy spectra. A tiered, inclusive strategy likely aids progressive assimilation.
The ability to offer realistic material simulations and lighting was a prevalent theme across interviews. As store manager P1 remarked, existing visual configurators, while helpful for ideation, still appear cartoonish rather than authentic. The sentiment was, “… Karena, for example aja, kita tuh ada beberapa brand yang ada konfiguratornya di website. Itu ketika kita tahu ada itu kita tuh happy banget. Karena kayak, oh ini jadi lebih simple nih at least walaupun ya masih kartun ya gak benar-benar real, even begitu aja, kita udah lebih enak untuk ngasih tau dan klien tuh udah lebih ada bayangan, tapi dengan kondisi dia lagi di showroom kita Ini konfigurasi yang akan seperti ini. Ini barangnya loh. Jadi, kalo menurut gue itu akan sangat ini sih receptive sih.”. This endorses scope for improvement in rendering fidelity for merchant platforms.
Architect P3 advocated for highly attractive visualization able to simulate concepts in real-time with clients, noting platforms should “Bisa ngesimulasiin langsung real time di depan client lo dengan hasil yang semenarik mungkin.“.
This further stresses rendering quality for consumer evaluations, aligning with P2 and P8’s views. P2 stated clients may reject items if final products deviate vastly from rendered concepts, mandating accuracy in colour, texture and dimension representations to prevent disconnects: “Tapi nggak ada barangnya. Takutnya kalau udah nyampenya tuh nggak suka gitu. “. P8 echoed that photorealism helps individuals lacking spatial cognition: “This app can be very helpful, mungkin ada orang yang mungkin basically a bit difficult in visualizing what they want. “.
In terms of simulation functionality, GPU- accelerated 3D graphic engines powered by game development tools like Lumion rendering preview technology or Unreal Engine will create realistic material representations and lifelike motion physics to foster immersive engagement during walkthroughs. Integrated modular design libraries with customizable catalogues allow combining furnishings sourced from partner brands, saving costs.
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Figure IV.11 Lumion’s Preview Rendering 

Source: WSA Construction + Planning File, 2023
Advanced spatial mapping features are intended to exponentially enhance designer productivity by digitizing key aspects of existing spaces through LiDAR scanning functionality, removing the need for manual measurement inputs. Complimenting this, the system incorporates configuration algorithms that adapt suggestions aligned to inputs on stylistic preferences, usage patterns and budget ranges provided by users to guide design ideation.
C. Organizational Domain Analysis

Realizing the gamified solution’s ambitious vision requires building robust organizational capabilities and institutionalizing supporting processes that collectively uphold the pace of platform innovation, the quality of customer experiences, and the financial sustainability of operations. With technological capabilities alone remaining inadequate without the backing of leadership stewardship, execution discipline and performance rituals, assessing organizational preparedness is imperative. 

This analysis focuses on organizational components most directly influencing the consistency of value delivery across four vital dimensions — structuring high-performance teams and results-oriented cultures; coalescing niche technical, creative and analytical competencies; formalizing agile, collaborative processes; and ingraining data-driven performance infrastructures. Together, these mutually-reinforcing organizational factors aim to uplift and uphold standards for human-centric solution design, customer service, partnership management and productivity acceleration. Thereby, the collective organizational model bears strategic weight alongside technological considerations in platform advancement.
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Figure IV.12 Organization Domain

Source: (Bouwman et al., 2008), 2023

C. 1 Leadership and Governance

Given that interior design represents one of WSA Construction + Planning’s core business verticals, the company can capably contribute industry domain expertise into the styling and procurement modules of the gamification platform through its internal design teams and supply chain partners. However, the technological competencies central to actual development remain inadequate internally currently. Hence exploring outside collaborations is imperative for progress.  

Because WSA Construction + Planning possesses the furnishing sensibilities and supplier relationships vital for powering realistic visualization and transaction capabilities sought by the platform, these existing teams would actively participate in design finalization and integration processes after initial proofs-of-concept. Thereby WSA Construction + Planning provides contextual inputs while collaborators fill the technology genius void through various partnership constructs to establish the gamification archetype cooperatively, benefiting all contributors.

Potential partners capable of complementing WSA Construction + Planning’s furnishing prowess with specialized gaming and simulation acumen could encompass digital media micro-studios willing to co-invest in a spinoff, student groups from academic accelerators seeking real-world test cases through joint R&D support or agile freelancer collectives through online innovation channels providing affordable modular development.

C. 2 Team Structure and Communication

To locate promising freelance contributors, WSA Construction + Planning can leverage online communities like GitHub or Behance, which host portfolios of technology experts and creative designers seeking gigs. Curation filters spanning reviewer ratings, follower counts and content relevancy facilitate systematic shortlists. Similarly, interior design hackathons or game development conferences allow scouting self-directed enthusiast talent through competition entries and demonstrations. 

For sustainable involvement, exploring joint venture constructs with compatible entrepreneurial teams committed to building gamification ventures remains ideal. Active sponsorship and incubation provide patient capital for enhancing ventures in return for capability development oversight. Through university entrepreneur network referrals or digital start-up listing platforms like AngelList, compatible founders aligned to the platform vision are discoverable for investment partnerships. 

Thereby a composite talent acquisition strategy encompassing freelance, communal and invested channels aids balancing access with control to composite differentiated competencies across operational stages aligned to platform requirements.

D. Financial Domain
Figure below explains how service, technology and organization domain processes and components contribute to the financial aspect of the analysis, which is the financial domain.
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Figure IV.13 Financial Domain

Source: (Bouwman et al., 2008), 2023
Financial projections, without established consumer validation and initial platform evidence, risk prematurity given multiple exogenous uncertainties that hamper accurate forecasts. Hence while fiscal outlines estimating operational budgets constitute a vital organizational analysis dimension, market adoption contingencies warrant their deferment to minimize speculative risk. Being an innovative offering, materialized demand supported by empirical purchase corroboration and user advocacy/engagement levels remains vital prior to finalizing investment magnitudes and exploring steady-state economic scenarios. However, provisional estimates anchored in analogous industry solution metrics could potentially inform approximate capital requirements for preliminary platform artistry pending consumer co-creation and testing. But estimative reliability and analytical generalizability lie limited until after participatory use cases substantiate viability. Thereby, the current research emphasis stays centered on TAM, TPB and MRL dynamics, circumventing pre-emptive financial projections and focusing principal efforts on de-risking assumptions through exploratory engagement insights over speculative estimation methods.
Chapter V Conclusion and Recommendation
V.1 Conclusion
Following the exhaustive research analysis in the previous chapter, research questions are dutifully answered in this chapter:
1. How do potential users describe their perceptions and anticipations of the gamified platform for interior design and interior furnishing procurement?

The qualitative insights revealed an overall receptiveness among potential users to embrace the interactive and engaging attributes of the gamified solution. Participants responded positively to digitally-enabled features allowing efficient design visualization, style customization, layout experimentation and decor inspiration surfacing (page 103 - 108). This openness signals readiness to explore pragmatic augmentations aimed at upgrading participation, productivity and possibility expansion leveraging responsible solution integration. 

However, the enthusiasm for digitally-mediated discovery capabilities stood counterbalanced by enduring preference for in-person validations when committing to high-involvement furnishing purchases. Across user categories, the irreplaceable aspects of physical touch-feel assessments and sales associate assurances persists prior to premium goods acquisition, particularly for mature demographics (page 107 – 108). Hence judicious omni-channel coordination appears prudent by retaining sensory evaluation opportunities while responsibly virtualizing ancillary research activities where technology delivers superior efficiency.

Additionally, generational variations require acknowledgement regarding digital reliance and adoption readiness based on age or domain fluency factors. While younger users demonstrate greater technology immersion, reduced barriers and willingness to digitally trial, conservative prudent assimilation suited to senior users’ inclinations remains vital to foster progressive adoption market-wide (page 116, 118). Thereby, empathetic understanding of experiential diversity across sophistication bands should inform practical transition planning.

2. In what ways do potential users envision their interactive experience with the gamified platform throughout the interior design and interior furnishing procurement process?

Potential users envision deeply immersive and intuitively responsive experiences when interacting with the gamified interior design platform. They anticipate digitally-powered enhancements aimed at unlocking expanded creative possibilities through enhanced visualization, efficient collaboration and inspirational guidance.  

Specifically, users expect engaging customization journeys where they can seamlessly visualize and adjust spatial configurations and decorative elements through photorealistic 3D rendering and real-time simulation. By efficiently trying various style permutations aligned to their aesthetic preferences, users foresee enriched experimentation freed from physical constraints (page 103 – 108). The ability to fluidly adjust and rearrange furnishing combinations, colour schemes and positioning through reactive tools provides a liberating sense of creative play and adventure starkly differentiated from static brochures or prescriptive templates. The confirmatory PLS-SEM analysis showed interest in testing these interactive features (page 125 – 127).

Additionally, users foresee streamlined co-creation with interior designers by establishing interactive feedback loops. Instead of awaiting batches of design mock-ups, real-time participation allows providing visual inputs to iterate concepts rapidly, saving immense time and rework. By bridging physical meetings, users expect compressed iteration cycles to foster alignment (page 105 – 197). 

Equally, users anticipate intelligent recommendations and inspirational galleries that orient initial design phases. Contextual cues like style filters and premade templates assist users lacking expertise to quickly narrow-in preferences, making personalization accessible for novices without limiting possibilities for experts (page 105). Thereby, users foresee a journey marrying guided discovery with unbounded customization.

Users envisage crucially upgraded autonomy, engagement and participation activated through responsive and empowering tools (page 105 – 107). Rather than a purely transactional experience, expectations signal readiness for an adventure centered on their vision and preferences materialized through joint human-machine imagination. 

3. How do potential users perceive the benefits of using gamification in the interior design and interior furnishing procurement context?

Potential users recognize gamification in interior design as a long-overdue expansion of creative possibilities fuelled by emergent technology capabilities when artfully directed towards human goals. They perceive profound scope to responsibly elevate participation, responsiveness, imagination and collaboration within a traditionally fragmented ecosystem now poised for interconnectivity (page 103 – 108).

For end users, benefits spotlight greater design involvement and customizability. By interacting within configured 3D environments aligned to inputs, end users can transcend static material swatches and prescriptive designer decrees to enjoy enriched, visually-propelled adventures in creative experimentation. The journey equally offers inspirational stimuli from contextual intelligence attuned to style interests rather than just templatized outcomes. Hence users perceive more fulfilling personalization (page 105 – 106).  

For professional designers, productivity payoffs stand salient from automating administrative workflows and facilitating intense design co-creation. Spatial mapping mitigates manual measurement while digital mood boards streamline initial ideation with clients. Combined benefits amplify speed, convenience and collaboration for designers to unlock new commercial frontiers (page 104 – 105).

Equally pertinent, gamification introduces game-changing in-store engagement for furnishing retailers by using visualization and customization on sales floors. Design possibilities can be interactively demonstrated to assist selection confidence, lifting conversion rates and experience quality. Helpful product filters in online channels also benefit consumers seeking independent exploration. Hence benefits pervade across discovery, evaluation and procurement phases (page 103).

Fundamentally, users recognize in gamification the capacity for systemic value creation not siloed advancement. It heralds greater creative democracy by expanding possibilities for designers and consumers to jointly explore, unhindered by physical or imagination barriers, all united through enabling technology.

4. What factors do potential users identify or narrate as potential influencers of their engagement and purchase intentions on the gamified platform?

Potential users identify multifaceted factors spanning technological, physical quality and creative and social dimensions that hold influential capacity over their eventual engagement and purchase decisions regarding the gamified interior design platform.

On the technological front, an intuitive user interface with realistic 3D visualizations and quick configurators emerges as an adoption catalyst, especially given usage barriers among non-expert consumers. The ability to digitally traverse creative alternatives through responsive tools before physical procurement also appeals strongly. Hence pragmatic factors like navigability and representation accuracy shape positive disposition (page 104 – 106).

Equally influential is the presence of inspirational style references and starter aesthetic templates that provide initial creative orientation. Users take comfort from guides that align designs to their visual affinities while retaining downstream personalization liberties. Thereby inspirational aids in demystifying design foster receptivity (page 104 – 105). 

Users indicate the tactile comfort and financial stakes entailed in premium furnishing categories introduces cautiousness against outright virtual buying. Despite digitization's promise in elevating visualization and efficiency during initial design, emotionally-vested or risk-laden products still necessitate physical in-store trials pre-purchase for attributes like ergonomics, fabric warmth, craftsmanship etc impossible to replicate virtually currently (page 104 – 105). 

This obligates omni-channel flexibility allowing online tools to orient discovery while in-store anchors fulfill sensory validation needs, contingent to purchase involvement levels across a spectrum. Hence well-coordinated physical-virtual experiences remain key for holistic user pathway support.

Additionally, positive reactions from early user communities and trusted social ecosystems play an affirmational role in cementing adoption for new technological solutions, reflecting mentally constructed social norms. Favourable peer advocacy helps overcome inertia. Hence apart from functional and inspirational support, social proofing through positive exemplars and referrals activates engagement.

5. To what extent do qualitative insights into potential users' perceptions and reactions align with, or deviate from, the observed quantitative metrics of user engagement and purchase intent on the gamified platform, and what underlying patterns or discrepancies emerge from this juxtaposition?

A comparative examination reveals strong alignments between initial qualitative receptiveness and subsequent quantitative engagement levels regarding the gamified platform. However, intriguing deviations also emerge spotlighting adoption complexities.

The predominantly upbeat reception within exploratory interviews find empirical validation in nearly half of surveyed participants conveying willingness for early platform trials given positive experiences. This openness resonates with interview enthusiasm about upgraded participation through digitally-reengineered discovery, evaluation and procurement. Hence initial optimism sees quantified manifestations (page 125).

However, qualitative narratives also extensively spotlighted preferences for physical product examinations amid virtual buying barriers for high-involvement categories. But survey data only moderately echoed this notion, signifying potential disconnects. Interviewees like influencers, designers and industry players accentuated sensory evaluation needs before committing, especially for premium goods or unfamiliar purchases, given representation gaps (page 104 – 105). Yet under half of polled consumers flagged similar hesitancy. Hence adoption complexities perhaps remain understated statistically (page 123 - 126).  

Additionally, senior groups are perceived by the interviewees to exhibited inertia and passive reluctance about self-directed use, preferring turnkey experiences instead of active configuration. But surprisingly, quantitative findings indicated greater platform accessibility perceptions amongst older users. Thereby, adoption timelines appear possibly overestimated for conservative demography, presenting an upside surprise (page 125 – 127). 

Lastly, youth-skewed digital fluency and eagerness assumptions find resounding survey endorsement, supporting sophisticated assimilation. But pursuing prudent transitions catering variable sophistication even amid generational divides remains vital for holistic advancement. Thereby qualitative foresight helps accurately size adoption obstacles.

6. How does the perceived market readiness level (MRL) influence potential users' engagement and purchase intentions towards the gamified platform for interior design and furniture procurement?

The research quantitatively delineates how potential users' journey with the gamified interior design platform intimately aligns with their evolving perceptions across key stages of market maturation. 

When first encountering the novel concept, a spark of intrigue kindles for some, despite variability in perceived practical value addition at this preliminary phase. Still, this early reception constitutes a crucial touchpoint, as about one-third demonstrate deeper involvement interest to assess features upon considered introspection. Thereby, while early sentiment remains formative, it signals the beginnings of a receptive mindset when effectively channeled (page 124 – 127).

Subsequent hands-on evaluation represents moments of vital interaction, as curiosity transitions into instrumentally-rational assessments (page 104 – 107).  Here, around half of testers convey conviction regarding usage and adoption potential, pivotal metrics that first signal mass embrace (page 124-127). At this junction, positive evidencing showcases possibility, and prudent change management must reinforce nascent perceptions through progressive incentives that encourage further participative co-creation.

With successful incubation, early encouraging indicators translate into enthusiastic advocacy for half of market activation pioneers. By upholding excellence within introductory usage cases to nurture confidence, the foundation for loyalty takes root even while maturity hardens. Thereby, the research takes the long view - beyond immediacy to uncover attitudinal path dependencies that link early impressions to eventual preferences. Responsible stewardship today pays dividends tomorrow.

Fundamentally, the insights reveal adoption is best realized as participatory advancement, with users as partners on an evaluative journey seeking meaningful tech-enabled change, not passive recipients of disruption. Hence nourishing informed enthusiasm sustains innovation assimilation as users manifest progressive purchasing readiness contingent on aligned values actualization across market introduction milestones.
V.2 Recommendation
With empirical validation of strong receptivity and adoption readiness for the proposed gamified interior design solution, this chapter delineates an implementation roadmap encompassing requisite activities, accountabilities, timeframes and investments directed at ushering the pioneering innovation from ideation to commercialization. Underpinned by a multi-phased rollout strategy calibrated to steer progressive user assimilation while demonstrating viability to seed follow-on expansion, this plan provides an actionable pathway for WSA Construction + Planning and its selected joint venture partners to mobilize the platform from conception to monetization. 

A. Technical Recommendation

In consolidating recommended building blocks vital to creating, delivering and capturing value across the envisioned ecosystem, prudent budget guidance informed by industry benchmarks aims at de-risking assumptions and averting impediments to inaugurate this disruptive offering to augment efficiency, participation and imagination throughout interior architectural consultation and furnishing procurement. By delineating key milestones defined by market-representative budget ceilings, this systematic execution plan offers orchestration clarity to interested stakeholders seeking to progress a bold gamified vision into mainstream reality.

The focus is setting context on moving the validated concept into commercialization, outlining phased activities and budget ceilings to enable adoption while achieving scale. 
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Figure V.2.1 First Twelve Months of The Action Plan

Source: The Author, 2023

To enable prudent translation of the validated gamification concept into customer reality, an implementation roadmap warrants institution encompassing modalities of activity sequencing, budget guidance and rollout pacing calibrated to demonstrate operational viability for continued investments at successive maturation milestones. 
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Figure V.2.1 Second Twelve Months of The Action Plan

Source: The Author, 2023

Underwritten by an ethic valuing fluidity, thrift and accountable agility in capital deployment, this plan bifurcates the innovation timeline into 9 iterative phases progressing from partnership alignment through sustainable market development. It maps prerequisites, accountabilities and budget ceilings for each phase, informed by industry benchmarks. By outlining interlinked dependencies across workstreams, scenario readiness, resource adequacy and execution prioritizations needed to verify acceptable risk-return thresholds warranting next-phase progression becomes reliably assessable for responsible stakeholders. Thereby, the consolidated plan offers a navigation aid towards traversing uncertain terrain by progressively expanding platform scope.  

	Phase
	Action Plan
	Budget
	Budget Allocation

	Month 1 – 2

Partner Selection
	· Develop partnership criteria

· Identify initial prospects

· Begin capability assessments
	$50,000
	Deals with travel/meetings, legal and financial advice

	Month 3 – 4

Partnership Finalization
	· Complete technical/cultural alignment reviews  

· Select joint venture partner

· Sign collaboration agreement
	$250,000
	· Technical assessments and due diligence : $100,000

· Contract negotiation and legal costs : $100,000

· Tax and financial consultancy : $50,000



	Month 5 – 6

Requirements and Design Workshops
	· Align on stylistic vision 

· Map core consumer/retailer journeys

· Translate vision into features backlog
	$50,000
	Sprint facilitation costs and user research  



	Months 7-12

Agile Prototype Iteration


	· Conduct design sprints  

· Engineer minimum viable product(s) 

· Gather user feedback via demonstrations
	$350,000
	· Design & architecture: $100,000

· Software engineering services: $200,000

· PM and testing tools/services: $50,000  

	Months 13-15 Alpha Testing


	· Fix bugs and refine based on initial user testing

· Hardening before external trials
	$75,000
	Debugging and enhancement resources



	Months 16-18 Closed Beta


	· Select lead users to evaluate real-world viability 

· Support pilot case studies

· Review market readiness evidence  
	$100,000
	· User and launch management systems 

· Rollout logistics



	Months 19-21 Controlled Launch


	· Transition beyond initial user base

· Continued capability enhancements  

· Monitor adoption indicators
	$200,000
	Marketing, influencers, sponsorships

	Month 22-24 Collaborator Onboarding 


	· Develop collaborating terms

· Identify challenges moving forward
	$150,000


	Integrations, cataloguing, revenue models  

	Sustained Growth/Year 1 Post-Launch


	
	$500,000  
	· Server and infrastructure 

· Enhancement initiatives 

· Support overheads

· 10% buffer


Table V.2.1 Budget Allocation for The Gamified Platform

Source: The Author, 2023

While budget estimates provided establish prudent ceilings based on initial discovery into development expenditures through gamification industry connections, it warrants underscoring that definitive commercialization costing remains contingent on field evidence from functioning software iterations. Thereby, financial outlines at this exploratory juncture purely intend initial guard-railing alone absent empirical validation through working prototypes. With the research emphasis centered on examining usage receptivity signals and adoption predictors over analyse fiscal modeling, budgetary landmarks carry directional, signaling value awaiting tangible confirmation through ensuing software pilot trials, agile requirement reassessments and revenue attainability demonstrated through closed user testing. Hence, budget timeliness can only occur retrospectively. Ultimately, while informed by analogous business case benchmarks, allocated caps call for revalidation via live experiments as platform maturation unfolds across iterative build-measure loops. With financial forecasting secondary to examining participative value creation for sustainable positioning, all fiscal references remain bound to significant uncertainty at this conceptual stage.
B. Academic Recommendation

This exploratory examination at the intersection of technology acceptance modeling and customer readiness confirmatory reveals twin scholarly voids - inadequate financial viability appraisals during early-stage solution evaluation, and limited capital investment benchmarks guiding responsible innovation commercialization by domain. While extensive qualitative evaluations detail attitudinal dispositions spurring adoption, directing follow-on funding suits merit quantitative data-driven directives. 

Although Agile iterative approaches allow fluid responses, lacking evidenced financial frameworks complicates appropriation. Thereby, two imperative research needs emerge– formulating statistically-derived capital investment standards across technology categories and maturation phases to inform policy, and devising quantifiable viability assessments connecting acceptance signals to sustainable funding models. Bridging these knowledge gaps bears particular prudence amidst massive digitalization enticing under-informed capital misappropriations across industries. In steering prudent innovation commercialization, qualitative signals must integrate with quantifiable hurdles and adoption milestones to responsibly scale participation, imagination and productivity.
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Appendix C Raw Data for Quantitative Method: MLR Constructs
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Appendix D CFA Reliability of MRL Construct (if an item is dropped)
	variable
	raw_alpha
	std.alpha
	G6(smc)
	average_r
	S/N
	alpha
	var.r
	med.r

	ID_1
	0.67
	0.67
	0.66
	0.17
	2.1
	0.028
	0.004
	0.19

	ID_2
	0.69
	0.69
	0.68
	0.18
	2.2
	0.027
	0.0042
	0.19

	TS_1
	0.69
	0.69
	0.68
	0.18
	2.2
	0.027
	0.0045
	0.19

	TS_2
	0.68
	0.69
	0.68
	0.18
	2.2
	0.027
	0.0041
	0.19

	TC_1
	0.68
	0.68
	0.68
	0.18
	2.1
	0.028
	0.0052
	0.19

	TC_2
	0.69
	0.69
	0.68
	0.18
	2.2
	0.027
	0.0047
	0.19

	TC_3
	0.69
	0.69
	0.68
	0.18
	2.2
	0.027
	0.0047
	0.2

	SC_1
	0.69
	0.69
	0.69
	0.18
	2.3
	0.027
	0.0041
	0.2

	SC_2
	0.69
	0.69
	0.68
	0.18
	2.2
	0.027
	0.0045
	0.19

	SC_3
	0.67
	0.67
	0.66
	0.17
	2
	0.029
	0.0044
	0.18

	SC_4
	0.68
	0.68
	0.67
	0.17
	2.1
	0.028
	0.0047
	0.19


Appendix D Variance of CFA in MRL Construct
	Variances

	Variable
	Estimate
	Std.Err
	z-value
	P(>|z|)

	.ID_1
	0.245
	0.027
	8.976
	0

	.ID_2
	0.249
	0.023
	10.739
	0

	.TS_1
	0.252
	0.026
	9.538
	0

	.TS_2
	0.277
	0.031
	9.041
	0

	.TC_1
	0.272
	0.025
	10.686
	0

	.TC_2
	0.311
	0.027
	11.329
	0

	.TC_3
	0.248
	0.022
	11.222
	0

	.SC_1
	0.273
	0.023
	11.781
	0

	.SC_2
	0.242
	0.021
	11.528
	0

	.SC_3
	0.205
	0.019
	10.784
	0

	.SC_4
	0.227
	0.02
	11.152
	0

	ideation
	0.048
	0.023
	2.114
	0.034

	testing
	0.059
	0.022
	2.677
	0.007

	traction
	0.052
	0.019
	2.774
	0.006

	scaling
	0.031
	0.012
	2.531
	0.011


Appendix E Covariance of CFA in MRL Construct
	Covariances

	Variable
	Estimate
	Std.Err
	z-value
	P(>|z|)

	ideation ~~
	
	
	
	

	testing
	0.054
	0.014
	3.935
	0

	traction
	0.068
	0.014
	4.721
	0

	scaling
	0.059
	0.014
	4.368
	0

	testing ~~
	
	
	
	

	traction
	0.06
	0.014
	4.214
	0

	scaling
	0.042
	0.011
	3.752
	0

	traction ~~
	
	
	
	

	scaling
	0.051
	0.013
	4.088
	0


Appendix F Script of PLS-SEM using R software for TAM, TPB, VCC Construct
[image: image53.png]©-logle-HE A Go to file/function ~ Addins ~ R Project: (None) ~

©|Trial and Error CFAR « © |CFAR < ©| Untitled2® data O Fix PLS-SEM TAM TPB VCCR® « | ©PLS SEMR 4f % (5 Environment History Connections Tutorial =0
20 | [JSourceonsave | Q& +Run | o4 + Source ~ < |d #importDataset -+ “1ssmiB « & List ~ -

1 library(plspm) R - | Global Environment -

2 Library(dplyr) Data

4 df_age < read.csv("Data_Cleaned_Age.csv™) ath_natrix mum [1:7,1:710111111001 ...

5 O blocks List of 7

6 # Define the measurement model © combined_df 76 obs. of 13 variables

7 i Assuming reflective measurement for all constructs © conbined_df_forec. | 76 obs. of 2 variables

8 inner_model < "

o AT > PUS © data 167 obs. of 14 variables

10 ATT -> PEU © data_standardized 130 obs. of 13 variables

bes ATT -> PBC © datal 167 obs. of 14 variables

12 ATT > sNs

b i © dataz 167 obs. of 14 variables

2 PEU > VCC 0df 167 obs. of 14 variables

15 PBC -> VCC © df_age 154 obs. of 14 variables

16 SNS -> vCC O file 12 obs. of 4 variables

17 AGE -> ATT

13 AGE -> PUS Files Plots Packages Help Viewer Presentation =0

19 AGE -> PEU 3 Export -

20 AGE -> PBC

2 AGE -> SNS

2 AGE -> vCC

B

24 # Define the constructs

2

26 # Fill the matrix with 1s where a relationship exists
27 constructs <- CC"AGE", "PEU", "PUS", "ATT", "SNS", "PBC", "VCC")

28
29 path_matrix < matrix(cC

30 0,000,000,

31 1,0,000,0,0,

32 1,1,0,0,0,0,0,

3 1,1,1,0,000,

34 1,1,1,1,0,0,0,

35 1,1,1,1,1,0,0,

3% 1,1,1,1,1,1,0

37 ), nrow = 7, ncol = 7, byrow = TRUE)
38

39 # Add names to the matrix for clarity
40 dimnames(path_matrix) <- list(constructs, constructs)

41 path_matrix

42

43 # Define the outer model (measurement model)

44 outer_model <- list(

45 AGE = c("Age"),

15:15 | (Top Level) ¢ RScript

Console a0




Appendix G Script of CFA using R software for MLR Construct
[image: image54.png]o -%gl-HR Go o file/function - Addins - () project: (None) -

© Trialand Error CFAR | 0/ CPAR" » | © ] Untied2® dita | ©Fix PLS-SEMTAMTPBVCCR © @1 PLSSEMR 4% .5  Environment History Comnections Tutorial -0
4 (ISourceonsave A /'~ SRun | o “ Source ~ <o ] ™ ImportDataset ~ N 132MiB + & List ~ -
1 install.packages(*lavaan") R - | 7 Global Environmen -
2 vibraryCavaan) —
a ath_matrix num [1:7, 1710111111001 ...
5 data <- read.csv("/Users/adnin/Documents/Freelance/Sally/Data. csv") © blocks List of 7
6 # Define the CFA model O combined_df 76 obs. of 13 variables
i odet < © conbined_df_forec.. 76 obs. of 2 variables
8 # specify the model
Sl lition = .1 ¢ 1.2 © data 167 obs. of 14 variables
10 testing — TS1+ TSz © data_standardized 130 obs. of 13 variables
11 traction =~ TC1+TC.2 + TC3 © datal 167 obs. of 14 variables
ff] | scing T SCL v SC24sC3 e 50 © dataz 167 obs. of 14 variables
o r 167 obs. of 14 variables
15 # Fit the model ©df_age 154 obs. of 14 variables
16 fit < cfalmodel, data-data) O file 12 obs. of 4 variables
17 # Sumary of the model
18 sumaryCfit, fit.neasures-TRUE) Files  Plots Packages Help Viewer Presentation -0
19 # Detailed fit measures 3 xpont -
20 fitMeasuresCfit)
21
22 standardizedSolutionCfit)
B
231 (Top Level Rscript

Console a0




Appendix H Script of PLS-SEM using R software for MLR Construct
[image: image55.png]© -0 =] A Go to file/function ~ Addins ~ (R Project: (None) ~

5 Trial and Error CFAR « © |CFAR O Uniitled2* data O Fix PLS-SEM TAMTPB VCCR® « | O PLS SEMR 4 5 (5 Environment History Connections Tutorial =0
F Source on Save | +Run | o4 + Source ~ <2 | #importDataset -+ N133MiB « List ~ -
1 LibraryCplspm) R - | Global Environment -
2
3 # Load your data pata s
4 data <- read.csv("/Users/adnin/Documents/Freelance/Sally/Data. csv") ath_natrix fum [1:7, 1:7]0111111001 ...
5 O blocks List of 7
6 i Define the measurement model using plspm's formula syntax © combined_df 76 obs. of 13 variables
7 measurenent_wodel <- * © combined_df_forec.. 76 obs. of Z variables
8 ideation = ID_1 + 102 >
9 testing — TS.1 + T5.2 © data 167 obs. of 14 variables
10 traction = TC_1 + TC.2 + TC3 © data_standardized 130 obs. of 13 variables
11 scaling = SC_1 + SC.2 + SC3 + SC4 © datal 167 obs. of 14 variables
b © dataz 167 obs. of 14 variables
14 # Convert the measurement model string into a plspm formula Odf 167 obs. of 14 varichles
15 measurenent_model < " © df_age 154 obs. of 14 variables
16 ideation =~ ID_1 + ID_2 O file 12 obs. of 4 variables
17 testing = T5_1 + T5.2
18 traction = TC_1 + TC.2 + TC3 Files Plots Packages Help Viewer Presentation =0
19 scaling = SC_1 + SC.2 + SC3 + SC_4 B export - | O
0 "
2
22 blocks < list(1:2, 3:4, 5:7, 8:11)
23 # Define the structural (path) model as a matrix
24 path_natrix < matrix(cC
25 0, 0,0,0, #Ideation does not have any incoming paths
26 1,0,0,0, #Testing is influenced by Ideation
27 0, 1,0,0, #Traction is influenced by Testing
28 0,0,1,0 #sScaling is influenced by Traction
29 ), nrow = 4, byrow = TRUE)
30 rownames(path_matrix) <- colnames(path_matrix) <- c("ideation”, “testing’, "traction", “scaling”)
31
32 # Run the PLS-SEM analysis
33 model <- plspm(na.omit(data)} path_matrix, blocks)
3
35 # Output the results
36 sumaryCnodel)
37
3329 | (Top Leve) = RScript

Console a0
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