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Abstract

This research aims to investigate the development of 4Es marketing strategies and
the influence of both intrinsic and extrinsic motivation on the decision-making process
regarding participation in mobility programme. Employing a qualitative approach via the
Delphi technique, the study involved 21 experts, comprising administrators, lecturers,
academic staff, relevant personnel, and individuals with direct experience in mobility
programme. Data were collected over three rounds to reach a consensus among the expert

panel.

The findings revealed that the 4Es marketing strategy plays a pivotal role in the
decision-making process across four dimensions: 1) Experience: Peer sharing of authentic
experiences is crucial for building trust and mitigating student anxiety; 2) Exchange: Students
prioritize personal growth and financial support, with scholarship availability and credit
transfer acting as decisive factors for long-term mobility, whereas short-term participants
focus primarily on the experiential aspect; 3) Everywhere: A hybrid communication approach,
combining digital media with face-to-face engagement, is most effective in driving awareness;
and 4) Evangelism: Utilizing Student Ambassadors and alumni networks serves as a highly
efficient method for building credibility.

Furthermore, the study demonstrates that the 4Es strategy effectively stimulates
both intrinsic motivation (through shared experiences and peer storytelling) and extrinsic

motivation (through perceived value), which directly influences the decision to participate.
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