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ABSTRACT 
Purpose: The paper provides an in-depth analysis of the growing executive coaching industry in India, 
focusing specifically on the competitive landscape within the economy. Its main aim is to critically 
examine the current body of literature related to student satisfaction within coaching institutes, with a 
particular emphasis on those located in Kota. Through this comprehensive review, the paper aims to 
identify and elucidate the key drivers, factors, elements, and outcomes that play a pivotal role in the 
success of coaching institutes in this region. Furthermore, the study seeks to identify crucial areas for 
future research, thereby contributing to a more profound understanding of the factors influencing student 
satisfaction and the overall effectiveness of coaching institutes in Kota and beyond. 
Design/ Methodology/ Approach: In order to enhance both conceptual and managerial comprehension 
of coaching institutes, this study adopts a systematic literature review approach. By analyzing 50 articles, 
the study synthesizes existing literature pertaining to the service marketing mix, service quality, coaching 
institutes, and student satisfaction. Through this comprehensive review process, the study aims to 
consolidate key insights and trends from the literature, offering valuable perspectives on the interplay 
between these factors within the context of coaching institutes. This synthesis not only contributes to a 
deeper theoretical understanding but also provides practical implications for the management and 
operation of coaching institutes, facilitating informed decision-making and strategy development in the 
field. 
Findings: Student satisfaction in coaching institutes is influenced by various factors, including 
components of the service marketing mix (product, price, place, promotion, people, process, and physical 
evidence) and service quality elements (tangibility, reliability, responsiveness, empathy, and assurance). 
Recognizing the significance of these elements is crucial for enhancing student experiences. Additionally, 
the study highlights top authors, articles, journals, theories, and methodologies utilized in researching 
student satisfaction. This comprehensive overview enables informed decision-making and strategy 
implementation to improve overall educational outcomes. 
Originality/ value: The study presents a thorough framework detailing the influence of service marketing 
mix and service quality elements on student satisfaction within executive coaching institutes. Additionally, 
it suggests avenues for future research, particularly focusing on the economic aspects and human resources 
management within coaching institutes. This proposal aims to broaden the understanding of factors 
affecting student satisfaction and to identify strategies for enhancing the overall effectiveness and 
efficiency of coaching institutes. 
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1. INTRODUCTION 
Coaching institutes have become indispensable to education in India, with a growing trend of student 
enrollment. Once considered optional, they are now nearly unavoidable, with a significant portion of high 
school students attending coaching classes. The sector is expanding rapidly, emphasizing the importance 
of understanding the role of service marketing mix strategies in these institutes. This research aims to 
explore how these strategies impact service quality and subsequently student satisfaction, drawing from 
established concepts such as Parasuraman's service quality model. The study addresses key research 
questions concerning the elements of service marketing mix and service quality influencing student 
satisfaction, as well as the drivers and outcomes of service marketing mix in coaching institutes. By 
reviewing existing literature, the research aims to fill gaps in understanding and propose future research 
directions. Ultimately, it seeks to develop a conceptual model that elucidates the relationship between 
service marketing mix strategies, service quality, and student satisfaction in coaching institutes. This 
review will inform future researchers, contribute to knowledge enhancement in the coaching industry, and 
provide insights for improving educational quality and student satisfaction. The subsequent sections will 
outline the methodology, findings, proposed conceptual model, and future research avenues. 
 

2. METHODOLOGYA literature review serves as a crucial foundation for developing new conceptual 
models or theories and tracking the evolution of a particular topic over time. Systematic approaches in literature 
reviews mitigate bias and provide reliable information for decision-making purposes (Moher et al., 2009). The 
academic community recognizes the importance of systematic reviews, with specialized journals dedicated to 
them. These reviews can be categorized into domain-based, theory-based, method-based, and meta-analytic 
reviews. For this study, the author employed a domain-based review and a framework-based strategy to address 
research questions, utilizing existing frameworks or creating new ones. The investigation followed the Preferred 
Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) protocol, comprising four steps: 
identification, screening, eligibility, and inclusion (Moher et al., 2009). The PRISMA approach is widely accepted 
in academia for review studies across various disciplines. After undergoing this process, 50 papers were selected 
for the review, each meticulously examined and explained in detail. 

TABLE 3 : REVIEW BASED ON SERVICE MARKETING MIX 

Reference Objective Findings Research 
Methodology 

Observation 

Othman, B. H. 
(2020) Integrating 
After Sale Service 
into the Traditional 
Marketing Mix 
Model. Their 
Effects on Service 
Value and 
Customer 
Retention towards 
Clothing Store 
Brands in China.  

The study 
investigates 
the impact of 
social media 
marketing 
(SMM) on 
store brands, 
service value, 
and customer 
retention 
within the 
clothing retail 
sector in 

The study findings 
indicate that social 
media marketing 
(SMM) has a 
significant positive 
impact, both 
directly and 
indirectly, on 
customer retention, 
mediated by service 
value. 

385 usable 
questionnaires were 
collected and the data 
was analyzed using 
the Partial Least 
Squares Structural 
Equation Modeling 
(PLS-SEM) method. 

The study is relevant 
to the clothing store 
brands industry, 
offering insights into 
the significance of 
marketing mix 
approaches for 
maintaining long-
term customer 
relationships. 
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 China. 

Hindi, A.M.K., 
Schafheutle, E.I., & 
Jacobs, S. (2019) 
Community 
pharmacy 
integration within 
the primary care 
pathway for people 
with long-term 
conditions: a focus 
group study of 
patients’, 
pharmacists’ and 
GPs’ experiences 
and expectations 
 

The study 
employed 
marketing 
theory to 
investigate the 
integration of 
community 
pharmacies in 
primary care 
for individuals 
with long-
term 
conditions. 

The study 
underscores the 
recommendation of 
leveraging 
community 
pharmacies for the 
provision of 
specific healthcare 
services tailored to 
individuals with 
long-term 
conditions. 

The study employed a 
qualitative research 
design, utilizing focus 
groups comprising 
patients, pharmacists, 
and general 
practitioners (GPs). 

The study identifies 
factors influencing 
the utilization and 
integration of 
community 
pharmacy services in 
primary care for 
patients with long-
term conditions. 

Wu, Y.-L. and Li, 
E.Y. (2018) 
"Marketing mix, 
customer value, and 
customer loyalty in 
social commerce: A 
stimulus-organism-
response 
perspective",  
 

The study 
developed an 
integrated 
model to 
investigate the 
impact of six 
marketing-
mix 
components 
on consumer 
loyalty 
through 
customer 
value in the 
context of 
social 
commerce. 

The study findings 
reveal that all 
components of the 
social commerce 
marketing mix 
(SCMM) 
significantly impact 
social commerce 
customer value, 
which in turn 
positively 
influences customer 
loyalty. 

The study targeted 
online social buyers 
through a web-based 
survey and analyzed 
data from 599 
consumers using 
Structural Equation 
Modeling with Partial 
Least Squares (PLS 
SEM). 

The study provides 
valuable insights into 
how the components 
of social commerce 
marketing mix 
(SCMM) influence 
customer loyalty in 
social commerce, 
with a focus on the 
application of 
utilitarian, hedonic, 
and social values. 

Blut, M. T. (2018) 
Testing retail 
marketing-mix 
effects on 
patronage: A meta-
analysis. 
 

The study 
compiles 
previous 
research on 
how different 
marketing 
strategies 
affect 
customer 
loyalty and 

Product and brand 
management-
related instruments 
demonstrate the 
most significant 
effects on various 
outcome variables, 
while other 
marketing 
instruments 

The study examined 
both the direct and 
indirect impacts of 
marketing 
instruments on store 
satisfaction, word-of-
mouth 
recommendations, 
patronage intention, 

The study provides 
valuable insights into 
the effectiveness of 
marketing-mix 
instruments on retail 
patronage and offers 
guidance on when to 
invest in them for 
optimal results. 
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behavior in 
retail settings. 

influence specific 
outcomes to a lesser 
extent. 

and behavior.viour. 

FINDINGS  

 Executive Coaching, Also Known As The "Shadow" Education Sector In India, Has Witnessed Substantial 
Growth, Becoming A Mainstream Institution Globally. In Today's Highly Competitive Educational Landscape, 
Coaching Institutes Are No Longer A Luxury But A Necessity For Students. India's Education System Faces 
Challenges Due To Flawed And Disorganized Infrastructure, Pushing Students To Excel Academically And 
Leading To A Rising Number Of Enrollments In Coaching Institutes. 

Existing Research Has Extensively Examined The Service Marketing Mix And Student Satisfaction Across 
Various Industries Such As Banking And Hospitality. However, The Coaching Industry Remains Relatively 
Unexplored In Terms Of Its Marketing Strategies And Evolving Role In The Education Sector. This Literature 
Review Identified A Gap That Could Be Addressed By Studying The Marketing Strategies Adopted By Executive 
Coaching Institutes In India. 

The Study Also Highlighted A Significant Shift In The Education System, With Many Students Moving From 
Traditional Schools To Coaching Institutes, Particularly For Competitive Entrance Exam Preparation In Fields 
Like Engineering And Medicine. Private Schooling And Part-Time Schooling Have Become Popular Choices, 
And Schools Are Increasingly Collaborating With Leading Coaching Institutes To Offer Specialized Classes. 
Private Tutoring Is Now Viewed As Supplementary Education, With Large Coaching Institutes Offering 
Personalized Attention To Help Students Excel.  

3. Concluding Remarks. 

 The Conceptualization Of The Model Is Based On A Thorough Analysis Of Existing Literature, Focusing On 
Four Key Dimensions: Coaching Institutes, Service Marketing Mix, Service Quality, And Student Satisfaction. 
Through A Review Of Past Research, It Becomes Clear That The Indian Coaching Industry Is Thriving Due To 
The Increasing Demand For Supplemental Education In A Highly Competitive Environment. The Educational 
Landscape Has Shifted Significantly Towards Coaching Institutes, Especially For Students Preparing For 
Competitive Exams. This Shift Has Led To The Proliferation Of Coaching Centers Across India, With Kota 
Emerging As A Major Hub For The Industry Over The Past Three Decades. Kota Is Home To Renowned Coaching 
Institutes Such As Allen Career Institute, Resonance, Vibrant Academy, Aakash Institute, And Bansal Classes, 
Attracting Students Nationwide Who Are Willing To Invest Substantial Fees For Education. 

The Research Goes In-Depth Into Examining The Marketing Mix Strategies Employed By These Coaching 
Institutes, Shedding Light On Their Approaches To Attract And Retain Students In This Fiercely Competitive 
Market. By Synthesizing Insights From Various Studies, The Conceptual Model Aims To Provide A 
Comprehensive Understanding Of The Interplay Between Coaching Institutes, Their Marketing Strategies, 
Service Quality, And Student Satisfaction. This Model Will Serve As A Valuable Framework For Future Research 
Endeavors Aimed At Further Elucidating The Intricate Workings Of The Coaching Industry And Optimizing 
Student Experiences Within These Educational Institutions. 

References 

Ali, M. &. (2017). Service Quality Perception And Customer Satisfaction In Islamic Banks Of Pakistan: The 
Modified Servqual Model. Total Quality Management & Business Excellence,, 28(5-6), 559-577. 
Https://Doi.Org/10.1080/14783363.2015.1100517 

Al-Adwan, A.S. (2021). Developing A Holistic Success Model For Sustainable E-Learning: A Structural Equation 
Modeling Approach. Sustainability (Switzerland), 13(16), Issn 2071-1050, Https://Doi.Org/10.3390/Su13169453 



 Heemika Sharma,Renu Pareek 
 
 
 
 

Library Progress International| Vol.44 No.3 | Jul-Dec 2024                                                 11428 
 
 

Fisher, R. (2021). The Positive Relationship Between Flipped And Blended Learning And Student Engagement, 
Performance And Satisfaction. Active Learning In Higher Education, 22(2), 97-113, Issn 1469-7874, 
Https://Doi.Org/10.1177/1469787418801702 

Shehzadi, S. (2021). The Role Of Digital Learning Toward Students' Satisfaction And University Brand Image 
At Educational Institutes Of Pakistan: A Post-Effect Of Covid-19. Asian Education And Development Studies, 
10(2), 276-294, Issn 2046-3162, Https://Doi.Org/10.1108/Aeds-04-2020-0063 

Ho, I.M.K. (2021). Predicting Student Satisfaction Of Emergency Remote Learning In Higher Education During 
Covid-19 Using Machine Learning Techniques. Plos One, 16(4), Issn 1932-6203, 
Https://Doi.Org/10.1371/Journal.Pone.0249423 

Sharma, J. (2022). Coaching As Business: Exploring Its Growth In India. International Journal Of Sustainable 
Society, 14(4), 292-309, Issn 1756-2538, Https://Doi.Org/10.1504/Ijssoc.2022.10044847 

Gokak, A.J.H. (2022). Modelling And Analysis For Higher Education Shadow Institutions In Indian Context: An 
Ism Approach. Quality And Quantity, Issn 0033-5177, Https://Doi.Org/10.1007/S11135-022-01514-6 

Nimbark, K.K. (2022). The Effect Of Traditional And Modern Events On Students’ Psychology And Well-Being: 
A Case Study On Allen. Event Tourism In Asian Countries: Challenges And Prospects, 139-150, 
Https://Doi.Org/10.1201/9781003161134-8 

Punjabi, S. (2022). Chasing Elite Higher Education: Shadow Education And Middle-Class   Strategies Of 
Credentialism Around The Indian Institute Of Technology-Joint Entrance Exam. Sociological Bulletin, 71(2), 
193-209, Issn 0038-0229, Https://Doi.Org/10.1177/00380229221081978 

Al Badi, K. S. ((2018).). The Impact Of Marketing Mix On The Competitive Advantage Of The Sme Sector In 
The Al Buraimi Governorate In Oman. . Sage Open, , 8(3), 2158244018800838,. 
Https://Doi.Org/10.1177/2158244018800838 

Al-Dmour, H. Z. ((2013).). The Effect Of Services Marketing Mix Elements On Customer-      Based Brand 
Equity: An Empirical Study On Mobile Telecom Service Recipients In Jordan. . International Journal Of Business 
And Management, , 8(11), 13. Doi:10.5539/Ijbm.V8n11p13 

Alipour, M. &. ( (2011).). The Role Of Service Marketing Mix And Its Impact On Marketing Audit In Engineering 
And Technical Service Corporations. . Global Journal Of Management And Business Research,, 11(6). 

Aminuddin Yusof, J. J. ( (2017). ). Customer's Expectation, Perception And Satisfaction With Service Quality Of 
A Fitness Center In Malasiya. International Journal Of Physical Education, Sports And Health ,, 4 (1), 146-150. . 

Blut, M. T. ((2018).). Testing Retail Marketing-Mix Effects On Patronage: A Meta-Analysis. . Journal Of 
Retailing, , 94(2), 113-135. Https://Doi.Org/10.1016/J.Jretai.2018.03.001 

Boadi, E. B.-M. ( (2019).). Impact Of Service Quality On Customer Satisfaction In Ghana Hospitals: A Pls-Sem 
Approach. . Canadian Journal Of Applied Science And Technology,., 7(3). 

Das, S. ((2020). ). Innovations In Digital Banking Service Brand Equity And Millennial Consumerism. . In Digital 
Transformation And Innovative Services For Business And Learning, (Pp. 62-79). Igi Global. Doi: 10.4018/978-
1-7998-5175-2.Ch004 

De Carvalho, J., & Chima, F. O. (2014). Applications Of Structural Equation Modeling In Social Sciences 
Research. American International Journal Of Contemporary Research, 4(1), 6-11.De Oña, J. D. ( (2013).). 
Perceived Service Quality In Bus Transit Service: A Structural Equation Approach. . Transport Policy,, 29, 219-
226. 

Donndelinger, J. A. ((2020).). Design For The Marketing Mix: The Past, Present, And Future Of Market-Driven 
Engineering Design. Journal Of Mechanical Design, 142(6).  Https://Doi.Org/10.1115/1.4045041 

Fida, B. A.-B. ( (2020).). Impact Of Service Quality On Customer Loyalty And Customer Satisfaction In Islamic 



 Heemika Sharma,Renu Pareek 
 
 
 
 

Library Progress International| Vol.44 No.3 | Jul-Dec 2024                                                 11429 
 
 

Banks In The Sultanate Of Oman. . Sage Open,, 10(2), 2158244020919517. 
Https://Doi.Org/10.1177/2158244020919517 

Gajanan P. Mudholkar, R. D. ((2019). ). Marketing Strategies Adopted By Private Coaching Classes In 
Marathwada Region. . International Journal Of Recent Technology And Engineering (Ijrte), Issn: 2277-3878, 
Volume-8 Issue-2s10, Doi:10.35940/Ijrte.B1108.0982. 

Gera, R. (2011), "Modelling E‐Service Quality And Its Consequences In India: An Sem Approach", Journal Of 
Research In Interactive Marketing, Vol. 5 No. 2/3, Pp. 203-225. Https://Doi.Org/10.1108/17505931111187811 

Hindi, A.M.K., Schafheutle, E.I. & Jacobs, S. Community Pharmacy Integration Within The Primary Care 
Pathway For People With Long-Term Conditions: A Focus Group Study Of Patients’, Pharmacists’ And Gps’ 
Experiences And Expectations. Bmc Fam Pract 20, 26 (2019). Https://Doi.Org/10.1186/S12875-019-0912-0 

Kant, R. J. ((2017). ). The Investigation Of Service Quality Dimensions, Customer Satisfaction And Corporate 
Image In Indian Public Sector Banks: An Application Of Structural Equation Model (Sem). Vision, , 21(1), 76-
85. Https://Doi.Org/10.1177/0972262916681256 

Kasiri, L. A. (2017). Integration Of Standardization And Customization: Impact On Service Quality, Customer 
Satisfaction, And Loyalty. Journal Of Retailing And Consumer Services, , 35, 91-97. 
Https://Doi.Org/10.1016/J.Jretconser.2016.11.007 

Khatab, J. J. ((2019).). Dimensions Of Service Marketing Mix And Its Effects On Customer Satisfaction: A Case 
Study Of International Kurdistan Bankin Erbil City-Iraq. . Test Engineering & Management,, 4846, 4846-4855. 

Kushwaha, G. S. ((2015).). An Indian Customer Surrounding 7p׳ S Of Service Marketing. . Journal Of Retailing 
And Consumer Services, , 22, 85-95. Https://Doi.Org/10.1016/J.Jretconser.2014.10.006 

Lam, S., Lee, V., Ooi, K. And Phusavat, K. (2012), "A Structural Equation Model Of Tqm, Market Orientation 
And Service Quality: Evidence From A Developing Nation", Managing Service Quality: An International Journal, 
Vol. 22 No. 3, Pp. 281-309. Https://Doi.Org/10.1108/09604521211230996 

Lee, W. H. (2018). Less Is More: A New Insight For Measuring Service Quality Of Green Hotels. International 
Journal Of Hospitality Management,, 68, 32-40. Https://Doi.Org/10.1016/J.Ijhm.2017.09.005 

Mahajan, D. ((2017). ). Incorporating 11 P's Of Service Marketing Mix And Its Impact On The Development Of 
Technical Education. Journal Of Entrepreneurship Education, , 20(2). 

Makanyeza, C. And Chikazhe, L. (2017), "Mediators Of The Relationship Between Service Quality And 
Customer Loyalty: Evidence From The Banking Sector In Zimbabwe", International Journal Of Bank Marketing, 
Vol. 35 No. 3, Pp. 540-556. Https://Doi.Org/10.1108/Ijbm-11-2016-0164 

Maqsood, A. A. ((2021). ). The Paradigm Shift For Educational System Continuance In The Advent Of Covid-19 
Pandemic: Mental Health Challenges And Reflections. . Current Research In Behavioral Sciences, , 2, 100011. 
Https://Doi.Org/10.1016/J.Crbeha.2020.100011 

Mori, I., Baker, D. The Origin Of Universal Shadow Education: What The Supplemental Education Phenomenon 
Tells Us About The Postmodern Institution Of Education. Asia Pacific Educ. Rev. 11, 36–48 (2010). 
Https://Doi.Org/10.1007/S12564-009-9057-5 

Mukherjee, S. &. ((2016).). Marketing Mix Influence On Service Brand Equity And Its Dimensions. . Vision, , 
20(1), 9-23. Https://Doi.Org/10.1016/J.Jretconser.2016.09.008 

Namin, A. (2017). Revisiting Customers' Perception Of Service Quality In Fast Food Restaurants. . Journal Of 
Retailing And Consumer Services, , 34, 70-81. Https://Doi.Org/10.1016/J.Jretconser.2016.09.008 

Napitupulu, D. R. ( (2018, January).). Analysis Of Student Satisfaction Toward Quality Of Service Facility. . In 
J. Phys. Conf. Ser , (Vol. 954, No. 1, P. 12019),. Doi 10.1088/1742-6596/954/1/012019 



 Heemika Sharma,Renu Pareek 
 
 
 
 

Library Progress International| Vol.44 No.3 | Jul-Dec 2024                                                 11430 
 
 

Nunkoo, R. T. (2020). Service Quality And Customer Satisfaction: The Moderating Effects Of Hotel Star Rating. 
International Journal Of Hospitality Management,, 91, 102414. Https://Doi.Org/10.1016/J.Ijhm.2019.102414 

Othman, B.A., Harun, A., De Almeida, N.M. And Sadq, Z.M. (2021), "The Effects On Customer Satisfaction And 
Customer Loyalty By Integrating Marketing Communication And After Sale Service Into The Traditional 
Marketing Mix Model Of Umrah Travel Services In Malaysia", Journal Of Islamic Marketing, Vol. 12 No. 2, Pp. 
363-388. Https://Doi.Org/10.1108/Jima-09-2019-0198 

Othman, B. H. (2020). Integrating After Sale Service Into The Traditional Marketing Mix Model. Their Effects 
On Service Value And Customer Retention Towards Clothing Store Brands In China. Revista Argentina De 
Clinica Psicologica, 29(5).19. Doi: 10.24205/03276716.2020.1003 

Pour, B. S. ( (2013).). The Effect Of Marketing Mix In Attracting Customers: Case Study Of Saderat Bank In 
Kermanshah Province. African Journal Of Business Management, , 7(34), 3272-3280. Doi: 10.5897/Ajbm12.127 

Rathod, M. K. ((2016)). A Study On Extended Marketing Mix. Advances In Economics And Business 
Management,, 3(2), 205-212. 

Rita, P. O. ((2019). ). The Impact Of E-Service Quality And Customer Satisfaction On Customer Behavior In 
Online Shopping. Heliyon, , 5(10), E02690. Https://Doi.Org/10.1016/J.Heliyon.2019.E02690 

Sharma, C. (2014). A Service Quality Model Applied On Indian Hotel Industry To Measure The Level Of 
Customer Satisfaction. International Journal Of Science And Research, 3(3), 480-485. 

Singh, B. H. ((2017). ). Clash Of Competitions: A Study On Coaching Classes Of Kota. Eur Acad Res,, 6. 

Singh, D. C. ( (2020). ). An Empirical Study Of Extended Marketing Mix For Ppe Manufacturing Companies. 
International Journal Of Modern Agriculture, , 9(3), 1773-1786. 

Sokoli, D. K. ( (2018)). .Student’s Perception Of Academic Quality: A Review Of The Literature. Management, 
, 16, 18. 

Solimun, S. And Fernandes, A.A.R. (2018), "The Mediation Effect Of Customer Satisfaction In The Relationship 
Between Service Quality, Service Orientation, And Marketing Mix Strategy To Customer Loyalty", Journal Of 
Management Development, Vol. 37 No. 1, Pp. 76-87. Https://Doi.Org/10.1108/Jmd-12-2016-0315 

Suhartanto, D. H. (2019). Loyalty Toward Online Food Delivery Service: The Role Of E-Service Quality And 
Food Quality. . Journal Of Foodservice Business Research, , 22(1), 81-97. 
Https://Doi.Org/10.1080/15378020.2018.1546076 

Syapsan (2019), "The Effect Of Service Quality, Innovation Towards Competitive Advantages And Sustainable 
Economic Growth: Marketing Mix Strategy As Mediating Variable", Benchmarking: An International Journal, 
Vol. 26 No. 4, Pp. 1336-1356. Https://Doi.Org/10.1108/Bij-10-2017-0280 

  

 


