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Research Summaries on Consumer Behavior
Consumer behavior deals with the study of both organizations and individuals as well as how they get motivated to select and use various products and services. Different research exists on consumer behavior, and the aim is to have a better understanding of the psychology, behavior, and the motivation of individuals and organizations. Consumer behavior helps in the predicting of consumer purchasing decisions, and hence businesses can position themselves to fully benefit from such decisions. The first article is titled synthesis of recent literature in consumer behavior research by Kaveh Peighambari, Setayesh Sattari, Arash Kordestani, and Pejvak Oghazi. It was published in 2016 and analyzes 12 full years of study on consumer behavior and how it can be applied in different areas. 
The methodology involves the classification of various topics that are important in evaluating major trends in consumer behavior literature. It is done by a ranking of the published topics, the typology of the various published articles as well as the classification of research in terms of techniques of analysis and methods. The main purpose of this research was to establish an all-inclusive literature review of consumer behavior that can be helpful in advancing the discipline of consumer behavior research (Peighambari, 2016). A content analysis was performed on the articles which focused on the behavior of consumers, and later, since this was not comprehensive, they examined the evolution of the literature on consumer behavior as a topic between specific time periods. 
It was observed that the most studied topic within the consumer behavior was perception, this article not only serves as an evaluation of the evolution and structure of the literature in consumer behavior field but at the same time it represents several assumptions about the future development of this literature. The trend of total articles on consumer behavior has been on the rise because more focus has been put in trying to understand consumer behavior. The article is intended to provide a specific guideline that scholars can use in the future to position their research efforts.
Consumer Behavior and Prospecting Buying Decisions in a Dynamic Pricing Environment
Another article focuses on the factors that influence consumer behavior and potential buying decisions in a changing pricing environment. The explanatory factor analysis approach was written by Vijay Victor, Jose Joy Thoppan, Robert Jeyakumar Nathan, and Fekete Farkas Maria. Published in 2018, the study identifies, classifies, and measures the various online change in pricing into seven factors that have the ability to influence consumer behavior and the potential purchase decisions in a pricing situation that is changing. In the past few decades, the most common pricing strategy used in most industries is the dynamic pricing, and this research identifies the customer behavior and traits as well as the perception of products that help to form the right prices and impact on the behavior of consumers. 
The sample comprised 101 males and 77 females from internet-savvy students in college in south India, and an explanatory factor analysis was used as a technique for an analytical approach (Victor, 2018). It was observed that consumers make certain decisions as a way to protect themselves from big changes in prices; the prices of products are justified by the level of satisfaction of the consumer, and this massively impacts future purchase decisions. The study points out that the dynamic pricing decisions should be made after careful consideration of the impact they have on consumer reactions, and future research should carry out observational tests on the causal correlation existing between consumer’s intention to continue shopping online and the constructs mentioned in the article.
Impact of Celebrity Endorsement on Consumer Buying Behavior
The advances in social sciences research journal touch on the impact celebrity endorsement has on the consumer buying behavior, and it was published in 2017 by Humaira Mansoor Malik and Muhammad Mehtab Qureshi. The primary purpose of this article is to explore the effect that the endorsement of celebrities have on the buying intentions of consumers and this as possible by focusing on the thoughts Pakistani customers have on celebrity endorsement by analysis of the various traits of celebrity endorsement relating to consumer intentions of buying. The current world has become sophisticated and competitive in so many ways, and consumers are exposed to various marketing techniques, the use of celebrities give a product some upper edge in the market as consumers get to associate the product to the specific celebrity. Structured questionnaires were used to collect data from 150 respondents and were later analyzed by using software SPSS (QURESHI, 2017). Non-probability and convenient sampling techniques were used for a young Pakistani audience who had a background in high school, undergraduate, and masters degrees.
 Correlation analysis was used to check the correlation between the variables, which were buying intentions of consumers and celebrity endorsements. Various aspects of celebrity endorsements that encompass credibility, the attractiveness of the celebrity, and gender were effective with regard to buying intentions, while factors such as multiple product endorsements showed a negative correlation with consumers. Generally, celebrity endorsement has a positive influence on the buying intentions of consumers, and a celebrity makes an advertisement more memorable, famous, and consumers get to consider the product as they make an intention to buy. The study offers a background in future research on how advertisements impact consumer buying intentions.
Consumer Buying Behavior towards Online Shopping
The article on consumer behaviors of buying towards shopping online is an empirical study on Dhaka city in Bangladesh, it was published in 2018 by Mohammad Anisur Rahman, and it revealed that most consumers shop online to save time because it aimed at understanding the behavior of online shoppers through self-constructed questionnaires of individuals who shop online frequently but are not habitual. The sample size was 179 respondents from different age groups from a diverse demographic in Dhaka city. More people than before are opting to use the web in shopping for a variety of products and items hence the need to understand the behavior of online shoppers. 
Convenient non-Probability sampling was used to obtain data from Dhaka city in Bangladesh (Rahman, 2018). It was established that online shopping is more driven by secure online payments and development in ICT infrastructure as well as internet penetration and these impact on consumer behavior, among other aspects of online shopping. The study reveals the behavior of online consumers in Bangladesh, which is massively influenced by a number of factors because online shopping has unique characteristics. It was observed that the behavior of consumers towards online shopping if influenced by factors such as age, income, gender as well as occupation and all of them play unique roles. As online shopping rapidly increases in Bangladesh and other parts of the world, this study forms a background from which future understanding of consumer behavior in relation to online purchases can be better analyzed.
Effects of Religion on Consumer Behavior
The research review on the effects religion has on the consumer behavior published by Daniele Mathras, Adam B. Cohen, Naomi Mandel and David Glen Mick published in 2015 aims to address the role religion as a multidimensional construct plays in influencing the behavior and psychology of consumers through the four dimensions of values, communities, and rituals as well as beliefs (Mathras, 2016). The conceptual framework extends and complements previous literature and in the process, considers new perspectives on the effect religion has on consumer behavior. The findings show that a strong correlation exists between religion and the purchasing decisions of consumers; hence, consumer behavior is influenced by various aspects of religion in a massive way.
Big Data and Consumer Behavior
The big data and consumer behavior article on imminent opportunities was published in 2016 and had a lot of contributors, including from Charles F. Hofacker, Edward Carl Malthouse, and Fareena Sultan, among others. The purpose of this article was to assess how the examination of consumer behavior can benefit from the availability of big data and in the process, offers an overview of a number of potential opportunities and dynamics that big data will bring to the study of consumer behavior. It was found that big data plays a vital role in furthering our understanding of the stages involved in the consumer decision-making process. Consumer behavior is able to evolve as big data gets revolutionized in the modern world (Hofacker, 2016). The research study provides a ground for big data consumer analytics, and hence the study of consumer behavior will no longer be dependent on human intuition but rather on A/B testing and inductive data mining. This article provides future research avenues by being the first one to assess how studying consumer behavior has the capability to evolve, especially in the presence of big data.

Consumer Behavior and Buying Products through the Internet
	The article is on the factors that affect consumer behavior on buying of products through the internet and was published in 2017 by Dr. Tosaporn Mahamud, and Qin Qichao. The primary purpose of this study involves the determination of the factors of behavior and marketing mix that affect consumers on how they purchase products through the internet. The study was quantitative and consisted of a sample size of people of Chinese origin, and these individuals had bought products through the internet in China. The questionnaire was used as a research tool for data collection, after which the data were analyzed by the use of techniques such as regression analysis, mean, and standard deviation, among others. 
The variables were encompassed under consumer behavior, marketing factors, and the internet, with the consumer behavior on buying products through the internet being the dependent variable while consumer characteristics and marketing factors being the independent variables. Information technology has spread to the furthest corners of the internet, and this has promoted electronic business, which consumers are reacting towards in a number of ways. The study revealed that the opinions of the marketing mix that was affecting consumer behavior on buying a product over the internet consisted of the product aspect, the distribution aspect, prices aspect as well as the marketing promotion aspect. Each played a significant role in affecting consumer behavior in regards to the purchase of products over the internet. Future research avenues should focus more on the in-depth observation, interview, and other techniques so as to get better results than the one got from this particular research study. It aims to ensure that business entrepreneurs get to benefit fully from having a good understanding of these factors.

Consumer Buying Behavior on Perishable Products
	The research involves an empirical analysis of the various factors that affect consumer buying behavior on perishable products, and it was published in 2018 by Disha Chhabra. The main purpose of the study involved the acquisition of in-depth knowledge of the various attitudes that consumers and especially those in urban areas, have in dealing with several types of perishable products. The study also aimed at exploring the factors that influence how consumers behave when purchasing perishable products. The modern-day consumers are very quality-conscious, and they want to get value for their money. In most cases, the behavior of consumers in relation to perishable products remains unknown, and since the middles class has been focusing on spending and shopping, especially in supermarkets, it is important to understand their attitudes towards such products. In this research, study data were collected from one hundred consumers who get to interact with perishable products both from supermarkets as well as the flea markets of the city of Lucknow in India.
 The explanatory research design was used in reaching the objectives, and 71 respondents were used in the study. It was observed from the study that nowadays, consumers have become aware when purchasing perishable products, and a correlation was observed between change in behavior and attributes such as freshness, packaging, and hygiene. Many of the respondents often buy perishable products from the open market, followed by retail stores. The most important factors that affect the consumer buying behavior of perishable products include size, smell, taste, source as well as the tenderness of the product. Moreover, it is not the size but rather the color of a perishable product that consumers notice while they buy. Many other factors come into play when considering perishable products because they involve a lot of details.

Consumer Behavior towards Original vs. Counterfeit Brands
	The next research article is on original vs. counterfeit brands, and it involves a relative study for consumer buying behavior in relation to the two categories of brands. The article is by Shahzad Khan and was published in 2018, and its main purpose was to find out which factors influenced the intentions of the consumers to purchase original brands as well as their counterfeits in the Peshawar product market. More specifically, it emphasized on a number of factors such as the personal characteristics such as materialism and self-image as well as buyer attitudes concerning economic and hedonic benefits of counterfeit purchase and lastly the impact past purchases have on the intentions of consumers to buy original luxury brands and their counterfeits. For this study, five brands found from five different product items were selected, and a sample of 200 people got engaged in filing out self-administered questionnaires to enable the collection of data for the study. 
Data analysis was carried out using techniques such as multiple regression analysis, which also helped in testing the research hypothesis. Gauging the factors that influence consumer behavior towards luxury products and counterfeits can be very difficult since buyers are motivated by several aspects of life and the market. The results of this study indicated that the personal traits of consumers, affordability of the products as well as past purchases, were all essential predictors of consumer’s intentions to buy counterfeit and original brands. Both the buyer's intention to purchase original products and the buyer’s intention to purchase counterfeit products have a positive reciprocal instigation. It can be noted that buyers are ready to buy original and counterfeit brands without focusing unequally on one side of the spectrum. Future research avenues should consider taking larger sample sizes and covering broader geographical spaces so as to be able to allow them to clarify and understand findings more clearly.
Factors Affecting the Level of Consumer Buying Behavior For Branded Apparel
	The last article is a study on the factors affecting the level of consumer's buying behavior for apparels that are branded, and it was published online in 2018 by Dr. Kumar Pawan and Kanchan. Buying behavior involves the economic, social as well as the psychological situation of various consumers to purchase those apparels that are branded, and this consumer behavior is subject to change due to several factors. In the modern world, the fashion industry, which mainly focuses on branded apparel, is tagged to social media, where they tend to develop positive attitudes and status symbol among the many users who form a major part of the consumers (Kumar, 2018). With all this in mind, the main purpose of this study was to document the different factors that affect the level of consumer behavior towards buying branded apparel and how this correlates to the overall consumer behavior. 
A suitable sampling technique was used, and a sample of 400 respondents was selected for this particular study. The variables were the level of buying behavior of consumers and branded apparels, and multiple linear regression analysis was used as a data analysis technique to allow for results of the study to be well understood. The research acknowledged that social factors, brand image, price, and uniqueness of the product are all essential factors that impact the level of consumer purchasing behavior concerning branded apparel in the area of study. Future research studies should take these factors into consideration and use them as a basis for furthering the study on the level of consumer buying behavior.
Conclusion
An understanding of consumer behavior from different perspectives is significant for marketers because it lets them know how consumers respond to different products and services based on a number of factors that touch on the different aspects of life and consumer environments. A focus on the consumers is the main contributor to the marketing of business practice and the overall success of the business. Consumers can also use it to understand their behavior and in the process, be better placed to study the cost benefits of their buying decisions, especially now that the world is becoming more technology-based and global markets are becoming closer to each other. Consumer behavior assumes the fact that when businesses take care of the needs of the consumers, then in return, the consumers will take care of the needs of the business, but this requires a deeper understanding of the behaviors of consumers. 
The modern practice of marketing is complex, and it is almost impossible without taking into account the study of consumer behavior, this is because most of the problems that affect both the consumers as well as businesses can be solved by having a comprehensive study of consumer behavior. These summaries of several research articles that have a relationship to consumer behavior give different unique perspectives on how consumer behavior interacts with a number of aspects of the market and products, among other things.
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