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Consumer behavior is 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 of being having a better understanding of the psychology, behavior, and the motivation of individuals and organizations. 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 years of research 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.
 The main purpose of this research was to establish a comprehensive literature review of consumer behavior that can be helpful in advancing the discipline of consumer behavior research. 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.
Another article focuses on the factors that influence consumer behavior and prospective purchase 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.
Also, the article by Katalin Eibel-Spanyi and Agnes Hofmeister-Toth focuses on the impact values have on the consumer behavior and was published in 2013. This article aims to provide a better understanding of the links that exist between values and behaviors, and the finding offers some helpful considerations for the marketing managers, more importantly on topics such as product communications and positioning. The survey instruments contained components such as personal goals and values as well as personal purchasing and consumer behavior. An understanding of personal values can assist in the understanding of how personal values influence the behaviors of consumers.
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. Non-Probability sampling was used to obtain data from Dhaka city in Bangladesh. 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.
The research review on the effects religion has on the consumer behavior published by Daniele Mathras in 2016 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. 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.
The big data and consumer behavior article was published in 2016 and had a lot of contributors, including Charles F. Hofacker, Edward Carl Malthouse, and Fareena Sultan, among others. The purpose of this article was to assess how the study of consumer behavior can benefit from the presence 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 bid 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. 
Moreover, a study of the behavior of consumers in departmental store published in 2017 by Ramya N alongside other contributors aims to understand the requirements of customers in the organized sector in retailing because this will enable the taping and retaining customers in a better way. By examining the consumer buying behaviors in relation to Amul products, a sample size of 150 customers was used. It was found out that the many factors that influence the behavior and motivation of consumers to buy these products involved their position or location in the huge stores as well as the specific tastes and preferences of the consumers themselves. It can be concluded that the behavior of consumers towards a product is dependent on the strength and weakness of the product itself.


