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1) Awan, A. G., Ismail, M., Majeed, F., & Ghazal, F. (2015). Effects of advertisement on consumer’s buying behaviour with references to FMCGs in southern Punjab-Pakistan. Journal of Marketing and Consumer Research, 19, 22-30.
 	This journal is a research that was aimed at finding out how much advertisements bring effect on the consumer buying behavior. The results of the research are based on data that was collected though administration of questionnaires and secondary data from journals, the internet as well as books. The authors also formulated hypotheses for the study. Analysis using various techniques show that advertisement has a significant impact of consumer’s choices. The authors conclude that advertisement can change the consumers’ behavior. The results can be helpful especially for the advertisement companies as well as marketing companies to promote their products through advertising. The authors finally gave various recommendations in light of the empirical results of the research.

2)Haider, T., & Shakib, S. (2017). A Study On The Influences of Advertisement On Consumer Buying Behavior. Business Studies Journal, 9(1). 
Haider and Shakib clearly discuss the major variables which are considered on the influence of advertisement on consumer behavior; entertainment in advertisement, Familiarity in advertisement, social imaging in advertisement and the spending on advertisement. All the four variables had a positive impact, meaning advertisement has an effect on the buying behavior of the consumer. They also state the psychological and ‘positive indicator’ effect caused by familiarity and entertainment respectively to the consumer behavior. The study also found out that consumers feel safe when buying a product that has been advertised compared to that which has never been advertised. From this they concluded that advertisement was an effective tool in marketing.

3)Madhavan, M., & Kaliyaperumal, C. (2015). Consumer Buying Behavior-An Overview Of Theory and Models. St. Theresa Journal of Humanities and Social Sciences, 1(1).
This journal is a theoretical research that tries to explain the various concepts as well as existing theories in the consumer buying behavior. The authors point out the various consumer buying behavior models, types of buying behavior and the factors influencing consumer behavior. Madhavan and Kaliyaperumal explain 9 theories on consumer behavior that have been proven for academia research. They include; Nicosia model, Psychoanalytical model, Black box model, Engel Kollat Blackwell model, Sociological model, Anderson model, Howard Sheth model, Learning model and Sheth Newman Gross model. These theories helped in understanding the base in consumer behavior.

4)Saleem, S., & Abideen, Z. (2011). Effective advertising and its influence on consumer buying behavior. European Journal of Business and Management, 3(3), 55-67. 
In this journal, Salman Saleem and Zain-Ul-Abideen explore effective advertising and its influence on the consumer buying behavior. The research was based on the local markets in Pakistan. The authors critically evaluate the Pakistan Mobile sector as well as the advertising and consumer behavior in the region. They categorize the responses as either emotional or environmental. From the research, they concluded that there existed a weak relationship between the environmental response and consumer buying behavior while emotional response had a strong association with the consumer buying behavior. Their research established that consumers buy products by emotional response rather than environmental response since environmental response of the purchase is associated with unplanned buying while emotional response is based on emotional attachments created via video, audio or text.

5)Wang, X., Yu, C., & Wei, Y. (2012). Social media peer communication and impacts on purchase intentions: A consumer socialization framework. Journal of interactive marketing, 26(4), 198-208.
The authors investigate peer communication via social media and purchase decisions outcomes. Based on a survey of 292 participants, the results show that online socialization affects buying behavior both directly and indirectly They further explore the theoretical background in which consumer socialization theory is explained in detail and how it offers two theoretical perspectives on consumer behavior. the findings from the research have significant theoretical as well as managerial implications. 






